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Journal of Life Economics is an international refereed journal which started to be
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the rules as editorial principles and author guidelines.

2. The manuscripts sent to Journal of Life Economics are controled with “iThenticate”
screening program in terms of having plagiarism. If there is no plagiarism, they
are sent to refrees. But if there is a plagiarism, these manuscripts are sent back to
writers without sending refree.

3. Publication Committee entitled to reject the manuscripts if not conformable with
the conditions concerning the ortography and grammar or return back to the
authors for correction or reform them. All manuscripts submitted to Journal of
Life Economics are sent to at least two referees after the initial review of the
editorial board with respect to formatting and content. After having positive
feedbacks from both of the referees, the manuscripts are published. In case of
having one positive and one negative feedback from the different referees, the
manuscript is sent to a third referee. The reviewers are not apprised of the
authors’ names or institutions in the submitted manuscript; and authors are not
told the identity of the referees.

4. Manuscripts are sent to online Manuscript Submission System and Information
about the referee process for your manuscripts is given through Online
Manuscript Submission System. Reviews can also be seen through this system
from the following link "http://www.jlecon.com/mts.aspx"

5. Manuscripts are wellcomed both in Turkish and English. Turkish manuscripts
are required English title and abstract.

Xi
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manuscript submitted must not exceed 25 pages (A4).
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References for the tables (figure of graph) must be below the table (figure or
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11. Equations should be numbered consecutively and equation numbers should
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12. Citations in text must be done according to the HARWARD REFERANCE
TECHNIQUE. In text citations, the author’s last name and the year of publication
(and page number of the publication if necessary) for the source must appear in
the text
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ii. If the last name of the author is not used, the last name of the author, the
publication year and page number of the publication must appear.

The last studies (Pinar 2003: 12)...

iii. If there are two authors, last names of both of the authors should be
written.

Cinicioglu and Kelesoglu (1993) mention about the soft paddings...

iv. If there are more than two authors, cite only the surname of the first
author followed by “et al.”

...asserted by Oztoprak et al.. (1999)

v. If an author has more than one publishment in the same year, different
symbols (i.e. a,b,c..) must be used with the years.

...result of the studies made by Bozbey et al (2003a)
vi. Ifthe resource is anonymous the word “anon” must be used.
...the realities spoken in recent times (Anon 1998: 53) ...

vii. if a newspaper article with an unknown writer is used, name of the
newspaper, date of publication, page number should be written.

The floods occured in the region effect the structural features (Atlas, 1998:
6)

viii. The studies made use of thesis, alphabetically ordered according to the
surnames of the writers. The name of the magazine, book or booklet, etc. should
be in italic and bold letters.

ix. For Internet resources, the name of the writer should be shown as
mentioned before. If no writers name, the name of the resources and the date
must be given

Some knowledge takes place about the bazaar (IMKB, 23.06.2003)

x. For the internet resources with unknown writers URL-sequence number
and year should be written as follow:

(URL-1, 2003), (URL-1 and URL-2, 2003), According to URL-1 (2003)
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YAYIN iLKELERI VE YAZIM KURALLARI

Journal of Life Economics, 2014’de yayin hayatina baslayan (E-ISSN:2148-
4139) uluslararasi hakemli ve siireli bir dergidir. Dergi, yasamin ekonomik
temellerinin tartisildigl bir forum olusturmay1 amaglamaktadir. Bu ¢ercevede, yliksek
kalitede teorik ve uygulamali makalelere yer verilecektir. Basta ekonomi olmak iizere
tlim sosyal bilim alanlarinda ¢alisan akademisyenler, arastirmacilar ve profesyonellerin
goriis ve calismalarini bir araya getirecektir. Dergideki makaleler; KIS (Ocak), BAHAR
(Nisan), YAZ (Temmuz)ve GUZ (Ekim)dénemleri olmak iizere yilda dort kez
yayimlanacaktir. Journal of Life Economics,licretsiz-acik erisimli elektronik bir
dergidir. Dergide yayinlanan makaleler internet araciligiyla; finansal, yasal ve teknik
engeller olmaksizin, serbestge erisilebilir, okunabilir, indirilebilir, kopyalanabilir,
dagitilabilir, basilabilir, taranabilir, tam metinlere baglanti verilebilir, dizinlenebilir,
yazilima veri olarak aktarilabilir ve her tiirlii yasal amag i¢in kullanilabilir. Dergide
yayimlanan tim makalelere DOI numarasi atanmaktadir.

Degiye gonderilecek yazilarda yazarlarin yayin ilkeleri ve yazim kurallarina uymasi
gerekmektedir. Yayin ilkeleri ve yazim kurallarina uygun olarak hazirlanmayan yazilar
icin degerlendirme stireci baslatilmaz.

YAYIN iLKELERI

1. Dergide yayinlanmak iizere gonderilen yazilarin daha 6nce bagka bir yerde
yaymlanmamis olmas1 veya yaymnlanmak iizere goénderilmemis
olmasi gerekir. Daha Once konferanslarda sunulmus ve 6zeti yayinlanmis
calismalar, bu durum belirtilmek ilizere kabul edilebilir. Ayrica, ¢alisma bir
kurum tarafindan destek gormiisse veya tezden iiretilmisse calismanin
bashigina verilecek dipnotla bu durumun belirtilmesi gerekir. Yayin icin
gonderilmis ¢alismalarini herhangi bir nedenle dergiden ¢cekmek isteyenlerin bir
yaz1 ile dergi yonetimine basvurmalar1 gerekir. Yayin kurulu, gonderilmis
yazilarda makale sahiplerinin bu kosullara uymay1 kabul ettiklerini varsayar.

2. Journal of Life Economics’e sunulan makaleler, baska bir calismadan kismen
ya da tamamen kopyalanmamis (plagiarizm) olup olmadiklar1 “iThenticate”
tarama programi ile kontrol edildikten sonra hakemlere yollanir. Plagiarizm
tespit edilen makaleler hakeme yollanmadan yazara iade edilir.

3. Yayin kuruly, yayin kosullarina uymayan yazilari yayinlamamak, diizeltmek
lizere yazarina geri vermek, bicimce diizenlemek yetkisine sahiptir. Yayinlanmak
lizere gonderilen yazilar, yaymn kurulunun uygun gordigi en aziki
hakem tarafindan degerlendirildikten sonra yayinlanmasi uygun goriiliirse
dergide basilir. Bir hakemin olumlu diger hakemin olumsuz goris verdigi
makaleler tigiincii bir hakeme gonderilir. Hakemlere gonderilecek yazilarda
yazarin kimligi sakli tutulur.
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4., Yazilar, Makale Takip Sistemi tlizerinden elektronik ortamda
gonderilmektedir. Bu sisteme Anasayfada yer alan "Makale
Gonder/Takip" linkinden ulasilabilir. S6zkonusu sisteme kayit yapilip makale
gonderildikten sonra hakem sitireciyle ilgili gelismeler ve hakem degerlendirme
raporlari yazarlar tarafindan kolaylikla takip edilebilir.

5. Derginin yayin dili Tiirk¢e ve Ingilizce’dir. Tiirkce makalelerin ingilizce
bashigl ve 6zeti bulunmaldir. Tiirkce makalelerin Tiirk Dil Kurumu’'nun Tiirkce
Sozligii'ne ve Yeni Yazim Kilavuzu’'na uygun olmasi gerekir.

6. Makale gonderen yazar; ad ve soyadini, akademik tinvanini, ¢alistigi kurumu,
telefon numarasini, elektronik posta adresini, varsa calismasini destekleyen
kurumu belirtmelidir.

7. Yayinlanan her tiirlii calismanin yayin hakki dergiye aittir.

8. Dergiye gonderilen yazilara telif hakki 6denmez. Yayinlanan makalelerin
telif hakki Dergiye aittir.

9. Dergide yayinlanan yazilarda ileri siiriilen gorusler yazarlarini baglar.
Yazilarin biitiin hukuki sorumlulugu yazarlarina aittir.

YAZIM KURALLARI

1. Makalelerin, A4 kagit boyutunda ve standart Word formatinda, kenar
bosluklary; iist:2,5 alt: 2,5 sol: 2,5 ve alt: 2,5 cm tek satir aralikh ve iki yana
yash seklinde yazilmasi gerekir.

2. Makalelerde sayfa sinirlamasi olmamakla birlikte, Ust limit olarak 25
sayfanin asilmamasi beklenmektedir.

3. Yazar bilgilerinin yer almadig1 makale dosyasi; Tiirkce baslik, Tiirkce 6zet,
ingilizce bashk, ingilizce 0zet, Ozetlerin altinda anahtar kelimeler, JEL kodlar1 ve
devaminda giris, ana metin, sonug, kaynakca ve eklerden olusmalidir.

4. Ustbilgi, altbilgi ya da sayfa numarasi eklenmemelidir.

5. Makaleler, Tiirkge ya da Ingilizce olarak hazirlanabilir.

6. Yazinin basina 150 sozciigii gecmeyen 0Ozet (abstract) eklenmelidir. Yazi
dili Tiirkge ise, mutlaka Ingilizce 6zet ve Ingilizce Bashk eklenmelidir.

7. Ozetten sonra makalenin icerigini belirtenen fazla 5 anahtar
kelime (Tiirkce ve Ingilizce) ve 3'ii gecmeyecek sekilde
belirtilmelidir.

8.  Ozetler, anahtar kelimeler ve JEL Kodlar1 Times New Roman 11 Punto, italik,
tek satir araliginda ve iki yana yash sekilde hazirlanmalidir.
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9. Ana Metin, Times New Roman, 12 Punto, tek satir araliginda, iki yana
yasli sekilde hazirlanmalidir. Her bir paragraf araligt (sonra 6 nk) bosluk
birakilmalidir. Paragraflarin ilk satirlar1 1,25 cm iceriden baslamalidir.

10. Tiirkge ve Ingilizce basliklar, Tiirkce ve Ingilizce 6zet boliimlerinin iizerine
biiylik harfle, ortalanarak, 1,5 satir aralikli, Times New Roman, 12 punto ve kalin
(bold) olarak yazilmalidir. Makalenin ana baslik ve alt bashiklar ise 2., 2.1., 2.1.1.
gibi ondalikhi sekilde, giris bashgindan baslayarak (Kaynak¢a haric)
numaralandirilmali ve kalin (bold) yazilmalidir. Ana bashklar biiytik harfle
yazilmal, alt bashklarin ise yalnizca ilk harfi biliylik olmalidir. Basliklardan 6nce
ve sonra 6 nk bosluk birakilmahdir.

11. Tium sekil, tablo ve grafiklere bir bashk verilmeli ve bashklar ardisik
olarak numaralandirilmalidir. Bashk tablo, sekil veya grafigin listlinde sayfaya
ortal1 Times New Roman, 12 punto, kalin (bold) olarak yer almalidir. Tablo, sekil
veya grafik yazisi no’su ile birlikte verildikten sonra tek nokta konularak tablo,
sekil veya grafik ismi yazilmalidir. Kaynak bildirimleri tablo, sekil veya grafiklerin
altinda 11 punto olarak verilmelidir.

12. Dipnotlar (aciklama igeren) metin icinde numaralanmali, ayr1 bir sayfada
numara sirasina gore "Notlar" bashgi altinda Times New Roman 11 punto ile
yazilmali ve metnin arkasina konmalidir.

13. Makalede matematiksel denklem ve formiller numara verilerek
siralanmalidir. Numaralandirma satirin en saginda parantez i¢cinde yapilmalhdir.

14. Metin icinde atiflan belirtmek icin Harvard referans
teknigi kullanilmalidir. Bu teknige goére metin icinde gecen atiflar, yazar soyadi
ve parantez icinde yer alan yayin yili ile belirtilir. Konuyla ilgili 6rnekler asagida
sirasiyla verilmistir.

i.  Yazar adi ciimlenin dogal bir parcasi olarak kullanilmissa yayin yih
parantez icinde;

Gilirkaynak (2002) kimyasal ¢ozeltiler lizerinde yapmis oldugu ...

ii. Yazar adi ciimlenin dogal bir parcasi olarak kullanilmamissa yazar adj,
basim yil1 ve sayfa sayisi seklinde olmahdir;

En son calismalar (Pinar, 2003: 12) uygulamanin ...

iii. Iki yazarin bulunmasi durumunda, her iki yazarin soyadi da kullanilr.

Cinicioglu ve Kelesoglu (1993) yumusak dolgular tizerinde ...

iv. Ikiden fazla yazar olmasi durumunda ilk yazarin soyadim “ve dig.” ifadesi
takip eder.

XVii



Oztoprak ve dig. (1999) tarafindan éne siiriilen ...

v. Eger ayni yazarin ayni yilda basilmis birden fazla yayinmi kullanilmissa
basim yillarinin sonuna alfabetik bir karakter ilave edilir.

Bozbey ve dig. (2003a) tarafindan yapilan ¢calismalar bu sonucu ...
vi. Eger anonim bir kaynak kullanilmigsa “anon” ifadesi kullanilir.
Son zamanlarda konusulan gergekler (Anon 1998: 53) ...

vii. Eger yazar belirsiz bir gazete yazis1 kullanilacaksa gazete adi, basim yil
ve sayfa no;

Bolgede goriilen sel baskinlar1 yapisal ozellikleri etkilemektedir (Atlas,
1998: 6)

viii. Tez ¢alismasinda faydalanilan yayinlar yazar soyadlarina gore alfabetik
sirayla siralanir. Yayinin basildig1 derginin, kongre kitap¢iginin, kitabin vb.
adi egik (italik) olarak gosterilir

ix. Internetten alinan kaynaklara atif yapilirken, yazar adi varsa daha once
belirtildigi sekilde gosterilir. Yazar ad1 yoksa kaynagi sunan kurumun adi
ve tarih kullanimi asagidaki sekilde gosterilir.
XiX
Pazar hakkinda bilgiler yer almaktadir (IMKB, 23.06.2003) veya

Yazar belli olmayan internet kaynaklarina atif yapilirken, biiytik harflerle
URL-sira numarasi, yil seklinde yazilmahdir. Ornegin:

(URL-1, 2003), (URL-1 ve URL-2, 2003
URL-1’e (2003) gore ...

15. Kaynakc¢a Times New Roman, 12 punto seklinde yazarlarin soyadlar1 goz
ontline alinarak alfabetik sirayla ve asili bicimde ¢alismanin sonunda bulunmalidir.
Her kaynak arasindaki paragraf aralig1 (sonra 6 nk) olmalidir. Eger yazarin/larin
ayni y1l igerisinde birden fazla ¢alismasina atif yapilmigssa ise bu ¢alismalarin yayin
yili sonuna (a,b,c,..) gibi semboller verilerek siralanmalidir. Makale ve bildirilerde
dergi ve sempozyum/Kongre adj, kitap ve tezlerde ise kitap ve tez adi italik olarak
yazilmalhdir. Kaynak¢a asagida gosterildigi sekilde diizenlenmelidir.

Kitap referansi i¢cin gosterim
Yazarin SOYADI, ADI,, Yayin yili, Kitap adi, Yayinevi, Basim Yeri, ISBN.
MERCER, P.A. and SMITH, G., 1993, Private Viewdata in the UK, 2

Dergilerdeki makaleler icin gosterim



Yazarin SOYADI, ADI, Yayin yili, Makalenin adi, Derginin Adi, Cilt no ve
(bolim)

EVANS, W.A, 1994, Approaches to Intelligent Information
Retrieval, Information Processing and Management, 7 (2), 147-168.

Konferans bildirileri icin géosterim

Yazarin SOYADI, ADIL, Yayin yili, Bildiri Ady, Konferans Kitap¢iginin Adi,
Tarih ve Kongre Yeri, Basim Yeri: Yayinevi, sayfa numaralari

SILVER, K., 1991, Electronic Mail: The New Way to Communicate, 9th
International Online Information Meeting, 3-5 December 1990 London,
Oxford: Learned Information, 323-330.

Tezler icin géosterim

Yazarin SOYADI, ADI, Yayin yili, Tezin Adi, Yiksek Lisans/Doktora,
Enstiti Ada

AGUTTER, AlJ., 1995, The Linguistic Significance of Current British Slang,
Thesis (PhD), Edinburgh University.

Haritalar icin gosterim
SOYADI, ADI,, Yayin Yil, Baslik, Olgek, Basim Yeri:Yayinevi.

MASON, James, 1832, Map of The Countries Lying Between Spain and
India, 1:8.000.000, London: Ordnance Survey.

Web sayfalari icin gésterim

Yazarin SOYADI, ADI, Yil, Baslik [online], (Edition), Yayin Yeri, Web
adresi:URL

HOLLAND, M. 2002, Guide to Citing Internet Sources [online], Poole,
Bournemouth

University,http: //www.bournemouth.ac.uk/library/using/guide to citin
g internet sourc.html [Erisim Tarihi: 4 Kasim 2002].
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CEVRE ODAKLI URET iM VE TARIMSAL G iRiSIMCILiK
BAGLAMINDA: VERM IKULTUR

Mevhibe AY TURKMEN

OZET

Ekonomik kalkinma Ulkelerin en temel sorunlarindainidir. Ekonomik kalkinmanin kit
kaynaklar Uzerinden gerceklaek zorunda olmasi cevreye olan ilgiyi farkitlemaktadir. Kaynak
kisiti, cevreyi “engel” olarak algilamaya neden dan, aslinda soruna cevap yine gadan
gelmektedir. Ekolojik yamdaki dongulerin Uretim faaliyetlerine uygulanmdasibu duruma ¢6zim
bulunmasinin yaninda, ekonomik anlamda firsatadilelyebilmektedir.

Tarim insanin varolgundan beri stregelmitemel sektdrlerdendir. Tim dinyada tarimsal
uretimde sdrdurulebilirlik kavramina vurgu yapan weganik Uretim yontemlerini fgik eden
yaklasimlar yayginlamustir. Bu slregte yer solucanlarinin, organik atik asiklar kisa zamanda 1
yuksek kalitede derli bir Griine donigtiirebilme kapasitelerinin anfj@masi vermikiltiir adi verilen
yeni bir tarimsal Uretim sektérinin glmasini sglamistir.

Sardurdlebilirlik; sosyal, ekonomik ve ¢evre bogutiin entegrasyonu ile ancak gaau ile
uygulanabilir. Vermikaltarin; atik yonetimine kegkile ¢cevresel, ortaya ¢ikan kest ve solucansglde
ile ekonomik anlamda, toplum @gsini destekleyen tarimsal uygulamalariyla da sos@lbmda
surddrilebilirlige uygun bir model oldiw go6rilmektedir. Tarimsal gkimcilik baglaminda
desteklenerek, istihdam Uzerindeki etkileri ilesbsyal boyut desteklenmelidir. Gerek cevreye olan
duyarlihgi ile gerekse bir¢ok gigimcilik alternatifine gére daha hizli ve maliyetsitmasi yoninden
vermikdltar farkindalginin arttirlmasi ve desteklenmesi gerekmektedir.cBlymada vermikultdr;
cevre odakli Uretim ve tarimsal gimcilik baglaminda incelenmtir.

Anahtar Kelimeler:Cevre Odakli Uretim, Tarimsal Gimcilik, Vermikiltiir
JEL Kodlari: Q15, Q56, 013

" Yrd. Dog.Dr., Pamukkale UniversitedBF isletme Béliimii, DENZLI, E-mail: mturkmen@pau.edu.tr
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IN THE CONTEXT OF ENVIRONMENTAL PRODUCTION AND
AGRICULTURAL ENTREPRENEURS: VERMICULTURE

ABSTRACT

Economic development is one of the most importanblems of countries. The fact that
economic development has to materialize with scaesmurces differentiates the interest in the
environment. While the lack of resources causeaspcehending environment as an "obstacle",
actually the answer to the problem comes from eaagain. Finding a solution to this situation by
applying the loops in the ecological life to protloe actvities, at the same time it can turn into a
opportunity.

Agriculture is one of the basic sectors which hbgen ongoing since the existence of human.
Approaches which emphasize the concept of sustiityah agricultural production and encourage
the organic production methods become common inwhele world. The fact that earthworms'
capacity of converting organic waste and resida&s & high quality valuable product in short time
was understood ensured the rising a new agricllpnogluction sector called vermiculture.

Sustainability just can be applied with the intégra of the social, economic and
environmental dimensions. It is seen that in emrirental sense with its contribution to the waste
management, in economic sense with the emergirtg easl worm accumulation and in social sense
with the agricultural practices which support conmityl health, vermiculture is a model that is
suitable for sustainability. By supporting in thentext of agricultural entrepreneurship, social
dimension should be supported with its effects ampleyment. Vermiculture awareness must be
increased and supported because of its sensitovitiye environment and because of the fact that it
faster and more costless than many entrepreneatialties. In this study, vermiculture was exantine
in the context of environmental production and @agtural entrepreneurs.

Keywords: environmental production, agricultural entrepreseuermiculture
JEL Codes:Q15, Q56, 013

1.GIRIS

Isletmecilik faaliyetlerinde yganan gelimeler, kiresellgneyle artan ticaret hacmi,
uretim miktarindaki arglarla kullanilan enerji ve hammadde miktarlarindakiis derken;
isletmelerin verimlilik, Uretkenlik, kalite, hiz gibieziskenlerde bgari isteginin karisinda
duran bir engel; cevre. “Engel” belki olumsuz bikieyaratmakta ama, cevre ggtek,
blyumek, daha ¢ok kazanmak isteygdetmeler icin evet bir engel olarak gintlmektedir.
Bu durum bize aslinda bilimsel olarak iktisadin rieoaltyapisini olgturan “sinirsiz
ihtiyaclar- sinirli kaynaklar” séylemini hatirlatikiadir. Ntfus artn ve ekonomik gejmeye
paralel olarak dgal kaynaklar tukenmektedir (Karacal ve Tufenkgi,1@0 259). Ancak
ihtiyaclar (aslinda ihtiyactan ziyade istekler)naaktadir. Bu birbiri ile uyumsuz ihtiyac-
kaynak ikilemi kagisinda uyanan dunya ile birlikte, artik cevre duli@n, cevresel
sorumluluk, ysil Gretim gibi cevre odakli kavramlari dahageé bulmaya bgladik.

Son donemlerde, Uretim faaliyetlerinde cevreselestk dikkate alindgi, beraberinde
de cevresel kazanclariglatmeye kazandiriimaya caldigl bir yaklagim biraz zaruretten,
biraz da merhametten s6z konusu olmaktadir. Orilggidasim hareketlerinin yerini proaktif
yaklasim almstir. Ekolojik ve ekonomik dger ortaya koymadasletmelerin kullandiklari
ariin geri kazanimi ya da urtn kurtarma olarak ismdirilen farkh strateji ve yontemler s6z
konusudur. isletmeler temel uretim faaliyetlerinde cevresel letiinleri dikkate alirken
bununla birlikte 6zelliklegletmenin tim faaliyetlerinde ortaya ¢ikan atiklageri dongima
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de gindeme gelmeye dlamistir. Atk kavrami genellikle “cop, dersiz” olmakla kagilhk
bulur. (Drackner: 2005: 175). Oysa gdmla ygaamsal 6neme sahiptir ve olduk¢ca da
“degerli"dir (Gonen: 2014a).

Dogayi, topr&!, suyu ve canlilari kullanan bir tretim bi¢imi nlgarimsal Gretimde bu
baglamda kendi ge§imini yasamaktadir. Son donemde surdurtlebilir tarim, ekol@grim,
organik tarim ve iyi tarim uygulamalari gibi tar@hgaklgimlarda bu gefimi desteklemekte
ve ortaya c¢lkan bir takim uygulamalar da, Ozelliglasimciler icin yeni § alanlari olarak
tanimlanmaktadir.

Surdurdlebilir tarimsal tretimde vermikiltir ve nekompost uygulamalari tarimsal
girisimcilik icin dasuk girdili Gretim sistemi olgturmay! s@lar ve organik tarima gege
basta ortaya cikan Uriin distni telafi edebilir. Vermikalttr teknikleri, insare hayvanlarda
besin guvenfini saglayan, cevre sdigl bakimindan guvenilir ve yiksek ekonomikgeee
sahip surdurdlebilir tarimsal Uretim modelini dé&te. Gerek cevreye olan duyargliile
gerekse bircok gigimcilik alternatifine gore daha hizli ve maliyetsetmasi yontnden
vermikultir farkindalginin arttirimasi ve desteklenmesi gerekmektedin @lsmanin
motivasyon kayna da budur.

2.CEVRE ODAKLI URET IM

Gunumuzde kit kaynak durumunda olan gevrenin koasmngletmeler icin 6nemli
amac ve hedeflerden biri durumuna ggtimi Cevre sorunlarinin 1960’1 yillardan itibaren
kiresel boyutta dgerlendiriimeye bglandigl gérulmektedir. Londra ve New York'ta 1952 ve
1966 yillari arasinda yanan hava kirligi, 1953 ve 1965 yillari arasinda Japonya’da
Minamata ve Nigata’'daki 6ldurtict civa zehirlenmiel&uzey Amerika’daki bazi gollerde
yasayan kylarin toplu olarak 6lmeleri, DDT ve gkr pestisitlerin neden olgu hastalik ve 3
olumler gibi pek cok olay cevre vgletme etkilgimine dikkatleri cekmi ve ¢evre bilincinin
artmasini sgamistir. 1970’li ve 1980’li yillarda iyice artan sanafgaliyetleri ve teknolojik
hareketlilik, cevre sorunlari ve kalkinma ikilermrartik kabul edilemez bir noktaya stligini
gostermgtir. Tum ddnya icin cevre bilincinde dénum noktaslan Cernobil ntkleer
reaktoriindeki patlama devletler wetmeler icin ¢cevre odakli yaldanlarin zorunlulgunun
basladigi donemdir. Cevre vesletme etkilgimi tim dénemler igin var olan bir gercekliktir.
Ozellikle Birinci Sanayi Devrimi ile organik enetjiaynaklarindan, mekanik enerjiye gio
geckle birlikte bu etkilgimin ortaya koydgu cevresel etkiler cok daha hizli ortaya ¢cikmaya
baslamistir (Ersahin, 2007: 99). Bu dogiim cevreye kar reaktif olan §letme bakg acisinin
proaktif yaklgima dongmesini gerekli kilmgtir. Proaktif cevre yonetimi yakjaminda; atik
minimizasyonu ve kaynakta 6nleme, cevresel tasayesil, satinalma, ¢evresel muhasebe ve
talep temelli Gretim gibi kavramlar giindeme gelmbggamistir (Berry ve Randinelli, 1998:
42-45; Atalay, 2009: 65)

Dogal cevrenin fiziksel ve biyolojik unsurlarindan gdun sisteme ekosistem veya
ekolojik denge denir. Ekolojik dengeyi oturan canli ve cansiz varliklar zincirinin
halkalarindan bir veya birkaginda olabilecek bimpka, ekolojik dengenin bozulmasina
dolayisiyla ¢evre sorunlarinin giindeme gelmesirdemenlmaktadir (Blyukgingor, 2006:
10). Endustriyel sistemlerin ekolojik prensiplerdéareketle modellendiriimesine dayali
endustriyel ekoloji olarak isimlendirilen yeni bparadigma ortaya cikgtir (Clift ve
Druckman, 2016). Endustriyel ekoloji kavraminin ddojik analoji, sistem yakkami,
teknolojik gelsmelerin roll, gletmelerin rolt, ekoverimlilik, ileriye donik atama ve
uygulamalar bakiagilarindan ¢ok farkli tanimlari bulunmaktadirfget ve Graedel, 2001: 4).
Bu paradigma, endustriyel sistemlerdeki hammaddeenerji aksini, bu akgin cevre
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Uzerindeki etkileri ve uygulama pratiklerinin buigKizerindeki etkileri Gzerine kuruludur.
Endustriyel ekoloji bu cercevede prosessiakinin analiz edilerek, atiklarin girdi olarak ger
dondurdlmesini, Grindn tim gam dongudsunin incelenmesini ve Urunlerin cevresdes
de dgunulerek yeniden tasarlanmasini kapsamaktadir (@tUnge Demirer, 2000).
Endustriyel ekoloji gorgiine gore dletmeler canli organizmalardir ve her metabolikesiir
sonunda c¢ikan Uran gkrinin  yiyeceidir. Yani bir igletmenin atiklar dierinin
hammaddesidir. Bu yakjama goére bu tur igkileri olan isletmelerin yan yana olmasi ekolojik
yerlesim birimlerinin olusmasina neden olacak, bu isgleimelere kaylikh faydalar

sglayacaktir (Gibson, 2008: 275; Turk ve Bgk011: 77).

Isletmelerin enerji kullanimlari, Gretim akari, atik miktarlari gibi dgiskenleri
dikkate alarak endustriyel ekoloji kavrami ¢ sedg tanimlanmaktadir. Bunlardan ilki
dogrusal aksg sistemidir Sekil 1a). Bu sistemde sinirsiz kaynak kullanimidvwave sirec
sonunda sinirsiz atik s6z konusudikinci ekosistem ise yari cevrimsel malzemesaki
sistemleridir §ekil 1b). Bu sistemlerde surece enerji ve sinidyrak girdi olarak dahil
olmakta ve ekosistem parcalari tarafindan transsyona grayarak sinirli atik sireg
sonunda cikti olarak ortaya cikmaktadir. Sa@an@ada ise ideal ekosistem yapisi olan
cevrimsel malzeme ayi s6z konudur Sekil 1c). Bu ekosistemde, ekosistem llielerine
baglantili olarak enerji kullanilir ve stire¢ sonundeik artaya ¢ikmamaktadir. Sisteme enerji
akisi sgzlandigl surece bu ekosistem surdurulebilir bir yapidg@raedel, 1997: 24). Bu
ekosistem yapisi iktisat biliminde dongusel iktidatvrami ile kagilik bulur. Dongusel
iktisatin c¢iks noktasi dgada atik kavraminin olmayive her basamaktaki gin diger
basamain besini olacalkgekilde dongi/cevrimin var olmasidir. Endustriyeétimde de bir
Uretim sonucunda ortaya cikan gati bir bgka Uretimin girdisi olarak kullaniimasiyla
dongunin olgturulmasi, dongusel iktisadin temelini gurur. Dongusel iktisat der bir
deysle cevrimsel ekosistem enerji tasarrufu, kaynaklakullaniminda azalma, cevreyi
koruma ve gercek bir surdurilebilir gehieyi sglar (Kangmin, 2005; 19)Cevre ve Uretim
etkilesiminde ideal ekosistem olan ¢evrimsel malzemsaiakin tim sire¢ boyunca ortaya
cikan atiklar tekrar tretime dahil olmalidir. Cew@akli tretimin son evresi olan proaktif
yaklasimda bu dongiyu geamaya donik cabayi ifade etmektedir.
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Kaynak Graedel, 1997: 24.

2.1.Cevre ve Tarim

Tarim sektori cevre ile i¢ ice bir sektdrdur. Tane cevrenin ortak paydasi, g
kaynaklardir $ahin, ve dg. 2008: 15). Dogal faktorlerin etkisi verimlilgi dogrudan
etkilemektedir. Dolayisiyla, ¢evrenin kirlenmesiptak ve su gibi tarim icin oldukca 6nemli
olan dgal kaynaklarin bilgimlerinin desismesi, tarim GUrdnlerinin kalite ve miktarlarini
olumsuz etkilemektedir. [@er yandan, tarimsal faaliyetlerin ¢evre Uzerindgrddan veya
dolayli olarak olumsuz etkileri bulunmaktadir. Tam olumsuz cevre etkileri, modern tretim
tekniklerinin kullaniimasi ve artan girdilerle bkte daha belirgin bir hale gelgtir. Ozellikle
su, toprak, hava, peyzaj gibi tim cevresel mallataesif tarimdan olumsuz etkilenir
olmustur. Dolayisiyla bu olumsuz etkilerin, daha cokiatan sanayiye gegistrecinde
ortaya ciktgini sdylemek mumkindir. Tarimin ghd dongilerle olan kgantisi ve farkli
cevre ilgkileri nedeniyle, tarim-cevre BEntisinin endustriyel Uretimlere kiyasla daha
karmaik oldugu belirtilebilir (Karaer ve Gurluk, 2003:202). Ekamik gelsme sorununa
¢6zim bulmada cevre dikkatle 6nemsenmesi ve korsngeeken bir kavram iken, tarimda
en temel sektorlerden biridir. Tarim ve cevre etkihinde kimyasal gtbreler ve tarim ilaci
kullanimi, ciftlik hayvanlari artiklarinin  kontroledilmemesi, peyzajin deformasyona
ugratilmasi, yabani hayatin kaybolmasi ve toprakysnoa en kritik temel konulardir.
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Dogada i¢ ice gecrgiU¢ tane kaltir var. Bunlar; yam kaltard, permakudltir ve
vermikultardar (Sullivan, 2008: 8; Kara, 2013: 23jasam kultirii ya da sdrdurulebilir
yasam; enerji tasarrufu ve cevresel sorumluluk bilfeisekillenen yaam tarzini ifade eder
(Winter, 2007: 11). Permakiilfiiise, isim babasi Bill Mollison’a gére, gal ekosistemlerin
cesitlili gine, istikrarina ve esnekine sahip olan tarimsal olarak Uretken ekosistémler
bilingli tasarimi ve bakimlarinin ganmasiseklinde tanimlamaktadir. Ber bir deysle
dogaya paralel tasarimlar yapmak, gdgla uyumlu ygamak ve ygam felsefini onunla
birlestirmektir ve bu uyumu ggamada surdurulebilir tarim en 6nemli faktordur rgRakultir
Arastirma Enstitiisti, 2010). Tarim ve cevre arasindaialddkaynaklarin gelecekte de
bulunabilirligini garantiye alacaksekilde yodnetimini ifade eden surddrulebilir tarimi
gerceklgtiren bir iliski arzulanmaktadir§ahin ve dg. 2008: 15). Surddrtlebilir tarim; yeni
ve yenilikgi yontemleri geftirme ve ayni zamanda geleneksel bilgi ve uygulandan
ogrenerek, mevcut zamanda uygulayargkedme surecidir. Vermikultir ise strdurulebilir bir
dinya ve ekolojik kalkinma icin ekolojik cevrimleteklit ederek topr&an en odnemli
canlilarindan olan solucanlarin aktivitesinden glaranaktir (Saday, 2013: 23). Sistemin
birincil amaci organik atiklarfndeserlendiriimesi, ikincil amaci ise sistemin ciktigian
solucan gubresinin Uretilmesidir. Vermikultir, esttiyel ekoloji paradigmasinin ideal
ekosistem yapisi olarak dnerilen ¢cevrimse$ aksteminin en giizel drneklerinden biridir.

Kullanilan her dgal kayn&in, emtianin, mal ve hizmetin ekonomik maliyetigiiim
ve ticaret vb.) dinda bir ¢cevre maliyeti (dmdan hammaddeleri temin ederken v@rdiz
cevresel zarar ve onarim gibi gizli maliyetler) s@nusudur. Bu iki maliyetin toplami ancak
gercek maliyeti verir (Sinhae dig., 2009: 42). Genellikle tarimsal Gretimde, tarihstaec ve
tasimacilik maliyetleri yonetilmeye callirken, cevresel maliyetler goz ardi edilir. Ceve
tarim iliskisinde cevrimsel ekosistem yapisini destekleyeatirar gerceklgtirildi ginde 6
cevresel maliyetlerde azalma gorulirken berabergkid@momik kazang géanacaktir.

3.TARIMSAL G IRISIMCILIK

Uretim fonksiyonunun emek, sermaye gédle birlikte dordiinci faktori giiimcidir.
Tam sektorlerde oldtu gibi bir Gretim sektdrt olan, tarimsal Uretim ksiyonu icinde
girisimci faktorinin olmamasi ya da eksik olmasi durudauiiretimin optimizasyonundan
bahsedilemez (Gokce, 2004).

Girisimcilik, ekonomik buyimenin ve kalkinmanin itici gii olarak endustriyel
toplumlarin en belirgin 6zelliklerinden birisididssizligin 6nlenmesi, toplumsal refah ve
yasam kalitesinin artiriimasi, bilim ve teknolojinirelgmesine katkida bulunmasi, tlkenin
kullaniimayan gizil gugclerinin (potansiyel) hare&egeciriimesi gibi konularda cok dnemli
islevler Ustlenebilegg ileri sturilmektedir (Gokge, 2004). Ginn ve girsimcilik literatlrde
daha siklikla “populer” sektorler tGzerinden yorumaakta ya da lisans dizeyindgiten
surecinin bir parcasi olarak kaniza ¢ikmaktadir. Son donemdesgaan iklim dgisikli gi,
kuraklik ve kitlik tehlikesi, gidanin ulusal givié&ndiizeyinde uzun vadeli stratejik planlama
konusu olmasi, gida urtnlerinin fiyatlarinin argacéeklentisi gibi dgisimler kagisinda
tarim sektord artik 6zellikle ziraat bilimi gtamacilari dginda, dger disiplinlerinde farkina
vardgi/fark etmek zorunda kalgh bir sektdr olmgtur. Bu farkindalik gletme biliminde; kit
kaynak problemine cevre ile etkilei ile ¢ozimler bulma cabasi, tarimsal gm ve
girisimcilik eksenli yeni firsatlarin tanimlanmasi olengansimaktadir. Gelecekte tarim ve su
Uzerine sekillenecgi ifade edilen yeni ekonomik yapiya hazirlikli olknacin tarimsal
girisimcili gin farkindalginin arttiriimasi ve desteklenmesi gerekmektedir.
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Tarimin ve gigimciligin kavram olarak 6neminin taginasiz oldgu gunumizde
tarimsal girgimcilik Gzerine goreceli olarak cok az smama ve cakma yapildg
gorulmektedir. Ratnatunga ve Romano (1997); altisigicilik dergisindeki 700 makaleyi
inceledikleri galgmalarinda spesifik konu klaklarinda makaleleri gruplandirgtardir. Ancak
tarimsal girgimcilik tzerine hicbir cakma olmadg goérulmistir. McElwee (2005) alti
¢esitlerine  oranla henliz yeterince tim shiarda ve derinlemesine konunun
degerlendirilemedsi gorulmistir. Diger taraftan tarimsal ggimcilik Gzerine teorik bir
yapilandirmanin da olmagligérulmektedir (Morrisse dig., 2009

Tarimsal gigimcilerin  genel karakteristik 6zellikleri literatiie ¢g@unlukla
“alternatif” katma dger sa@layan Uretici ya da disudan pazarlamaya donuk gimciler
uzerinden ifade edilmektedir. Tarimsal gimcilik ¢cok nadir olarak modern, yenilikgi ve
heyecan verici olarak ifade edilmektedir (Richards Bulkley, 2007: 7). ¥er taraftan
ciftcilerin kendilerini bir girgimci olarak dgerlendirmemeleri de tarimsal gimcilik
kavramini istenilen noktaya gelmesi oninde bir &hggPeurave dig.,, 2002). Tarim
faaliyetleri kirsal duzeyde ciftcilik faaliyeti alak deserlendirilirken, endustriyel dizeyde
ancak gletmecilik cercevesinde gerlendiriimektedir. Agnete Alsose di. (2003: 439) bu

baglamda tarimsal gigimcileri U¢ gruba ayirmaktadir.

Tablo 1. Tarimsal Girisimci Turleri

(Kirsal) Pluriactive Kaynak tabanh Portfoy giri simciler
giri simciler giri simciler
Temel Tarimsal faaliyetlerini Essiz kaynaklar-0riinler  Fikir kullanma
motivasyon devam ettirmek Uretmek
Amaclar Daha fazla gelir elde Elindeki kaynaklarin Yeni fikirler uygulamak
etmek icin; Uretimi kullanimini arttirmak icin  icin yeni tarimsal
surdirmek ya da aile yeni tarimsal faaliyetler  faaliyetler yapmak
Gyeleri icin Uretim alanini  yapmak
geniletmek igin yeni
tarimsal faaliyetler
yapmak
Tarimla Tarima dayal ygami Tarim temelgleridir. Tarimla @rasmak dier
ili gkisi tercih etmglerdir. Tarim Fakat yeni alanlar, yeni isletmecilik

onlar i¢gin bir gorevdir ve
yaptiklari § ve yontem
diginda hicbir alternatifin
olmadgini distintrler

yontemler onlar icin gelir
ve yagam kalitesini
arttirmada 6nemlidir.

faaliyetlerinden farksizdir.
Zaman ve duruma gore
Oncelikleri degisir.

Rekabetci gici

Hanenin ¢cakma cabasi

§siz kaynaklar

Cetl

Faaliyetlerinin
Ozellikleri

Genellikle kiigik boyutta
Uretim yaparlar.

Dusik sermaye yatirimi
gerektirir.

Tarimsal faaliyetlerle
surekli ilgilenme

Mulkiyet ve istihdam
sadece hane halkindan
olusur.

Genellikle kicik fakat
kirsal girsimcilerden
buydktdr.

Digerlerinden daha buyuk
firmalardir.

Farkli diizeylerde sermaye yjksek sermaye ihtiyaci

ihtiyaci

vardir.

Tarimsal faaliyetlerle daha Cosy zaman tarim g bir

az ilgilenme

Miilkiyet ve istihdam
genellikle aile
Uyelerinden olgur.

sektore kayithdirlar.

Genellikle dg kaynakli
istihdam s6z konudur.

Kaynak Agnete Alsos ve @i, 2003: 439.
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Tarimsal faaliyete bakiacilari, tutumlari ve amaclari gibi noktalarda wawveve dig.
(2002) ciftcileri girsimcilik duzeylerine gore begruba ayirmglardir. Bunlar McElwee,
2005: 23):

% Ekonomik girgsimciler: En temel amagclarn maliyetleri mumkin ofgdunca
disirmeye cakmaktir.

< Sosyal sorumluluk gisimcileri: isletmecilik mantgindan daha uzak, biyime
hedefi olmadan, daha sosyal odakl ggicilerdir. Bu girsimciler organik
tarim, bahcecilik, dga ve dg@al guzellikler gibi alanlara ilgi gosterirler.

+ Geleneksel ydiiiriciler: Buyume istekleri vardir ve mimkin olan ensiki
maliyetle, en yuksek uretimi gerceftiemeyi hedeflerler.

+« Yeni nesil yettiriciler : Alisiimisin dsinda buyik gletme olmak isteyen tarimsal
girisimcilerdir.

« Belirsiz girisimciler: Bu girisimciler tutarsiz tutum sergilerler. Daha cok bekle
ve gor tarzi bir strateji izlerler.

Tarim sektorandn, Ulkelerin ekonomik, sosyal, kidtiive politik ygamlarindaki
kritik rollerinin yani sira, iklim dgisikligi ve dagsal kaynaklar Gzerindeki nifus baskisina
bagli olarak artan stratejik 6nemi, isabetli tarimipkélarinin belirlenmesini ve dpu sekilde
uygulanmasinsiddetli bir ihtiya¢ haline getirmektedir (Uysal, 2B 76). Son ddénemdeki
cevreye kan bilinglenmenin ve surdirtlebilirlik hedefleri glintldigiinde tarim ve cevre
ili skisi daha da 6nemli hale gelmektedir. Bgkide belirleyici olacak faktorlerden biri olan
tarimsal girsimcilerinde bu dgisime ayak uydurmasi gerekmektedir. Surdurulebilimnta
goruni olarak geleneksel tarima benzese de gercekte axdidir (Winter, 1997: 378).
Tarimsal girgimcilerin 6zellikle ¢cevresel acidan surdurilebtiirimda bsarili olabilmeleri
icin yeni beceriler ve bilgilere ihtiyaclari vardiBu balamda destekleyici yasal ve 8
uygulanabilir politikalar ile teknoloji transferi egekmektedir. Belirlenecek tarim
politikalarinda tarimsal gigimcilik énemli bir bglik olarak dgerlendirilmelidir. Bilimsel
calismalarla desteklenmeli ve ginnci diger Uretim faktorleri noktasinda mutlaka
desteklenmelidir.

4 VERMIKULTUR KAVRAMI

Ik olarak 1950’li yillarda ortaya c¢ikan vermikiltéavrami; kultiirel ortamda toprak
solucanlarinin ggaltilabilmesi, yettiriimesi ve bunlarla ilgili bir takim yan faaliyeetrin
yurattlmesidir. Vermikultir endustrisi, yani modenlamda vermikultir cok eski bir kavram
degil, yeni bir kavramdir. Endistriyel anlamda 198@den sonra vermikultir endustrisi
ortaya cikmgtir. (Saday, 2013: 22)Vermikultir sirecinde solucanlarin organik atiklarla
beslenmesi ve solucan Uretimi s6z konudur. Sistenataftan organik atiklarin bertarafini
sgilarken dger taraftan solucan gubresi ¢iktisi elde etmekt&tlirmikultir strecinde ve elde
edilen cikti ile birlikte ¢ amag¢ gercekleilir. Bu amaclardan oncelikli temel amaca gore
birtakim materyal ve yontem ggiklikleri s6z konusudur inha ve di., 2009: 45;Kara,
2013: 57). Bunlar;

s Atk yonetimi,

« Tarmsal Uretim icin kest (solucargkiisi, gubresi) ve kompost eldesi,

% Degerli bir yan 0riin ve besleyici bir besin kagnaolarak ®lucan eldesi
(kompost ciftlikleri ve cevre endustrisi, hayvan mye kimes hayvani
yetistiricili gi, balikcilik, ila¢ endustrisi hatta yiksek dgrli protein sglayan
insan besini olarak farkli birimlere hammadde)
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Vermikultir (solucan vyettiricili gi/solucan ekin) strecinde genel olarak her tarla
organik artik veya atiklarin solucanlara uygunkaimpozisyon i¢inde besin olarak sunulmasi
neticesinde elde edilen solucan gubresi eldegamenikompostdenilmektedir. “Siyah altin”
olarak ta isimlendirilen Ratangray, 2014:254; Kangmin, 2005: 1@ynaikompost, en basit
haliyle organik artik veya atiklarin solucanlarafamdan sindirilerek giibreye dégmiesiyle
elde edilir. Vermikompost; yagasalinimh olmasi, kullanilgh toprakta sgladigi fiziksel,
kimyasal ve biyolojik iyilameler sebebiyle son dénemde en gdzde organik gibmeén
biridir (Yagmur ve Eiyok).

Atiklarin minimizasyonu ve geri dogiiminde vermistabilizasyonise endustriyel
atiklarin 6zelliklesehir atiklarinin, 1aim ve atik camurun kompost solucanlarini kullaaiar
faydall hale dongitrdimesi yoluyla bertaraf edilmesiemini ifade etmektedir.

4.1. Vermikultir Sdreci

Vermikultir ve vermikompost Uretimi kigik, orta Vglylk Olcekli olarak farkl
uretim hacimlerinde gerceklgrilebilir.

Asama 1- Uygun Yerin Secimi Girisimin hedeflerine gére modern ve Kklasik
yontemler kullanilarak solucan ygtrmek mumkindir. Kiguk plastik  kaplar
kullanilabilecgi gibi, daha buyidk o6lcekli endustriyel tarzda siire&kis sistemleri de
kullanilabilmektedir. Hedeflenen Uretim kapasitesiogli olarak Uretim alani ihtiyaci da
degisecektir. Kuruly yeri seciminde en 6énemli belirleyici faktorler; gyn sik, 1S1 ve nem
degerleridir.

Asama 2- Uretim Yataklarinin Hazirlanmasi Solucanlar retim havuzlarina
alinmadan 6nce, yamlarini devam ettirebilmeleri icin gerekli zemirazirlanmasi gerekir.
Yatak malzemesi icin 6nceden fermente edilnahir gubreleri, renksiz gazete gkdi
parcalari, saman, kuru bitkiler, yapraklar, kicigkgalara bolinmgiikartonlar kullanilabilir.
Olusturulan organik madde havuzlarinda islatilarak %&hinda nem ganmalidir. Gerekli
sartlar sglandiginda solucanlar birka¢c gin icinde yataklarina uysailarlar. Solucan
yataklari dgrudan gung 1sig1 almamalidir. Yataklarin dizenli araliklar ile nemdirilmesi
solucanlarin ygamlarini devam ettirebilmesi icin 6nem arz etmeiktedataklarin airi
derecede nemlendiriimemesi ve Blemin siddetli su zerrecikleri ile yapilmamasi gerekir.
Ideal Uretim sicakin 20-25°C aralgindadir.

Asama 3- Solucanlarin BeslenmesiTek seferde c¢ok miktarda solucan mamasi
veriimemelidir. Mama yagan tamamina @t miktarda d&itilmali ve yataklarin yapisini
bozmayacalgekilde dikkatlice verilmelidir. Bitki besin icefi yiksek mama kullaniimalidir.
Uygun organik maddeler ile hazirlanan solucan mam#s- 7,5 ph aratindadir. Onceden
fermente edilmyi olmasi ve yataklara aktarilmadan 6nce yeterli daamem icermesi gerekir.
Kaliteli solucan mamasi, kaliteli solucan gubresetiminde en 6énemli adimdir. Solucan
beslenmesinde kullanilabilecek organik atiklamlardir Sinhave dig., 2002: 264):

< Mutfak atiklari: Cig veya pismis sebze ve meyve; pismis piring ve bakliyat, ekmek, cig
ve pismis et, ezilmis kemik, yumurta kabuklari kalintilari, muz ve kavun kabugu, cay
ve kahve posasi vb.

X3

¢

Bahge atiklari: Taze ve kuru yapraklar, otlar ve ¢imenler; ¢cicek yapraklari, vb

DS

* Ciftlik atiklari: Bitki artiklari, piring ve bugday samani, kepek ve kabugu, meyve
posasl, tohum, Seker kamisi atigl, muz kabugu, hindistan cevizi kabugu, otlar vb.

X3

8

Mandira atiklari: Sigir glibresi

R/
0’0

Seker fabrikasi atiklari: Seker pancari posasi ve ¢OpU
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% Mezbaha atiklarr: Et atiklari, sakatatlar, kemik kirintilari.
** Kulugkahane atiklari.
<+ Belediye atiklari: TUm organik artiklar, ¢cop ve aritma atiklari, kanalizasyon atiklari vb.

Beslenmede atiklarin kiicuk parcalara ayirarak vietneen atiklarin cabuk ¢irimeleri
acisindan, hem de solucanlarin atiklari cabuk mikkstri agcisindan 6nemlidir. Ayrica organik
atiklarin igcinde tuz, asit ve kimyasal icermemedlitdkat edilmelidir.

Asama 4: Solucan Gubresi HasatiBu sgama solucan gubresinin surecin ¢iktisi
olarak elde edilmesisamasidir. Bu sgamada yataklama malzemesinin tamami bitip geriye
solucan dikisi kaldgl zaman hasat zamani gejrdemektir. Kullanilan vermikudltir tariine ve
Olcegine gore farkl hasat tart vardir. Bunlar elle liasarekli akg sistemlerinde yukseltilmi
yatak sistemleri ya da elektro kultir gibi yontertdesolucanlarla kompostun birbirinden
ayrilmasi sglanir.

4.2. Vermikultar Giri simcili gi

Vermikdltir basit bir metodolojiye sahip olmasi, rikesik olmayan altyapi
gerektirmesiyle birlikte ayni zamanda sdid bir yatinm gerektirdii icin son donemde
dinyada gigimcilik anlaminda fark edilmeye Banan bir alandir. Bir ekonomik analiz
yapacak olursak, solucan besgilisut sgiri besicilginden ¢cok daha karli ve ekolojiktir
(Saday; 2013: 35; Nayake dig., 2014: 256). Gerek kucuk olcekte gerekse biyigekie
gerceklatirilebilir olmasinin yaninda, kicik olgekten buydlkceze buylume firsatinin var
olmasi vermikultar gigimcili gini daha cazip kilmaktadir.

Vermikdltir daimi besleme hasat sistemine metreldamda en az 2000 solucanla
baslanir. Daha verimli bir tretim icin 5000 — 10000eadle balanmalidir. 10000 solucan ile 1
baslanacak bir Uretim icin yakigk 1500 TL lik bglangic maliyeti ortaya c¢ikmaktadir. Bu
maliyet solucanlar, solucan yataklari ve solucammamni icermektedir. Yaun Uretime
gecmek isteyen buyuk ticargletmeler 25000 civarinda bir sayiylastzyip kisa zamanda
metrekarede 50000 olan rantabl Uretim adedingmdsu hedeflerler. Bu sayi diinyada biyuk
isletmelerin Uretim surecindeki sistem ortalamalari@icari isletmeler, gletme teknolojisi ve
sistem ygunluguna b&li olarak metrekarede yilda 5-8*mgiibre tretimi alirlar (Kara, 2013:
islemek icin yaklaik 1500 metrekare alana ve @giye ihtiyac vardir. Yillik 70 ton ¢iktl elde
edilebilmektedir. Uluslararasi piyasada bir tonusah gibresi 1000 dolar civarindadir. Bir
kg. kompost solucani ise 40 dolar civarindam gérmektedir (Kara, 2013: 79-80).

Bir ton solucan biyokitlenin yakje&k 1 milyon solucan icerdi tahmin edilmektedir.
Solucan sayisi her iki ayda bir, iki kat artmaktae 1 milyon solucan yilsonunda 64 milyona
ulasabilir. Her yetgkin solucanin her giin kendi vicuidigina edeger organik atik tiketg
distnulirse 64 milyon solucan galigr 64 ton) gunlik 64 ton atik tiketir ve 30-32 ton
vermikompost Uretir. Bu giinde % 40-50 dginin orani demektir (Sinhae dig., 2009: 45)

Yaklasik maliyet ve kazang olge gore farklilik gostermektedir. Nayak dig., (2014:
256) calsmalarinda farkli olceklerde gercekigilecek vermicompost Uretiminin fayda
maliyet oranlarini; kucguk oOlgekte 1.73; orta Olgekt.85; buyik oOlgekte ise 2.0 olarak
belirtmektedir. Bakildiinda her dlgek icin ortaya ¢ikan fayda maliyet atanin gayet yuksek
oldugu gorulmektedir.

Solucan ve vermikompost icin potansiyel pazarlaa @dukca cgtlidir. Ev tipi
vermikompost ureticileri, kompost ureticileri vethdahcgecileri solucan alimiyla ilgilenirler.
Balik kuluckahaneleri, tropikal balik rgazalari, evcil hayvan ngazalari, hayvanat bahceleri,
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evcil kus yetistiricileri, kurbasa ciftcileri ve tavuk yettiricileri icin yem olarakpotansiyel bir

pazardir. Ayrica 0Ozel laboratuvarlar, Universitelargtirmalarinda kullanmak igin,
vermikompost dretimisine yeni girg yapan gigimciler ve buyuk o6lcekli vermikompost
Uretim tesisleri de surece girdi olarak solucaniatigac duyarlar.

Ortaya cikan atiklarini yerinde vermikompost Uréglen degerlendirmek isteyen
kurum ve kurulglar (cezaevleri, hastaneler, okullar, restoranlar),vhayvan atiklarindan
vermikompost elde etmek isteyen ciftciler (bUyUkiayvancilik tesisleri, tavuk ciftlikleri,
tawan ciftlikleri ve at ciftlikleri vb.), solucanlagin uygun organik atik barindiran endustriler
(kagit fabrikalari, bira fabrikalari, karton Ureticiieatik/biyolojik kati sleme tesisleri, gida
isleyicileri, konserve vesarap imalathaneleri ve pamuk fabrikalari vb.) véwampost igin
potansiyel pazarlar ojturmaktadir (Génen, 2014b).

Vermikultar girisim Orneklerine bakil@gginda organik a@in oldusu her tur alanda
gerceklatirilebildigi gorulmektedir. Orngin Gocmez (2013) zeytinga Uretiminde ortaya
cikan karasudan elde edilen karasu kekiiain vermikompost dretiminde kullaniimasi ile
ilgili calismasinda olumlu sonuclar elde egtimi Zeytinyasl Uretiminde ortaya cikan ve
karasu olarak isimlendirilen atik sular cevreyagglizel birakildginda ¢evreyi buyuk olgtide
kirletmektedir.

Hayvancilik sektorinde atiklariningglendirilmesinde kullanimi ile sektore farkli bir
boyut kazandirabilir. Sut ve et Uretimi yapan buyigletmelerin, hayvan dkilarinin
vermikultire kazandiriimasi, yine kiuguk olcekli kagcilik sletmeleri icin (toplu sgim
merkezleri gibi) atiklarin vermikilttrlelenmesi ile sektordeki katma gk artirilabilir. Bu
durum sureclerinde organik atik treten tighatmeler icin uygulanabilir niteliktedir.

Vermikultar girisimciligine kurumsal bir 6érnekte; ABD’de bulunan Kuzey Gma 11
Charlotte Douglas Uluslararasi Hava Limani'nin 2@ilthda kurmy oldugu vermikompost
Uretim tesisidir. Her gin sayilari binlercesiig bulan yolcularin birakgn atiklarn solucan
gubresine dorgitirerek, normal kaullarda hava limanindan ¢6p sahalarina giden atrkla
miktarinda %70’e varan bir azaltmagEmmstir. 1.2 milyon dolarlik bir yatirimla, giinde 1.9
milyon solucan tarafindan yakie 2 ton organik atik siirecten gegmektedir (Lys2€1,3).

Dunyadaki dger drneklerine bakilginda Vermikiltiriin zaman icindsrail’de ¢oli
sgladigl ve ambargo karsinda kimyasal gubre ithalati yapamayan Kuiba'da delucan
glbresi Uretiminin enstitiler dizeyinde bir devjmilitikasi haline geldjii goralmektedir
(Gonen, 2014). Ozellikle Hindistan’da, kirsal kesigsizligini onlemede kullanilan bir
girisimcilik alternatifi ve ciftcilerin maliyetlerini aaltmada yardimci bir yakjan olarak
yayginlatigl gérulmektedir Kangmin, 2005: 256; Sinha vegdi2009: 45).

4.3. Vermikultaran Ortaya Cikardi g1 Deger

Charles Darwin, “solucanlar Afrika fillerinden dabécli ve ekonomi igin ineklerden
daha o6nemlidirler” demektedir (Gonen, 2014a). Tkpsalucanlari hem d@l ve hem de
tarimsal ekosistemlere 6nemli hizmetlerglagan canhlardir. Solucanlarin, bitki besin
maddesi mineralizasyonu yoluyla toprak veringliie ©Onemli Kkatkilari olmaktadir.
Solucanlarin ¢evre endustrisinde kullaniimaygldranasinda ¢ ana etken s6z konudur
(Kara, 2013: 65);

% Atiklari hammadde olarak kullanmasi
% Islemi, depolamasi, §anmasi, uygulamasi sirasinda kigédiyol agmamasi.
% Baska kirleticilerin yol actg kirlili ge care olmasi
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Solucanlarin beslenmesi 6zellikle cevre ile olakil@iminin odak noktasini
olusturmaktadir. Bircok endustride ortaya ¢ikan arekawnklarin vermikultir sireclerine girdi
olabilecggi gorulmekledir. Ortaya cikan artik ve atiklarin gddendirilmesinde bir ¢ok
endustrinin ¢cevre uygulamalarinda ekolojikgelde birlikte ekonomik dger elde etmesine de
destek olmaktadir. Genel olarak Vermikultir sist@mive elde edilen solucan gibresinin
faydalari ekolojik, ekonomik ve tarim olmak uzere balikta deserlendirilebilir. Bu
basliklarda ortaya cikan faydalau sekilde siralanabilir (@peness, 2002; Bajsa vez di2003;
Agnete ve di., 2003 Sinhave dig., 2009 ;Edwards ve ¢., 2010;Vanh ve Beduk, 2013:
123; Kara, 2013: 83-85; Saday, 2013; Nayaldig., 2014: 256):

Ekolojik faydalari

« Atiklarin hammadde olarak kullaniimasingksa. Bélgede uretilen ger organik
atiklarin geri dongiimui icin kullanilabilir. Vermikualtir strecinde atgamur bile
ileri derece kaliteli bir son Urtine d&pirilebilmektedir.

< Islemi, depolamasi, §smmasi, uygulamasi sirasinda kigéiyol agmamaktadir.

« Kirlilik yaratmayan bir sirectir. Koku veya atikvsiiretmez. Son urtin olarak
elde edilen solucan gubresi tamamen kokusuzdur.

+ Solucan gubresi cevreye bir zarar vermeden veyaliariendisinde bir bozulma
meydana gelmeden rahatlkla paketlenebilir ve galédilebilir.

++ Solucan gubresi zengin icgimden dolay! surddrtlebilir tarim ve organik tarend
yuksek katma deer s&lar.

+« Bagska kirleticilerin yol actg kirlili ge care olmaktadir.

% Topraklarda bulunan solucan v@rhin korunmasi ve artirilmasi ile; hem
kimyevi gibre maliyetleri ve hem de kimyasal gubkellaniminin cevre
tzerindeki olumsuz etkileri azalmaktadir. 12

% Kimyasal tarimsal ilaglamaya olan ihtiyaci azalkargevresel etkilerini ortadan

kaldirir. Kimyasal kullaniminda %70’lere varan agakslar.

Ekonomik faydalari

+ Ortaya cikardil ekolojik faydanin, uzun vadede elde edilen ekokofayday!
firsat maliyeti anlaminda arttirmasi s6z konusudur.

« Kullanildigi tarim Grintnde daha fazla Urin lezzeti ve urtgadeklihgin
arttirarak arun kalitesinde aytsagslar.

« Sdrecin c¢iktisi vermikompost kullanimi ile; dahaksek miktarda ve gakh
artin Uretimi gercekkgr. Hasilatta %20-40 oranindags&li bicimde art ortaya
cikar.

% Daha az sulama ihtiyacinaghasu tasarrufu sdar.

% Doymams ve genglemekte olan pazar icin yuksekgdeli bir son Grin Uretir.

% Toprazin tuzlanmasini engelleyerek ve kimyasal gubredpragms topraklarin
rehabilitasyonunu gayarak toprak verimlifiinin korunmasini gdar.

% Tarimsal ilaglama ihtiyacindaki azalma ile tarimséaclamanin zararli
etkilerinin ortadan kaldiriimasiyla cevre maliyethele azalma <dar. Ayni
zamanda bir maliyet kalemi olarak tarimsal ilaclamaliyetlerinde tasarruf
sgtlanmasi s6z konusudur.

s Tarimsal temel girdilerden olan tohumun daha yuks@kda Urline doginesini
sgilar ve daha az tohum kaybi gercakie

% Solucan gubresi ikamelerine gore rekabetci mabiyelligi gosterir.
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% Uretim slreclerinde organik atik Uretegletmeler ve kent yaminin kentsel
atiklarinin bertaraf edilmesiyle birlikte ortaya oslomik ve ekolojik dger
cikaracak bir firsattir.

% Girisimcilik anlaminda gigimcilik oraninin daha diilk olduzu kirsal kesim igin
ve kent bahceciiinde kadin ve c¢ocuklara kolay benimsetilecek gatirrici bir
faaliyettir.

Tarimsal faydalari

% Dogasi gergi solucan kompostu koti koku vermez. Gaz gikilmadgindan
solunum sistemine zarari yoktur, maske takmak geeek Cilde zarar yoktur;
ciplak elle cakilabilir.

+ Bitkisel beslemede en 6nemli sorun ygwsalinan gubrelerin bitki ihtiyacina
hemen cevap verememesigeli ¢cevresel zararlarini s6z konusu etrgedizde
hizli ¢6zllen ticari gubrelerin ise etki sureleningok kisa olmasidir. Solucan
kompostu yavasalinimh ve tamamen alinabilir yapidaki besirriigigle bu iki
sikintiya da ¢6zim olma 6zglindedir.

% Organik madde solucanin organizmasindan gecerkemlkem ve mikrobiyal
faaliyetten dolay! fosfotaz aktivitesi yilkselmektedSon urinde fosforun
alinabilirliginin yiksek olgu organik tarimda 6nemli bir Blogu doldurmasi
acisindan énem arz eder.

% Kimyasal gubre kullanilmayan bitki ygtirmede en Onemli besleme girdisi
sikintisi temel besinlerden azottadir. Solucan kashypmadde olarak daha fazla
azotun kazanimi yaninda ekolojik dongulere de aghazmet eder.

+ Solucan gubresi ofumu sirasinda ideal bir mikrobiyal yapilanma gelegk
Sonucunda toprak sartlarina  uygun yararli mikroorganizmalarin hem13
¢ssitlili ginde hem de sayisinda anardir.

« Cimlenme, kdklenme, buyime, ciceklenme verim Jercilik Uzerine dnemli
katki sglayan buyume dizenleyici maddeler icerir.

« Toprak kokenli patojenleri baskilar.

% Karistirmaya gerek olmadan havali ortamda givenli vengire
kompostlatirmayi sglar.

% Vermikompost Urtnleri cicekgilikte, fidanciliktaemcilikta 6zellikle organik
Uretimde enzim ve hormon benzeri kimyasallar bakdan zengin olmasindan
dolay1 daha ¢ok tercih edilir.

5. SONUC

Dunyanin gelege bluyuk dlgude bizim dgal sistemlerle ve tarim sistemleriyle olan
bagimizi yeniden dgerlendirme yonundeki isggnize bali olacaktir (Kara, 2013: 70).
Gelismekte olan ulkelerde tarim temel sektor, cevre alllek Gnemsenmesi gereken bir
kavram, ekonomik geline ise bgica sorundur. Bu t¢ kavram birlikte ele alinmairbirini
batinleyen konular olarak irdelenmelidir (Karaer @érlik, 2003: 205). Bir yanda ¢evreye
ve tarimsal Urlnlere olan hayati ihtiyacimiZatiyanda daha fazla tiiketme ve kazanma hirsi
ortak bir payday! yakalamayl ne kadar zgrtaa da; ekonomik gerle birlikte ekolojik
deseri de elde etmeyi zaruri hale getirmekteffisaninin diinya kaynaklarini tiikketen, cevreyi
bozan unsur konumundan cikip dinyanin ortak gglecekoruyan konuma gec¢mesi
gerekmektedir.

Isletmelerin ve yerel yonetimlerin en temel sorumda olan atiklara ¢ézim olarak
sunulan geri dongiim, basitce atiklarin tasniflenmesi ve ilgili tésie gonderilerek
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ekonomiye yeniden kazandiriimasi olarakidiillmemelidir. Artik ginimuiz bunun 6tesinde
bir sistemi yani surdurulebilir geri dogiimd zorunlu kilmaktadir (Go6nen, 2014a).
Solucanlarin beslenmesi 6zellikle cevre ile olakletimin odak noktasini okiurmaktadir.
Bircok endustride ortaya cikan artik ve atiklarermikultir sdreclerine girdi olabilege
gorulmekledir. Bu durumsietmelerin ekonomik dgerle birlikte ekolojik dger elde etmesine
de destek olacaktir. Cevrimsel ekolojik sistemstltmak isteyen sietmeler yada kent
yonetimleri icin bu tercih edilebilir bir firsattiEndustriyel anlamda ve tedarik zincirleri
icinde bir Eletmenin atginin digerinin  hammaddesi olmasina dayall stlmulacak
cevrimlerde, sanayi bdlgeleri gibi blyuk Uretimrdéainda, aritma tesislerinin, kentsel atik
biriktirme noktalarinda vermikiltere dayaklatmelerin kurulmasi farkli boyutlarda yasal
olarak desteklenmelidir. Vermikultlr atik yonetirden destek olmakla birlikte finansal katki
saglayabilecek cevre dostu bir sistemdir. Vermikultiiingusel iktisat, endustriyel ekoloji,
cevrimsel ekosistem, sdrdurilebilir kalkinma, ptifakcevre yaklaimi gibi isletmecilik
teorileri ile organik tarim, surdurtlebilir tarimyi tarim uygulamalari gibi tarimsal
yaklasimlari destekleyen bir stirece sahiptir.

Organik atginin cok olmasi Turkiye'nin gercekten muazzam kfusan Uretme
kapasitesi oldgunu gostermektedir. Oyle ki, bu yolla 15 milyon gowaran kimyevi gubre
kullanimi sifira indirilebilir (Saday, 2013: 35).uBkapasitenin dgerlendiriimesinde sirece
dahil olacak gigimcilere ihtiya¢ vardir. Gigimciler icin vermikiltir gerek kicuk ve orta
Olcekte gerekse endustriyel anlamda katmgedeyiiksek sektor olarak gelecek vaat eden bir
iskoludur. Ozellikle Hindistan 6rignde oldgu gibi, kirsal kesimssizligini 6nlemede basit
bir egitim surecinden sonra kullanilabilir bir yaklendir (Kangmin, 2005: 256; Sinha vegdi
2009: 45).Gerek cevreye olan duyarfiliile gerekse bir¢cok gigimcilik alternatifine gore
daha hizli ve maliyetsiz olmasi yonunden vermikilfarkindalginin arttiriimasi ve
desteklenmesi gerekmektedir. Her turlt tarimsakigacilik tiriinde uygulanabilir bir stireg
olmasinin yaninda 06zellikle, sosyal sorumluluk sgimciligi ile yeni nesil girgimciler icin
yeni bir i fikri olarak dezerlendirilebilir.

Diger taraftan vermikulttr, atiklar en kisa ve etkidan dgerlendirirken genclerin,
cocuklarin dgayla, tarimla buttinkenelerinin en guizel yoludur. Kugik 6lcekli okul petgri,
sivil toplum atbdlye cabmalari ile bu konuya farkindalik arttiriimahdiram ve cevre
politikalarinin bir konusu olmakla birlikte, istibch sg@layan yonlyle ve ortaya koygu
ekonomik dger ile de farkli perspektiflerden yasal diizeydedgime alinmalidir. Aggirma
kurumlari ve dniversiteler icin Uzerinde ayrinblarak calgiimasi gereken disiplinler arasi
bilimsel bir yaklgimdir.

Son olarak; diinyanin ¢evre anlamindguwmo bir tehdit altinda oldiu gortlmektedir.
Gida, su ve dgal kaynaklar bgliklarinda artik Ust politikalardan s6z edilmekrediarimin
“temel” sektdr olma Ozelli “en temel” sektor olmaya gou evrilmektedir. Hem var olan
ekolojik dengeyi korumak hem de daha fazla ve viedimetmek zorundayiimdiye kadarki
tecrtibeler gostermtir ki ekolojik dengeyi korumada karili olunamanstir ve gevresel bir
kriz s6z konudur. Kriz dénemlerinde sistemler ekelil haline doner baki acisindan
degerlendirildiginde; vermikiltur dgadan var olan krize bir gézimdur.
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URETIM iCiN YENI BiR iZLEK: SANAY i 4.0

Sinan ALCIN
OZET

Son yillarda, bgta gelismis pazar ekonomileri olmak lzere, uluslararasigele zincirinin
halkalarini olyturan gokuluslusirketlerin giindeminde Sanayi 4.0 kavrami ve bu &awn imalat ve
hizmet alanlarindaki olasi yansimalari 6nemli bierytutmaktadir. 4. Sanayi Devrimi olarak da
Ozelligi, Uretim surecleri igerisinde yer alan tim ara¢m@kinalarin sensorler ve internet aragiyla
karsilikli etkilesime gecerek retimiseanli diizenlemeleridir. Uretim icin gerekli verinbulut sistemi
icerisinde depolanaga sanayinin bu yeni formunda mekan ve zaman Kahirkn asiimasi
ongorilmektedir.fleri mithendislik ve sistemler arasi tam entegrasyogeren Sanayi 4.0°(n,
uluslararasi alanda ucuzguctine dayall rekabet yerine ylksek katmgedeuretime dayall rekabeti
gecirmesi beklenmektedir. Ozellikle gelekte olan ilkeler icin Sanayi 4.0’Un anlg ulusal
sanayilere entegrasyonu, bu Ulkelerin uluslararagboliminde Ustlenecekleri yeni rolleri de
belirleyecektir. Bu cagmada, diinyada 2011 yilindan itibaren kavramsailidan Sanayi 4.0'un temel
Ozellikleri ve olasi yansimalari tagtimaktadir.

Anahtar Kelimeler: Sanayi 4.0, Uretim, Sanalima 19
JEL Kodlari: L23, L52, L86

A NEW THEME FOR PRODUCTION: INDUSTRY 4.0

ABSTRACT

In recent years, concept of Industry 4.0 and thesfie effects of this concept on the
manufacturing and service industries are one ofttipepriority topic on the agenda of developed free
market economies and multinational corporations chihéreate the links of the international value
chains. This new process is also known as thimdustrial Revolution is the next level in autoioat
Industry 4.0 connect every tool, machine and sentfwt is involved in the manufacturing process to
organize the process simultaneously by connectiamtvia internet. With this new form of industry,
the necessary data for manufacturing processesbailstored in the cloud servers thus possibly help
the process to surpass the strictness of time awdtibn. With the embracement of advance
engineering and full integration of systems proditdg Industry 4.0, high value-added manufacturing
competition will take the place of low labor cosamufacturing. Understanding Industry 4.0 and
integration of it in local industries will help thdeveloping countries to get their parts in the
international division of labor. In this study, tH®asic characteristics and possible effects of the
conceptualized Industry 4.0 since 2011 is beingudised.
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1. GIRIS

Gunumuzde erken sanawieis Ulkelerin endustriyel gucleri Sanayi 4.0 olarak
adlandirnlan endustrigenenin dordinctu evresi ilesekillendiriimektedir. Bu gelime,
1970’lerde bglayan ve elektronik ve enformasyon teknolojileridayali yiksek diizeyde
otomasyonu igceren Ugunci sanayi devrimini takipesétedir (Stock ve Seliger, 2016: 536).

Sanayi 4.0 olarak adlandirilan yeni sirecg, Uretentiketim ilgkilerini batinuyle
degistirecek bir yapi icermektedir. Bir yanda tuketicirdezisen ihtiyacina anlik olarak uyum
sgilayan uretim sistemleri, ger yanda ise birbirleriyle surekli ilgim ve koordinasyon
halinde olan otomasyon sistemleri igcine giriime&tan yeni donemin karakteristik yapinisini
betimlemektedir.

Sanayi 4.0'Iin “Akilli Fabrikalan” (Smart Factosis ihtiyacini sensérlerle algilayip,
uzaktaki dger Uretim araclariyla internet vasitasiyla gieti kurup, ihtiya¢ duyduklari tretim
bilgisini bulut sistemler icerisindeki Bluyuk VeridgBig Data) ceken akilli makinalar ve
sistemleri icermektedir.

Uretim aragclarinin birbirleriyle kurduklari ilgtim ve etkilgim internet aracifiiyla
sazlanmaktadir. Nesnelerin birbiriyle ilgiimini olanakl kilan yapilara Nesnelerimterneti
(IoT — Internet of Things) adi verilmektedir. Figéd diinya ile siber diinya arasindaki gieti
ve koordinasyonu iceren yapilarin batini Siberksel Sistemler (CPS - Cyber-Physical
Systems) olarak adlandiriimaktadir.

Uretim koordinasyonunursanli gerceklgtigi, intiyac duyulan retim bilgisinin harici
alanlardan cekilgi, kayip ve firelerin sensor kontrolleri ile buydkctde ortadan kaldirilgh,
Uretimde zaman ve mekan yakinsamasli yaratan Sdr@ayaynak tasarrufu konusunda da
gelismeleri icermektedir. 20

Bu calsmada, Sanayi 4.0'In tarihsel ve kavramsal art atmmmlenirken, bu yeni
dretim paradigmasinin ayirt edici 6zelliklerini gtiuran unsurlar da (nesnelerin interneti,
blyuk veri, siber-fiziksel sistemler, akilli fabailar gibi) incelenmektedir.

2. DORDUNCU SANAYI DEVRIMIi YA DA SANAY1 4.0

Sanayi 4.0 yakkami, yuksek dizeyde ¢sellesmis ve ayni zamanda capraz
baglantilandiriimg Gretim suregleri ile karakterize edilmektedir (8ster ve dierleri, 2015:
14). Bu yeni Uretim donemi ya da sanayi devrimiainrt edici temel nitelikleri ve ortaya
cikarttgl yeni Uretim yontem ve bicimleri bu geta tartsilmaktadir.

2.1. Tarihsel Art Alan

Dordiincti sanayi devrimini incelerken, ilk Uc¢ devrilmatirlanacak olursailki
sanayilemenin de bglangici kabul edilenjngiltere’de ortaya ¢ikip once kita Avrupa’sina,
sonra da tum dinyaya yayilan ve aletli tretim yenmakinali Gretimin hakim oldu, atolye
tarzi Uretim (manufaktur) yerine de fabrika Uretimi gectgi devrimdir. Birinci sanayi
devrimi, Uretimi muazzam duzeylere gtlamis, ikili sinifsal yapiyl ortaya cikartmive
ekonomiler icin buydmeyi olanakh kilgtir. 1. Sanayi Devrimi ekonomik gkiler icin
eskiden tam anlamiyla kogwifade etmektedir.

2. Sanayi Devrimi icin genel kabul gorenslaagic ise ilk olarak Henry Ford'un
otomobil fabrikasinda uygulanan ve 6zellikle Il. Y& Sava sonrasi donemde —Keynesyen
harcamaci politikalarin da etkisiyle- yaygin olat@nimsenen kitlesel Uretim g@aolmustur.
Bu donem Fordizm olarak aniimaktadir. Bu donemigtiininin karakteristik 6zelfii kayan
bant sisteminin vadir. Bu sistem tek tipe dayall kitlesel tUretimaoakl kilmgtir. 60°h
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yillarin sonlarina kadar fordizmin kitlesel Uretindikelerin Gretime igkin temel stratejini
olusturmuwstur. Rekabetteki ygunlasma ve tuketici tercihlerindeki g#lenme fordizmin
sundgu tek kalip Gretimi zorlamaya fdamis ve nihayetinde 1973 petrol krizi sonrasinda bu
sistem ¢Okmitar.

1968 yilinda ilk kez gedtirilen programlanabilir makinalar 3. Sanayi Devimin de
hazirlayicisi oldular. Bu donem ile birlikte Uretls fordizm yerini post-fordizme birakti.
Programlanabilir makinalar gedirek endustriyel robotlara ddgiitken, bu donemin 6ne ¢ikan
firma ve Ulkeleri, cgitlenen tuketici tercihlerine cevap verme esngkligosterebilenler oldu.
Simdi tartsilan ve ilk olarak 2006 yilinda ABD’de ama daha IguRir sesle 2011 yilinda
Almanya’da Hannover Fuarinda dillendirilen Sanay) ¢4. Sanayi Devrimi) artik tGretimde
yeni bir paradigmanin ortaya c¢igini gosteriyor (Algin, 2016: 47).

4. sanayi devrimi ya da yaygin kullanilan haliyen&yi 4.0in (Industry 4.0) kuramsal
baslangici icin Kagermann’in 2011 tarihli makalesi £sdinmaktadir. Kagerman (2011) 4.
Sanayi devriminin sadece otomasyondakisgali degil, ayni zamanda akilli gdzlem ve karar
alma sureclerini de icermekte ofglinu ifade etmektedir.

Sanayi 4.0 halen tagtnali bir konudur. Bir yanda bunun gercekten birrgdawldugu
gortsU bulunurken, kar tarafta ygaanan sirecin sanayideki ani birgdgklik ve kopustan
(devrim) ziyade evrimsel bir geine oldgu yonundedir.

2.2. Sanayi 4.0'in Ayirt Edici Ozellikleri

Sanayi 4.0'In temel diincesi Kagermann (2011) tarafindan ortaya atdem, Alman
Ulusal Bilim ve Mduhendislik Akademisi'nin (acatect2013 yilinda konuyu “manifesto”

olarak yayimlamasiyla kuramsal ¢cerceveye kaimus oldu. 51

Acatech’in Sanayi 4.0 forumunun final raporundaatach, 2013) bu yeni dénemin
getirmekte oldgu ayirt edici yeniliklegodyle siralanmaktadir:

% Depolama sistemleri ve kaynaklari ile makinaladobgl etkileimi,

+« Konum bilgisine sahip benzersiz akilli Grinleriri gieni,

< Urin ozelliklerine adapte olan, kaynak optimizasymn sglayan akill
fabrikalarin hayata gecmesi,

% Yeni is modellerinin gercekigmesi (Buyuk Veri [Big Data] kullanimi ile
ortaya c¢ikan yeni hizmetler gibi)

% Calsanlar icin gyerinde yeni sosyal altyapi, bireysel farklilikladayarh &
yapisl,

s Daha iyi s/lyasam dengesi,

w Bireysel tuketici isteklerine yanit verme,

% Aninda muihendislik ve problemlere anlik cevap i@elistiriimis akill
yazihimlar.

Almanya’daki temel ge§im lzerine konuyu i¢cseljiren Avrupa Birlisi Komisyonu
Sanayi 4.0 paradigmasinin esas olarak u¢ boyujtnllendiini ifade etmektedir (European
Commission, 2015):

a) Deger yaratma glari arasinda yatay entegrasyon,
b) Urln ygam dongusinde kan sona mihendislik (end-to-end engineering),
c) Imalat sistemlerinde ktanti ve dikey entegrasyon.
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Deger yaratim glarindaki yatay entegrasyon, firma ici ve firmadaasi akilli capraz
baglantilar ve dger yaratiminin dijitalizasyonunu igcermektedir. Uritssam dongusiinde
bastan sona muhendislik ise Urlinggan dongusunun tumsamalarinda akilli capraz glant
ve dijitalizasyonu icermektedir (hammadde tedaiikialat, Grin kullanimi ve Griin y@minin
sonu). Imalat sistemlerinde kgtanti ve dikey entegrasyon ise imalat hatlari, ifedar ve
aretim modullerindeki farkli birikim ve hiyergik deger yaratma duzeylerinde akilli @anti
ve dijitalizasyonu igerir.

Akilli capraz bglanti ve dijitalizasyon, bulut sistemi icerisinetegre bilgi ve ilegim
teknolojilerini kullanan bgtan sona ¢dzum uygulamasi icermektedir. Bir imalateminde
akilll capraz bglantilarin hayata gedi, kendi kendine hareket eden vegimsiz kleyen
uygulamalara Siber-Fiziksel Sistemler (CPS) desio¢k ve Seliger, 2016: 537).

Sanayi 4.0 urin ywam dongusin icerisinde gler zincirinde yeni bir organizasyon
dizeyine garet etmektedir. 4. Sanayi Devrimi olarak gorulneettan Sanayi 4.0, fiziksel ve
sanal dinyay! birlgirmeye calgmaktadir. Bu durum Uretimin otomasyonu icin elekikove
enformasyon teknolojilerinin kullanilgh 3. Sanayi Devrimine goére karsik diizeyi
oldukca dgisik bir yapiya saret etmektedir (Ramanathan, 2014: 24).

Insan faktorii halen 6nemli olmakla birlikte, Sané kati ve merkezi fabrika kontrol
sistemlerinden yaygin akilcil sistemlere geckaret etmektedir. Ayrica tuketici tercihlerini
karsilamakta zorlanan buginin Grdnlerini ortaya cikamaakinalar yerine Sanayi 4.0'da
ureticilerin tiketici ihtiyaclarina hizla yanit \efilmek icin fabrikalarin ve makinalarin
otomasyonu kendi kendinesekillendirecekleri bir organizasyona yonelinmektedi
(Ramanathan, 2014: 28).

Halihazirda dretimde —oOzellikle Cin ve Japonya’dabotik kullanimi yayginlgmis
olsada, geleggn imalat planlarinda uretimde ileri diizey robotlanimi yer almaktadirleri
diizey robotik teknolojisinde robotlar sensorlema@ahgiyla kablosuz glar Gzerinden djer
robotlarla iletsime gecebilmektedir. Bunun anlami, Sanayi 4.0 iidikbe blylk yatirim
harcamalarini azaltacak maliyet tasarruflar ori@iabilecektir (Ramanathan, 2014: 29).

Sanayi 4.0 ile birlikte Uretimde maliyet azaliucuz § gucine dayah rekabete
odaklanmg Uzakd@u Asya ulkeleri ile gefimekte olan piyasalar agisindan kayiba yol
acabilecektir. Sanayi 4.0 ile birlikte rekabet aagmi yitirmis gelismis pazar ekonomilerinin
(ABD, Almanya, Japonya gibi) yeniden 6ne ¢cikmantaii giclenmektedir.
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Grafik.1 Sanayi 4.0'in Genel Gorunumd
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Grafik 1'de Sanayi 4.0'in genel gorinimud sunulmdktaBu goranidm igerisinde
Sanayi 4.0 dort dizeyde tasnif edilmektedir: ciaaml bulundgu fiziksel alan, ilegimi
sglayan &lar, bulut sistemi icerisinde gomulla bulunan buyi@i ve sunucu sistemleri ile
uygulama duzeyini goésteren akilli fabrikgehir, kullanici ve hizmetler. Cihazlarglar
aracilgiyla birbiriyle iletisime gecip senkronize olurken, dretim icin gereklgiyi bulut
sisteminde bulunan veriden —veri madegcyoluyla- elde etmekte ve uygulama diizeyindeki
“akill” tiketici ve fabrikalari olanakl kilmaktad

2.2.1. Siber-Fiziksel Sistemler

Fiziksel dunya ile siber alani internet ile birbei b&layan sistemlere siber-fiziksel
sistemler (CPS-Cyber-Phsical System) adi verilntikteSensorlerle desteklengnibu
sistemler fiziksel dinyadaki hareketleri internétnhetleriyle toplamakta ve global olarak
nesnelerin etkilgmini icermektedir (Geisberger ve Broy, 2012: 314).

Kavram olarak “siber” (cyber), sibernetik (cybeins} olarak bilinen ve canli
varliklar ve makinalar tzerindeki ilgiin ve kontroli argtirma konusu edinmgi bilimsel
disiplinden turemitir. 1940’lar ile birlikte “siber” kavrami genellig, enformasyon
teknolojileri, bilgisayarlar ve internete dayalirkool sireclerini anlatmak icin kullanilgtir
(Bradley ve Atkins, 2015: 23023).

Siber-fiziksel sistem (CPS) kavrami ilk olarak 2@0Bnda ABD’de, fiziksel diinya ile
baglantili bilgisayar sistemlerinin artan dnemine wrgapmak icin Lee (2006) tarafindan
kullaniimustir.
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Bradley ve Atkins’in (2015) siber-fiziksel sistemile (CPS) gekimini olanakli kilan
onemli olgu ve olaylari gosteren tarihsel dokimblda’de birlatirilerek sunulmytur.

Tablo.1 - Siber-Fiziksel Sistemlerin Tarihsel Gekimi

Tarih Olay/Olgu

1932 Nyquist, kontrol sistemleri konusunda frekans t&lari gelistirmistir.

1940-1945 | Orneklenmg Veri Sistemleri Teorisi ortaya atilgtir.

1945 IIk amplifikator tasarimi yapilngtir.

1946 iIk tasinabilir hiicresel telefon getirilmi stir.

1946 IIk bilgisayar (ENIAC) bulunmgtur.

1950 Root Locus metodu gstirilmi stir.

1954 Dijital Kontrol Sistemleri gektirilmi stir.

1969 ARPANET (internetin ilk hali) getirilmi stir.

1973 Gergek zamanlgieme sistemleri gedtirilmi stir.

1973 Optimal, adaptif, non-lineer kontrol sistemleri iktokastik sistemler
gelistirilmi stir.

1990 Hibrit sistemler gektirilmi stir. 24

1997 IEEE 802.11 Wifi standardi getirilmi stir.

2000 Ag oncelgi sistemi (QoS) bdatiimistir.

2006 Siber-Fiziksel Sistem (CPS) kavrami ilk kez kullemstir.

Kaynak: Bradley, J. M. ve Atkins, E. M. (2015). Optimizati and Control of Cyber-Physical Vehicle
Systems, Sensors, Sayi:15, ss. 23023’ dengti@milimUsttr.

Siber-fiziksel sistemler, fiziksel surecleri etkign & hareketleri ile ilgili verileri
toplayan sensotrlerle donatignmekatronik bilgenleri icerirler. Siber-Fiziksel sistemler,
surekli dgisen verilerin @ zamanli olarak sanal bir bulut sisteminde birl@ripglandgi
akilli sistemlerdir. Sosyoteknik sistemin bir pacalarak siber sistemler, tretim streci igin
insanimsi makina arayizu kullanmaktadir (Hirschibkgen ve Weyer, 2014’den aktaran
Stock ve Seliger, 2016: 537).

Endustriyel otomasyon sistemleri, fiziksel Uretinireglerini monitor UGzerinden
yonetmeyi sglayan bilgisayarl tretim yapilarini anlatmakta@istemin siber kismi, fiziksel
sureclerden veri edinip, bu veriyi Uretim sureciagarlayan bilgisayar yazilimlarindan
olusmaktadir (Thramboulidis, 2015: 92).

Siber-Fiziksel bir sistemin etkisi cevresindekgel Siber-Fiziksel Sistemlerle kurgu
oldugu etkilssimin dizeyine bglidir. Farkli sistemler arasinda capraz glaatinin
saglanabilecgi yapilar olgturulmahdir (Bergera, 2016: 639).
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Siber-Fiziksel sistemlerin “siber” ve “fiziksel” yierinin kasilastirmasi Tablo.2’de
sunulmuytur:

Tablo.2 — Siber-Fiziksel Sistemlerin Siber ve Fizikel Ozelliklerinin Kar silastirmasi

Siber Fiziksel
Uygun dizenin Seri Gercek zamanl
sgglanmasi yontemi
Konu senkranizasyonu Senkronize Asenkron
Zaman oOzellikleri Kopuk Devamli
Yapi Bilgisayar sistemleri Fiziksel kanunlar

Kaynak: Hu, F. ve dierleri. (2016). Robust Cyber-Physical Systems: @phcModels and
Implementation, Future Generation Computer Systems; 56, ss. 449-475.

Enformasyon ve ilegim teknolojilerindeki hizl gelimeler hizmet, lojistik, tasarim ve
imalat bicimlerini 6nemli olctide ggstirmistir. Ozellikle, fiziksel surtculer ve mikro
kontrolcller arasindaki derin entegrasyon Sana@i stirecinde tim ara¢ ve makinalarin
otomasyonunu s¢i yerine- kendi kendine kontrolini ve otomasyanatanakl kilmaktadir.
Bilgisayar, iletsim ve kontrol teknolojileri tam zamanl algilamae@-time sensing), geni
Olcekli endustriyel sistemlerin dinamik kontrolinfermasyon hizmetleri ve triin hayat dongu
yonetimindeki gekmeleri desteklemektedir. Ancak henlz bu teknolojilaulastigl dizey
ihtiyaclarimizi tam olarak keslamamaktadir. Siber-Fiziksel sistemlerin nihai amé&akilh 25
izleme” (intelligent monitoring) ve “akilli  kontrdl (intelligent control)in
gerceklgtiriimesidir. Bu slUre¢ tam zamanli enformasyon rgkanasi, veri analizi, karar
verme ve veri transferi ojumlarinin gercekkemesine bglidir (Yue ve dgerleri, 2015: 1262).

2000-2010 arasinda onemli sayida imalatci firmgurligli olarak motorlu taut
ureticileri) “Akilll ortamlar” (Smart Environments)a da “Kablosuz sensoglari” (Wireless
Sensor Networks) kapsamindageddendirilebilecek radyo frekans kimlik sistemirRKID-
radio frequency indentification) Uretim slrecleniniakibini kolaylatirict bir arac olarak
kullanmaya bgladilar. ilk olarak Volvo Kamyonlari (Volvo Trucks) Uretimddgevamlilg
sgglamak icin RFID sistemini kullanrgtir. Daha sonra Toyota otomobil parcalari tretineind
enformasyon sistemleri bazli RFID sistemi kullagtimi(Sanchez, 2015: 29479).

2.2.2. Nesnelerifnterneti

Ik olarak Kopetz (2011) tarafindan kullanilan Nderia interneti (IoT — Internet of
Things) kavrami ile bir siyeri ya da fabrikada bulunan farkli kaynaklardarrilggn
toplanilabilmesi, cgaltilabilmesi ve organize edilebilmesini anlatmakta Nesnelerin
Interneti, stre¢ kontrollerini hizlandiran gentisiz bir veri yonetimi sunmaktadir. Bu
platform, buyuk veriden (big data) yararlanarak Verinin siber-fiziksel sistemi (CPS)
harekete gecirecek bilgiye daiiriimesinde etkilidir. Harekete gecen veri kanal
zincirinin farkl katmanlarinda ger yaratma potansiyeli ganaktadir (Lee ve derleri,
2015a: 4).

Sanayi 4.0’'daki ge§melerin ginimuzde imalat sanayi Uzerinde etkilémaktadir.
Endustriyel internet olarak da isimlendirilen Nelgnia interneti (10T), akilli fabrikalar, akilli
artnler ve akilli servislerin temelini aiturmaktadir (Kagermann vegdirleri, 2015).
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“Akill Nesneler” yaklgimindaki gelsmeler ile birlikte entegrasyon ve kesintisiz
iletisim konularinda yeni birmaya ulalmistir. Bu nesnelerin desigle, yeni bir Gretim
yetengi ve sanallama gelsmektedir. Akilli nesneler ile bu nesnelerin kullatari ve dger
akill nesnelerin etkilemi sanal dinyada geanmaktadir (Scala ve girleri, 2015: 205).

Ning’e (2016) gore, nesnelerin internetinin nesnelmsinda ilegimi gelistirirken,
sosyal ve biksel sirecler konusunun da g6z ardi edilmemesi gerktedir. Bunun
saglanabilmesi icin de siber-fiziksel sistemlerin toplsal yapilar géz 6ninde bulunduracak
bicimde yapilandiriimasi gerekmektedir.

2.2.3. Buyuk Veri ve Bulut Sistemi

Sanayi 4.0, endustriyel araglarin birbiriyle i@tiini gerekli kilmaktadir.intranet ya
da internet aracgiyla gerceklgen bu iletsim, ¢cok bluytk ve geleneksel sunuculara (server)
ihtiyac duymaktadir. Bu problem s6z konusu sisteimlkontrol ve yonlendiriimesini iceren
Blyuk Veri (Big Data) teknolojisi konusundaki sinamalarin 6nemini artirmaktadir (Pan ve
digerleri, 2015: 1538).

Bulut teknolojisinde ortaya cikan yeni gmheler, Enformasyon Teknolojileri (IT)
ureticileri ve bunlarin tiketicilerinin gance bicimini dgistirmistir. Bulut sistemleri, § ve
uygulama modellerinin temel yapisi, platformu, Yiazn ve internet servisleri konusunda
koklU desisiklere yol agmgtir (Wang ve dierleri, 2015: 521).

Geng veri yiginlarinin analizine dayanan buyuk veri (big data), c&in en gozde
kavramlarindan biridir. Bilgisayar ve hafiza sisterimdeki ilerlemeler, benzeri gérilmegmi
miktarlarda verinin toplanip depolanmasini olan&kimistir. Siber-fiziksel sistemler (CPS)
ve nesnelerin interneti (loT) muazzam boyutlarasana verilerin fiziksel sistemlere
aktariimasini mumkun kilmaktadir (Wang végetieri, 2015: 521).

Blyuk veri gibi sistemler firmalarin bulundurmalgereken sunucu (server) ihtiyacini
azaltmakta, uretim icin gerekli bilgiye ghaalarini kolaylatirmaktadir. Ayrica buyik veri
sistemleri bilginin kamusal nitgginin de goérindr olmasini giamakta ve bdylelikle firmalar
acisindan bir cok maliyet avantajigtaken, tiketiciler icin de diik fiyat avantajina olanak
sgilamaktadir. Ancak, blyuk veri sistemlerinin internerisimine acik olmasi, bu
platformlarinin siber guver@ini de 6nemli bir konu haline getirmektedir. Gikklmayan ya
da yok edilen veriler firmalar acisindan tam anidenbir belirsizlik alanidir.

2.2.4. Akilli Fabrikalar

Siber-Fiziksel Sistemlerin (CPS) Uretim sistemlegrisindeki uygulamasina Siber-
Fiziksel Uretim Sistemleri (CPPS — Cyber-Physicaldiction Systems) ya da Akilli Fabrika
(Smart Factory) adi verilmektedir (Vinzent vgelileri, 2014: 314).

Sensor teknolojisindeki yakin donem geileler, data transfer sistemleri ve bilgisayar
aglari konusundaki ilerlemeler ve rekabetin sy asama buginin endustrisini yuksek
teknolojiyi iceren metodlari uygulama konusunddamektadir (Lee, 2015b: 18).

Sanayi 4.0'In butunlukcu Siber-Fiziksel sistemlegelecgin akilli fabrikalarinin
endustriyel glari konusunda ipucu vermektedir. PWC dergisind&(? 2013) yayinlanan bir
makaleye gore, Alman firmalarinin yizde 50’si saraglari konusunda plan yaparken, ytzde
20’si hali hazirda Sanayi 4.0'1n akilli fabrikasigecs yapmstir (lvanov, 2015: 386).

Fabrikalarin “akillanmasi” daha az fire ile, gtéri siparglerine aninda yanit veren
fabrikalar anlatmaktadir. Modern tiketim yapisdesze farklilamis degsil, ayni zamanda
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anlik olarak dgisim gosteren bir nitelik gostermektedir. Akilli falkalar, cgitlemis trin
yaninda tam zamaninda Uretimi de olanaklh kilagsigi barindirmak durumundadirlar.

3. URETIMDE YENI BIR iZLEK OLARAK: SANAY 14.0

Kuzey Amerika ve Avrupali Ureticiler, bir yandarink degisikli gi ile baglantili olarak
cevresel standartlar konusundaki yukselen basudastrdurilebilirlik riskiyle kay kariya
iken 6te yandan da “Cin fiyatlari” ile rekabet souule ylzlemektedirler (Wright, 2014: 49).
Ancak yuksek katma g@erli drtnler ve endustriyel varliklar konusundahdayimser bir
oyklu de bulunmaktadir. ABD ve AB llkeleri, kablossistem entegrasyonu teknolojileri,
kablosuz kontroller, makina ilgtmi ve Uretim sistemleri unsurlarini iceren SibéziHksel
Sistemlerin (CPS) kullanimi ve gglrilmesi konusunda oncilik etmektedirler. Ofimg
General Electricve Rolls Royceortak gelstirdikleri jet motorunun Uretiminde gecsnucus
bilgileri yaninda sensdrler yardimiyla anlik gduilgilerini de Gretim gektirme gamasinda
kullanmaktadirlar (Dai, ve gerleri, 2012).

Siber-Fiziksel sistemlerin Uretim, lojistik ve hietlerle entegrasyonu sonucunda
buginin fabrikalarinin kayda gk ekonomik potansiyele sahip Sanayi 4.0 fabrikadar
dongmesi mumkun olacaktir (Lee vegédrleri, 2015b: 18). Tablo 3'de Lee vegdilerinin
(2015b) buglintn fabrikalar ile Sanayi 4.0 donemifabrikalari arasindaki kgfastirma
denemeleri sunulngtur.

Tablo 3. Bugunun Fabrikasiyla Sanayi 4.0 Fabrikasim Kar silastirmasi

Veri Buglnin Fabrikasi Sanayi 4.0
Kaynagi Ozellikler Teknolojiler | Ozellikler Teknolojiler
Bilesen Sensor Hassas Akilli Oz farkindalik | Bozulma
sensorlar ve Kendiliginden |izleme ve
hata tahmin ariin ygam
algilayicilar suresi
tahmini
Makina Kontrolor Uretilebilirlik | Durum Oz farkindalik | Saslikli
ve tabanl Kendiliginden | yasam
Performans | izleme ve| tahmin suresi
teshis Oz izlemesi
degerlendirme
Uretim Ag baslantili | Uretkenlik ve| Yalin Kendiliginden | Sorunsuz
Sistemi sistem Toplam operasyonlar] yapilanma uretkenlik
Ekipman Is ve atik| Kendini koruma
Etkinligi azaltimi Kendiliginden
(OEE) organizasyon

Kaynak: Lee, J ve dierleri. (2015b). A Cyber-Physical Systems architexffor Industry 4.0-based
Manufacturing Systems, Manufacturing Letters, says. 19.

Yeni donem fabrikalarinin 6z denetim, kontrol vd ggme streclerini insan duyulari
yerine sensorlerle algilayip, kendihden harekete gecen robotik Gretim araclariyla
gerceklgtirmesi Ongorulmektedir.
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Alman muhendisfiinin bicimlendirdgi Sanayi 4.0 konseptinde, geleneksel Uretim
sistemleri yerine enformasyon sistemleriyle tamegré fiziksel sistemlerin gecmesi
beklenmektedir (Wang ve ghrleri, 2015: 521).

Enformasyon teknolojileri, kablosuz sensérler veriil kontrol sistemleri yeni
endustrinin anahtar unsurlari haline gelmektedimcak sunu vurgulamak gerekir ki bu tip
yuksek katma dgerli Grin ve endustriyel unsurlar ancak ileri duzsigisayar kontrolli
makinalar ile gercekigirilebilir. Bu sebeple Sanayi 4.0, ihtiya¢ duygu ekipmanlar
Uzerinden gewieme potansiyeline sahip; otomasyon ekipmanlarpotiar, 6zel nitelikli
makinalar gibi alanlarda ikincil bir piyasayi dargamaktadir (Wright, 2014: 49).

Sanayi 4.0'1n fabrikalarinin, post-fordist dénendikey disentegrasyona dayall atdlye
tarzi Uretimi yerine nasil bir Uretim yapisi glirac& ve yuksek katma geri nasil
yaratacgl tartsilmasi gereken bir husustur. Fabrikalarin “akillasmin” kar oranlarinin
genel seyri Uzerindeki etkisi vegiicu i¢in ortaya cikartagaistindam yapisi da tagtimasi
gereken konular arasindadir.

4. SONUC

Sanayi 4.0 ile birlikte dUretim bicim ve gkilerinde yeni bir doneme girilmektedir.
Oniimuzdeki birkagc on yil bu yeni durumun farkh {gnmin tartsildigl, gelistirildi gi
calismalara olanak g#ayacaktir. Halen Uretici gucler acisindan yeninoBanayi 4.0'in
uretim alanindaki uygulagi bicimleri ortaya cikacak toplumsal ve sinifsal iletk de
belirleyecektir.

Bu calsmada genel gorinimu ve temel prensipleri seriml&serayi 4.0'1n uygulama
orneklerinin cevre vesgucu Uzerindeki etkileri biyuk 6nemdedir. Bunugimta da yanit
aranacak sorular vardir: Buyuk veri kullanimi endrfiyacini ve enerji temini igin dga
tahribatini azaltacak midir? Yeni “akilli” fabrikatla cakanlarin roli ne olacaktir?
Uluslararasi gbolimunde ulkelerin rolleri nasil gaecektir? Bu yeni donemde bu sorularin
yanitlari Uzerine yapilacak ¢ghalar, kacinilmaz olarak iktisat biliminin de yalgalecekteki
gindemini buyuk olctde belirleyecektir.

Bu calsmada, Sanayi 4.0''ln genel goérinimu -yukaridaki lsorgakli tutularak-
yansitilmaya c¢agiimistir.
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TURKIYE'DE TARIM SEKTORUNDE F INANSAL K IRALAMA

Resul Umut CALAR?
Osman KILIG
Ugur BASER®

OZET

Tarim isletmelerinin faaliyetlerini strdirebilmeleri iginrazi, yap! ve makine gibi yatirimlara
ihtiyaclari vardir. Zsletmelerin bu yatirimlari yaparken vermeleri gerekénemli kararlardan biri,
hangi finansman tekgiini kullanacazidir. Turkiye'de tarim sektérinin genellikle kiigglietmelerden
olusmasi nedeniyle, kredibiliteleri ger sektdr jletmelerine goére ddilktir. Halbuki tarim
isletmelerinin ileri teknoloji kullanabilmeleri, mat&lerini yenileyebilmeleri ve yatirm yaparak
kapasitelerini artirabilmeleri icin, uygun maliyetfinansman kaynaklarina ihtiyaclari vardir.
Finansal kiralama banka kredilerine gore bircok ataja sahiptir. Finansal kiralama sayesinde
yatirnmlarda maliyetin tamami finanse edilebilmekltazi mallarda %1 katma gder vergisi (KDV)
uygulanabilmekte ve temingartlari daha hafif olmaktadir. KDV avantajindan yatanan ciftciler,
makinelerini daha ekonomik jdlarda yenileme firsati bulacak, bu sayede makimé&nllanimindan
kaynaklanan masraflar da azalgwlacaktir. Banka kredilerinde ciftcinin arazisigenellikle ipotek
tesis edilmektedir. Oysaki yatirimin finansal karalyla yapilmasi halinde, ciftci ipotek baskisindan
kurtulmw olacaktir. Ciftgiler finansal kiralamanin avantajindan yararlanmak suretiyle, daha az
maliyet ve bor¢ baskisiyla Uretim yapabileceklerBidylece yatirirm mallarina olan talep ve yaratilan
katma dger artacaktir.

Anahtar kelimeler Finansal kiralama, tarimda finansal kiralama, tarsal finansman
JEL Kodlari: G32,Q14,R51

LEASING IN TURKISH AGRICULTURAL SECTOR

ABSTRACT

Farms need to have some investments like landtroatisn and machinery to sustain their
activities. Selection of the financial techniqueoise of the important decisions when making the
investments. In Turkey, the credibility of agricu#l sector is generally lower than other sectoted
to the formation of small-scale farms. Howevernfarneed financial resources to increase their
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capacities by investing in the use of advancedn@dgy, renewing machineries at a suitable cost.
Leasing has many advantages compared to bank credleasing, all cost of investments can be
financed, 1% value added tax (VAT) in some goodsbeaapplied and assurance conditions may be
lighter. Farmers benefiting from VAT advantage iitid an opportunity to renew machines under
suitable economic conditions, by this means, tiperses arising from machinery use will be reduced.
In bank credits, farmer's land is generally mortgdgIn case of making the investment by leasing,
farmers will be free of mortgage pressure. Farmeit produce with lower cost and lower debt
pressure by benefiting from the advantages of tgasThus, the demand of investment goods and
created added value will increase.

Keywords:Leasing, leasing in agriculture, agricultural finea
JEL Codes G32,Q14,R51

1. GIRIS

Bir isletmenin kurulabilmesi ve faaliyetlerini surdirebdsi icin duran varlik
yatirimlarina ihtiyaci vardir. Bir yatirim g#éi finansman teknikleriyle yapilabilir. Buradaias
cevaplanmasi gerekengldatmenin finansmani kisa vadeli ya da uzun vadelarfsman
teknikleriyle mi, yoksa 6z kaynaklariyla mi kaayacaidir. Kisa ya da uzun vadeli yabanci
kaynaklarla yatirrm yapmaya karar vergietme, ayni zamanda bu yatirimin tirtine de karar
vermelidir. Isletmelerin kullanabilecekleri Bhca finansman teknikleri; banka kredileri,
finansal kiralama, faktoring ve forfaiting sayilibi isletmelerin kaynak ggtleri ve hangi
yatirm icin ne tir bir kayman uygun oldgu konusunda dgu ve yeterli bilgiye sahip
olmalari gerekmektedirisletmelerden beklenen donen varliklarini kisa va#ajnaklarla,
duran varliklarini ise uzun vadeli ya da 0z kayadkl kagilamasidir. Bankalardan kredi
kullanamayan ya da 6z kaynaklari yeterli olmaygatrneler, finansal kiralamayla yatirrm 32
maliyetlerinin  tamamini kadayabilmektedirler. Bir gdletme finans kurulglarindan
borclanamady, saticilara olan borclarini vadelendirengedya da gletmesine sermaye
koyacak kadar likit varpn olmadgl durumlarda, hammadde ve personel Ucretleri gibi
desisken masraflara ayiraga likit varliklariyla yatirrmini yapaga icin isletmenin
verimliliginde ve karllginda digme olacaktir. Duran varlik yatinmlarinda finankahlama
kullanan gletmeler, banka kredilerinin yaraitibaskidan kurtulmanin yani sira, verimlilik ve
karlhkta da optimum seviyeye glaa imkani bulacaklardir.

Finansal kiralamanin diinyadaki gegngok eskilere dayanmakla birlikte, Turkiye'de
1970’li yillarin sonunda uygulanmaya stenmstir. Tirkiye'de finansal kiralama,slem
hacmi olarak ekonomik krizler ve vergi avantajikeddirildigi donemlerde azalsa da, uzun
vadeli finansman ihtiyacinin tamaminigkama ve likiditeyi destekleme gibi avantajlari
nedeniyle, giinimizde 6nemli bir alternatif finanaragaci olarak kullaniimaktadir.

Tarkiye'de finansal kiralama uzun vyillardir ticaretektoriinde yaygin olarak
kullaniimaktadir. Son yillarda tarim sektérindefidansal kiralama uygulamalari artmasina
ragmen, tarimda finansal kiralama ilegdr finansman kaynaklarini kaastirmali olarak ele
alan calgmalarin yeterli oldgu sdylenemez. Turkiye'deki finansal kiralanyirketleri,
operasyonel leasing yapmadiklari i¢in, uluslaraligenatiirdeki leasing kelimesinin kgali g
olarak turkcede finansal kiralama ifadesi kullaraktadir.

Bu calsmada, oOncelikle finansal kiralamanin avantajlari sezavantajlari ile
Tarkiye'deki gelsimi ortaya konulmstur. Daha sonra finansal kiralamanin tarim
sektorindekiglem hacmi belirtilerek, gaunlugu kiicuk sletmelerden olgan ve kredibiliteleri
disUk olan ciftcilerin, yatirrmlarini finansal kiralayla yapmalari durumunda elde edecekleri
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faydalar vurgulanmtir. Bu sayede tarimsletmelerinin yatirimlarini daha uygun finansman
teknikleriyle yapmalarinin 6nemi ortaya konultur.

2. FINANSAL K IRALAMANIN AVANTAJLARI VE DEZAVANTAJLARI

Finansal kiralamasiemlerini diizenleyen 3226 sayili Finansal Kiralakemunu 1985
yilinda yurarlige girmitir. Kanunun 4’Gncti maddesinde finansal kiralamaleinesinin
tanimi verilmgtir. Bu hilkme goréSozlesme; kiralayanin, kiracinin talebi ve secimi tizerine
Ucuncl kiiden satin aldyl veya baka suretle temin egfi bir malin zilyetlgini, her tarla
fayday! sglamak tzere ve belli bir sure feshedilmemakt ile kira bedeli kasiliginda,
kiraciya birakmasini 6ngoren bir sogheedir” seklinde ifade edilmtir (Resmi Gazete,
1985). Avrupa Leasing Bigi tarafindan finansal kiralamé&belli bir sure icin kiralayan ile
kiraci arasinda imzalanan, kiraci tarafindan seqgikiralayan tarafindan satin alinan bir
malin mulkiyetini kiralayanda, kullanimini belli rbkira 6demesi kanliginda kiracida
birakan sozlgme" olarak tanimlanmaktadir (Géker, 2004).

Finansal kiralama sieminde kiralayan, kiraci ve satici olmak Uzere tiagaf
bulunmaktadir. Mali kiralayan finansgtketler, ¢aitli varliklarin kiralanmasina aracilik eden
uzmanlamis mali kurulular olabilecgi gibi, bir tek mal Gzerine ygunlasmis ve genellikle
de dretici firmanin uzantisi olarak faaliyet gosterkurulglar da olabilmektedir. Ayrica
finansal kiralama slemi, ulusal dizeyde olabilegie gibi uluslararasi nitelikte de
olabilmektedir. Finansal kiralamanin dnemli bazaaj ve dezavantajlarsagida verilmitir.

2.1. Avantajlari

1. Uzun Vadeli Finansman:Finansal kiralamasiemi, suresi itibariyle uzun vadeli bir
finansman turaddr. Bu yonuyle finansal kiralamaumzadeli finansman agni kapatan
onemli bir finansman kaygadir. Ulkemizde uzun sureli kredi temininin kisadilere gore 33
daha zor oldgu disinuld{ginde, finansal kiralamanin bu yénu daha da 6nerarkaaktadir
(Isleyen, 2012).

2. Yatinm Finansmani: Banka kredilerinde her mal i¢in yatirmin tamanmafise
edilmezken, finansal kiralamglémlerinde malin bedelinin tamami finanse edileleibedir.

3. Likit Varli ginin Baska Yatirimlarda Degerlendiriimesi: Isletmeler duran varlik
ihtiyaclarini finansal kiralama yoluyla kaladiklari takdirde, sahip olduklari kaynaklari dev
hizi yiksek olan donen varliklara aktararak kamiaartirabilirler.

4. Kredi Olanaklarini Etkilememesi: Bankayla ¢cakan firmaya belirli bir limit tahsil
edilmektedir. Firmanin kullanabilegietoplam kredi tutari tahsis edilen limit tutarideadir.
Ancak firma ayni bankanigtiraki olan finansal kiralamairketinden glem yapmasi halinde,
firmanin bankadaki limit tutar gesmeyecektir.

5. Esneklik: Finansal kiralamada kiraciya sgidi alternatif 6deme planlar
sunulmaktadir. Bu durumgletmenin faaliyet dongusiine gore gdebilmektedir. Her ay
o0demeli git taksitler olabilecgi gibi, yilda bir 6demeli ya da mgteriyle mutabik olunan
herhangi bir 6demsgekli de s6z konusu olabilmektedir.

6. Olcek Ekonomisi Avantaji S&lamast Finansal kiralamairketi, 6zellikle kiiguk
yatirnmcilar acisindan dundldiginde, buydk olmanin  avantajini  kullanarak satici
firmalardan mali daha uygun maliyetle temin edapiletin, bu avantajli durumu ngterisine
de yansitabilmektedir.

7. Islemlerin Kisa Siirede Tamamlanmasi Banka kredileri ile kawlastirildiginda,
finansal kiralama siemlerinin daha kisa slrede ve kolay c¢ozumigndjorilmektedir.
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Islemlerin kisa sirede sonucagtammasi kiraciyi enflasyon, kur farki vb. olumstizilerden
korumaktadir (Kog, 2004).

8. Faiz Oranlarn ve Enflasyondan Korunma: Finansal kiralamada sozhee
yapilirken, kira tutari bilinmekte ve bu tutar ghikée bir yil boyunca sabit kalmaktadir.
Boylece kiraci, faiz oranlarindaki ggiklikten ve enflasyondan korunmuolmaktadir.
Finansal kiralama uygulamasiyla maliyet donduryroldugundan, daha gakl bir bitce
yapabilmek de mimkin olmaktadir (Kog, 2004).

9. Iflas Durumunda Haczin Olmamasi Finansal Kiralama, Faktoring ve Finansman
Sirketleri Kanunu’nun 29uncu maddesind€ekiralayanin iflasi  halinde so6zlgne,
kararlastirilan strenin sonuna kadar iflas masasinagskagecerliligini sturdurdr. Kiralayan
aleyhine icra yoluyla takip yapilmasi halinde fisah kiralama konusu mallar s6zhee
suresi icinde haczedilemezeklinde ifade edilmitir (Resmi Gazete, 2012). Buna gore
finansal kiralamaya konu olan mal finansal kiralagimetinin mulkiyetindedir. Herhangi bir
haciz durumuyla karasildiginda bile, kiraci faaliyetini surdurebilmekte ve ylgte
sorunlarini gabilmesi daha kolay olmaktadir.

10. Ulke Ekonomisine Fayda Sglamast Finansal kiralama ekonomide talep yaratici
bir etkiye sahiptir. Satin alma gucu yeterli olmayf@malar, finansal kiralama ydntemiyle
yatirrm mallarini kullanma olagia bulacaklardir. Bu nedenle finansal kiralamanikeal
ekonomisini genietici bir etkisi vardir.

11. KDV Avantaji: Finansal kiralamauygulamasinda bazi mal gruplarinda KDV
orani %1’e démektedir.

12. Nakit Ihtiyacini Karsilamasi: Finansal kiralamada sat ve geri kirala
yapilabilmektedir. Dolayisiyla firmalar, sahip oldari varliklari satip kendilerine nakit 34
finansman yaratabilmektedirler.

2.2. Dezavantajlari

1. Kullanim Hakkinin Kisitlanmasi: Finansal kiralamaylanali kiralayan birgletme,
gerek yer dgistirme gerekse bakim-onarim gibi durumlarda finarigedlama firmasindan
izin almak zorundadir. Bu durum mali kiralayagleime acisindan zaman kaybina neden
olmaktadir.

2. Kredi Saglama Imkaninin Azalmasi: Biitiin duran varlik yatirnmlarini finansal
kiralamayla yapansietmeler, firma ya da ortak adina bankalara temalatak verebileca
duran varliklara sahip olmatindan, bankalar tarafindan istenen teminatulkarini
sgilayamayacak, boylece banka kredisi kullanma imkaalacaktir.

3.TURKIYE'DE FINANSAL KIRALAMANIN GEL iSiMi

Tarkiye'de finansal kiralamaya gkin ilk dizenleme, 70 sayili Bankalar Hakkinda
Kanun Hukminde Kararnamenin 90'inci maddesineadiém ¢ikarilan 16.12.1983 tarih ve
83/7506 sayih Bakanlar Kurulu Karariyla yapitm. Kararda, “yatirimlara iliskin
ekipmanlarin temin edilip, firmalara taksitle satési veya kiraya verilmesinden...”
bahsedilmjtir. Boylece mevzuatta acik olmasa bile ilk kezafisal kiralamaya gilmistir.
Gergek anlamda ise finansal kiralamanin hukukiaglty1 28.06.1985 tarihinde ¢ikarilan 3226
saylli Finansal Kiralama Kanunuyla glurulmus ve ilk finansal kiralamasirketi 1986’da
kurulmustur (Celik, 2014).

Tarkiye’de yaganan krizlerin etkisiyle bazi yillar finansal kiaaha sektdriinde
daralmalar yganmstir. Turkiye’de 2001'de yganan ekonomik krizden dolay! daralan sektor,
daha sonra bluyumeziémine girmis ve bu blyime 2007'ye kadar devam &tmi Maliye
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Bakanlginin 30.12.2007'de KDV oranlarina skin yaptgl dizenlemeyle (Resmi Gazete,
2007), finansal kiralama sektoriindeki %1’lik KDVs¥&sinin kaldiriimasi ve 2008'deki
kuresel ekonomik krizin etkisiyle, Turkiye’de finsal kiralama sektoriinde gerileme
olmustur. 2007°den 2008’e gelinginde, finansal kiralama hacminde bir yilda %35 bk
disme meydana gelstir. Islem hacmi 2009°'dan sonra tekrar artngdime girerek, 2013'de
6,99 milyar dolar olmgtur. Turkiye'nin dinya finansal kiralama hacmindglayl 2007'de
%1,05 ile en yiksek iken, 2013'de %0,79 oftan. Ekonomik kriz ddénemlerinde
Turkiye’'deki penetrasyon oranlarindasdgl oldugu gorilmektedir. Krizden sonra giie
egilimine giren penetrasyon orani, 2013'de %5,68tékrar 2007°deki orana yakdanistir
(Tablo 1). Turkiye'de finansal kiralamalemleri airlikl olarak makine ve techizat igin
yapiimaktadir. Krizin ygandgl doénemlerde sietmelerin makine ve techizat yatirimi
yapmaktan kacinmalari, sabit yatirnmlardaki finAnkaalama kullanimlarinda oransal
dismeye neden olnytur.

Tablo 1. Turkiye’nin Dinya Finansal Kiralama Hacmindeki Payi ve Penetrasyon

Orani
Yillar Dinya Tarkiye Tarkiye'nin Tarkiye'de
(Sgéa;{ (bin USDY payi (%) %?Qﬁl”a(ﬁ)g)?”
2003 511,3 2165982 0,42 5,06
2004 579,1 2920845 0,50 4,24
2005 582,0 4235724 0,73 4,96
2006 633,7 5270785 0,83 5,37
2007 780,4 8203255 1,05 6,73
2008 732,8 5302535 0,72 4,47
2009 557,3 2197510 0,39 2,70
2010 594,5 3182674 0,54 2,95
2011 796,7 4891259 0,61 3,61
2012 868,0 5359639 0,62 4,14
2013 884,0 6989546 0,79 5,68

*Penatrasyon oranifinansal kiralamaislem hacminin 6zel sektér sabit yatirim harcamadarin
bolinmesini ifade etmektedir.
Kaynak: FKB'; FIDER?, 2015

Finansal kiralama sektoru, tlke ekonomisindeki @amla ya da durguntun dnemli
gostergelerinden biri olarak kabul edilmektedir. Bedenle sektérde faaliyet gosteren
sirketlerin finansal performanslarinin gexlendirilmesi oldukga 6nemlidir. Finansal kiralama
sirketleri, 2008'deki ekonomik kriz ve KDV oranindairtisa rggmen kéar aciklamaya devam
etmilerdir. Bunun bgica nedenlerinden biri, 2007'de 2008 donemi ici@pyan
sOzlgmelerin etkilerinin bilango kalemleri Gzerinde ditkilmasidir. Dger neden ise, finansal
kiralama sektorindseirketlerin almg olduklart déviz kredilerinin, kurdaki gis nedeniyle
bazisirket bilancolarina kambiyo kéari olarak yansimas{dkel ve ark., 2010).
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4. TURKIYE'DE TARIM SEKTORUNDE F INANSAL K iIRALAMA

Tarim gletmelerinin kuruly sermayelerinin ytksek olmasi ve yatirimlarin anoeki
bir streden sonra gelir getirmesi sermayenin dbwrni digirmektedir. Turkiye'de tarim
sektori ¢@unlugu kicuk aile gletmelerinden olgtugu icin, isletmeler ancak kendi
gecimlerini sglayacak duzeyde gelir elde etmektedirler. Gelirdarive yeterli likiditeye sahip
olmadiklari icin de kredibiliteleri diiktir. Bu nedenle yabanci kaynak bulmakta
zorlandiklart gibi, kullandiklari yabanci kayna maliyeti de yuksek olmaktadir.
Teknolojideki gelgmelerle birlikte Grinin pazara hazirlanmasindaknitderin desismesi,
alet ve makinelerin yenilenmesini gerektirmektediaurim sektdriintin sahip olgu 6zellikler
nedeniyle fiyatlarda dalgalanmalarin sgamasi, tarim sietmelerinde doénemsel olarak
finansman a@na neden olmaktadir.

Finansal kiralama sektoriindesgaan krizlerin ve KDV indirimlerinin kaldirilmasimi
etkisi, tarim sektoriinde de kendisini gostatmi Buna kagin 2010 yilindan sonra krizin
etkilerinin azalmasi ve tarim sektdriinde en ¢ok yaylem hacmine sahip olan bigcerddver
ile pamuk toplama makinesi gibi bazi tarim alet makinelerdeki KDV indirimlerinin
yeniden dizenlenmesiyle, tarim sektérindeki finekisalama glem hacmi mutlak ve oransal
olarak arty gostermgtir.

Tarim sektoranin Turkiye'nin finansal kiralamalemlerine ait toplam fatura
deserindeki pay! 2001'de %1,09 dur. Bu tarihten scamts gostererek 2005'de %7,12 ile en
yuksek dgere ulamis, ancak bu yildan sonra azalarak 2014’de %2,67 glm(Tablo 2).

Tablo 2. Tarim Sektdrtnin Turkiye Finansal Kiralama
Toplam Fatura Degerindeki Payi

Yillar Tarimin pay! (%) 36
2001 1,09
2002 1,19
2003 1,56
2004 4,14
2005 7,12
2006 6,88
2007 6,18
2008 4,38
2009 3,55
2010 3,13
2011 3,31
2012 4,30
2013 4,57
2014 2,67

Kaynak: FIDER, 2015
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Finansal kiralama son yillarda ticari vasita, makire donanim finansmaninda da
tercih edilir mali bir ara¢ haline gelgtir. Tarimda finansal kiralama sisteminin uygulama
alanlari gerd olmamasina ganen, traktoér ve bicerdover alimlarinda finansahkima yaygin
olarak kullaniimaktadir.

Turkiye'de 6zellikle Trakyaj¢c Anadolu ve Glneydm Anadolu bolgelerindeki tarim
isletmelerinde bicerdover kullanimi fazladir. Ancagasdover sagifiyati yuksek oldgu igin,
Tarkiye’'de ¢@unlugu olusturan kiclk tarimsletmelerinin bicerddvere sahip olmasi zordur.
Bu ylUzden bicerdover kiralamasi, bicerdowetmeciligi adi altinda bir faaliyet kolu haline
gelmistir. Bicerdover fiyatlarinin yiksek olmasi ve bigéver sletmeciligi yapan gletmelerin
bicerdoverlerini diizenli olarak yenilemelerindenlago bicerdbver ve hasat makineleri
kiralama, glem hacmi bazindan 2014’de %62,31 ile en yuksekahiptir. Turkiye’'deki
tarim kletmelerinde traktor sahipl@inin fazla olmasina ve esas olarak KDV avantajinin
traktérde olmamasina gmen, traktor kiralamasiem hacmi %9,37 ile ikinci sirada yer
almaktadir (Tablo 3). Ancak bazi bankalarin kiradarkotalari koymalari ve katilim
bankalarinin ayri bir finansal kiralany&rketi kurmadan kiralama yapabilmeleri nedeniyle,
ciftcilerin traktorde finansal kiralama uygulamata olan taleplerinin gelecek yillarda
artacgl soylenebilir. Ayni sekilde bankalardan kredi kullanamayan tarigtetmelerinin
arazide sat ve geri kirala yaparak finansman yaaktm nedeniyle, arazide de finansal
kiralama uygulamalarinin artggabeklenmektedir.

Tablo 3. Tarim Sektoriinde Finansal Kiralamaislemlerinin Mal Gruplarina Gore

Dagilimi (2014)
Islem hacmi (%)
(bin USD) 37

Bicerddver ve hasat makineleri 92402 62,31
Traktor 13890 9,37
Pamuk toplama makinesi 6606 4,45
Hasat makineleri 5494 3,70
Ekim dikim makineleri 89 0,06
Toprak sleme ekipmanlari 1673 1,13
Zirai ilaglama makineleri 14 0,01
Gubre hazirlama ggma makineleri 1101 0,74
Balya makineleri 8957 6,04
Yem uretim ekipmanlari 2220 1,50
Hayvancilik ekipmanlari 4661 3,14
Diger tarim makineleri 11191 7,55
Toplam 148298 100,00

Kaynak: FKB, 2015
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5. SONUC VE ONERLER

Finansal kiralamada vergi avantajinin, bakanlarukurkarariyla kaldirilmasindan
sonra sektordekislem hacmi dgmesine rg@men, Urin bazinda uzmagmaayi sirdiren
finansal kiralama, alternatif bir finansman ardarak dnemini devam ettirmektedir.

Tarkiye'de finansal kiralama sektérinin ekonomiyagladigl katki sirekli olarak
artmaktadir. Ancak finansal kiralamanin artan bamime kagin, halen finansal kiralamanin
sgladigl faydalarin gletmeler tarafindan yeterince biliglisdylenemez. Bu nedenle sektor
bazinda etkinlikler dizenlenerek finansal kiralamaimemi ve avantajlari anlatiimalidir.

Finansal kiralama sektérinin buyltmesiyle birlikigrketlerin aldgi riskler de
artmaktadir. Risklerin etkisini azaltmak icin, firsal kiralamairketlerinin 6z kaynak yapilari
guclendirilmelidir.

Turkiye'de birgcok bankanin ayni zamanda finansahlemasirketi bulunmaktadir.
Finansal kiralamasirketlerinin birbirleriyle olan uyumlarinin artimasinin yani sira,
sirketlerin tim finans kurumlariyla olan gkileri de guclendirilmelidir. Bu durum riski
tanimlama ve milerilerine d@ru finansmani ©6nerme konusunda, finansal kiralama
sirketlerine olan ilginin artmasina katkigayacaktir.

Finansal kiralama sektorinidn bulylimesine paralefablabu konuda deneyimli
personel ihtiyaci da artmaktadir. Dolayisiyla fisan kiralama sirketleri, uzman
gorevlendirme konusundaki hassasiyetini giedrek risklere kan direnclerini
guclendirmelidirler. Finansal kiralama sektdrindergi avantajinin kaldiriimasi sektorin
blyumesini yavgatmaktadir. Bu bakimdan finansal kiralama sektddirfarkindakgin
yaratiimasi ve sietmelerin teknolojik makine ve aletlerle galbilmesi agisindan KDV
avantajinin gegletilmesi gerekmektedir. 38

Tarimda eski model makine ve ekipmanlarin kullaagm Uretim maliyetlerini
artirmaktadir. Bu bakimdan finansal kiralamada roigeer ve pamuk hasat makinesinde
oldugu gibi, bata traktor olmak tzere butin tarimsal makine vemknlarda KDV oraninin
%1’e disurtlmesi gerekmektedir.

Ciftcilerin kullandgr banka kredilerinde, teminat olarak Uretimin eméé kayngi
olan arazi Uzerine ipotek tesis edilmesi yayginuyigulamadir. Bu durum cift¢i agisindan
oldugu kadar, Ulke ekonomisi agisindan da tarimsal mackibuyuk risk tamaktadir. Ciftci
kredisini 6deyemedi taktirde banka tarafindan arazisine el konulmaikta Bankalar
tarafindan gletmelerin kullanabilecekleri kredi miktarini beéin limitler tanimlanmaktadir.
Tarim kletmeleri banka limitlerini duran varhk yatirimeayl kullandiklarinda, dgsken
masraflarini kanlarken ham madde aliminda ya da kisa vadeli bongl&demede likidite
problemi ygamaktadirlar. Dolayisiylsletmeler duran varlik yatirimlarini finansal kinada
yoluyla finanse etmek suretiyle likidite sorunurauakaltmy olacaklardir.
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CHANGES OF COMMUNICATIVE BEHAVIOUR IN ICT OF SENIOR S
IN THE CZECH REPUBLIC

Censk CELER
Michaela JANSKA

ABSTRACT

The aim of the article is an analysis of commumeabehavior changes in ICT for people
over 55 years of age in terms of psychological dachographic segmentation. To fulfill the article’s
objective, a secondary data analysis was perfororethe professional literature and studies dealing
with this issue. As the primary data source them wsed the results of a survey that examined the
impact of ICTs on the behavior of seniors in theéedisy Region of the Czech Republic. The survey
takes into account the age, gender and social staftseniors. Most seniors trust television, 54% of
respondents use the computer, which is primarilgdut store information. Almost a quarter of
respondents use a smart phone; 43% of respondentotiuse the internet, it being mostly people
within the group older than 66 years of age. Mdrart a third of internet users from 55 up to 65 wear
of age are registered on social networks. The a@ichs indicate that increasing age in older people
and their social status have an impact on theiitade to ICT.

Keywords. Seniors, Information And Communication Technoldgfgrnet, Social Networks
JEL Classification: M15, M39

INTRODUCTION TO THE ISSUE

The world population is aging fast. 2014 data frima World Health Organization
states that between 2000 and 2050 the proportigheoWvorld's population over 60 years of
age will double from about 11% to 22%. The absohumber of people 60 years of age and
over is expected to increase from 605 million tbiion over the same period. Statistics
clearly argue that the growth of the older generashould not be ignored. The number of
seniors 55+ is not only increasing, but there soafrowing importance in the global
economy. They are living longer and better thanr enerecorded history. Aging can take
various forms, involving a variety of factors — gén predisposition, personal involution,
environmental factors, lifestyle, psychological @dweristics, diseases and injuries. In
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economically developed countries with new aging egations life expectancy is being
prolonged in the long-ternCévela, et al., 2014).

Aging is manifested mainly in a decline in sens@ugctions, generally related to
perception and psychomotoric functions. Furthee, dimount of information processing in a
short time period is reduced in comparison to yeurqeople. With this is also combined a
decrease in the speed and capabilities of infoongirocessing in older people (Zheng, Hill,
Gardner, 2013; Yoon, 1997). On the other hand, we In an information society,
emphasizing that people must orient themselveswda flood of information and handle at
least a minimum of information technology, withexcluding seniors.

While the older population is as diverse in maraysvas the rest of the population,
many of them have mutual information needs at sertages of their late-life (Roberts,
Bauman, 2012). These include information concernthg possibility of retirement,
information about active aging as well as basiciadoand communication information.
Information literacy is generally defined as aafeskills required to access, review, organize
and use information from different sources. Infotiora sources may be television, print and
nowadays the internet and social media. This worksgnts the investigative results
concerning the importance of the impact of variolfsrmation sources on seniors. It deals
with the changes in the perception of informatiesaurces for older people.

1. MEDIA RESOURCES

Various age groups of people receive a differeaps and functions of the media. The
study by the authors Goot and Beentjes (2015)ssthtd the explanation for these differences
in age media perception is both individual humawvettgjpment and generation development,42
which means that people who were born in a cepgainod accept a model for media usage:
Using media is associated with the cognitive, miestecial and emotional development of the
individual’s lifestyle throughout their life.

Within the general characteristics the most eifectforms of advertising are
television, newspapers and radio. Television hag loeen the main medium for the visual
perception of messages (Buresh, Gordon, 2013).rQkleple belong to an important market
segment because they are major media customeesiigbp of television, which combines
conventional forms of advertising with unconventibrthemes (Ramos, 2013). Most
communities support newsletters and newspapersoédih many of these newspapers exist
purely for advertising opportunities, they are gidkup and read by seniors. Mainly flyers are
an effective tool for targeting the elderly segméhtates, 2003). In the perception of
advertising older people still prefer printed mebigfore other media (Tathar, et al, 2004;
Kennedy, 2012). Nowadays it is a high probabilitgitta reader will find the printed version
of newspapers and magazines online, often for fidmrefore, a group of seniors who
previously had resistance to computer technologynae or less forced to adapt to the
information development in society.

Computers represent a medium for broadcastingaaodssing information, through
which people can create and express themselvesp@ers enable people to transmit, access,
represent, and manipulate information in many neaysv(Resnick, 2002). Computer
technology has become integral to communicationiasanteraction, information retrieval,
and daily living. Using computers among older peoglipports a sense of personal control
over their lives, the ability to learn new thingsdaactively collaborate with others (Gatto &
Tak, 2008). With the emergence and expansion ointieenet essential computer literacy has
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become inevitable (Association of College and Restedaibraries, 2000). Seniors are using
the internet to communicate with more people thefore, feeling less isolated and lonely.
Nevertheless, the use of computers in this grougsdmot limit human contact outside
communication technology (Bosch, Currin, 2015). i8losetworks represent a new form of
communication that also allows seniors to expamdmanication channels in satisfying their
social needs, supportive relationships with fanahd friends, and facilitating information
sharing. (Second-hand and Choi, 2014; Papach&is®ndelson, 2011). Many studies have
repeatedly pointed out that the relationship ofeoldeople to computers and the internet,
compared with the younger generation, remains unéP&NG, 2010; PLAISANT, et al,
2006), the percentage of elderly people who armemhcreasing (Jones, Fox, 2009).

2. WORK METHODOLOGY

Today's market population of 55+ years of age esgmts interesting potential for
retailers and marketers. Older people are more reqmed, more confident and more
sensitive to the effects of marketing activities. their free time this segment is more
concerned about the media world. This article aimsnalyze changes in communicative
behavior in ICT people over 55 years of age in tewh psychological and demographic
segmentation. Fulfilling the aim of this work istlquestion whether the increasing age and
social status of older people of the chosen areahenCzech Republic has an effect on their
attitude to information technology. To fulfill thesearch question information was used from
secondary and primary sources. Secondary informaticas primarily drawn from
professional literature and foreign studies fromltiple researchers. To determine the
behavioral changes of seniors in communicative Wiehahere was used primary data
collection through written questionnaires. Befosseanbly the survey an in-depth interview
with six representatives of the target group wasdooted. The following variables were
selected: the popularity of advertising media,dteibility of information sources, the extent
of computer literacy and the level of ICT use. Tdata collecting site was the Czech
Republic, more precisely the Ustecky Region. Tleigion is classified among the regions
with the highest proportion of people aged fromtd®4 years: 34.4% (CSO, 2014a). The
purpose of obtaining information from the localdéis the ability to update information for
better adaptation to the requirements of a spear@. On the other hand, it is possible to
show that the information from a particular temjt@an inspire other regions.

The answers of the respondents were classifieddbas an analytical scale, which
allowed examining the relationships and dependsrmitween findings. Two programs were
used for data analysis — Microsoft Excel spreadsheed software for statistical data
analysis: IBM SPSS STATISTICS 23.

The starting point for examining changes in comitative behavior was to determine
the age range, employment status and educatidaairaent. The expert sources describe the
biological segmentation of seniorSnfadek, 2006; Westerhof, et al, 2003, R. Ward, 2013
While dividing the monitored segment, we were inspiby dividing from other studies and
the fact that people from 55 years of age activelg no experience with computers in their
youth.

603 seniors took part in the survey, respondeivisiedl into four groups of 55-60
years of age, 61-66 years of age, 67-74 years &f &g years of age and over in order to
compare the communicative behavior among age graigbsrespect to their employment
status. The age structure of respondents is rapesse Table 1.
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Tab. 1 Age structure of the respondents

Age
55-60 61 - 66 67 —74 | 75 years anc
years years years over Total
Men 59 59 71 62 251
Women 80 92 94 86 352
Total 139 151 165 148 603

Source: Authors

Of these, 21% have basic education, 70% secpnalad 9% completed their

university studies. The structure of respondentming to social status is described in
Graph 1.

ersUnemployed 2 %
Self-employed 4 %

Working disabled
pensioners 2 %

Disabled pension
4%

Employed18 %/

Working old age
pensioners12 %

Old age pensioners

@/’

Graph 1: Structure of respondents according to soal status

Source Authors

3. RESEARCH RESULTS

The starting point of effective media planningctsosing the most effective media
strategies that would effectively reach a targeugr The results of a local survey show that
the respondents critically pay attention televisaond radio advertising. Almost 70% of the
surveyed men and women most consistently pay aitetd television advertising, especially
in the form of short commercials promoting a prddac service. Television advertising
appeals to most (73%) respondents aged 55-66 geage and slightly less (65%) in the 67+
category. Radio was in second place, mainly spadsjiagles reaching 25% of respondents,
men 2% more than women. It is effectively the sdoneseniors 75+ (30%) and the category
of 67-74 years of age (27%), less so in a lower ggrip (22%). Conversely, other
advertising media has the least appeal: leaflé¥ @men and 0.8% men), advertising in

newspapers and magazines (1.2%), posters (0.7%e0f women not at all), billboards and
online advertising.
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How respondents answered the question of whiabrnmdition source they consider
trustworthy is collectively displayed in Graph 2l@vision gained the most trustworthiness.
Women were confident about this source of infororaf49%) more than men (46%).

Graph 2: The most trusted information sources

Newspap
ers
2%

Books - —
2 \
Magazine_! !
S Radio
8

5% %

Sources:Authors

Television broadcasts were deemed to be the nmastetd source by old-age and
disability pensioners, 52% identically, the leagt(be. 22%) working disabled pensioners, 43%
of employees and a third of unemployed and workildgage pensioners.

Second place in the hierarchy of trusted infororagources were books at 22% (both49

men and women). Books mostly appeal to senioreergtoup of 67-74 years of age, at least
the youngest and oldest segments. Books represgntial source of information for a third
of working disability pensioners, both for 30% adability pensioners and the self-employed,
11% for the unemployed and 22% for both old-agesjperers (and workers)

The internet is a crucial information medium f&% of the surveyed seniors. It is
preferred by one in five men and 12% of women. Mwsployed trust the internet — almost a
third, then 27% of pensioners whose only incomea igension, 18% of working old-age
pensioners and 6% of the self-employed. Only 4%urgmployed and working disability
pensioners consider this medium the most trustworth

Radio is considered the most trustworthy sourceformation by 8% of respondents
— twice more women than men. It mostly appealsetocss in the age category of 67+, least
of all to the 61-66 years of age group. This medisindentically favored by 11% of disabled
people and the unemployed, 8% of old-age pensidiaéss working) and 6% of employees,
not appealing at all to working disability pensicne

For only one-twentieth of those surveyed senioesewmagazines a main source of
information, this medium trusted by women two tinmesre than men. It is most important
for the old-age pensioner group — 7%. Newspap&®aly a main source of information for
4% of men and 1% of women. This medium is trusted% of respondents with disability
pensions, 3 % of old-age pensioners and 2% of grapk Newspapers do not appeal at all to
other segments according to social status. Otharces of information (leaflets) were
preferred by only two respondents.
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3.1. Relation of seniors to ICT

Computers or tablets are used by 54% of senioorefnmts, men 58%, women 51%.
The frequency of computer use logically decreasiés mcreasing age. While in the 55-60
segment it is used by 85% of respondents, in tHewng (61-66 years of age) it is two-
thirds, in the next (67-74 years of age) almost, laadd in the group of 75+ it is one in five.
For PC users who have signed up nearly 90% of rekpuds are working disability
pensioners, over 86% self-employed and employe®%, &re working age pensioners, two-
thirds are unemployed, 44% are disability pensi®rard more than a third are pensioners
whose only income is a retirement pension. Theesushowed that computer literacy is also
dependent on the level of educational attainmeihie Tomputer is used by a third of
respondents with primary education, almost 60% dédilgh school and 82% university
graduates. The most common use of the computeabbettby respondents was for storing
information (60%), one-fifth for entertainment, 886 the processing of pictures, or films and
as a comfortable writing machine. More often, mee i to store information and process
photos and movies, women often playing and workwvith a text editor. Only 3% of
respondents of both genders are doing family bsdget the computer. Most of the
respondents who use a personal computer to stéaeada those with higher education, i.e.
71%, 57% other. Conversely a third of seniors va#isic education and one fifth with high
school education use it for entertainment purposkss considered a comfortable writing
machine by 11% of university students, 9% of higha®l students and 3% of seniors with
basic education. Most high school students work wtioto and video editors, i.e. 9%, 6% of
respondents with elementary education and 4% ofeusity students.

Smart phones are used by 23% of seniors (30% ofaméralmost every fifth woman),
6% of respondents (8% of men and 4% of women)risee MP3s. Use of these carriers 46
decreases with the age of the respondents. Indtegary of 55-60 years of age without a
smart phone, or MP3s are not more than two-fiftinsl 1% of seniors, in the group of 61-66
years of age it is a third, or 6% of respondemdhe 67-74 year of age segment it is 16%, or
3% and over 75 years of age it is 3%, or 4% ofasniA similar trend is evident in terms of
educational attainment, smart phones being usef6By of university graduates and two-
fifths of respondents with lower education, MP33%ilof university students and a tenth by
remaining seniors.

The internet is used by 57% of respondents, more, me. 61%, and over half of
women. The internet is most widely used in the ymsh segment (86%), 69% of users in the
61-66 years of age segment, more than half in th&46years of age group, every fifth
respondent using the internet in the oldest cajegblost internet supporters are work
disability pensioners, employees and the self-epgulo

57% of users have daily contact with the intern&wo528%: 2-4 times a week, 10%
once a week, and 5% once a month. Details of teguéncy of internet use in various
segments are presented in Graph 3.
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Graph 3: Frequency of internet according to statusage and gender in percent
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43% of respondents do not work with the internet,39% of men and 47% of women
who, in most cases (77%), state that they do netrie for their lives. This reason is
considered decisive by (83%) seniors in the 75#msedg. 12% of non-internet users have
tried to work with it, but failed because of thexq@exity; it is the cause of lack of interest in
this medium especially in the group of 61-66 yexdrage, in which every fifth non-user using
the internet gave up because of its demands. Foostl 5% of non-internet users the
connection was expensive and almost 3% did not aawe@portunity to become familiar with
this medium, but expressed adequate interest. Toee®rs are provided the necessary
information through their children. Only one resgent stated a lack of the appropriate
connections, or signal.

21% of all respondents, or 37% of internet useesragistered on social networks;
more than two thirds of them on Facebook (irregpeaif gender), 14% on Google+ (a fifth
men, a tenth women), 7% on Skype. Only individwedse dedicated to other networks. On
Facebook there are registered three-quarters pbmeents aged 55-60 years of age and 75+,
in other segments two-thirds of internet userspoadents aged 75 years of age are not
registered on Google+ and Skype. Three-quartensnfersity graduates are registered on
Facebook, 15% of high school respondents and tivitbeprimary education on Google+,
one in five from this age group on Skype, whereydsflo of high school and university
students are registered. In homes for the eldex$pondents are not registered on social
networks at all. 81% of registered Facebook useesith a household with children, or with a
partner, two-thirds being single.
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Overall, the survey shows that for the 55+ segneevision remains a key medium,
mainly for old-age and disability pensioners. Mstpondents seeing advertisements in this
medium are age range 55-66 years. The least trustyvonedium are magazines, because
most older people perceive this medium as tablands, "serious” periodicals. Nowadays
seniors read periodicals on the internet. Maingsthare people still employed, and therefore
in contact with the internet every day.

The relationship of seniors to information teclogyl and the use of mobile phones is
commonplace even to this age group. Higher teclgidd level handsets — i.e. smart
phones — are used mainly by people in the 55-@8syef age group. Working on the
computer is mostly preferred by young "seniors" wimrk and have achieved secondary or
university education. This segment considers theprder as mainly data storage. That also
shows that older people who own a computer usénteenet as well. Seniors who have not
used a computer and the internet in a workingigeiahip or have no relation to technology at
all find it hard find their way with these techngies.

The relationship of seniors to social networkal® interesting. Those who indicate
that they are internet users are also registereasmtial network; especially nowadays on the
popular social networking site for young peoplesdtok, because of contact with family, or
friends, information on social events, etc.

The results of the survey are also backed up blga@earepublic survey made by the Czech
statistical office (2014b), which affirms that thmercentage of seniors using personal
computers has risen 2,5 times in the last foursyear

4. DISCUSSION

In the discussion we compared the survey of exadhimdicators in the Czech 48
Republic, with research in the EU and the USA. dh doe assumed that the level of
development regarding seniors and resources wik klze same development.

There an increasing number of older users areziagl the quick progression of
technology, which has brought significant improveitse in its application. Many
manufacturers of information technology designrtipeoducts for seniors, such as the size of
the product itself, changing fonts, etc. (Zhend,.20 Currently the most common information
and communication media is definitely the mobilepbone and this is also reflected in older
people. A Pew Research Center study shows thatof f#ople over 65 years of age actively
use a mobile phone. In this age group, about 27% awablet, while only 18% are owners of
a smartphone. In 2014 in the Czech Republic, mgihilenes were used by 87% of the senior
population. The smallest amount of mobile phonesusethis age group were over 75 years
of age. The greatest increase in the number o wgas demonstrated even in this age group.
While in 2006 only a quarter of people over 75 geafr used a mobile phone, seven years
later, in 2013, the figure was 70%. In comparisathviEU countries, the use of mobile
phones among people in the group of 55-74 yeaag®fs classified in the CR as average.

Computer literacy in people in later life is impnag, mainly among aging people who
used the computer at a younger age. Computer u€zech households, according to the
Czech Statistical Office, has improved; in 2013-thirds of households were equipped with
computers and the internet, being 68% of houseH@&©, 2014c). According to the results
of a 2003 Finnish Human Resource Centre resealmiost half of respondents over 55 years
of age considered their computer skills as goodaradher third described them as sufficient
in dealing with their needs. Most computer illitergeople were in the age group of over 70
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years of age (Vuori, Rytky, 2005). In an Americandy the authors Sanders, et al. (2013)
found that 76% of older people own computers (lpptand PCs), but still half of them stated
they did not have good experience with computers.

In an international comparison regarding interms®, the number of elderly people
who have never used the internet is decreasing0®6 in the EU 80% of people 65-74 years
of age had never used the Internet; in 2013, #iesfell by nearly two-thirds to 41%. Among
older adults who use the internet, 71% go onlinerywday or almost every day, and an
additional 11% go online three to five times peelw€Smith, 2014). Even the survey results
of the author Fox (2004) confirm that from 200@@D4 internet usage increased by 47% for
American seniors.

People between 50 and 58 years of age are maly ([E2%) to be connected to the
internet over a person older than 65 years of &§6]12013 research shows that the number
of older users (79%) who could not imagine life heiit online connection is increasing
(Smith, 2014). The behavior of older people on theernet is different than younger
generations. This is confirmed by the researchltesi the author Goodrich (2013), who
found that older people (aged 60 years of age)mpase attention to online banner ads than
younger people along with the authors Droleta, Mfills and Lau-Geske (2007), who add that
older people are more responsive to rational admrdless of the type of product.

For many seniors it is starting to be characterigh set up accounts on social
networks so that they can stay in touch with freemehd family (Hoyer, 2008). The rate of
social network users among fifty years of age ald@rointernet users is increasing. Almost
half (47%) of internet users aged 50-64 years efag) 25% of users aged 65 and more use
social networking sites: mainly Facebook and Lirke¢Lai, 2011). According to the 49
aforementioned 2013 study by the Pew Research Ctrgepercentage of seniors over 65
who use social networks is unchanged (27%).

Considering the results of the survey, we can bay there is compliance between
both the chosen area and the total populationeoCtrech Republic as well with the results of
foreign surveys.

In terms of the research results, it is possibleay that there is compliance with the
results of foreign studies. Television is still themary medium for widely addressing the
elderly. Interesting, however, is still a signiintancrease in the use of modern information
technology in this target group. More companiesbaiag forced to especially adapt the gains
of modern information technology to the "youngegéagroup of older people, because this
generation still actively participates in the wqmocess. The older generation will probably
never be able to control information technologyelithe younger age group, but it is a
generation that faithfully approaches its workyedl as environmental responsibilities.

The conclusions of the literature review, studied surveys can positively answer the
research question we have set and that, thereahasiges in the communicative behavior of
ICT of seniors from the chosen area in the CzecpuBl&e. The changes mainly concern
people of 55-66 years of age, who, when they waiet a part of society, must adjust to its
technological changes.

CONCLUSION

One of the fundamental human rights is accessftomation and understanding it.
The greatest emphasis is given so that every mewibsociety is proficient in at least a
minimum of information technology and is also wedirsed in a wide range of information
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presented to them on a daily basis. Everyone sHawdd where to find information, how to
sort, process and distribute it, and of course cantma wide variety of information
technology. The penetration of information and camioation technologies in all areas of
life reduces the number of disabled people who liffieult access to ICT. Ensuring digital
accessibility creates the necessary conditionsefmmomic and social development. The
problem of the informatization of society is then&f not just a technical issue, but especially
entirely societal.

The increasing proportion of seniors in the popoilaalso creates pressure to extend
and diversify the range of services and produds whill meet the specific requirements and
preferences of seniors in the area of ICT — e.dginoping the design and user interface.
Seniors need to be integrated into society alsoutiir the use of modern communication
technologies. The ignorance of seniors in this aresy be the reason for their social
exclusion. Seniors who use ICT are changing fromassive to active life, enriching it,
bringing them satisfaction and personal realizatioimese are people standing in the digital
divide and who are not socially excluded. It isacleo marketers that it is necessary to adjust
the offer of information technology and their sees to the age-related changes of consumers
and changes in their sensory organs resulting &gen

50
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SOSYAL MEDYA REKLAMLARINDA TUKET  ICi ALGILAMALARI  iLE
SATIN ALMA N iYETi VE AGIZDAN A GIZA iLET iSiM ARASINDAK i
ILISKI

Ecehan TURGUYT
Ayse AKYOL?
Selay GRAY?

OZET

Nlerleyen teknolojinin de yardimiyla gln yeni iletim cevresinde sosyal medya,
kullanicilarinin bilgi ve tecribelerini paytagi sanal bir platform olarak tanimlanabilir. Tuketier
iste veya evde daha cok vakit gecirdikce sosyal m&difanimlari artmakta, bu tiketiciler reklam 55
yoluyla Uriin ve hizmetler ile ilgili daha fazla giledinmektedir.

Bu calymada online reklamlar, satin alma niyeti vgizdan @iza iletsim arasindaki
etkilesiminin incelenmesi amaclangtir. Arastirma kefedici ve tanimlayici bir ardirmadir. Veriler
anlik olarak elde edilmgtir. Anketler, kolayda drnekleme ile belirlenen 2fz@ebook kullanicisina
uygulanmgtir. Bu arastirma icin kullanilan dlcekler bga aratirmacilar tarafindan gefiirilmis ve
test edilmitir. Elde edilen veriler SPSS ve NCSS 2007 progaankullanilarak analiz edilmtir.
Verilerin gUvenilirligi uygun bulunmgtur. Verilerin analizinde, Faktor Analizi, Kanonkorelasyon
Analizi ve Coklu Regresyon Analizi kullangtm Arastirma sonucunda sosyal medya reklamlarinin
satin alma niyeti vegazdan @iza iletisim tzerinde etkisi oldiu gézlenmitir.

Anahtar kelimeler: Sosyal Medya, Online Reklam, Satin Alma Niygizdan Aizalletisim
Jel kodlart: M31, M37

! Trakya Universitesi, Sosyal Bilimler Enstitiisi.
2Prof. Dr., Trakya Universitesiktisadi veldari Bilimler Fakiiltesi.
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CONSUMER PERCEPTIONS WITH PURCHASE INTENTION AND
WORD OF MOUTH RELATION IN SOCIAL MEDIA ADVERTISING

ABSTRACT

Parallel to the development of new communicatiovirenments with the help of technology
in recent years, social media is defined as a airpplatform on which users share their knowledge
and experiences. As consumers spend more and mmrénidoors, whether it is at work or at home,
the use of social media increases and these comsutaeelop a good knowledge about products and
services through advertisement.

The objective of this research is to examine tHatiomship between online advertising,
purchasing intention and word of mouth marketinge Tesearch is exploratory and descriptive in
nature. The data were generated cross sectiondllye questionnaires were conducted to 233
facebook users determined by convenience samplatigosh The scales used for this research was
developed and tested by other researchers. Thevdadaanalysed by using SPSS and NCSS 2007. The
reliability of the data was found appropriate. Factanalysis, canonical correlation analysis and
multiple regression analysis were used to analyeedata. As a result, it was found that the online
advertisements has an effect on purchasing interatiwl word of mouth marketing.

Keywords: Social Media, Online Advertising, Purchase Intenti Word of Mouth
Communication

JEL codes:M31, M37

1. GIRIS
Insanlarin aktif halde bilgisayar ve internet kulfan giinden giine artmakta 6

oldugundan sosyal medya daha kullanilir hale ggimiBoylece insanlarin ileti, sayfa ve
gruplari bgendikleri, yorum yaptiklari ve arkagarina tavsiye ettikleri yeni bir teknolojik
iletisim araci dgmustur. Sosyal medyanin 6zellikle tiketicilerin Urle kizmetler hakkinda
kimsenin etkisi altinda kalmadan, objektif olarakirnenis olduklari deneyim ve fikir
paylaimlarinin &izdan &iza iletsim icin uygun bir ortam oldgu disinulmektedir. Bu
nedenle sosyal medyada olan reklamlarigizdan &iza iletsim ile tuketici satin alma
niyetini etkileyip etkilemediinin argtiriimasi 6nem arz etmektedir. Gahanin amaci, online
reklamlarin satin alma niyeti Gzerindeki etkisies lalt bglik altinda incelemek, bunun yani
sira online reklamlarin ggzdan &iza iletsim Uzerindeki etkisini ve satin alma niyeti ile
aglzda &lza iletgsim arasindaki etkilgmi incelemektir.

Sosyal medya, toplum odakli ve bilgi paytaina olanak sdayan bir uygulama olup,
onemi gin gectikce daha da artmaktadir (Weinbe®@921). ilerleyen teknoloji ve buna
paralelsekilde rekabetin ygunlasmasi ile ortaya ¢ikan gemelerden biri de internetin reklam
araci olarak kullaniimaya klanmasi olmsgtur. Sosyal medya, internet reklamlarinin yer
aldigi mecralarin banda gelmektedir. Glinimiizde sosyal medyadaki kgll@anin cgalmasi
ile sosyal medyadaki reklamlara yonelik tiketidumunun argtirilmasi 6nem kazangtir
(Akkaya, 2013: 99).

Sosyal medyanin uygulanmaya ilkstzalig1 yillarda bugtnki boyutlara gelebilege
hayal bile edilemezdi. Sosyal medyanin katkilatmdairisi, tUketicilerin satin alma
davranglarini etkileyecek olang@zdan &iza iletsim tzerine olmstur. Kullanicilarina 7 gin
24 saat, zaman ve mekan sorungayaadan kullanim imkani veren sosyal medya, reklam v
sayfalariyla g@izdan @&iza iletsim ile tuketicilerin satin alma niyetlerinetkilemektedir.
Herhangi kimsenin etkisi altinda kalmadangém@ye bali olarak paylallan, beenilen,
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yorumlanan videolar, fofgaflar insanlarin bir araya toplanmasina birbigllerifikir alisverisi
yapmalarina olanak gkamasi sosyal medyanin gucini arttgtmi Sosyal medyanin gticinu
gosterdgi alanlardan birisi -sosyal medyanin reklama uydgpimortam olmasindan dolayi-
reklamciliktir. Sosyal medyada, tiketiciler icedlusturarak, etkilgim haline girerek, fikir
ve bilgilerini paylgarak daha aktif bireyler haline dgmilstir. Boylece bireyler hem ger
firmalar agisindan hem degeér tiiketiciler agisindan der yaratan konuma gelgtir (Akyiz,
2013: 1).

Gunumizde sanal topluluklar da denilen bilgisayaacé topluluklar farkh
demografik ve davragsal Ozelliklere sahip tiketiciler arasinda popitate gelmektedir
(Bratucu, 2014: 363). Genbir pazar haline gelen sosyal medya heglatmeler tarafindan
hem de tiuketiciler tarafindan tercih edilmekte olupylelikle cevrimici ortamlarda,
tuketiciler Griine hi¢ dokunmadan, satin alma karanl elektronik gizdan giza iletsime (e-
wom) goresekillendirmektedirler (Fan, 2013: 58).

Web siteleri, haber gruplari, chat odalar ve forsitaleri gibi kullanimi gtin gectikce
artan bilgisayarl ilegim araclari, tiketicilere Grin ve hizmet seceneklakkinda fikir
paylagiminda ve daha iyi kararlar almalarinda yardimar gBratucu, 2014: 363). Sayilari
gln gectikce artan tuketicilerin online etkilai, bilgi, deneyim, déince paylami icin
internet kullanimi pazarlamada 6énemli bir faktbarak one c¢ikmaktadir (Chen, 2014: 29).
Online pazarlamada geleneksel perakendeciameardaki gibi trlnlere dokunmak veya
koklamak mumkun deldir. Bu nedenle tiketicilerin satin alma kararhvsitelerine sunulan
bilgi bazinda gerceki& (Chen, 2013: 30). Bu sayede online kaynakladaaarak marka
tanitimi yapmak bircok yoneticiye firsat vegtim. Firmalar, sosyal medya sitelerinden;
Twitter, Facebook, Linkedin, Flicker, Google Plo&utube’u dinya capinda kendi Grin,
hizmet ve markalarini tanitmak amaciyla yararlartacaklar (Dhar, 2014: 791). 57

2. SOSYAL MEDYA

Sosyal medya, web tabanli yazilim ve kullanicgan,icevrimici olarak bir araya gelip
gortsmek icin, iletsim ve sosyal etkilgm herhangi bir bicimde katilmasina izin veren
hizmetler icinsemsiye terimdir (Jones, 2012: 152). Bigka ifadeyle, haber, fofwaf, video
ve postkartlarin katiimcilar tarafindan sosyal w@edaraclarlyla kamuoyuna sunulan
medyadir (Evans, 2008: 33).

Bir diger deysle, kullanicilarin kendi iceriklerini kendilerininbelirledigi,
paylagimlarda bulunup yayinlagh her turlti online platform sosyal medyadir (Yi2§12: 7).
Ozetle sosyal medya, sosyal olmak icin kullanilanrbedyadir (Safko, 2010: 3). Sosyal
medyanin; toplum odakli, bilgi paglanina olanak sdayan bir uygulama oldiu ve gin
gectikce daha 6nemli hale gealdsoylenebilir (Weinberg, 2009: 1).

Katilimcilarin deneyimleri, ilgi ve diinceleri tUzerine dgal, kasilikli konusmalar
iceren sosyal medyada (Evans, 2008: 31) platformglzoium yapmak, cevap vermek, retweet
yapmak, tavsiye etmek gibgadan &iza iletsim mekanizmalarina sahiptir (Leppiman, 2014:
43). Sosyal medyada veri yukleyen hem kurum, henbidey olabilmektedir (@uz, 2012:
1159). Bunun yani sira sosyal medyadgvahis bilgisi almak ve paykamak icin yeni kanallar
sgglanmaktadir (Featherman, 2014: 674).

2.1. Sosyal Medyanin Avantajlari

Sosyal Medya Guincel ve HizlidirOnemli bir olayin ¢evrimici olmayan kanallarla
duyurulmasi veysirkete yapilan bir bildiriye tepki verilmesi uzurarman alabilmektedir.
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Sosyal medya kanallarinda ise ¢evrimici modda ddé&ikicinde tepki alinip verilebilmektedir
(Ying: 2012: 22).

Sosyal Medya Ucuzdur: isletmelerin pazarlamaya ayipdi butcesinin verimli
kullaniimasi énemli sorunlardandir (Kircova, 2089). Sosyal medyada bir hesap agmanin
herhangi bir maliyeti yoktur. Sosyal medya olanaklakullanan ve ¢ arkadalarini buna
yonlendiren birgletmenin tek maliyeti zaman olmaktadir (Ying, 2022).

Sosyal Medya Giuvenilirdir: Unli bir Alman firma yoneticisi "Bir insana, bir
firmadan daha fazla guveniriz" fikrinde olup, sdsyeedyayla anlatilmak istenenin bu ctimle
oldugu soylenebilir (Ying, 2012: 23). Bireyler kullakdari, memnun kaldiklari veya
memnun kalmadiklari drtinler hakkingeffaf bir sekilde yorum yaparak ger tiketicilerin
fikirlerini etkilemektedirler. Ayrica secilen malcin karar verildikten sonra nerede ve
sevkiyatin ne durumda oldu gibi bilgiler sosyal medyada kolayca takip edil@ektedir
(Halis, 2012: 157).

Sosyal Medya Firmaimajini Tyilestirir: Sosyal medya dagmanlarina gore ilgi; bu
yontemi kullananlarin tzerine toplanmaktadir. Bim@anin web sitesinin dinamik olmamasi
pek vyararli olmamaktadir. Bunun nedeni sosy#l stelerinde o6rng@n Twitter veya
Facebook'taki bir duyuru, bildiri veya girdi arameotorlarinda Ustlerde yer almakta olmasi,
bu sayede olasi yeni alicilarin saticiyl fark etdiesSosyal medya ile; dzellikle "dijital
yerlilerin”, yani interneti kullanmayisa1 benimsemy olanlarin ilgisi ¢ekilmektedir (Ying,
2012: 23).

Sosyal Medyailetisimi Kolaylastirir: Firmalar, alicilarla ileim kurmak icin sosyal
medyay! kullanmaktadirlar. Bu sayede alicilarin Ggéri ve elatirileri dogrudan
deserlendirmeye alinabilmekte, bunun sonucunda isel@la daha iyilgtirilmis bir Griin veya 58
hizmet sunulabilmektedir (Ying, 2012: 23).

3. SOSYAL MEDYADA REKLAM VE SOSYAL MEDYANIN BOYUTLA RI

Reklam, miterilerle iletsim kurabilmenin etkili bir yontemi olup, tiketicilie
ihtiyaclarini kagilayacak olan, piyasada mevcut drtinlerden hangiskendisi icin faydall
oldugu tercihini yapmasina yardim eden bir aractir (kamn2013: 2; Meral, 2006: 394).
Gelisen teknolojiyle beraber reklam literatiriine gireosyal medya reklamcg da,
tuketicilerin bilgi edinmesini kolayklirarak, gletmeler ve miteriler arasinda etkili bir
iletisim araci olmgtur (Kazancglu vd., 2012:160).

3.1. Reklam

Daha 6nce de d@mildigi Uzere reklamin myferilerle iletsim kurmanin en iyi yolu
oldugu sdylenebilir. Reklam, myterileri piyasada bulunan marka ve yararh Grugitige gi
hakkinda bilgilendirir. Reklamlar ¢cocuk, gencslyalmak Gzere herkes icindir. Kitle ilgiim
araclarindan olan reklamlarin, kiresgtie diinyada, buyuleyici, yaratici ve heyecan verici
oldugu yorumlarinda bulunulabilir. Reklamlarin herkedmayatinin birer parcasi olup,
isletmeler icin ise hayati bir rol oynadiklari soyédmilir (Kannan, 2013: 2). Ozet olarak
reklam bir ¢eit Ucretli, kisisel olmayan bir iletim sekli olup, bu iletsim seklinde trunler
hakkindaki fikirler ve bilgi, markay tanitma amge medyada sunulmaktadir (Jerome, 2010:
113). Reklamlarin, myferilerin satin alma kararlari tzerinde buyik biki® olmaktadir
(Giri, 2015: 1).
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3.2. Sosyal Medyada Reklam ve Pazarlama

Teknolojinin ortaya ¢ikmasiyla sosyal medya, diuggpinda ticaret ilefim kanalinda
onemli bir yer edinngtir. internet kiresel olarak birbirine gaolmayan glardakisirketlere
ucuz ve reklam icin uygun olan teklifler sunargikketlerin miterileriyle iletisime gecer. Bu
durum ise sosyal medya olarak bilinmektedir (JeroB®0: 113). Sosyal medyada reklam
son zamanlarda pazarlama alaningialia kazanmgtir. Sosyal medya reklamgiligeleneksel
medyanin dnldne gecstir (Balakrishnan, 2013: 697). Mierilerin ygzun olarak kullandiklari
sosyal @lar, mevcut tiketiciler ile ilegim kurabilmek ve bunun yani sira potansiyel
tuketicileri etkileyebilmek icin kullanilabilmektéd (Akkaya, 2013: 59). Sosyal medya
pazarlamasi, bireylerin web sitelerini gélimek, guclendirmek ve bu bireylerin bu sitelerini
dretimlerini  veya bunlara hizmet eden online sosyanallarin ilegim yoluyla
ulasamayacaklari reklam kanallari toplglina hitap eden bir rekabet surecidir (Weinberg,
2009: 3). Sosyal medya pazarlamasi, marka farkghdalinsa etmek, ttketici fikirlerini
argtirmak, kalabaliklardan yararlaninafikir liderlerini tanimlamak, viral olarak speif
mesajlar yaymak amacl bir aractir. Bri veri tabani gedtirmek, tuketicilere marka
guvenilirligini astlamak ve marka gealirmek icin kullanilan bir ara¢ olarak da
tanimlanabilmektedir (Bayram, 2012: 45).

3.2.1. Sosyal Medya Reklam Boyutlari

Online reklamlar, reklam gerine, algilanan @ence dizeyine, bilgi, ekonomi ve
guvenilirlige balidir (Choi, 2002: 1145).

Bilgi Saglama Reklamlarin bilgi verici 0Ozellikleri, tUketici menumiyetini ve
tiketicilerin satin alma kararlarini etkileyebil{Ercan vd, 2011: 365). Uriiniin piyasaya
verildigi ilk zamanlarda, dikkat cekme, tanitma, kullaniitgibi verme ve benzerlerinden 59
farkhligi belirtme amaciyla yapilan reklamlar bilgi vermgemini yerine getirmektedir.
Musteri bulma giderlerinin ytiksek ol@u yeni pazarlarda, bilgi verici reklamlarin bu nyeti
disUrdigt, boylece Urine talebi arttigg varsayllmaktadir. Bu nedenle bilgi verme,
reklamlarin énemlislevierinden biridir (Akkaya, 2013: 39).

Eglence Sunma Eglence, mgteri ve marka kavrami arasindaki psikolojikslzantiyi
gelistirerek reklam gucini etkileyen 6nemli bir unsur¢@mjad, 2015: 467). Reklamlardaki
eglence dgeri, 6nemli bir dlgiide geleneksel reklam ilgkllidir. Eglence, mégteri sadakatini
arttirmaktadir. Elenceli bir reklamin ttketiciler tarafindan daharolu algilanip, reklamin
kendi degerini arttiracg distnulmektedir (Haghirian, 2012: 24).

Guvenilir Olma Reklamcinin guvenilirii, musterinin sirketi guvenilir bir bilgi
kayna olarak algilamasi olarak tanimlanabilir. Reklativenilirligi genellikle tuketiciler
tarafindan reklamin dwulugu ve guvenilirlgi ile ilgili olarak algilanir (Ercan vd, 2011:
365). Bir reklamin guvenilirdi ise sirketin guvenilirligi ve reklamin tadigi mesaj gibi
faktorlerden (Haghirian, 2012: 24) ve reklami yap@amanin konseptinden etkilenmektedir
(Amjad, 2015: 467). Guvenilirlik; sosyal giarda, topluluklarin olgumunda, bilginin
belirlenmesinde, kaliteli ve givenilir bilginingaizerinden nasil ak acisindan énemli bir
rol oynamaktadir (Adali vd., 2010: 150).

Ekonomiye Katki Reklamlarin ekonomiye olan etkileri ile ilgili ikfarkh baks
mevcuttur. Bunlardan biri, reklamlarin tiketicileralternatif Grinler arasinda belirli bir
markay! tercih etmesine yardimci ofgwlur. Digeri ise reklamlarin; ttketicilerin taninirlk,
mekan, fiyat, kalite ile ilgili fikirlerini etkilegn bir ara¢ oldgudur (Meral, 2006: 395). Sosyal
medya indirim seceneklerine ek olarak tiketiciyenaa, para, emek tasarrufu vesitle
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magazalardan satin alma imkani sunmaktadir (Balakaishn2013: 699). Reklamlari
destekleyenler, reklamlarigletmelerin can damari olgunu diginmektedirler (Chai, 2010:
118). Bu yuzden tuketimi destekleyen reklangonive Grin dretiminin ekonomiye arti bir
deger kattgl sOylenebilmektedir (Akkaya, 2013: 109).

Deger Sazslama: Tuketiciler, sosyal medyagkarini kullanmakta, icerik yaratmakta,
bilgi ve fikirlerini paylssarak etkilgime gecmekte ve byekilde daha aktif bireylere
donsmUs olmaktadirlar. Boylece bu olgu, firma ve tikegcibgisindan yeni gerler yaratan
bir konum olgturmaktadir (Akylz, 2013: 1). Uygunsuz igerisahip olan, etik olmayan,
yasadyl, cinsel imalarda bulunan reklamlar ise ¢cocuk&inmuriici veya olumsuz ghrlere
yonlendirebilir. Bu durum tiketicilerin tutumlariolumsuz etkileyen bir sonuca yol acgabilir
(Balakrishnan, 2013: 700). Bu nedenle firmalagmak istedikleri méteri kitlesinin yapisini
cok iyi tanimali, reklam mesajlarinin go algilanmasini, reklam mesajlarinin olumlu
tutumlara yol acip tepki yaratmamasini hedeflenmidid(Akkaya, 2013: 110).

4. SATIN ALMA N iYETIi VE AGIZDAN A GIZA iLETiSiM

Agizdan giza iletsim (AAI), bireylerin triinler hakkindaki deneyimlerini payhasi
yoluyla saticilara yeni ngteri edindirmesidir (Yakin, 2011: 4). Yeni urin Yzmetlerde
ariin hakkindaki bilgi, tiketicilerin gerlendirmesine ve satin alma kararina yardimci olur
(Featherman, 2014: 674).

4.1.Satin Alma Niyeti

Satin alma niyeti, tuketicinin belirli bir zamanabginda belirli bir markadan ya da
arinden belirli bir miktarda satin almayi planlamgeklinde tanimlanmakta olup (Goékalan,
2009: 68), belirli bir Grtin veya hizmeti satin akrain tiketicinin niyetini ifade eder (Chen,
2013: 32). Satin alma niyeti bir gtérinin belirli bir Griin ya da hizmete ihtiyaci olglnu
fark ettigi icin bir Grinu ya da hizmeti satin almay teretmesi, bunun yani sira triine olan
tutumu ve drin algisi anlamina gelmektedir. gddi bir deysle, misteri Urdnd
degerlendirdikten ve onu satin almayagde oldiunu kefettikten sonra onu satin alaca
anlamina gelmektedir (Madahi, 2012: 153). Gunumiiz#eticiler, geni Griin yelpazesinde
ve Urin hizmetlerinde satin alma karari igin gieti araci olarak bilgisayari kullanmaktadirlar
(Bratucu, 2014: 363). Sosyal medya web sitelerinillakan tiketiciler icin online
degerlendirmeler, satin alma kararlari icin son det@oemlidir (Featherman, 2014: 676).

4.2. Agizdan Agizalletisim

AAI, tuketicilerin, hali hazirda veya olasi tiketidile6zellikle yakin cevrelerini,
kullandiklar1 Griin ve markayla ilgili kendi yorunniale haberlendirilmeleridir; bireylerin bu
drin ya dagletmeyi 6nermeleri veya dnermemeleri, satin almalaya almamalari yoninde
etkilemeleri ile meydana gelen s6zli ve gayri redetisimlerdir (Marangoz, 2007: 396).
AAI, bir marka, Uriin veya hizmet hakkinda eski ya déotemel yeni tiiketiciler tarafindan
yapilan olumlu veya olumsuz bitin yorumlar icertedk (Kara, 2012: 1433). AA
misterinin Urin ve marka gerlendirmesi yaparak gdturdusu satin alma karari igin 6nemili
bir veri kayn&idir. Bu, bireylerin yeniden satin alma ya d&igirme isteklerini yonlendiren
bir etmendir (Marangoz, 2007: 396). Dahasi, tukKetic Griin hakkindaki deneyim ve
bilgilerini diger tuketicilerle paylgmak isterler (Featherman, 2014: 674). Karari vermggk
birisinden alinacak olan fikir ya da deneyim, baziirini kullanmaya $gik eder (Yakin,
2011: 4).
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5. SOSYAL MEDYA REKLAMLARINDA TUKET iCi ALGILAMALARI
ILE SATIN ALMA N IYETI VE AGIZDAN AGIZA ILETIiSIM ARASINDAK i
ILISKILER

Bu bolimde argirma modeli bghg altinda, cakmada kullanilan daskenler
hakkinda bilgi verilmektedir.

5.1. Arastirmanin Modeli

Calsmada Sosyal Medya Reklamlarinda Tuketici Algilamala Satin Alma Niyeti
ve AAI arasindaki ikkinin belirlenmesi amaclanmaktadir. Amamanin modeli gagida Sekil
1'de gosterilmgtir.

Online reklamcilik
hakkinda inanclar
— Satin Alma Niyeti

Bilgi
Eglence
Guvenilirlik 1 7
Ekonomi
Deger L > Agizdan Asiza

Tletisim

Sekil 1. Arastirmanin Kavramsal Modeli 61

5.2. Arastirmanin Amaci ve Kapsami

Arastirmanin amaci online reklamlarin satin alma niyegrindeki etkisini incelemek,
online reklamlarin 6zellikle AA Gzerindeki etkisini inceleyerek satin alma niyiéi AAIT
arasindaki etkilgmi irdelemektir.

Arastirmada veriler kolayda o6rnekleme tefniile bir facebook hesabi bulunan
“Yuksek Lisans ve Doktora Dayama Platformu tyeleri” icinden ofturulmustur.

Calsma kapsaminda veriler anket yontemiyle toplannanket online olarak 233
kisiye uygulanmgtir.

5.3. Arastirmanin Turd

Calsma, sosyal medya reklamlarinin, tiketicilerin safilma niyetleri ve AA
Uzerindeki etkilerinin belirlenmesi amaciyla sfedici ve tanimlayici bir agarmadir.
Tanimlayici bir argtirma 6ncesi, fenomen az da olsa taninmaktadirtiBuaragtirmalarla,
belirli ve ayrintili bir imaj yaratilir; eskileriaksini sdyleyen veriler bulunmaya gair. Bu
argtirma tord ile argtirmaci, yeni ve callmamg konularda, konu hakkindaki temel
gercekleri kgfeder; daha sonraki catnalar icin argtirma konularini, sorularini formtle eder
ve onlara odaklanir. Asarmanin bulgulari ile ise gelecek gahalar igin stratejiler belirler
belirlenmektedir (Usta, 2012: 147).
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5.4. Veri Toplama Yontemi ve Verilerin Toplanmasi

Calisma kapsaminda oncelikle bu konuda yapilarsigediar irdelenerek, camalarin
ortak ve farkli yonleri ele alingtir. Bunun ardindan kaynak taramasi kismina gegiimi
Daha sonra anket uygulamasi yontemiyle uygulamadiarklacak olan birincil veriler elde
edilmistir. Toplanan veriler SPSS ve NCSS paket programbndimiyla analiz edilngtir.

Uc bolimden olgan anket sorulari Mikalef, Giannakos ve Pateli'Son ve Wang'in
calismalarindan alinmtir. 31 sorudan okan anketin iceginde sosyal medyayla ilgili 15,
satin alma niyetiyle ilgili 5, AA ile ilgili 5 ve anketi cevaplayan gierin demografik
Ozellikleriyle ilgili cinsiyet, @renim durumu, medeni durum, syaaylik kisisel gelir ve aylk
hane geliriyle ilgili ise 6 soru bulunmaktadir.

Demografik sorular haricindeki sorularda, 1: kegiel katiimiyorum, 2:
katiimiyorum, 3: ne katiliyorum, ne katilmiyorum, iatiliyorum, 5 kesinlikle katiliyorum
ifadelerinin yer aldii Likert dlcek kullaniimgtir.

5.5. Arastirmada Kullanilan Olgeklerin Testi

a) Guavenilirlik Analizi: ~ Guovenilirlik analizi, 6lcmede kullanilan testlerin,
anketlerin ya da Olceklerin 0Ozelliklerini ve guvieiklerini degerlendirmek Uzere
gelistirilmi s bir yontemdir (Kalayci, 2014: 403).

Tablo 5-1. Cronbacha Katsay! Dezerleri

Boyutlar Cronbachn Katsayisi | Madde Sayisi (N)

Tum Desiskenler ,918 25

Agizdan Agizailetisim 821 5 62
Satin Alma Niyeti 757 5

Online Pazarlama ,893 15

Elde edilen bulgulara gore; dlga timunidn ve ayri ayri her bir soru grubunun yiikse
glvenilirlikte oldigunu sdylenebilir.

b) Faktor Analizi: Faktor Analizi, incelenen olguyu tanimlayan gozlaten
degsiskenlerden, daha az sayida ve gozlenemeyen kurdaidékleri (yapay dgiskenleri)
belirlemek amaciyla kullanilan ¢ok gigkenli analiz tekniidir (Albayrak, 2006: 109). Faktor
Analizi uygulamasi 6ncesinde verilerin bu analiggun olup olmadii KMO ve Bartlett testi
ile incelenmektedir.
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Tablo 5-2. KMO (Kaiser Meyer Olkin) Degerleri ve Bartlett Kuresellik Testi Kuyruk

Olasiligi Degerleri

KMO g?;ﬂﬁg g;;gr:r?e"ik Testi Kuyruk
Eglence ,789 0,000
Guvenilirlik ,674 0,000
Bilgi ,683 0,000
Ekonomi ,646 0,000
Deger ,500+ 0,000
Satin alma niyeti , 797 0,000
Agizdan giza iletsim ,802 0,000

Hesaplanan KMO katsayisinin yakla olarak 0,70 dgerinden yuksek cikmasi
istenmektedir. Tum soru gruplar icin hesaplanan Matsayilarinin ggunun bu dgere
yakin oldgu gorulmigtir. Bartlett Kiresellik Testi uygulamasi sonucundae her soru
grubu icin “Desiskenler birbirleriyle ilskisizdir dolayisiyla veri seti faktor analizi
uygulamasina uygun gidir’ seklinde olgturulan sifir hipotezinin 0,05 hata payindaridi
kuyruk olasilgl deserleriyle reddedildii gorulmistir. Dolayisiyla bu ¢cajmada; ankette yer
alan her soru grubu bazindagd#&enlerin birbirleriyle ilskili oldugu, dolayisiyla faktor
analizi uygulamasina uygun bir durumun mevcut gldeespit edilmgtir. Faktor Analizi

uygulamasi sonucunda elde edilen, aciklanan varydagerleri aagidaki tabloda
Ozetlenmgtir.
Tablo 5-3. Soru Gruplarina Uygulanan Faktor Analizine iliskin Aciklanan Varyans
Yuzdeleri
Soru Grubu Birden Biiyiik Ozdger Aciklanan Varyans
Sayisi

Eglence 1 69,175

Guvenilirlik 1 75,551

Ekonomi 1 69,378

Bilgi 1 72,63

Deger 1 75,122

Satin alma niyeti 1 52,285

Agizdan &iza iletgsim 1 58,765

Uygulanan faktor analizi sonucunda elde edilen ddé&tin ¢gunun ilgili soru
gruplarindaki toplam dgskenligi en az 2/3 oranini aciklamakta olduklari gorulreeit
Bulgulara gore, faktor analizi uygulamasi sonucueldie edilen faktdr skorlarinin ga bir
analize veri olarak kullaniimasinda herhangi bkisea bulunmayacaktir.

63
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Eglence isimli faktor; 1) Online reklamlagkencelidir, 2) Online reklamlar haz alinan
bir seydir, 3) Online reklamlar mutluluk verir, 4) Ondirreklamlar ilgingtir dgiskenlerini,
Guvenilirlik isimli faktor; 1) Online reklamlar gerlidir, 2) Online reklamlar givenilirdir, 3)
Online reklamlar inanilirdir, dgskenlerini, Ekonomi isimli faktor; 1) Online reklaarn
ekonomi Uzerinde pozitif etkileri vardir, 2) Onlimeklamlar hayat standartlarini yikseltir, 3)
Online reklamlar halk i¢in daha iyi Urtnler ortagekartir, degiskenlerini, Bilgi isimli faktor;

1) Online reklamlarda bilgi bir Grin kayg@ir, 2) Online reklamlar ilgili bilgi sgar, 3)
Online reklamlar giincel bilgi g&ar, desiskenlerini, Deger isimli faktor; 1) Online reklamlar
toplumumuzda arzu edilmeyegeyleri tevik eder, 2) Online reklamlar genclerin sahip
olduklar degerleri zedeler, d@skenlerini, Satin Alma Niyeti isimli faktor; 1) Soglymedya
sitelerinde gordgim bir ya da birden daha fazla Grind birazisi@ikten sonra satin alirm,
2) Sosyal medya aragilyla argtirdigim bazi trin veya hizmetleri satin alirrm, 3) Son
zamanlarda bir ¢cok Urlnd, sosyal medya sitelerireindgim bilgiler 1siginda satin aldim,

4) Sosyal medyada reklamlarini gégdin dranleri satin alinrm, 5) Sosyal medyada
reklamlarini gordgim Grdnleri bana yakin olan @azadan satin alirnm, gigkenlerini,
Agizdan Asizalletisim isimli faktor ise; 1) Sevgim uriin, marka ve hizmetleri sosyal medya
aracllglyla bazen arkagéarimla paylairirm, 2) Sosyal medya sitelerinde yer alan Urin ve
marka gruplarina katilmalari igin arkatlaima davet gonderirim, 3) Sosyal medya sitesinde
hoglandgim bir Griin gérdgim zaman memnuniyetimi gostermek icin gba” (like) tusunu
kullanirim, 4) Bgendigim Uriin hakkinda sosyal medya aragyia olumluseyler séylerim,

5) Bezeneceklerini inangam Uriin ve markalarin gruplarina katilabilmelemiarkadalarima
davet gonderirim dgskenlerini temsil etmektedir.

Ulasilan bu faktorlerin skorlari ggsken olarak alinarak 2 adet ¢oklu regresyon modeli
kurulmustur. Calsma kapsaminda Regresyon Analizi "salt tanimlamaii p@gimli degisken g,
Uzerinde etkili olan bamsiz dgiskenlerin belirlenmesi amaciyla kullanilgtir.

Ilk kurulan coklu regresyon modelinde goal desisken satin alma niyeti iken,
bagimsiz dgiskenler online pazarlamanin boyutlari olaiteace, guvenilirlik, ekonomi, bilgi
ve deerdir. Satin Alma Niyeti Faktort = f (Bilgi, @ience, Guvenilirlik, Ekonomi, Dger
faktorleri)

Faktor skorlarina uygulanan Adimsal Regresyon amali iliskin 6nemli ciktilar
asagida yer almaktadir:

Tablo 5-4. Regresyonda ANOVA Tablosu

Model Kareler Serbestlik Kareler F Istatistgi Kuyruk
Toplami Derecesi Ortalamasi Olasllgl

Regresyon 68,236 2 34,118 47,917 ,000

Artik 163,764 230 712

Toplam 232,000 232

Elde edilen model genel olarak anlamh bulugtau (Kuyruk olasilgi= 0,000< Hata
payi= 0,05). Modelde yer alan anlamligd&enlere ait katsayilar isesagidaki tabloda yer
almaktadir.
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Model Standartigtinimis | t Istatistgi Kuyruk Olasilgl
Katsayilar
Beta
Faktorekonomi ,322 4,052 ,000
Faktorguvenilirlik | ,262 3,296 ,001

Tablodan gorildgi Uzere satin alma niyeti Gizerinde istatistiksaralt anlaml etkiye
sahip 2 dgisken bulunmaktadir (Kuyruk olasili degerleri< Hata payi= 0,05). Bunlar
ekonomi ve guvenilirlik faktorleridir.

Olusturulan model icin varsayimlardan sapmalar inceignioulgular 6zetlenngtir:
Durbin - Watson istatisti 2'ye yakin bir dger olarak elde edilrgiir. Bu durum modelde
otokorelasyonun varsayim bozulumunun olngadi gostermektedir. Regresyon Analizi
uygulamasindan oncesinde faktor skorlarinin koyelasnatrisi incelenmgiolmasina rgmen
modelde coklu dgrusal bglanti olup olmadiinin argtirmasi VIF dgerleri ile de yapilmstir.
VIF degerlerinin 5’'ten kuguk oldgu gorilmitir. Modelde gugclu birgoklu dipusal bglanti
bulunmamaktadir. Kolmogorov - Smirnov Z testi ilapylan artik incelemesinde artiklarin
normal dgildig da gorulmgtir (Kuyruk olasilgi>0,05). Son olarak analiz kapsaminda u¢ ya
da etkin g6zlemin var olup olmagharatiriimistir. Gosterge dgerler [-2,2] arakkinin dsina 65
ctkmamstir. Veri setinde ug ya da aykiri gozlemin bulunngadaptannstir.

Ikinci olarak kurulan ¢oklu regresyon modelindegiball desisken a@&izdan &za
iletisim iken, b&msiz dgiskenler yine online pazarlamanin boyutlarl olapleece,
glvenilirlik, ekonomi, bilgi ve dgerdir. Agizdan Agizalletisim Faktori = f (Bilgi, Elence,
Guvenilirlik, Ekonomi, Dger faktorleri)

Faktor skorlarina uygulanan Adimsal Regresyon aimali iliskin onemli ¢iktilar
asagida yer almaktadir:

Tablo 5-6. Regresyonda ANOVA Tablosu

Kareler Serbestlik Kareler . Kuyruk
Model _ F Istatistpi

Toplami Derecesi Ortalamasi Olasllgl
Regresyon 82,036 3 27,345 41,757 ,000
Artik 149,964 229 ,655
Toplam 232,000 232

Elde edilen model genel olarak anlamh bulugtau (Kuyruk olasilgi= 0,000< Hata
payi= 0,05). Modelde yer alan anlamligd&enlere ait katsayilar isesagidaki tabloda yer
almaktadir.
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Tablo 5-7. Modelde Yer Alan Anlamli D&iskenlere Ait Katsayilar

Model Standartlgiriimis t Istatistgi Kuyruk Olasilgi
Katsayilar
Beta
Faktorekonomi ,256 2,995 ,003
Faktorelence 247 3,103 ,002
Faktorguvenilirlik ,160 1,990 0,48

Tablo 5-7'de gorlldgi Gzere AA lzerinde istatistiksel olarak anlaml Ucgéen
bulunmakta olup bunlar ekonomglence, guvenilirliktir.

Olusturulan bu model icin de varsayimlardan sapmalacelenmsg, bulgular
Ozetlenmgtir: Durbin - Watson istatisti 2'ye yakin bir dger olarak elde edilmgiir. VIF
degerlerinin 5’'ten kuguk oldgu gorulmigtir. Modelde gugla bir ¢coklu gousal bglant
bulunmamaktadir. Kolmogorov - Smirnov Z testi ilapylan artik incelemesinde artiklarin
normal dgildig da gorulmitir (Kuyruk olasilgi>0,05). Son olarak analiz kapsaminda u¢ ya
da etkin gézlemin var olup olmagaragtiriimistir. Gosterge deerler [-2 2] arakkinin dsina
ctkmamstir. Veri setinde ug ya da aykiri gozlemin bulunngadaptanntir.

Ozet olarak satin alma niyeti tizerinde online panaanin ekonomi ve givenilirlik alt
boyutlarinin etkili oldgu saptanmtir (sig<0,05). Aizdan @za iletsim Uzerinde anlaml
etkiye sahip olan online pazarlama alt boyutlariis@ guvenilirlik, glence ve ekonomi 66
oldugu saptannstir. Satin alma niyetinden farkli bjekilde, &izdan &iza iletsim tGzerinde 3
faktor anlamli etkiye sahiptir. Bu ggikli gin kayna eglence faktorudur.

C) Kanonik Korelasyon Analizi (KKA): Kanonik Korelasyon Analizi ¢ok
sayida dgiskenden olgan iki (ya da ikiden fazla) gesken seti arasindaki gkileri inceleyen
(Kalayci, 2006: 237), bu incelemeyi gtasal bilgenler aracifii ile gerceklgtiren c¢ok
desiskenli bir tekniktir (Ozdamar, 2010: 5).

Online Reklamlarin Satin Alma Niyeti Uzerindeki Etkisinin Kanonik Korelasyon
Analizi ile incelenmesi

Calsmanin amaglarindan biri online reklamlarin satmaahiyeti Gzerindeki etkisinin
Olcilmesidir. Cama kapsaminda online reklamlarla ilgili 15 ifadatis alma niyeti ile ilgili
olarak da 5 ifade bulunmaktadir. Bahsedilen Zigken seti arasindaki ski KKA ile
incelenmgtir. Analizin gerceklgtiriimesinde NCSS 2007 paket programi kullangirolup,
online reklamlar ve satin alma niyeti kavramlaramatemel betimleyici istatistikler Tablo 5-
8'de yer almaktadir.
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Tablo 5-8. Betimleyiciistatistikler

Tip | Degisken Ortalama | Standart Non-missing
Sapma Rows

X Online reklamlarda bilgi bir Grtin kaypsir. 3,562232 0,9811755 233

X Online reklamlar ilgili bilgi sglar. 3,450644 0,9862905 233

X Online reklamlar giincel bilgi géar. 3,570816 0,9538523 233

X Online reklamlar glencelidir. 2,935622 1,170828 233

X Online reklamlar haz alinan bieydir. 2,55794 1,077729 233

X Online reklamlar mutluluk verir. 2,377682 1,02%93 | 233

X Online reklamlar ilgingtir. 3,2103 1,035356 233

X Online reklamlar dgerlidir. 2,858369 1,087401 233

X Online reklamlar gavenilirdir. 2,416309 0,9751614| 233

X Online reklamlar inanilirdir. 2,463519 1,033783 | 233

X Online reklamlarin ekonomi Uzerinde pozitiB,549356 0,9730914 233
etkileri vardir.

X Online reklamlar hayat standartlarini yukseltir2,506438 1,046835 233

X Online reklamlar halk icin daha iyi OrinlerR2,733906 1,077797 233
ortaya cikartir.

X Online  reklamlar  toplumumuzda arz2,987124 1,068679 233
edilmeyerseyleri tegvik eder.

X Online reklamlar genclerin sahip olduklar2,67382 1,019657 233
degerleri zedeler.

Y | Sosyal medya sitelerinden gokdim bir ya da 2,069957 | 1,253942 233 67
birden daha fazla Grini biraz sdindikten
sonra satin alirim.

Y Sosyal medya aracHiyla aragtirdigim bazi| 3,635193 0,9825885 233
Urtin veya hizmetleri satin alirim.

Y Son zamanlarda birgok Urunt, sosyal meg$a038627 1,229403 233
sitelerinden edingim bilgiler 1s1iginda satin
aldim.

Y Sosyal medyada reklamlarini  gopdin | 2,712446 1,058084 233
artnleri satin alirim.

Y Sosyal medyada reklamini gogiim Grinleri| 3,274678 1,02642 233
bana yakin olan ngazalardan satin alirim.

Uygulanan KKA sonucunda iki geken seti arasindaki $ki derecesini veren katsayi
0,609 olarak hesaplangtir. Bir baska deysle online reklamlar ile satin alma niyeti arasinda
orta (+ust) diizeyde (yaklk % 61) bir iliski oldugu saptannstir. ilgili kanonik korelasyon
katsayisinin istatistiksel olarak anlamh gidug6riulmitir. Temel bulgular Tablo 5-9'da yer
almaktadir.
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Tablo 5-9. Kanonik Korelasyonlar Ozet Tablosu

Kanonik | Kanonik R F Serbestlik | Serbestlik | Anlamlili | Wilks’
desiske | korelasyon | Degeri Degeri | derecesi | derecesi | k seviyesi| Lambda

nler saylsi yogunlugu Degeri

1 0,609707 0,371743 2,15 75 1024 0,0000p0  0,497249
2 0,300832 0,090500 0,92 56 835 0,635152 0,7914y3

*F degerleri ilgili kanonik korelasyonun sifiragié olup olmadgina iliskindir.

Online Reklamlarin Agizdan Asiz iletisim Uzerindeki Etkisinin Kanonik

Korelasyon Analizi ile incelenmesi

Calsmanin amaglarindan bir giri, online reklamlarin AA Uzerindeki etkisinin
olculmesidir. Cakma kapsaminda AlAile ilgili olarak da 5 ifade bulunmaktadir. Bahged
iki degisken seti arasindaki ski benzersekilde KKA ile incelenmgtir.

AAT kavrami ile ilgili ifadelere ait temel betimleyidstatistikler Tablo 5-10’da yer
almaktadir.

Tablo 5-10. Betimleyiciistatistikler

Tip

Degisken

Ortalama

Standart
Sapma

Non- missing
Rows

Sevdgim Urun, marka ve hizmetleri sosy
medya araciflyla bazen arkag&rimla
paylagirm.

aB,266094

1,202551

233

Sosyal medya sitelerinde yer alan urin
marka gruplarina katilmalari igin arkatsaima
davet génderirim.

\%381974

1,104466

233

Sosyal medya sitesinde d¢andigim bir Grln
gordigim zaman memnuniyetini gdésterm
icin “begen” (like) tusunu kullanirim.

2,974249
ek

1,302924

233

Begendigim driin  hakkinda sosyal
aracilglyla olumluseyler séylerim.

medy&,909871

1,120166

233

gruplarina katilabilmeleri icin arkaglarima

Begeneceklerini inanggm Uriin ve markalarin 2,566524

davet génderirim.

1,230396

233

Uygulanan KKA sonucunda udan bulgulara gore bu iki geken seti arasindaki

iliski derecesini veren kanonik korelasyon katsayi$540,olarak hesaplangtir. Online

reklamlar ile AA arasinda orta (+ust) dizeyde (yakta %65)

bir ilgki oldugu

belirlenmistir. lgili kanonik korelasyon katsayisinin istatistikselarak 6nemli oldgu
goralmstar. Ilgili bulgular Tablo 5-11’de yer almaktadir.

68
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Tablo 5-11. Kanonik Korelasyonlar Ozet Tablosu

Kanonik Kanonik | R® F Serbestlik| Serbestlik | Anlamhli | Wilks’

desiskenler | korelasy | Degeri | Degeri | derecesi | derecesi k seviyesi| Lambda
on sayisl yogunlugu Degeri

1 0,654352 0,428177 2,95 75 1024 0,000000 | 0,392417

2 0,392832 0,154317 1,51 56 835 0,010302 | 0,686257

*F degerleri ilgili kanonik korelasyonun sifiragié olup olmadgina iliskindir.

Satin Alma Nivyeti ve Asizdan Agiza iletisim Kavramlari Arasindaki Etkile simin
KKA 1ile incelenmesi

Calsma kapsaminda son olarak satin alma niyeti ilei A#kasindaki etkigm

incelenmg, KKA sonuclari Tablo 5-12’de 6zetlengtir.

Tablo 5-12. Kanonik Korelasyonlar Ozet Tablosu

Kanonik Kanonik R° F Serbestlik| Serbestlik| Anlamlilik Wilks’
desiskenler| korelasyon| Degeri | Degeri | derecesi| derecesi| seviyesi Lambda
sayisl | yogunlugu Degeri
1 0,557001 | 0,3102514,52 |25 830 0,000000 | 0,622097
2 0,290461 | 0,084367 1,47 | 16 685 0,103926 | 0,901918
69

*F degerleri ilgili kanonik korelasyonun sifiragié olup olmadgina iliskindir.

Satin alma niyeti ve ARarasinda orta diizeyde bir etkita oldugu gorulmistir
(yaklasik %56). ilgili kanonik korelasyon katsayisinin istatistikeghrak anlamli oldgu da
Tablo 5-12'de yer almaktadir (sig.= 0,000 < 0,05).

6. SONUC

Bu calsmada, sosyal medyanin tiketicilerin satin almatheyiede ve AA lzerinde
etkisi olup olmadii aratiriimistir.

Calisma kapsaminda 233skye anket uygulanarak amacgtaltusunda birincil veriler
elde edilmgtir. Uygulanan anket, literatir taramasi ile Uc¢ efikgn yararlanilarak
tasarlanmtir.

Ampirik analiz ile ulgilan balica bulgu online reklamlar ile satin alma niyeg v
agizdan gza iletsim arasindaki etkilgmin (iliskinin) istatistiksel olarak énemli yani anlamli
oldugudur.

Toplanan verilerin 6ncelikle guavenilirlikleri incghmi, ardindan betimleyici
istatistikler hesaplanmve Kanonik Korelasyon Analizi uygulamasina gegghmi Uygulanan
analiz sonucunda online reklamlar ve satin alma&thigesisken setleri arasindaki kanonik
korelasyon katsayisinin 0,609 ofdugorilmigtir. Dolayisiyla online reklamlar ile satin alma
niyeti arasinda orta (+Ust) diuzeyde (yaa% 61) bir ilski oldugu ortaya konmgtur.
Cevaplayicilarin, online reklamlari givenilir veamlir bulduklari sdylenebilir. Ttketicilerin
alacaklari Griint ya da hizmeti gtvenilir ve inarbulmalari olduk¢ca énemlidir. Gavendikleri
arint baka drune kiyasla daha rahat alabileceklerdir. Hesams olan betimleyici
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istatistikler yardimiyla online reklamlarin ekonoigerinde pozitif etkilerinin bulungu ve
reklamlarin halk icin daha iyi Uriinler ortaya citgn yorumlari yapilabilir. Ozetle;
tuketicilerin sosyal medyada gordikleri reklamland@irimlerden ve firsatlardan dolay satin
alma niyeti icine girdikleri sdylenebilir.

Online reklamlar ve AA desisken setlerine uygulanan KKA sonucunda ise kanonik
korelasyon katsayisinin 0,654 ofdu saptannmytir. Dolayisiyla ¢calma bulgularina goére
online reklamlar ile AA arasinda orta (+Ust) diizeyde (yakta%65) bir iliski mevcuttur.
AAI1 sosyal medyada internet kullanicilarinin 6zglikelérini beyan edebilme olagma
aclk old@gundan tiketiciler icin caziptir. Online reklamlarkallanicilar acisindangiencel
oldugu, haz ve mutluluk verdi sOylenebilir. Elence ise mgteri sadakatini arttirmakta,
tuketicilerin algilarini olumlu etkilemekte ve rekhlarin kendi dgerlerini de arttirmaktadir.
Kullanicilar icin degerli, guvenilir ve inanilir olan online reklamlartopluluklarin
olusumunda, guvenilir ve kaliteli bilginingatizerinde olgmasi acgisindan olduk¢ca énemli bir
rol oynamaktadir. Online reklamlarin halk i¢in resgn daha iyi Urlnler ortaya cikagthi
dolayisiyla hayat standartlarini ytksgijtti ve ekonomi tzerinde pozitif etkilerinin olgunu
distnen kullanicilar AA ye katilmaktadirlar. Bunun lghca nedeninin ise sosyal medyanin,
ilgili mecrada bulunan indirim alternatiflerine eltarak, migterilere zaman, para ve emek
tasarrufu sunmakta olgu soylenebilir.

Son olarak satin alma niyeti ve AAlgsisken setlerine de KKA uygulangibu iki
degisken seti arasinda ise orta diizeyde bir eikieoldugu gortlmtir (yaklaik %56).

Bunun yani sira Faktor Analizi uygulanarak boyutiigenmi ve ba&@imsizlik
sglanms, elde edilen faktor skorlarina Coklu Regresyon I&nauygulanmgtir. Coklu
Regresyon Analizi bulgularina gore satin alma migigerinde online pazarlamanin ekonomi
ve guvenilirlik alt boyutlari etkilidir. Aizdan &za iletsim Uzerinde anlamli etkiye sahip olan
online pazarlama alt boyutlarinin ise guvenilirléglence ve ekonomi oldw belirlenms;
satin alma niyetinden farkl olarakgiadan giza iletsim Gzerinde glence faktorinin de
onemli oldgu bulgusu dikkat ¢cekryir.
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ABSTRACT

From Turkestan to Andalusia Spain, Medieval Islanmi®s geographically occupied a wide
area, and thus they had left their mark on the mnaliera. Being one of these Islamic cities, Coedob

was seized by the Arabs in 711 and the first udsgtion activities began upon moving the governmem75

centre from Seville to Cordoba. Later on, as thpiteh city of Andalusia Umayyad Dynasty, Cordoba
became one of the most crucial cities of Spaiims of science, art and trade. In this study,irsgat
the features of medieval Western and Islamic cifi@ially, the geographic, politic, economic and
philosophic bases that took part in the establishinoé the cities will be discussed and a specifaus
will be made upon Cordoba city. Afterwards, infotima about the history, city layout and structure,
city administration, socio-economic structure andtural formation of Cordoba will be presented.
This study reveals that Renaissance which is tha roatput of the European urbanization in
medieval era cannot be considered apart from theniattrative, socio-economic, cultural and
architectural features of the Islamic cities withire context of Ibn Haldun’s thoughts.
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1. INTRODUCTION

Throughout the history, human communities that ltegether have emerged as
villages, towns and cities. The most significarftedlences between the cities and the rural
residential areas are the social structure whiatomapletely organized according to division
of labour, economic structure depending on produactsurplus and the trade, dense
population in the residential areas (Oztlrk, 20828-629). In the emergence of the cities;
trade was highly crucial since it provided oppotties for the formation of the market and
interaction with the other civilizations and thevetlisification and the increment of the
products and services (Karatepe, 2005: 269). Aacgrtb Pirenne, the urban life cannot be
developed independently from trade and industignin civilization (Pirenne, 1990: 98). With
the development of commercial life, the changeth& socio-economic structure generated
different behaviour, thinking and lifestyle. Thismamon heritage which has been cultivated
and transferred from generation to generation emfaed the physical structure of the city
such as squares, public and civil buildings, redidé and commercial areas which was the
basis of urban culture (Karatepe, 2005: 270-271).

Ibn Haldun’s, who is regarded as one of the pidngepolitical geographers and
philosophers of the middle age, assessments are/lo@ningly functional to understand the
concept of city, urbanization and civilization. lng in the middle age, Ibn Haldun’s trips and
observations in the great Islamic cities on the tdednean basin such as Fez and Cordoba,
which had the most advanced civilization of thatigue played fundamental role in the
accuracy of his perspective and the evaluationso/ting to Ibn Haldun, diversity of human
communities is formed according to their sourcenobme. Similarly, the mode of production
of human communities forms a criterion in ordectonprehend the residential style and the
civilizations of the communities (Ibn Haldun, 19302).

2. CHARACTERISTICSOF MEDIEVAL CITY

Medieval cities are usually raised above the engs$itructure of the ancient cities. In
these cities, security and order provided by mmjitand civil bureaucracy, in addition to
developed commercial activities, led to the emergeaf various crafts, production and
markets which the goods were exported to otheeifTherefore, these cities have become a
significant centre for economic activity. In theigan of this change, the capture of the all
Mediterranean areas by Muslims and then their comialerelations with Western Europe
and the socioeconomic and cultural interaction weeated by the relationship. The rising
commercial activities with the Islamic cities lemlthe abolition of Church’s supremacy over
Italian port cities and this event made a greatrdaution to the revival of European cities
again (Karatepe, 2005: 272). On the managemertteohéw merchant class, depending on
increasing trade and cultural interaction, the agalitical pyramid containing an absolute
hierarchy of the agricultural community on the coenamal cities of Medieval Europe started
to break and a new social structure based on madcetomy and a relatively laic order began
to emerge.

76

When considering the developments and changesbaniration and the emergence
of the medieval cities, it has been suggested ttnete developments and changes have
different features in Europe and the Islamic woHden Henri Pirenne reveals that the urban
life was not developed regardless of the tradetanknology; on the other hand, he claims
that commercial and economic changes in the meldoitv@s created a conflict that have not
seen any period in the history between rural amedshe cities (Pirenne, 1990: 103-104). The
independence from the authority of church and feddanination of the urban bourgeoisie
that are the most fundamental elements stand dRirémne’s assessment of the medieval city
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excludes the Islamic cities and the Islamic ciatian that was the highest point of

civilization in that period. With these statemer®&enne tried to put forward that Western

world created a new urbanization process indepdlydeom the East that bred Renaissance.
In the same manner, Weber, comparing to the urbtorz process of the Eastern and
Western world, claims that medieval Western citiesl been developed as independent
entities from central authority under the leadgrshii the bourgeois. But independent city
phenomenon could not be seen in medieval IslartiesqfWeber, 1968: 83).

According to Ozturk; civilization that arises frdime nature of humanity’s basic needs
cannot be arrogated to any race or religion. At ghoint, people who live in similar natural
and physical conditions show similar behaviour astiablish similar institutions. In this
context, it is irrelevant to see the grooming ingitbn as Byzantine, Christian and Turkish
creation in the classical period in which there wasdevelopment of monetary economy
(Oztlirk, 2009: 632).

Ortayl claims that discrimination between the needi western city and the Islamic
city is an unnecessary effort as long as a diffesénation cannot be seen from any medieval
city when regarding the city structure of the Iskarkra, the administrative institutions,
economic activities and socio-economic organizatidrike all communities in the settled
life, Islamic city can be seen as an economic eetdpending on production surplus. By this
way, city administration controls the surroundirigsthe security of the common market by
collecting military, religious and administrativernictions. Ortayll argues that there is no
difference in the context of economic and admiatiste institutions and the colour of Islam
in the context of cultural and its social structah®uld not be ignored (Ortayli, 2007: 70-71).

3. FEATURESOF THE MEDIEVAL CITY

Medieval city has its own socio-economic structwi@gch was strengthened with the o

development of commercial life and enabled by tredealled bourgeois. At this point,
especially in the Western cities, bourgeois becantominant figure in the administrative
field while they were organizing the economy innterof its own profits (Bakir ve Ulgen,
2009: 132). The urban bourgeoisie began to eskablisew political and administrative order
that would be the basis of consumption society lzeied on competition by breaking down
socio-economic, political and administrative stanes and institutions of the traditional
agricultural society. The trade was the form of ¢itg’s lifeblood and naturally as a result of
that it was supposed to protect the merchantstaid groperty. With this purpose, the castle
walls surrounding the city were built which was asfemost the important aspects of the
medieval cities, even the walls precisely separtitedurban and rural areas from each other
(Bakir ve Ulgen: 2009: 132-136).

Another feature of the Medieval city was their lboca on the trade routes.
Considering that the trade was the most signifi¢actor in the revival of the medieval cities;
the cities were emerged as natural trade routesyiviers and the harbour cities (Bakir ve
Ulgen, 2009: 133). The other feature of the Medieity was that they were taking on the
role of the cultural centre of the era. In thisipér with the active use of the sea as well as
inter-city trade opened the way of the culturagrattion with the transfer of technologies and
it contributed to the occurrence of the high diedi and entrepreneur intellectual class in the
cities (Goff, 2006: 24). One of the common featuweshe Medieval city was that the cities
needed to be established and developed on the gingeldand around in order to feed the
population. While increasing the agricultural protion, the migrations from rural to urban
has begun, therefore, the city has been transformed new society within a different social
structure in the city (Bakir ve Ulgen: 2009: 136hastly, medieval city shaped a dense
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settlement and structuring around the religiousjiatstrative and commercial centres due to
its protected and privileged position. Taking plate limited area of the city has conducted
to the emergence of the art of Gothic architectuhéch initiates the building of high-rise
buildings and aesthetic especially in the West (Bag Ulgen, 2009: 130-139). In parallel to
West, religious temples and administrative buildihgcated in the cities in the Islamic world
showed a certain aesthetic. The city of Cordobafdrddamra Palace Complex can be shown
as a best example of aesthetic mentality and dityabnd the using of the quality materials
on the buildings of the city.

3.1. Features of the Medieval Islamic City

In terms of general structural features and thergemee of cities in the middle age,
no difference can be seen between Western and itslaities. Revealing the systematic
method and relating to the modes of productiorufbanization by Ibn Haldun obviously put
forth that there is no structural differences bemvéhe cities. Ibn Haldun implies that the
most significant elements in the establishment oitya should be defence and security (Ibn
Haldun, 1990: 234). Secondly, Ibn Haldun says thaity needs to have a good transport
network. At this point, cities should be establdlom trade routes and seaside or the edges of
large rivers which the goods can be transportedeneasily (lbn Haldun, 1990: 238).
According to Ibn Haldun, the cities should be esshled near fertile lands in order to provide
agricultural products, because the inhabitantshef ¢ity are not laboured in agricultural
production. Ibn Haldun makes reference to the eeondivision of labour and specialization
in the city in his assessment of the economic pbo. According to Ibn Haldun’s thought
about social classification, there are variety @fial classes such as merchants, craftsmen,
scientists and military (Ibn Haldun, 1990: 368).

The city of life prepares the suitable conditiom Fmman intellectual improvement. 78

The development of civilized life dispatches thegle engaging with mental and intellectual
knowledge. Thus, learning and spreading of medkredwledge should be supported in
addition to books reproduction, bookbinding, wigtiand stationery (Ibn Haldun, 1990: 370).
Ibn Haldun indicates that the structure of the &@hpuld have a certain aesthetic value.
According to him, the buildings in the cities areade as the product of a particular
architectural aesthetics with the high, sturdy argh quality materials (Ibn Haldun, 1990:
373). As stated by Ibn Haldun, another importactdain the emergence of the city is an
administrative authority responsible for the layoetonstruction and the order of the city. In
order to have a socio-economic stability in théesitjudicial and administrative authority is
indispensable (Ibn Haldun, 1990: 117).

Despite the decline of European cities in caséeif tsignificance on the™ 10" and

11" century, the population of Baghdad, Cairo, Damssand Cordoba increased
dramatically. Therefore, this period has been datlee “Islamic period in Urbanization”
(Karatepe, 2005: 274). By ignoring the contributtorthe urbanization of Islam, it would be
wrong that the urbanization movement which becanwerdre of production and trade in
middle age and constituted the infrastructure efitldustrial era connecting solely to Western
culture. Although there are no fundamental strattdifferences between the Islamic cities
and the medieval western cities, there are cedifferences as a reflection of social, religious
and administrative fields.

One of the most important differences is that tdwal government in the Islamic cities
is a part of the central political power. As in M&st, the privileges of administrative, legal
and autonomy are not granted to the cities. Asra gfathe overall administrative system,
Islamic cities did not make any contribution to dematization in general (Karatepe, 2005:
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274). However, it is difficult to claim that the nalant class in the city is totally disconnected
from administration. Indeed, it has always beenoaflict between public (except from
military class and crafts) and the administratoith @bsolute power in social and economic
fields (inalcik, 2005: 182).

In the administration of the Islamic cities as at jd the central political power, the

Kadi was the most important administrator of thg wtho was responsible for implementing
the Islam and Sharia. Kadi, had an autonomousiposas the representative of the city’s
community, although he was appointed by the cegtraérnment. The Kadi was autonomous
and independent in controlling social life as arespntative of the Islam community and he
was responsible for the rights of Islam communibalcik, 2005: 178-179). Under the rule of
Kadi, the Muhtasib, executed the order of commeésna social life in the city, was also one
of the main features of the city of Islam (AkyUuD0B: 244).

The formation and the structure of the Islamicesitdepend on the interaction of the
individuals, family and the community. In many cglans with the Islamic models, a closed
geometric model is applied. City structure whichd hea central space was surrounded by
smaller centre sites in different geometric shapeas a tetragonal or hexagonal and that
these small centres are comprised of smaller iddali cells although some parts seem
irregular (Gg, 2005: 324). The city plans and the structureslvheflected the manifestation
of Islamic faith can be likened to the honeycomhsthe form of Islamic architectural and
Islamic city structure, the central hierarchy witie specific site hierarchy was seen. In the
context of the site hierarchy, the dwellings whidd walls and courtyard around constituted
the special places closed to the outside withinftamework of family privacy. The semi-
private space was the street opening to the housmmt of the gates and the yards. The
public space was the square next to the mosquettendnarket. The streets between the79
houses which became later blind alley were ofteiserl. The concept of the Islamic family
privacy brought with the separation of the resigdgrdnd commercial space as the doors,
arches, roads, dead-end streets or public plateshi€rarchy of centres refers to the presence
of a main centre which contained all the most ingodr or the most intense or the most
specialized activities (Gp 2005: 329-330). In the light of these data, aeotsignificant
difference of the Islamic city was that the cenwals fictionalized as the mosque in the sense
of physical and spiritual. At this point, the mosqiid not only cover the spiritual area as in
Christianity, but also the mosque was regardedregwaal part and the heart of the city in the
point of financial and moral section of the Islaroity (Yildiz, 2011: 201). The mosque was
undertaken at various social functions with theost$ libraries and the public meeting place
in addition to its religious functions.

One of the other features of the Islamic city wias separation of residential and
commercial areas in city planning. Residential amchmercial areas were separated by dead-
end roads, streets, roads, arches and doors. Wihilrg) the framework of the concept of
family privacy, the tripartite structure emergedtba establishment of the Islamic city which
consisted of public, semi-public and private spdGas, 2005: 335). On the semi-public area
of trade zone, religious identity did not interfewh daily life, Muslims and non-Muslims
were mixed togetheirfalcik, 2005: 175).

The Islamic architecture in the cities can be abergd as three major types; religious,
military and civil architecture. Religious architece emerged with the domes, minarets,
columns and arches. The important feature of thkigarchitecture style which dominated
on the medieval Christian cities was acutenes$dthic architecture, while striped domes
were used instead of the large and widespread dwiniet were seen in Islamic architecture
widely, intersecting pointed arches were prefeliredead of the round arches. Such as the
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building of Islamic minarets, the issue about theis€lian religious buildings was the high
structures and the presence of towers on the noorfder to evoke the feeling of greatness and
glory. Military architecture emerged with the swmnaling the cities by strong walls and
opening outwards by specific doors. Umayyad ritzatd Ottoman derbents were foremost
samples of this architecture. Ribats were strontglings consisting of rooms, warehouses,
stables, watch and observation towers, mosquelss laaid the other necessary organizations
and surrounded by a defensive wall (Baltaci, 2@¥: The residence of civil architecture
was constructed as garden buildings in which hatemaells with the one or two-storey
courtyard (Baltaci, 2005: 87). The houses were idvagiented and there were overhangs on
the windows covered wooden crates while generdillgtered according to family structure
(Gos, 2005: 336).

4. MEDIEVAL ISLAMIC CITY: CORDOBA

4.1. History of Cordoba

In pre-Islamic period, Cordoba was an importantitipal centre because of its
geostrategic condition opened a new page in it®odyisvith being captured by Umayyad
Arabic in 711. Abd al-Rahman El-Takati who was fiftt governor of the Umayyad Dynasty
in Damascus carried government centre from Sevileiliyye) to Cordoba in 716. Thus,
Cordoba became one of four centres during the nesmeigt of the early Andalusia Umayyad
(Hillenbrand, 1994: 112-113). With the moving oftlkentral government, the first urban
studies were started in Cordoba. In addition tg piiblic works, the population of the city
increased and the southern districts of the cityewestablished as the new settlements
(Akyuz, 2005: 238-239). Cordoba's spectacular gisitarted with Abd al-Rahman | Ed-Dahli
who established the Andalusia Umayyad Empire byinga€ordoba as a capital city in 756 80

(Hillenbrand, 1994: 112-113). Starting from thistejaCordoba became one of the most

important culture, art, science and commerce cemfeEurope in the period up to 10
century.

4.2. City Layout and Structure

Although the ancient Cordoba had a vast area, bakiradalkivir River was a great
chance for Cordoba city for defence. At the samme tiriver accessing to the city centre was
the main factor that led to the development of camumal life because of arranging the ship's
transportation. On the other hand, fertile land amderal deposits that were around riverside
and the city were factors which increased the siy¢ostrategic importance (Hildenbrand,
1994: 113-115). Urbanism requirements of the peptaded a vital role in being chosen
Cordoba city as capital during the period of thed&nsia Umayyad Empire. Cordoba,
showed suitability to both Medieval urban structurdeurope and lbn Haldun’s suggestions
for city planning, was established near the rid@swhich facilitated the trade and the
security of the city.

One of the most important characteristics of theimal towns was the surrounding
of city by ramparts so as to maintain the safetiyadaars and centre of the city. As in the case
of Cordoba, the old Roman wall was expanded amshgthened to ensure the city's security.
After the reconstruction, the old Roman Bridge tlaked to the castle was extended and
became an entrance to city centre Kantaratil-valkgrliga, 2005: 254). Hence, Cordoba
became a cultural, commercial and industrial cetbel al-Rahman | further developed the
architecture Cordoba “Supreme Mosque” which washmat of the growing city with taking
model of Emeviye Mosque in Damascus. Mosques tleaé the nature of the heart of Islam
were not only places of worship, but also courtsenaperating in a part of mosque like



AN
J 7J0urnal of Life

Economics

Cordoba Supreme Mosque. All education operationg warried out from primary school in
complex of buildings adjacent to mosques.

Around the mosques, inns including shops locatetlighways or streets where were
each occupational group partitioned separately.l&\dommercial inns were two storeys in
Cordoba, the lower floors were as shop, the uppeord were allocated for the
accommodation of traders (Bal, 2008: 61-62). Netgithoods were located around the centre
of the walled city. Especially, there were wallsuard neighbourhoods inhabited by Arabs in
Cordoba (Akytiz, 2005: 239). Houses in Cordoba hadty the features of houses in Islamic
city. The facades of the houses were not pompodstia@ windows existing in limited
numbers had cage to watch family members outsidet@arprotect the privacy (Bal, 2008:
66).

The administrative and management centre of the w#s transferred by Abd al-
Rahman Il (912-961) to Medinetliz-Zahra where wamgleted in 945, had a safer location,
as a result of increasing of the city's populat@pidly and the revolt of the Spanish Muslims.
The famous Islamic traveler Al-Idrisi said that Nteetliz-Zahra was composed of three parts
extending to the top and suggests that the bottbopward city falls on the roofs of the
middle city and also this fell on the roofs of thettom city (Sinemglu, 1987: 554-555).
Cordoba, which transformed into a commercial arltlcal centre in the 10th century had an
advanced civilization when it is compared with Epgan cities of the period. While Paris had
the mud on the streets and alleys, Cordoba hacd giaths stretching for miles. Likewise,
while there was not any street lighting in any dityEurope, the street lighting lamps were
used at every home’s outside door in Cordoba (Hii80: 832).

4.3. City Administration

Unlike Western cities, urban administration was posed of judges and supervisors 81
who were appointed by the central government. At sme time, issues related to the
development and public works of the city were dédfg from Western cities. In line with
Islamic features, earnings that were gained byctrgral administration spent largely to the
development of the country and for socio-economi@rities again by the central
administration in the Andalusia Umayyad Empire (Bky2005: 242-243). On the occasion
of the capital of Cordoba, the judge of the judgesKadiyyil-Kudat was appointed by the
Sultan himself and responsible for Cordoba’s legal administrative affairs. Another special
judge was called Sahibul-Mezalim had power to itigage and made a decision about the
complaints of the public servants (Hitti, 1980: S&&&}).

4.4. Commerce and Industry in Cordoba

Cordoba was one of Europe's most important indalstentres in the b and 11
centuries especially on textile fabrics, leatheustry and iron working crafts with iron ores.
There were about 13,000 workers working in wool aitkl fabric textile industry. The most
important industry in Cordoba was tanning (Yildi287: 537). The products produced in
cities, were sold as in city markets and exportednfSeville harbour being formed by the
Andalusia Umayyad State with trade chain reachonggypt, Istanbul, India and Central Asia
countries. One of the most important income souotdle state was taxations in import and
export (Yildiz, 1987: 538-539).

Another reason of developing trade in Cordoba &edAindalusia was development of
regular and reliable postal service between thesciand being operated. Likewise, the
monetary system consisting the dinar in Andalugi@d coins), the dirhem (silver money)
and fals (copper coins) was created and this mpnstatem was accepted and applied in the
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Christian kingdoms in the north of Spain duringrfeenturies (Hitti, 1980: 838). Because of
the reasons such as the monetary system, qualdy panduction for export, links to

commercial centres, there were around 80,000 simoihss period of Cordoba (Yildiz, 1987:

548).

45. Education, Culture, Science and Art Centre

At the time of the Umayyad, Andalusia state prodigmlitical and administrative
unity, Cordoba was the most important science,ucelltand art centre of Europe. Real
splendour of this era could be seen in the devedopsnbeing achieved in the science, culture
and art fields rather than political space. Cordobaversity, which was founded by Abd al-
Rahman lll, was the biggest university of the medigeriod, attracted students from both
the Christian world and the Muslim world to itsdf.this period, even there were a complete
ignorance within Western Europe; the rate of litgravas very high in Cordoba and
Andalusia cities (Bal, 2008: 68). Cordoba palabeaty that was founded at the time of Abd
al-Rahman II, was one of the richest libraries lo¢ tMiddle Age. Libraries that were
established by each sultan were combined at the tfnHakem Il and emerged a giant
600,000-volumes library (Yildiz, 1987: 483). Indld@ra when there was a complete ignorance
in Europe, Andalusia and its capital Cordoba werthe highest level in many fields such as
religious as well as history, geography, philosggaw, mathematics and medicine. Cordoba
and the Andalusia’s knowledge and civilization teelaa principle for Europe's awakening
and Renaissance thanks to transferring to Euromeigh both the Christian kingdoms of
Spain and commerce.

5. CONCLUSION

A society structure that had never seen before ng eommunity occurred in
Andalusia. In society; Arabs, Berbers, Spaniards Vived together brought an unexampled
superiority and wealth to Islamic culture in Spalimis multicultural structure led to a great
improvement in all areas of architecture, scientiihilosophical and the art in a short period.
These cultural wealth and scientific improvemergached to the Western European cities
through Muslim merchant expeditions to Western Raem cities and relationships that were
established by them. Philosophic works in the Igtanvorld, astronomy, mathematics,
medicine, geography, history and music studies wranesferred to their cities by European
traders. Additionally, crafts such as advanced cagitiral techniques being applied in
Cordoba, textile weaving and silkworm rising, leatprocessing, iron and copper processing
art, paper production from linen and cotton and kbawling were moved to Western
European cities through traders.

82

Being excluded Muslim culture and its contributidmg Europe and the matter of
occurring Renaissance entirely by European’s ownadycs; it is still advocated as an
opinion which is still valid today. Scholars such Rirenne and Weber claim that there are
serious differences in freedom, the city plannimg &conomic structure between medieval
Islamic cities and medieval Western European citiesthis context, it is expressed that
Islamic cities are not independent from the centrahagement and also there are no specific
plans of Islamic cities. It is clear that the deyehent of cities depended on the circumstances
of the period and cities and cultures were affedigdeach other through trade. Thus, in
accordance with needs of middle age, they werdaing each other by their main structural
characteristics of the basic structural charadtesisplanning and economic structure in both
Islamic world and Europe.

The differences resulted from the religion and weal$ were seen among medieval
European and Islamic cities. To seize the bourgdleéscity government formed the basis of
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the Renaissance in Western Europe. At this pdirg,gutonomy that did not exist in Islamic
cities and lacking citizen rights as well as coaitig the understanding the servitude in the
medieval age was criticized. In this regaimklcik verifies the management in Islamic cities
are not independent from central government, butclaens that there was no despotic
tyranny structure for people of the citinalcik, says that Kadi and other judges played a
public representative role and they had indepersl&om the central government as a person
who had a duty to protect the public.

The allegations related to being unplanned of Iglanities, were caused by the
inability of gripping of Islam's privacy understand by Western scholars. In medieval
Islamic cities, there was a clear distinction betsweommercial and residential areas, as well
as the distinction between Muslims and non-Muslim®ugh districts because of family
privacy. Commercial and administrative areas, i@distrand the city centre were separated by
gardens and green spaces. Indeed, metropolis wasred with this city plan such as
Baghdad, where the population reached to 2,00(8060Cordoba that the population reached
to 400.000 in the Middle Age. Particularly, whileete were darkness and knee dip mud on
the streets of Paris which was one of Western Elisopnportant cities in 10th and 11th
centuries, Cordoba which was one of Islamic woridiportant centres was the most modern
city of medieval Europe with the stone paths shieig for miles, green spaces and gardens,
architectural, libraries (Hitti, 1980: 632).
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COMPETITIVE STRENGTH AND ITS IMPACT TOWARD
ACHIEVING COMPANY’'S PERFORMANCE BASED ON BALANCED
SCORECARD APPROACH IN THE FURNITURE INDUSTRY IN
CENTRAL MINAHASA REGENCY

Irvan TRANG

ABSTRACT

The Balanced scorecard translates the companysanisind strategies into a complete set of
measurements which provide the framework for meamants and strategic management system. This
study (research) aims at analyzing the simultanaffasts from the variables of competitive strength
that is, delivery, value, flexibility, and innovati toward to the company’s performance achievemen%7
based on Balanced Scorecard approach. This stuldg explanatory study that explains the causes
relation ship among variables through hypothetiests. The population in this study are small,
medium, and big-scale furniture industries which e@xport — oriented and are also registered at the
office of industry, Trade, cooperative and investiof central Minahasa.

The determination of samples in this study is Byng purposive sampling method, which
means that the determining of samples is by coringlecertain criteria that are decided by the
researcher (s) toward the objects which are seitadsl the objective of the study. The results @& th
study show that the variables of competitive stiengiamely delivery, value, flexibility, and
simultancous innovation affect the achieving ahpany’s performance based on Balanced scorecard
approach in export — oriented furniture industrytia regency of central Minahasa.

Key Words : Competitive Strength, Balanced Scorecard, ComgaRgrformance, Central
Minahasa Regency

JEL Classifications: D10, L10, L21, L26, M15IT

! Economic And Business Faculty Sam Ratulangi UsitgrPineleng | Kabupaten Minahasa, Sulut, Ind@nes
E-mail: trang_irvan@yahoo.com

87



) |
\/ Journal of Life

Economics

[. INTRODUCTION

The development in the industrial sector is onehef main priorities of economic
development without neglecting the developmentgpicaltural and industrial sectors. One of
the sub sectors that contributes significantly tfee economic development is the furniture
industry. This could be seen at the time of ecowgoenisis, most of the furniture industry,
especially in control Minahasa Regency could swenand even grew rapidly along with the
depreciation of rupiah’s currency against the U8ado(Disperindag Kab. Minahasa Induk,
2015).

The furniture industry which is growing current/an important industry in central
Minahasa Regency. It's not exaggerating to say ttatfurniture industry is the supporting
pillar or even the breath of life for the peopleagintral Minahasa Regency. The indicator
that shows how important the role this industrg péayed, can be seen at the labor force
absorption in 2013, it was recorded that as many,250 workers were absorbed in the
furniture industry, and not including the manpowadysorbed at other sectors. Besides
absorbing many workers, this very industry cao &lslp the growth of small scale furniture
industry. Most of the products made by small-sdaldustry are absorbed by big-scale
industry in the form of half — finished goods whiare further processed into ready made
products and marketed.

The rapid expansion of industrial hubs also af#fect the physical development of
infrastructure such as : the asphalting of roadsliages, the building of places of worship as
well as educational institutes which are built byedf — supporting basis, is the real proof of
growth in the community’s economic. With the prase of local and foreign investments,
the door for the furniture industry to enter intgpert- market is opened wider. The boom 88
period for carving products export from centralnkihasa happened in 1999 to 2013. After —
that period, the exports dropped drastically torlyegb %. That can be seen from the rate of
growth of the Gross Regional Domestic ProductsS&ator which is shrinking year to year,
thongh still grows positively at 1.59 % in 2015af&n Pusat Statistik Minduk, 2015).

The shrinkage is caused by the declining of fumeitdemand which is the main
industry in central Minahasa District. To name sormaasons of the shrinkage on, among
others, to : First, the scarcity of raw materiaisthe consequence of Perhutani’'s policy to
issue decree of Kepmenhut 19/2003 on the RedudafoRkelling Areas of Perhutani |
Teakwood Forest to 40 %. Second, the failure oftmen in fulfilling the quality and
specifications as requested by international buy®nsl third, the springing up of activities
outside central Minahasa so that central Minahasaot the only player at present. Other
problems have to be tackled by the furniture inguate the rising cost of operation caused
by the rise of fuel’'s price, electricitiy rate (rand the demands for wages like by workers.

In such a strict and competitive situation, anerder to be able to reach and expand
its market, each company needs to have strategyntthe competition. According to Fred R.
David (2012), strategy is the means to reach lengrm target. Competitive strategy which
becomes the core strength / competence of a comjpamyshould always be increased on
order to obtain competitive superiority and addedu® so as to be able to support the
achieving of company’s performance. Achievementnésally, a company’s performance
rating uses financial measuring rod. One of ther@gghes that can be used to measure the
achievement of a company’s performance by balanEingncial Aspect and Non-financial
Aspect, that is the performance rating method baseBalanced scorecard approach. This is
strengthened by Kaplan and Norton’s (2006) statémemd that, the Balanced Scorecard
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(BSC) provides an instrument to managers which eeded for directing a company
(corporation) to future successful competition.

Balanced scorecard translates a company’'s misaimwh strategy into a set of
measurements providing the framework for measuand strategic management system.
Balanced scorecard measures a company’s performamci®ur balanced perspectives :
finance, customers, internal business process,|earding process as well as growth. BSC
enables a company to record the result of finanp@formance and at the same time to
monitor the progress of a company in building cotepee and to get intangible assets needed
for future growth. Therefore, a research is neddelde conducted concerning the effect of
competitive strength toward the achieving of conmym performance based on Balanced
Scorecard approach in furniture industry which xpat — oriented in central Minahasa
Regency.

The Objective of Study

The objective of this study : (1) To find out vither the variable of competitive
strength, namely delivery, value, flexibility, amthovation have any effect simultaneously
toward the achieving of company’s performance base&alanced Scorecard approach ; (2)
To find out whether the variable of competitiveesigth, namely delivery, value, flexibility,
and innovation have any partial effect toward tbaching of company’s performance based
on Balanced Scorecard approach.

2. LITERATURE REVIEW
Strategic Management

Some experts in the science of management defiaggic management by different gg
ways. Ketchen (2011) defines strategic managengeanalysis, decision, and action taken or————
done by corporations to create and maintain conmgeguperiority. This definition describes
two main elements of strategic management. Fitrgttegyic management that is related to the
ongoing process : analysis, decision and actiorat&fic management is related to how
management analyzes strategic target (vision,ioms®bjective) as well as internal and
external condition being faccol by a corporatiomurtker, the corporation has to create
strategic decision. This decision has to be ablartswer two main questions : (1) what
industry is this corporation involved with and (&)w the corporation has to compete in the
said industry.

Finally, the action that should be taken to exec¢he decision. The action needs to be
done is to encourage managers to allocate resoante$o design organization and to make
plans into realities. The second element, strateganagement is a study about why a
corporation is able to defeat other corporationanders need to determine on how a
corporation could create competitive superiorityich is not only unique but also valuable,
and also hard to be copied or replaced so thatritve long. Competitive superiority that
could survive long enough is usually obtained bynddalifferent activities which differ from
its competitor, or doing the san activities by eliéint ways.

Competitive Strength

In the theory of competition we know a very famdlisory by Michael Porter when
we want to analyze competition (completion ana)ysitie theory is well known for its term
Porter Five Forces Model.” Basically, Porter evédgahat in reality, a corporation does not
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only compete with other corporations in the indystr present. Analysis generally used by a
corporation is who is the direct competitor of tteenpany / corporation and at last they are
trapped in the “competitor oriented”. So they da have clear market’s vision. In the Five
Forces Model, it is depicted that we also compadth aur potential competitor, that is, they
who ever will enter, supplier, buyers or consumarg] substitute products. Thus, we must
know that there are five strengths which deterntin@echaracteristics of an industry, namely :

1)The current inter buyer competition intensity.
2)The threat of new comers’ entry

3)Suppliers * bargaining power.

4)Buyers’ bargaining power, and

5)Substitute products threat.

Balanced Scorecard

The Balanced score card is further abbreviatedS€ Bnd it is an approach toward
strategic management developed by Robert Kaplamv@té Business School) and David
Norton in the beginning of 1990. BSC is formed fromo words, that is, balanced and score
card. Balanced means there is balancing betweamdial performance and non financial
performance, short — term and long — term perfooearetween internal and external
performance.

While Scorecard, namely a card which is usedettond someone’s performance.
Scorecard is also used to plan scores which wittbézed by someone in the future.

At first, BSC is used to improve measuring systemexecutive performance is only gg
used for measuring finance. And then, it develaly into four perspectives, performance.
The four perspectives are finance, customers,natdrusiness process as well as learning and
growth. According to Kaplan and Norton (1996), Baled scorecard is :

“a set of measures that give top managers a fastdomprehensive views of the business
includes financial measures that tell the resultaations already taken....complements the
financial measures with operational measures otomess satisfaction, internal process, and
the organization’s innovation and improvement aiég - operational measures that are the
drives of future financial performance.”

“ A measurement and management system that vielnss@mess unit's performance
from four perspectives : financial, customers, nimé business process, and learning and
growth”. Thus, Balanced Score card is a managesysiem, measurement, so that a fast,
accurate and comprehensive control could providepcehension to managers about business
performance. Performance measurements with Balaswaecard views business unit from
four perspectives : namely, finance, customeusjri@ss process in a company, as well as
learning and growth. Through cause and effect mashg the financial perspective becomes
the main measuring rod that explained by operationaasuring rod on three other
perspectives, as driver (lead indicator).

Besides that, the Balanced Scorecard also prottdeking framework to spell out
company’s strategy into operation. Before implenmgnBalanced scorecard, by the time of
building Balanced scorecard, first of all, the nass vision, and company’'s strategy from
company’s top management should be spelled outlgldar it determines the following
process in the form of operational activity of s#ac transaction. With Balanced Scorecard,
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the objective of a business unit is not only statethe form of financial measurement, but
also spelled out further into measurement about the business unit creates value toward
the existing and future customers and how the lessirunit should increase its internal
competence including investment in human resousyetiem and procedure needed to reach
better performance in the future. Thrungh Balarsamtecard, the financial and non-financial
performance measurement, is expected to becomeopadlte information system for all
employees of all levels in an organization. BS@ imechanism of management system that
could translate vision and organization’s stratedy real action on spot. BSC is one of the
management instruments which has been proved te halped many corporations in
implementing their business strategies.

Balanced Scorecard’s Superiority

In its development, BSC has helped corporationseth their goals successfully.
BSC has several superiorities which does not psedelsy traditional strategic management
system. Traditional strategic management merelysorea organization’s performance by its
financial side and stress more on measuring tamdibhgs, however, business development
demands the changing of views that intangible thialgo play a role in the progress of an
organization. BSC answers the need through stateginagement which consists four
perspectives process as well as learning and growth

The superiority of BSC approach in the stratedanping system (Mulyadi, 2012),
and it could bring forth strategic planning whicbspesses the following characteristics (1)
comprehensive, (2) coherent, (3) balancing, (4)suesl.
91

Perspective in Balanced Scorecard
The Perspectives in BSC are follows :

1. Finance Perspective

BSC uses financial performance as its mesuaringgoch as net profit and ROI, for
the measuring rod is generally used in companidmdoout profit. Financial measuring rod
only cannot describe the causes which made adsetgye that is creased by a company or
organization. (Mulyadi and Johny Setyawan, 2000).

Balanced scorecard is a performance measuremehbdethich in itself there is a
balancing finance and non finance in order to dieecompany’'s performance to reaching
success.

BSC can explain further concerning the vision tphkitys a role in realizing the
addition of assets (Mulyadi & Johny Setyawan, 2Q@jollows :

1. The increase of customers’ satisfaction so sb ahcreases profit (through the

increasing of revenue).

2. The increase of employees’ productivity and eotment, so it also increases

profit (through the increasing of cost effectivesjes

3. The increase of company’s competence in produithancial returns by reducing

the capital used or invest in projects that prodhigh returns. In the Balanced

scorecard, financial measurement hs two importatgsy the first, all perspectives
depend on financial measurement which show theeamehtation of strategy which is
already in achieving organization’s objectives.
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According to Kaplan and Norton, business circlailded into 3 stages, namely :
growth, sustain, and harvest, where each, statfeeicircle has different financial objective.
Growth is the early stage in a business circlethist stage, a business is expected to have new
products which are very potential for the busin@$st is why, at the growth stage, we should
consider resources to develop new products andnimease services, build and develop
production supporting facilities, invest in systanfrastructure and distribution network that
will support the forming of work relationship onetlwhole in developing good relationship
with customers. On the whole, financial objectivéhés stage is to measure the percentage of
growing level, and sales growing level in the &egl market. The further stage is sustain,
where at this stage, questions prop up about theidg back of investment or reinvest by
considering the level of return which they haveested. At this stage, the financial objective
to be reached is to get profit. The following isesample of a business which is undergoing a
stage called harvest, where n organization or pnser will make efforts to sustain its
business. Financial objective of this stage is\twaase cash flow and to reduce fund flow.

2. Customers’ Perspective

In the customers’ perspective, a company firstlbheeds to determine market and
customer’s segment which is the target of an omgdinn or an enterprise. Further, managers
should determine the measuring instrument to meath#& performance of each operational
unit in the effort of reaching its financial targéta business unit wants to r each a superior
long-term financial performance, they should creaté present a new product/service which
is more valuable for their customers (Kaplan, Nostt996).

A product is said to be valuable when the benediteived from the product is higher
than the money paid (when the performance of aymtodears or surpasses what it is hoped
for and perceived by surpasses what it is hopearidrperceived by customers). A company
has the limitation to satisfy potential customeustisat it needs market segmentation to be?
able to give the best service based on the existngpetence and r esources. There are two
groups in customers’ perspective, namely :

+» Core Measurement Group

This measurement group is used to measure how aargniulfill the needs of
their customers in reaching customers’ satisfacttosustain, to get, and to seize
market share which has beenset before. In themeesurement group, we know
there are five measuring rods, namely : market eshaustomer acquisition,
customer retention, customer’s satisfaction, arsazuer’s profitability.

% Measurement Group of Customer Value Proposition.
This measurement group is used to find out howrapany measures the market
value they dominated and the potential market thay enter. This measurement
group can also be used to describe performancgetrizvhich involves what
should be presented by a company to reach saisfaetvel, loyalty, retention,
and acquisition of high customers. Value propositidescribes attributes
presented by a company in the product/service sle#lyin order to create loyalty
and customer’s satisfaction.

3. Perspective of Internal Business Process

Perspective of Internal Business Process featuitesat process that enables business
unit to give value proposition which is able tératt and sustain customers in the targeted
market segment and to satisfy stakeholders thrdungimcial returns (Simon, 1999). Each
company (corporation) has a set of unique valuaticne process for its customers. Generally,
Kaplan and Norton (1996) divided it into 3 basimpiples, namely :
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1. Innovation Process

Innovation process is the most important partheentire production process.
But there are also companies that place innovatiotside the production
process. In the innovation process itself it cetssof two components, namely
. identification of customer’s wish, and executeduction designing process
which is in line with, customer’'s with. Wheneverethmesult of innovation
cannot fulfill customer’s wish, the product will ihget positive response from
customers, so it won’t provide addition income docompany, in fact even the
company has to spend investment fees on reseatiathearelopment.

2. Operational Process
Operational process is an activity done by a compatarting from the
moment of receiving orders from customers untiltihee when the product is
delivered to customer. Operational process stremsadficiening and time of
delivery of products. This process, based on famtomes main focus of
performance measurement system of most organization

3. After Sale Service
The after sale service here meant could be in thren fof guarantee,
replacement of damaged product, etc.

4. Learning Perspective and Growth

This perspective provides infrastructure for reaghthe previous three perspectives,
and to produce growth and long-term improvemefd.ifhportant for an enterprise, when it
wants to invest, it should not only invest in eequgnt for producing product / service, but

also should invest in infrastructure, namely : honrasources, system and procedures?3

Financial performance measuring rod, customersiatednal business process could reveal
the wide gap between the competence of human,nsyael procedures. To narrow this gap,
an enterprise / company should invest in employeeskilling, namely : to increase the
competence of information technology and systemwa$ as to redesign the existing
procedures. Learning perspective and growth cogeBncapability principles related to
company’s internal condition, namely:
1. Worker’'s capability
Worker’s capability is the part of a worker’'s cabtition to the company. In the
connection with worker’s capability, there are Bgs that should paid attention to
by the management.
a. Worker’'s Satisfaction
Worker's satisfaction is the precondition for ireseng productivity,
accountability, quality, and services to customdise element that can be
measured in worker’'s satisfaction is the workerigolvement in decision
taking, recognition, access to get informationyeltio work creatively, and to
use initiative as well as the support from superior
b. Worker's Retention
Worker’s retention is the competence ability totaimsthe best workers in a
company where we know that the worker (s) is a ltrgy investment for a
company. So, the quitting of a capital intellectuass for the company
worker’s retention is measured by the percentageaaimpany’s turnover.
c. Worker’s productivity
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Worker’s productivity is the result of the entirgluence of the increasing
expertise and morality, innovation, internal pragesand customer’s
satisfaction. The objective is to relate outputduced by workers with the
number of workers who should produce the said dutpu

2. Information System Capability
The measuring red for information system capigbii the level of accuracy
of information available and the length of timegetting the information needed.
3. The organizational climate which drives the appeegaof motivations and
empowerment is essential to create workers who indrative the measuring rod
for the above mentioned is the number of suggestren by workers.

Company’s Performance

Performance measurement is an important thingenptanning process, controlling,
and transactional process. Such as acquisitiome sésuance. Threngh evaluation, a company
may choose the right strategy and financial stmectuletermine the phase out toward
company’s business units which are not productivedt internal reward and to set share
price properly (Robbins, 2012). Traditional measoen is conducted by company’s actual
performance with budgeted performance or standeed in ling with its accuntarbility
characteristics, while contemporary performance smesment uses activities as its
foundation (Schuler &Jackson, 2011 : 3).

Performance measurement is designed to evaluateghod an activity is done and
could identify whether sustainable improvementasal or not corporations so far use more
performance measurement to emphasize on finangecs namely which is usually called
traditional performance measurement. Traditionafgpmance measures only the one that is?4
connected with financial aspect. While, other pemfance measurements such as :
competence increase and personnel commitmentugioity increase and business process
cost effectiveness used to serve customers is alwaglected by management for it is
difficult in measuring. Up till now company’s perfnoance measurement is conducted,
through traditional approach which emphasizes tirraspect, such as gross profit, return
equity, operating income and so on, where at pte#és no longer used as a strong survey
rod at this competitive era. Therefore, other sneag red is needed as financial
complement, long term profitability, high qualitygyal customers and maximum working
satisfaction.

Vichery, Droge, Markland (2013) said that previeussearches are conducted to
research manufacturing company’s competitive strenig furniture industry by using
analysis factor and regression analysis, besidekirsg core dimension of manufacturing
company’s performance, this research also stutesaiationship between core dimension of
manufacturing company’s competitive ability withetlwhole business performance. The
results of the study show that there are four dsims of the manufacturing company’s
competitive capability in furniture industry, amonhers, delivery, value, flexibility, and
innovation. By using regression analysis betweempsmiitive capability toward six
performance measurements, namely ROA after taX, ROS, ROI Growth, ROS Growth
and sales Growth. It found that the factor of cotipe capability has no significant effect to
performance measurement except innovation hasfisgmi effect to the six performance
measurements.

Peter T. Ward and Rebecca Duray (2013), the rdsearms conducted at us
manufacturing companies which are active in s&ektronics, and system control producing
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business. This rescarch aimed at finding out tHecefbetween dynamic environment,
competitive strategy, manufacturing strategy, aochgany’'s performance. The competitive
strategy is proved as the variable between orghoird environment and manufacturer’s
strategy. Facts show that environment, competitsteategy (differentiation) and
manufacturer’s strategy (quality) provides highfpenance for company. The results of this
rescarch show dynamic environment affects competgtrategy choice, competitive strategy
affects manufacturer’s strategy, and manufactustrategy affects performance.

Harinie (2012) in his study “The Influence of thegdlementation of Strategy on the
Performance at PT. Bank Mandiri (Persero) Tbk. BratHUB Lambung Mangkurat
Banjarmasin Based of Balanced Scorecard Apprddglusing Path Analysis, the results of
his study show that strategy implementation exetutg credit managers, supervision
manageri and credit rescuing, and fund/service gensawhether simultaneously or partially
affects positively toward the achievement of conymrmperformance based on Balanced
scorecard approach. From previous research, asanedtabove, it's conculuded that the
discussion and research concerning business enwinay competitive strategy, competitive
strength, company’s performance and Balanced saatelcave been conducted by many
people before with various results of studies. €hean be used as consideration and
reference so that these studies can be comparedoamulete each other and provide further
study chances whether in the replicative or devalam nature.

From the existing basis of theory, Pearce and Raolnin(2010), define strategy as a
group of decisions and actions which result inftrenulation and implementation of plans
designed to reach company’s target.

4. HYPOTHESIS

H,: Competitive strength, that is, delivery, valuexibility and innovation are 9°
assumed to have simultaneous effect toward thetedforeaching company’s performance
based on Balanced scorecard approach.

H> : Competitive strength, namely delivery, valuegxibility and innovation
assumed to have partial effect toward the achiewompany’s performance based on
Balanced Scocecard approach.

5. RESEARCH METHOD
Research Approach
This research uses survey method. According gpyBoo (2012), survey method is a
method used to obtain information via request @drimation to parties providing information
or answer (respondent).This study is in cludedxata@atory research, that is, research which
explains cause relations between variables thrbygbthetical tests.

Location and Time of Research

The location of this research is in central Minahd&®egency with the furniture
industry as the object of its study. The generatoa for chosing central Minahasa Regency
Is because it is as one of the regions of furniindistry hub in North Sulawesi, whether
small, medium or big-scale industry ; while the gfie reason is because the furniture
industry is on of the industry which gives big admition to the economic growth in that
region that also is in line with President JokowPsogram to increase national economic
growth and it is also as the subsector of industnich has absorbed a lot of manpower in
central Minahasa Regency. The time for the resaarcbnduesed at the and of 2015.
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Population and Sample

The population in this study is the medium and dmgle and export — oriented
furniture industry which have been registered ataddIndagkoppm (the office on Industry,
Trade, Cooperative and Investment) of Central MasahRegency. There are 25 big-scale
furniture companies that employ more than so wark@eople), and 35 medium-scale
companies that employ between 20 to 30 workerstheoe are 60 furniture companies which
are categorized as big companies. The determinatiosample in this study is by using
purposive sampling technique, meaning that the Bagps determined by considering
certain criteria which have been selected by tsearcher (s) which are in accordance with
the objective of this research.

Data Collection

The type of data used in this study are primarysewbndary data. The primary data is
the data obtained from interview method and qaesfiire. The secondary data is obtained
from intermediary media (gotten and recorded bofarties), and in general is in the form
of proof, note or historical report composed ire fil archive (documentary data) whether
published or non-published (Indrianto, 2013). White technique of data collecting in this
study are questionnaire, observation and interview.

Data Analysis

Descriptive statistical method aims to get desimptabout the variable of delivery,
value, flexibility and innovation as well as to iy the respective characteristics variables
in the form of frequency and percentage. Inferestadistical method aims to test the effect
between the variables of delivery, value, flexigiland innovation to ward the reaching of 96
company’s performance based on Balanced scorepardach and also to test the hypothesis
which has been formulated in this research. Thdysisamodel used is the double linear
regression by using computer software program SES8&tistical Product and Service
Solutions) 11.0 for Windows version. The factorlgsia used in this research is confirmatory
factor analysis. In this confirmatory factor, someds a priori based on theory basis and
concept which he / she has, he/she has alreadyrkhow many factors should be formed,
what latent variable is included in the factor {8win, 2012). The criteria of hypothetical test
in this study uses F-test and T-test. Double limegression analysis model is used to find out
the effect between independent variable and depenadeiable. The indepent variable in this
study, that is : delivery, value, flexibility, amshovation, while the dependent variable, that is
. the reaching of company's performance based ala®ed Scorecard approach.
Mathematical similarity formulation of double lime@gression analysis used is as follows:

Y = dependent variable

a = constant

b12....... k = coefficient regression
X = independent variable
e = disturbing factor

6. RESULTS AND DISCUSSIONS
The results of research
The objective of research
Nationally, economic improvement after the crisas been seen in the last few years,
though not as high as previeus years before ¢baagnic crisis, the national economy in
2015 had grown as much as 4.10%, higher than 201iéhvonly grew as much as 3.66 %.
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And similar with the national economic conditionpfth Sulawesi’'s economy was also
moving toward economic improvement. The rate ofnecoic growth in North Sulawesi
before the economic crisis (1996) was as much 23 %. The following years were colored
by fluctuations and even by decline of minus 11.78¥veral years have passed, and now
North Sulawesi’'s economy is relatively stable gregvas much as 4.18 % (Badan Pusat
Statistik Kab. Minahasa Induk, 2015).

This data analysis aims to describe the resultseséarch using as many as 77
managers or company owners of furniture industrseapondents. And they are medium and
big-scale export-oriented industry based on agedegre and level of education. In addition,
concerning the products manufactural, distributi@mannel and how to export are also
presented.

Double Linear Regression Analysis

In principle, the factor analysis is used to sityp{reduce) data, that is the process of
summarizing a number of variables and shortenedarittle, and then is called factor.

The factor analysis has not yet answer the hygathe this study, that is the relations
between independent variable and dependent varialdable linear regression is the
instrument used to answer the hypothesis in thidysby measuring the effect of independent
variable toward the dependent variable, whethisrsimultancous or partial effect.

The results of analysis of independent variabkffect, namely delivery, value,
flexibility, and innovation toward the independewariable, that is, the reaching of
company’s performance based on Balance scorecgmbagh on the at attachments are as
follows :

From the similarity of double linear regressiom ftiirection of relationship can be
seen on variables X1, X2, X3, and X4 which aredatid by its, coefficient regression sign. 9/
Coefficient regression variable X1, X2, X3, and p@sitive relations of variable X1 delivery,
X2 toward Y that is the reaching of company’s perfance based on Balanced Scorecard
approach. It means that each addition of varialdleX?, X3 and X4, so Y will also increase.

It has been known that the value R as much as @Wh8th means double correlation
between variable X1 delivery, X2 value, X3 flexityi] and X4 innovation toward variable Y,
that is, the reaching of company’s performance dbase Balances Scorecard approach is
strong because it has a score of more than 0,50.

While determination coefficient R square®Ras much as 0,617, however if the
regression models is more than two variables,bétter to use Adjusted R square as the
determination coefficient (Santoso, 2001). The gadfi Adjusted R square as much as 0.596
shows that 59.6 % variation of company’s perforneahased on Balanced Scorecard could
be explained by variations of the four independeatiables, namely delivery, value,
flexibility, and innovation while the rest as muak 40.4 % is explained by other variables
outside the model.

7. CONCLUSIONS AND LIMITATIONS

Based on theresults of analysis and discusiongprenious chapters, then the
conclusion that could be taken is a follows : (bmpetitive strength variable, namely
delivery, value, flexibility, and innovation simatieously affect the reaching of company’s
performance based on Balanced Scorecard approdable export oriented furniture industry
in Minahasa Regency ; (2) competitive strengthaldd, namely delivery, value, flexibility,
and innovation partially affects the reaching ofpany’s performance based on Balanced
scorecard approach in the export oriented furnitodeistry in minahasa Regency ; (3) from
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the four variables of competitive strength, valaes the dominant effect toward the reaching
of company’s performance based on Balanced scatexqgwroach in the export — oriented
furniture industry in Minahasa Regency.

The explanation of this study’s results have beemtioned above is to answer the
hypothesis. Besides that the results of this stisdjopefully could give good input to
furniture industry in central Minahasa Regency, eesgdly which is export -—oriented
company, and also to other researchers in ordeigtother factors that could base and affect
the achievement of company's performance viewexnfthe competitive strength of
furniture industry or viewed from other sides.

The results of analysis in this study show thatusiameously the competitive strength
possess by the furniture industry in central Mas#h Regency, namely delivery, value,
flexibility, and innovation have significant effeadn the achievement of company’s
performance based on Balanced scorecard approdih.cdn be seen from the value of
Adjusted R square as much as 0,596 which meanshihauccess of reaching performance of
furniture industry in central Minahasa Regency fieced by the competitive strength,
namely delivery, value, flexibility, and innovatiawhich all together is as much as 59.6 %,
while the rest is as much as 40.4 % is explainedtbgr variables which are not included in
this research.

Partially, the competitive strength variable, nameelivery, value, flexibility, and
innovation influence significantly the achieremesft company’s performance based on
Balanced scorecard approach in export orienteditéwen industry in central Minahasa
Regency.

Some of the limitations experienced by the researdbesides the limitation of time
and expenses, among others : (1) the availabilitgupporting data from the authority
concerned is incomplete and not all data are ugate : (2) lack of literature concerning 28
previews researches which states the effects betv@ampetitive strength and the reaching
of company’s performance based on Balanced scareggroach (3) there are many things
that could influence respondent’s, among otherglpdpgical condition which could not be
predicted so it could influence respondents innfijlquestionnaire Respondent who is busy
tends to not to heed the points asked in fillinge guestionnaire. Respondent who is busy
tends to not to heed the points asked in filling tjuestionnaire (4) it was hard to get
information from respondent to have direct intenwvibecause most of the respondents are
busy with their respective work so that most ofitifermation is obtained from questionaires
filled.

8. CONTRIBUTIONS

The recommendation of this study are (1) suggestwhich could be given based
on this study are as follows : the results of stadgw that the factor, of value has the most
dominant effect, so that in the future entrepreseue hopefully pay more attention to value
factor, besides that, the furniture businessmaruldhpay attention to other competitive
strength factors such as the factor of delivesxibility, and innovation ; (2) considering the
phenomenon happened in the furniture industry imaiasa Regency, where many of the
businessmen only thought of products that coulddié by quickly so they could get profit
without paying attention to the quality of theirroducts, this caused the value of export
dropped drastically because they failed to meegimlity and specifications determined by
international buyers. Therefore, hopefully entreprgs will increase the quality of their
products so that the loyality and retention of oostrs could be sustained. Thus, the
objective of enterprise to become highly competitnterprise to become highly competitive
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enterprise can be realized ; (3) In order to betabincrease the development of furniture

industry in Minahasa Regency especially exportiented ones, the government, in this cate,

Dinas Indagkoppm of Minahasa Regency. Should givéensive quail and mentoring to
enterpreneun in management, finance, productionnaaketing ; (4) For future research,
they can continue and perfect the usage of thidystuconcept in other industries and add
other factors which from competitive strength cquicthat may affect more toward the
achieving of company’s performance ; (5) from tkeults of study, it shows the factor of
value possessing most dominant effects, so inuhed, hopefully enterprenours should pay
more attention to the factor of value besides thahiture manufacturers should also pay
attention to the factors of other competitive sftrsuch as the factors of delivery, flexibility
and innovation.
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