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Algilanan Marka Etiginin Marka Imaji, Tutumu ve
Tercihine Etkisi: Tiirkiye'deki GSM Operatorleri

Uzerine Bir Arastirma

Umit Arklan, Neslihan Kocadmer

02z: Bu ¢alisma, algilanan marka etigi kavramin titketici perspektifinden ele almaktadir. Markalarin etik ya da etik
dis1 uygulamalarinin tiiketicilerin markaya yonelik tutumlarini, imaj algilarini ve tercihlerini nasil etkiledigini Tiirki-
ye'deki GSM operatérleri 6rneginde belirlemeyi amaglamaktadir. Bireylerin etik tiiketicilik anlayislari ile davramgsal
egilimleri arasindaki uyumlulugun da incelendigi ¢alismada degiskenler arasindaki iligkileri belirlemek i¢in yapi-
sal egitlik modellemesi kullanilmigtir. 459 katihimcidan elde edilen veriler SPSS ve AMOS programlar1 kullanilarak
analiz edilmistir. Analizler sonucunda marka etiginin marka imaji ve tutumu tizerinde istatistiksel olarak anlamh
bir etkiye sahip oldugu, marka etiginin marka imaji ve tutumu aracihgiyla marka tercihini dolayh olarak etkiledigi
gorillmustir. Ayn1 zamanda marka imajinin marka tutumu ve tercihi tizerinde, marka tutumunun ise marka tercihi
tizerinde anlamli bir etkiye sahip oldugu tespit edilmistir. Bu ¢aligma, ilgili degiskenlerin biitinciil bir bakis agisiyla
ele alinmasi ve sonuglarin ampirik bulgularla ortaya konulmasiyla literatiire katk: saglama potansiyeline sahiptir.

Anahtar kelimeler: Algilanan marka etigi, marka imaji, marka tutumu, marka tercihi.

Investigation of the Effect of Perceived Brand Ethicality on Brand Image, Attitude and Preference: A
Study on GSM Operators in Tiirkiye

Abstract: This study addresses the concept of perceived brand ethicality from a consumer perspective. It aims to
determine how ethical or unethical practices of brands affect consumers’ attitudes towards the brand, image per-
ceptions and preferences in the case of GSM operators in Tirkiye. Structural equation modelling was used to deter-
mine the relationships between variables in the study, which also examines the compatibility between individuals’
understanding of ethical consumerism and their behavioural tendencies. The data obtained from 459 participants
were analysed using SPSS and AMOS programs. As a result of the analyses, it was found that brand ethics has a sta-
tistically significant effect on brand image and attitude, and brand ethics indirectly affects brand preference through
brand image and attitude. At the same time, it was determined that brand image has a significant effect on brand
attitude and preference, and brand attitude has a significant effect on brand preference. This study has the potential
to contribute to the literature by addressing the relevant variables from a holistic perspective and presenting the
results with empirical findings.

Keywords: Perceived brand ethicality, brand image, brand attitude, brand preference.
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Giris
Yiksek rekabetin hakim oldugu mevcut pazar kogullarinda, markalarin éncelikli
hedeflerinden biri tiiketiciler tarafindan tercih edilebilir olmaktir. Bu argiimanin
gerceklesebilmesi i¢in de hedef kitlenin zihninde olumlu izlenim birakmak énem
arz etmektedir. Hedef kitlenin herhangi bir marka hakkinda olumlu disiince ve de-
gerlendirmelere sahip olmasi noktasinda, bircok kriter farkl: roller tstlenmektedir.
Bu kriterlerden biri olan tiiketicilerin markaya yonelik etik algilamalarinin, marka
imaji, markaya yonelik tutumlar ve marka tercihleri gibi degiskenler tizerinde etkili

oldugu diistinillmektedir.

Etik kavrami genel anlamda degerlendirildiginde, insan davraniglarini yénlen-
diren bir dizi ahlaki norm, ilke veya deger olarak kargimiza ¢ikmaktadir (Sherwin,
1983). Etik ve etik dis1 kavramlar bireyin dogru/yanls veya iyi/kéta hakkindaki
6znel ahlaki yargilarina karsilik gelmektedir. Dogas1 geregi ahlaki yargilar da ya
nétr ya da olumlu/olumsuz olabilmektedir (Brunk, 2012, s. 552). Ahlak felsefesi
ise etigi tamimlamak icin iki farkh teori sunmaktadir: Deontoloji ve teleoloji (Bar-
nett, Cafaro ve Newholm, 2005, s. 11). Deontolojik gelenege gore bir eylemin etik
veya etik dis1 olmasi durumu karar vericinin bagl oldugu yasa ve uyguladig: temel
ahlaki normlar tarafindan belirlenmektedir (Brunk, 2012, s. 552). Benzer bir ifade
ile deontoloji kural temelli bir yaklagim olup sonu¢ odakh degildir (Das, Agarwal,
Malhotra ve Varshneya, 2019, s. 481). Diger taraftan bakildiginda, deontolojinin
aksine teleolojik perspektif dogas: geregi sonu¢ odaklidir. Belirli bir kurala ya da
eyleme baglh kalip kalmamanin sonucuna ve bu sonucun iyi ya da kéti olmas: du-
rumuna odaklanmaktadir (Brunk, 2012, s. 552). Ahlak felsefesinin sunmus oldugu
bu iki perspektife gére tiketicilerin algilanan marka etiginin altinda yatan moti-
vasyonlarinin farklhilagtigi séylenebilir. Alan yazininda yapilmis olan baz: ¢aligma-
lar ise tiiketicilerin markaya yonelik etik algilarini hem sonugsal (teleolojik) hem de
sonugsal olmayan (deontolojik) yaklagimin birlesimi olarak degerlendirmektedir.
(Shanahan ve Hyman, 2003; Vitell, Singhapakdi ve Thomas, 2001).

Ozellikle icinde var olunan etik tiiketicilik ¢ag1 ile birlikte hedef kitleler marka-
lar1 yalnizca finansal agidan degil, toplumun manevi degerleri ile bagdastirarak da
degerlendirmektedir (Fan, 2005, ss. 342-343). Brunk (2012, s. 552)'da bir sirketin
davranisi ile tiketici tepkileri arasindaki nedensel baglantinin daha iyi anlagilmasi
i¢in etik titketicilige dikkat cekmektedir. Kumar ve Kaushal (2023, s. 1178)’a gore
etik titketiciligin 6nem kazanmasinda, tuketicilerin markalarin ahlaki niyetleri,
yasal ve toplumsal uygulamalar: konusunda daha fazla endise duymas: etkilidir.

Yapilan ¢aligmalar tiketicilerin etik markalara yonelik taleplerinin arttigini ve boy-
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lece etik satin almanin énemli bir egilime dénustiuginu desteklemektedir (Garan-
ti, 2019; Schamp, Heitmann, Katzenstein, 2019; Govind, Singh, Garg ve D’Silva,
2017). Dolayisiyla son yillarda gerceklestirilen aragtirmalara gore de tuketiciler,
markalarin etik davraniglar icinde bulunmas, sirdirilebilir politikalar tretmesi

ve kamu yararina caligsmasi gerektigini diuginmektedir (Edelman, 2020).

Topluma kars: ekonomik, cevresel ve sosyal sorumluluklar: bulunan markalar
(Enderle ve Tavis, 1998), bu bilin¢le kamu yararina zarar vermemeli aksine kamu
mallarinin gelisimine katkida bulunmak (Fan, 2005) tizere faaliyetlerini hayata ge-
cirmeli ve bunlara iligkin hedef kitlelerine saglikli bilgi akisi saglamalidir. Algila-
nan marka etigi, markanin rakiplerinden farklilasmasinda ve pazardaki siirekliligi
tizerinde belirleyici 6gelerdendir (Brunk, 2012). Diger taraftan marka, benimsemis
oldugu etik meseleleri tiiketicilere dogru bir sekilde iletebilmelidir (Wyer ve diger-
leri, 2014, s. 1). Bubaglamda, Wyer ve digerleri (2014), toplumun markalardan etik
davraniglar talep etmesi durumunda marka imajinin ekonomik anlamda olumsuz
etkilenmemesi i¢in firmanin bu istegi yerine getireceginin altini ¢izmektedir. Li-
terattirdeki bazi ¢aligmalar da, tiiketicilerin sahip oldugu etik algilamalarin marka
iletisimi agisindan kritik olan marka tutumu, marka imaji ve marka tercihi gibi bi-
legenleri farkh gekillerde etkiledigini gostermektedir (Iglesias ve digerleri, 2019;
Shah ve digerleri, 2019; Kang ve Choi, 2016; Sierra ve digerleri, 2015; Brunk ve
DeBoer, 2015; Awasthi ve Singhal, 2014; Singh ve digerleri, 2012; Brunk, 2010a).

Tam bunlardan yola ¢ikarak, bu ¢aligmada etik kavrami, kurumsal perspek-
tiften degil tiketici perspektifinden ele alinmaktadir. Bagka bir ifadeyle, marka-
larin etik veya etik dis1 uygulamalar, titketicilerin markaya yoénelik tutum ve imaj
algilar: iizerinde nasil bir etkiye sahiptir? Tiketiciler markalarin etik degerlerini
odullendirmekte ya da cezalandirmakta midir? Bu sorulara pararel olarak, ¢caligma-
da algilanan marka etiginin, markaya y6nelik tutuma, markanin imajina ve marka
tercihine iligkin etkileri sunulmaya ¢aligilmaktadir. Diger taraftan, alan yazini ince-
lendiginde markalarin etik faaliyetlerinin tiketicilerin marka tercihlerine olumlu
yonde etkisinin oldugu gérilse de Govind ve digerleri (2017, s. 1198) bireylerin
genel anlamda etik tiketicilik anlayisina 6nem vermesine ragmen ¢ok azinin bu an-
layis1 eyleme gecirdigini 6ne stirmektedir. Bu durumun nedeni ise titketicilerin etik
markalara yonelik tutumlar ile eylemlerinin farkli olmasidir. Nitekim Govind ve
digerlerine (2017, s. 1198) gore etik tiketicilige yonelik tutum ve davranig arasin-
daki boglugu ele alan aragtirmalar yetersizdir. Bu digtinceye gore de aragtirmada
tiiketicilerin markaya yonelik etik algilamalari ile davranigsal bir egilim olan (Ebra-

him ve digerleri, 2016, s. 1232) marka tercihleri arasinda uyumun olup olmadigini
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tespit etmek amaclanmigtir. Bahsi gecen degiskenler arasindaki iligkilerin biitunciil
bir bakis acisiyla incelenebilmesi i¢in yapisal esitlik modeli kullanilmigtir. Sahip ol-
dugu tim bu yonler ve bunlarin yani sira gerek etkilesimsel bakis a¢isiyla kaleme
alinan kavramsal cercevesi ve gerekse ulastigi ampirik bulgulardan yola ¢ikarak or-
taya koymus oldugu sonuglar itibariyle alan yazinina katk: saglamasi beklenmek-
tedir. Amacina uygun olarak calismada ¢ncelikle teorik arka plan, aragtirmanin
hipotezleri ve aragtirma modeli iligkisel bir perspektifle sunulurken, metodoloji
kisminda aragtirma tasarimi, 6rneklem, veri toplama yontemi, 6l¢iim araglar ve
analiz yontemleri tizerinde durulmaktadir. Sonrasinda ise demografik bulgulara ve
yapisal modele yénelik bulgu ve hipotez testlerine yer verilerek ulagilan sonuglar

literatiirle de iligkilendirilmek suretiyle raporlanmaktadr.

Kavramsal Cerceve ve Hipotez Gelistirme

Calismanin bu boélumiinde, arastirma degiskenlerinin kavramsal cercevesi ve soz
konusu degiskenlerin ele alindig: ¢aligmalar irdelenmektedir. Ortaya konulan ku-
ramsal arka plandan yola cikilarak test edilmek tizere hazirlanan aragtirma hipo-
tezleri ve bu dogrultuda olugturulan aragtirma modeli de gerekgeleriyle birlikte

verilmektedir.

Algilanan Marka Etigi

Etik ve etik dig1 kavramlari, bireyin herhangi bir olay ya da durum ile ilgili iyi/kéti,
dogru/yanlis seklindeki 6znel ahlaki yargilarimi kapsamaktadir (Brunk, 2012, s.
552). Fan (2005, s. 342) bu yargilar olusturan etik degerler ile yasallik arasinda
ayirim yapmanin zor olduguna deginerek etik degerlerin bireyler, kuruluslar ve
kaltarler arasinda farklilik gésterebilecegini ve zamanla degisime ugrayabilecegini
belirtmistir. Dénemin mevcut kogullar1 dogrultusunda sosyal yapinin gereklerine
uygun olarak algisal dontusume ugrayan etik degerler, bireyler icin oldugu kadar
markalar icin de gecerlidir. Bu da karsimiza algilanan marka etigi kavramim ¢-
karmaktadir. “Tiiketicilerin algiladig: marka etigi, markanin sunmus oldugu triin
ve hizmet konusunda diiriist, adil ve giivenilir algilanmasi durumudur” (Singh ve
digerleri, 2012, s. 543). Eger marka, toplumsal degerleri ve ahlaki normlar ihlal
ediyorsa etik dig1 olarak algilanirken (Brunk, 2010b, s. 276), zarar verici her tir-
li davranigtan kaginmasi etik bulunmaktadir (Brunk, 2012, s. 557). Markalarin
etik degerleri aktarim sekli ise yonetim streci aracilifiyla gercekleserek tiketici ve
marka arasindaki iligkiyi gelistirmektedir (Wen ve Song, 2017, s. 5). Javed, Degong
ve Qadeer’e (2019, s. 684) gore bu iligkinin geligtirilebilmesi icin yoneticiler, titke-
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ticilere ve tiim paydaglara aktarilan kurumsal etik davranis: tegvik etmelidir. Bunu
yaparken de tiiketicilerin etik kararlarini 6nemli 6l¢tide etkileyen egitim, cinsiyet,

yerlesim yeri gibi demografik faktérler goz 6niinde bulundurulmalidir.

Etik tuketicilik ¢caginda markalarin, pazardaki rekabet kogullar icerisinde fark
yaratabilmeleri i¢in etik degerleri kimliklerine entegre ederek taahhiitlerini yerine
getirmeleri zorunluluk halini almigtir (Iglesias ve digerleri, 2019, s. 442). Markanin
toplumsal ve etik taahhiitleri yerine getirmesi itibarini gelistirebilmesi i¢in gerekli
olup marka degerini olumlu yénde etkilemektedir (Sierra ve digerleri, 2015, s. 1).
Tiiketicilerin satin alma kararlarini verirken etik kriterlere daha fazla dikkat etme-
leri (Brunk ve DeBoer, 2015, s. 2), markalarin geleneksel is hedeflerini, normlarini
ve prosediirlerini gozden gecirmelerine olanak taniyarak (Shah ve digerleri, 2019,
s. 2) tim siireclerde etik degerleri gz 6niinde bulundurduklar: bir hareket tarzi

benimsemelerini beraberinde getirmektedir.

Toplumda kiiltiirel degisimler meydana geldigi ve hakim séylemler degistigi sii-
rece tiketicilerin ahlaki yargilar: ve marka etigi algilari doniisiime ugrayabilmekte-
dir (Brunk, 2010a, s. 1365). Bu kapsamda, Cohn (2010, s. 1268), tiiketicilerin etik
ihlallere farkh sekillerde tepki verdigini, etik ve etik olmayan davraniglar medyada
esit sekilde iletilmedigi i¢in bazi davraniglarin tolere edilip bazilarinin edilemedi-
gini vurgulamaktadir. Diger taraftan, tiiketicilerin bir girketin etik degerlerine ilig-
kin algilarinin disiintilenden daha karmagik oldugunu tespit eden Brunk (2010b),
markanin tiketici tarafindan algilanan etikliginin potansiyel kaynaklarini kav-
ramsallagtirmistir. Aragtirmasinda alt1 adet algilanan marka etigi kaynag: tespit
etmistir. Bunlar: tuketiciler, ¢aliganlar, cevre, yabana topluluklar, yerel ekonomi
ve toplum, is dinyasidir. Tam bu bilgiler sonucunda, tiiketiciler markalardan ya-
salara uymalarini, ahlaki normlara sayg: géstermelerini, sosyal olarak sorumlu ha-
reket etmelerini, topluma karsi her tirli zarar verici davranigtan kaginmalaring,
etik olsun veya olmasin bir karaktere sahip olmalarini ve kurumsal karar verme
agamasinda meydana gelebilecek olumlu ve olumsuz sonuglar: degerlendirmelerini
beklemektedir (Brunk, 2012, ss. 556-558).

Marka Tercihi

Marka tercihi, bir tiiketicinin spesifik bir markaya yonelik 6n yargilarina (Chang ve
Liu, 2009, s. 1690), gereksinimlerine, tutum ve inanglarina baglh olarak satin alma
karar siirecinde bir markay: bagka bir markaya tercih etme durumudur (Aktuglu
ve Temel, 2006, s. 44). Diger bir ifadeyle, marka tercihi davranigsal bir egilim olup

tuketicilerin markaya karsi sahip oldugu tutumlarin toplamidir (Ebrahim ve diger-
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leri, 2016, s. 1232). Tiiketicilerin marka tercihlerini etkileyen cesitli demografik,
psikolojik ve sosyolojik faktérler bulunmakla birlikte (Aktuglu ve Temel, 2006, ss.
45-51); mevcut pazar kogullarinda markanin etik davraniglar sergilemesi de marka
tercihini etkilemektedir. Bu gériigu destekler nitelikte Wyer ve digerleri (2014, s. 1),
tuketicilerin, deger sistemlerine paralel markalar tercih ettiklerini, deger sistem-
lerine inanmadiklar: markalar: ise tercih etmediklerini belirtmektedir. Bagka bir
deyisle, etik tuketicilik caginda, dogru oldugu dugtniilen ahlaki yargilarin giinluk
yasama yansitilmak istenmesi tiiketicileri etik markalar: segmeye yoneltmektedir
(Ersoy ve digerleri, 2018, s. 18). Hedef kitlenin bu yéndeki egilimine paralel olarak,
tuketici davraniglar Gizerinde énemli bir etkiye sahip olmak isteyen markalar top-
lumun etik degerlerini benimsemekte, uzun vadede tiiketici davraniglarinm gekil-
lendirmektedir (Fatma ve Rahman, 2017, s. 144; Awasthi ve Singhal, 2014, s. 107).
fgili alan yazinindaki ¢alismalar incelendiginde de tiiketicilerin etik marka algilar1
ile marka tercihlerinin iligkili oldugu gériilmektedir. Bu baglamda, farkli ge¢mislere
sahip olan iki markanin sosyal sorumluluk faaliyetlerinin tiiketici tercihleri tizerin-
deki etkisini aragtiran Achabou (2020), markanin gerceklestirmis oldugu etik faali-
yetlerin uriin i¢in katma deger sagladigini tespit etmistir. Palihawadana, Oghazi ve
Liu (2016), markalarin egitim, saglik, cevre gibi toplumsal alanlarda kamu yararina
yapmusg olduklar faaliyetlerin tiketicileri cezbettigini ve bu tiir markalarin tike-
ticiler tarafindan tercih edildigini ortaya koymusglardir. Benzer sekilde Brunk ve
Blumelhuber (2011), bir markaya yénelik olumlu ve olumsuz algilarin tiiketici ile
marka iligkilerini etkiledigini, bunun sonucunda satin alma davranigina yén verdi-
gini ifade ederken; etik uygulamalara yapilan yatirimlarin kurumsal dizeydeki kar-
siligini aragtiran Singh ve digerleri de (2012), etik faaliyetlerin tiiketici tercihlerini
pekistirdigi ve miigteriyi elde tutmay: kolaylastirdig: sonucuna ulagmiglardir. Bu

bilgilerden yola ¢ikilarak H1 hipotezi agsagidaki gibi olusturulmustur:

H1: Algilanan marka etiginin marka tercihi tizerinde anlaml bir etkisi vardr.

Marka Tutumu

Marka tutumunu genel olarak, titketicilerin bir markaya iligkin i¢sel degerlendir-
meleri (Mitchell ve Olson, 1981, s. 318), olumlu ya da olumsuz fikirleri (Chang ve
Liu, 2009, s. 1689) ve marka hakkindaki herhangi bir bilgiye yonelik 6zet yargilar1
(Keller, 2003, s. 596) seklinde tanimlamak mimkiindir. Tiketici davraniglarinin
temelini olusturan marka tutumu (Ercis ve Yildiz, 2017, s. 246), markanin belirgin
odzellikleri ve sahip oldugu faydalar ile ilgili bir fonksiyondur (Keller, 1993, s. 4).
Buradan hareketle, markaya yonelik tutumlarin tiketicilerin duygularinm etkile-

digini, diigiincelerini sekillendirdigini ve davraniglarina yon verdigini ifade etmek
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olanaklidir. Boylece tiiketicide olusan tutumlar, izleyecekleri reklama, tercih ede-
cekleri markaya karar verme suirecinde kritik bir 6neme sahip oldugundan (Unli-
kaya ve Tosun, 2021, s. 46), markaya yonelik tutumlarin marka tercihi tizerinde
kritik bir etkisinin oldugu soylenebilir. Bu gértisti destekler nitelikte, cevrimici TV
yayn platformlar: tizerinde, marka tutumu ve marka tercihinin farkl degigkenler
tizerindeki aracilik etkilerini belirlemeyi amagclayan Ercig, Deveci ve Deveci (2021),
marka tutumunun marka tercihi tizerinde etkisi oldugunu tespit etmigtir. Bununla
birlikte, stit dirtnleri titketicilerinin memnuniyeti, marka tutumu, marka tercihi ve
satin alma niyetleri arasindaki iligkiye odaklanan Boubker ve Douayri (2020), mar-
ka tutumunun marka tercihini olumlu bir gekilde acikladigini saptamigtir. Keller
(1993) ise markaya yonelik tutumlarin, marka tercihi gibi tiiketici davraniglarin
anlamada énemli bir degisken oldugunu vurgularken, Jeon, Lee ve Jeong (2020),
ara¢ paylagim hizmet sektériine yonelik mugteri tutumlarinin marka tercihlerini
etkiledigi sonucuna ulagmiglardir. Tam bu bilgiler dogrultusunda H2 hipotezi aga-
gidaki gibidir:
H2: Markaya yonelik tutumun marka tercihi iizerinde anlaml bir etkisi vardar.

Markaya yonelik tutumlarin olugum siirecinde yalnizca tiiketicilerin deneyim-
leri degil markanin etik faaliyet ve davraniglarinin yarattig: algilar da kritik bir bi-
lesendir. Bu goriigii destekler nitelikte kurumsal sosyal sorumluluk gibi etik ig uy-
gulamalarinin tiiketicilerde olumlu marka tutumlar: olusturdugu tespit edilmistir
(Jeon ve digerleri, 2020; Grohmann ve Bodur, 2015; Fan, 2005). Brunk (2010a)
ise kurum itibarinin olusum siirecinde tiiketicilerin etik olmayan algilarinin marka
tutumlarina etkide bulundugunu belirtmektedir. Bu dusunceye paralel olarak, bir
markanin etik uygulamalarina yonelik olumlu ve olumsuz algilarin, tiiketicilerin
markaya iligkin tutum ve degerlendirmelerini, marka ile olan iligkilerini etkiledigi
gorulmektedir (Brunk ve Blumelhuber, 2011). Verilen bilgiler neticesinde H3 hipo-
tezi agagidaki gibidir:

H3: Algilanan marka etiginin markaya yonelik tutum iizerinde anlamh bir etkisi

vardir.

Marka imaji

Marka imajs, tiiketicinin hafizasinda olusan markaya yénelik cagrisimlarin (Keller,
1993, s. 3), algilamalarin (Mabkhot ve digerleri, 2017, s. 72), islevsel ve sembolik
marka inanclarinin toplamidir (Low ve Lamb, 2000, s. 352). Pazarlama iletigimi
suireglerinde énemli bir degisken olan marka imajinin, markalarin pazarda var ol-

masinda ve siirdariilebilir bir performans géstermesinde yadsinamaz bir roli bu-
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lunmaktadir (Zhang, 2015, s. 58). Bu sebeple, sirketler hedef kitleleri ve markalar
arasinda gii¢li bir bag kurarak olumlu bir imaj yaratmay1 hedeflemektedir (Ma-
bkhot ve digerleri, 2017, s. 72). icinde bulundugumuz etik tiiketicilik caginda ise
markalarin rakipleri ile rekabet edebilmeleri i¢in etik taahhitlerini kurumsal da-
zeyde sergilemeleri ve etik degerleri kimlikleriyle biitunlegtirmeleri gerekmektedir
(Iglesias ve digerleri, 2019, s. 1). Bu y6nde gerceklestirilen uygulamalar da marka
imajina yonelik olumlu izlenim yaratmaktadir. Verilen agiklamalari, Veljkovi¢ ve
Petrovi¢ (2011), sirket devralmalar: tizerine yaptiklar1 bir ¢calismada etik uygula-
malardan biri olan c¢evresel sorumlulugun marka imajinin en 6nemli belirleyicile-
rinden biri oldugunu 6ne siirerek desteklemektedir. Benzer gekilde Shahryari Nia
ve digerleri (2016), imalat sanayinde faaliyet gésteren bir markanin yaratmig ol-
dugu ¢evresel problemlerin imaj1 etkileyebilecegini vurgulamaktadir. Heikkurinen
(2010) ise konaklama sektoriinde gerceklestirmis oldugu ¢alismada yuksek cevre-
sel farkindaliga sahip bir kimligin marka imajini arttirabilecegini tespit etmistir.
Iglesias ve digerleri (2019) de hizmet sektériinde faaliyet gésteren sekiz kurumsal
marka drneginden yola ¢ikarak, markanin misteri tarafindan algilanan etikliginin
marka imaj1 iizerinde olumlu etkileri oldugunu saptamigtir. Bu ¢aligmalara paralel
olarak etik is uygulamalarindan biri olan kurumsal sosyal sorumluluk faaliyetleri-
nin de marka imajini iyilegtirdigine dair ¢esitli aragtirmalar bulunmaktadir (Laurit-
sen ve Perks, 2015; Plewa ve digerleri, 2015; Popoli, 2011). Bu veriler baglaminda
H4 hipotezi asagida verilmistir:

H4: Algilanan marka etiginin marka imaj iizerinde anlaml bir etkisi vardir.

Markalar hedef kitle nezdinde amagladiklar1 imaji olugturabilmek i¢in markaya
yonelik alg: ve tutumlar: sekillendirmek durumundadir (Zhang, 2015, s. 58). Bu-
radan hareketle, marka imajinin ve markaya yénelik tutumun birbiriyle yakindan
iligkili oldugunu ve markanin tiiketicinin goziinde halihazirdaki imajinin tutum
degisikliklerine sebep oldugunu séylemek mimkundir. Bu iligkiden yola ¢ikilarak
alan yazini incelendiginde Chiou ve Cheng (2003), tiiketicilerin ¢evrimici tartigma
forumundaki marka degerlendirmelerine yonelik yapmis olduklar: ¢alismalarinda,
imaj1 zayif olan markalara kars: yapilan olumsuz yorumlarin tutumlar: da olum-
suz etkiledigini tespit etmistir. Benzer sekilde, elektronik agizdan agiza pazarlama
ile satin alma niyeti arasindaki iliskide marka imaj1 ve tuketicinin markaya kar-
s1 tutumunun aracilik etkisini aragtiran Elseidi ve El-Baz (2016), marka imajinin
tuketicilerin markaya karg: tutumlar: tzerinde olumlu bir etkiye sahip oldugunu
ileri stirmektedir. Ayrica Woomi ve Soocheong (2008), turistlerin tutumunun des-

tinasyonun imajindan olumlu yénde etkilendigini belirtmektedir. Benzer sekilde
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destinasyon imajini iceren bir diger ¢alismada sonuglar, marka imajinin destinas-
yona yonelik tutum tizerinde olumlu etkisi oldugunu gostermektedir (Jalilvand
ve digerleri, 2012). Verilen argiimanlar 1s181inda olusturulan H5 hipotezi asagida

sunulmustur:
H5: Marka imajinin markaya yonelik tutum tizerinde anlamli bir etkisi vardir.

Tiiketicilerin marka tercihlerinin temelinde kalite, fiyat, triinun fiziksel 6zel-
likleri gibi unsurlar yer almakla birlikte (Akpinar ve Yurdakul, 2008, ss. 5-6); marka
imajinin tiketicinin 6z imaji ile uyumu da marka tercihinin belirleyicileri arasinda-
dir (Agaoglu, 2013, s. 39). Bagka bir deyisle, marka imaj tiiketicilerin talep ve bek-
lentilerini yansitiyorsa tercih streci olumlu yénde islemektedir (Aktuglu ve Temel,
2006, s. 44). Bu baglamda, Zhang (2015, s. 58), tiiketicinin markaya y6nelik duygu
ve algilarinin biitintni yansitan marka imajinin titketici davraniglar tizerinde et-
kili oldugunu vurgulamaktadir. Marka imajinin faydalari ile marka tercihi arasin-
daki iligkiyi degerlendiren Salciuviene, Lee ve Yu (2007), rtnin tiketicilere sagla-
dig1 faydanin titketicilerin zihnindeki marka imajina yansidigini ve marka tercihini
etkiledigini belirtmektedir. Benzer sekilde, marka kimligi, marka imaji ve marka
tercihi arasindaki iligkileri inceleyen Sadksjarvi ve Samiee (2011), tercih edilebilir
bir marka olmak i¢in bagarili bir marka imaj1 yaratmanin ve marka kimligini baga-
rili bir marka imajina déniigtiirmenin altini ¢izmektedir. Maymand ve Razmi’'nin
(2017) caligmas: da marka imajinin marka tercihi ve miigteri tutumunu pozitif
yonde etkiledigini gostermektedir. Bunun yani sira tiniversite 6grencilerinin marka
tercihlerini etkileyen faktérlere odaklanan Matli ve digerleri (2021), uzun vadede
marka tercihi olugturmanin marka bilinirligini, marka degerini ve marka imajini
geligtirdigini ifade etmektedir. Gomez-Rico ve digerleri (2022) ise marka imajinin
marka tercihi tzerinde olumlu etkilere sahip oldugunu ve marka imajinin marka
iletigimi ile marka tercihi arasindaki iligkiye aracilik ettigini vurgulamaktadir. Tim

bu bilgilerden hareketle H6 hipotezi asagida belirtilmigtir:
H6: Marka imajimin marka tercihi tizerinde anlamh bir etkisi vardr.

Arastirma modeli, alan yazininda yer alan bilgilerden yola ¢ikilarak gelistirilen
hipotezler dogrultusunda Sekil 1’de gorillmektedir.
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Marka imaji

Marka Efigi

Sekil 1: Aragtirma Modeli

Metodoloji

Calismanin bu bélimiinde aragtirmanin yontemsel cercevesi agiklanmaktadar.

Arastirma Tasarimi ve Orneklem

Bu calismada tiiketicilerin GSM operatérlerine yonelik marka etigi algilamalarinin
marka imaji, marka tutumu ve marka tercihine etkisi nicel aragtirma yéntemi esas
alinarak incelenmigtir. Degiskenler arasindaki iligki ve etkiyi ortaya koymak ama-
cryla nicel aragtirma desenlerinden iligkisel (korelasyonel) aragtirma deseni kulla-
nilmigtir (Buyiikoztiirk ve digerleri, 2020, s. 16). Yapisal esitlik modeli, temelinde
iligki ve etkiyi barindirdigindan iligkisel aragtirma deseni kapsaminda degerlen-
dirilmektedir. Aragtirmanin ana kiitlesini ise Stileyman Demirel Universitesi 6g-
rencileri olusturmaktadir. We Are Social (2023) verilerine gore Tiirkiye’de nufusun
%83.41 internet kullanicisiyken toplam niifusun %95.4'a mobil baglant: sahibi-
dir. Mobil baglant: sahibi olan nifusun azimsanmayacak bir kismini tniversite
ogrencileri olugturmaktadir. Dolayisiyla GSM operatoérleri genis bir kitleye hitap
etse de en dnemli hedef kitlelerinden biri tiniversite 6grencileridir. Universite 6g-
rencileri, mobil iletisime bagimli, yeni teknolojilere acik ve abonelik degistirmeye

daha istekli olma egilimindedirler. Teknolojik gelismelere ve yeniliklere a¢ik olan
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iiniversite 6grencilerinin yeni neslin degerlerini ve bakis a¢isin1 yansitmas: muhte-
meldir. Mevcut 6rneklemin markalarin etik veya etik dis1 uygulamalarina ve diger
degiskenlere bakis agisini anlayabilmek gelecekteki pazarlama stratejileri i¢in yol
gosterici olacaktir. Bu dogrultuda, kolayda 6rnekleme yéntemine bagvurularak Si-
leyman Demirel Universitesi biinyesinde yer alan {letisim, Tktisadi ve Idari Bilimler,
Hukuk, Fen-Edebiyat, Saglik Bilimleri, Mihendislik ve Tip alanlarinin ilgili bélam
ve ana bilim dallarinda egitim gérmekte olan 499 katihmaya ulagilmigtir. Ancak
hatali ve 6zensiz doldurulan anketler tespit edildiginden 40 anket calismadan ¢ika-
rilmigtir. Sonug olarak, analizler 459 katilimcinin vermis olduklari cevaplar dogrul-

tusunda gerceklestirilmigtir.

Veri Toplama Yéntemi ve Olciim Araclari

Aragtirma kapsaminda veri toplama teknigi olarak anket kullanilmigtir. Veriler Qu-
estionPro anket yazilimi aracihgiyla hazirlanan cevrimici anket formu ile toplan-
mugtir. Fakat yeterli katihmciya ulasilamadig i¢in ytz ytze anket tekniginden de
faydalanilarak ek veri elde edilmigtir. Cevrimici anket formlar: Silleyman Demirel
Universitesi 6grencilerinin bulundugu cesitli WhatsApp gruplarinda paylasilmigtir.
Yiiz yuze anket teknigi ile elde edilen veriler ise bizzat arastirmacilar tarafindan
toplanmigtir. Caligmanin online veri toplama siireci 21-30 Aralik 2021 tarihleri
arasinda, yuz yiize veri toplama agamasi ise 3-7 Ocak 2022 tarih araliginda gercek-
lestirilmistir. Veri toplama agsamasina ge¢meden 6nce, aragtirma Stileyman Demirel
Universitesi Sosyal ve Begeri Bilimler Etik Kurulu'nun 21.12.2021 tarihli ve 115/9
sayili karari ile uygun bulunmustur. Anket formunu cevaplamaya baglamadan énce
katiimailara aragtirma hakkinda bilgi verilmistir. Bu bilgilendirme sonucunda ka-
tiimailar kendi istekleri ile ankete devam etme veya etmeme kararini vermigler-
dir. Veri toplama sirasinda kullanilan anket formu bes béliimden olusmaktadar. flk
bolumde tuketicilerin marka etigi algilamalarini tespit etmeye yonelik maddeler,
ikinci béliimde marka imajini 6lcmeye yonelik maddeler, tictincti béliimde marka
tutumunu belirlemeye yonelik maddeler, dérdinci bélimde marka tercihini sap-
tamaya yonelik maddeler, besinci ve son bélumde ise sosyo-demografik 6zelliklere

iligkin sorular yer almaktadir.

Aragtirma kapsaminda marka etigini 6l¢gmek amaciyla Brunk (2012) tarafindan
gelistirilen marka etigi ol¢egi (dort madde) kullanilmigtir. Marka imajini 6l¢gmek
amaciyla Salinas ve Pérez (2009) tarafindan geligtirilen 6lcekten (sekiz madde) fay-
dalanilmigtir. Marka tutumunu 6l¢gmek icin ise Speed ve Thompson (2000) tara-
findan geligtirilen 6l¢ek (dért madde) esas alinmigtir. Son olarak, marka tercihini

6lgmek icin Chang ve Liu (2009) tarafindan gelistirilen él¢ekten (bes madde) ya-
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rarlanilmigtir. Marka tercihi 6lgeginin iki sorusu ise ters kodlanmigtir. Katihmailar
tarafindan doldurulabilecek hatali anketleri 6nlemek i¢in de anket maddelerine bir

adet kontrol sorusu eklenmisgtir.

fgili 6lceklerden marka imaji ve marka tercihi 6lgeklerinin Tiirkce versiyonlari
Kahraman ve Eskalen (2021) ile Yildiz (2014)'1n ¢aligmalarindan alinmigtir. Diger
olcekler ise aragtirmacilar tarafindan geri cevirme (back translation) metoduyla
Tirk¢eye donustiralmistir. Ceviri siirecinde dil alaninda uzman kisiler 6l¢ekleri
kaynak dilden hedef dile ¢evirmislerdir. {lk olarak birinci uzman él¢ekleri Ingiliz-
ceden Tiirkceye cevirmis; diger uzman ise Tiirkceye déntstiirilen 6lgekleri Ingiliz-
ceye cevirmistir. Bu adaptasyon siireci, 6lceklerin orijinal ingilizce versiyonlar: ile
son Ingilizce versiyonlar1 arasinda yeterli dilsel uyuma ulasincaya kadar tekrarlan-
migtir. Yeterli dilsel uyuma ulagildiktan sonra ilgili 6lcekler alaninda uzman akade-
misyenler tarafindan gézden gecirilmis ve gerekli gorillen duzenlemeler yapilmig-
tir. Diger taraftan, anket maddelerinin 6rneklem tarafindan anlagildigindan emin

olmak i¢in yetmis kisiye pilot test uygulanmistir.

Marka etigi 6l¢eginin degerlendirilmesinde 7’1i Likert tipi 6l¢cek kullanilmigtir.
Bu 6lcek; 1 = kesinlikle katilmiyorum, 2 = katilmiyorum, 3 = biraz katilmiyorum,
4 = ne katiliyorum ne katilmiyorum, 5 = biraz katiliyorum, 6 = katihiyorum, 7 =
kesinlikle katiliyorum geklindedir. Marka imaj1 ve marka tercihi él¢eklerinin 6l¢iil-
mesinde ise 5’1i Likert tipi 6l¢ekten faydalanilmigtir. 5’li Likert 6lceginde deger-
lendirme sekli; 1 = kesinlikle katilmiyorum, 2 = katilmiyorum, 3 = ne katiliyorum
ne katilmiyorum, 4 = katiliyorum, 5 = kesinlikle katiliyorum seceneklerinden olug-
maktadir. Son olarak markaya yoénelik tutum 6lceginde 7’li Semantik farkliliklar
olceginden faydalanilmistir. flgili 6lcek; 1 = agir1 koti, 2 = oldukea koti, 3 = biraz
kota, 4 = notr, 5 = biraz iyi, 6 = oldukga iyi, 7 = asir1 iyi seceneklerinden meydana
gelmektedir.

Verilerin Analizi ve Bulgular

Veriler SPSS 23 ve AMOS 21 istatistiksel paket programlari araciligiyla analiz edil-
mistir. SPSS aracilifiyla demografik verilere ait ytuzde, frekans gibi degerler, giive-
nilirlik degerleri, normal dagilim degerleri ve acimlayia faktér analizi (AFA) deger-
leri elde edilmistir. AMOS programi normal dagilima duyarh oldugu icin SPSS ile
6lgek maddelerine ait carpiklik ve basiklik degerleri incelenerek veriler analiz i¢in
uygun hale getirilmigtir. AMOS programi dogrulayic faktér analizi (DFA) ve yapi-
sal esitlik modelinin analizi kapsaminda kullanilmigtir.
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Demografik Bulgular

GCalismanin bu kisminda érneklem grubunun demografik bulgularina yer verilmis-
tir. Calismaya katilan 459 katiimcanin 278’1 (%60,6) kadinlardan, 181’1 (%39,4) ise
erkeklerden olugsmaktadir. Katiimailarin yas ortalamasi 22.24’tiir. Egitim durumu
agisindan incelendiginde, katilimcilarin 39071 (%85) lisans, 69'u (%15) ise lisansiis-
til egitim seviyesine sahiptir. Calismanin evreni Siileyman Demirel Universitesi ol-
dugu i¢in evrenin temsiliyeti a¢isindan ¢esitli béliim ve ana bilim dallarinda egitim
goren ogrencilere ulasilmigtir. Sirasiyla fletisim alanindan 118 (%25,7), fktisadi
ve Idari Bilimler alanindan 116 (%25,3), Hukuk alanindan 50 (%10,9), Fen-Edebi-
yat alanindan 49 (%10,7), Saglik Bilimleri alanindan 41 (%8,9), T1ip alanindan 34
(%7,4), Mithendislik alanindan 31 (%6,8) diger alanlardan ise 20 (%4,4) 6grenciye

ulagilmigtir.

Olciim Araclarinin Gegerlilik ve Giivenilirligi

Galigmanin bu bélumiinde aragtirmada kullanilan 6lgiim araglarinin gecerlilik ve
guvenilirlik testlerine yer verilmigtir. Sirasiyla agimlayic faktor analizi, dogrulayic

faktor analizi, giivenilirlik testleri, yakinsak ve iraksak gecerlilikten bahsedilmistir.

Acimlayici (Aciklayic) Faktor Analizi

Aragtirmada kullanilan 6lcim arac¢larinin yap: gecerliligini test etmek amaciyla
ilk olarak a¢imlayici faktér analizi yapilmistir. Bu dogrultuda, Kaiser-Meyer Olkin
(KMO) ve Bartlett kiresellik testi degerleri tespit edilerek 6lceklerin AFA icin uy-
gun olup olmadig1 degerlendirilmistir. Degerlendirmeler sirasinda KMO testi de-
gerinin 0.60’tan yitksek olmasi ve Bartlett kiiresellik testi anlamliliginin p<0.05
olmas: verilerin AFA i¢in uygun oldugunun géstergesidir (Tabachnick ve Fidell,
2013). Aamlayic faktor analizi kapsaminda, 6z degerler, agiklanan varyans ve fak-
tor yukleri degerlendirilmigtir. Analiz sirasinda, 6l¢eklerde kullanilan maddelerin
faktor yuklerinin 0.50’den yiiksek olmas: (Fornell ve Larcker, 1981) ve faktor yapi-
s1 6z degerlerinin 1’den buyuk olmas: (Kaiser kriteri) él¢iitlerine dikkat edilmigtir
(Field, 2013, s. 798). AFA sirasinda faktér ¢ikartma yontemi olarak temel bilesenler
analizi (TBA); déndirme yéntemi olarak ise varimax kullanilmigtir. Marka etigi,
marka imaji, marka tutumu ve marka tercihi 6lcekleri i¢cin AFA'ya iligkin sonuglar
Tablo 2’de yer almaktadar.

Marka etigi 6l¢egine yonelik yapilan analiz sonucunda KMO degeri (0.770) ve
Bartlett kiiresellik testi (x’= 767.852, p<.001) anlamli bulunarak 6l¢cegin agimlayi-

a faktor analizine uygunlugu icin gerekli 6lciitler saglanmigtir. Yapilan agimlayia
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faktor analizi sonucunda marka etigi 6lceginin faktor yikleri 0.797 ile 0.869 ara-
sinda degerler almistir. Ol¢cegin ilgili dért maddesi ise marka etigine ait toplam var-
yansin %68.186’sin1 agiklamaktadir. Bu bilgiler neticesinde marka etigi 6lceginin

yap1 gecerliligine sahip oldugu belirlenmistir.

Marka imaj1 6lgegine yonelik yapilan analiz sonucunda KMO degeri (0.867) ve
Bartlett kiiresellik testi (x*=1520.795, p<.001) anlamli bulunarak él¢egin agimlayi-
a faktor analizine uygunlugu icin gerekli 6l¢iitler saglanmigtir. Yapilan agimlayia
faktor analizi sonucunda marka imaji 6l¢eginin faktor yikleri 0.273 ile 0.880 ara-
sinda degerler almistir. Marka imajinin sekizinci maddesi digtik faktor yuki dege-
rine (0.273) sahip oldugu i¢in ¢aligmadan ¢ikarlmigtir. Diigiik faktor yikla madde
¢ikarildiktan sonra ilgili 6l¢tim aracinin madde faktor yiikleri 0.618 ile 0.880 deger
araligindadir. Bu dogrultuda marka imaji 6lgeginde yedi madde ile analizlere de-
vam edilmistir. Olcegin ilgili yedi maddesi ise marka imajina ait toplam varyansin
%56.842’sini agiklamaktadir. Sonug olarak marka imaji 6lgeginin yap1 gecerliligine

sahip oldugu belirlenmigtir.

Marka tutumu 6lgegine yonelik yapilan analiz sonucunda KMO degeri (0.845)
ve Bartlett kirresellik testi (x’= 1505.513, p<.001) anlamli bulunarak 6l¢cegin agim-
layic1 faktér analizine uygunlugu icin gerekli élgiitler saglanmistir. Yapilan agimla-
yici faktor analizi sonucunda marka tutumu élgeginin faktor yikleri 0.889 ile 0.930
arasinda degerler almistir. Ol¢egin ilgili d6rt maddesi ise marka tutumuna ait top-
lam varyansin %82.624’anti agiklamaktadir. Bu bilgiler dogrultusunda marka tutu-

mu 6lceginin yap1 gecerliligine sahip oldugu belirlenmistir.

Marka tercihi olcegine yonelik yapilan analiz sonucunda ise KMO degeri
(0.818) ve Bartlett kiiresellik testi (x>= 1113.852, p<.001) anlamli bulunarak élce-
gin agimlayia faktér analizine uygunlugu icin gerekli 6lciitler saglanmigtir. Yapilan
agimlayiai faktor analizi sonucunda marka tercihi 6l¢eginin faktor yiikleri 0.746 ile
0.862 arasinda degerler almigtir. Olcegin ilgili bes maddesi ise marka tercihine ait
toplam varyansin %64.917’sini agiklamaktadir. Bu minvalde marka tercihi 6lcegi-

nin yap1 gegerliligine sahip oldugu belirlenmistir.
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Tablo 1. Agimlayicl Faktér Analizine Yonelik Bulgular

bulurum.

AFA Acik- Oz KMO | Bartlett
Faktor |lanan deger Testi | Kuresellik
Yiika Varyans Testi

Marka Etigi

Bu marka ahlaki normla- | .802 68.186 2.727 770 | x*=767.852

ra sayg: duyar. p < .001

Bu marka her zaman .869

yasalara baghdir.

Bu marka sosyal sorum- | .833

luluk sahibidir.

Bu marka iyi bir 797

markadar.

Marka imaj

Bu marka sektordekien |.792 56.842 3.979 .867 |x’=1520.795

iyi markalardan biridir. p <.001

Bu marka kendisini ra- .782

kiplerinden ayiran farkli

bir kisilige sahiptir.

Bu marka rakiplerin- .841

den daha iyi 6zelliklere

sahiptir.

Bu marka miisterile- .618

rini hayal kirikligina

ugratmaz.

Bu marka piyasada .636

yerini saglama almisg bir

markadar.

Bu marka yiiksek bir .880

kaliteye sahiptir.

Bu markay: sempatik 674

Marka Tutumu
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fyi-Koti

.889

82.624

Begeniyorum-Begenmi-

yorum

.930

Memnunum-Memnun

Degilim

.893

Olumlu-Olumsuz

.923

3.305

.845

x’=1505.513
p <.001

Marka Tercihi

Kullandigim GSM opera-
toriintn diger rakip mar-
kalardan tstin oldugunu

distniyorum.

.746

64.917

GSM operatorleri ara-
sinda bu markay tercih

ederim.

.856

GSM operatérii satin
alirken 6ncelikle bu
markay: satin almay:

distniyorum.

.862

Diger GSM operatérlerini

denemek isterim.

773

Kullandigim GSM
operatori yerine diger
GSM operatorlerini satin

almay: dustniyorum.

785

3.246

.818

x?=1113.852
p <.001

Dogrulayici Faktor Analizi

Aragtirmada kullanilan 6l¢im araglarinin yap: gecerliligini dogrulamak amaciyla

AFA’dan sonra dogrulayia faktor analizi yapilmigtir. DFA ile 6l¢tim araglarinin dog-

ru Slgiim yapip yapmadig: test edilmistir.

DFA’ya gecilmeden 6nce verilerin normal dagilip dagilmadigi incelenmistir. Ca-

lismada kullanilan faktérlerin carpiklik ve basiklik degerleri +1 ve -1 araligindadir

(Tablo 2). Bu bulgular verilerin normal dagildiginin géstergesidir (Hair ve digerleri,
2014; Tabachnick ve Fidell, 2013; George ve Mallery, 2010). Normal dagilimin sag-

lanmasi, ¢alisma kapsaminda DFA ve regresyon analizi dolayisiyla yapisal esitlik

modelinin uygulanabilirligini saglamaktadur.
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DFA, AMOS programi araciligiyla yapilmigtir. Dogrulayia faktér analizine ait
detayl bilgiler Tablo 2'de yer almaktadir. Analiz sonuglarina gére her 6lcekteki
maddelerin ait olduklar: faktérlere anlamh katk: sagladig: gorulmektedir. Bu dog-
rultuda madde faktor yiikleri 0.541-0.913 araliginda degismektedir. Faktor yiiki

degerlerinin minimum 0.50 degerinden yiiksek olmas1 DFA i¢in 6nemli bir kriter-
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dir (Hair ve digerleri, 2010b).

Tablo 2. Dogrulayic1 Faktor Analizi Madde Faktor Yikleri, Ortalamalar, Standart

Sapmalar, Normal Dagilim

DFA Faktér | x Standart | Carpiklik | Basiklik
Yiki Sapma

Marka Etigi

ME1 725 4.92 1.51 -.874 .539

ME2 .852 4.89 1.48

ME3 .768 4.80 1.59

ME4 .688 4.97 1.63

Marka Imaji

Mi1 758 3.46 1.10 -.334 -.032

Mi2 729 3.31 0.97

Mi3 .823 3.25 1.01

Mi4 541 2.72 0.99

Mi5 .582 3.99 0.85

Mi6 .871 3.38 1.07

Mi7 .602 3.26 0.98

Marka Tutumu

MT1 .847 4.92 1.40 -.603 .069

MT2 913 4.90 1.45

MT3 .852 4.78 1.64

MT4 .896 4.81 1.57

Marka Tercihi

MTE1 .684 3.14 0.96 -.203 -.582

MTE2 .846 3.58 0.97

MTE3 .858 3.38 1.02

MTE4 .658 2.63 0.99

MTES .684 3.23 1.11
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DFA ile arastirma kapsaminda kullanilan él¢iim araglarinin gegerliligini ortaya
koymak adina model uyum iyiligi degerleri incelenmistir. Tablo 3’teki model uyum
iyiligi degerleri incelendiginde, marka etigi, marka imaji, marka tutumu ve mar-
ka tercihi 6l¢eklerinin iyi uyum ve kabul edilebilir uyum degerlerine sahip oldugu
gorulmektedir. Uyum iyiligi degerlerini gelistirmek adina 6l¢iim modellerinin baz:
maddeleri arasinda kovaryanslar kurulmugtur. Marka etigi ¢l¢eginde madde 1-3
arasinda, marka imaji 6l¢eginde madde 2-6 ile 4-7 arasinda, marka tutumu 6lce-
ginde madde 3-4 arasinda ve marka tercihi 6l¢eginde madde 4-5 arasinda kovar-
yans kurulmugtur. Marka tutumu faktériine yonelik X?/sd ve RMSEA degerlerinin
kabul edilebilir uyum degerlerini saglamadig: goriilmektedir. ilgili degerler model
uyumunu bozuyor gibi gozitkse de dogrulayici faktér analizi sirasinda modelin ser-
bestlik derecesinin 1 olmasi bu durumun sebebi olarak ifade edilebilir. Dogru sekil-
de olugturulmug modellerde bile serbestlik derecesinin diigitk oldugu durumlarda
RMSEA degerinin olagandan yiiksek ¢iktigi gérilmektedir. Genel olarak, serbestlik
derecesi diigtikee RMSEA degeri yitkselme egilimindedir (Shi, DiStefano, Olivares
ve Lee, 2021; Yaghoglu ve Yaghoglu, 2020; Kenny, Kaniskan ve McCoach 2015).
Serbestlik derecesinin ¢ok diigiik olmasi RMSEA degerinin yiiksek olmasina sebep
olmaktadir. Serbestlik derecesinin dusiik oldugu durumlarda RMSEA degerinin yo-
rumlanmasina dikkat edilmesi gerekmektedir (Kenny ve digerleri, 2015; Yaghoglu
& Yaslioglu, 2020). Shi ve digerleri (2021), kugitk serbestlik derecesine sahip mo-
dellerde RMSEA yorumuna dikkat edilmesi gerektigini ve daha ¢ok SRMR ve CFI
degerlerine giivenilmesi gerektigini ifade etmektedir. Bu baglamda, RMSEA degeri-
nin kabul edilebilir esik degerleri saglamamasindan kaynaklh modelin reddedilmesi
bir hata olacaktir. Bu bilgiler dogrultusunda, marka tutumuna yénelik uyum iyiligi
degerleri bir biitin olarak degerlendirildiginde ilgili faktériin yap: gecerliligine sa-
hip oldugu gérillmektedir (CFI=0.996, SRMR=0.0078). Bu bilgiler dogrultusunda

tam 6l¢iim araglar: yap: gecerliligine sahiptir.

Tablo 3. Dogrulayici Faktér Analizine Iligkin Istatistiksel Degerler

Uyum Iyi Uyum | Kabul Edilebilir | Marka | Marka | Marka | Marka
Indeksleri Degerleri | Uyum Degerleri | Etigi | Imaji | Tutumu | Tercihi
X?/sd <3 £4-5 2.152 | 4.698 |5.627 2.357
RMSEA £0.05 0.06-0.08 0.050 | 0.090 |0.101 |0.054
NFI 20.95 0.94-0.90 0.997 |0.963 |0.996 |0.992
NNFI=TLI 20.95 0.94-0.90 0.991 |0.949 |0.982 0.988
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CFI 20.97 20.95 0.998 |0.971 |0.997 0.995
GFI 20.90 0.89-0.85 0.998 |0.967 |0.994 0.992
AGFI 20.90 0.89-0.85 0.977 10.923 |0.939 0.969
IFI 20.95 0.94-0.90 0.999 |0.971 |0.997 0.995
RMR <0.05 0.06-0.08 0.026 |0.035 |0.018 0.017

Kaynak: (Meydan ve Segen, 2015, s. 37).
Giivenilirlik Degerleri, Yakinsak ve Iraksak Gegerlilik

Aragtirmada yer alan marka etigi, marka imaji, marka tutumu ve marka tercihi 61-
ceklerinin givenilirlik degerleri Cronbach’s Alpha ve bilesik giivenilirlik (CR) de-
gerleri aracihiiyla test edilmigtir. Tablo 4’te goriildiigu uzere ¢alismada kullanilan
her bir faktoére iligkin Cronbach’s Alpha giivenilirlik degerleri 0.843 ile 0.928 ara-
sindadir. Cronbach’s Alpha degerinin 0.70 esiginin tizerinde olmas: ilgili 6l¢eklerin
guvenilirliginin gostergesidir (Yildiz ve Uzunsakal, 2018; Sipahi ve digerleri, 2008;
Hair ve digerleri, 1998). Her bir faktore iligkin bilesik giivenilirlik degerlerinin de
0.845 ile 0.930 araliginda oldugu goriilmektedir. CR degerlerinin 0.70 esiginin tze-
rinde olmasu ilgili 6l¢eklerin giivenilirliginin bir diger géstergesidir (Hair ve diger-
leri, 2010a). AFA ve DFA ile ortaya konulan yapisal gegerlilikten sonra yakinsak
gecerlilik (convergent validity) test edilmistir. Yakinsak gecerliligin saglanmas: i¢in
AVE degerlerinin 0.50°'den yiiksek olmas1 gerekmektedir (Yashoglu, 2017; Hair ve
digerleri, 2010b; Fornell ve Larcker, 1981). Ayrica CR degerlerinin AVE degerlerin-
den yiiksek olmasi bagka bir gerekliliktir (Yaghoglu, 2017). Tablo 4 incelendiginde
tam faktorlerin 0.50’den yitksek AVE degerlerine sahip oldugu ve tiim faktérlerin
CR degerlerinin AVE degerlerinden yitksek oldugu gortilmektedir. Bu bulgular ya-

kinsak gecerliliginin saglandiginin gostergesidir.

Tablo 4: Ol¢iim Araglaria Yonelik Cronbach Alpha («), CR ve AVE Degerleri

Olcekler Cronbach Alpha (a) | CR AVE
Marka Etigi .843 .845 579
Marka Imaji 871 874 505
Marka Tutumu .928 .930 .770
Marka Tercihi .863 .865 .564

Iraksak gecerliligin (discriminant validity) saglanmas: icin ise Fornell-Larcker Kri-
teri'ne gore her faktor icin AVE'nin karekokiniin faktérler arasi korelasyondan
yitksek olmas: gerekmektedir (Fornell ve Larcker, 1981). Tablo 5’te yer alan bul-

gular incelendiginde AVE'nin karekokinin faktorler arasi korelasyondan yiiksek
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oldugu gorilmektedir. Marka tutumu ve marka imaji ile marka tercihi ve marka
imaj1 arasindaki korelasyonlar ile marka imaji faktoriine ait AVE karekok degerinin
farki ise ¢ok kucuktiir. Bu bulgular iraksak gecerliligin saglandiginin géstergesidir.

Tablo 5. Faktorlerin AVE Karekokleri ile Faktorler Arasi Korelasyon Degerleri

AVE Marka Etigi | Marka Imaji | Marka Marka
Tutumu Tercihi
Marka Etigi .579 .76*
Marka Imaji .505 .64 J71*
Marka Tutumu | .770 .58 71 .88*
Marka Tercihi | .564 .52 71 .73 .75*

* Koyu renkli sayilar AVE'nin karekokiint ifade ederken diger degerler ise faktorler

arasi korelasyon degerlerini ifade etmektedir.

Yapisal Esitlik Modelinin Degerlendirilmesi ve Hipotez Testleri

Ol¢tim modelinin degerlendirilmesi sonucunda yapisal esitlik modeline dahil edi-
lecek degiskenlerin faktor yapilar: dogrulanmig ve uyum degerlerinin gerekli kri-
terleri sagladigi gérilmiistur. Gerekli kriterler saglandiktan sonra, ¢aligmanin hi-
potezlerini test etmek adina gizil degiskenler arasinda yol analizleri yapilmistir. Bu
baglamda marka etigi, marka imaji, marka tutumu ve marka tercihi degigkenleri
arasindaki iligkileri gosteren bir yapisal esitlik modeli ortaya konulmugtur. Model,
Sekil 2’de yer almaktadar.
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Yapisal esitlik modeli dahilinde gerceklegtirilen yol analizlerine yénelik bulgular

Tablo 6 ve Sekil 2'de gosterilmektedir. Yol analizleri sonucunda, marka etiginin
marka imaj1 (H4 3=0.809, p<0.001) ve marka tutumunu (H3 =0.281, p<0.001)

istatistiksel olarak anlaml bir sekilde etkiledigi goruliirken, marka etiginin marka

tercihi (H1 p>0.05) tizerinde istatistiksel olarak anlamli bir etkisi tespit edilmemis-

tir. Ayni zamanda, marka imajinin marka tutumu (H5 $=0.548, p<0.001) ve marka

tercihi (H6 =0.355, p<0.001) tizerinde anlaml bir etkisinin oldugu saptanmisgtir.

Son olarak, marka tutumunun marka tercihi (H2 $=0.498, p<0.001) iizerinde an-

laml etkisinin oldugu belirlenmistir. Analizlerin ardindan, istatistiksel olarak an-

lamli olmayan marka etiginin marka tercihine etkisine yénelik yol kesik ¢izgiler ile
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gosterilmigtir. Sonug olarak, hipotezlere dair yapilan analizler neticesinde aragtir-

mada yer alan beg hipotez kabul edilirken bir hipotez reddedilmistir.

Sekil 2'de degiskenler arasindaki dogrudan etkilere ait sonuglar goralmekte-

dir. Ancak, icsel degisken (marka tercihi) tizerinde dogrudan etkisi olmayip diger

degiskenler aracilign ile dolayli etkisi olabilen degiskenler bulunabilmektedir. Bu

noktada, marka etiginin marka imaji ve marka tutumu araalifiyla marka tercihi

tizerindeki etkileri incelenmistir. Dolayli etkilere ait standardize edilmis degerler

incelendiginde, marka etiginin marka tercihini marka imaji (3=0.648) ve marka tu-

tumu ($=0.444) tuzerinden dolayl olarak etkiledigi gorulmektedir.

Tablo 6. Hipotezlerin Sonuglar

Hipotezler Yol katsayilar: (B) | t degeri (CR) | Sonug
H1: Marka Etigi-Marka Tercihi 0.070 1.009 Ret

H2: Marka Tutumu-Marka Tercihi | 0.498 7.868*** Kabul
H3: Marka Etigi-Marka Tutumu 0.281 3.660*** Kabul
H4: Marka Etigi-Marka Imaji 0.809 10.779*** Kabul
H5: Marka Imaji-Marka Tutumu 0.548 7.053*** Kabul
H6: Marka Imaji-Marka Tercihi 0.355 4.536™** Kabul

***p < 0.001

Modele ait uyum degerleri incelendiginde modelin iyi ve kabul edilebilir uyum de-

gerlerine sahip oldugu gorulmektedir. Model uyum endekslerine ait detayli bilgiler

Tablo 7'de yer almaktadur.

Tablo 7. Yapisal Esitlik Modeli Analizine liskin Istatistiksel Degerler

Uyum fyi Uyum Degerleri Kabul Edilebilir Uyum | Yapisal Esitlik
Indeksleri Degerleri Modeli
X?/sd <3 <4-5 3.267
RMSEA £0.05 0.06-0.08 0.070
NFI 20.95 0.94-0.90 0.920
NNFI=TLI |20.95 0.94-0.90 0.931
CFI 20.97 20.95 0.942
GFI 20.90 0.89-0.85 0.895
AGFI 20.90 0.89-0.85 0.861
IFI 20.95 0.94-0.90 0.943
RMR <0.05 0.06-0.08 0.073
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Tartisma ve Sonug

Bu ¢aligma etik kavramim tiiketici perspektifinden ele almaktadir. Dolayisiyla mar-
kalarin etik veya etik dig1 uygulamalarinin, tiketicilerin markaya yonelik tutum ve
imaj algis1 tizerinde nasil bir etkiye sahip oldugu irdelenmektedir. Bir bagka ifade
ile calismada markalarin benimsemis olduklar: etik degerlerin tiiketici nezdindeki
yansimalar1 tizerinde durulmaktadir. Diger taraftan Govind ve digerleri (2017, s.
1198) bireylerin genel anlamda etik tiketicilik anlayisina énem vermesine ragmen
¢ok azinin bu anlayig: eyleme gecirdigini 6ne siirmektedir. Bu durumun nedeni ise
tiiketicilerin etik markalara yonelik tutumlari ile eylemlerinin farkli olmasidir. Ni-
tekim Govind ve digerlerine (2017, s. 1198) gore etik tiiketicilige yonelik tutum ve
davranig arasindaki boslugu ele alan arastirmalar yetersizdir. Bu digtinceye gore
de aragtirmada tiketicilerin markaya yonelik etik algilamalar: ile davranigsal bir
egilim olan (Ebrahim ve digerleri, 2016, s. 1232) marka tercihleri arasinda uyu-
mun olup olmadigin: tespit etmek amag¢lanmigtir. Tiketicilerin GSM operatorle-
rine yonelik marka etigi algilamalarinin yapisal esitlik modeli tizerinde yer alan
diger degiskenler ile iligkisini aciklamak i¢in literatiirde bulunan aragtirmalardan

faydalanilmistir.

Yapisal esitlik modeli dahilinde gergeklestirilen yol analizlerine gére ilk olarak
tiketicilerin GSM operatérleri markalarina yonelik etik algilamalarinin marka ter-
cihleri izerinde anlaml bir etkisi olmadig: tespit edilmistir. Elde edilen sonug, lite-
rattirdeki algilanan marka etigi ile marka tercihi arasindaki iligkileri agiklayan diger
calismalardan farkhilik arz etmektedir. Markaya yonelik etik algilamalarin marka
tercihlerini olumlu yénde etkiledigini bulgulayan aragtirmalarin aksine (Achabou,
2020; Palihawadana ve digerleri, 2016; Singh ve digerleri, 2012; Brunk ve Blu-
melhuber, 2011) yapilan analizler sonucunda katiimalarin markaya yénelik etik
algilamalarinin dogrudan marka tercihleri tizerinde etkisi bulunmadig: gérillmiis-
tir. Caligmanin bu bulgusu Govind ve digerlerinin (2017) sonuglar ile parelellik
tagimaktadir. Govind ve digerleri (2017) etik tuketimcilikteki boglugun sebebini
bireylerin uyaranlardan farkl sekilde etkilenmesi ve buna bagh olarak farkl: davra-
nigsal tepkiler ortaya ¢ikarmas: seklinde agiklamaktadir. Dolayisiyla tiiketiciler, is
etigi politikalar: icin farkli sonuclara sebep olan agik ve 6rtili tutumlara sahiptir.
Bu goriise paralel olarak, GSM operatérlerinin etik veya etik dis1 olarak algilan-
masinin ilgili markay: tercih etme durumu tizerinde kritik bir etkisinin olmadig:
soylenebilir. Bireylerin markay: tercih edip etmeme durumunun markanin belirli
uygulamalarina gore sekillenmedigini séylemek mumkundur. Hedef kitle markaya

yonelik olumsuz imaj algis1 veya tutuma sahip olsa da ilgili markay: tercih edebilir.
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Ancak, marka tercihi tizerinde dogrudan etkisi olmayip diger degiskenler aracilig
ile dolayl etkisi bulunabilen degiskenlere bakildiginda, marka etiginin marka imaji
ve marka tutumu aracihifiyla marka tercihini etkiledigi fark edilmistir. Bu sonuca
gore de markanin etik faaliyetlerinin marka imajini ve markaya yonelik tutumlar:
olumlu yoénde etkilemesi, tercih edilebilirlik tizerinde pozitif etki yaratacaktir. Do-
layli etkilere ait standardize edilmis degerler sonucunda marka etiginin marka ter-
cihini, marka imaji ve marka tutumu tzerinden dolayl olarak etkilemesi durumu
literatiire farkl bir perspektif sunmaktadir. Bu sonuca gére marka iletisim siire¢-
lerindeki etik uygulamalarin, hedef kitlenin tercihlerinden 6nce markaya yonelik
icsel degerlendirmeleri, fikirleri ve imaj algilar: tizerinde etkili oldugunu séylemek
mumkiindur. Benzer gekilde tiiketicilerin GSM operatérii markalarina yonelik dav-
ranigsal egilimlerinden ziyade, bu markalar hakkindaki imaj algilar1 ve tutumlari-
n1 degistirmenin daha mimkin oldugu séylenebilir. Aragtirma sonuglarina gore
markalarin etik uygulamalar: dogrudan tercih edilebilirligi etkilemese de imaj ve
tutumu olumlu etkileyip marka tercihi olasiligini arttirabilir. Buradan hareketle,
GSM operatorlerinin hedef kitle tarafindan tercih edilme durumu markaya yonelik
olumlu tutum ve imaj algilar1 olugturmaktan ge¢cmektedir. Bunun icin de bireylerin
zihinlerinde markaya yénelik pozitif diistiince ve ¢agrigimlarin olugsmas: 6nem arz
etmektedir. Markanin triin veya hizmet kalitesinin hedef kitlenin beklentilerine
uygun olmasi, ¢alisanlarin faydasina yonelik kurum ici uygulamalara yer vermesi,
kurumsal sosyal sorumluluk, sponsorluk, halkla iligkiler gibi toplum odakl faali-
yetlerde bulunmasi, bireylerin imaj algilarini ve tutumlarini olumlu yénde etkile-
yebilir. Ayn1 zamanda marka ile toplumun benimsemis oldugu degerlerin paralellik
gostermesi gerekmektedir. Markalar toplumun disiince ve degerlerine 6nem ver-
diklerini gésterir nitelikte kurumsal reklam caligmalarina da yer verebilirler. Top-
lumun faydasina yonelik bu tarz marka iletigim stratejilerinin dogru kitle iletigim
araclar ile bireylere aktarilmas: gerekmektedir. Aktarim kanali olarak ise gelenek-
sel mecralarin yani sira geng tiiketicilerin yer aldigi, daha etkilesimli ve hizli bir
mecra olan sosyal medya kanallar1 kullanilabilir. Markalar yalnizca sosyal medya
mecralarina yonelik (Instagram, Facebook, X Twitch, YouTube, E-mail, Spotify,

LinkedIn vs.) pazarlama ¢aligmalarinda bulunabilirler.

fkinci olarak, markaya yénelik tutumun marka tercihi tizerinde anlamh bir et-
kisi oldugu saptanmistir. Elde edilen sonug, markaya yonelik tutumun marka ter-
cihi tizerinde anlaml etkisinin varligini ortaya koyan alan yazinindaki diger ¢alis-
malar ile paralellik gostermektedir (Ercis ve digerleri, 2021; Boubker ve Douayri,
2020; Jeon ve digerleri, 2020; Keller, 1993). Bu minvalde GSM operatérii marka

yoneticilerinin pazarda tercih edilen markalardan biri olmak i¢in tiiketici tutumla-
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rin1 dikkate almalar1 ve hedef kitlenin markaya yonelik olumlu degerlendirme, fikir
ve tutum icerisinde bulunmasi amaca ile stratejiler gelistirmeleri gerekmektedir.
Aragtirmanin 6rnekleminin iniversite 6grencileri oldugu diisunildigunde ilgili
marka 6zellikle sosyal medya mecralari tizerinden hedef kitlenin kendisine yonelik
tutumlarina hizl bir gekilde ulagabilmektedir. Dogas: geregi iki yonla interaktif bir
mecra olan sosyal medya kanallarinin, bireylerin olumlu veya olumsuz tepkilerini
tespit etmede ve tiiketici geri donusleri dogrultusunda yeni stratejiler olugturmada
6nemli bir etken oldugu s6ylenebilir. Bu kanallar tizerinden tniversite 6grencileri-
nin sosyal ve kiiltiirel ihtiyaclarina yonelik kampanyalar, ¢ekilisler veya yarigmalar
diizenlenebilir. Yine bu hedef kitleye uygun kariyer ve egitim olanaklari sunulabilir.
Bu tarz marka iletigim stratejileri pozitif marka tutumu olusturarak marka tercihi-

ne katki saglayabilir.

Uciincii olarak, literatiir ile benzer sekilde katihimcilarin GSM operatérlerine
yonelik etik algilamalarinin marka tutumlar izerinde anlaml bir etkisi oldugu tes-
pit edilmistir (Jeon ve digerleri, 2020; Grohmann ve Bodur, 2015; Brunk ve Bliimel-
huber, 2011; Brunk, 2010a; Fan, 2005). Diger taraftan Dinger, Yildirim ve Arslan
(2021), GSM operatérlerinin sosyal medyadaki kurumsal sosyal sorumluluk mesaj-
larinin 6grenciler tarafindan 6nemsenip énemsenmedigini irdelemektedir. Mevcut
caligmanin sonucunda tiiketicilerin markalarin etik mesajlarini 6nemsemedigi ve
bu durumun baglica sebebinin ise samimiyetsizlik algis1 oldugu tespit edilmigtir.
Markalarin etik uygulamalarini samimiyetsiz bulan tiiketicilerin de olumsuz mar-
ka tutumu gelistirdigi gérulmektedir. Sonug olarak alan yazininda marka tutumu-
na yonelik farkh perspektifler sunan aragtirmalar bulunmaktadir. Pozitif anlamda
tutum olusturmanin yollarindan birinin markalarin toplumsal, cevresel, ekonomik
vb. alanlarda etik faaliyetler sergilemeleri oldugu gértilmektedir. Hedef kitlenin
gindemine duyarsiz kalmayarak toplumun ahlaki norm ve kurallar: ¢ercevesinde
aksiyon alan GSM operatérlerinin hayata gecirdikleri bu tiir faaliyetlerle pazardaki
konumunu gi¢lendirmeleri ok daha muhtemeldir. Ancak markalar tarafindan ha-
yata gecirilen etik uygulamalar dogru bir sekilde hedef kitleye iletilmezse bu tarz
eylemler géz boyama taktigi ve pazarlama hilesi olarak goriilmektedir (Dinger ve
digerleri, 2021).

Dérduncii olarak, calisma sonucunda tiiketicinin algilamis oldugu marka etigi-
nin markaya yénelik imaj algilamalarini da pozitif yénde etkilemesi durumu alan
yazinindaki benzer ¢aligmalar ile értusmektedir (Iglesias ve digerleri, 2019; Shah-
ryari Nia ve digerleri, 2016; Lauritsen ve Perks, 2015; Plewa ve digerleri, 2015;
Popoli, 2011; Veljkovi¢ ve Petrovi¢, 2011; Heikkurinen, 2010). Aragtirmanin so-
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nuglar: neticesinde GSM operatérii marka yéneticilerinin pozitif bir kurum imaji
olusturabilmeleri i¢cin hedef kitlesinin ahlaki norm ve degerlerine uygun stratejiler
geligtirmeleri, toplum yararina olabilecek etik girisimlerde bulunmalar: gerekmek-
tedir. Ozellikle sosyal medya mecralarinin kurum kiiltiiriine paralel ve profesyonel
bir sekilde yonetilmesi gerekmektedir. Tiiketicilerin markaya yonelik geri bildirim-
lerinin cevapsiz birakilmamasi, sorunlarina ¢éztim tretilmesi, reklam kampanyala-
rinin bireylerin ihtiyac¢larina yonelik olmasi gibi durumlar markaya duyulan giveni

pekistirerek marka imajin1 da guglendirebilir.

Besinci olarak, aragtirmada GSM operatérlerinin marka imajinin markaya
yonelik tutum tizerinde anlaml bir etkisinin oldugu gérulmustar. Literatarde-
ki benzer ¢aligmalar da varilan sonucu pekistirmektedir (Elseidi ve El-Baz, 2016;
Jalilvand ve digerleri, 2012; Woomi ve Soocheong, 2008; Chiou ve Cheng, 2003).
Buradan hareketle hedef kitlede GSM operatérleri hakkinda pozitif degerlendir-
me ve tutum olugturabilme agamasinda, tiiketicilerin markaya iligkin zihinlerin-
de olusan imgelerin énemi buyiiktir. Eger s6z konusu imgeler pozitif yonde iseler
GSM operatorine yonelik olumlu tutumlar: beraberinde getirirken, negatif yénde
iseler GSM operatoriine ait olumsuz tutumlara sebebiyet vereceklerdir. Buradan
hareketle bireylerin zihinlerinde yer alan marka hakkindaki izlenimlerin ve genel
kanilarin mimkin oldugunda marka imaji ile benzerlik géstermesi gerekmektedir.
Miigteri odakl bir hizmet sunmak, sunulan hizmetin kalitesini arttirmak, reklam
ve pazarlama calismalarinda tutarh olmak, tiiketicilerin sorunlarina ¢éztiim bulmak
gibi etkenler imaj algisini giiclendirecektir. Guigli bir marka imaji da olumlu tutum

olugmasini saglayacaktur.

Son olarak, marka imajinin marka tercihi iizerinde anlaml etkisinin bulunmas:
alan yazinindaki diger aragtirmalar ile benzerlik géstermektedir (Gomez-Rico ve
digerleri, 2022; Matli ve digerleri, 2021; Maymand ve Razmi, 2017; Saiksjirvi ve
Samiee, 2011). Bu minvalde GSM operatérleri marka yoneticilerinin tiketici ter-
cihleri tizerinde etkili olabilmeleri i¢in markaya yonelik olumlu imaj ¢caligmalar:
icerisinde bulunmalari, hedef kitlenin zihninde mimkiin oldugunca pozitif alg
olusturmalar: gerekmektedir. Ginumiz titketicileri icin hedef kitlesi konumunda
bulunduklar: markalarin tiim is siireclerinde tagidiklari etik kaygilar ve bu kapsam-
da gerceklestirdikleri is ve iglemler, karar siireclerine etki edecek potansiyel tagi-
maktadir. Burada esas belirleyici olan ilgili GSM operatériinun etik tavir ve davra-
n1g konusunda tiketicilerin goziinde nasil algilandigidir. Marka eger istedigi yonde
bir mugteri algis1 olugturmay: planliyorsa kendisini ve faaliyetlerini ilgili hedef
kitlelerine anlatmakla yiikiimlidiir. Aksi takdirde bu kisiler kendi belirleyecekleri
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kanallardan, sahip olduklari zaman ve bilgi kisitlarinin da etkisiyle markaya ilig-
kin cesitli yonlerden eksiklikler icerecek bilgiler edineceklerdir. S6z konusu bilgiler
baglaminda tutumlarini, algilarimi ve davramglarimi sekillendirmek durumunda
kalacaklardir. Bu da ¢ogu zaman ilgili markanin arzu edecegi dogrultuda ya da dii-

zeyde olmayacaktir.

Bu calismanin birtakim sinirliliklar1 da bulunmaktadir. Oncelikle arastirmada
kolayda érnekleme yontemi kullanilmigtir. Orneklemi ise Siileyman Demirel Uni-
versitesi biinyesinde yer alan letisim, Iktisadi ve Idari Bilimler, Hukuk, Fen-Edebi-
yat, Saglik Bilimleri, Mihendislik ve Tip alanlarinin ilgili béliim ve ana bilim dalla-
rinda egitim gormekte olan 6grenciler olusturmaktadir. Bu durum aragtirmanin ilk
kisidini meydana getirerek sonuclarin genellenebilirliginin 6ntne ge¢cmektedir. Ge-
lecek aragtirmalarda olasilikli 6rnekleme yontemleri tercih edilmek suretiyle elde
edilen sonuglarin genellenebilirliginin artacag: digtuniilmektedir. Buna ek olarak
aragtirmanin farkl 6zelliklere sahip bagka bir 6rneklem tizerinde gerceklestirilmesi
de mumkundur. Diger bir kisit olarak mevcut aragtirma, GSM operatérlerine yone-
lik tasarlanmigtir. Dolayisiyla elde edilen bulgular belirli markalara genellenebil-
mektedir. Tleriki arastirmalarda farkh endiistrilerin ve markalarin tercih edilmesi
literatiire bagka bir perspektif sunacaktir. Son olarak, gelistirilen hipotezler sonu-
cunda ortaya konulan aragtirma modelinin diginda farkli marka degiskenleri tercih

edilerek yeni bir yapisal model olugturulabilir.
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Introduction

In the current era of ethical consumerism, target audiences evaluate brands not
only financially but also in relation to societal moral values (Fan, 2005, pp. 342-
343). According to Kumar and Kaushal (2023, p. 1178), the reason why ethical
consumerism has gained importance is that consumers are more concerned about
the moral intentions, legal and social practices of brands. Studies support that con-
sumer demand for ethical brands has increased and therefore ethical purchasing
has become an important trend (Garanti, 2019; Schamp, Heitmann, Katzenstein,
2019; Govind, Singh, Garg, & D’Silva, 2017). Therefore, this study examines the
concept of ethics from the consumer perspective. It attempts to present the impact

of perceived brand ethicality on brand attitude, brand image and brand preference.

Conceptual Framework and Hypotheses

Perceived Brand Ethicality

“Consumer perceived brand ethicality is the perception that the brand is honest,

fair and trustworthy in the products and services it offers” (Singh et al., 2012, p.
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543). In the era of ethical consumerism, it has become imperative for brands to
fulfil their commitments by integrating ethical values into their identity in order
to make a difference in the competitive conditions of the market (Iglesias et al.,
2019, p. 442).

Brand Preference

There is a relationship between consumers’ ethical brand perceptions and brand
preference. While Brunk and Blimelhuber (2011) state that positive and negative
perceptions of a brand influence the consumer-brand relationship, which in turn
influences purchase behaviour, Singh et al. (2012), who investigated the return on
investment in ethical practices at the firm level, concluded that ethical activities
strengthen consumer preferences and facilitate customer loyalty. In line with this

information, hypothesis H1 is as follows:

H1: Perceived brand ethicality has a significant effect on brand preference.

Brand Attitude

It is possible to state that attitudes towards the brand affect consumers’ emotions,
shape their thoughts and direct their behaviour. Focusing on the relationship be-
tween consumer satisfaction and brand attitude, brand preference and purchase
intentions, Boubker and Douayri (2020) found that brand attitude positively ex-
plains brand preference. While Keller (1993) emphasised that brand attitude is an
important variable in understanding consumer behaviour such as brand prefer-
ence, Jeon, Lee and Jeong (2020) concluded that customer attitudes towards the
service sector influence brand preference. In line with this information, hypothesis

H2 is as follows:
H2: Brand attitude has a significant effect on brand preference.

In the process of forming brand attitudes, not only the experiences of consum-
ers but also the perceptions created by the ethical activities and behaviours of the
brand are a critical component. In support of this view, ethical business practices
such as corporate social responsibility have been found to create positive brand
attitudes among consumers (Jeon et al., 2020; Grohmann & Bodur, 2015; Fan,

2005). In line with this information, hypothesis H3 is as follows:

H3: Perceived brand ethicality has a significant effect on brand attitude.
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Brand Image

Brand image, an important variable in the marketing communication process,
plays an undeniable role in the existence and sustainable performance of brands in
the market (Zhang, 2015, p. 58). For this reason, companies aim to create a positi-
ve image by establishing a strong bond between the target audience and the brand
(Mabkhot et al., 2017, p. 72). There are various studies on the fact that corporate
social responsibility activities, which are one of the ethical business practices, also
improve brand image (Lauritsen & Perks, 2015; Plewa et al., 2015; Popoli, 2011).
In line with this information, hypothesis H4 is as follows:

H4: Perceived brand ethicality has a significant effect on brand image.

Brands have to shape perceptions and attitudes towards the brand in order
to create the desired image in front of the target audience (Zhang, 2015, p. 58).
Therefore, it is possible to say that brand image and attitudes towards the brand are
closely related, and the current image of the brand in the eyes of consumers is the

cause of attitude change. In line with this information, hypothesis H5 is as follows:
H5: Brand image has a significant effect on attitude towards the brand.

Sadksjarvi and Samiee (2011), examining the relationships between brand
identity, brand image and brand preference, emphasise the importance of creat-
ing successful brand image and transforming brand identity into successful brand
image to become preferred. Maymand and Razmi’s (2017) study also shows that
brand image has a positive impact on brand preference and customer attitude. In

line with this information, hypothesis H6 is as follows:

H6: Brand image has a significant effect on brand preference.

Research Methodology

Research Design and Sampling

Quantitative research was used in the study to determine the relationship and ef-
fect between variables. Siileyman Demirel University students are the main popu-

lation of the research.
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Data Collection Method and Measures

An online questionnaire form was used to collect the research data. The research
used scales developed by Brunk (2012) to measure brand ethicality, Salinas and
Pérez (2009) for brand image, Speed and Thompson (2000) for brand attitude, and
Chang and Liu (2009) for brand preference.

Data Analysis and Findings
Demographic Findings

Out of a total of 459 participants, 278 were female and 181 were male. The average
age of the participants was 22.24 years. In terms of educational level, 390 of the
participants are undergraduates and 69 are postgraduates.

Validity and Reliability

Exploratory Factor Analysis (EFA)

In order to test the construct validity of the measures used in the study, an explor-
atory factor analysis was conducted. Accordingly, Kaiser-Meyer-Olkin and Bartlett
sphericity test values were obtained and it was found that the scales were suitable
for EFA. As a result of EFA, the factor loadings of the scales used in the study were
between 0.618 and 0.930. Consequently, all scales used in the study were found to
have construct validity.

Confirmatory Factor Analysis (CFA)

According to the results of the confirmatory factor analysis, the items of each scale
contribute significantly to the factors to which they belong. In this direction, the
factor loadings of the items ranged from 0.541 to 0.913. In order to show the va-
lidity of the measurement tools used in the research with CFA, the goodness of fit
values of the models were analysed. When analysing the model goodness of fit val-
ues, it can be seen that the brand ethicality, image, attitude and preference scales

have acceptable goodness of fit values.

Reliability Values, Convergent and Discriminant Validity

The Cronbach’s alpha reliability values for each factor used in the study are between
0.843 and 0.928. The composite reliability values are between 0.845 and 0.930. On
the other hand, all factors have AVE values greater than 0.50 and the CR values of

all factors are greater than the AVE values. These results indicate convergent valid-
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ity. In addition, the square root of the AVE is higher than the correlation between
the factors. These findings indicate that discriminant validity has been achieved.

Structural Equation Modeling Evaluation and Hypotheses Testing

As a result of path analyses, brand ethicality has a statistically significant effect
on brand image (H4 3=0.809, p<0.001) and brand attitude (H3 $=0.281, p<0.001),
while brand ethicality has no statistically significant effect on brand preference (H1
p>0.05). At the same time, brand image has a significant effect on brand attitude
(H5 B=0.548, p<0.001) and brand preference (H6 3=0.355, p<0.001). In addition,
brand attitude has a significant effect on brand preference (H2 3=0.498, p<0.001).
Furthermore, when examining the standardised values of the indirect effects, it
can be seen that brand ethicality indirectly influences brand preference through
brand image ($=0.648) and brand attitude ($=0.444). Examining the model fit val-

ues, it can be seen that the model has acceptable fit values.

Discussion and Conclusion

In this study, the effects of perceived brand ethics on attitude towards the brand,
brand image and brand preference were examined. Firstly, according to the path
analyses, it was found that consumers’ perceptions of brand ethicality towards the
brands of GSM operators do not have a significant effect on brand preference. This
result differs from other studies in the literature that explain the relationship be-
tween perceived brand ethicality and brand preference. Therefore, it can be said
that the perception of GSM operators as ethical or unethical does not have a critical
effect on brand preference.

Secondly, attitudes towards the brand were found to have a significant impact
on brand preference. In this regard, brand managers of GSM operators should con-
sider consumer attitudes in order to be one of the preferred brands in the market
and develop strategies to ensure that the target audience has positive evaluations,

opinions and attitudes towards the brand.

Thirdly, it was found that participants’ ethical perceptions of GSM operators
had a significant impact on their brand attitudes. It is seen that one of the ways to
create a positive attitude is for the brand to demonstrate ethical activities in social,

environmental, economic, etc. areas.

Fourthly, the study found that the brand ethicality perceived by the consumer

has a positive impact on the image perception of the brand. As a result of the find-
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ings of the study, brand managers of GSM operators should develop strategies in
line with the moral norms and values of the target audience and undertake ethical

initiatives that can benefit society in order to create a positive brand image.

Fifthly, the study found that the brand image of GSM operators has a signif-
icant impact on attitudes towards the brand. From this point of view, the images
formed in the minds of consumers about the brand are of great importance in the
process of creating positive evaluations and attitudes towards GSM operators in
the target audience.

Finally, brand image has a significant impact on brand preference. In this re-
spect, in order for brand managers of GSM operators to be effective in influencing
consumer preferences, they should conduct positive brand image studies and cre-

ate positive perceptions in the minds of the target audience as much as possible.
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Abstract: Purpose: This study clarifies the structure of Islamic ethics and facilitates dialogue among studies that
attempt to better understand the variables related to this research area through bibliometric methods.

Design/methodology/approach: This study adopts the science mapping workflow to conduct bibliometric analy-
sis in four main stages: research design, compilation of bibliometric data, analysis, and visualization.

Findings: The clusters derived from our bibliometric analysis serve as the foundation for the construction of a
robust research agenda. This bibliometric review has significant implications for the research on business ethics,
international business, and organizational design. This also provides a roadmap for future research endeavors in
this field.

Originality/value: Islamic ethics, which has been considered a set of contextual variables that could affect organi-
zational settings, has recently begun receiving attention from scholars of international business, business manage-
ment and business ethics. However, research in this area remains nascent, and studies employing these constructs
have appeared in diverse research areas. Despite the topic being an emerging field in the literature, it exhibits high
levels of fragmentation, which impedes these studies from forming a coherent and impactful stream of research.

Keywords: Islamic Work Ethics, Islamic Business Ethics, Bibliometric Analysis, Bibliometric Coupling
ISLETME CALISMALARINDA iSLAMI ETiK ARASTIRMALARININ BiBLIYOMETRIiK ESLESME ANALiZi
YOLUYLA iINCELENMESI

Amag: Bu caligmada, [slami Etik ¢alismalarinin entellektiiel yapisinin belirlenmesi ve bu alanda yapilmis olan
caligmalarin birbirleri ile iligkisinin bibliyometrik yéntemler araciligiyla incelenmesi amaglanmgtir.

Tasarim/metodoloji/yaklagim: Calismamizda, bibliyometrik analiz yapmak i¢in bilim haritalama is akis1 metodu
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Bulgular: Bibliyometrik analiz sonucunda elde edilen kiimeler, zengin bir arastirma giindemi olusturmak i¢in temel
teskil etmektedir. Bu bibliyometrik inceleme, is etigi, uluslararas is iligkileri ve organizasyonel tasarim alanlarindaki
literatiirlerde gelecekteki arastirma girisimleri i¢in bir yol haritas: saglamaktadur.

Ozgiinliik/deger: Orgiitsel ortama ¢nemli etkileri olan baglamsal degiskenler olarak, Islami Etik caligmalari
son zamanlarda uluslararasi isletme, isletme yonetimi ve is etigi alanlarindaki arastirmacilarin dikkatini cekmeye
baglamigtir. Ancak, bu alandaki aragtirmalar hala emekleme agamasindadir ve bu kavramlar: kullanan ¢aligmalar
genis bir yelpazede ortaya cikmaktadir. Heniiz gelismekte olan bir literatiir olmasina ragmen, bu ¢alismalarin tutarh
ve etkili bir aragtirma akis: olusturmasini engelleyen yiiksek diizeyde par¢alanma oldugu gorilmektedir.

Anahtar kelimeler: {slami Calisma Etigi, Islami {5 Etigi, Bibliyometrik Analiz, Bibliyometrik Eslestirme

INTRODUCTION

Researchers studying alternative worldviews (Weltanschauung) and their effects on
social contexts seek to improve the current understanding of the micro-founda-
tions of organizational phenomena (e.g., Barkema et al., 2015; Ma & Tsui, 2015).
The Islamic worldview is a source of alternative epistemology (Ceyhan & Barca,
2023; Khan & Naguib, 2019; Ul-Haq & Westwood, 2012) with nearly two billion
adherents, including individuals in the upper echelons of multinational organiza-
tions who wield substantial economic power. As a result, gaining better insight into
the effects the application of this paradigm, which governs one’s views regarding
what is right and wrong (e.g., Ali, Al-Aali, & Al-Owaihan, 2013), in organizational
settings would provide insight on the various ethical choices individuals and organ-
izations make. Additionally, this set of contextual variables can help explain how
and why certain organizational variables are amplified or attenuated in specific in-

ternational organizations.

More specifically, for its adherents, Islamic ethics permeates every aspect of
social and economic life, introducing a religious angle to the regular course of busi-
ness. This religious aspect of business is most visible in the area of social responsi-
bility (Ceyhan & Barca, 2021). For example, productive work is typically framed as
areligious observance activity, provided that this material work leads to some kind
of social improvement, even if this happens relatively indirectly, such as increasing
one’s annual donations to charity (Williams & Zinkin, 2010). Similarly, the value
of any business activity is judged - at least when engaging in communication with
others - in relation to its contribution to the welfare of the society (Ali, Al-Aali,
& Al-owaihan, 2013). That is, activities that lack a prosocial component and only
benefit oneself (i.e., proself) are typically downplayed in social communication.
These fundamental differences in communication patterns and sensemaking make
Islamic ethics a set of variables with substantial explanatory power for the purpose
of understanding social tendencies at the individual and organizational levels of

analysis.
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Due to the explanatory power of this concept, especially regarding the ethical
behaviors of and within organizations, an increasing number of business ethics
studies have appeared in prominent journals (e.g., Helfaya et al., 2018; Murphy &
Smolarski, 2020). On the one hand, research in this area is still at a nascent stage
but is rapidly expanding. On the other hand, due to the holistic nature of the Islam-
ic ethics concept, the range of areas it can be and is being applied to is quite broad
(Sentiirk et al., 2016). The combination of these two factors has resulted in a highly
fragmented research area in which different studies do not effectively build upon

and communicate with each other.

In this study, bibliometric coupling is used to provide insight into the current
structure of the Islamic ethics literature. Therefore, we seek to make three contri-
butions to this area. First, by observing similarities among the studies using dif-
ferent terms related to Islamic ethics, we organize the research into small groups
denoted by higher-order umbrella terms. In doing so, we aim to synthesize many
disconnected studies into a smaller number of coherent research streams. Second,
by observing the key dissimilarities among these research streams, we aim to pro-
vide divergent validity to the umbrella terms representing the research streams.
Finally, by reviewing the higher-order umbrella terms and related streams of liter-

ature, we intend to develop an agenda for future research.

The remainder of this paper is structured as follows. First, we provide an over-
view of prior bibliometric work in this area and differentiate our review from pre-
vious studies. Next, we describe the methods we used to conduct this bibliometric
coupling study. Then, we present our bibliometric map and review the literature
streams. Finally, we develop a research agenda based on the literature streams we

have described.

Related Reviews vs. Our Review

Recently, several high-quality bibliometric reviews on Islamic concepts have been
published in business journals (see Table 1 below for a list of these studies and
their keywords). However, almost all these reviews focused specifically on Islam-
ic finance (e.g., Islamic finance, Islamic banking, and Islamic insurance). The one
notable exception is a recent study by Yagmur, Ethiyar, and Aksu (2020), which
focused on Islamic tourism. However, despite the growing number of studies in
business ethics, no bibliometric reviews on the topic have been published. Thus, in

this study, we address this gap.

43



Turkish Journal of Business Ethics (TJBE)
is Ahlaki Dergisi

Table 1. Prior Reviews and Their Keywords

Keywords Fields Index Years | Reference
“Islamic finance”, or all fields Scopus 1990- | (Biancone et al.,
“Islamic bank” 2020 | 2020)
“Takaful”, “Islamic insu- WOS 2010- | (A. Khanetal,,
rance”, “Insurance and 2018 | 2020)

Islamic finance”, “Isla-
mic mutual insurance”,

“« . .
Islamic cooperative

insurance”
“Islamic finance” all fields Scopus 1999- | (Bollani & Ch-
2020 | met, 2020)
“sukuk” or “Islamic WOS + 1950- | (Paltrinieri et
bonds” or “Sharia stock” Most 2018 |al, 2019)
and “Islamic Finance” influential
papers
“halal tourism” WOS 2011- | (Yagmur et al.,
2018 | 2020)
METHOD

This paper adopts Zupic and Cater’s (2015) bibliometric method of conducting sci-
ence mapping. This workflow consists of a research design, compilation of biblio-

metric data, analysis, and visualization.

Research Design

In the initial stage of the research, we focused our study by selecting the appropri-
ate methods to address research questions related to the knowledge base, research
front, and social network. Specifically, the research question for this study aimed
to evaluate Islamic ethics studies in the business field. To achieve this, we evaluat-
ed the network via citation and bibliometric coupling analyses. Citation analysis
involves examining the frequency of citations in a given field by analyzing cited
journals, authors, and source titles. Meanwhile, bibliometric coupling analysis ex-
plores the relationships between studies and enables researchers to compare mul-
tiple articles that have cited a particular pair of documents and to identify similar-
ities or differences in the content of the studies (Koseoglu et al., 2015). Kessler’s

bibliometric coupling analysis (1963) connects documents, authors, or journals by

44



Semih Ceyhan, ismail Cagri Dogan, Aybars Tuncdogan,
A Review Of Islamic Ethics Research in Business Studies Through Bibliometric Coupling Analysis

using the number of shared references between two studies to measure similarity
(Zupic & Cater, 2015). In other words, this method aims to elucidate the relation-
ship between studies by assessing the similarities between their reference lists.
The degree of overlap between the references of one article and those of another
is considered to indicate the extent of the relationship between these two articles
(Zupic and Cater, 2015).

Compiling Bibliometric Data

As per Zupic and Cater’s (2015) suggestion, it is important to identify an appro-
priate database and clearly outline the criteria used for filtering and exporting
bibliometric data, such as search parameters, journal selection, manual filtering,
and citation threshold value. In this paper, we have divided the process into three
subsections: selecting a suitable database and journal, extracting relevant articles,

and exporting bibliometric data.

Selecting Database and Journals

In this study, the Association of Business Schools (ABS) Academic Journal Guide
was used to identify leading academic journals in the field of business and man-
agement sciences. The Academic Journal Guide guide was created with the partic-
ipation of academics from leading business schools around the world. Many uni-
versities measure their academics’ performance based on the ratings in this guide.
In line with this, many prior bibliometric studies have used this list as a database
for identifying prominent authors (e.g. Donthu, Kumar, & Pattnaik, 2020; Bhukya
et al., 2022; Walker et al. 2023). Journals from a total of 22 sub-categories in this
guide with ratings of 4%, 4, and 3 were used for this study.

Extracting Relevant Articles

Before proceeding with the extraction of related articles, we made several decisi-
ons. First, we chose not to limit the time period for the analysis; this resulted in a
search that covered all available issues of the selected journals up until the end of
October 2023. Second, we opted to focus on full-length articles and research notes
as they provide verified information and underwent a peer-review process prior to
publication. Third, we selected keywords based on those used in previous studies,
including those used by Biancone et al. (2020), A. Khan et al. (2020), Bollani and
Chmet (2020), and Paltrinieri et al. (2019) to identify articles on Islamic ethics in
leading business and management journals. Fourth, we determined which sections

of the output to scan for the selected keywords, such as article titles and abstracts.
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This approach is similar to that used in other bibliometric studies. The search yiel-
ded 121 articles from the selected journals. These studies were conducted between
2007 and 2021. No suitable articles published in 2022 and 2023 were identified in
the search.

In the final step of this work, we screened the sample studies to determine
whether they directly or indirectly related to Islamic ethics in the context of bu-
siness. Articles that met this criterion were included for subsequent analysis. To
determine direct relevance, we assessed whether the main topic focused on one or
more of the specified keywords. As to indirect relevance, we considered whether
the article discussed one or more keywords tangentially. More specifically, one aut-
hor extracted the articles from the journals, while another author reviewed them
and coded them as “suitable” or “unsuitable.” To ensure data validity and reliability,
unrelated articles were reviewed again by both authors, and a consensus was rea-
ched. A total of 74 articles related to Islamic ethics research with a business focus

were included in the study.

Exporting Bibliometric Data

The reference lists of the output articles is required to conduct citation and bibli-
ometric coupling analysis. To retrieve these reference lists, the authors followed
a two-step procedure. First, the reference lists for 121 articles was automatically
extracted from the Web of Science database. Afterwards, the reference lists for 74
articles were manually separated from the other articles. The distribution of arti-
cles by year and their categories are shown in Table 2, while Table 3 provides the
distribution of articles by journal.

Table 2. The Distribution of Articles by Year and Their Categories

NO | YEAR | ARTICLE TITLE CATEGORY
1 2021 | Abusive supervision and knowledge sharing: work et-

hic and learning goal orientation moderating roles of

Islamic IWE
2 2020 | Religion and CSR: An Islamic “Political” Model of

Corporate Governance IBE

3 2020 | Temporal Spaces of Egalitarianism: The Ethical Nega-

tion of Economic Inequality in an Ephemeral Religi-

ous Organization IBE
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2019

Exploring the Nexus Between Human Capital, Corpo-
rate Governance and Performance: Evidence from Is-

lamic Banks

IBE

2019

Explaining Helping Behavior in the Workplace: The
Interactive Effect of Family-to-Work Conflict and Is-
lamic Work Ethic

IWE

2019

Epistemic Healing: A Critical Ethical Response to

Epistemic Violence in Business Ethics

IBE

2019

Impact of abusive supervision on deviant work beha-

vior: The role of Islamic work ethic

IWE

2019

Exploring Muslim Attitudes Towards Corporate So-
cial Responsibility: Are Saudi Business Students
Different?

IBE

2018

Is buying counterfeit sinful? Investigation of consu-
mers’ attitudes and purchase intentions of counterfe-

it products in a Muslim country

IBE

10

2018

Qur’anic Ethics for Environmental Responsibility:

Implications for Business Practice

IBE

11

2018

When and how abusive supervision leads to know-
ledge hiding behaviors: An Islamic work ethics

perspective

IWE

12

2018

The relationship between Islamic work ethic and

workplace outcome: A partial least squares approach

IWE

13

2018

When is an Islamic work ethic more likely to spur hel-
ping behavior? The roles of despotic leadership and
gender

IWE

14

2018

Issues in Islamic Equities: A Literature Survey

IWE

15

2018

Perception of politics and job outcomes: moderating

role of Islamic work ethic

IWE

16

2017

Beyond Environmental Regulations: Exploring the
Potential of Eco-Islam in Boosting Environmental Et-
hics Within SMEs in Arab Markets

IBE

17

2017

Exploring the Diversity of Virtues Through the Lens
of Moral Imagination: A Qualitative Inquiry into Or-

ganizational Virtues in the Turkish Context

IBE
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18

2017

Feminizing leadership in the Middle East Emirati wo-

men empowerment and leadership style

IWE

19

2017

Impact of human resource (HR) practices on orga-
nizational performance Moderating role of Islamic

principles

IWE

20

2017

Work ethic, religion and moral energy: the cas e of

Turkish SME owner-managers

IWE

21

2016

Islamic corporate financing: does it promote profit

and loss sharing?

IBE

22

2016

Measuring and validating Islamic work value cons-
tructs: An empirical exploration using Malaysian

samples

IWE

23

2016

Islamic work ethics and individualism in managing a
globalized workplace: Does religiosity and nationality

matter?

IWE

24

2016

An Empirical Alternative to Sidani and Thornber-
ry’s (2009) ‘Current Arab Work Ethic’: Examining
the Multidimensional Work Ethic Profile in an Arab

Context

IWE

25

2016

The Role of Individual Variables, Organizational Vari-
ables and Moral Intensity Dimensions in Libyan Ma-

nagement Accountants’ Ethical Decision Making

IBE

26

2016

Exploring the mechanism of consumer responses to
CSR activities of Islamic banks The mediating role of

Islamic ethics fit

IBE

27

2016

God blesses those who wear Prada Exploring the
impact of religiousness on attitudes toward luxury

among the youth of Indonesia

IBE

28

2016

Impact of Islamic Work Ethics on Organizational Citi-

zenship Behaviors and Knowledge-Sharing Behaviors

IWE

29

2016

Bridging the gap between justice and citizenship be-

havior in Asian culture

IWE

30

2015

Entrepreneurship from an Islamic Perspective

IBE

31

2015

Ethical Reporting in Islami Bank Bangladesh Limited
(1983-2010)

IBE
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32 | 2015 | Managerial Mindsets Toward Corporate Social

Responsibility: The Case of Auto Industry in Iran IBE
33 | 2015 | Discourses of Collective Spirituality and Turkish Isla-

mic Ethics: An Inquiry into Transcendence, Connec-

tedness, and Virtuousness in Anatolian Tigers IBE
34 2015 | Marketing and Ethics: What Islamic Ethics Have

Contributed and the Challenges Ahead IBE
35 | 2015 | New Conceptual Foundations for Islamic Business Et-

hics: The Contributions of Abu-Hamid Al-Ghazali IBE
36 2015 |How Islamic Business Ethics Impact Women Ent-

repreneurs: Insights from Four Arab Middle Eastern

Countries IBE
37 12015 |Islamic Capitalism? The Turkish Hizmet Business

Community Network in a Global Economy IBE
38 2015 | The influence of Islamic values on management prac-

tice in Morocco IBE
39 2015 | Human resource management practices and project

success, a moderating role of Islamic Work Ethics in

Pakistani project-based organizations IWE
40 | 2015 | Religion, religiosity, and leadership practices An exa-

mination in the Lebanese workplace IWE
41 |2014 | The End of Religion? Examining the Role of Religi-

ousness, Materialism, and Long-Term Orientation on

Consumer Ethics in Indonesia IBE
42 | 2014 | The one-billion-plus marginalization: Toward a scho-

larly understanding of Islamic consumers IBE
43 | 2013 | Bringing Work Back in Islamic Ethics IWE
44 | 2012 | Salvation, theology and organizational practices ac-

ross the centuries IBE
45 |2012 | Do Muslims Believe More in Protestant Work Ethic

than Christians? Comparison of People with Different

Religious Background Living in the US IWE
46 | 2011 | The Impact of Intrinsic Religiosity on Consumers’ Et-

hical Beliefs: Does It Depend on the Type of Religion?
A Comparison of Christian and Moslem Consumers in

Germany and Turkey

IBE
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47 12010 |Islam and CSR: A Study of the Compatibility Between

the Tenets of Islam and the UN Global Compact IBE
48 |2010 | The Current Arab Work Ethic: Antecedents, Implicati-

ons, and Potential Remedies IWE
49 | 2010 |Introduction:Islam and human resource management | IBE
50 | 2010 | Islamic challenges to HR in modern organizations IBE
51 | 2009 | Measuring Consumer Perceptions of Business Ethical

Behavior in Two Muslim Countries IBE
52 12009 | The Islamic Work Ethic and the Emergence of Turkish

SME Owner-Managers IWE
53 2009 | Islamic work ethic among Arab college students in Israel | IWE
54 | 2008 | Cross-cultural Comparisons of Managerial Percepti-

ons on Profit IBE
55 2007 | Usury and just compensation: Religious and financial

ethics in historical perspective IBE
56 | 2006 | Pro-environmental behavior in Egypt: Is there a role

for Islamic environmental ethics? IBE
57 12005 | The concept of free agency in monotheistic religions:

Implications for global business IWE
58 | 2005 | Balancing ethical responsibility among multiple orga-

nizational stakeholders: The Islamic perspective IBE
59 2005 | A cross-cultural study of the role of religion in consu-

mers’ ethical positions IBE
60 | 2001 |International marketing ethics from an Islamic pers-

pective: A value-maximization approach IBE
61 | 2001 | Islamic work ethic - A moderator between organizational

commitment and job satisfaction in a cross-cultural context | IWE
62 | 2000 | Religion, ethics and stock trading: The case of an Isla-

mic equities market IBE
63 | 1999 | Islamic ethics and the implications for business IBE
64 | 2018 | ‘Fatwa Repositioning’: The Hidden Struggle for Sha-

ri'a Compliance Within Islamic Financial Institutions |IBE
65 | 2016 |Ethical Screening and Financial Performance: The

Case of Islamic Equity Funds

IBE
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66 | 2016 |Does Shari'ah Screening Cause Abnormal Returns?
Empirical Evidence from Islamic Equity Indices IBE
67 | 2015 | Organizational Justice and Job Outcomes: Modera-
ting Role of Islamic Work Ethic IWE
68 | 2014 |Islamic Corporate Governance: Risk-Sharing and Isla-
mic Preferred Shares IBE
69 | 2014 | Global Business Norms and Islamic Views of Women’s
Employment IBE
70 | 2014 | Socially responsible investment: insights from Shari’a
departments in Islamic financial institutions IBE
71 | 2013 |Islamic Perspectives on Profit Maximization IBE
72 | 2011 | Business Ethics Perceptions of Public and Private Se-
ctor Iranians IBE
73 12009 | The Impact of Perceived Organizational Ethical Cli-
mate on Work Satisfaction IBE
74 | 2007 |Exploring the ethical identity of Islamic banks via
communication in annual reports IBE
Table 3. The Distribution of Articles by Journal
NO | ARTICLE TITLE SOURCE
1 | Abusive supervision and knowledge sharing: work MANAGEMENT
ethic and learning goal orientation moderating roles | DECISION
of Islamic
2 | Religion and CSR: An Islamic “Political” Model of BUSINESS &
Corporate Governance SOCIETY
3 | Temporal Spaces of Egalitarianism: The Ethical Nega- | JOURNAL OF BU-
tion of Economic Inequality in an Ephemeral Religi- | SINESS ETHICS
ous Organization
4 | Exploring the Nexus Between Human Capital, Corpo- | JOURNAL OF BU-
rate Governance and Performance: Evidence from SINESS ETHICS
Islamic Banks
5 | Explaining Helping Behavior in the Workplace: The | JOURNAL OF BU-
Interactive Effect of Family-to-Work Conflict and SINESS ETHICS
Islamic Work Ethic
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6 | Epistemic Healing: A Critical Ethical Response to JOURNAL OF BU-
Epistemic Violence in Business Ethics SINESS ETHICS

7 | Impact of abusive supervision on deviant work beha- | BUSINESS ETHI-
vior: The role of Islamic work ethic CS-A EUROPEAN

REVIEW

8 | Exploring Muslim Attitudes Towards Corporate JOURNAL OF BU-
Social Responsibility: Are Saudi Business Students SINESS ETHICS
Different?

9 | Is buying counterfeit sinful? Investigation of consu- | INTERNATIO-
mers’ attitudes and purchase intentions of counter- | NAL JOURNAL
feit products in a Muslim country OF CONSUMER

STUDIES

10 | Qur’anic Ethics for Environmental Responsibility: JOURNAL OF BU-
Implications for Business Practice SINESS ETHICS

11 | When and how abusive supervision leads to know- LEADERSHIP &
ledge hiding behaviors: An Islamic work ethics ORGANIZATION
perspective DEVELOPMENT

JOURNAL

12 | The relationship between Islamic work ethic and PERSONNEL
workplace outcome: A partial least squares approach | REVIEW

13 | When is an Islamic work ethic more likely to spur PERSONNEL
helping behavior? The roles of despotic leadership REVIEW
and gender

14 | Issues in Islamic Equities: A Literature Survey EMERGING MAR-

KETS FINANCE
AND TRADE

15 | Perception of politics and job outcomes: moderating | PERSONNEL
role of Islamic work ethic REVIEW

16 | Beyond Environmental Regulations: Exploring the JOURNAL OF BU-
Potential of Eco-Islam in Boosting Environmental SINESS ETHICS
Ethics Within SMEs in Arab Markets

17 | Exploring the Diversity of Virtues Through the Lens | JOURNAL OF BU-
of Moral Imagination: A Qualitative Inquiry into SINESS ETHICS

Organizational Virtues in the Turkish Context
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18 | Feminizing leadership in the Middle East Emirati GENDER IN
women empowerment and leadership style MANAGEMENT
19 | Impact of human resource (HR) practices on orga- INTERNATIO-
nizational performance Moderating role of Islamic NAL JOURNAL
principles OF ISLAMIC
AND MIDDLE
EASTERN FI-
NANCE AND
MANAGEMENT
20 | Work ethic, religion and moral energy: the case of INTERNATIONAL
Turkish SME owner-managers JOURNAL OF HU-
MAN RESOURCE
MANAGEMENT
21 | Islamic corporate financing: does it promote profit BUSINESS ETHI-
and loss sharing? CS-A EUROPEAN
REVIEW
22 | Measuring and validating Islamic work value cons- JOURNAL
tructs: An empirical exploration using Malaysian OF BUSINESS
samples RESEARCH
23 | Islamic work ethics and individualism in managinga | JOURNAL OF
globalized workplace: Does religiosity and nationa- | MANAGEMENT &
lity matter? ORGANIZATION
24 | An Empirical Alternative to Sidani and Thornber- JOURNAL OF BU-
ry’s (2009) ‘Current Arab Work Ethic’: Examining SINESS ETHICS
the Multidimensional Work Ethic Profile in an Arab
Context
25 | The Role of Individual Variables, Organizational JOURNAL OF BU-
Variables and Moral Intensity Dimensions in Libyan | SINESS ETHICS
Management Accountants’ Ethical Decision Making
26 | Exploring the mechanism of consumer responses to | INTERNATIO-
CSR activities of Islamic banks The mediating role of | NAL JOUR-
Islamic ethics fit NAL OF BANK
MARKETING
27 | God blesses those who wear Prada Exploring the MARKETING
impact of religiousness on attitudes toward luxury INTELLIGENCE &
among the youth of Indonesia PLANNING
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28 | Impact of Islamic Work Ethics on Organizational JOURNAL OF BU-
Citizenship Behaviors and Knowledge-Sharing SINESS ETHICS
Behaviors

29 | Bridging the gap between justice and citizenship CROSS CULTURAL
behavior in Asian culture & STRATEGIC

MANAGEMENT

30 | Entrepreneurship from an Islamic Perspective JOURNAL OF BU-

SINESS ETHICS

31 | Ethical Reporting in Islami Bank Bangladesh Limited | JOURNAL OF BU-
(1983-2010) SINESS ETHICS

32 | Managerial Mindsets Toward Corporate Social JOURNAL OF BU-
Responsibility: The Case of Auto Industry in Iran SINESS ETHICS

33 | Discourses of Collective Spirituality and Turkish Isla- | JOURNAL OF BU-
mic Ethics: An Inquiry into Transcendence, Connec- | SINESS ETHICS
tedness, and Virtuousness in Anatolian Tigers

34 | Marketing and Ethics: What Islamic Ethics Have JOURNAL OF BU-
Contributed and the Challenges Ahead SINESS ETHICS

35 | New Conceptual Foundations for Islamic Business JOURNAL OF BU-
Ethics: The Contributions of Abu-Hamid Al-Ghazali | SINESS ETHICS

36 | How Islamic Business Ethics Impact Women Ent- JOURNAL OF BU-
repreneurs: Insights from Four Arab Middle Eastern | SINESS ETHICS
Countries

37 | Islamic Capitalism? The Turkish Hizmet Business JOURNAL OF BU-
Community Network in a Global Economy SINESS ETHICS

38 | The influence of Islamic values on management prac- | EUROPEAN
tice in Morocco MANAGEMENT

JOURNAL

39 | Human resource management practices and project | INTERNATIO-
success, a moderating role of Islamic Work Ethicsin | NAL JOURNAL
Pakistani project-based organizations OF PROJECT

MANAGEMENT

40 | Religion, religiosity, and leadership practices An exa- | LEADERSHIP &

mination in the Lebanese workplace ORGANIZATION
DEVELOPMENT
JOURNAL
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41 | The End of Religion? Examining the Role of Religi- JOURNAL OF BU-
ousness, Materialism, and Long-Term Orientation on | SINESS ETHICS
Consumer Ethics in Indonesia

42 | The one-billion-plus marginalization: Toward a scho- | JOURNAL
larly understanding of Islamic consumers OF BUSINESS

RESEARCH
43 | Bringing Work Back in Islamic Ethics JOURNAL OF BU-
SINESS ETHICS

44 | Salvation, theology and organizational practices ORGANIZATION
across the centuries

45 | Do Muslims Believe More in Protestant Work Ethic | JOURNAL OF BU-
than Christians? Comparison of People with Diffe- SINESS ETHICS
rent Religious Background Living in the US

46 | The Impact of Intrinsic Religiosity on Consumers’ JOURNAL OF BU-
Ethical Beliefs: Does It Depend on the Type of Religi- | SINESS ETHICS
on? A Comparison of Christian and Moslem Consu-
mers in Germany and Turkey

47 |Islam and CSR: A Study of the Compatibility Between | JOURNAL OF BU-
the Tenets of Islam and the UN Global Compact SINESS ETHICS

48 | The Current Arab Work Ethic: Antecedents, Implica- | JOURNAL OF BU-
tions, and Potential Remedies SINESS ETHICS

49 | Introduction: Islam and human resource PERSONNEL
management REVIEW

50 | Islamic challenges to HR in modern organizations PERSONNEL

REVIEW

51 | Measuring Consumer Perceptions of Business Ethical | JOURNAL OF BU-
Behavior in Two Muslim Countries SINESS ETHICS

52 | The Islamic Work Ethic and the Emergence of Tur- JOURNAL OF BU-
kish SME Owner-Managers SINESS ETHICS

53 | Islamic work ethic among Arab college students in CROSS CULTU-
Israel RAL MANAGE-

MENT-AN IN-
TERNATIONAL
JOURNAL
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54 | Cross-cultural Comparisons of Managerial Percepti- | JOURNAL OF BU-
ons on Profit SINESS ETHICS
55 | Usury and just compensation: Religious and financial | JOURNAL OF BU-
ethics in historical perspective SINESS ETHICS
56 | Pro-environmental behavior in Egypt: Is there a role | JOURNAL OF BU-
for Islamic environmental ethics? SINESS ETHICS
57 | The concept of free agency in monotheistic religions: | JOURNAL OF BU-
Implications for global business SINESS ETHICS
58 | Balancing ethical responsibility among multiple orga- | JOURNAL OF BU-
nizational stakeholders: The Islamic perspective SINESS ETHICS
59 | A cross-cultural study of the role of religion in consu- | INTERNATIONAL
mers’ ethical positions MARKETING
REVIEW
60 | International marketing ethics from an islamic pers- | JOURNAL OF BU-
pective: A value-maximization approach SINESS ETHICS
61 | Islamic work ethic - A moderator between organizati- | PERSONNEL
onal commitment and job satisfaction in a cross-cul- | REVIEW
tural context
62 | Religion, ethics and stock trading: The case of an JOURNAL OF BU-
Islamic equities market SINESS ETHICS
63 | Islamic ethics and the implications for business JOURNAL OF BU-
SINESS ETHICS
64 | ‘Fatwa Repositioning’: The Hidden Struggle for Sha- | JOURNAL OF BU-
ri'a Compliance Within Islamic Financial Institutions | SINESS ETHICS
65 | Ethical Screening and Financial Performance: The JOURNAL OF BU-
Case of Islamic Equity Funds SINESS ETHICS
66 | Does Shari’ah Screening Cause Abnormal Returns? JOURNAL OF BU-
Empirical Evidence from Islamic Equity Indices SINESS ETHICS
67 | Organizational Justice and Job Outcomes: Modera- | JOURNAL OF BU-
ting Role of Islamic Work Ethic SINESS ETHICS
68 | Islamic Corporate Governance: Risk-Sharing and JOURNAL OF BU-
Islamic Preferred Shares SINESS ETHICS
69 | Global Business Norms and Islamic Views of Wo- BUSINESS ETHICS
men’s Employment QUARTERLY
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70 | Socially responsible investment: insights from Sha- | BUSINESS ETHI-
ri'a departments in Islamic financial institutions CS-A EUROPEAN
REVIEW
71 | Islamic Perspectives on Profit Maximization JOURNAL OF BU-
SINESS ETHICS
72 | Business Ethics Perceptions of Public and Private JOURNAL OF BU-
Sector Iranians SINESS ETHICS
73 | The Impact of Perceived Organizational Ethical Cli- | JOURNAL OF BU-
mate on Work Satisfaction SINESS ETHICS
74 | Exploring the ethical identity of Islamic banks via JOURNAL OF BU-
communication in annual reports SINESS ETHICS
Analysis

This step involves outlining the data cleaning and subfield identification methods
as well as selecting appropriate bibliometric software. We entered the data into
an Excel spreadsheet. As the co-authorship analysis was conducted using source
titles instead of source author(s), a frequency analysis was carried out to identify
spelling errors. All errors in the dataset were corrected prior to commencing the
analyses. Network analysis was preferred due to its significant advantages in terms
of identifying the positions of actors within a community or field. BibExcel was
chosen as the bibliometric software because it can automatically prepare the data

for network analysis by considering the cooccurrence of citations.

Visualization

When visualizing the relationships among actors in a community or field, research-
ers generally have two options: network analysis and multidimensional scaling. In
this study, we opted for network analysis to depict the relationships among bib-
liometric couplings. To achieve this objective, we used the VOSviewer software
program, which can display the strength of relationships within the network and
automatically identify clusters in the field. Figure 1 displays the results of network
analysis of Islamic ethics studies in the field of business.
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Figure 1: Network Analysis of Islamic Ethic Studies in Business Area
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RESULTS

After mapping the papers’ contents, two different clusters of Islamic ethics were
identified in the literature: Islamic work ethics (IWE) (colored green) and Islam-
ic business ethics (IBE) (colored red). Although these two concepts have similar
meanings, work ethics and business ethics differ in their precise definitions. Work
ethics mostly focus on the individual attitudes and perceptions toward work (Uy-
gur et al., 2017), while business ethics question the conduct of firms with an ethical
lens and consider their impact on society, environment, and other stakeholders
(Donaldson & Dunfee, 1994; Joyner & Payne, 2002).

IWE and IBE studies can both be found in the present literature. Cluster 1
(green) shows the strong influence of organizational behavior (OB) studies within
the IWE field. The IWE scale developed by Ali (1988) has been examined under var-
ious topics of OB. Cluster 2 (red), on the other hand, illustrates the diverse applica-
tions of IBE works in the management field. The contributions of Islamic finance,
corporate social responsibility (CSR), human resource management (HRM), and
critical studies to the development of the IBE field are evident. In the following
sections, these two clusters will be analyzed in greater detail to better portray the

intellectual structure of Islamic ethics.
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Cluster 1: Islamic Work Ethics

Articles in Cluster I (green) deal with work ethics and the perspective of the Islamic
religion on work ethics. The vast majority of these studies contribute to the liter-
ature on organizational behavior (OB). A common characteristic of these articles
is that, based on the IWE scale of Ali (1988), they develop new models to explain
OB-related topics. These studies are mostly empirical and measure IWE’s impact
on various other scales, such as organizational citizenship behaviors and knowl-
edge-sharing behaviors (Murtaza et al., 2016), helping behavior (De Clercq et al.,
2018), individualism (Alam & Talib, 2015; Khalil & Abu-Saad, 2009), perceived or-
ganizational justice (Mohammad et al., 2018), and turnover intention (K. Khan
et al., 2015). IWE has also been widely tested as a moderator variable between
variables of abusive supervision and knowledge sharing/hiding behaviors (Islam et
al., 2021a; Khalid & Khan, 2018), organizational commitment and job satisfaction
(Yousef, 2001), organizational justice and citizenship behavior (Mohammad et al.,
2016), abusive supervision and deviant workplace behavior (Javed et al., 2019),
HR practices and project success (A. S. Khan & Rasheed, 2015), perceived organi-

zational justice and turnover intention (K. Khan et al., 2015).

The richness of the application area of IWE in the OB field illustrates that Is-
lamic work ethics (IWE) can find a place in the literature as a reliable and valid scale.
The majority of IWE articles are assimilated in mainstream Western literature and
treat Islam as a contextual factor; furthermore, they attempt to accumulate scien-
tific knowledge by testing IWE scales in various fields. Although some claim that
Protestant work ethic (PWE) and IWE are similar in terms of viewing work as a
service/worship (Zulfikar, 2012), there also exist criticisms of the PWE’s applica-
bility in different religious contexts (Ryan & Tipu, 2016). Common representation
of PWE as universal work ethics is arguable, as Muslim cultures and societies have
their own work ethic characteristics that do not necessarily mirror those of the
West (Ali & Al-Owaihan, 2008). Empirical IWE studies illustrate that understand-
ing work ethics from an Islamic perspective are necessary to better examine Mus-

lim societies’ ethics in the workplace.

Cluster 2: Islamic Business Ethics

The co-cited articles in Cluster 2 (red) suggest that there is no single dominant the-
ory in the field of Islamic business ethics (IBE). While IWE studies are largely con-
ducted in the OB field, IBE has a wider application area in the management field.

Researchers have explored alternative ethical perspectives from Islam in many ex-
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isting management areas, such as HRM (Ali, 2010a; Mellahi & Budhwar, 2010),
CSR (Murphy et al., 2019; Murphy & Smolarski, 2020; Williams & Zinkin, 2010),
corporate governance (Nawaz, 2019), stakeholder theory (Ali, Al-Aali, & Al-owai-
han, 2013; Beekun & Badawi, 2005) and entrepreneurship (Giimiisay, 2015). IBE
has also been incorporated into discussions on gender equality (Syed & Van Bu-
ren, 2014), the morality of profit maximization (Ali, Al-Aali, & Al-owaihan, 2013),
marketing ethics (Ali & Al-Aali, 2015; El-Bassiouny, 2014a; Saeed et al., 2001),
environmental ethics (Abdelzaher & Abdelzaher, 2017; Helfaya et al., 2018; Rice,
2006), and consumer ethics (Arli & Tjiptono, 2014; Cornwell et al., 2005; Schneider
etal., 2011).

Another focus of IBE studies is Islamic financial institutions (IFI). IFIs are
known for their socially responsible investments, which are drawn from Sharia
principles (Ullah et al., 2014), and for their holistic business models, which require
the making of financial sacrifices to facilitate ethical and engaging philanthropic
activities (Ullah et al., 2018). Ethical issues associated with Islamic finance practic-
es such as murabahah (Minhat & Dzolkarnaini, 2016), ethical screening of Islamic
equities (Ashraf, 2016; Nainggolan et al., 2016), Islamic preferred shares (Al-Su-
haibani & Naifar, 2014), and the ban of usury (Mews & Abraham, 2007), have also
been discussed in the identified articles.

The cultural realities of different countries are considered important for un-
derstanding how business ethics are applied in diverse contexts (Yong, 2008). As
such, IBE literature is widespread in the Muslim world, providing country-specific
studies on Morocco (Forster & Fenwick, 2015), Turkey (Karakas et al., 2015, 2017),
Pakistan (Rauf & Prasad, 2020), Egypt (Rice, 1999; Tsalikis & Lassar, 2009), Iran
(Mujtaba et al., 2011), and Libya (Musbah et al., 2016). There are also comparative
studies between Germany and Turkey (Schneider et al., 2011) and between Chris-
tians and Muslims (Hage & Posner, 2015).

In addition, some IBE works have adopted critical perspective on contempo-
rary ethics. Max Weber himself underlined that the Western perspective on ethics
is largely influenced by European values and beliefs that are shaped by industrial
capitalism and differ from the values of other cultures (Islam et al., 2021b). In ad-
dition, several scholars have criticized the fact that academic perspectives from
non-Western religious and cultural traditions are far less represented in business
ethics literature (Murphy & Smolarski, 2020). Therefore, many studies approach
IBE as an epistemic alternative to Western business ethics. Decolonial studies

claim that Islam is misrepresented and underrepresented in the field and that its
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perspectives are excluded and distorted (Ul-Haq & Westwood, 2012); thus, they
call for “epistemic healing” (F. R. Khan & Naguib, 2019) to address this issue. Rich
discussions on IBE in the literature seem to have the potential to provide an alter-

native ethical perspective to Western business ethics.

In terms of methodology, quantitative studies that apply surveys and testing
models are dominant in the field. On the other hand, several qualitative studies
focused on the foundational sources of normative Islam, namely, the Quran and
Hadith (oral tradition referring to the sayings and actions of the prophet Moham-
mad). These studies attempt to incorporate original Islamic perspectives to the
field of business ethics by referring to Islamic concepts such as ihsan (benevolence)
(Ali, 2010a; Ali, Al-Aali, & Al-owaihan, 2013), fardh (religious duty) (Ali, Al-Aali, &
Al-owaihan, 2013; Murphy & Smolarski, 2020), niyah (intent) (E. R. Khan & Nagu-
ib, 2019), halal (permissible), haram (forbidden) (El-Bassiouny, 2014b), adl (just)
(Beekun & Badawi, 2005), amal (work), amana (trust) (Beekun & Badawi, 2005),
zakat (charity for the needy) (Rauf & Prasad, 2020), hagq (right) (Syed & Van Bu-
ren, 2014), and khalifah (trustee) (Williams & Zinkin, 2010).

These areas provide opportunities for researchers to contribute to Islamic
and mainstream business ethics research. However, considering the wide range of
co-citations, it can be said that IBE has not been dominated by a single theory.
While this situation may indicate the immaturity of the field, it also highlights the
potential richness of the research area. Ultimately, IBE has the potential to make

valuable contributions to many different topics.

Please refer to Table 4 below for an illustrative summary of IWE and IBE areas.
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Table 4. Illustrative Summary of IWE and IBE Domains

Domain

Key areas of

Example constructs

Example finding from this

but signifying any sincere or be-
neficial deed (sedakah); the prin-
ciple of consultation (Shura); and
Islamic core values, such as the
principles of honesty (Al-sidg),
trust (Al-Amanah), justice and fa-
irness in dealing with employees
(Al-adI), team work and coopera-
tion (Al-Ta'waan), and perfection/
excellence (Al-Ikhlas)

research literature
Finance Ethical screening, socially IEFs screen their investments
responsible investment (SRI), for haram (sinful), riba (conven-
the Ethical Identity Index (EII), |tional interest/usury), maysir
corporate governance, and (gambling), gimar (speculation),
Islamic equity funds (IEF) and gharar (uncertainty tied with
exploitation and unfairness)
activities, which are strictly pro-
hibited according to Islamic law.
(Nainggolan et al., 2016)
Corpora- Normative Islam, Magasid al This Islamized stakeholder
te social Shariah (the objectives of Isla- | governance model democratizes
responsibility | mic law), fard al ‘ayn (obligation | corporate boards by including a
upon all individuals within multitude of organizational sta-
society), and fard al kifayah (ob- | keholders into the decision-ma-
" ligation upon some individuals | king bodies of these boards (i.e.,
2 within society) the supervisory board). (Murphy
‘i & Smolarski, 2020)
§ Consumer Intrinsic and extrinsic religious- | Muslim Malaysian consumers
2 ethics ness, consumer ethical beliefs, | prefer to buy halal products—
< and halal and haram (sinful) products free of pork and alco-
‘g products hol. In addition, halal products
=~ are marketed as having been
B handled and distributed by Mus-
lims. (Tsalikis & Lassar, 2009)
Human Goodness and generosity in The application of the philosophy
resource interaction and conduct (ehsan), | of ehsan in the workplace offers
management | commonly referred to as charity | a useful framework for positively

safeguarding societal concerns...
Islamic prescriptions on HR, if
internalized, may guard against
violating human dignity and
ensure a fine balance between
organizational and societal inte-
rests. (Ali, 2010b)
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Islamic business ethics

Marketing

Equity and justice (constitu-
ting just dealing and fair play),
permissible (halal), and pure
(twayyib)

Business conduct has to be
morally driven... the interests

of the society are situated at the
heart of the marketing function.
Not only does morality transcend
any market exchange concern,
but social dimensions are also an
integral part of market func-
tion. (Ali & Al-Aali, 2015). All
unethical lapses in pricing are
tantamount to injustice (Dhulm)
and are considered sin. (Saeed et
al., 2001)

Islamic work ethics

Job

satisfaction

Motivation theories

The empirical results indicate
that the Islamic work ethic dire-
ctly affects both organizational
commitment and job satisfac-
tion, and that it moderates the
relationship between these two
constructs. (Yousef, 2000)

Protestant
work ethic

Muslims PWE scores

The Turkish Muslim population
of the US work force positively
contributes to the American
business ethics values (Zulfikar,
2012)

Hoftsedes
personality
traits

Individualism

There was a strong and highly
significant correlation between
the IWE and individualism sca-
les. (Khalil & Abu-Saad, 2009)

Helping
behavior

Leadership theories

Islamic work values relate
positively to helping behaviors,
and this relationship is stronger
when employees experience
despotic leadership because their
values motivate them to protect
their colleagues against the har-
dships created by such leadership
(De Clercq et al., 2018)

Abusive
supervision

Conservation of resources
theory

The moderation of an Islamic
Work Ethic on the relationship
between abusive supervision
and deviant work behavior was
confirmed. (Javed et al., 2019)
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Turnover Motivation theories IWE was positively related to
intention job satisfaction and negatively
related to turnover intention and
negligent behavior. (Rawwas et

2 al, 2018)

'g Organizati- | Social exchange, equity, and The findings of this study revea-
- onal justice, |other orientation theories led that justice has a direct effect
2 organizatio- on citizenship behavior directed
. nal citizens- toward individual and organizati-
Evs hip behavior on alike. These relationships were
= found to be more effective for

employees who are high in IWE
and weak for employees who are
low in IWE. (Mohammad et al.,
2016)

DISCUSSION

In this review, we have conducted a bibliometric analysis of the emerging Islam-
ic ethics domain within the business ethics literature. The findings of this review
show that, currently, research on various constructs in this area (e.g., Table 1) can
be aggregated into two large clusters: Islamic work ethics and Islamic business eth-
ics. The key difference between these two terms is the level of analysis: Islamic work
ethics commonly refers to the application of Islamic ethics at micro levels, such as
at the level of analysis of the individual or team. Conversely, Islamic business eth-
ics refers to the broader work context, such as the extent to which organizational
structures are based on Islamic ethics or whether Islamic ethics are a factor influ-
encing the decisions by the upper echelons of the organization. We have reviewed
these two clusters, as well as the common themes and constructs within them, to
provide researchers in the business ethics field a clear understanding of this emerg-
ing field. This bibliometric study suggests that several potential areas of research

within and surrounding the Islamic ethics domain are currently unexplored.

Future Research Opportunities

Conceptual clarification and measurement. As with any nascent literature, re-
search on IWE and IBE has faced early conceptual challenges that can be resolved
through more the publication of conceptual studies. For example, while IWE and
IBE are proposed as two different terms, it is worth considering whether the exist-
ence of these two terms causes unnecessary fragmentation in the literature. If the
main difference between IBE and IWE is the level of analysis (as suggested in our

review of the literature), it might be best to combine the two streams of literature
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under one umbrella. Similarly, there is room for improvement in terms of scales.
Currently, we have limited knowledge of the stability of existing scales of IBE/IWE.
Similarly, we require studies that compare self-measured and other-measured IBE/
IWE. Finally, we must also consider whether IBE/IWE is conceptualized as an inter-
nal construct or an external (behavioral) outcome. If IBE/IWE is a behavioral out-
come, it may be necessary to emphasize other-measured (as opposed to self-meas-
ured/self-reported) scales, following research in the leadership area (e.g., Barbuto
& Wheeler, 2006). Furthermore, the self-measurement of Islamic ethics (as with
many ethical constructs) is subject to self-serving bias (e.g., Babcock & Loewen-
stein, 1997) and thus may not be reliable.

IWE/IBE, Moderating Variables and Multi-Level Outcomes. While most
studies examining IWE/IBE focus on the effects of these constructs on a variety
of outcomes, there are still several unexplored areas. For example, most studies
are conducted at a single level of analysis, and there is a lack of multi-level studies
that can help us observe the effects of INE/IBE on broader organizations. There
is also a lack of studies on the effects of IWE/IBE across organizations, such as in
M&As (e.g., Oancea & Kamau, 2020) and B2B decision-making (e.g., Tuncdogan et
al,, 2019).

Furthermore, our knowledge regarding the factors moderating the relationship
between IWE/IBE and its outcomes is limited. In other words, we must determine
the circumstances in which we are likelier to reap the benefits of IWE/IBE. There are
several classes of variables we can consider that can moderate these relationships,
such as external environment (e.g., environmental turbulence — Bodlaj & Cater,
2019), organizational structure (e.g., Zheng et al., 2010), organizational culture
(e.g., Elsbach & Stigliani, 2018), leadership styles (e.g., Anderson & Sun, 2017),
leadership behaviors (e.g., Inceoglu, et al., 2018), and other variables related to the
overall psychological architecture of the organization (e.g., Powell, et al., 2011).

Antecedents of IWE/IBE. Currently, there is little to no knowledge regarding
the emergence of Islamic work and business ethics within organizational settings.
While the number and religiousness of Muslim individuals are two key factors,
there are other relevant factors as well. For example, individuals may identify as
Muslims but may not apply a religious ethics mindset to their work. Similarly, in-
dividuals may have Islamic work ethics (i.e., at the individual level), but the organ-
izational structures may not involve elements of Islamic business ethics. It is thus
important to identify the circumstances in which these different structures form

and measure their overall effects on roganizations.
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Moreover, it is also possible for an organization to have IBE despite having
members who are not Muslims. In this case, the question becomes: Under which
circumstances does this yield a desirable result (e.g., performance, job satisfaction,
connectedness)? Indeed, there are many successful organizations that are governed
via religious principles and have many members who do not share the same religion.
For example, Earlham College and John Hopkins University are successful institu-
tions of higher education founded by Quakers. While Quaker principles play a role in
these institutions, the way the religious principles are implemented has not prevent-
ed these institutions from achieving success. In fact, in the highly competitive land-
scape of US higher education, one can even argue that their religious roots helped to
make these organizations more unique. Similarly, IBE at the organizational level may

have positive effects on individuals who are not Muslims themselves.

Mediators between IWE/IBE and Multi-Level Outcomes. Finally, while we
know that we have certain effects on IWE/IBE within organizational contexts, our
knowledge regarding the specifics of these relationships remains limited. For ex-
ample, if an organization is high on the IBE scale and that has an effect on perfor-
mance in a certain context, what factors mediate these effects? Was it trust making
transactions easier or a shared culture improving interpersonal sensemaking? We
require theory-building research that can describe the specific mechanisms un-
derlying the relationships between IBE/IBE and the various outcomes these con-

structs can predict.

CONCLUSION

In recent years, there has been an increasing interest in better understanding var-
iables related to Islamic ethics as a set of contextual variables with multi-level ef-
fects within the organizational setting. In this study, we conducted a bibliometric
coupling analysis to gain further insight into the ongoing evolution of research
pertaining to this concept. Based on our observations,we developed a research
agenda. Ultimately, we aim to help this set of studies grow into a coherent stream

of literature.

In conclusion, our bibliometric analysis sheds light on the emerging field of
Islamic ethics research within the business ethics literature. Our review highlights
the distinction between Islamic work ethics and Islamic business ethics, empha-
sizing the varying levels of analysis these terms entail. In addition, we identified
several areas for future research to further enhance our understanding of Islamic

ethics in organizational contexts.
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First, there is a need for conceptual clarification and refinement of the meas-
urement scales used in the literature. Addressing early conceptual challenges and
improving measurement scales will contribute to a more cohesive understanding of
Islamic ethics. Additionally, consolidating Islamic work ethics and Islamic business
ethics under one umbrella term could streamline future research efforts. Second,
future studies should explore the moderating variables and multi-level outcomes
of Islamic ethics. Investigating the contextual factors that influence the relation-
ship between Islamic ethics and organizational outcomes should provide valuable
insights for practitioners and scholars alike. Moreover, understanding the anteced-
ents of Islamic work and business ethics within organizational settings is crucial.
Exploring the emergence of these ethics frameworks and their impact on organiza-
tional structures and processes will contribute to a comprehensive understanding
of Islamic ethics in practice. Furthermore, research should focus on identifying the
mediators between Islamic ethics and multi-level outcomes. Exploring the specific
mechanisms through which Islamic ethics influence organizational outcomes will
facilitate the development of Islamic ethics theory and practical applications of

Islamic ethics in the workplace.

In summary, our review highlights the importance of further research in under-
standing the complexities of Islamic ethics in organizational contexts. By address-
ing conceptual challenges, exploring moderating variables, investigating anteced-
ents, and identifying mediators, future studies can contribute to a more nuanced

understanding of Islamic ethics and its implications for business practices.
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Yoneticilik ve Liderlik Acisindan Merhamet
Kavraminin Kur’an’i Temeli: Al-i Imran Suresi 159.
Ayet Ornekliginde Bir Degerlendirme

Emel Burak, Hatice Avc

0z: Merhamet insanin oldugu tiim mecralarin temelini olusturan kadim bir kavramdir. Bu sebeple giinliik hayat ve
meggaleler ile cesitli roller ve statiilerde bulunan insan, ancak merhamet dili ile insani noktada esitlenecek ve ayni
amaca hizmet i¢in géniilli olacaktir. Is hayatinda, kiresellesme ve dijitallesme ile zaman unsurunun hiz ve tiiketim
kiltiirine kurban edilmesi, bireysel bagar: hirsini képiirtmektedir. Yapilan ¢aligmalar, bu durumun en énemli ve
kiymetli bag etme metodu olarak insam 6zine davet eden merhamet kavramina isaret etmektedir. Bu sebeple
calismanin amaci, yoneticilik ve liderlik kavramlarini merhamet ekseninde degerlendirmek iizere ig hayatinda in-
sanin 6ziine davet edilmesine katki sunmaktir. Caligmada yénetici, lider ve merhamet kavramlarina teorik cercevede
yer verilmistir. Ardindan yéneticilik ve liderlikte merhamet kavraminin Kur'an’i temeline igaret ettigi disiiniilen Al-4
Imran suresi 159. ayet, klasik tefsir 6rnekleri ile degerlendirilmistir. Sonu¢ kisminda ise kavramsal bir yaklagim ile
yonetimde merhamet kavrami Kur’an temelinde degerlendirilmis, merhamet kavraminin insana insanca muamele
icin anahtar bir rol oynadig1 sonucuna ulagilmigtir.

Anahtar Kelimeler: isletme, Yonetici, Lider, insan, Merhamet, Merhametli Yénetim, Kur’an-1 Kerim, Al-i imran
159. Ayet.

The Qur’anic Basis of The Concept of Compassion In Terms of Management and Leadership: Evaluation
With The Example of Verse 159 of Al-i Imran Surah

Abstract: Compassion is an ancient concept that forms the basis of all channels where human beings are present.
For this reason, people in various roles and statuses with daily life and occupations will be equalised at the human-
itarian point only with the language of compassion and volunteer to serve the same purpose. In business life, the
sacrifice of time to the culture of speed and consumption with globalisation and digitalisation fuels the ambition for
individual success. Studies point to the concept of compassion, which invites people to their essence, as the most
important and valuable method of coping with this situation. For this reason, the aim of the study is to contribute to
inviting people to their essence in business life by evaluating the concepts of management and leadership on the axis
of compassion. In this study, which is a qualitative research, the concepts of manager, leader and compassion are giv-
en in the theoretical framework. Then, the 159th verse of Al-i Imran surah, which is thought to point to the Qur’anic
basis of the concept of compassion in management and leadership, is evaluated with classical exegesis examples. In
the conclusion part, the concept of compassion in management has been evaluated on the basis of the Qur’an with a
conceptual approach, and it has been concluded that the concept of compassion plays a key role for human response.

Key Words: Business, Manager, Leader, Human, Compassion, Compassionate Management, Qur’an, Al-i Imran159.
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Giris
Islam inancinda, insan yaratilis itibariyle yaratilanlarin en sereflisi (esref-i
mahlukat) olarak tanimlanmaktadir. Insana “yaratilmiglarin en sereflisi” denilmesi
Islam’in insana bakigini yansitan bir ifadedir. Bu durum, insanin canlilar icerisinde
en iistiin vasiflarla ve kapasiteyle donatildiginin bir emaresidir. islam’a gore insan,
toplumsal statii olarak hangi konumda olursa olsun degerlidir. islam inancinin kut-
sal kitab1 Kur’an-1 Kerim'de her insanin biricik oldugu, farkli yeteneklerle donatil-
dig1, toplumsal statiisiniin farkli olmasinin dinya hayat: icin bir imtihan vesilesi
oldugu (Kur’an-1 Kerim, 6:165) beyan edilmektedir. Bu ise insanin var oldugu her
statiide (ast/iist) yegane bir varlik oldugunun ve insana yakigan bir muamele gor-

mesinin esas alinmas: gerektiginin gostergesidir.

Islam’da insana verilen deger ile toplumsal statiiniin emanet ve imtihan olarak
tanimlanmasi, [slam’in yonetim ve liderlik hususunda daha insani bir anlay1s su-
nulmasinin temelini olusturmaktadir. Tarihsel strecte yasanan gelismeler ve geli-
nen noktadaki teknolojik ilerleme, kiiresellesme gibi hiz kiiltiiriine dayanan mev-
cut durum ile insan sermayesinin yonetimi daha kompleks hale gelmistir. Ancak
fslam inancindaki yonetim ve liderlik anlayis1 hep ayni noktadadir, yani kisinin
yonetici ve/veya lider olmasi, konum olarak diger insanlardan tst bir statiiye sahip
olmas1 sadece onun imtihanidir (Kur’an-1 Kerim, 6:165). Bu anlayis ise yonetici ve/
veya lider konumunda bulunan insanlarin, insana insanca muamele etmesini salik
vermektedir. Nitekim Kur’an-1 Kerim'de yéneticilik ve/veya liderlik kigiye bir ema-
net (Kur’an-1 Kerim, 4:58) olarak ifade edilmektedir. islam inancindaki yoneticilik
ve liderlik vasiflarina atfedilen emanet anlayiginin temelinde, bu statilerin gecici-
ligine ve bir zaman dilimini kapsadigina vurgu vardir. Bu bakis a¢isina mensup y6-
netim anlayisi icerisindeki insanin, insani bir yénetim (Cirpan ve Alayoglu, 2022)

felsefesini benimsemesi hem diinya hem ahiret hayatinda mutluluk vesilesidir.

Diinya Saglik Orgiitii verileri 2030 yilina gelindiginde depresyon rahatsizligi-
nin birinci siradaki sebebinin ig yerinde yasanan gerginlik olacagini bildirmektedir
(Canan ve Pir, 2022:32). Bunun en 6nemli sebebi insanin ruhundan biiytyen an-
lagilma ihtiyacidir (Fairholm, 1998; Fry, 2003; Duchon ve Plowman, 2005; Baloglu
ve Karadag, 2009). Insanlar anlasildiklarini hissettikleri ortamlarda daha fazla ol-
may1 tercih edecek ve o ortama goéntlden katki sunmaya motive olacaktir (Arain ve
digerleri, 2018; Sayar, 2018; Sayar, 2020; Dutton ve Worline, 2021; Canan ve Pir;
2022; Sayar ve Manisaligil, 2022). Modern toplumlardaki gelismelerdeki egilim de
bu durumu destekler niteliktedir. Yani geleneksel, merkezi, biirokratik ve standart-

lagmanin fazla oldugu 6rgiitsel yonetim yapilarindan daha esnek yoénetim yapila-
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rina (Fry, 2003), daha insan odakli, insanin ruhuna dokunan (Baykal, 2018) yo-
neticilik/liderlik tarzlarina gecis gozlemlenmektedir. fsletme yonetiminde, olumlu
ve kendisi i¢in anlaml bir degisim fikrine inanan calisgan bu davramisa kargilik
isletmeye yeni-yaratici fikirler ve caligsma performansiyla geri bildirimde bulunarak
tistten gelen pozitif bildirimi dengelemeye calismaktadir (Kocak ve Ozidogru,
2012; Arain ve digerleri, 2018:1136). Bu durum ise igletme icerisinde insan kay-
nagina manevi pencereden yaklagilmasinin, isletmenin temel amaglarina (karhlik,

surdurulebilirlik, rekabet tstiinliga vb.) katk: sundugu fikrini beslemektedir.

Bu calismada Kur’an-1 Kerim esas alinarak yoneticilik ve liderlik kavramlarim
derinden etkileyen merhamet kavrami degerlendirilmistir. Nitel bir caligma olarak
tasarlanan bu arastirmada literatiir taramas: yapilarak ilgili alandan derlenen bil-
gilerle bir degerlendirme sunulmaya calisilmaktadir. Calismada Kur’an-1 Kerim’in
esas alinmasinin temel sebebi yénetim bilimi acisindan degerlendirildiginde, Is-
lam dininin kutsal kitab1 olan Kur’an-1 Kerim’in yéneticilik ve liderlik kavramlarim
merhamet {izerinden ele almasidir. Konu, Al-i Imran suresi 159. ayet 6rnekliginde
iglenecektir. S6z konusu ayetin se¢ilme sebebi merhamet odakli yoneticilik ve lider-
lik konusunda, Kur’an temelli bir portre tasavvur edilmek istendiginde 6ne ¢ikan
ayetlerin baginda geldiginin digtuniilmesidir. Yoneticilikte/liderlikte merhamet ko-
nusunun bir ayet 6rnekligiyle islenmesi; Kur’an'in insanlik icin evrensel mesajlar
barindirdifi, yénetim ve liderlik kavramlarini merhamet odaginda degerlendiren
ve yol gosteren kadim bilgiler sundugu, insan hayatini anlamlandirma ve iglevsel
kilma ¢abasinda olan tiim insanlara yardima olabilecek 6nemli bir kaynak oldugu
distincesidir. Caligmanin, is yerinde yagsanan anlamsizlik hissi ile bag etme beceri-
lerine farkl bir perspektif sunacag: disintlmektedir. Bu kapsamda ¢aligma, ig ye-
rinde manevi kaynaga odaklanan caligmalara alternatif bir bakig a¢is1 sunmaktadir.
Literattirde benzer bir calismaya ulagilmamigs olmas: bu makaleyi 6zgiin kilmakta-
dir. Bu ¢aligmayla alan yazinda benzer ¢aligmalar i¢in bir basamak olusturulacagina

inanilmaktadar.

Kavramsal Cerceve

Yonetici Kavrami

Yonetim kavrami insanhigin var oldugu kadar uzun bir gegmige sahiptir. Hatta doga-
da yasayan canlilarda dahi farkli formlarda ve kendine has bicimlerde yénetim kav-
raminin hayat buldugu séylenebilmektedir. Yonetim esasen begeri bilimleri ortak

bir paydada bulusturan ¢ok yonlii bir olguya karsilik gelmektedir. Yonetim bilimi,
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yoneticilik ve liderlik kavramlarini kapsayan tist bir mekanizma olarak degerlen-
dirilebilir. Yénetimin gerceklesmesi icin bir yoneten tarafin en az bir de yonetilen
tarafin olmas1 gerekli 6n koguldur (Eren, 2008:5). Yénetim bagkalar: vasitasiyla
is gordurme suireci (Kogel, 2010:59) olarak tanimlanmaktadir. Yonetim iglevinde,
ulagilacak amaclara gore nelerin etkili olacagini belirleyen 6zellikler, yetenekler,
davraniglar, giic kaynaklar: durumlara ve sartlara 6zgii olarak farklilik géstermek-
tedir. Bu stirecin etkin ve verimli olabilmesi planlama, érgiitleme, yoéneltme, koor-
dinasyon ve kontrol fonksiyonlarinin (Eren, 2008:4) bagarili bir sekilde organize

edilmesi ile mimkiindiir.

Yonetici, bir igletme/kurum/kurulusta belirlenen amaclara ulagmak adina elin-
de bulundurdugu insan, sermaye, para, zaman vb. kaynaklar:1 motivasyon saglaya-
rak etkin ve verimli sekilde sevk ve idare eden kisidir. Yoneticinin bu motivasyonu
etkin kullanilabilmesi i¢in empati yetenegini geligtirebilmesi, insanlar1 taniyabil-
mesi, yetki devri yapabilmesi (Bediik, 2000), iletisim yetenegini amagclar dogrul-
tusunda kullanabilmesi gibi stratejik becerilerle donanmig olmas: gerekmektedir.
Yoneticinin baglh bulundugu astini motive etmesi hem bireysel olarak pozitif etki
ve motivasyon saglarken hem de 6rgiit amaglarina ulagilacak performansin sergi-

lenmesine hizmet etmektedir (Kogak ve Oziidogru, 2012:85).

Modern igletmecilik anlayiginda idari pozisyonlarda liderlik yapabilen yéne-
ticilerin tercih edilmesine (Biber, 2019:184) yoénelik bir meyil oldugu séylenebil-
mektedir. Resmi yonetme yetkisini elinde bulunduran kiginin, resmi bir erke gerek
duymayan liderlik becerilerini de geligtirmis olmas: beklenmektedir. Bir yonetici-
nin bagarisi, liderlik yeteneklerini gelistirmesi (Miicevher ve Erdem, 2019:70) ile

sirdiiriilebilir bir bagariya déntgebilir.

Lider Kavrami

Liderlik insanligin en ilkel dénemlerinden bu yana énemini muhafaza eden bir kav-
ramdur. Liderlik kavramina 6zellikle sosyal bilimler ve isletme biliminde bu kadar
6nem verilmesinin sebebi ayni 6zellikteki farkli kurumlardan bazilarinin digerleri-
ne nazaran neden daha bagarili olduguna yénelik sorulan soru i¢in aranan cevaptur.
Bu sorunun cevabina yénelik yapilan aragtirmalar igletmeleri liderlik icin stratejik
yollar1 aramaya sevk etmistir (Hitt ve Ireland, 2002:5).

Lider, en genel tanimiyla kitleleri pesinden surtkleyen ve onlar etkileme po-
tansiyeli olan kisi olarak tanimlanabilir. Lider, izleyenlerinin sahip olduklar: da-
suncelerini, inanclarini, degerlerini donustiirerek kendi potansiyellerini aciga ¢i-

karmalarini ve bunun farkina varmalarini saglar (Rafferty ve Griffin, 2004:330).
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Liderligin muhtevasinda yoneltme, yénlendirme, motive etme, yureklendirme,
harekete gecirme dinamikleri yer almaktadar.

Lider, diirtstlik ve ahlak gibi tiim toplum/insanlik tarafindan kabul géren (Ki-
li¢, 2007:208), kayirmaci (nepotizm) tutumlardan uzak (Ulgen ve Mirze, 2010:412)
evrensel nitelikler ile donanmalidir. Bu noktada liderler, toplum icerisinde kabul
goren deger yargilarini kendi i¢inde 6ziimsemis ve davraniglar ile yine topluma
yansitmusg kisiler olarak degerlendirilmektedir (Biber, 2019:188). Lider vasfin: tagi-
yan insanlar gerek sosyal hayatta gerek kurumsal alanda kabulii olan aktif insanlar

olarak nitelendirilmektedir.

Yénetici ve lider kavramlari ge¢mis dénemlerde yapilan ¢aligmalarda birbirlerinin
yerine kolayca gecen ve birbirini ikame eden iki kavram olarak degerlendirilmistir.
Bunun sebebi aslinda her iki kavramin da kendi icerisinde eser miktarda da olsa bir-
birini barindirmasidir. Yonetim tarihi icerisinde klasik diigiiniirler her yéneticinin bir
lider olduguna yonelik kabul etrafinda toplanmiglardir (Simsek, 1998:15). Ancak son
yillarda yapilan onlarca arastirmada yonetici ve lider kavramlar birbirinden belirli
noktalarda net ¢izgilerle ayrilan ve énemli farkliliklar barindiran iki kavram olarak
ifade edilmektedir. Yonetici ve lider kavramlar1 arasindaki en belirgin ayrim, yoneti-
cinin atanmig/se¢ilmis olarak resmi bir sifat tagimas: (Aytirk, 2014:82), liderin ise
insanlan yoénlendirme giictine ve onlar1 amaca iligkin davraniga sevk edebilme erki-
ne (Kogel, 2010:569) sahip, resmi olarak atanma 6n kogulu gerektirmeyen 6zellikler
tasimasidir. Yonetim bilimi kaynaklarinda siklikla rastlanilan bilgi, her yéneticinin
lider 6zelliklerine sahip olmadig: gibi her liderin de yénetici pozisyonunda olmadi-
gidir. Tercihen liderlik vasfinin resmi bir yénetim pozisyonu ile 6rtiigmesi o kurum/

kurulug/igletmeye rekabet arenasinda bir adim 6ne ¢ikma potansiyeli saglayacaktr.

fslam inancinin kutsal kitab1 Kur’an-1 Kerim’'de yoneticilik ve liderlik tanimlar:
mevcut olmamakla birlikte yoneticilik veya liderlikte iyi ve kota 6zellikler 6rnekler
tizerinden vurgulanmaktadir (G6zden, 2021:185). Kur’an-1 Kerim'de gecen imam,
halife, tli'l-emr, melik ve seyyid kavramlar lider olarak anlagilmis; bu kavramlar-
la, yonetici statisinde bulunan ve emir verme yetkisi olan kigilerin kastedildigi
dile getirilmigtir (Gézden, 2021:183). Bununla birlikte, toplumun ileri gelenleri
anlamindaki mele’ kavrami, konumlarini ytksek gorip kibirlenenler anlamindaki
mustekbirtin kavrami ve toplumun zengin kesimi anlamindaki miitrafin kavrami
toplumu etkileme giicleri olan gruplari ifade ettigi icin lider kavrami ¢ercevesinde
degerlendirilmistir (G6zden, 2021:183). Kur’an’da iyi lider 6rnekleri olarak peygam-
berler (Kur’an-1 Kerim 21/71-73), kotii lider érnegi olarak Firavun ve etrafindaki
ileri gelenler (Kur’an-1 Kerim 11/96-98) zikredilebilir.
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Merhamet Kavrami

Merhamet kavrami, varolusun temelini olusturan ve bir¢ok alani kapsayan 6nemli
bir kavramdir. Merhamet kavrami temel olarak, bireylerin duygularini bagkalari-
nin istek ve ihtiya¢larini anlayarak/anlamlandirarak diisiinme, karar verme, deger-
lendirme ve harekete gegme duygularini icermektedir. Kelime olarak merhamet,
Arapca r-h-m kokiinden olup rahmet kelimesiyle ayni anlamda kullanilmaktadir
(Halil b. Ahmed, 2003:2/107). Rahmet ise sefkat duymak, incelik, hassashk, yumu-
sak kalplilik gibi anlamlara gelmektedir ve merhamet de bu anlamlar: icermektedir
(el-Cevheri, 1990:5/1929). Merhamet kavraminin derininde, kisinin i¢ diinyasinda
sénmeye yiiz tutan insanlik kandilini yeniden tutugturan ve kisiyi en temel halinde
insanliga davet eden bir duygu yatmaktadir (Sayar, 2022:34). Bu haliyle merhamet,
insanin hem i¢inde barindirdig: hem de dig dinyadan gereksinim duydugu en te-
mel 6ze karsilik gelmektedir.

Merhamet kelimesinin muhtevasi, bagkalar ile irtibat kurulmasinm saglayan,
onlarin 1stirabini dindirmeye sevk eden ve bundan dolay: i¢sel bir motivasyon ve
huzur saglayan davranig grubuna tekabiil eder. Bu davranig temel bir begeri dirtii
olan 6nemsenme ihtiyacindan kaynaklanmaktadir (Dutton ve Worline, 2021:9).
Bu noktada merhamet, sempati ve empati duygularindan ayrigmaktadir. Sem-
pati karsidaki kisi ile ayn1 duygu diizlemini paylagmak iken, empati ise karsida-
ki kisi i¢in bir sey yapma isteginin olma hali olarak tanimlanabilir. Merhamet ise
empati duygusunun daha derinden hissedilerek aktif olarak harekete gecilmesidir.
Dutton ve Worline’a (2021:48) gére merhamet dért boyuttan olusmaktadir: Fark
edis (merhameti uyandirisa agilan kapi), yorumlayis (merhametle mukabelenin
anahtar1), hissedis (merhametli eyleme gétiren képri) ve eyleme gecis (mer-
hamete yonelik ameller). Bu boyutlardan “hissedis” agsamasi empati kavramina
kargilik gelmektedir. Merhamet, empatinin daha derinden ve aktivasyon iceren
bir formudur. Merhametin olugsmasina empati katkida bulunur ancak her empatik

anlayig merhamet ile son bulmayabilir.

Merhamet, ilahi ve ilahi olmayan dini inaniglarda da siklikla bahsi gecen bir
davranis bicimidir. flahi olmayan dinlerden Budizm ve Hinduizm icerisinde mer-
hamet bilingli farkindalik, sevecenlik ve paylagim tiggeninin ortasinda yer alan bir
kavram olarak yer almaktadir (Nas ve Sak, 2020). Merhamet kavramindan Hindu-
izm, Budizm, Yahudilik, Hristiyanlik ve Islamiyet kutsal metinlerinde bahsedilmis,
merhamet gerek yaraticinin gerekse insanin en 6zel vasiflar arasinda yer almigtir
(Vivino ve digerleri, 2009'dan akt. Ipek, 2021:630). Yahudi ve Hristiyan kutsal

metinlerinde merhamet konusunun inananlar tarafindan iyi anlagilmasina yéne-
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lik vurgu yapilmis ve Yaratici, merhamet, iyilik ve sevginin kaynag: olarak ifade
edilmigtir (Kizilabdullah, 2018:174). Yahudi kutsal metinlerinde merhamet, yalniz-
ca Yaraticiya 6zgu bir 6zellik olarak ifade edilmis; Hristiyan kutsal metinlerinde ise
Yaraticinin merhametinden feyz alinarak tiim insanlik merhamete davet edilmigtir
(Ipek, 2021:631). Ayrica Hristiyanlikta, merhamete karst merhamet beslenmesi-
nin kargilikl bir aligveris oldugu, merhametsizlik kargisinda da merhamet ile mu-
kabele edilmesi gerektiginden bahsedilmis ve merhametin etrafa iyi gézitkmek i¢in
kullanilmas: yasaklanmigtir (Sayar ve Manisaligil, 2022:60). [slam inancanda ise
merhamet kavrami daha kapsayici sekilde degerlendirilmistir. Islam’a gore insanin
temel kodlarinda merhamet vardir ve gelistirilmeye ¢ok miisaittir. Benzer gekilde
fslam’da merhamet insan1 tamamlayan bir unsur olarak ifade edilmistir (Benazus,
2009). islam’n iceriginde, insanin haddizatinda ¢ok mitkemmel bir varlik oldugu,
kalbinde iyi/kéti tiim hasletlerin yeri oldugu ancak merhametin insan kalbinin en
temel eylemi oldugu ifade edilmektedir (Nisanci, 2022:85). Bu durumda Islami-
yet’in, diger ilahi olan/olmayan dinlerin kutsal metinleri de g6z 6niine alindiginda

merhamet kavrami ile insani en ¢ok hembhal eden dini inanig oldugu soylenebilir.

Degerlendirme

Merhamet, begeri bir diirta olan 6nemsenme ihtiyacinin karsilanmasi ile gifa bul-
maya yarayan anlamli ve amaclh bir yagam siirme gereksiniminin temelini olugtur-
maktadir. Bu agidan merhamet kavrami yapilan her davraniga, alinan her karara,
soylenen her s6ze anlam katan bir icerige sahiptir. Anlaml bir ig yapmak ve ya-
pilan isi anlamli hale getirmek ise ézellikle is yerinde ¢alisanlarin zihinlerinde ve
i¢ diinyalarinda bilinglilik ve duyarlilik seviyesine katki sunmaktadir (Duchon ve
Plowman, 2005:807). Merhametin karg: tarafa verdigi mesaj, senin mutlulugun ol-
mazsa benim mutlulugumun olamayacag: bilgisidir (Sayar, 2022:34).

isletmeler esasen insanlarin vakitlerinin dolayisiyla hayatlarnin hayli buyiik
kismin1 gecirdikleri sosyal bir ortamdir. Bu sebeple is yerinde hayata dair bir¢cok
olayin, farkli yasayis ve 1stiraplarin sahit olundugu bir saha olusturmaktadur. Is ye-
rinde merhameti anlama hususu iki agidan énem arz etmektedir: {lk olarak is yeri
bireysel olarak fark edilenleri, diistiniilenleri, hissedilenleri ve yapilanlar: sekillen-
diren bir ortam yaratir. Tkinci olarak da is yeri 1stirabi fark edecek ve onu hafifle-
tebilecek yetkinlikte insan ve kaynaklarla doludur (Dutton ve Worline, 2021:22).
Alan yazininda yéneticilerin ve liderlerin, her ne kadar profesyonel olsalar da karar
alma ve siirecleri yénetmede hayatlarina yon veren 6greti ve dini inaniglardan
etkilendikleri ifade edilmektedir (Fernando ve Jackson, 2006:165). Aragtirmalar,
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isletmelerde is yeri kaynakli olsun/olmasin yasanan istiraplara merhamet ile yakla-
silmasi durumunda degisim stireglerinin daha etkili oldugunu (Dutton ve Worline,
2021:30) ve hatta bagarili igletmelerin lider ve yéneticilerinin bunu iglerinin temel
bir parcas: olarak gérdiiklerini ortaya koymaktadir (Frost, 2003’ten akt. Dutton ve
Worline, 2021:24). Anlam kazanilmaya baglayan her ortamda ise mutluluk dogal
bir ¢ikt1 olarak ortaya ¢ikacaktir (Sayar, 2022:21).

2011 yilinda finans sektérinde yapilan kapsamh bir calismada birim yoneti-
cileri/liderleri tarafindan merhametle muamele goérdigint distnen ¢aligsanlarin
iyi bir mali performans, yuksek orgitsel baglilik sergiledigi ortaya konulmustur
(Cameron ve digerleri, 2011). Merhametin is yeri ile baglantisin1 odagina alan ca-
lismalar dini inana her ne olursa olsun maneviyatlarina bagh olan ¢alisanlarin,
kendilerini daha giivende hissettigi ve etrafindakilere yardimda bulunmaya me-
yilli olduklarini géstermektedir (Sayar ve Manisaligil, 2022:57). Yapilan ¢aligma-
larin ortak ¢iktisi is yerlerinde maneviyatin merhametli tutuma zemin hazirladigy,
merhametli tutumun da girketlerdeki kazanclari artirdigidir (Dutton ve Worline,
2021; Canan ve Pir; 2022; Sayar ve Manisaligil, 2022).

Yoneticilik ve liderlik anlayisinin merhamet ekseninde degerlendirilmesinde
Kur’an-1 Kerim'in esas alinmasimin temel sebebi Islam inancinin insanin degeri-
ne ve fitratina uygun yoéneticilik ve liderlik anlayiginda merhamet kavramina atif
yapmasidir. Kur’an-1 Kerim, yénetim bilimi a¢isindan ele alindiginda yéneticinin
ve liderin merhametli bir tutum benimsemesinde etkili bir unsur sayilan manevi
kaynaga dikkat ¢ekmektedir. Kur'an-1 Kerim’e gére insan ister ast ister st olsun
en degerli varliktir (Kur’an-1 Kerim, 2:30) ve bulundugu pozisyon onun i¢in ema-
net (Kur’an-1 Kerim, 4:58) ve imtihan vesilesidir (Kur’an-1 Kerim, 6:165). Kur’an-1
Kerim perspektifinden bakindiginda kendisi i¢in emanet ve imtihan vesilesi olan
bir statiide yer alan insanin, insana yakigir bir muamele ile davranmas: énem arz
etmektedir. Kur’an-1 Kerim’in her mecrada cesitli sebeplerle (zaman baskisi, bagar1
baskisi, rekabet, bireysel hirs, makama baglilik, mobbing korkusu vb.) es gecilen

merhametin goz ard1 edilmemesi gerektigine dikkat ¢ektigi séylenebilmektedir.

Kur’an-1 Kerim'de liderler iyi ve kot 6zellikleri tizerinden anildig: icin iyi li-
der 6zelliklerinin genelde peygamberler 6rnekliginde sunuldugu séylenebilir. Pey-
gamberlerin 6rnekligi tizerinden iyi liderlerin 6zellikleri; samimi, sevgi dolu ve
merhametli olmas: (Kur’an-1 Kerim, 3:159), halkina ve gérevine bagh olup dogru
s6zlii olmas1 (Kur’an-1 Kerim, 36:48-53), sorumluluk bilincinde olmas: (Kur’an-1
Kerim, 5:67), kararli olmas1 (Kur’an-1 Kerim, 46:35), inandiric1 ve giivenilir olma-

s1 (Kur’an-1 Kerim, 7:67-68) ve kendisinde liderlik arzusunun bulunmasi (Kur’an-1
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Kerim, 12:54-55) bagliklari altinda incelenmigtir (Gézden, 2021:201-208). Bunun-
la birlikte yénetimde merhamet konusunda tiim insanliga yén gosterecek ayetlerin
basinda Al-i imran suresi 159. ayetin geldigi ifade edilebilir. Yonetim konusunda
Kur’an-1 Kerim zemininde bir anlayisa temel olusturacag: disintlen séz konusu
ayet su sekildedir: “Sen onlara sirf Allah'in Litfettigi merhamet sayesinde yumugsak
davrandin. Eger kaba, kati kalpli olsaydin hig siiphesiz etrafindan dagilir giderlerdi. On-
lar1 affet, onlarin bagislanmasin dile, is hakkinda onlara dams, karar verince de Allah’a
giiven, dogrusu Allah kendisine giivenenleri sever.”* (Kur'an-1 Kerim 3:159). Ayetin
iceriginde, y6netim icin gerekli oldugu distntlen ve ¢alismanin esasini olusturan
merhamet vasfi ve merhametin bir bilegeni olan istigare uygulamasi1 Hz. Peygam-
ber (sav) 6rnekliginde vurgulanmaktadir. Ayette, Hz. Peygamber’in muhataplarina
Allah’in litfu sayesinde yumusgak ve nazik davrandig: zikredilmis ve insana hitap
edebilmenin mithim bir unsuru olarak merhamete isaret edilmistir. Hz. Peygam-
ber’in yonetici ve lider rolindeyken kaba ve kati olmasi durumunda etrafindakile-

rin dagilacag ifade edilmistir.

Kur’an-1 Kerim esas alindiginda Hz. Peygamber bir¢ok toplumsal roli iistlenmis
ve miiminler i¢in giizel bir 6rnek olmugtur (el-Ahzab 33/21). Yoénetim bilimi acisin-
dan degerlendirildiginde Hz. Peygamber’in yonetici olma ve liderlik etme vasifla-
rinda merhameti odagina aldigi Al-i imran suresi 159. ayette agikca goriilmektedir.
Onun merhametli yénetici olma ve liderlik etme konusundaki bu érnekliginin yani
sira Beled suresi 17. ayette de “birbirlerine merhameti tavsiye etmeleri” mimin-
lerin 6zelligi olarak zikredilmektedir. Dolayisiyla Kur’an-1 Kerim'in toplumsal sta-
tiye bakilmaksizin inananlara bir merhamet ¢agrisinin oldugu séylenebilir. Bu da
daha 6nce deginildigi gibi insana verilen degerin ve insani muamelenin géstergesi
niteligindedir.

Yénetim agisindan degerlendirildiginde merhamet ile birlikte Al-i imran suresi
159. ayette vurgulanan bir diger kavram da istisaredir. Istisare kavram iletisimin
bir parcas: olup yoneticilikte agik fikirliligi ve adil durusu yansitan bir uygulama
olarak ifade edilmektedir. Bu anlayas ile istisare olgusunun, merhamet kavraminin
bir tezahiirii oldugu séylenebilir. Al Imran suresi 159. ayette, Hz. Peygamber’in
is hakkinda istigareye yonlendirilmesi merhametli iletisimin bir parcas: olarak yo-

rumlanmaktadir. Kur’an-1 Kerim'de tipki merhamet gibi istigsare de inananlardan

1 Ayet mealine T.C. Cumhurbagkanlig: Diyanet Isleri Bagkanlg1 https://kuran.diyanet.gov.tr/tefsir/%-
C3%821-1%20%C4%B0mr%C3%A2n-suresi/452/159-ayet-tefsiri adresinden erisilmistir. (Erisim Tari-
hi: 24.04.2023).
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beklenen bir uygulama olarak 6ne gikmaktadir (Kur’an-1 Kerim, 42:38)% Istisare
en temel anlamiyla kargilikli danigma, gériisme, fikir beyan etme anlamlarina kar-
silik gelmektedir. Bu ise yonetigim kavraminin temelini olugsturmaktadir. Yéneti-
sim olarak ifade edilen kavram esasen yonetim ve iletisim kavramlarinin bir arada
kullanilmasina karsilik gelmektedir (Aysan, 2007:20). Yénetigim, kurumlarin faa-
liyetlerini/operasyonlarim yiiratmek, yénetmek ve tim strecin denetimini elin-
de tutmayi saglayan genis capli yol ve yontemlerden olusan bir merhalede (Khan,
2011:1), kurumun kendi i¢inde ve disindaki tiim hak sahibi ve paydaglariyla birlikte
karar alinmasini (Ulgen ve Mirze, 2010:423) ve eylem planini uygulanmasini ifade
etmektedir. Yonetim bilimi acisindan degerlendirildiginde Al-i imran suresi 159.
ayetin yonetimde merhamet ve istisareye vurgu yaptig: ve bu baglamda temelde

merhametli bir yénetigsim modeli sundugu séylenebilmektedir.

Caligmanin 6ziint olusturan Al-i Imran suresi 159. ayet hakkinda meghur birkag

mifessirin yorumu agagida siralanmaktadur:

Mukatile (6. 150/767) gore ayette, Uhud giuntnde yaptiklarindan dolay:®
munafiklara karsi aceleci davranmayan Hz. Peygamber’in, Allah’in rahmeti saye-
sinde yumusak konustugu ifade edilmistir (Mukatil, 2002: 1/309, 310). Ayette
gecen fazzen kelimesini dilde, s6zde kabalik olarak anlamlandiran miifessir, Hz.
Peygamber kaba bir tisluba ve kat1 bir kalbe sahip olsaydi miinafiklar ondan ayri-
lirdr demigtir. (Mukatil, 2002: 1/310). Mifessir ayette gecen istisare konusunda
ise soyle bir bilgi vermistir: Cahiliyede bir efendi (yonetici) istigsare etmeden bir
is yaparsa veya ig yapmaya karar verirse bu, yonetimi altindakilere ¢ok agir ve zor
gelirdi. Allah da Hz. Peygamber’e is konusunda onlara danigmasini emretti ki boyle

yaparak onlarin génlint almig, kalplerini yumusatmis ve kinlerini gidermis olsun
(Mukatil, 2002: 1/310).

Allah’in alemlere rahmet olarak géndermesi sebebiyle Hz. Peygamber’in etra-
findakilere yumugak davrandigini ifade eden Maturidi (6. 333/944), insanin Al-
lah’'in yaratiklarina karsi merhametli olmasi gerektigini belirterek konuyla alakal
su rivayetlere yer vermigtir: Hz. Peygamber ashabina s6yle demigtir: “Birbirinize

karg1 merhametli olmadiginiz miuddetge cennete giremezsiniz!” Kendisine: “Biz he-

2 “Rablerinin ¢agrisina uyarlar, namaz 6zenle kilarlar. Isleri de aralarindaki danigma ile yiiriir. Kendile-
rine verdigimiz riziktan bagkalar: i¢in harcarlar”(Kur’an-1 Kerim, 42:38).

3 Hz. Peygamber’in talimatina gére davranilmamasi sonucu yenilgiye ugranmas: hususunda bkz. Tiirki-
ye Diyanet Vakfi, https://islamansiklopedisi.org.tr/uhud-gazvesi adresinden erigilmistir. (Erigim Tari-
hi: 05.05.2023)
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pimiz merhametliyiz ey Allah’in Resulii.” denilince séyle karsilik vermistir: “Insa-
nin evladina veya kardesine y6nelik merhametinin 6tesinde insanlarin birbirlerine
karg1 merhametli olmalar: gerekir.” (Maturidi 2005:2/514). Bagka bir rivayete gére
Hz. Peygamber séyle buyurmustur: “Ki¢cigiimtze merhamet etmeyen, biytgiumi-
ze saygl gostermeyen bizden degildir.” (Matiiridi 2005: 2/514). Bagka bir hadis-i
serifte: “Yeryuzindekilere merhamet etmeyene gokte olan da merhamet etmeye-
cektir.” diye buyurdugu da rivayet edilmistir (Mataridi 2005: 2/514, 515). Matiiri-
di'ye gére yumusak soz, sert s6zlerden daha kolay kalplere niifuz eder, daha ¢abuk
kabul edilir ve ona daha ¢ok itaat edilir. Bu durum insanlar arasinda bilinen bir
husustur. Allah da bundan dolay: Resuliine, halka karsi merhametli olmasini ve
yumusak davranmasini emretmistir. Ayetteki “Eger kaba, kat1 kalpli olsaydin hi¢
suphesiz etrafindan dagilir giderlerdi.” ifadesinden anlagildig: tizere Allah yumugak
s6z, kalplerin kaynasmas: icin sebep kilmus, sert sézleri ve kat1 kalpliligi de ayrig-
manin sebebi yapmigtir (Matiiridi 2005: 2/514, 515).

Uhud Savagi yonetimi ve kaybedilen bu savag sonras: talimatina uymayan sa-
habeye Hz. Peygamber’in sert davranmamasi cercevesinde ayeti aciklayan Razi
(6. 606/1210), Hz. Peygamber’in Miislumanlara karsi yumusakligini onun giizel
ahlakiyla ilgili gérmustir (Razi, 1981: 9/62, 63). Hz. Peygamber’in hadis-i serifi
olarak su s6ze yer vermigtir: “Allah’a bir 6nderin, hilm ve merhamet sahibi olugun-
dan daha sevgili olan hilm ve merhamet yoktur.” (Razi, 1981: 9/63).

Yapilan ¢alismada merhamet odakli yoneticilik ve liderlik baglaminda Al-i
Imran suresi 159. ayet ile ilgili siralanabilecek degerlendirmeler su sekildedir: Al-
lah merhametlidir ve kullarinin da merhametli olmasini istemektedir. Bir yonetici-
nin ve liderin de bu anlayigla ¢aliganlarina yaklagmas, i yerindeki motivasyon ve
huzur icin gerekli 6n kosuldur.

Allah’in merhameti sayesinde Hz. Peygamber de liderlik ve y6neticilik yaptig:
topluma her hususta merhametli davranmigtir. Onun merhametli yénetimi, is ha-
yatinda yonetici ve liderlere 6rnek tegkil ederek merhametli liderlige ve merhametli

yoneticilige vurgu yapmaktadir.

Degerlendirilen ayette, merhametli davranisin aksine bir tutum sergilendi-
ginde ortaya ¢ikacak olasi sonuclarin ifade edilmesi de dikkat ¢ekmektedir. Yani
bahsi gecen “Eger kaba, kat1 kalpli olsaydin hi¢ siiphesiz etrafindan dagilir giderler-
di.” (Kur’an-1 Kerim, 3:159) ifadesinde olumlu davranigin karsit davranis bicimleri
siralanmis ve muhtemel sonuglara dikkat cekilerek uyar1 yapilmistir. Boylesi bir

durumda, eger yonetici ve lider kat1 kalpli, merhamet yoksunu olup kaba bir tisluba
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sahip olursa yéneticilik/liderlik yaptig: toplulugun veya ekibin dagilip gidebilecegi
haber verilmektedir. Bu da islerin zorlasabilecegi, belirlenen hedeften sapilabile-
cegi, etkinlik ve verimliligin dusebilecegi, siirdurilebilir bagsarinin saglanamamasi
ile kars1 karsiya kalinabilecegini distindirmektedir. Is yerinde, yoneticisinden ya
da liderinden merhametli bir yaklagim gérmeyen veya merhametli davranildig:-
na ikna olmayan kisi, s6z konusu yoneticiye veya lidere kargi olumsuz duygular
besleyerek bu durumu is yerine ve yaptig1 ise yansitma egiliminde olacaktir. Bu
egilim zamanla calisanin 6rgitsel baghligini zayiflatacak ve kiginin caligtig: yere
yabanclagmasina ortam hazirlayacaktir. Bu durumun devamliliginin bir bagka
negatif ciktisi ise orgiitsel sinizm olabilir. Orgiitsel sinizm, ¢alisanin yasadigi ha-
yal kirikligi, givensizlik, adaletsizlik algisiyla, orgiite yonelik gelistirdigi biligsel,
duygusal ve davranigsal tutumlarin butinudir (Helvaa ve Cetin, 2012:1477). En
kisa tanimuyla 6rguitsel sinizm, ¢aliganlarin 6rgiite karg: negatif duygular beslemesi
olarak ifade edilebilir. Orgiitsel sinizm, ¢aliganlarin 6érgiitiin tiim uygulamalarin-
da iyiligin ve samimiyetin olmadigina dair inang gelistirmesi ve bununla baglantili
olarak orgiiti agagilama, 6rgiite giivenmeme, 6rgiit icerisinde 6fke ve umutsuzluk
gibi olumsuz tutumlarin i¢csel ve/veya digsal tepkileri olarak ifade edilebilir (Burak,
2022:71). Sinizm kavramy, iligkilendirilen durum ve ortamlarda tenkit etme, alay
etme, iyi niyete inanmama, igneli ifadeler kullanma, kiigiimseme eylemlerinin ba-
sit ve sofistike bir tarzini icermektedir (Dean ve ark. 1998:341). Bu davranis tarzla-
rinin benimsenmesinin ise giniimiz kogullarinda hedonizm, alaycilik, kibir, ahlak
ve etik degerlerin yoksunluguna yol acan kiiltiirel bir deger ¢ékiisiiniin zeminini
olugturdugu ifade edilebilir. Sinik davranig bigimlerinin ortaya ¢ikmaya baglamas:
domino etkisine sebep olmaktadir. Birkag kisi ile baglayan bu davranig bigimleri,
diger caliganlarin da bu alana ¢ekilmesine sebep olacak ve daha yapia siireclere
aktarilmasi gereken enerji israf edilecektir. Yonetici ve/veya lider tim normatif gi-
ciint sinik davranig bi¢imleri ile bag etmeye sarf edecektir. Bu durum ise kisa, orta
ve uzun olmak tizere her merhalede ve ¢esitli formlarda ig siireglerinin kalitesine

yansiyarak viicut bulacaktir.

Degerlendirilen ayette bir diger tema y6neticinin ve liderin, sorumlu bulundu-
gu topluluk veya ekip bir hata yaparsa merhamet misyonundan ayrilmayarak affe-
dici olmasidir. Bu hususun igletmelerde kritik bir egik oldugu séylenebilir. Kiginin
(hem ast hem ust olarak), siire¢ saglikla islediginde merhamet odaginda hareket
etmesi nispeten daha kolay ve muhtemel bir tercih olabilmektedir. Esas mesele, ast
veya ust fark etmeksizin bir hata ile kargilagildiginda bu duruma kars: verilen tep-
kinin icerdigi anlamdir. Buirokrasi olarak st bir pozisyonda bulunan kisi tarafin-

dan yapilan hatanin astlar nazarinda cesitli sebeplerle (isin iceriginin bilinmeme-
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si, kendisinin sorumlulugunda olmamasi, mobbing korkusu, tste duyulan given
vb.) pozitif veya nétr karsilanma ihtimali daha yiksektir. Ancak astin yaptig: bir
hatanin st tarafindan merhamet odaginda mazur gérilmesi, yonetici ve liderin
merhameti kisiligine ne kadar yansittiginin da bir delili niteligindedir. Is yerinde
¢alisanin yaptig: bir hatadan dolay: merhametli ve affedici bir tutum gérmesi, bera-
berinde gelisebilecek bir dizi pozitif davranig bigimlerini destekleyebilecek nitelik-
tedir. Merhametli bir yaklagim géren ¢alisanin igini olumlu ve anlamli bakis agisi ile
yorumlama ihtimali artacak ve buna bagl olarak yapmis oldugu hatay: telafi edecek
yaratici regiilasyonlara gitmesi daha muhtemel olacaktir. Ayrica kendisine deger
verildigi hissi ile 6rgiitsel baglilig: yeniden sekillenecektir. Bu durum ise stirdiriile-

bilir etkinlik ve verimliligi besleyen bir ¢iktidar.

Ele alinan ayetin merhamet konusu diginda bir diger baglami istigaredir.
Yoénetim bilimi agisindan degerlendirildiginde ayette, merhamet potansiyelinin
kargilikh baglantisini kurabilecek ileri bir adim1 olan istisareye davet séz konusu-
dur. Yonetim literatiriinde ¢alisanlarin potansiyellerini agiga ¢ikarmaya yarayan
“ileri bildirim” kavramu i¢in istisarenin zemin hazirladig séylenebilir. Ayetteki “is
hakkinda onlara danig” ibaresi ile yonetim parametresi tek bir kiside toplanmaya-
rak yonetime kamunun da dahil edilmesi gerekliliginden bahsedilmektedir. Tercih
edilmesi istenen bu ig birliginin yénetim bilimi olarak karsiligi “yénetisim” kav-
ramidir. Tum paydaglarla birlikte yonetimi éngéren yonetigim kavrami, yénetim
ve iletisim kavramlarinin birlegiminden dogarak literatiire kazandirilmigtir. Ayet,
y6netim bilimi a¢isindan yénetim mefhumunu iki 6nemli sacayag: tizerine oturt-
maktadir. Ayete gére merhamet ve istisare ile yonetim iglevinin yerine getirilmesi
emredilmektedir. Boylelikle ana ¢ekirdege merhamet yerlestirilip kargilikli danig-
mak suretiyle yonetimin (yénetisim/kurumsal yénetim) 6n géraldiugi séylenebilir.
Bu, yoneticinin ve liderin ¢aliganlarina keza ¢aliganlarin da yénetici ve liderlerine
deger verdiginin bir emaresi ve tim paydaglarin motivasyon saglamasi agisindan

kiymetli bir girdidir.

Genel bir degerlendirme yapilacak olursa Al-i Imran suresi 159. ayet her insa-
n1 merhamet odakli davranmaya yonlendirecek isaretler icermektedir. Ayette kisi,
basinda bulundugu en kiigiik gruptan en buyiik isletmeye ve tst diizey idarecilige
kadar merhamet odakli davranmaya davet edilmektedir. Yonetim siireci i¢in mer-
hamet, yonetici ve lider ile ¢caliganlar arasindaki tium degiskenlere aracilik eden bir
baglant: unsurudur. Lider ve yénetici ile takipgiler arasindaki bag, takipcilerin ihti-
yaglariyla alakadar olunmasi ve bu ihtiyaglarin itinayla giderilmesiyle yakindan ala-
kalidir (Abbas J. Ali, 2021:132). Bunu saglayabilecek genislikte ve derinlikte olan
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kavram ise merhamet kavramidir. Thtiyaclarin farkina varilip bu ihtiyaglarin gide-
rilmesine yonelik aktif caligmalar merhametin fiili gostergesidir. Daha 6nce de de-
ginildigi gibi merhametin agamalars; fark etme, anlamlandirma, empati ve ihtiyaca
yonelik harekete ge¢me seklindedir (Worline ve Dutton, 2019:23). Isletmelerdeki
yonetim iglevlerinde yonetici ve liderlerin merhametli davranig bicimleri eksenin-
deki hareketler ancak bu agamalarin takibiyle gerceklesmis olacaktur.

Sonug ve Oneri

Yapilan bu ¢aligsmada, yéneticinin/liderin merhametli bir tutum benimsemesinde
etkili bir unsur sayilan manevi kaynaga dikkat cekmek ve is yerinde cesitli sebep-
lerle (zaman baskisi, bagar: baskisi, mobbing, rekabet vb.) zaman zaman goz ardi
edilen merhamet kavramini Kur’an-1 Kerim perspektifiyle degerlendirmek amacg-
lanmigtir. Bu amag dogrultusunda 6éncelikle kavramsal cerceve baglig: altinda yone-
tici, lider ve merhamet kavramlari sunulmusgtur. Ardindan merhamet kavraminin
yoneticilik ve liderlik agisindan 6nemine yer verilerek Al-i Imran suresi 159. ayet
Kklasik tefsirlerden bazilar1 1s1g1nda degerlendirilmistir. Ayetin tefsir bilimindeki te-
mel baglami insan sevk ve idaresinde Allah i¢cin merhametli davranmak ve insan
yonetiminde istisareden yaralanmak olarak ézetlenebilir. Bu kapsamda yonetim
bilimi agisindan igletmelerde merhametli yoneticilik ve merhametli liderlik model-

lerinin kapsama alinmas: gerektigi disiinulmektedir.

Isletmelerde insani odagina alan liderlik programlarinin (Canan ve Pir, 2022),
insani yénetimin (Cirpan ve Alayoglu, 2022) insana insanca muameleyi destekle-
yen ¢aligmalarin 6rgiit psikolojisini olumlu yénde etkileyen bir yénetim bicimi ol-
dugu bu calismada desteklenmistir. Isletmelerde ast ve iist arasinda gerceklesecek
olan bu insani muamelenin énemli bir degiskeninin merhamet olduguna Kur’an’i
bir 6rnekle analiz esliginde kanaat getirilmistir. Isletmelerde son zamanlarda
siklikla rastlanan yoneticilik egitimleri, liderlik becerileri egitimleri, degerler egiti-
mi, zaman yonetimi, catigma yonetimi gibi egitimlerin merhamet boyutuyla deger-
lendirilmesi 6nerilmektedir. Merhametin, 6rgiit icerisinde anlamlilik ve mutluluk
gibi pozitif atmosfer saglayabilecek giice sahip derin bir bilesen olduguna inanan
caligmalar (Cameron ve digerleri, 2011; Sayar, 2011; Batar, 2012; Sayar, 2020;
Czikszentmihalyi, 2022; Cirpan ve Alayoglu, 2022; Sayar, 2022; Sayar ve Manisa-
ligil, 2022; Nisanc ve Bilgiz, 2023) bu ¢aligmada da desteklenmigtir. Merhame-
tin, isletme icerisine entegre edilecek programlarda etki giictiniin yitksek olacag:
tahmin edilmektedir. Bunun sebebi merhametin bulagic1 bir duygu olmasidir. Mer-

hamet, merhameti verebilmek, merhameti alabilmek ve 6z sefkat bilesenlerinden
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olugan bir siirece karsilik gelmektedir (Canan ve Pir, 2022:159). Bu noktada merha-
met duygusunun hem birey duizeyinde hem de igletme diizeyinde gelistirilmesinin
amagclanmas: gerekmektedir. Birey diizeyinde merhamet icin; ortami tahlil edebil-
me kapasitesine yoénelik bilin¢li farkindalik, kendi i¢ diinyasi ile irtibath olma, aci-
nin farkina varabilecek empati duygusuna sahip olabilme ve bu aciy1 dindirebilme
imidi tagima gibi yeterlilikler gerekmektedir. Umit ve merhamet birbirini destekle-
yen kavramlardir. Merhamet, bagkasinin istirabini dindirme ihtimaline yénelik ki-
sinin kendinde iimit bulabilmesidir. Umitli insan; yakinmak ile vakit kaybetmeyen,
eyleme gecen ve égrenebilen insandir (Sayar, 2018:68). Kisi, belirsizlik ve kayg: gibi
durumlarini nasil yénetecegini bilemedigi siire¢lerde timidini yitirmektedir. Belir-
sizlik caresizligi besler ve caresizlik duygusu da korku ve kaygiya yol acar (Sayar,
2021:22). Isletmede hiz kiiltiiriiniin pompalanmasiyla kroniklesen belirsizlik hali,
yonetici ve caliganlarin psikolojik giic kaynaklarini titkketmektedir. Ancak merhamet
olgusunun bireysel ve kurumsal diizeyde tesis edilmesi ile kisi i¢sel motivasyonunu
regiile edebilecek giicii kendinde bulabilecektir.

Her calismada oldugu gibi bu ¢alisma da cesitli kisithliklar: icermektedir. Ca-
lismanin en 6nemli kisidi olarak Kur’an’i temelde tek bir yet degerlendirmeye alin-
magtir. Farkli ayetler tizerinden yéneticilik ve liderlik unsurlarinin degerlendiril-
mesi cesitlibakis agilarinin geligtirilmesi yontnden énem arz etmektedir. Farkl
calismalara 6neri olmasi acisindan Nisa 4/58, 59; Stira 42/38, 39 gibi muhtelif ayet-
ler baglaminda da yénetim ve yoneticinin vasiflarinin degerlendirilmesinin multi-
disipliner ¢aligmalara katk: sunacag: disiintlmektedir. Caligmada yalnizca Kur’an’i
temel esas alinmigtir. Diger kutsal kitaplar cercevesinde de yénetim, yoneticilik,
liderlik kavramlarinin degerlendirilmesi farkli bakis agilarinin kazandirilmasi yo-

niinden énem arz etmektedir.

89



Is Ahlaki Dergisi

Turkish Journal of Business Ethics

The Qur’anic Basis of the Concept of Compassion in
Terms of Management and Leadership: Evaluating
the Example of Ayah 159 in Surah Ali ‘Imran

Emel Burak, Hatice Avcl

Abstract: Compassion is an ancient concept that forms the basis of all channels where human beings are present.
For this reason, people and their various roles and statuses in their daily lives and occupations can be equalized at
the humanitarian point only through the language of compassion and by volunteering to serve the same purpose. In
business life, the sacrifice of time to the culture of speed and consumption through globalization and digitalization
fuels the ambition for individual success. Studies point to the concept of compassion, which invites people to be
aware of their essence, as the most important and valuable method for coping with this situation. Therefore, the aim
of the study is to contribute to inviting people to become aware of their essence in business life by evaluating the
concepts of management and leadership along the axis of compassion. This research is a qualitative study that pres-
ents the concepts of manager, leader, and compassion in a theoretical framework. After this, the study uses classical
exegesis examples to evaluate Ayah 159 in Surah Ali Tmran, which is thought to point to the Qur’anic basis of the
concept of compassion in management and leadership. In study’s conclusion evaluates the concept of compassion
in management based on a conceptual approach to the Qur’an and concludes that the concept of compassion plays
a key role for human responses.

Keywords: business, manager, leader, human, compassion, compassionate management, Qur’an, Surah Ali ‘Tmran
Ayah 159

Asst. Prof., Kirklareli University, emelburakeklu.edu.tr
0000-0001-7782-9149

Asst. Prof., Eskisehir Osmangazi University, h.avci@ogu.edu.tr
0000-0001-9788-2385

Research Paper

© IGIAD

DOI: 10.12711/tjbe/m4216

Turkish Journal of Business Ethics, 2024
isahlakidergisi.com

M @M

20



Emel BURAK, Hatice AVCI
Yoneticilik ve Liderlik Acisindan Merhamet Kavraminin Kur'ani Temeli: Al-i imran Suresi 159. Ayet Omekliginde Bir Degerlendirme

Introduction

As in all periods, the concepts of management and leadership are very important
for humanity today. The value Islam gives to humans and its definition of social
status as a trust and test form the basis of presenting a humane understanding
of management and leadership in Islam. Developments throughout history and
through technological progress at this point have made managing human capital
more complex due to the current situation being based on a culture of speed, such as
in globalization. However, the understanding of management and leadership in Is-
lamic belief remains consistent. Namely, holding a position of authority as a leader
or manager is simply a trial for the individual (Qur’an, 6:165). This understanding
recommends that people in this position should treat human beings humanely. As
a matter of fact, the Holy Qur’an describes management and leadership as a trust
(Qur’an, 4:58). At the core of the trust attributed to leadership and management in
Islamic belief is an emphasis on the temporary nature of these statuses and their
limited timeframe. This point of view is that adopting a human-centered manage-
ment approach (Cirpan & Alayoglu, 2022) within the understanding of manage-
ment will be a means of happiness in both the world and eternity. Developments
in modern societies have also seen a transition from traditional, centralized, bure-
aucratic, and highly standardized organizational management structures to more
flexible (Fry, 2003) and more human-oriented management and leadership styles
that touch the human soul (Baykal, 2018). The primary reason for this transition
is the growing need for being understood that stems from the human soul. People
prefer to being in environments where they feel understood and are motivated to
contribute to that environment wholeheartedly. This condition corresponds to an

understanding that can only be revealed by showing compassion toward others.

This study performs a Qur’an-based evaluation of the concept of compassion,
which deeply influences the concepts of management and leadership. This research
has been designed as a qualitative study and conducts a literature review in an at-
tempt to present its evaluation using the information compiled from the relevant
fields. The main reason for this study’s focus on the Quran is that when evaluated
from the perspective of management science, the Qur’an as the holy book of Islam
addresses the concepts of management and leadership through the qualities attribu-
ted to managers and leaders. The quality of compassion is emphasized in Ayah 159
of Sura Ali Tmran. Therefore, this ayah comes to the fore in the desire to envisage a
Qur’an-based portrait regarding the field of compassion-oriented management and

leadership. This study addresses the subject of compassion in management and lea-
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dership through the example of an ayah with the idea that the Qur’an contains uni-
versal messages for humanity, offers ancient information that evaluates and guides
the concepts of management and leadership with a focus on compassion, and is an
important source that can help all people who strive to make human life meaningful
and functional. This study is believed to be able to offer a different perspective on co-
ping with feelings of meaninglessness in the workplace and in this context provides

an alternative approach to workplace studies focused on spiritual resources.

Literature Review

The Concept of Manager

A manager is an individual who effectively and efficiently directs and manages such
resources as people, capital, money, and time and who is present in a business or
organization for achieving the set goals. In order to use their motivation effecti-
vely, a manager should be equipped with strategic skills such as the ability to deve-
lop empathy, recognize people, and delegate authority (Bediik, 2000), as well as to
use communication skills in line with the objectives. How managers motivate their
subordinates can not only provide positive individual impacts but can also serve
to demonstrate how such performance can achieve organizational goals (Kocak &
Ozi Dogru, 2012, p. 85).

The Concept of Leader

Generally speaking, a leader can be defined as a person who leads and has the po-
tential to influence the masses. A leader enables their followers to unleash and
become aware of their potential by transforming their thoughts, beliefs, and values
(Rafferty & Griffin, 2004, p. 330). The essence of leadership encompasses such dy-

namics as directing, guiding, motivating, encouraging, and inspiring.

Although the Qur’an contains no definitions of management or leadership, the
holy book of Islamic belief does emphasize the good and bad qualities of manage-
ment and leadership through many examples (Gézden, 2021, p. 185). The Qur’an
presents good examples of leaders such as the prophets (Qur’an, 21:71-73) as well
as bad examples of leaders such as the Pharaoh and his cohorts (Qur’an, 11:96-98).

The Concept of Compassion

The concept of compassion basically involves how individuals think, decide, evaluate,
and act by understanding the feelings, wishes, and needs of others. Deep within the

concept of compassion is an emotion that reignites the lamp of humanity, one that
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is on the verge of being extinguished internally; compassion invites the person to
humanity in its most basic form (Sayar, 2022, p. 34), with compassion corresponding
to the most basic essence that humans both contain within themselves as well as
need from the outside world. The concept of compassion is evaluated quite compre-
hensively in the Islamic faith, which states compassion to be among the basic codes
of humanity and quite suitable for development. Islam similarly expresses compassi-
on as an element complementary to human beings (Benazus, 2009) and states that,
while humans are very complete beings in their own right with the potential for all
positive and negative traits in the human heart, compassion is its most basic action
(Nisanci, 2022, p. 85). When considering the sacred texts of other Abrahamic and
non-Abrahamic religions in this light, Islam can be said to have a belief system that

most intimately connects humanity with the concept of compassion.

Considerations

Compassion is one of the concepts forming the basis of people-oriented manage-
ment and leadership. With the pressure of digital culture, especially in business
life and in the hustle and bustle of being on autopilot in all environments, peop-
le’s awareness of understanding each other’s feelings and sufferings is gradually
disappearing. World Health Organization data reports that, by 2030, the leading
cause of depression will be tension at work (Canan & Pir, 2022, p. 32). One of the
main reasons for the increase in workplace depression is the move away from peop-
le-oriented management and a lack of compassion. According to the Holy Qur’an,
humans are the most noble of beings, whether they are a superior manager or not
(Qur’an, 2:30); their position is entrusted to them (Qur’an, 4:58) and is a means of
testing (Qur’an, 6:165). From the perspective of the Qur’an, importance is had in a
person behaving humanely regarding the status that has been entrusted to them,

and this is a means of being tested.

When one wants to imagine a Qur’an-based portrait of compassion-oriented
management and leadership, the following ayah stands out:

You treated them gently only because of the compassion granted by Allah. If you were

rude and hard-hearted, they would undoubtedly disperse from around you. Forgive them,

ask their forgiveness, consult them about the matter, and when you decide, trust in Allah;
indeed, Allah loves those who trust in Him. (Qur'an, 3:159)

The ayah mentions the nature of compassion, which is thought to be necessary
for management and to form the basis of work, alongside the practice of consulta-

tion as a component of compassion through the example of the Prophet Muham-
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med. This study can list the following evaluations regarding the presented ayah in

the context of compassion-oriented management and leadership:

1. Allah is merciful and also wants His servants to be merciful. Having mana-
gers and leaders approach their employees with this understanding is a necessary

prerequisite for motivation and peace in the workplace.

2. Thanks to the mercy of Allah, the esteemed Prophet Muhammed also treated
the society he led and managed with compassion in every respect. His compassi-
onate management emphasizes compassionate leadership and merciful manage-

ment, setting an example for managers and leaders in business life.

3. The following statement from the ayah, “If you were rude and hard-hearted,
they would surely scatter from around you” (Qur’an, 3:159) draws attention to the
possible consequences of and warns about negative behaviors. The ayah states that
managers and leaders who are hard-hearted, who lack compassion, and who have
a rude style will likely see the community or team they manage/lead fall apart. In
other words, a lack of compassion can cause things to become difficult, employees
to deviate from the determined goals, effectiveness and efficiency to decrease, and
sustainable success to become unachievable. Those who receive no compassionate
approach from their manager or leader at work or who are not convinced that they
are being treated compassionately will tend to have negative feelings towards their
manager/leader, and this energy will be reflected within the workplace. Over time,
this tendency will weaken employees’ organizational commitment and create an

environment that alienates workers from their place of employment.

4. A critical threshold in businesses is having managers and leaders be merciful
and forgiving when the community or team for which they are responsible makes
a mistake. When an error is encountered, regardless of being a superior or a subor-
dinate, how one reacts/responds is important. A mistake made by a higher up in a
bureaucracy is more likely to be viewed positively or neutrally by subordinates for
various reasons (e.g., not knowing the contents of the job, not being responsible
for the job, fear of mobbing). However, a superior who excuses a mistake made by
a subordinate based on compassion also proves how much compassion a manager
or leader reflects from their own personality. Seeing a compassionate and forgiving
attitude in the workplace due to a mistake made by an employee can support a se-
ries of positive behaviors that may develop in conjunction with it. Employees who
are treated compassionately are more likely to interpret their job from a positive
and meaningful perspective and, accordingly, are more likely to make creative ad-

justments to compensate for mistakes that are made.
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5. Apart from addressing compassion, the ayah also addresses consultation.
When evaluating management from a scientific perspective, the ayah addresses
inviting others to consultation; this additional step can establish a mutual conne-
ction to the potential for compassion. Consultation can be said to lay the groun-
dwork for the concept of feedforward, which in the management literature helps to
reveal employee potential. The phrase “consult them about the matter” in the ayah
(Qur’an, 3:159) indicates that management’s parameters should not be concentra-
ted on a single person and that the public should be included in management. The
ayah bases the concept of management on two important principles in terms of
management science. According to the verse, Allah commands that the function of
management be conducted with compassion and consultation. Thus, compassion
can be said to be centrally placed and management (i.e., governance, corporate ma-

nagement) to be envisaged through mutual consultation.

Conclusion and Recommendation

As aresult, the study has shown Ayah 159 of Surah Ali ‘Tmran to contain signs that
guide every person to act with compassion. The verse invites people to act compas-
sionately, whether one is leading the smallest of groups, the largest enterprise, or is
senior management. Recent managerial training programs recommend businesses
that are focusing on such things as leadership skills, values education, time mana-
gement, and conflict resolution to evaluate from the perspective of compassion.
The current article is also supported by other studies that have suggested compas-
sion to be a profound component capable of fostering a positive atmosphere within
organizations in terms of such aspects as meaning and happiness (Cameron et al.,
2011; Sayar, 2011, 2020, 2022; Batar, 2012; Csikszentmihalyi, 2022; Cirpan & Ala-
yoglu, 2022; Sayar & Manisaligil, 2022; Nisana & Bilgiz, 2023).

As with every study, this research contains various limitations. The most im-
portant limitation of the study is that it is based on evaluating just a single verse of
the Qur’an. Evaluating the elements of management and leadership through other
ayahs is important in terms of developing different perspectives. In this context,
Ayahs 58 and 59 of Surah An-Nisa, Ayahs 38 and 39 of Surah Ash-Shura, and other
similar verses can be recommended for future studies. In addition, studies conduc-
ted in this way are thought to be able to contribute to multidisciplinary studies. In
addition, the current study was based only on the Qur’an. Evaluating the concepts
of compassion, management, and leadership within the framework of other holy

texts can provide different perspectives.
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Mapping Non-Market Concepts:
Is Reconciliation Possible?
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Abstract: Non-market activities of firms have been examined in the management field through different concepts
such as Corporate Political Activity (CPA), Corporate Political Tie (CPT), and Political Corporate Social Responsibil-
ity (PCSR). However, the literature is ambiguous regarding whether these notions share common conceptual and
intellectual maps or are mutually exclusive. This study aimed to investigate this ambiguity through bibliometric
analysis. After eliminating documents in the Web of Science database, 583 related articles published between 2000-
2021 emerged as final data. Analyses were performed via the R package Biblioshiny module. In short, as is evident
from the findings, although CPA, CPT, and PCSR concepts have similar departure points, it does not seem possi-
ble to gather them under a single conceptualization since they also have diverging points that make reconciliation
problematic.
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porate political tie; political corporate social responsibility
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ve Politik Kurumsal Sosyal Sorumluluk (PKSS) gibi farkli kavramlar iizerinden incelenmigtir. Ancak literatiirde bu
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Introduction

Non-market strategies describe a firm’s coordinated course of action to manage
the institutional or societal framework of economic competition to improve the
firm’s performance and competitive advantage (Mellahi et al., 2016:53). The exist-
ing body of research on these strategies has explored varying mechanisms, ante-
cedents, and outcomes of the non-market concepts (Brown et al., 2018; Faccio et
al., 2006; Guo et al., 2012; Hadani & Schuler, 2013; Hillman et al., 2004; Rajwani
& Liedong, 2015; Werner, 2015). In accordance, some of these researchers have ex-
amined the reasons why firms use non-market strategies, while others have inves-
tigated the effects of non-market strategies on firm performance and firm value.
Accordingly, it is evident that non-market activities of firms are studied through
Corporate Political Activity (CPA), Corporate Political Tie (CPT), and Political Cor-
porate Social Responsibility (PCSR) concepts and their antecedents and outcomes,
which provide a substantial nomological network of the non-market field. How-
ever, there is a tendency in the existing literature that these concepts are widely
used interchangeably, which consequently blur the boundaries between them. So
far, there has been little discussion on this equivocalness. In this study, we are
mainly concerned with eliminating this confusion by examining the conceptual
and thematic maps of three important concepts (CPA, CPT, and PCSR) that create
and dominate the non-market field. We analyzed their development process, the-
oretical affiliations, conceptual relations, and the points where they diverge and
converge. Furthermore, we did not only examine the conceptual map of the field

but also the social maps among the researchers to give a full description of the field.

With this aim in mind, we employed the bibliometric analysis technique in the
study. Fundamentally, bibliometric reviews examine bibliographic information
from an academic view to build and evaluate the patterns of the components and
topics in a given field (Kumar et al., 2021:2). While this study dealt with the bound-
aries among non-market concepts, it did not only reflect the summary of existing
literature but also tried to draw a new framework for the literature by trying to
reveal the convergent and divergent points of non-market field concepts. In light

of this search, our study aimed to find answers to the following research questions:
RQ1. How are non-market strategies conceptualized in management research?
RQ2. What is the intellectual structure of the non-market field?

RQ3. How have non-market concepts evolved over the years?
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RQ4. What are the convergent and divergent points of non-market concepts?

RQ5. Is reconciliation among these concepts possible?

Conceptual Evolution of the Non-market Field in Management Research

In this section, in order to reinforce the bibliometric analysis, we carried out a lit-
erature review embracing the most prominent articles of the field. Accordingly,
we acquired an in-depth understanding providing the underlying theories, used
mechanisms, performance foci, and desired strategy outcomes of the non-market

concepts. Table 1 shows the results of the review.

Table 1. Basic Foundations of Non-market Concepts

CPT PCSR CPA
Theories Resource-Based | Sustainability Approach | Resource
Theory Stakeholder Theory Dependence
Network Theory | Resource Based View Theory
Agency Theory | Social Contract Theory Stakeholder
Theory
Habermasian Theory
Collective Action
Theory
Performance | Financial Triple Bottom Line Financial
Focus Performance Performance
Mechanisms Informal and Informal and Formal Lobbying,
Formal Ties Ties, PAC
Lobbying, Contributions,
PAC Contributions, Comment
Comment Letters, Letters
Collaboration with NGO’s
Desired Stra- | Competitive Legitimacy Controlling
tegy Outcome | Advantage Resources,
Designing Field

Although the state-business phenomenon has long been studied within the fields
of social sciences, the conceptualization of non-market-related concepts in the field

of management is relatively new. In the early 2000s, non-market studies in man-
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agement developed through two motor concepts, namely the Corporate Political
Activity (CPA) and Corporate Political Tie (CPT). Furthermore, these concepts can
be traced back to two grassroots studies namely Fisman (2001) and Schuler et al.
(2002) who did not explicitly name them. Referring to Schuler et al’s (2002) study,
Hillman and her colleagues’ seminal review on CPA in 2004 is of great significance
as it marks the first attempt to conceptualize firms’ political activities within the
management domain (Hillman et al., 2004). Right after Hillman’s work, a detailed
examination of Faccio (2006) focuses on political connections among firms and
state representatives, which is subsequently named corporate political ties (CPT)
(Faccio, 2006). Thus, at the beginning of the 2000s, while CPA emerged as a full
concept, CPT started to be shaped by researchers.

On the other hand, after the 2010s, due to being used interchangeably and
inconsistently within the literature, some studies described CPT as a mechanism of
CPA (Lawton et al., 2013). We consider that this tendency depends upon the rela-
tively late conceptualization of CPT. However, the current study revealed that these
concepts have similar performance foci, which are financial, but have different fun-

damental theories, connection mechanisms, and desired strategic outcomes.

According to the existing body of research, CPA is mainly dependent upon re-
source dependence theory (Hillman et al., 2004). Thus, firms which are affected
by governments’ regulative actions in economic spheres, which depend on gov-
ernmental contracts for survival or owe much of their financial performance to
state spending, are inclined to engage more in CPA either collectively or individ-
ually to control their political environment (Hillman et al.,2004:845; Lawton et
al.,, 2013:88). On the other hand, CPT has generally been originated from a re-
source-based view. Accordingly, to maximize their advantages from political con-
texts, organizations should place a high value on their capabilities and resourc-
es (Holburn & Zelner, 2010; Oliver & Holzinger, 2008; Mc Williams et al., 2002).
Thus, CPT is considered as an organizational capacity that enables firms to get a

competitive advantage.

Another divergence point for CPA and CPT is the political strategies that they
apply. First, firms engage in CPA through strategies such as campaign contribu-
tions, lobbying, executive testimony before legislators and regulators, operating
a government relations office, and contributing to industry and trade political ac-
tion committees (PACs) (Lux, et al. 2011:224). Here, CPA strategies aim to control
legislative drafting to steer the output on their own account. Thus, the emergent

policy would be beneficial for the firms’ organizational interests. The conceptual
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definition of CPA also emphasizes these participation strategies in the legislative

drafting as “..corporate attempts to shape government policy in ways favorable to the
firm” (Hillman, 2004:837).

On the other hand, CPT refers to both informal and formal connections with
government institutions and their representatives as a political strategy. Here,
informal links refer to personal connections with government officials that are
established through varying channels (i.e., being friends, relatives) while formal
linkages generally refer to institutional connections between government agencies
and firms that are established through co-partnership, as it is in state-economic
enterprises. The concept defined as “the boundary-spanning personal and insti-
tutional linkages between firms and constituents’ parts of the public authorities”
(Faccio, 2006) also indicates mostly individual connections of firms to enable a
firm to acquire or retain a competitive advantage (Lawton & Rajwani, 2011). Fur-
thermore, considering the establishment and legitimization of the related political
strategy, we may conclude that while CPA is a more appropriate strategy for insti-
tutionally developed contexts in which these mechanisms are legally described and
can be audited, CPTs are more appropriate for relatively low institutional develop-
ment level contexts in which the mechanisms used by CPA are either inapplicable

or inappropriate.

The last point CPA and CPT differentiate is their desired organizational out-
come. CPA desires to control scarce resources by engaging in the legislative process
through idiosyncratic political strategies, which at the same time enable firms to
design the legislative and political environment surround them. This control, in
return, provides a fertile environment to achieve goals. On the other hand, CPT
desires a capacity of the connected firm that the firm’s rivals do not have; it enables
the development of core competency for the firm that eventually provides higher

financial performance.

Further, especially with the rise of sustainability in management after the
mid-2010s, another concept on non-market activities of firms, namely the Political
Corporate Social Responsibility (PCSR), has been put forth. The concept is defined
as the political engagement of firms with states to provide community services
that governments either hesitate or do not have the capability to provide (Frynas
& Stephens, 2015; Mellahi et al., 2016; Scherer & Palazzo, 2007). Thus, like CPA,
PCSR activities are carried out through firms’ initiations that target to affect reg-
ulations by connecting with the related state institutions. From several aspects,

PCSR concept has more convergencies with CPA in comparison to CPT. They both
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target regulative institutions to achieve their goals. Besides, the mechanisms they
utilize to communicate with these institutions are similar, which mainly consist
of lobbying. Furthermore, it has been stated in the literature that the relationship
between CPA and PCSR can be reciprocal. Accordingly, CPA and PCSR benefit from
the resources they have created for each other (Den Hond et al. 2014; Mellahi et al.,
2016; Shirodkar et al. 2024).

Although PCSR is highly converged with CPA, it still has divergent and specific
features that differentiate it from other non-market concepts. The first and foremost
divergence arises from the imposer’s motivation to gain legitimacy in the eye of the
society (Delannon & Raufflet, 2021:478). It has been shown that firms engage in
PCSR and try to be regulator institutions in areas in which states either hesitate,
overlook, or ignore to organize (Djelic & Etchanchu, 2017:643; Scherer & Palazzo,
2011:901). Thus, through their voluntary activities, either individually or with other
voluntary institutions, firms do not only fill the regulative gaps in the related context

through their PCSR activities but also gain legitimacy in the eyes of society.

Second, the theoretical bases of PCSR depend upon two confronting research
streams (Scherer & Palazzo, 2007). The first stream embraces a functionalist ap-
proach and explains PCSR with resource dependence theory and normative stake-
holder theory. Predominantly in these studies, PCSR is accepted as a strategic in-
strument that prioritizes firms’ economic transactions, while at the same time,
realizing their duties toward society (Frynas & Stephens, 2015). The basic assump-
tion behind this acceptance is the concrete differentiation of the sphere of influ-
ence between the state and firms. Since the state regulates the economic sphere
along with others, firms, within this area, both gain legitimacy and fulfill their re-
sponsibilities against its stakeholders by contributing to this environment with
their existence. On the other hand, the critical stream accepts firms as political
actors with others in a deliberative democracy and assumes that firms prioritize
their social performance in comparison to financial performance (Scherer & Palaz-
20,2011). Hence, the legitimacy of the firms in the eyes of the society derives from
these deliberative PCSR activities which require firms to act with society for the
society as a political actor. Here, the most common theories are descriptive stake-

holder theory, social contract theory, and Habermasian theory.

Along with its desired strategy outcome and underlying theories, the last diver-
gence point of PCSR among non-market activities is its performance focus. While
CPA and CPT activities prioritize firms’ financial performance, PCSR is concerned

about the social, environmental, and economic performance of the firms’ activities.
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This performance indicator is also known as Triple Bottom Line (TPL) (Elkington
& Rowlands, 1999; Elkington, 1998). Although which triple bottom line indicator
is prioritized more by firms is dependent on the research stream of the related au-
thors embraced, PCSR still diverges from the other two non-market concepts with

its consideration of performance as a triple structure.

In the existing study, we used bibliometric methodology to analyze the data
that covers all journals in the scope of SSCI and published articles on our study
subject without separating the impact factor. Bibliometric analysis has become at-
tractive in business research. Researchers utilize the analysis for several purpos-
es, including identifying new patterns in the performance of articles and journals,
investigating collaboration patterns and research elements, as well as examining
the intellectual framework of a certain area in the existing literature (Donthu et
al., 2021:285). Furthermore, to reinforce the results of the bibliometric analysis,
we conducted a literature review examining the articles published on the relevant

subject in prominent journals of the field.

Methodology

Keywords that we considered essential in non-market relations in business research
were taken as a basis for the search. We used the following search query as TITLE-
ABS-KEY (“political tie” OR “political connection” OR “political connectedness” OR
“political capability” OR “political resources” OR “corporate political activity” OR “po-
litical relation” OR “state-business relation” OR “political networking capability” OR

“political CSR” OR “government business relation”) to reach all related articles.

We downloaded data from the Web of Science, which has a very large data set
in the field of business. Only English-language articles published between 2000
and 2021 were included in the search. Table 2 summarizes the elimination pro-
cess of the documents and the final data. As a result of the first search, there were
1016 manuscripts left. Due to the elimination criteria of the study, book chapters,
proceedings, and reviews were eliminated, which resulted in 716 articles. Further
investigation of the data showed that although we restricted the search to the
management and business field, there were still studies from irrelevant research
streams such as feminist studies, social movements that generally refer to the rela-
tions among NGOs (Non-Governmental Organizations), and states and business-
es. We also eliminated these studies from the data. Hence, the resultant number of
articles in the current study was 583. Consequently, first, we applied performance

analysis and then science mapping on these 583 articles.
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Table 2. Elimination of the Documents and Final Data

1016 articles, book chapters, reviews and proceedings found from WOS between 2000-2021 including
determined keywords about state-business relation concepts in management research.

4

Book chapters, proceedings and reviews were eliminated from the raw data. 716 articles remained. Through

further investigation 133 irrelevant studies were also eliminated. 583 final articles remained.

4 4

Performance Analysis of 583 Documents Science Mapping Analysis of 583 Documents
Authors Co-authorship
Journals Network Centrality
Countries Collaboration Network
Articles Co-citation
Co-occurrence Network
Co-word

Within the framework of the relevant keywords, bibliometric analysis was per-
formed in two sections as performance analysis and science mapping analysis. Au-
thors’ productivity, the most cited authors, the most frequent and cited journals,
the most productive countries, and the most cited articles were examined in per-
formance analysis. On the other hand, in science mapping analysis, co-authorship,
network centrality, collaboration network, co-citation, co-occurrence, and co-word
analyzes were applied. Co-authorship analysis looks at how researchers connect
within a field of study. Network centrality analysis, in particular, provides insight
into the relative relevance of authors, institutions, and countries, which may not
always be shown in citations or publications (Donthu, 2021:290). It provides four
different perspectives of networks. Hence, the quantity of relational ties a node
has within a network is essentially defined as the degree of centrality, while the
ability of a node to connect previously disconnected sets of nodes is referred to
as betweenness centrality where nodes serve as an entrance for information flow.
Closeness centrality, on the other hand, refers to a node’s proximity to every other
node in the network, the ability of nodes to transmit information and knowledge

across the network easier. Those nodes reflect shorter pathways than others in
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the network. Finally, eigen centrality describes the relative significance of a node
in a network, with nodes connected to other nodes via high connectivity being
essential for information transmission (Kumar et al.,, 2021:12). Collaboration
network analysis shows how different groups of researchers or institutions work
together. Co-citation analysis assumes that articles that are often cited together
have identical themes. (Hjgrland, 2013:1318). Co-occurence analysis shows major
themes of the field of study (Baker et al., 2021). Lastly, co-word analysis is a tech-
nique that looks at the actual text of the publication itself, using either cited or

referencing publications as a focus point or reference (Donthu, 2021:289).

Performance Analysis

This study benefits from performance analysis to investigate authors’ productivity
and the most cited authors. In addition, we examined the most frequent and cited

journals, the most productive countries, and the most cited articles.

Authors

We present the most productive authors in the field in Table 3 below. Accordingly,
the most productive author regarding the number of publications was found as
Rajwani T, followed by Hadani M. with 10 publications and Werner T. with 8 pub-
lications. However, the picture changed according to the fractionalized frequency
score, which quantifies an individual author’s contributions to the published set
of papers. In this regard, while Werner T. made the highest contribution, he was
followed by Hadani M. with a 4.33 FF score and Rajwani T. with a 3.75 FF score.

Table 3. Most Productive Authors

Author TP FF

Rajwani T 11 3.75
Hadani M 10 4.33
Werner T 8 4.67
Zhang L 8 2.48
Barron A 6 3.67
Brown LW 6 2.08
Liedong TA 6 3.00
Schuler DA 6 2.25
Wahab EAA 6 2.00
Gul FA 5 1.92
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Lawton T 5 1.75
Mellahi K 5 1.42
Scherer AG 5 2.42
Shirodkar V 5 2.50
Sun P 5 1.42
White GO 5 1.5

TP: Total Publications; FF: Fractionalized Frequency

Local citation analysis, on the other hand, gives the most cited authors and
their related study within the field. According to the analysis, Faccio M.s study
dated 2006 appeared as the most cited article in the field, followed by Hillman A.J.
with her 2004 study and Fan J.P.H with his 2007 study.

Table 4. Top-10 Most Cited Authors

Local Cited References Citations
Faccio M, 2006 186
Hillman Aj, 2004 153
Fan Jph, 2007 145
Faccio M, 2006 122
Hillman Aj, 1999 122
Fisman R 117
Khwaja Ai 102
Johnson S, 2003 97
Goldman E, 2009 92
Scherer Ag, 2011 92
Journals

According to journal analysis in Table 5 and Table 6 below, the most frequent jour-
nals were the Journal of Business Ethics, Business & Society, and the Journal of
Corporate Finance. Regarding ethics concerns of non-market relations of firms and
these relations’ direct and indirect reflections on societies, the first and second
rankings were not unexpected. Furthermore, the third journal may signal us that
non-market relations in general are addressed with their financial consequences
for the firms.
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On the other hand, the most cited journals were the Academy of Management
Review, Strategic Management Journal, and the Journal of Business Ethics, re-
spectively. For the first two journals, this is not unexpected due to their prestig-
ious position among the related journals in the field. However, the third journal,
which is also the first journal in the most frequent journals list, indicates that the
ethical concerns of these connections and their reflections are both highly studied
and at the same time impactful issues in the field when two tables are interpreted

together.

Table 5. Most Frequent Journals

Sources No. of Articles | % of Articles
Journal of Business Ethics 50 9
Business & Society 23 4
Journal of Corporate Finance 16 3
Journal of Business Research 14 2
Pacific-Basin Finance Journal 12 2
Strategic Management Journal 12 2
Business History 11 2
International Business Review 11 2
International Review of Economics & Finance |11 2
Journal of Banking and Finance 10 2
Journal of World Business 10 2

Table 6. Most Cited Journals

Sources No. of Articles
Academy of Management Review 1633
Strategic Management Journal 1373

Journal of Business Ethics 1367

Journal of Financial Economics 1364
Academy of Management Journal 1167

Journal of International Business Studies 914

Journal of Management 821
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Journal of Finance 773

Journal of Management Studies 680

The American Economic Review 589

Administrative Science Quarterly 498

Journal of Corporate Finance 497

Business & Society 443
Countries

Table 7 shows the most productive countries of non-market studies between 2000-
2021. According to Table 6, China appears as the most productive country, with
140 articles and a percentage of 24, the USA and the United Kingdom follow China
respectively with 117 and 72 articles and percentages of 20 and 12. Although there
are many contributions from different countries all over the world, with a total
percentage of 56%, these three countries constitute most of the articles written.
Moreover, China, the USA and the United Kingdom are also leaders in citations
(4226, 3201 and 2068, respectively). This domination may arise from two basic
reasons. First, regarding networking abilities and capacities, researchers from
these countries are more engaged with each other, bringing out a fertile academic
environment for production. The collaboration network analysis below also rein-
forces this argument on the power of networking. The second reason may arise
from more economy politic reasons. Giving their economic developmental level,
these three countries are among the largest economies in the world according to the
International Monetary Fund 2021 report (International Monetary Fund, 2021).
Especially, the USA and China are the biggest economies with their huge multina-
tional conglomerates and economic institutions that affect the world business and
economy through both their multinational and even transnational positions and
by being role models to firms within other contexts. Thus, it is not surprising that
researchers from these countries produce more about the non-market relations
of these firms. In other words, considering the sphere of influence of these huge
economies, it is normal for researchers and stories from these countries to be more

pervasive and fruitful.
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Table 7. Top Most Productive Countries

Country No. of Articles % of Articles Citations
China 140 24 4226
USA 117 20 3201
United Kingdom | 72 12 2068
Australia 37 6 819
Malaysia 23 4 282
France 20 3 321
Canada 18 3 639
Indonesia 12 2 33
New Zealand 12 2 144
Denmark 11 1 326
Germany 11 1 49
Articles

Table 8 demonstrates the top 10 most cited articles between 2000-2021 regarding
non-market field conceptsin management and business research. Faccio et al’s (2006)
article is the most cited article, which shows that firms with political connections are
more likely to be bailed out and show better performances than non-connected ones
(TC=1562). Hillman et al’s (2004) article is the second most cited article during this
period which is a review article about corporate political activity (TC=693). Further-
more, Wang and Qian’s (2011) article about corporate philanthropy and corporate
financial performance follows Hillman et al.’s (2004) article (TC=512). Scherer et al’s
(2006) article is in the fourth place (TC=318), which is about transnational corpora-
tions in global governance. Moreover, Schuler et al’s (2002) article examines pursu-
ing strategic advantage through political action (TC=311). Boubakri et al’s (2012)
article gives information about the political connections of newly privatized firms
(TC=283). Another article of Boubakri et al’s (2008) is about political connections
and the cost of equity capital (TC=282). The next article is Mellahi et al’s (2016)
article on a review of the non-market field literature (TC=256). Frynas et al’s (2006)
article tell first-mover advantages in international business and firm-specific politi-
cal resources (TC=235). Last, Lux et al.’s (2011) article is about the antecedents and
outcomes of corporate political activity (TC= 212). As it can be seen in the topics of
the articles, studies have focused on corporate political activity and corporate politi-

cal ties and a little on political corporate social responsibility concepts.
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Table 8. Top-10 Most Cited Articles

Paper Total Citations (TC)
Faccio M, 2006, Am Econ Rev 1562
Hillman AJ, 2004, J Manage 693
Wang H, 2011, Acad Manage J 512
Scherer AG, 2006, Bus Ethics Q 318
Schuler DA, 2002, Acad Manage J 311
Boubakri N, 2012, J Corp Financ 283
Boubakri N, 2008, J Corp Financ 282
Mellahi K, 2016, J Manage 256
Frynas JJG, 2006, Strategic Manage J 235
Lux S, 2011, J Manage 212
Science Mapping Analysis

Science mapping analysis was used in this study to understand the intellectual
structure of the field via the identification of central ideas, research concepts, and
the associations among them, to evaluate the dynamics of the research landscape,
and to identify collaborations among researchers. We performed co-authorship,
network centrality, collaboration network, co-citation, co-occurrence, and co-word

analyses in science mapping.

Co-authorship

Table 9 shows authorship patterns in four different periods as follows: 2000-2005,
2006-2011, 2012-2017, and 2018-2021. It is obvious from the table that the larg-
est increase in most of the parameters is in the 2012-2017 period. One of the rea-
sons for this may be that the related subjects have started to be studied more in
the field in this period. Another reason may be that one of the most cited articles
(TC=512), that of Wang and Qian’s (2011), written at the beginning of this period
may have influenced the scholars in the field. There is a vital increase in the number
of articles written from the 2000-2005 period (11) to the 2012-2017 period (231).
In addition, author appearances and author numbers also display an essential rise
in the 2012-2017 period (576 and 497, respectively). What is more, although the
number of single-authored articles does not show a dramatic change, the number

of multi-authored articles demonstrates a significant increase in the 2018-2021
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period (657). Moreover, the collaboration index rises to 2.49 in the 2018-2021 pe-
riod, and accordingly, collaborations among scholars increase. On the other hand,

articles per author and authors per article do not show a critical change overall.

Table 9. Authorship by Period

Periods 2000-2005 |2006-2011 |2012-2017 |2018-2021
Articles 11 44 231 297
Author Appearances 14 105 576 802
Author 14 95 497 688
Articles per Author 0.5 0.5 0.46 0.43
Authors per Article 2 1.98 2.45 2.32
Authors of single autho- | 2 13 42 31
red articles
Authors of multi autho- | 12 82 455 657
red articles
Collaboration Index 2.40 241 2.43 2.49
Network Centrality

Table 10, Table 11 and Table 12 list the most significant authors, institutions, and
countries respectively according to various criteria of centrality. This study exam-
ined four criteria of centrality namely degree of centrality, betweenness centrality,

closeness centrality, and eigen centrality.

The quantity of relational ties a node has within a network is essentially de-
fined as the degree of centrality. The ability of a node to connect previously discon-
nected sets of nodes is referred to as betweenness centrality, where nodes serve as
an entrance for information flow. Closeness centrality, on the other hand, refers
to a node’s proximity to every other node in the network, the ability of nodes to
transmit information and knowledge across the network easier. Those nodes reflect
shorter pathways than others in the network. Finally, eigen centrality describes the
relative significance of a node in a network, with nodes connected to other nodes
via high connectivity being essential for information transmission (Kumar et al.,
2021:12).
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Table 10. Centrality Measures for Authors

Rank | Degree of Betweenness Closeness Eigen Centrality
Centrality Centrality Centrality
1 Rajwani T Rajwani T Rajwani T Rajwan
Hadani M Hadani M White GO, Bod- | Hadani M
deweyn JJ
3 Wahab EAA, Schuler DA Liedong TA, Gul FA, Bliss
Gul FA Lawton TC MA
3 - - - Zhang LA, Chen
XH
4 - Zhang L, Gul FA | Hadani M Wahab EAA,
James K
4 - - - Zain MM
5 - - Schuler DA -

Table 11. Centrality Measures for Institutions

Rank | Degree of Betweenness Closeness Eigen Centrality
Centrality Centrality Centrality
1 Univ Surrey Chinese Univ Chinese Univ Univ Surrey
Hong Kong Hong Kong
2 Chinese Univ Univ Surrey Univ Surrey Chinese Univ
Hong Kong Hong Kong

Table 12. Centrality Measures for Countries

Rank | Degree of Betweenness Closeness Eigen Centrality
Centrality Centrality Centrality

1 China UK UK China

2 UK USA USA UK

3 Australia China China Australia

4 - Australia France -

5 - France Australia -

6 - Netherlands Canada -

7 - Malaysia Netherlands -
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Regarding authors’ all types of centralities, Rajwani T. stands out as the most
important author. This shows that Rajwani has a critical place in the field and with-
in the scope of the network. He is not only the one who has the greatest number of
ties within the network, but also through his betweenness and closeness centrality
position, he connects the unconnected groups with each other and has close con-
nections with every other node within the network. Thus, he serves both as the
entrance point of information flow and at the same time, is the closest person who
transmits this knowledge to every other node. Consequently, his position within
the non-market studies field network with the highest eigenvalue score makes him
the most crucial researcher for the field in terms of information transfer among
other highly connected nodes. On the other hand, Hadani M. is in second place in
three types of centralities, thus after Rajwani, Hadani also seems to have an essen-
tial role in the field. Regarding institutions, with a similar logic, the University of
Surrey has a significant place in the degree of centrality and eigen centrality, which
makes it an institution with the greatest number of ties with other nodes and also
with the most important position regarding its ability to information transfer. On
the other hand, the Chinese University of Hong Kong is the most vital institution
in betweenness and closeness centrality, which implies that although the Univer-
sity of Surrey has most of the ties within the network, the Chinese University of
Hong Kong is one that both connects the unconnected groups with the rest of the
network and thus transmits the information and knowledge to other nodes. Final-
ly, in terms of countries’ position within the non-market studies network, it was
revealed by the analyses that while China plays an important role in the degree of
centrality and eigen centrality, the UK seems to be more effective in-betweenness

and closeness centrality.

Collaboration Network

Fig. 1, Fig. 2, and Fig. 3 illustrate the author collaboration network, institution col-
laboration network, and country collaboration network, respectively. Figure 1 shows
that there are eleven groups in the author collaboration network and there is no
connection between these groups. Accordingly, it seems the authors do not prefer
working together but in individual groups. As it is obvious from Fig. 2. above, the
University of Surrey and the Chinese University of Hong Kong have a significant
place in the institution collaboration network as revealed by the network centrality
scores of them previously. Institutions prefer working in individual groups in an in-
stitution collaboration network, similar to an author collaboration network. Finally,

Fig. 3. indicates that China is at the center of the country’s collaboration network. Al-
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though countries seem to be working together more than the other two collaboration
networks, it can be seen from the figure that there are two main groups led by the UK

and China in terms of country collaboration networks in the field.
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Figure 3. Country Collaboration Network

Co-Citation

Co-citation analysis in Fig. 4 shows the field’s early-stage intellectual picture that
brings out invisible colleges. Accordingly, there were two author groups that exist-
ed at the beginning gathering around A.J. Hillman and M. Faccio. While Hillman
provides the early description of CPA-based non-market relations, Faccio draws
our attention to CPT-based non-market relations. Therefore, the field was organ-
ized around two invisible colleges, namely the CPA school and CPT school, in which
one was more crowded than the other at that time. Consistent with co-citation
analysis results, historiography analysis showed that although both groups cited
each other later, they were separately approaching the non-market phenomena at
the beginning. Fig. 5 shows the historical paths’ development belonging to each
group’s identification with the core authors.
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Network

Co-occurrence Network and Co-word Analysis

To reveal the conceptual map of the field, we applied a co-occurrence network and
co-word through co-occurrence network, thematic map and thematic evolution
techniques. Co-occurrence network analysis in Fig. 6 shows that there are three ba-
sic themes in the field, namely corporate political activity (CPA), corporate political
ties (CPT) and corporate social responsibility (CSR).
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Figure 6. Co-occurrence Network Analysis

Furthermore, thematic map analysis in Fig. 7 reinforces co-occurrence analysis
by providing the current dynamics in the field. Accordingly, the non-market field
is dominated by corporate political activity (CPA) and corporate political tie (CPT)
concepts. More precisely, CPA is the motor theme of the field with high centrality
and density rates. In other words, CPA is the most used, hence the most developed
concept in the field. On the other hand, although CPT’s centrality is almost equal
to CPA, it is less developed respectively. We interpret these results in light of the
field’s most productive countries and reasons arising from the context-specific na-
ture (specifically institutional context) of the non-market studies. Hence, the num-
ber of publications originating from the USA and the UK exceeds China although
China is the most productive country. When the institutional context, more spe-
cifically, the political orientation of the USA and UK as participatory democracies
are thought of, it is evident that CPA is more appropriate for them. In other words,
since CPA can be applicable to participatory democracies due to its mechanisms, it
is unsurprising that CPA studies are more advanced, central, and dominant within
the field. Likewise, since the Chinese political context is more appropriate for CPT,
it is not unexpected for CPT to be the second most central concept. Furthermore,
the political corporate social responsibility (PCSR) concept is an emerging concept
in the field with its less developed and less central position on the map given the
relatively new emergence of sustainability and responsibility concerns in the man-

agement field.
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Fig. 8 above shows the thematic evolution of the field by important time zones.
Accordingly, CPA is the first phenomenon conceptualized in the field in compari-
son to both CPT and PCSR. This finding is also consistent with the thematic map
results. After 2010, on the other hand, these three concepts evolved into more
fine-grained concepts in which every one of them refers to different dimensions
or sides of non-market phenomena.. In this period, while CPA studies expanded
its impact area, non-market activities started to be studied through the concept of
“state-business relation”, which refers to a broader meaning that includes not only
management but also political sciences and economics. Hence, it merged into CPA.
Furthermore, “corporate governance” merged into the corporate political connec-
tion concept in both successor periods. Beginning with 2011, however, since CPT
became more applicable in less developed institutional contexts, it comprehended
the “emerging economy” notion along with the “political connection” notion and
became an umbrella concept for political connection studies of those countries.
Meanwhile, there were new concepts that emerged during the same period with
the rise of environmental and social responsibility concerns of firms. Sustainable
development was the most important and most extensive concept among others
by being the origin of PCSR studies. Furthermore, PCSR seems more related to CPA
than CPT. This result, on the other hand, is consistent with the co-occurrence re-
sults and with the related literature. Finally, along with the 2010 non-market field
emerging as an umbrella term, it especially referred to corporate political activity

and corporate political ties.

After 2015, furthermore, the current conceptual structure emerged. According
to the thematic evolution map, as a representative of sustainability and CSR in
the non-market literature, PCSR emerged by being a combination of sustainable
development, globalization, government, and CPA concepts. Thus, the previous
period’s concepts, namely sustainable development, government, and globaliza-
tion, unified and created a basis for the PCSR concept in the 2015 onward period.
Political connection or CPT studies, on the other hand, developed and became the
current structure through the merging of political connection and emerging econ-
omies’ studies according to thematic map analysis. This result supports the idea
that conceptualization, development, and emergence of CPT, in specific, and also
non-market concepts, in general, are highly affected by the institutional develop-
mental level, and relatedly political orientation, of the related countries in which it

is studied. In other words, these concepts have a context-specific nature.
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Conclusion

According to thematic map results, in the related literature, Corporate Political Ac-
tivity (CPA), Corporate Political Tie (CPT), and Political Corporate Social Responsi-
bility (PCSR) are the most pervasive and prominent concepts, and they are umbrel-
la terms for others that refer to non-market relations in general. Relatedly, in the
existing study, CPA refers to firms’ non-market activities such as lobbying, political
action committees, and campaign contributions to influence government policy in
favor of firms while CPT points out the political connections of firms (or firm rep-
resentatives) as having informal or formal boundary-spanning relationships with
a leading politician or political party or the government to create a competitive ad-
vantage against their rivals. Last, PCSR indicates the political activities developed
by firms, by considering not only their own economic performance but also the
benefit of society and the environment, to intervene in areas that the government

has left untouched or cannot reach appropriately.

Bibliometric analysis comprised two complementary parts. In the first part,
which was the performance analysis of the non-market literature from 2000 to
2021, we examined authors’ productivity, most cited authors, most frequent jour-
nals, most cited journals, most productive countries, and most cited articles. The
results of the performance analyses showed that Rajwani T. was the most produc-
tive author while Faccio M. was the most locally cited author. In other words, while
Rajwani produced more than his colleagues, Faccio’s works received the highest
citations from within the field among other authors’ works. Another important
result was that the Journal of Business Ethics ranked first among the most fre-
quent journals and third among the most cited journals. This result emphasized
the importance of ethical and philosophical consideration of non-market activities
of firms by recognizing the direct effects of these activities on society. Further-
more, the most productive countries were found to be China, the USA, and the UK,
respectively. There can be two reasons that unveil this result. First, and foremost,
these countries’ researchers have more opportunities, hence capability, regarding
networking as the collaboration network analysis showed. Thus, a fertile environ-
ment occurs in which researchers have the chance to produce more with each other.
Second, the economies of the mentioned countries are among the largest ones ac-
cording to the International Monetary Fund 2021 Report. Thus, the state-business
relations of the firms within these countries do not only interest their own firms
but also the other countries and firms around the world. These firms are general-

ly multinational conglomerates that act as transnational actors within the world
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economy. So, they both transfer their non-market relation experiences into other
contexts by adapting the host countries’ institutional culture and, so to say, role
models to other firms in other contexts by engaging in non-market relations to cre-
ate an appropriate environment for themselves (Rodgers et al, 2019; Rao-Nichol-
son et al. 2019). Thus, it would not be surprising that researchers from these coun-
tries produce more to understand how firms manage their non-market activities
and to what extent these activities make firms achieve their aims. The last impor-
tant finding in the performance analysis was that Faccio M., who has significant ar-
ticles in the field of CPT, ranked first in most cited articles while Hillman A.J., who
contributed valuable articles to the field of CPA, ranked second. This conclusion is
consistent with the co-citation analysis results which coined that the non-market
field, especially at the beginning of the 2000s, gathered around the seminal works
of these two authors who created two similar but not the same invisible colleges

and approaches on the state-business phenomenon.

Within the science mapping analysis scope, co-authorship analysis revealed
that although the number of articles increased from 2000 to 2021, collaboration
among authors was not common due to the slight increase in the collaboration
index, which raised from 1.67 to 2.60 within this time frame. Further, network
centrality analysis suggested that Rajwani T. had the most critical position among
the authors of the field with his central position among different author networks.
This analysis relatedly revealed that the University of Surrey, with which Rajwani
is affiliated, also had a central position among the institutions and was followed by
Chinese University Hong Kong. Accordingly, the UK and China were the most cen-
tral countries among others regarding the network centrality analysis. On the oth-
er hand, it is obvious from the analysis result that there is a strong collaboration
between the USA and China. Together with the most productive countries’ results,
this centrality implies that the non-market field is dominated by researchers from
these three countries. In other words, the intellectual landscape of firms’ non-mar-
ket activities inquiry field is occupied by these countries heavily. Since non-market
strategies and mechanisms are context-specific and institutionally bounded, it can
be concluded from the network centrality results that the related field is remarka-

bly rich with examples of these contexts.

Co-word analysis’ thematic maps, on the other hand, bring the conceptual clus-
ters into the open, thus providing current dynamics within the field. Accordingly,
CPA is the motor theme with its high centrality and high-density rates. This result

is not striking, however, due to being one of the earliest, CPA is also a concept that
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is mostly studied within the most productive countries. On the other hand, CPT is
a less developed but equally central concept in comparison to CPA within the field.
The possible reason behind its underdevelopment is thought to arise from its later
emergence in the field and its convenience for less productive emerging countries,
with its applied mechanisms. Finally, thematic maps showed that although PCSR
has almost become a basic theme within the last five years, it is still an emerging

concept in the field in comparison to CPA and CPT.

Discussion

As has been indicated previously, state-business relations phenomena in the
management field do not represent a concrete domain. In other words, although
non-market strategies have long been studied, it is still not clear what the bound-
aries among the concepts are, in which areas they intersect and disjoin, and from
which approaches these concepts discuss the non-market phenomenon. Moreover,
are they idiosyncratic concepts and is it possible to merge them into an umbrella
concept? Due to using these concepts interchangeably, it can be complicated to fig-
ure out which one of them would be appropriate for certain contexts, the research
aims, or in general firms’ political relation mechanisms. Thus, by applying the bib-
liometric methodology, we aimed to provide an accurate picture of the historical
development processes that brought the concepts out, which relatedly provided in-
tellectual and scientific maps of the field. In addition, to reinforce the bibliometric

results, we conducted a literature review containing the most prominent articles
in the field.

The literature review reinforced the idea that all three concepts occupy dis-
tinct places within the non-market field by touching each other at some points
and diverging at others. As has been provided in the proposed framework of the
existing study, although all three of them approach the non-market phenomenon
from different perspectives, explain different motivations and mechanisms, and
have differing performance foci, they still have convergent areas with each oth-
er. CPA clarifies state-business relations through resource dependence, stakehold-
er, and collective action theories while CPT is based on resource-based, network,
and agency theories (Oliver& Holzinger, 2008; Hillman et al., 2004). On the other
hand, PSCR describes relations depending on the sustainability approach, resource
dependence theory, stakeholder theory, social contract theory, and Habermasian
theory (Scherer & Palazzo, 2007). Regarding their performance focus, we can see

that while CPA and CPT concepts share a common performance concern, name-
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ly the financial performance of firms, PCSR considers performance in terms of a
triple bottom line that refers not only to economic performance but also to the
environmental and social performance of the firms. Furthermore, CPA and CPT
diverge in connection mechanisms while PCSR utilizes the mechanism of the other
two together (mostly converges with CPA). Thus, CPA activities of the firms are
realized through the connection mechanisms of lobbying, PAC contributions, and
comment letters. On the other hand, CPTs are generally established and developed
through formal and informal ties with state representatives and institutions while
PCSR uses both concepts’ mechanisms. Finally, the desired strategy outcome of
the three concepts unambivalently differs from each other. CPA focuses on con-
trolling resources and designing the field, CPT attaches importance to competitive
advantage, and PCSR focuses on filling the regulative gaps and gaining legitimacy.

These findings overall support the basic assumption of the existing study,
which is contrary to the prevailing assumption in the literature (Lawton et al.
2013: 92). Thus, prominent concepts of the non-market field are similar, but not
the same. Although they touch upon each other and converge in changing com-
binations, they are still different concepts, thus they have the power to explain
the varying political activities of the firms within varying institutional boundaries.
Reconciliation among them can apply to some extent; however, this does not nec-
essarily mean that they can be employed interchangeably. On the contrary, they
are to some point mutually exclusive alternatives that approach the non-market
phenomenon from different perspectives. Nonetheless, it is important to remem-
ber that recent studies in the non-market field coined the interplay between PCSR
and CPA (Sun et al., 2024:286) by emphasizing the possible reconciliation between
them. Although it is an important attempt, it is still not entirely contradicting the
results of the existing study. They show the possible collaboration areas of CPA and
PCSR which mainly focus on the socio-political issues and environments around
firms. However, they emphasize conceptually different structures of these two con-

cepts which we think reinforces the existing study’s basic arguments.

Although we mainly aimed to provide a theoretical contribution to the
non-market field, there are inferences that can be achieved for the managerial or
practical implications. First, it is evident from the results that firms engaging in
non-market activities should consider the context in which they operate. Regard-
ing the context, the political connection strategy would change. As an illustration,
while in developed countries or Anglo-Saxon democracies, Corporate Political Ac-

tivity is more appropriate, institutionally less developed, or state-dependent busi-
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ness system countries require more direct connections among politicians and busi-
nesspeople, making Corporate Political Ties more operable. Second, PCSR, as an
emergent concept, has a potential for firms to regard its desired strategy outcome.
Considering the changing nature of the firm environment lately, due to sustain-
ability concerns of both government and NGOs, PCSR has become an essential

mechanism to establish and pursue legitimacy.

Future Directions

While, in this study, we tried to reveal the convergent and divergent aspects of the
concepts of CPA, CPT and PCSR, several research topics emerged that would shed
light on future studies. One of these issues is the examination of whether CPT is a
political capability or not, especially in emerging economies. Due to their political
context, firms must develop their political capabilities to increase their competitive
advantage in emerging economies. The reason for this is that companies with high
ability to establish political ties may have a higher chance of getting a job from the
government, especially in certain sectors. Therefore, in emerging economies, the
relationship of firms to the state should be examined in more detail, and it should

be investigated if CPT is a political capability in these contexts.

Furthermore, as we can see in network centrality analysis, the field is domi-
nated by three countries, namely China, the USA, and the UK, and consequently,
the existing knowledge about non-market activities of firms is limited to a greater
extent with the firms operating within these contexts. Thus, it is obvious that in
order to create a richer literature, we need more non-market examples from other
countries and other contexts. Relatedly, considering the institutionally bounded
nature of firms’ political activities, this kind of flourish with alternative contexts
would probably prosper the conceptual landscape of the non-market field by intro-
ducing possible substitute non-market mechanisms that may bring other related

concepts into the light.

Last, thematic map analyses showed that although PCSR is on the way of being
a basic and motor theme of the field, it can still be categorized as an emerging con-
cept in comparison to the other two. Thus, further research could usefully explore
how firms and NGOs collaborate to engage in non-market activities collectively,

what the main drivers are, and how the process is established and developed.

126



Beste Altincubuk, Nazli Berberoglu
Mapping Non-Market Concepts: Is Reconciliation Possible?

References
Baker, H. K., Kumar, S., & Pandey, N.,2021, “Thirty years of Small Business Economics:

A bibliometric overview.” Small Business Economics, 56: 487-517.

Brown, L. W,, Yagar, M. and A.A. Rasheed, 2018, “Predictors of foreign corporate politi-
cal activities in United States politics.” Global Strategy Journal, 8: 503-514.

Delannon, N. and E. Raufflet, 2021, “Impeding corporate social responsibility: Revis-
iting the role of government in shaping business — Marginalized local community
relations”. Business Ethics, Environment and Responsibility, 30: 470-484.

Den Hond, E, Rehbein, K., de Bakker, F. G. and H. Kooijmans-van Lankveld, 2014,
“Playing on two chessboards: Reputation effects between corporate social responsi-
bility (CSR) and corporate political activity (CPA)”. Journal of Management Studies,
51: 790-813.

Djelic, M. L. and H. Etchanchu, 2017, “Contextualizing corporate political responsi-
bilities: Neoliberal CSR in historical perspective”. Journal of Business Ethics, 142:
641-661.

Donthu, N., Kumar, S., Mukherjee, D., Pandey, N. and W. M. Lim, 2021, “How to con-
duct a bibliometric analysis: An overview and guidelines”. Journal of Business Re-
search, 133: 285-296.

Elkington, J. and I. H. Rowlands, 1999, “Cannibals with forks: The triple bottom line of
21st century business”. Alternatives Journal, 25: 42.

Elkington, J., 1998, “Partnerships from cannibals with forks: The triple bottom line of
21st-century business”. Environmental Quality Management, 8: 37-51.

Faccio, M., 2006, “Politically connected firms”. American Economic Review, 96:
369-386.

Fisman, R., 2001, “Estimating the value of political connections”. The American Eco-
nomic Review, 91: 1095-1102.

Frynas, G., Mellahi, K. and G. A. Pigman, 2006, “First mover advantages in internation-
al business and firm-specific political resources”. Strategic Management Journal,
27:321-345.

Frynas, G. and S. Stephens, 2015, “Political corporate social responsibility: Reviewing
theories and setting new agendas”. International Journal of Management Reviews,
17:483-509.

Hadani, M. and D. A. Schuler, 2013, “In search of El Dorado: The elusive financial returns
on corporate political investments”. Strategic Management Journal, 34: 165-181.

Hillman, A. J., Keim, G. D. and D. Schuler, 2004, “Corporate political activity: A review
and research agenda”. Journal of Management, 30: 837-857.

127



Turkish Journal of Business Ethics (TJBE)
is Ahlaki Dergisi

Hjerland, B. (2013). Facet analysis: The logical approach to knowledge organization.
Information Processing and Management, 49(2), 545-557.

Holburn, G. L. F. and B. A. Zelner, 2010, “Political capabilities, policy risk, and inter-
national investment strategy: evidence from the global electric power generation
industry”. Strategic Management Journal, 31: 1290-1315.

International Monetary Fund, IMF, 2021, “Build forward better IMF annual report
20217;https://www.imf.org/external/pubs/ft/ar/2021/eng/ ; January 2023

Kumar, S., Sureka, R., Lim, W. M., Kumar Mangla, S. and N. Goyal, 2021, “What do
we know about business strategy and environmental research? Insights from busi-
ness strategy and the environment”. Business Strategy and the Environment, 30:
3454-3469.

Lawton, T., McGuire, S. and T. Rajwani, 2013, “Corporate political activity: A literature
review and research agenda”. International Journal of Management Reviews, 15:
86-105.

Lawton, T. and T. Rajwani, 2011, “Designing lobbying capabilities: Managerial choices
in unpredictable environments”. European Business Review, 23: 167-189.

Lux, S., Crook, T. R. and D.J. Woehr, 2011, “Mixing business with politics: A meta-anal-
ysis of the antecedents and outcomes of corporate political activity”. Journal of
Management, 37: 223-247.

McWilliams, A., Van Fleet, D. D. and K. D. Cory, 2002, “Raising rivals’ costs through

political strategy: An extension of resource-based theory”. Journal of Management
Studies, 39: 707-724.

Mellahi, K., Frynas, J. G., Sun, P. and D. Siegel, 2016, “A review of the nonmarket strat-
egy literature: toward a multi-theoretical integration”. Journal of Management, 42:
143-173.

Oliver, C. and I. Holzinger, 2008, “The effectiveness of strategic political management:
A dynamic capabilities framework”. Academy of Management Review, 33: 496-520.

Rajwani, T. and T.A. Liedong, 2015, “Political activity and firm performance within
nonmarket research: A review and international comparative assessment”. Journal
of World Business, 50: 273-283.

Rao-Nicholson, R., Khan, Z., & Marinova, S., 2019, “Balancing social and political strat-
egies in emerging markets: Evidence from India”. Business Ethics: A European Re-
view, 28: 56-70.

Rodgers, P, Stokes, P, Tarba, S., & Khan, Z., 2019, “The role of non-market strategies
in establishing legitimacy: The case of service MNEs in emerging economies”. Man-
agement International Review, 59: 515-540.

128



Beste Altincubuk, Nazli Berberoglu
Mapping Non-Market Concepts: Is Reconciliation Possible?

Scherer, A. G. and G. Palazzo, 2007, “Toward a political conception of corporate respon-
sibility: Business and society seen from a Habermasian perspective”. The Academy
of Management Review, 32: 1096-1120.

Scherer, A. G. and G. Palazzo, 2011, “The new political role of business in a globalized
world: A review of a new perspective on CSR and its implications for the firm, gov-

ernance, and democracy”. Journal of Management Studies, 48: 899-931.

Schuler, D. A., Schnietz, K. E. and L. S. Baggett, 2002, “Determinants of foreign trade
mission participation: An analysis of corporate political and trade activities”. Busi-
ness & Society, 41: 6-35.

Shirodkar, V., Liedong, T. A., Rajwani, T., & Lawton, T. C., 2024, “MNE nonmarket
strategy in a changing world: Complexities, varieties, and a values-based approach.”
International business review, 102251.

Sun, P, Doh, J.,, Rajwani, T., Werner, T., & Luo, X. R., 2024, “The management of socio-
political issues and environments: Toward a research agenda for corporate socio-po-
litical engagement”. Journal of Management Studies, 61(2), 277-306.

Wang, H., & Qian, C., 2011, “Corporate philanthropy and corporate financial perfor-
mance: The roles of stakeholder response and political access”. Academy of Manage-
ment Journal, 54: 1159-1181.

Werner, T., 2015, “Gaining access by doing good: The effect of sociopolitical reputa-
tion on firm participation in public policy making”. Management Science, 61:
1989-2011.

129



Is Ahlaki Dergisi

Turkish Journal of Business Ethics

Tiirk Toplumunda Farkli Nesillerde Ahlak ve Is
Ahlaki Algis:

Betul Ok Sehitoglu, Enes Kurt

02Z: Nesillerin her dénem algilarinin, tutum ve davraniglarinin degisime ugradig: bilinmektedir. Farkli nesillerde
ahlak ve is ahlaki algisi, toplumsal hayat icerisinde degisim ve déntsiime musait bir alan olarak gérilmiistir. Bu
calismada farkli nesillerde ahlak ve is ahlakinin nasil olustugu, degisip, dénustiigii ve bireyler tarafindan nasil alg:-
landig ele ahnmigtir. Caligmada nitel arastirma yontemi kullanilmis olup, desen olarak durum ¢aligmas: se¢ilmistir.
Farkh nesilleri temsilen amag¢h érneklemde maksimum cesitlilik ve kartopu yéntemi, él¢iit rneklem ile beraber
secilmistir. Veriler, 3 farkh nesilden 6’sar kisi olmak tizere toplam 18 kisi ile yari-yapilandirilmis gériigme teknigi
aracihgiyla gériisme formu kullanilarak toplanmigtir. Elde edilen veriler kesfedici analiz yontemiyle tematik kod-
lama sonras: kategori, alt kategori ve temalar olusturularak analiz edilmistir. Arastirmanin amaci, ii¢ farkh neslin,
ahlak ve is ahlakim nasil yorumladiklarini anlamak, aralarindaki temel farkliliklar/benzerlikler ile yasanan degisim,
dénusiimii agiklamak ve nedenlerini yerel baglamda incelemektir. Bu dogrultuda ¢calismamiz ahlak agisindan ikinci
ve tgiincii nesil birey ve toplum arasinda konumlandirdiginy, is ahlaki agisindan ise, tigtincii neslin kendinden énceki
nesille farklilagarak giic iligkileri ve 6rgiitsel normlarla tamimladigini ortaya koymaktadir.

Anahtar Kelimeler: Kugak, Ahlak, Is Ahlaki, Durum Calismasi

ABSTRACT: It is known that the perceptions, attitudes, and behaviors of generations change in each period. The
perception of morality and business ethics in different generations has been viewed as an area suitable for change
and transformation in social life. This study discusses how ethics and business ethics are formed, changed, and
transformed in different generations and how they are perceived by individuals. A qualitative research method was
used, and a case study was chosen as the design. The maximum diversity and snowball method were chosen toget-
her with criterion sampling in purposive sampling to represent different generations. Data were collected using a
semi-structured interview technique with a total of 18 people, six of whom were from three different generations,
using an interview form. The obtained data were analyzed by creating categories, sub-categories, and themes after
thematic coding using the exploratory analysis method. The aim of the research is to understand how three different
generations interpret morality and business ethics, to explain the main differences/similarities between them, to
explain the changes and transformations and to examine the reasons in the local context. In this respect, our study
shed light on that the second and third generations are positioned between the individual and society in terms of
morality, while in terms of business ethics, the third generation differs from the previous generation and defines it
with power relations and organizational norms.

Keywords: Generation, Ethics, Business Ethics, Case Study
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GIRIS

Ahlak, bir inang ve diistince sistemi olmasiyla birlikte insanlarin toplumsal hayata
dairiligkileri dizenlemek i¢in belirledigi ilkelerin bir biitinii olarak ifade edilmekte-
dir (Gungoér, 2010). Ahlaka dair degerler, toplumsal yagamin uzun dénemli kararls,
tutarl ve giivenilir ortalama normlaridir. Ahlaki degerlerin ve ilkelerin; toplumsal
gudiilerin, gereksinimlerin, baglarin ve ideallerin tabi sonuglar: olarak toplumsal
verimliligin, gelismenin ve ekonomik biiyiimenin temellerini ve sinirlarini olustur-
duklar belirtilmektedir (Ozen, 2015). Ahlakin insanlarin birbirlerine karsilikl ba-
gimh olusunu kabul etmesi ile bagladigini belirten Tomasello (2020), ahlaki deger-
lerin toplumsal gerceklere ve kiiltiirel kaliplara gomiila oldugunu séylemektedir.
Bu degerler ve sosyal normlar, yinelenen déngiiler i¢inde tarihsel dénemlere gore
farklilagmakta ve icinde bulunulan déneme has ahlaki kimlikler yaratmaktadir.

Is ahlaki cercevesinde ise, giivenilirlik, anlasmaya bagh kalmak, mali sorunla-
11 paydasglarla paylagmak, duristlik, hosgori, cahillerin sémurilmemesi, servetin
tekel haline getirilmemesi, kaynaklarin israf edilmesi, rigvet almamak, fedakarlik
gibi durumlar gésterilmektedir (Qadri, 2020). Toplumu dizenlemesi dogrultusun-
da ahlakin, 6zel cercevede ise is ve ¢aligma hayatinin sekillenmesi agisindan da is
ahlakinin énemli bir iglevi bulunmaktadir (Egri ve Sunar, 2010, s. 64). is ahlaki
degerleri, bireylerin idari ve ticari faaliyetlerde bulunurken sahip olduklar: ahlaki
degerler (Jiang vd., 2011) ve ige ve caligmaya kars: tutunulan tavirlar olarak tanim-
lanmaktadir (Kurtulus, 2005, s. 740). Bireylerin, is akdine sadakat gostermeleri,
disiplinli ve duriist caligmalari, bencillik ve dalkavukluktan uzak durmalari, fir-
manin Uretime, istthdama ve pazarlamaya iligkin sirlarini digariya sizdirmamalari,
yiz kizartici eylemler sergilemekten kaginmalari, firmay: temsil niteligi tagimanin
diger kosullarina uymalar1 gibi durumlar ginimuz is ahlakinin belirli faktérlerini
olusturmaktadir (ilhan, 2005, s. 265).

Is ahlaki anlaminda ¢alismalarinda heniiz gelisiyor olmasi (Egri ve Sunar, 2010)
yerel baglami ve is diinyasina ait ahlaka dair sorgulamalar1 giindeme getirmektedir.
Nesiller boyu kiltirel olarak kaliplanan, dini bicimde norm haline gelen ve baz
durumlarda hukuksal agidan zorunlu bir dayanak noktasi olan ahlak, bireylerin is
yapis bi¢imini etkilemekte ve iktisadi anlamda toplumun bir yansimasin olugtur-
maktadir. Buna ragmen ayni dénemde yagayan bireylerin ahlak ve ig ahlakina dair
anlayiglarinda farklilik olabilmektedir. Kilttrel, dini ve sosyolojik normlarin birey-
lerde gémulii olmas: is ahlakina dair toplumsal benzerlikleri yaratabilirken eko-
nomik, siyasi, teknolojik ve bilimsel gelismeler bireylerin ahlaka ve ise dair bakig-

larindaki bu benzerligi farklilagtirabilmektedir. Bu aragtirma Turk toplumunda 3
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farkl kusak, 18 kisi tizerinden nesiller arasindaki ahlak ve ig ahlak: algisinin hangi

noktada farklilastigini ve benzestigini tespit etmeyi amaglamaktadir.

Nesil-Kusak Kavrami ve Kuramlari

Bireylerin sahip oldugu ve uygulamada karsilagilan ig ahlakinin temelini toplumsal
diizen olusturmaktadir. Devlet, hukuksal yapy, kitle iletisim araglar, iktisadi dizen
gibi unsurlar ige dair eylemlerin ahlaki olugunu belirlemektedir (Yilmazer, 2014).
Ayni zamanda bireyin i¢inde bulundugu kiiltiir ve sahip oldugu dil de ahlaki norm-
larin olusmasinda belirleyicidir. Kiltiir icerisinde yer alan gelenekler, adetler, din
gibi unsurlar ahlak anlayiginin olusumunda etkili faktérler olarak ifade edilmekte-
dir (Bektasg, 2015, s. 334). Dolayisiyla yazinda yer alan bati: diinyasini referans alan
Protestan ig ahlaki (Zabel vd., 2017) veya daha sekiiler bir agiklamaya sahip ¢ok
boyutlu is ahlak: (Miller vd., 2002) gibi tanimlamalardan ziyade ¢aligmaya katilan
bireyler tizerinde slam dininden beslenen ve geleneksellesmis is ahlakinin da etkili

oldugu diisinilmektedir.

Kupperschmidt (2000) kusaklari, belirli gelisim agamalarinda dogum yillarinm
ve tarihsel ve sosyal olaylar1 paylagan ayirt edilebilir gruplar olarak tanimlamisgtur.
Kusgak farkliliklar kigilerin yagam tarzlarini, dinya goéruglerini, inanglarini, is de-
gerlerini ve ige yonelik tutumlarini etkilemektedir. Kugaklar arasinda kisilik, lider-
lik, is-yagam dengesi konularinda oldugu gibi ahlaka dair degerlerde de farkliliklar
oldugu ifade edilmektedir (Lyons ve Kuron 2014; Weeks ve Schaffert, 2019).

Tum c¢aglarda ve kilturlerde yaglanma deneyiminin, insan varolugunun evren-
sel bir paydas: oldugunu ifade eden Strauss ve Howe (1997) nesilleri beg ayr1 kate-

goride simiflandirmaktadir:
1. Gocukluk (0-20 yas); sosyal rol: bitytime (beslenme, deger edinme)
2. Geng Yetigkinlik (21-41 yas); sosyal rol: canlilik (hizmet veren kurumlar, de-

gerleri test etme)
3. Ortayas (42-62yasg); sosyal rol: gii¢ (kurumlari1 yénetmek, degerleri uygulamak)
4. Yaghlik (yag 63-83); sosyal rol: liderlik (6nct kurumlar, degerlerin aktarilmas:)
5. Geg Yaghlik (84+ yas); sosyal rol: bagimhilik (kurumlardan rahatlik alma, deger-

leri hatirlama) (Strauss ve Howe, 1997).

Strauss ve Howe (1997) bu yag araliklarin1 20-22 yas dizeyinde belirleyerek,
bireylerin yer aldig1 zamana, toplumsal diizene, ekonomik kogullara bagh bir sekil-

de kugaklar: sessiz kugak, bebek patlamasi, X nesli, Y nesli olarak adlandirmigtir.
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Nesillerin veya kusaklarin isim olarak simiflandirilmasina dair bir goris birligi bu-
lunmamaktadir. Meredith ve Schewe (1994), veteranlar, bebek patlamasi, X kugag:
ve swradakiler (Y kugagi); Smith ve Clurman (1997), erigkinler, bebek patlamas: ve
X kusag: ve Bennett ve arkadaglar1 (2012), geleneksel, bebek patlamasi, X kuga-
g1 ve Milenyum kusagi olarak simiflandirma yapmaslardir. Yazinda genel itibariyle
veteranlar, erigkinler veya geleneksel olarak belirtilen kusak 1900-1945 yillarini,
bebek patlamas: kugag: 1946-1964 yillarini, X kusag: 1965-1979 yillarini ve Y ku-
sag1 1980-2000 yillar1 arasinda doganlari kapsamaktadir (Arsenault, 2004; Kup-
persmith, 2000; Kyles, 2005; Parry ve Urwin, 2011).

Bebek patlamasi kusagina govre is; basariy, kisisel hedeflere ulagmay: ve di-
gerlerinin hedeflerine ulagsmasina yardim etmeyi ifade etmektedir (Weeks ve Sc-
haffert, 2019). Bu kusagin en 6énemli 6zelligi iskolik olmasinin yani sira ekip ¢alig-
masina yatkinligidir. Giigli bir ig ahlakina sahip olup genellikle igini sahiplenmekte
ve fazla mesaiyi ahlaki bir zorunluluk olarak gérmektedir (Hahn, 2011; Sherman,
2006).

X kusagina gore is; iyi insanlarla calismayi, is-yasam dengesini olusturmayi ve
kigisel hedeflerin pesinden kogmay1 ifade etmektedir (Weeks ve Schaffert, 2019).
Bu kusaga ait bireyler, meydan okumaya ¢abalamakta ve lideri takip etmenin yani
sira liderlik etmek de istemektedirler. Diger taraftan, bu kusak icerisinde kabul edi-
len bireyler, tek bagina ¢aligmay: tercih etmekte ve is hayatinda kendisine olduk¢a
givenmektedir (Hahn, 2011).

Y kusagina gore is; mitkemmel is arkadaslarina sahip olmayi, bagkalarina hiz-
met etmeyi, hayatlarin iyilegtigini gérmeyi ve kisisel mutlulugu ifade etmektedir
(Weeks ve Schaffert, 2019). Teknoloji ve anlik iletigim, her zaman bu kusak top-
lulugunun yasamlarinin bir parcasi olmustur. Ceplerinde sosyal aglar icin cep tele-
fonlar1 bulunmaktadir. Bu, ¢ok kaltarlilagu bir yasam bi¢imi olarak kabul eden k-
resel bir kugaktir. Ek olarak, iyimser ve sosyaldirler, deger degistirirler ve igyerinde

deger yapisinin iyi sentezleyicileridirler (Hahn, 2011).

Gok boyutlu ig ahlak 6l¢egini kullanan Meriac ve arkadaglar1 (2010) tarafindan
yapilan calismada kugaklarin is ahlak: konusunda farklilagmasini ele almigtir. Ya-
zarlar, farkliliklar oldugu kadar benzerliklerin de var oldugunu ifade etmektedirler.
Bebek patlamasi kusaginin ig ahlakina dair daha hassas oldugu saptanmigtir. X ku-
sag1 calismaya daha az 6nem verirken Y kusagi bos zamana yitksek derecede 6nem
vermektedir. Jobe (2014) tarafindan hemsgireler tizerine yapilan ¢aligmada da aymi
amag gudillmiis olup t¢ farkli kugagin (bebek patlamasi, X ve Y kusagy) is ahlakinda
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farklilik olup olmadig1 arastirilmigtir. Yazar, benzer sekilde farkhiliklardan ¢cok ben-
zerliklerin oldugunu belirtmektedir. Genel alginin aksine X ve Y kusaklarinin tem-
bel olmadigini ve en az bebek patlamas: kugag: kadar siki caligmaya 6nem verdigini
ifade etmektedir. Diger taraftan kugsaklar arasinda, is yerinde bos zaman gecirmek,
is adina caba gostermek ve gelecege yonelik olmak gibi durumlarin farklilagtig: or-
taya konulmustur (Jobe, 2014).

Bu iki ¢calismanin aksine Protestan ahlaki 6lcegini kullanan Zabel ve arkadagla-
r1 (2017) yaptiklar: caligmada ahlaka dair kugaklar arasinda bir farklilik olmadiginm
ifade etmiglerdir. Kusaklar arasinda ¢aligtiklar: érgite dair tutum ve davraniglar-
da farkliliklar oldugu ve 6rgiitsel bagliligin bebek patlamasi kusaginda yiiksek ol-
dugu goérulmektedir. Kore kilturi cercevesinde yapilan bir calismada Park ve Hill
(2018), diger caligmalarin aksine farkhiliklarin baskin oldugunu ortaya koymustur.
Koreli igcilerin, kariyer ve teknik egitim sistemleri agisindan farkl egitim, politik,
sosyal, kilturel ortamlarda egitilmis ve sekillendirilmis oldugunu savunmus, aynm
zamanda farkl tarihsel suireclerle karsilagmis olan kugaklarin ig ahlakina dair tu-
tumlarinda farkliliklar oldugunu tespit etmiglerdir (Park ve Hill, 2018). Goruldiuga
tizere, kusaklar arasinda farkliliklar oldugu kadar benzerlikler de bulunabilmekte

ve kiltiiran etkisi baskin gekilde gorilebilmektedir.

Strauss ve Howe (1997) tarafindan yapilan kugak ¢alismasinin Amerikan top-
lumunu referans almasi nedeniyle Tiirk toplumuna ait kogullar1 géz ard1 edebilecegi
digiinilmekte ve buna paralel olarak bazi yazarlar tarafindan da bunun kabul edildigi
goriilmektedir (Arslan ve Staub, 2015; Giirbiiz, 2015, s. 40, Ozer vd., 2013). Macky
ve arkadaglar1 (2008) kugaklar arasindaki farkhliklarin genel olarak sosyoekonomik
gelismelerden ve savaglardan kaynaklandigin ileri stirmektedir. Yazarlar, kusaklar
ayiran sinirlarin belirlenmesinin sorunlu oldugunu ve ayrica bir ayrim yapilsa dahi
kugaktaki bireylerin tecribe ettigi olaylar1 benzer sekilde deneyimlemesinin olanak-
s1z oldugunu vurgulamaktadir. Bu konuda Turkiye'de yapilan aragtirmalarda, iilkenin
siyasi tarihindeki énemli kirilma noktalar: dikkate alinmaktadir. Ancak, kugaklar
sosyolojik, psikolojik ve biyolojik bir cercevede ele alan sistematik bir kugak aragtir-
masi bulunmamaktadir (Aka, 2018, s. 120). Benzer sekilde is ahlaki konusunda da
degisim siyasi ve ekonomik gelismeler olarak gosterilmekte ve hatta 1980 yil1 bu ki-
rilmada bir déniim noktasi olusturmaktadir (Akgemci ve Ozgener, 2002). Dolayisiyla
caligmaya dahil edilen bireyler; bebek patlamasi, X, Y, Z nesli seklinde tanimlanma-

mig, onun yerine yag araliklar1 dogrultusunda ayrilmiglardir.

Bireylerin anlayig farkliliklarinin insanlarin ahlaki degerlerini anlamada kritik

oldugunu, bu nedenle degerlerin tanimlarinin durumsal bilegenleri icerdigi ileri sii-

134



Betiil Ok Sehitoglu, Enes Kurt
Tirk Toplumunda Farkli Nesillerde Ahlak ve Is Ahlaki Algisi

rillmektedir (Scott, 2000). Bu ¢ercevede makalede bireylerin kugak duzeyinde ahlak
ve ¢alisma yasamlarina dair yargilarinin farkl oldugunu kabul ediyoruz. DeGeorge
(2000), aragtirmacilarin genellikle i diinyasindaki etik problemlerin gerisinde kal-
digin1 belirtmektedir. Gintimitizde diinyanin hizli bir degisime taniklik etmesi ile
birlikte yeni deger kategorileri gelistirmeye caligmak yerine, binlerce yildir bireyler
icin 6nemli olan ve bir¢ok kiiltiirde var olan ahlaki degerlerin incelenmesi gerekti-
gi ifade edilmektedir (Scott, 2002). Diger taraftan kugaklarin Turkiye baglaminda
acgitklamasinin uygun olmayig: ve buna bagh olarak duyulan ihtiya¢ ¢aligmanin bir
bagka amaci olarak goriilmektedir. Bu konuda nitel aragtirmalara gerek duyuldu-
gu ve kugak gruplarinin sistematik olarak incelenip tanimlanmaya muhtag oldugu
ifade edilmektedir (Giirbiiz, 2015). Roodin ve Mendelson (2013) da benzer sekil-
de nesillerin igyerlerinde nasil etkilesime girdigi, birden ¢ok kusagin 6rgiit iginde
nasil yonetilecegi ve kontrol edilecegi konusunda aragtirmalara ihtiya¢ duydugu
belirtmektedir.

Scott (2000) bireylerin ahlak ve is ahlaki algilarinin farklihik gosterebilecegi
dort boyut tanimlamaktadir. Bu boyutlar; (a) deger kategorisi (degerin hiyerargide
oldugu yer), (b) fail (eylem ne kadar goniillii ve failden ahlaki olarak gerekli olup
olmadigy), (c) nesne (nefsin eylemin nesnesine ne kadar yakin oldugu; eylemin Al-
laho incitip giicendirmedigi) (d) niyet ve etki (eylemin niyetinin zarar vermek veya
yardim etmek) olarak ifade edilmektedir.

Deger: Insani degerlerin tanimi, baz1 degerlerin ve nihayetinde diger degerleri
agan veya onlar1 geride birakan bir degerin, en buyiik iyiligin olduguna dair 6rtik
veya a¢ik bir varsayima sahiptir. Bu sebeple insanlar sahip olduklar1 degerlere kendi
icinde bir 6nem siras: atfetmektedir. Deger kategorisi kavrami, ahlaki degerlerdeki
bireysel farkliliklar1 bireylerin 6nem verdikleri tutum ve davranislar bakimindan
anlamaya yoneliktir (Scott, 2000, s. 500-501).

Fail: Bireylerin ahlaki yargilari, zihinsel kapasite, fiziksel yetenek, bilgi, sosyal
konum ve 6nceki deneyim gibi olgular icermektedir. Ttum bunlar, failin fiilen bas-
ka tiirla hareket edip edemeyecegi veya hareket etmesi gerektigi yani eylemin fail
tarafindan goéniilli olarak istenip istenmedigi veya failin ahlaki olarak belirli bir
sekilde hareket etmesi gerekip gerekmedigi sorusunu gindeme getirdigi i¢cin dahil
edilmigtir. Bu kategorinin temel 6zelligi bireyin ahlaki yargilar: tanimlama yoluna
gitmesi olarak ifade edilmektedir (Scott, 2000, s. 503).

Nesne: Bireyin dini bakis acis1 is yapma bi¢imini etkilemektedir. Dini gelenek-

ler, yasaklar, 6gitler kisinin bu makul olan: sergilemesini saglamaktadir. Bireyin
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Allah inana veya topluma bakisgi, ise ve hayata dair tutumlari davranmiglarina yan-
sidigy belirtilmektedir. Boylelikle ahlaki degerlerin dini ve toplumsal bilesenini
aciklamak bireyler arasindaki ahlaki farklilig: aciklamak nesne kategorisine dahil
olmaktadir (Scott, 2000, s. 506-507).

Niyet ve Etki: Belirli bir durumda bir seyin 6nemli olup olmadigini belirlemek,
failin eyleminin cesitli nesneler tizerindeki beklenen etkisinin ve bazi durumlarda
failin niyetinin degerlendirilmesini gerektirmektedir. Rasyonel eylemde, dogru bir
sekilde yuritulmekle beraber niyet ve etki esanlamlidir. Bununla birlikte, ikisinin
buyik 6l¢iide farkli oldugu bircok durum bulunmaktadir. Bireyler genellikle eylem-
lerinin olas1 tim sonuglarini disiinmemektedir. Bu a¢idan ahlaki farkliliklarin bi-
reylerin ahlaka dair diigiince, tutum ve davraniglarinin bir neden-sonug iligkisinde

gorulmesi niyet ve etki kavramu ile agtklanmaktadir (Scott, 2000).

Biitin bu agiklamalar ekseninde, Turk toplumunda 3 farkli nesil tizerinden, ne-
siller arasindaki ahlak ve ig ahlaki algisinin hangi noktada farklilagtigini ve benzeg-
tigini tespit etmenin bu ¢aligmanin temel amaci oldugu agtklanmigt:. Bu kapsamda
da farklilik ve benzegim ortaya koymak i¢in Scott’in (2000) deger, fail, nesne, niyet
— etki boyutlar: kullanilacaktir. Bu ¢aligmada, bireylerin ig ahlakina dair degerlerin-
de dini 6gelerin etkili olup olmadigi, bu degerlerin 6nem derecesi, bireylerin kiltir,
yetenek, egitim gibi faktorlerden etkilenip etkilenmedigi, bireyin ige dair bakiginda
ahlaki acidan hangi niyetle hareket ettigini ortaya koymay: ama¢lanmaktadir.

Bu noktadan hareketle caligmanin temelde iki katkisi bulunmaktadir. Ulusal
yazinda da ahlak konusu toplumsal temelde ele alinmadig; i¢in iktisadi rasyonelite-
nin bir parcas: olarak gérilmektedir (Egri ve Sunar, 2010). Diger taraftan bireyler
arasindaki yas farkliliklarinin dagtince, tutum ve davranis boyutunda farklilik olup
olmadig1 konusunda yazinda ortak bir gériis bulunmamaktadir (Ekin ve Tezélmez,
1999; Gok, 2010; Kohut ve Corriher, 1994). Bu noktada Alayoglu ve arkadaglar:
(2012), farklilagmalara dair noktalarin ortaya ¢ikarilmas: gerektigini ifade etmek-
tedir. Dolayisiyla caligmanin yerel baglama odaklanmasi, kilturel gercekligi ortaya
¢ikarmasi ve derinlemesine analiz yontemi secilmesi bakimindan ahlak, ig ahlak: ve

kusak yazinina katk: saglamasi beklenmektedir.

YONTEM

Aragtirmada, siklikla kullanilmaya baglanan nitel aragtirma yéntemine bagvurul-
mugtur. Aragtirma deseni olarak, durum caligmas: secilmigtir. Durum ¢aligmas:
(Case study), karmasgik sosyal olaylar1 anlamak i¢in yapilan, bilgi toplama, toplanan

bilgileri organize etme, yorumlama ve aragtirma bulgularina ulagma gibi basamak-
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lar1 iceren sistematik desen tiirlerinden birisidir. (Merriam, 2013). Pek ¢cok nicel ve
nitel aragtirmada: kim, ne, nerede, nasil ve neden sorular1 6nemlidir. Durum calig-
malar i¢in en uygun olanlari, “nasil” ve “neden” sorularidir (Yin, 2003: 22). Farkl
kusgaklarda ahlak ve ig ahlaki algisina yonelik, nasil ve nedenlere bagh aciklamalara

ulagsmak amaayla durum ¢aligmasi kullanilmigtir.

Calisma Grubu

Aragtirmada nitel aragtirmanin, amach 6érnekleminde maksimum ¢esitlilik, 6l¢iit
6rneklem ile beraber secilmigtir. Farkli kugsaklarin tanimlanmass, belirli yas grupla-
rinin temsili gibi kriterler, durum ¢aligmasinin ¢aligma grubunu belirgin nitelikle-
re sahip kisilerden se¢mek gerektigini géstermektedir. Caligma grubu; 3 kusaktan
6’sar kisi olmak tizere 18 kisiden olugsmaktadur.

Tablo 1: Katihmcilarin Demografik Bilgileri®

) g
% v i 5 g g :% =,..
Al |80 |27dk |E | Universite Evli Emekli fstanbul
A2 |78 |25dk |E |ilkokul Evli Emekli Kocaeli
A3 |73 |24dk |K |ilkokul Evli Ev Hanim Balikesir
A4 |70 |20dk |E | ilkokul Evli | Emekli Konya
A5 |69 |40dk |E | Ortaokul Evli Emekli Balikesir
A6 |74 60Dk |E |Lise Evli Zanaatkar Istanbul
Bl |50 |32dk |K | Universite Dul | Eczaa istanbul
B2 |57 |31dk |K | ilkokul Evli Ev Hanimu Kocaeli
B3 |50 |23dk |K |Lise Evli Ev Hanimu Balikesir
B4 |45 |27dk |E |Lise Evli Terzi Konya
1 Katihmalara ait kodlamalarda ayni harf aym kusagi, numaralar ise o kusaktaki katihmciy: ifade etmektedir.
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B5 |42 |32dk |K |Lise Evli | EvHanmm Istanbul

B6 |50 |45dk |K | Onlisans Dul Ogretmen Istanbul

Cl |25 |37dk |K | Universite Bekar | Mimar Istanbul

C2 |35 |25dk |K | Universite Evli | Ogretim Uyesi | Tekirdag

C3 |28 |25dk |K |Universite Evli | Memur Canakkale

C4 |21 |35dk |K | Universite Bekar | Simif Konya
Ogrencisi Ogretmenligi

C5 |20 |25dk |E | Universite Bekar | Beden Egitimi | Istanbul
Ogrencisi

C6 |24 |35dk |E | Universite Bekar | Mimar Istanbul
Ogrencisi

Nitel aragtirmada elde edilen veriler derinlemesine analiz edilir, bu nedenle ¢ok
fazla bireyin aragtirmaya dahil edilmesi zordur. (Yildirim & Simgek, 2011). Kargi-
lagtirma yapilan ¢aligmalarda aragtirma odaginin genis olmasi nedeniyle, kargilag-
tirilacak unsurlar i¢in bir caligma grubu olusturmak gerekir. Tek bir durumun tek
basina anlagilmasi istenen durumlarda ise o duruma yoénelik derinlemesine bilgi
edinilebilecek ¢aligma gruplar tercih edilmektedir. Aragtirmaya katilacak kisiler-
den toplanacak veri miktar: ¢ok fazla ise, caligma grubu daraltilirken bu veri mik-
tar1 daha az ise ¢aligma grubu genisletilebilir (Yildirim & Simgek, 2011). Bunlarin
disinda az aragtirilmig veya hig aragtirilmamis konular icin Glaser ve Strauss (1967)
kuramsal 6rneklemeyi 6nermistir. Bu yaklagimda aragtirma sorusuna yanit vere-
bilecek kavramlar veya siirecler tekrar etmeye bagladiginda (doyum noktasi) veri
toplama iglemi sonlandirilir. Bu arastirmada da ¢alisilan konunun bizim yaptigimiz
nesil mukayesesi tizerinden aragtirilmamisg olmas: kuramsal 6rnekleme yaklagimini
one ¢ikarmig ve katilimcilarin verdikleri cevaplarda kavramlarin ve siireglerin tek-

rara ulagtifi gorildigiinde goriismeler sona erdirilmistir.

Katilmalar literatiirdeki ¢aligmalar géz éniinde bulundurularak (Strauss ve
Howe, 1997) kusaklara Tiirkiye’ye uygun bir kategorizasyon yapilmistir. Bu cerce-
vede, 20-40 yas arasinda olan katilimcilar gengler, 40-60 yas arasinda olan katilim-
calar orta yag, 60 tizeri yagta olan katilimcilar yaghlar olarak belirlenmigtir. Bu kap-
samda da gencler kusagindaki katihmcilar 20-35 yas arasinda, orta yas kusagindaki
katiimalar 42-57, yaghlar kusagindaki katilimcilar 74-80 yas arasindadir. Yaghlar
kusagi her ne kadar 60 yas tizeri olarak kategorize edilse de miimkiin oldugunca de-

neyimlerine bagvurmak icin 6zellikle 70 tizeri katilimcilar bulunmaya ¢aligilmigtir.
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Verilerin Toplanmasi ve Analizi

Aragtirmanin veri toplama siireci i¢in gérisme formu olusturulmustur. Olustu-
rulan formun pilot uygulamas: yapildiktan sonra belirlenen érneklem grubu ile
derinlemesine miilakat gerceklegtirilmigtir. Aragtirma verileri, 2022 yilinda Ocak
ve Mart aylarinda Tirkiye'nin farkh bélgelerinde ikamet eden (Istanbul, Kocaeli,
Konya, Tekirdag, Canakkale) kisilerle gériisme formu ve gézlem incelemesiyle ile
toplanmigtir. Gorusilen kigilerin biiytk bir kismi farkli sehirlerde dogmus veya
mensup olduklar: aileler Tiirkiye'nin farkh sehirlerine mensubiyet beslemektedir
(Erzurum, Trabzon, Rize, Konya, Corum). Katilimcilarla gériismeden 6nce arastir-
ma etigi cercevesinde, uzman goériigiine bagvurulmus, onaylari ve gorusleri alin-
migtir. Katibmailar, konuyla ilgili verileri guvenli bir gekilde elde edebilmek icin
gérisme ve gézlem 6ncesi ¢aligmanin amaci ve uygulama hakkinda bilgilendiril-
migtir. Gortigmelerde katihmalardan veri toplanirken herhangi bir aksama olasi-
ligin1 ortadan kaldirabilmek icin notlar alinmigtir. Aragtirmacilar, fiziksel ortam,
katilimalar, faaliyetler, etkilesimler ve konugmalar1 dikkate alarak hazirlanan go-
riigmeci ilk izlenim formunu doldurmustur. Ayrica, her gériismede aragtirmacilar,
gorusmelerin s6zel olmayan yoénlerine iligkin olarak notlar almigtir. Bu notlar, 6zel-
likle analiz ve yorumlama agsamalarinda goz 6niinde bulundurmustur. Her bir gé-
rigmenin baginda katilimcilarin, demografik 6zellikleri not edilmistir. Gérigmeye
baslamadan 6nce katilimailara riza onay formu doldurulmustur. Gértisme 6ncesi
katihmailar aranarak uygun giin ve zaman aralig: belirlenmigtir. En kisa gériisme
20 dakika, en uzun goériigsme 60 dakika strmiigtir. Tam goérigsmelerin ortalama
siiresi 31,6 dakikadir. Aragtirmada sahada yoneltilen temel sorular ahlak ve ig ah-
lak: Gizerinden olusturulmusgtur. Toplanan veriler icerik analizi yéntemleri kullani-
larak analizleri yapilmistir. icerik analizi, yazil, sézlii veya gorsel iletisim mesajla-
rin1 analiz etme yontemidir (Cole, 1988). Aragtirmanin icerik analizi cercevesinde,
toplanan veriler kod, alt kategori, kategori ve tema olusturularak analiz edilmisgtir.
Guba ve Lincoln’e gére (1982) nitel yontemde aktarilabilirligin kanitlanmas: se-
¢ilebilecek yontemlerden biri de ayrintili betimlemedir (Thick Description). Icerik
hakkinda yeterli bilginin verilmesi, ham verinin ortaya ¢ikan kavram ve temalara
gore yeniden diizenlenmis bir bicimde okuyucuya yorum katmadan ve verinin do-
gasina mimkin oldugu él¢iide sadik kalinarak aktarilmasidir. Dogrudan alintilar
bu amagla aragtirmacilar tarafindan sik kullanilir. Okuyucu ayrintili betimleme ile
verilerin elde edildigi ortami zihninde canlandirabilir ve kendi ortamina iligkin ola-
st sonuglar1 daha kolay ¢ikarabilir (Bagkale, 2016). Bu noktada Creswell'in (2013)

veri analiz siireci sarmalina bagvurulmugtur. Sarmalda veri organizasyonu ve oku-
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ma, kisa notlar alma agamalarindan sonraki agama veriyi tanimlama, simiflandirma
ve yorumlamadir. Bu agamada kodlar olusturmustur. Bu baglamda verinin uzun-
luguna bakilmaksizin éncelikle gecici kodlama yapilmig ve temalar belirlenmistir.
Bir sonraki asamada da veriler yorumlanmistir. Nihayetinde de elde edilen veriler

metinlegtirilmig ve gerekli veriler tablolagtirilmigtir.

Arastirmanin Kisithhg

Aragtirma COVID-19 pandemi stireci nedeniyle; bireylerin (6zellikle yagh bireyle-
rin) yuz ylze goérugsmek istememesi, ii¢ kugagi bir arada bulmak zorlugu, birinci
kusakta géruigme yapilan kisilerin saglik sorunlari, ahlak ve ig ahlaki kavraminin
anlagilmasina dair bariyerler agisindan kisithliga ugramistir. Bazi gériismeler yiiz
yuze derinlemesine miilakat seklinde yapilirken bazi gériismeler telefon gériismesi

ve Zoom programiyla gerceklestirilmigtir.

Tablo 2: Birinci Kugagin Ahlaka Ait Kategori ve Kodlarin Gésterimi

Kategori Kod
Al | Degerler Ahlak; her seyden énce diriistliiktiir.
A3 | Degerler Ahlak i¢in diiriistliik cok énemlidir.
A4 Fail Ahlak; terbiye kurahdir. Insanin terbiye, adap, usul, kaide

bilmesi anlamina gelir.
A4 | Niyet ve etki Ahlakl insanla birlikte olmak faydalidir.

A5 | Niyet ve etki Ben insanlari tizmemeye ¢alisinm. Ciinkii nasil davranirsan

oyle cevap alirsin. Ahlak bir de giivene baghdr.

A6 | Niyet ve etki Ahlak; insanoglunun yapmasi gereken kurallardan, orf ve
adetlerden biridir. Ahlak insanoglunun huzurlu yasamast igin
gereklidir. Ahlak insanlar icin vardir ve insanlara mahsustur.
Insanlar ahlakh ve diiriist oldugu miiddetce cemiyet teskil eder.

Ciinkii cemiyetin tegkil edebilmesi icin ahlak olmazsa olmazdir.

A3 | Niyet ve etki Calisan durtst olursa hakkini alir yoksa igveren hakkini

vermez.

Elde ettigimiz veriler 1s1¢1nda birinci neslin ahlak anlayigina dair 6ne ¢ikan tema
deger kategorisi ve niyet-etkidir. Bu nesil i¢cinde yer alan katihmalarin ahlak anlayig-
lar1 6nem verdikleri degerler ve niyetlerinin veya davramglarimin neden-sonug iligkisi
cercevesinde olustugu soylenebilir. Bu nesilde éne ¢ikan ahlaki davramsg dirtstliktir.
Veriler niyet-etki cercevesinde ele alindiginda ise bireyler arasi iligkilerin bu neslin ahla-

ki anlayigini olugturmasi bakimindan baskin olarak gézitkmektedir.
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Tablo 3: Tkinci Kusagin Ahlaka Ait Kategori ve Kodlarin Gosterimi

Kategori | Kod

B2 Fail Ahlak bana gore namusa yakin bir kavramdir. Insamn temiz
olmasidir. Temiz bir yasant siirmesi, diiriist, hilesiz hurdasiz,
hirsizlik yapmadan miitevazi yasamak ahlaktir. Namus, seref
ve temiz bir ismi olmasi ¢ok énemlidir.

B4 Fail Ahlakh kisi; insanlarla iyi gecinen, edepli, komsusuna iyi dav-
ranan kisidir. Yumugak konugsan, baskasini incitmeyen kigi
ahlakhidr.

B5 Fail Giizel davranmak, konusmak, iyi ve vicdanl biri olmaktir. Ah-
lak deyince aklima olumlu seyler geliyor.

B6 Fail Dogustan gelen, aile ve cevre ile gelisen tutum ve davranmislarin
tamamu olarak degerlendirmektedir.

B1 Nesne Inandigin ve yasadigin ortama, topluma uymaktir. Hem

topluma uymak hem de inan¢larina uygun yasayabilmektir.

fkinci kusak ilk kusaga gore ahlak anlayisini fail kavrami iizerinden sekillendir-

mektedir. Bu baglamda bireyler deneyimlerine, sahsi tanimlamalarina ve kismen

geleneklerine gore ahlaki davraniglar gostermektedir. Kismen de olsa katilmalarin

ahlaki anlayiglarinda toplumsal normlara uyum ve din etkisi bulunmaktadir.

Tablo 4: Ugiincii Kusagin Ahlaka Ait Kategori ve Kodlarin Gosterimi

Kategori | Kod

C2 Deger Ahlak kavramu ile diirtistliik, dogruluk, etik ilkelere ri-
ayet zihnimde canlaniyor.
C4 Fail Toplumun éne siirdiigii kural degil herkesin kendisine

yakisani yapmast seklinde tammlayabilirim. Orta-
da baz1 deger yargilari var. Her insanin bir davranist
sergileme nedeni farklidir. Bireysel olarak ahlak deger-
lendirmesi yapmak bana gore daha dogru. Toplumun
one siirdigii her seyi kabul etmemiz dogru degil bu dar
bir pencereden bakmak olur. Ahlak kisilerin bireysel
davrarniglart ortaya koymasidir. Toplumdan bagimsiz

olabilir.
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C5

Fail

Insamin dogustan kazandigi davranis ve tutumlardir.
Sonradan geligtirilebilir fakat sonradan kazanildigi-
m diiginmiiyorum. Insamn icinde vardir. Insanlarin
bazi duygular: bastirdigimi diisiiniiyorum. Belirli bir
arkadas grubunda biiyidiim kotii aliskanliklart varda.
Ozendigini goriiyor actyordum. Bazilar1 annem kizar
yapamam diyordu korkuyordu. Ben éyle degildim. Ki-
siden kisiye ahlak anlayisi degisebilir. Sonugta kétii
ahlaka sahip olan kétii davraniga sebep olur. Kotii sey

kullanmast kétii davramsa doniigiir.

C3

Fail

Toplum kurallarina uymak, toplumun éngordiigii gibi

kendi saygisini ve saygiyt yitirmeden davranmaktar.

fkinci kusakta oldugu gibi tictincii kusaginin da ahlak anlayisi fail kavram iize-

rinden tamimlanmaktadir. Fakat aciklamalarda gérdugimiiz tizere katihmailarin

gonillilik-zorunluluk ekseninde bireysel ve toplumsal anlayiglar gelistirdigini gor-

diik. Bu agidan tigiincti kusagin toplumsal normlara uyum ile bireysel ahlak anlayis:

olusturma olarak ikilemde oldugunu séyleyebiliriz. Diger kusaklarda oldugu gibi

ahlakin durustlitk temelinde sekillendigi gorilmektedir.

Tablo 5: Birinci Kusagin Is Ahlakina Ait Kategori ve Kodlarin Gésterimi

Kategori Kod

Al Fail Isahlaki; isi benimsemek, 6ziimsemek, ise sadakat gostermek,
isini severek ve diirtistce yapmaktir.

A5 Fail Ben her isi severek yaptim. Para da énemli bu islerde ama
sabredeceksin. Paray: giizel alirsan giizel caligirsin.

A3 Fail Calisan diiriist olursa hakkimi alir yoksa igveren hakkim
vermez. Eskiden sigorta yoktu su anda ev temizligine
gidenler bile sigortali. Simdi ¢ok degisti, fark etti.

A2 Fail Ben ise baglayacakken deneme siiresinde éntime ciizdan

attilar. Hemen miidiire yerde ciizdan buldugumu séyleyip,
ciizdan verdim. Sag ol deyip beni ise aldilar. Bunun gibi ¢ok
deneme yaparlar ise alirken. Ben ¢alsam ahlaksiz olurum, ar-

kamdan ahlaksiz deyip isime son verirler.

142




Betiil Ok Sehitoglu, Enes Kurt
Tirk Toplumunda Farkli Nesillerde Ahlak ve Is Ahlaki Algisi

A6 Fail Is hayatinda benden onceki kusaklar bir ekolii takip ederek is
yaparlards. Isini severek yaparlar ve ona odakhydilar.

A2 Fail Is ahlak:; guvenilir insan olmaktur.

A6 Niyet-etki Is ahlaka kazanmak icin ilk sart; isini sevmektir. Niyetini ve amacim

bilmekse ikinci sarttir. Bir bagka sey de isin hakkim vermektir.

A6 Nesne Miisliiman toplum olarak Ahi Evren kiiltiirtimiiz var. Bunlar
is ahlakimin énceligini tegkil ederler. Esnaftan biri ise basla-
madan once giizel bir dua edilir ve bu her hafta yapilir. Bu
durum hem esnafa hem de miisteriye dzgiiven kazandirir.
Aligveriste ben ne yaptyorum, helal kazaniyor muyum gibi
seylerle insan zihnine etki eder. Daha eskiden kusak bagla-
ma, usta-cirak gibi adetlerde vardir. Bu aslinda sosyal daya-

nmismaya da sebebiyet verir.

Birinci kugagin is ahlaki genel cercevede fail kavrami 6zelinde temellenmisgtir.
Bu kusak is ahlakini 6zellikle kigisel deneyim ve tanimlamalarina dayandirmakta-
dir. Niyet-etki kavrami dahilinde bagar: i¢in isin benimsenmesini 6ne ¢ikaran bu

nesil ayrica dini ve toplumsal degerleri de is ahlakinda 6nemli olarak gérmektedir.

Tablo 6: Tkinci Kusagin Is Ahlakina Ait Kategori ve Kodlarin Gésterimi

Kategori Kod

B6 Deger Is ahlaki; isci ile isveren arasinda karsihkli sozlesmelerin
kabulii ve bunun devamu, verilen sézlerin karsihikli olarak

yerine getirilmesi, iyi niyetin suiistimal edilmemesidir.

B1 Fail Calistigim, para kazandigim yerdeki herkese hakkaniyetli
davranmaktir. Patron da olsa alttaki kisi de olsa herkesin
hakkini vermek. Isini en iyi sekilde yapmak da diyebilirim.

B2 Fail Cahstigin  yerde diriiste, eve gotiirecegin  ekmegi
kazanmaktwr. Diiriistliik, hile yapmadan yasamak ¢ok
onemlidir. Aksama yedirecegin rizki kazanmaktir. Ahlaka, is

ahlakim ve durtstliigii aym kefeye koyuyorum

B5 Fail Satict AVMye gittigimde cok kibardi. lyi davrand ve ilgi-
lendigini hissettim. I ahlakina sahip birisi; ilgili ve sevecen

olmahdir.
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B6

Fail

Niteliklerimi ve meslektaglarimi gozlemleyerek ve degerlen-
direrek bende var olan ahlak ile kendi is ahlaki anlayisim
olusturdum. Empati bu noktada belirleyici oldu. Isini seven
insanlar goniil koyarak, severek calisir. Benim dzelimde is
ahlakina yonelik en iist davraniglar, igini sevmek ve ona say-

gt duymak, igimin hakkini vermektir.

B3

Fail

Is ahlaki; hile hurdaya sapmamak, isten kagmamaktir.

B4

Nesne

Allah" i emri gibi dosdogru olacagiz. Calisiyorsak ¢alistigi-
muz yerde isin hakkini verecegiz. Aldigimiz paranin karsihig
degil de Allah goriiyor diyerek dikkat etmeliyiz. Ahlak cesit
gesittir; ticari ahlakta aligveris, diyalog ¢ok onemlidir ve ¢a-

lisma ahlakina girer. Verdigimiz soziin arkasinda duracagiz.

Tkinci nesildeki is ahlakina dair ifadeler birinci neslin is ahlaki ile benzerlik goster-

mektedir. Bu nesil de fail kavram cercevesinde kigisel deneyim ve tanimlamalar dog-

rultusunda ig ahlaki anlayisini ortaya koymaktadir. Bu noktada bir diger benzerlik ise

din vurgusudur. ki neslin ayristig1 nokta ise ikinci nesilde gériilen deger kategorisidir.

Buna gore ikinci nesil ig yagaminda iyi niyet ve givenirliligi 6n plana ¢ikarmaktadr.

Tablo 7: Uciincii Kusagin Is Ahlakina Ait Kategori ve Kodlarin Gésterimi

Kategori | Kod

C3 Deger Herkese esit davranmak ve profesyonelce ¢alismak. Adam
kayiwrmamak, tanidikla is ggrmemek drneklerini verebilirim.

C5 Deger Saygili ve anlayish olmaktir is ahlak

C6 Deger Is ahlakimn temeli saygidir bence.

Cc4 Niyet-etki | Ticarette de patron is¢i arasinda problem olunca patron iis-
tiin gii¢ konumunda olup tehdit etmemeli. Gii¢ dengesi ol-
mali ve saygili olmahlar.

C1 Nesne Ofiste gosterdigin davramslar sadece insan iligkileri degil
oturup kalktigin yaptigin tiim hareketler is ahlakini olug-
turur. Insanlarla iliski cok 6nemli. Asir1 samimiyet ve asiri
ciddiyetten de kaginmak gerekiyor.

C2 Nesne Belirlenen kurallar ve isimizin gerektirdigi davranislar rol-
ler vardir. Bu rolleri diiriist bir sekilde, etik normlara uygun
olarak ilkelerle yiiriitmemiz is ahlakin olusturur.
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Onceki iki nesle gore ticiincii neslin i ahlaki anlayisinda birtakim farkliliklar
bulunmaktadir. Bu nesil esitlik ve sayg: gibi tutumlar1 6n plana ¢ikararak deger
odakli bir ig ahlak: gelistirmistir. Diger taraftan is ahlak: cercevesinde iligkiler, ku-
rallar ve normlar bu nesil i¢in 6ne ¢ikan bazi olgulardir. Uciincii nesilde géze carpan
bagka bir veri ise bu nesildeki katihmalarin alt-ust arasindaki gu iligkisini 6ne
cikarmalaridir. Daha 6rgiitsel temelde bir ig ahlak: anlayigina sahip bu nesil kendi-

sinden 6nceki iki nesilden énemli duzeyde farklilagmaktadir.

Sonug

Tartigmaya ge¢meden 6nce elde ettigimiz bulgular1 toparlayacak olursak birinci
neslin ahlak anlayisinda bir degerler hiyerarsisi olusturdugunu ve buna bagh ola-
rak darastlagi 6n plana gkardigini gérmekteyiz. Diger taraftan bu neslin neden
sonug iligkisi i¢inde bir ahlak anlayisina sahip oldugunu belirtebiliriz. Ikinci neslin
ise ahlaki anlayis1 olusturmada sahsi deneyim ve tanimlama yoluna gittigini ve ayni
zamanda kismen de olsa toplumsal ve dini etkileri barindirdigini goriiyoruz. Uctin-
cii nesil bir 6nceki nesille benzerlik gosterirken herhangi bir dini etkinin gértlme-
digini soyleyebiliriz. Nesiller arasinda goze ¢arpan bir bagka benzerlik ise ikinci ve
tc¢tinct neslin ahlaki birey ve toplum arasinda bir yerde konumlandirmaya ¢aligma-
sidir. Tam nesiller bazinda baktigimizda ise ahlakin 6ncelikli olarak durustlik ile

bir tutulmasi 6ne ¢ikan benzerliklerden birisi olmusgtur.

Cesur ve arkadaglarinin (2020) ortaya koymus calismada ahlaka dair en 6nemli
davraniglar diristluk, sayg: géstermek saygisizlik ve erdemli olmak olurken ca-
lismamizda bu konuda 6ne ¢ikan kavram duristlitk ve toplumsal kurallara uyum
olmustur. Bu cercevede Turk toplumunda ahlakin diristlik ile esdeger bir an-
lamda geklinde yorumlayabiliriz. Diger taraftan dinin sektler/muhafazakar kesim
tizerinde ahlaki olarak karar verme etkisini inceleyen Tepe ve arkadaglar: (2016)
calismamiz baglamindaki ti¢iinci nesle ait bulgularinda gerek sekiiler gerekse de
dindar bireylerin bu streclerde muhafazakar degerlerini 6n planda tuttugunu or-
taya koymustur. Bu agidan ¢alismamiz yazindaki dini etkiler Gzerine olan bulgular

ile uyugmamaktadir.

Bu noktada tigiincii nesil de toplumsal ve kiiltiirel 6gelerden ziyade bireysel ta-
nimlamalara 6ne ¢ikmaktadir. Karakitapoglu-Aygiin ve imamoglu (2002), 1980’le-
rin liberalizm odakli sosyoekonomik degisimlerinden bu yana Tirkiye 6rneginde,
sosyal gii¢, statd, taninma ve bagar1 odakli kendini gelistirme gibi degerlerin 6ne
ciktigini ve bu tiir gii¢ ve basari ile ilgili kaygilarin, gelenekg¢ilikten modernizme ge-

¢is yapan bir toplumda gecis degerleri olarak kabul edildigi ifade etmektedir. Ayrica
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yazarlar, son dénemde Turk toplumundaki kolektivist degerlerin yan: sira bireyci
ozellikler tagimaya bagladigini ifade etmektedir. Bu durum birinci ve ikinci nesil ile

tigiinci nesil arasindaki farkin ortaya ¢ikigini agiklamaktadur.

Birinci nesil ig ahlakini kigisel deneyim ve tanimlamalarina dayandirmakla be-
raber dini ve toplumsal etkilerin izlerine de rastlanmigtir. Bu noktada ahlaka dair
verilerden farkli olarak ikinci neslin ti¢iincii nesille benzestigini ifade edebiliriz.
Uciincii nesil ise kendisinden énceki iki nesille farklilagarak degerleri 6n plana ¢i-
karmug ve is ahlakini gug iligkileri, kurallar ve normlar temelinde anlamlandirarak
orgutsel duzeyde bir anlayis gelistirmistir.

Hem dini hem de laik hareketlerin is ahlakinin temel yargilarini olusturdugu-
nu soyleyen Karakitapoglu-Aygiin ve arkadaslar1 (2008), islami geleneklerin ve
Atatiirk reformlarinin bu noktada belirleyici oldugunu séylemektedir. Dini gele-
neklerin Tirk toplumu ag¢isindan grup sadakati disturunun temeli oldugu ifade
edilirken ig hayatinda bagar1 i¢in bireysel ¢aligma anlayiginin bu reformlardan ileri
geldigi seklinde 6rneklendirilmektedir. Sims ve Gegez (2004), Turkiye gibi kolektif
kaltar olarak nitelenen iilkelerde birbirine bagh grup tyeleri arasinda sadakat bek-

lendigini ve bunun is iligkilerine ciddi bir sekilde yansidigini raporlamistir.

Uciincti Kusagin diger kusaklara nazaran is ahlakini érgiitsel zeminde acikla-
masi, birka¢ noktadan ele alinabilir. Diinya Bankasi'nin Barro ve Lee’'nin (2013)
caligmalar ile ortaya koydugu yuksek 6grenim gérenlerin toplam niifusa orani ile
ilgili tabloda, Tirkiye’de bu oranin istikrarh bir gekilde arttig: goriilmektedir. 1970
yilinda tim yas gruplarinda bu oran %0,37-%1,14 arasinda degisirken 2010 yilin-
da ise %1,53-%10,26 olarak saptanmigtir (World Bank, 2022). Ahlaka dair tutum
ve davraniglar egitim ve deneyim yoluyla dogrudan etkilenmektedir (Erdogmus,
2018, 143). Bu noktada ig ahlakina dair bilin¢ olugturmada kritik bir yer tutan ve
orgiitlerin ekonomik faaliyetlerinin olumsuz davraniglar: veya ¢iktilarinin en aza
indirilmesine yardima olan ig ahlak: uygulamalarina dair farkindalik saglama gibi
faaliyetlerde iiniversitelerin 6nemli gorev istlendigi bilinmektedir (Yildirim, 2018,
67). Is ahlaki derslerinin iiniversite miifredatlarina 1992 yilinda girmesi ve 1990°h
yillarin ikinci yarisindan sonra Hacettepe, Trakya, Canakkale ve ODTU gibi tiniver-
sitelerin is ahlakina yénelik aragtirma merkezi kurmasi, konferanslar diizenlemesi
yoluyla 6grenciler arasinda is ahlak: bilinci ve duyarlihiginin artmas: saglanmigtir
(Golbagi, 2009, 24-36). Diger taraftan 1990’1 yillardan itibaren 6zel sektoérde yer
alan girketlerin cesitli etik kodlar ortaya koyarak ve bunu uygulayarak ig ahlakina
dair prosediirleri baglatmis ve bu uygulamalar genis ¢apta yayginlik kazanmigtir

(Kayacan, 2018, s. 131). Dolayisiyla ticiincii kugagin ig ahlaki anlayigim 6rgiitsel
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diizlemde agiklamasi, (a) Turkiye'deki yiksek ¢grenimin nufus i¢indeki oraninin
yillar icinde artig géstermesi, (b) ayn1 zamanda tniversitelerin is ahlakina yénelik
bilin¢ olusturmasi ve (c) son yillarda 6zel sektérde yer alan girketlerin etik kodlarla

beraber ahlaki kurallar1 da prosediirel hile getirmesi gibi sebeplere baglanabilir.

Tim bunlarla beraber ¢calismamiz, yerel degerlere odaklanarak is ahlakina ve ki-
sisel degerler sistemine yonelik bulgulari ortaya koymus ve kugsaklar arasindaki be-
lirli yéndeki farklar1 ortaya ¢ikarmistir. Bu bakimdan ¢alismamizda, gintimiiz 6rgit
yonetiminde farkl nesillerin beraber istihdam edildigi érgutler konusunda herhan-
gi bulguya ulagilmayan teknolojinin etkisi konusunda farklilik yaratip yaratmadig:
Turk caliganlar tizerinden incelenebilir. Teknolojideki gincel gelismeler ve COVID-19
pandemisi ile birlikte farkl calisma dizenlerinin yayginlagmaya baglamas: gibi ge-
lismelerin yaninda ekonomik sebeplerle bireylerin ¢alisma sartlarimin farklilagmas:
orgiitlerdeki kusaklar arasindaki farklarin yonetilmesini 6nemli hale getirmistir. Do-
layisiyla aragtirmacilar icin, ahlaka dair tutum ve davraniglarin kugsaklar bazindaki

farkliliklarin ortaya ¢ikarilmasi agilarindan yaklagilmas: 6nerilmektedir.
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INTRODUCTION

Stating that morality begins with people accepting their interdependence, Toma-
sello (2020) states that moral values are embedded in social realities and cultural
patterns. These values and social norms differ according to historical periods in
recurring cycles, and create moral identities specific to the current period. Within
the framework of business ethics, situations such as reliability, adherence to the
agreement, sharing financial problems with stakeholders, honesty, tolerance, was-
ting resources, not taking bribes, and self-sacrifice (Qadri, 2020). Business ethics
has an important function in terms of regulating society and shaping business and
working life in a private context (Egri and Sunar, 2010, p. 64). The fact that his
work in terms of business ethics is still developing (Egri and Sunar, 2010) brings
up questions about the local context and the ethics of the business world. This re-
search aims to determine the point at which perceptions of morality and business
ethics between generations differ and resemble each other through three different

generations and 18 people in Turkish society.
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GENERATION CONCEPT AND THEORIES

Strauss and Howe (1997) determined the age ranges as 20-22 years old and na-
med the generations as silent generation, baby boom, generation X, generation Y,
depending on the time, social order and economic conditions of the individuals. It
is thought that the generation study conducted by Strauss and Howe (1997) may
ignore the conditions of the Turkish society because it takes the American society
as a reference, and in parallel, this is accepted by some authors (Arslan and Staub,
2015; Guirbiiz, 2015, p. 40). Ozer et al., 2013). Macky et al. (2008) argue that diffe-
rences between generations are generally caused by socioeconomic developments
and wars. Similarly, changes in business ethics are shown as political and economic
developments, and 1980 constitutes a turning point in this rupture (Akgemci and
Ozgener, 2002). Therefore, for the individuals included in the study, the baby boom
is not defined as generation X, Y, and Z, but instead they are separated according
to age ranges. It has been suggested that individuals’ differences in understanding
are critical in understanding people’s moral values; therefore, the definitions of va-
lues include situational components (Scott, 2000). In this context, we accept that
individuals’ judgments about morality and working lives differ at the generation
level. On the other hand, the inappropriateness of explaining generations in the
context of Turkey and the resulting need is seen as another purpose of the study.
Qualitative research is needed on this subject, and generational groups need to be

systematically examined and defined (Gurbiiz, 2015).

Scott (2000) defines four dimensions in which individuals’ perceptions of
morality and business ethics may differ. These dimensions are: (a) value category
(where the value lies in the hierarchy), (b) agent (how voluntary the action is and
whether it is morally required of the agent), (c) object (how close the self is to
the object of the action; whether the action offends God); (d) intention and effect
(whether the intention of the action is to harm or help and whether the effect of

the action is to harm or help).

Value: The definition of human values has an implicit or explicit assumption
that some value, and ultimately a value that exceeds or surpasses other values, is
the greatest good. Therefore, people attribute an order of importance to their own
values. The concept of the value category aims to understand individual differences
in moral values in terms of the attitudes and behaviors that individuals care about
(Scott, 2000, pp. 500-501).

Agency: Individuals’ moral judgments include facts, such as mental capacity,

physical ability, knowledge, social position, and previous experience. All of these
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are included because they raise the question of whether the agent actually could or
should have acted otherwise, that is, whether the action was voluntarily desired by
the agent or whether the agent was morally required to act in a particular way. The
main feature of this category is the individual’'s way of defining moral judgments.
The main feature of this category is expressed as the individual’s way of defining
moral judgments (Scott, 2000, p. 503).

Object: An individual’s religious perspective affects the way he does business.
Religious traditions, prohibitions, and advice enable a person to display this reaso-
nableness. It is stated that an individual’s belief in God or his view of society, his
attitudes towards work and life are reflected in his behavior. Thus, explaining the
religious and social components of moral values, explaining the moral differences
between individuals is included in the object category (Scott, 2000, pp. 506-507).

Intention and Effect: Determining whether something is important in a given
situation requires consideration of the expected effect of the agent’s action on va-
rious objects and, in some cases, the agent’s intent. In rational action, although
carried out correctly, intention and effect are synonymous. However, there are se-
veral cases in which the two differ significantly. Individuals often do not consider
all the possible consequences of their actions. In this respect, the fact that moral
differences are seen in a cause-effect relationship between individuals’ moral thou-
ghts, attitudes, and behaviors is explained by the concept of intention and effect
(Scott, 2000).

In the context of all these explanations, the main purpose of this study was to
determine the point at which the perception of morality and business ethics betwe-
en generations differed and became similar across three different generations in
Turkish society. In this context, Scott’s (2000) value, agent, object, intention - effe-
ct dimensions will be used to reveal difference and similarity.

It is expected that the study will contribute to the literature on morality, busi-
ness ethics, and generation by focusing on the local context, revealing the cultural

reality, and choosing an in-depth analysis method.

METHOD

This study used a frequently used qualitative research method. Case study was cho-
sen as the research design. In this study, the maximum diversity in the purposeful
sample of the qualitative research was selected together with the criterion sample.

Criteria such as defining different generations and representing certain age groups
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show that it is necessary to select the case study group from people with distinct
qualifications. Working group: This group consisted of 18 people, six people from
three generations. Taking into account the studies in the literature (Strauss and
Howe, 1997), a categorization of the participants was made according to the gene-

rations and Turkey.

DATA COLLECTION AND ANALYSIS

An interview form was created for the data collection process of the research. Af-
ter the pilot application of the created form was carried out, an in-depth interview
was conducted with the determined sample group. The research data were collected
through interviews and observational reviews with people residing in different regi-
ons of Turkey (Istanbul, Kocaeli, Konya, Tekirdag, Canakkale) in January and March
2022. The shortest interview lasted 20 minutes and the longest interview lasted 60
minutes. The average duration of all the interviews was 31.6 minutes. The basic qu-
estions asked in the field in the research were based on morality and business ethics.
The collected data were analyzed using content analysis methods. Content analysis is
a method of analyzing written, oral or visual communication messages (Cole, 1988).
Within the framework of the content analysis of the research, the collected data were
analyzed by creating codes, subcategories, categories and themes. According to Guba
and Lincoln (1982), one of the methods that can be chosen to prove transferability
in the qualitative method is detailed description. Providing sufficient information
about the content means conveying the raw data to the reader in a rearranged form
according to the emerging concepts and themes, without adding any comments, and
remaining faithful to the nature of the data as much as possible. Researchers frequ-
ently use direct quotations for this purpose. With a detailed description, the reader
can visualize the environment in which the data were obtained and can easily draw

conclusions about his or her own environment (Bagkale, 2016).

Regardless of the length of the data, the first temporary coding was performed
and themes were determined. The data were interpreted in the next stage. Finally,

the obtained data were textualized and the necessary data were tabulated.

In the light of the data we obtained, the prominent themes regarding the moral
understanding of the first generation are the value category and intention-effect. It
can be said that the moral understanding of the participants in this generation, the
values they attach importance to, and their intentions or behaviors are formed wit-
hin the framework of the cause-effect relationship. The prominent moral behavior

in this generation is honesty. When the data are considered within the framework
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of intention-effect, it seems that inter-individual relations are dominant in for-

ming the moral understanding of this generation.

Compared to the first generation, the second generation shapes its understan-
ding of morality through the concept of agency. In this context, individuals behave
morally according to their experiences, personal definitions and partly their tra-
ditions. Compliance with social norms and religion influences participants’ moral

understanding.

As in the second generation, the moral understanding of the third generation
is defined through the concept of agency. However, as we saw in the explanati-
ons, the participants developed individual and social understandings on the axis of
volunteering and obligation. In this respect, we can say that the third generation
faces a dilemma between adapting to social norms and forming an individual sense
of morality. As in other generations, morality appears to be shaped on the basis of
honesty.

The first generation’s business ethics are generally based on the concept of
agency. This generation is based on business ethics, particularly on its personal
experiences and definitions. This generation, which emphasizes the adoption of
work for success within the concept of intention-effect, also sees religious and so-

cial values as important in business ethics.

Statements about the business ethics of the second generation are similar to
those of the first generation. This generation also reveals its understanding of busi-
ness ethics in line with personal experiences and definitions within the framework
of the agency concept. Another similarity at this point is the emphasis on religion.
The point at which the two generations differ is the value category seen in the se-
cond generation. Accordingly, the second generation highlights goodwill and relia-

bility in business life.

There are some differences in the third generation’s understanding of business
ethics compared with the previous two generations. This generation has developed
value-oriented business ethics by emphasizing attitudes, such as equality and res-
pect. On the other hand, relationships, rules and norms within the framework of
business ethics are some of the prominent phenomena for this generation. Anot-
her striking feature of the third generation is that the participants emphasize the
power relationship between subordinates and superiors. This generation, which
has a more organization-based understanding of business ethics, differs signifi-

cantly from the previous two generations.
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CONCLUSION

In the study by Cesur et al. (2020), the most important behaviors regarding mo-
rality were honesty, respect, disrespect, and virtue, whereas the prominent con-
cepts in our study were honesty and compliance with social rules. In this context,
morality in Turkish society can be interpreted as equivalent to honesty. On the
other hand, Tepe et al. (2016), who examined the effect of religion on moral decisi-
on-making in the secular/conservative segment, revealed in their third-generation
findings in the context of our study that both secular and religious individuals pri-
oritize conservative values in these processes. In this respect, our study does not

match the findings on religious influences in the literature.

At this point, the third generation comes to the fore with individual definiti-
ons, rather than social and cultural elements. Karakitapoglu-Aygiin and imamog-
lu (2002) stated that since the liberalism-oriented socioeconomic changes of the
1980s, in the case of Turkey, values such as social power, status, recognition and
success-oriented self-improvement have come to the fore, and concerns about such
power and success have been a major factor in the transition from traditionalism
to modernism. It states that they are accepted as transitional values in a society. In
addition, the authors state that Turkish society has recently begun to have indivi-
dualist features as well as collectivist values. This explains the difference between

the first and second generations, and the third generation.

Although the first generation based their business ethics on their personal ex-
periences and definitions, traces of religious and social influence were also found.
At this point, we can state that unlike the data regarding morality, the second ge-
neration is similar to the third generation. On the other hand, the third generation
differentiated itself from the two generations before it brought value to the fore
and developed an understanding at the organizational level by interpreting busi-

ness ethics on the basis of power relations, rules, and norms.

Karakitapoglu-Aygiin et al. (2008), who say that both religious and secular mo-
vements constitute the basic judgments of business ethics, say that Islamic traditi-
ons and Atatiirk reforms are decisive at this point. While it is stated that religious
traditions are the basis of the principle of group loyalty in Turkish society, it is
exemplified that the understanding of individual work for success in business life

comes from these reforms.

The Third Generation’s explanation of business ethics on an organizational ba-

sis, compared to other generations, can be discussed from several points. In the
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table regarding the ratio of those with higher education to the total population,
prepared by the World Bank with the work of Barro and Lee (2013), it is seen that
this rate is increasing steadily in Turkey. While this rate varied between 0.37%-
1.14% in all age groups in 1970, it was found to be 1.53%-10.26% in 2010 (World
Bank, 2022). Moral attitudes and behaviors are directly affected through education
and experience (Erdogmus, 2018, 143). At this point, it is known that universities
play an important role in activities such as raising awareness about business ethics
practices, which have a critical place in raising awareness about business ethics and
help minimize the negative behaviors or outcomes of organizations’ economic acti-
vities (Yildirim, 2018, 67). The third generation’s explanation of the understanding
of business ethics at the organizational level is due to (a) the increase in the rate of
higher education in the population in Turkey over the years, (b) at the same time,
universities have created awareness about business ethics, and (c) in recent years,
companies in the private sector have increased their ethical codes. This can be att-

ributed to reasons such as making moral rules procedural.

With all this, our study focused on local values, revealed findings regarding
business ethics and personal value system, and revealed certain differences betwe-
en generations. In this regard, in our study, it can be examined through Turkish
employees whether it creates a difference in the effect of technology, for which no
findings were found regarding organizations where different generations are emp-
loyed together in today’s organizational management. In addition to developments
such as current developments in technology and the spread of different working
arrangements with the COVID-19 pandemic, the differentiation of working condi-
tions of individuals due to economic reasons has made managing the differences

between generations in organizations important.
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Greif’in, 1990’l1 yillarin bagindan itibaren kaleme aldigi makale ve kitaplar-
dan yola ¢ikarak yayina hazirladig: Institutions and the Path to the Modern Economy
Lessons from Medieval Trade, Cambridge University Press tarafindan 2006 yilinda
negsredilmistir. Kitap Tiirkceye Kurumlar ve Modern Ekonomin Gelisimi Orta Cag Ti-
caretinden Dersler baghg ile cevrilmigtir. Cevirmenligini Hacer Atabag’in iistlendigi
eserin Turkce negriyatin1 2022 yilinda Albaraka Yayinlari gerceklestirmistir. Ku-
rumlar ve Modern Ekonomin Gelisimi Orta Cag Ticaretinden Dersler, bes ana kisimdan
ve on iki bélimden olugmaktadir. On ikinci bélimiin sonunda farkli konular ile
ilgili agiklamalara yer verilen t¢ ek béliim bulunmaktadir. Bu ekler ile yazar, kita-
bin temas ettigi; oyun teorisi (Ek A), toplumsal birey (Ek B) ve iktisadi kurumlar
sekillendiren giicler (Ek C) konular1 hakkinda okuyucuya asgari diizeyde aginalik

kazandirmay: amaglamigtir.

Yazarin kitabin hemen baglangicinda bir diger Yahudi orta ¢ag iktisat tarihgisi
olan Lopez’in The Commercial Revolution of the Middle Ages, 950-1350 (Orta ¢ag tica-
ri devrimi, 950-1350) kitabina atifta bulunmas: bir tesadiif degildir. Greif, kugkusuz
okuyucuya kasith olarak orta ¢aga bakisina dair ipucu sunmak istemektedir. Orta
cag ne Lopez’in ne de Greif’in nezdinde karanlik bir caga karsilik gelir. Bunun da
otesinde Greif, orta cagin Bati1 dinyasinin insaninin yagsaminin her yénin degis-
tiren olaylara sahne olduguna inanmaktadir. Bu degisimi miimkiin kilan ise biz-
zat kurumlarin degigimidir. Yazara gére kurum, 6nyargidan uzak bir sekilde hem
analitik hem de ampirik agidan ele alinmas: gereken bir kavramdir. Kurum teori-
sinin yapilabilmesi ancak biittinciil bir kurum kavraminin ihdas: ile mtimkandr.
Greif, bir yandan kurumlarin iglevlerini anlamak (anlatmak) 6te yandan analitik
bir cerceve ¢izmek agisindan butiincil bir kurum kavrami ortaya ¢ikarmak icin
ugrasmaktadir. Tek bir tanim yapmak yerine farkl tanimlara yer vererek kurum-
larin tarihsel iglevine vurgu yapmak istemektedir. Greif’e gére kurum, davraniglar
diizenli hale getirmekte etkili olan kurallar, inanglar, normlar ve 6rgitler sistemi
butunidir (s.42). Kurallar, inanclar normlar ve érgiitler bu baglamda kurumun
unsurlaridir. Béylelikle teorik bir cerceve olusturduktan sonra yazar insanlarin
davraniglarinda yer alan motivasyonlara odaklanmaktadir. Buna gore insanlari be-
lirli bir kurala uymaya motive eden unsur, diger aktorlerin de bu sekilde davrana-
cagina dair varsayimda bulunmalaridir. Bu noktada Greif’in orta ¢ag insanini bek-
lentileri de kendisi gibi rasyonel olan bir birey olarak ele aldigini belirtmek gerekir.
Kurumlar ile insan arasindaki etkilesim kargiliklidir. Kurumlarin doga ve yapisini
insan davramigi meydana getirse de bireysel karar aninda bu doga ve yap1 bireyin
kontrol edemeyecegi digsal etkenlerdir. Insanlar1 kurumsallagmis kurallara uygun

bir gsekilde hareket etmeye iten nedenleri anlamak icin Greif, oyun teorisinden
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faydalanmaktadir. Bununla birlikte klasik oyun teorisi, tek bagina veya bagh bagina
kurumsal analiz yapmak i¢in gerekli olan analitik cerceveyi sunmaz. Greif’in ifade
ettigi iizere “Klasik oyun teorisi, kurumsal degisime sebep olan etkenlerle ge¢mis
kurumlarin sonrakiler tizerindeki etkisi gibi kurumsal dinamikleri anlamada yeter-

siz bir analitik ¢erceve sunar” (s.23).

Eserin ikinci kisminda yazar, kurumlar: “dengenin sistemleri” (s.63) olarak ele
almaktadir. Bu denge sistemleri, uzun menzilli ticaretin gelismesine uygun bir ze-
min hazirlamigtir. Uzun menzilli ticaretin kurumsallagsmas: hem talebi hem de bu
yolla iiretimi tegvik eden bir gelismedir Greif, Adam Smith ve onun takipgilerinin
aksine uzun menzilli ticareti miimkiin kilan kurumsal unsurlarin olugmasinin kolay
olmadigini diusinmektedir. Greif, d¢tinci bolumde Magripli Tacirler Koalisyonunu
ele almaktadir. Bagdat’tan Tunus’a go¢ etmis Yahudi soyundan gelen bu ticcarlar
hakkinda Greif’in 175 arsiv belgesi inceledigi anlagilmaktadir. Koalisyon tyeleri,
islerini ytrutmek i¢in ig birligi yaptiklar1 aracilari, dartst olmadiklar: takdirde top-
luca cezalandirma yoluna giderek caydiria bir giice sahip olmaktadirlar. Magripli
Tacirler Koalisyonu, asimetrik bilgi kaynakli sézlesme icrasi sorunlarini bu sekilde

ortadan kaldirmaya ¢aligmiglardir.

Dérduncii béliimde Greif, loncalar: ele almaktadir. Loncalar, Magripli tacirler
gibi ortak bir ge¢mige sahip olmayan insanlarin da salt ¢ikar birligi cercevesinde or-
tak hareket edebilecegini géstermistir. Greif, 13incii yiizyilda (1241) gerceklesen
bir yagmalama olaymni 6rnek vererek tiiccarlarin Ingiltere’ye mal gotiirmek konu-
sundaki ¢ekincelerinden bahsetmektedir (s.97). Eldeki belgeler, 14’tnci yiizyilin
basina dek (1303) ingﬂiz topraklarinda ticaret yapmanin giivenli olmadigina dair
bilgiler ortaya koymaktadir. Bu tilkede ticarete uygun bir zemin ancak merkantilist
cagda kurumsal yapinin giiglendirilmesi ile olugabilmistir (North, 2002: 147-149).
Buna karsilik Greif'in Bizans ve Italyan sehirlerinden 1162, 1171 ve 1182 yillarina
verdigi 6rnekler, bu tiir vakalarin s6z konusu dénemde yalnizca Ingiltere’de meyda-
na gelmedigini de gozler 6niine sermektedir. Greif aslinda ticaretten gelir elde eden
sehir yonetimlerinin bile mallara el koymak konusunda bir motivasyona sahip ola-
bileceklerine dikkat ¢ekmektedir. Matematiksel hesaplamalarla bir daha ticaret
yapmaya gelmemek pahasina dahi olsa bir tiiccarin mallarina el koymak sehrin
yonetimlerine daha buyiik bir kar saglamaktadir. Bu noktada loncalarin etkin bir
rol oynayarak ve tiiccarlarin 6rgitlenmesini saglayarak durumu sehir yonetimleri
agisindan terse cevirdikleri gorilir ¢iinka tek tiiccar degil biitun ticcarlar o gehre
gitmekten vazgecerler veya vazge¢meye zorlanirlar. Tebriz 6rneginde zorunlu ola-

rak bu sehre ugrayan bir ticcarin oglu kendi sehrinde mahkemeye ¢ikmak zorunda
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kalir ki bu da érgutlerin kurumsal yaptirim giicint géstermesi bakimindan 6nem-
lidir. Greif, besinci béliimde neden oyun teorisinin kurumsal analiz i¢in faydali bir
ara¢ olduguna dair argiimanlar sunmaktadir. Ancak kitabin genelinde yazarin bu
hususta bazi ¢ekinceler ortaya koydugu da gérilmektedir. Bélumde oyun teorisine
bir 6vguden ¢ok bir gerek¢elendirme kaygis1 6n plana cikmaktadur.

Kitabin ti¢tincii kismi kurumsal dinamikleri tarihsel siirec icerisinde ele almak-
tadir. Altina bsliimden dokuzuncu béliime kadar kurumsal dinamikler ile ilgili ana
hatlar ortaya konulmaya calisilmigtir. Tarihsel siire¢ perspektifinin nasil kasten ya-
ratma perspektifi ile evrimsel perspektif arasindaki doldurabilecegine dikkat ¢eken
yazar, altinci béliimde Venedik ve Ceneviz sehir devletlerinin performansini kargi-
lagtirmaktadir. Yedinci bélimde Greif, kurumlarin ge¢miglerinin mevcut hallerine
olan yansimalarini ele almak istemigtir. Bunun icin de kendini yuraten kurumla-
rin yagamsal déngist uzun vadede istikrar ortamini nasil etkilemektedir sorusu-
na yanit aramigtir. Zaman icerisinde kendini zayiflatan bir kurum olan podesteria
(Cenevizlilerde devletin en yitksek makami) Ceneviz Devletinin gii¢ kaybetmesine
neden olmustur. Buna kargilik baslangicta Bizans Imparatorlugu’nun bir gérevli-
si olan doge (Venedikli en tst diizey devlet gorevlisi) veya dogelik makami Vene-
dik’te farkli ¢ikar gruplarinin makul yetki sinirlandirmalari sayesinde gehre olan
baglihigin artmasini saglamistir. Yargiclarin giiclic konuma geldigi Venedik Cum-
huriyeti'nde deniz agir1 sémiirgelerden gelen kaynaklarin en azindan bir kism asil
olmayan siniflara da aktarilarak kurumsal pekistirme basariya ulastirilmigtir. Ce-
neviz'de soylu ailelerin bir giin gii¢ dengesini degistirebileceklerine dair besledikleri
umut, onlarin askeri giice yatirim yapmalarina neden olmus; Venedik’te ise i¢sel
dinamikler béyle bir saik ile hareket edilmesine izin vermemistir. Sekizinci bélim
Ceneviz Devleti'nin kurulus, yiikselis ve ¢okiis donemlerini daha yakindan mercek
altina alarak biitiin karmagikligina ve biinyesinde barindirdig: cetrefilli iligkilere

ragmen kurumsal yapinin neden verimli olamadigini a¢iga ¢ikarmaktadir.

Dérdinca kisimda yazar, Bacon tarzi saf bir timevarimin yetersiz kalacagin
ifade eder. Nash dengesinin tesisi ancak bu sekilde mumkiindiir. Tersten bir tu-
mevarim seklinde yurutiilen bir mantikla aktorler kendileri i¢cin optimal olani se¢-
meye caligirlar. Greif, tarihten ders ¢ikaran bir yaklagimi benimsese de tiimevarim
yontemini kurumsal analiz bakimindan yetersiz bulmaktadir. Kurumsal analiz
yapilabilmesi icin gerekli olan kuramsal ¢erceve ancak tiimdengelim yéntemi ile
tamamlanabilmektedir. Kurumsal analiz ancak hem tiimdengelim hem de tiimeva-

rim yontemlerinin ortaklasa yer aldig1 bir cercevede yapilabilir.
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Her ne kadar kitabin baghgi, okuyucuyu daha genel bir teorik cerceve beklenti
icerisine soksa da ¢aligmada kurumsal analiz, Magripli ve Cenevizli tiiccarlar, lonca-
larin belirli sorumluluklar: gibi Akdeniz ve Avrupa ticaretine dair belirgin konular
tizerinden yapilmistir. Bunun nedeni eserin, Greif’in 1992 yilindan itibaren kaleme
aldigi makale ve kitaplarin birlegtirilmis ve gelistirilmig hali olmasidir. Eserin genel
amacinin ticaret i¢in uygun bir zemin hazirlayan kurumsal degisiklikleri incelemek
oldugu soylenebilir. Greif, North’a benzer bir gekilde kurumlarin olugumunda bi-
reylerin motivasyonlarini dikkate almaktadir. Yazar, insanoglunun biligsel kapa-
sitesine ve gelecege dair 6ngorilerde bulunabilmesine biytik 6nem vermektedir.
Normlar, inanglar veya degerler seklinde temsil eden bu unsurlar1 toplum ve birey
olmak tizere birbirleri ile etkilegim halinde iki bilegenli olarak ele almaktadir. Ku-
rumlar ve Modern Ekonomin Gelisimi Orta Cag Ticaretinden Dersler, yayinlandig: do-
nemde bircok tartismaya neden olmustur. Harvard Universitesi'nden Victor Nee,
Greif’in eylem teorisinin Talcott Parsons c¢izgisinde degerlendirilebilecegini ileri
siirmektedir. Ingiliz sosyolog Colin Crouch’a gére Kurumlar ve Modern Ekonomin
Gelisimi Orta Cag Ticaretinden Dersler, iktisat ile sosyoloji arasinda bir képri gorevi
gormektedir. Greif, béyle bir misyonu amaclamig olmasa da eserin belirgin bir sos-
yoloji farkindaligiyla yazildigim belirtmek yanhs olmayacaktir. Eserin alt baghigin-
dan (Orta Cag Ticaretinden Dersler) da anlagilacagi iizere yazara gére Bat1 ekonomi-
lerinin yukselisinin kékenlerini orta ¢agin bu déneminde aramak gerekmektedir.
Bu bakimdan Kurumlar ve Modern Ekonominin Gelisimi Orta Cag Ticaretinden Dersler,
genel hatlari ile Douglass C. North ve Paul R. Thomas’in iktisat tarihini, kurumsal
iktisat ekoliintin bakis agis1 ile yeniden yorumladiklar: The Rise of the Western World
(Bat1 Diinyasinin Yiikseligi) kitabinin bir devami veya mikro dizeyde bir agilim:
olarak nitelendirilebilir. 2006 yilinda nesredildigi andan itibaren konu oldugu tar-
tigmalarin uzun soluklu ve birbirini tetikleyici nitelikte olmasi, eserin derinligini

ve kurumsal iktisat baglaminda ne kadar kayda deger oldugunu teyit etmektedir.
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