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Keywords ABSTRACT

Sustainability, Sustainability has become a subject of increasing concern to academics and
environmental practitioners in recent years. Increasing demand for environmentally and socially
sustainability, social responsible products and services encouraged supply chains to put increasing
sustainability, emphasis on sustainability. The purpose of this paper is to review research in
sustainable supply Sustainable Supply Chain Management (SSCM) and to identify gaps in the current
chain Management. body of knowledge. Future research directions are also provided which may help

to stimulate more intensive research in SSCM field.

1. INTRODUCTION

The importance of sustainability has been widely recognized by researchers and
practitioners. Ninety-five percent of the 250 largest companies in the world (G250
companies) now report on their sustainability activities and sixty-two percent of these
companies offer sustainable products (KPMG, 2011). There are increasing numbers of
studies that examine sustainability thought. However, since Sustainable Supply Chain
Management is a fairly new concept, there is a need for more in-depth studies. Therefore,
in this study a literature review is conducted aiming to reveal the gaps in the current body
of knowledge and to provide a research agenda. This literature review covers
sustainability definitions and sustainability research in the supply chain management field.
Environmental and social aspects of the sustainability are also examined. Finally this study
identifies several areas for further studies.

2. LITERATURE SURVEY
2.1. Sustainability Definitions

The most commonly accepted definition of sustainability is: “meeting the needs of the
present without compromising the ability of future generations to meet their own needs”
(Brundtland 1987). According to the CSCMP (Council of Supply Chain Management
Professionals 2013, p.191): “Corporate sustainability refers to efforts a company makes
related to conducting business in a socially and environmentally responsible manner. It
contains elements including sustainable development, corporate social responsibility
(CSR), stakeholder concerns, and corporate accountability.” Many of the definitions are
derived from the “Triple Bottom Line” (Elkington 1997) concept. “Triple Bottom Line” is
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the most prevalent concept in the literature which considers sustainability at the
intersection of economic, social, and environmental goals of a firm.

The economic dimension addresses that economic needs of the stakeholders (customers,
employees, suppliers, investors, etc.) are met effectively and efficiently, the social aspect
is concerned with human rights and employees’ health and safety, and the environmental
facet assures waste minimization, emission reduction and protection of natural resource
depletion (Bansal and McKnight 2009; Krause et al. 2009). Triple Bottom Line is also
generally called: People, Profit and Planet (3Ps). The intersection of these three
dimensions depicts the core of sustainability.

The term “sustainability” has been defined in journals from various technical fields, such
as environmental science, management and social science (Linton et al. 2007). Even
though there are some common descriptions of sustainability in the literature, the
concept is fairly new and there exists a divergence of definitions of sustainability in
existing research (Carter and Rogers 2008; Winter and Knemeyer 2013). A list of common
definitions is displayed in Table 1.

Table 1: Sustainability Definitions
Sustainability Definition Author(s)

Meeting the needs of the present without
compromising the ability of future generations to

Source

World Commission on
Brundtland (1987) Environment and

meet their own needs Development

Any state of a business in which it meets the needs
Greener Management

of its stakeholders without compromising its ability Hockerts (1999) Internati "
also o meet their needs in the future ernationa
Consumption of natural resources at a rate that can BrflFelsarmd Tusfimess Sirigny and e

be naturally replenished and the emissions of waste

at a rate that can be absorbed by nature Heeers U2,

Environment

The possibility that all forms of life will flourish
forever

Sloan Management
Ehi feld (2005] -
ren ¢ ] Review
Securing long-term economic performance by
avoiding short-term socially detrimental and
environmentally wasteful behavior

Harvard Business
Review

Porter and
Kramer (2006)

International Journal of
Physical Distribution &
Logistics Management

Carter and
Rogers (2008)

Achievement of an organization's social,
environmental and economic goals

Activities that attempt to improve the environmental

performance of purchased inputs, or of the suppliers
that provide them

Performing well on not only traditional measures of
profit but also in social and natural dimensions

An effort to conserve natural resources and avoid
waste in operations

Intersection of economic, enwironmental and
sodietal superiority

Walker, Di Sisto
and McBain(2008)

Pagell and
Wu (2009)

Pfeffer (2010)

Paulraj (2011)

Journal of Purchasing
and Supply Management

Journal of Supply Chain
Management

The Academy of Management
Perspectives

Journal of Supply Chain
Management
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2.2. Defining Sustainable Supply Chain Management

There are various definitions of SSCM. Seuring and Muller (2008, p. 1700) define SSCM as
“the management of material, information and capital flows as well as cooperation among
companies along the supply chain while taking goals from all three dimensions of
sustainable development, i.e., economic, environmental and social, into account which are
derived from customer and stakeholder requirements.” Carter and Rogers (2008, p. 368)
use a similar definition of SSCM: “the strategic, transparent integration and achievement
of an organization’s social, environmental, and economic goals in the systemic
coordination of key interorganizational business processes for improving the long-term
economic performance of the individual company and its supply chains.” Pagell and Wu
(2009, p. 38) defined a sustainable supply chain as “one that performs well on both
traditional measures of profit and loss as well as on an expanded conceptualization of
performance that includes social and natural dimensions.” The common theme of these
definitions is that they embrace a triple bottom line perspective. As seen in Table 1, earlier
studies focused on just one aspect of sustainability and ignored others. Later studies’
definitions emphasized not only economic goals of the companies but also environmental
and social goals.

2.3. Sustainability Research in Supply Chain Context

Sustainability programs are playing an increasingly important role in planning and
management within companies and across supply chains. Linton et al. (2007) provided a
background in the increasing role of sustainability in supply chains. Srivastava (2007)
reviewed the literature on green supply chain management and emphasized the
importance of this new concept. Similarly Golicic and Smith (2013) examined over 20 years
of research on environmentally friendly supply chain practices by conducting a meta-
analysis and found a positive and significant relationship between these practices and firm
performance. Development of sustainable products and services requires a joint effort by
all members of the supply chain (Vasileiou and Morris 2006). Therefore, sustainability is
more of a supply chain issue than an organizational level matter (Vasileiou and Morris
2006; Vachon and Klassen 2007; Green et al. 2012). Although the supply chain
management field focuses on cost, quality, delivery, flexibility and innovation as main
sources of competitive advantage (Krause et al. 2001), social and environmental
sustainability are becoming additional drivers for competitiveness (Pullman et al. 2009;
Ashby et al. 2012). It has been recognized that promoting sustainability is a key
differentiator in the supply chain versus supply chain competition (Tracey 2004).

The adoption and development of sustainability moved from a specific organization to the
entire supply chain (Tracey 2004; Linton et al. 2007) and sustainability is playing an
increasingly crucial role in designing and managing supply chains (Kleindorfer et al. 2005;
Srivastava 2007; Golicic and Smith 2013). Considerable amounts of research have
investigated sustainability issues in the supply chain context. Early studies focused on
socially responsible buying and environmentally friendly purchasing. Drumwright (1994)
explored why socially responsible buying behavior with respect to the environment takes
place in organizations. Min and Galle (1997) examined the effect of environmental
partnerships in supplier selection decisions.
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Similarly Noci (1997) provided a framework for the supplier selection procedure from an
environmental viewpoint. Carter et al. (1998) demonstrated the key role that purchasing
plays in supply chain management activities in order to facilitate environmental ventures.
Later research investigated barriers and triggers for sustainability and provided
frameworks for sustainable supply chain management. Bansal and Roth (2000) studied the
motivations and contextual factors that induce environmental sustainability in firms.
Bansal (2002) presented the challenges for the companies to implement sustainability
practices into their operations. Dyllick and Hockerts (2002) examined three facets of
sustainability (environmental, social, and economic) and discussed how sustainability can
be achieved in a company. Linton et al. (2007) provided a background for the increasing
role of sustainability in supply chains. Carter and Rogers (2008) introduced a framework of
sustainable supply chain management (SSCM) that expands the concept of sustainability
from the company to the supply chain level. Seuring and Muller (2008) offered a literature
review on SSCM and outlined major lines of research in the field. Similarly, Carter and
Easton (2011) reviewed SSCM literature and identified the trends in the field. Most recent
studies have focused on the effects of consumers on sustainable supply chain
management. Bask et al. (2013) identified consumer preferences for sustainability and
their impact on supply chain management. Wolf (2014) examined the relationship among
SSCM, stakeholder pressure and corporate sustainability performance. Sigala (2014)
explored consumers’ role in managing sustainability throughout a supply chain. The
evolution of research on SSCM can be seen in Figure 1.

Figure 1: Research Background

2.4. Environmental and Social Sustainability

Companies are increasingly reporting details on their environmental performance and see
sustainability practices as core to the ability of the business to grow. Integrating
sustainability practices into business operations and strategy has become an opportunity
for the organizations (Porter and Reinhardt 2007; D’angelico and Pujari 2010). For
example, Wal-Mart’s sustainability report addresses environmental sustainability issues
across the supply chain, including supplier management, packaging reduction,
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development of environmentally friendly packaging, and product design (Tate et al. 2010).
The Vice President of Unilever, Santiago Gowland, stated that companies need to treat
sustainability as a key business activity in the same way that they treat marketing, finance,
culture, HR or supply chain, to continue growing and being a successful business (Haanaes
et al. 2011). Cisco, HP, Gap, GE, Interface, Nike, and Wal-Mart are well-known leaders in
environmental sustainability (Sheth et al. 2011). These companies pursue various
environmental sustainability activities. These include creating partnerships with
environmental non-governmental organizations (NGOs) (e.g., Johnson & Johnson and
Ford), donating to educational initiatives to promote environmental awareness (e.g.,
Disney, Walgreen), and supporting initiatives for ecological preservation (e.g. Samsung)
(Jose and Lee 2007). In short, environmentally sustainable companies preserve natural
resources, minimize waste, and reduce emissions (Krause et al. 2009).

Environmental sustainability issues in the supply chains have been extensively studied.
These studies concentrated on energy consumption (Van Hoek and Johnson 2010; Ingarao
et al. 2012), water usage issues within supply chains (Reich-Weiser and Dornfeld 2009;
Aviso et al. 2011), green product development and innovation (Tracey 2004; D’angelico
and Pujari 2010; Isaksson et al. 2010; Chen and Chang 2013), environmental and reverse
supply chain management (Erol et al. 2010; Eng-Larsson and Kohn 2012; Kim and Lee
2012; Huscroft et al. 2013), material usage and selection (Mayyas et al. 2013; Lindahl et al.
2014), and green supply chain practices (Sarkis 2012; Perotti et al. 2012; Morali and Searcy
2013; Gimenez and Sierra 2013).

Although most previous research has examined environmental sustainability practices, the
social dimension of sustainability has received little attention (Pagell and Wu 2009; Pfeffer
2010; Wolf and Seuring 2010). Many authors call for future research to examine social
sustainability (Pullman et al. 2009; Sarkis et al. 2010). While environmental sustainability
emphasizes the management of environmental effect, social sustainability is concerned
with the management of social effect, including employees’” working conditions,
relationships with communities and social values (Sarkis et al. 2010). For example Wal-
Mart implemented social sustainability practices in its global operations. The company
helped mentally ill children in India, found homes for abandoned children in America, built
schools after an earthquake in China and rebuilt homes and drinking water facilities in
Africa and the Middle East (Cavusgil and Cavusgil 2012). Ben and Jerry’s, Body Shop,
Starbucks and Timberland are among the companies that have made both environmental
and social sustainability central to their strategy (Mirvis and Googins 2006; Sheth et al.
2011).

Social sustainability is strongly connected to corporate social responsibility (CSR), which
has been defined as “a concept whereby companies integrate social and environmental
concerns in their business operations and in their interaction with their stakeholders on a
voluntary basis” (Commission of the European Communities 2001, p.6). In that sense, CSR
covers social and environmental matters together (Bansal 2005; Branco and Rodrigues
2006). CSR activities are more related to organizational activities such as transparency and
sustainability reporting, while sustainability is a wider concept that focuses on value
creation and environmentally friendly and socially-responsible production (Van Marrewijk
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2003). The main difference between sustainability and CSR is that typical frameworks of
CSR do not include consumers, while sustainability integrates the consumer as an
important stakeholder in strategy making (Hult 2011). Therefore, compared to CSR,
sustainability practices have more potential to lead to competitive advantage (Reuter et
al. 2010; Hult 2011; Paulraj 2011).

While the scope of social sustainability research is wide, the most prevalent measurement
system used by corporations is the Global Reporting Initiative (GRI) guidelines. The social
dimension of the GRI guidelines covers four main aspects: labor practices and decent work
relations (employment, labor/management, occupational health and safety, training and
education, diversity and equal opportunity, and equal remuneration for women and men);
human rights (investment and procurement practices, non-discrimination, freedom of
association and collective bargaining, child labor, forced and compulsory labor, security
practices, indigenous rights, assessment, and remediation); impact on society (local
communities, corruption, public policy, anti-competitive behavior, and compliance); and
product responsibility (customer health and safety, product and service labeling,
marketing communications, customer privacy, and compliance) (GRI, 2013). Detailed
social sustainability guidelines can be seen in Table 2.

Table 2: Social Performance Indicators/Aspects

Product
Responsibility

Labor Practices

Human Rights
and Decent Work

Society

Employment

Investment and
Procurement Practices

Local Communities

Customer Health
and Safety

kill);ri([)h“ﬂ;nagemem Non-discrimination Corruption ralt:;l;"ctgand Service
Qccupational Health Freedom of Association . . Marketing
. . Public Policy o

and Safety and Collective Bargaining Communications
Tralmn_g and Child Labor Anh{f)m petitive
Education Behavior Customer Privacy
Diversity and Equal Forced and .

B Compliance
Opportunity Compulsory Labor Compliance

Equal Remuneration
for Women and Men

Security Practices

Indigenous Rights
Assessment
Remediation

Source: G3 Sustainability Reporting Guidelines (GRI 2013)

3. CONCLUSION

The current research provides a greater understanding to the current body of sustainable
supply chain management literature. The literature review revealed that there is a need
for more research on social aspect of the sustainability. Although environmental
sustainability has been studied in the supply chain management context, research is
lacking in the social aspect of sustainability (Pagell and Wu 2009; Pfeffer 2010; Wolf and
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Seuring 2010). There are just a few studies though that have examined social sustainability
issues (i.e., Ehrgott et al. 2011, Simola 2012, Carrington et al. 2014). Therefore, future
studies may examine the social aspect of sustainability to bridge this gap in the literature.
Social aspects that are presented in Table 2 can be a good start for further research and
discussion for social sustainability.

A methodological suggestion is that, although experimental methodology has been used
extensively in other disciplines, it is one of the most underdeveloped areas in the supply
chain management field (Tokar 2010; Waller and Fawcett 2011). There are many calls of
other researchers for more behavioral experiments (e.g., Eckerd and Bendoly 2011;
Thomas 2011; Deck and Smith 2013). Future studies can answer these calls for
experiments with human subjects and can make a methodological contribution to the
supply chain management field by utilizing scenario-based experiments in sustainability
research.
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Keywords ABSTRACT

Nigeria, risk This paper discourses the problems associated with risk management practice in
management, Nigeria construction projects with the use of knowledge-based approach, and
knowledge, best proposes a methodology based on a one-fold arrangement which includes the
practices, comparative  modelling function of the risk management, its evaluation, comparative
effectiveness, effectiveness, desired quality and the availability of a best practices model. One-
evaluation. fold approach is part of a research effort that is still in progress. A major

preliminary conclusion of this research is the fact that risk management in
construction projects is still ineffective and low practices in developing countries
like Nigeria as a case study. The main cause of this research is the lack of
knowledge. It is expected that the application of the proposed approach will allow
clients, contractors and consultants to develop a project’s risk management
function based on best practices, and also to improve the performance of this
function. In order to improve effectiveness of construction project, it should
G30, D80, L70 become part of a strategic plan of the organization.

JEL Classification

1. INTRODUCTION

Management of risk is an important role a project manager must undertake. However,
project manager duty is predominantly difficult and wasteful if good risk management has
not been put to practice from the beginning of the project. Efficient and effective risk
management approach entails proper systematic methodology and, importantly from the
aspect of experience and knowledge. Previous research results in Nigeria have shown that,
owners, contractors and consultant do not systematically apply risk management
practices in Nigeria construction industries which on a long-run result to negative
penalties of the projects’ performance. Most of the previous literature shows that risk
management in construction projects is full of limitations that affect its usefulness as a
project management function and at the end affect projects’ performance. Risk
management in construction projects has been approached using a reductionist approach
for so many years which produces poor results and reduce the quality of project
management. For an instance, risk is handled through the application of contingencies (in
terms of money or time) that are not determined based on a complete analysis of the risks
that can terminate a particular project, and many cases are obviously enough to cover the
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consequences of risks that do occur during the project realization. Then, in most of cases
projects result to costs overrun and schedule overrun (Baloi and Price, 2003)

To make an efficient and effective risk management it is essential to have a proper and
systematic methodology and, more importantly, knowledge and experience of various
types of project that has been handled before. For example, it requires knowledge of the
unforeseen circumstances that may occur during the project execution, on the actions
that work well or not when one of these events occurs, on methods to evaluate a risk or
estimate the probability that it will occur as soon as possible. Lack of an effective project
risk management function has a lot of bad consequences for participants in a project due
to lack of plan against the risks and uncertainty that any project may leads to. For an
instance, lack of prevention against the risk of defining the scope of a project, or
environmental hazards or communication risks, poor site management, slow decision
making between others, leads to delays, significant increases in costs and contractual
disputes and litigation among others.

Previous research results in Nigeria have shown that industries that employ construction
services on a periodic basis do not systematically apply risk management practices in
projects, which has resulted in negative consequences for the performance of projects.
For example total abandonment of project (Aibinu and Jagboro, 2002). Also, research
carried out by Ojo, (2010) on claims and contract disputes in a number of construction
projects, had reflected the event of risks occurrence that were not well analyzed or
integrated by either clients, contractors and consultants as one of the main causes of
claims and disputes in the construction projects. The major research statement that
comes up here shows that risk management precautions in Nigeria construction project
has been carried out in a very limited and ineffective way and that the main cause of this
situation is the lack of knowledge for its realization and the loss of the knowledge caused
during the performance of each project that would be useful for new projects. That is, the
research statement is that, knowledge is a key factor in realizing and improving risk
management in construction projects, from the perspective of the client, contractor and
consultant.

In this case, this proposal aims to discourse the problems of risk management in
construction projects from a knowledge-based approach and through a system
perspective. Therefore, a research effort whose main purpose is to develop a risk
management system based on knowledge, to support risk management in construction
projects for industries and organizations in Nigeria is still in progress. The idea is to
provide a methodology based on best practices to be used, and an assessment tool of risk
management based on this methodology, the ability to propose improvements for risk
management based on the gaps detected during evaluation, and the availability of a
knowledge-base that supports the risk management and has the ability to gain knowledge
from experiences obtained in the implementation of construction projects. The outcomes
of this research will allow a client, contractor or consultant first, to develop a risk
management function based on best practices, and second to improve the performance of
this function along the realization of new projects to be executed. The quality of this
approach lies in that it discourses the risk management function from a knowledge-based
perspective which never exist in most of the organizations and industries; in the best

13



Journal of Management, Marketing & Logistics - JMML (2015), Vol.2(1)  Adeleke, Bahaudin, Kamaruddeen

practices model that it will be developed and used as a benchmark for evaluation and
continuous improvement (optimized process), and finally it will provide an instrument for
evaluating the current risk management functions by applying a maturity model that will
fit the projects accomplished by Nigerian organizations and industries. Furthermore, the
risk management system prototype developed during this research effort will be the base
for the development of an efficient and effective risk management system in organizations
and industries that implement this approach. Also, the knowledge gained and structured
during this research will help industries that already have a formalized risk management
function, to evaluate and improve it by using the model as a manual of risk management
based on best practice (one-fold) that was mentioned earlier. The following sections
discuss the literature on the main issues associated with the approach developed for this
research, particularly risk management, maturity models and knowledge management.
Next, the research effort and its objectives are described and finally, the main initial
results are discussed and shown.

2. RISK MANAGEMENT

Nigeria has failed to place more emphasis on risks during construction and such risks when
not properly managed have added to project failure (ljaola, 2012). Risk management is
one of the nine knowledge areas (i.e., scope management, integration management, cost
management, time management, resource management, human management,
procurement management and risk management) propagated by the Project
Management Institute (PMI, 2000). Furthermore, risk management in the construction
project management context is a broad and systematic ways of identifying, analyzing, and
responding to risks for the achievement of project goals. The goals of the risk
management process include identifying risks, and improvement of construction project
management processes and efficient and effective use of the resources. Risk may also
stand as opportunities, but the fact that most of the risk usually has negative results has
make most of the people to only think about the negative side of risk (Baloi and Price,
2003).

As of today, risk management is an essential part of project management (Olsson, 2007;
del Cafio and de la Cruz, 2002), where one of the most difficult activities is planning and
identifying the project risk and how they should be grouped (Olsson, 2007). This is
important process and most of project managers know that risk management is vital for
good project management (Baloi and Price, 2003; Perera and Holsomback, 2005). Also,
risk management process comprises of the following main steps: (1) Risk planning; (2) Risk
identification; (3) Risk assessment (qualitative and quantitative); (4) Risk analysis; (5) Risk
response; (6) Risk monitoring, and (7) Recording the risk management process (ISO
31.000, 2009; Baloi and Price, 2003).

Furthermore, for the last four decades the risk management research has developed
extensively in the construction industry (Forbes et al., 2008) assumed that construction
projects are visible to risk at the time of their coming into existence (Schieg, 2006) and are
observed to have more essential risk due to the involvement of many contracting parties
such as owners, contractors and designers, among others (El-Sayegh, 2008). It is possible
to analyze the project risk from three different perspectives.
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On one side we have the client, a key stakeholder and decision maker in construction
projects (Aibinu and Jagboro, 2002), consultants who must provide complete drawing and
good communication between the workers, and on the other side we have contractors.
Contractors use high mark-ups to cover for risk but as their margins have become smaller
this approach is no longer effective (Baloi and Price, 2003). These three groups have
different behaviors fronting project risk and different possibilities to transfer them to the
party that is in the best position to deal with the risk management (Kartam and Kartam,
2001).

According to Forbes et al., (2008) highlighted that over time and all over countries, the
construction industries tends to use only a partial number of risk management techniques
even though not all techniques are suitable for every situation. For instance, Lyons and
Skitmore (2004) found that brainstorming is the most common risk identification
techniques used in the construction industry, while Bajaj et al., (1997) concluded that the
top-down approach is the most frequently used method of identifying risk techniques,
where project are analyzed from the general point of view while the bottom-up risk
identification techniques are not common unless the questionnaire and checklist
approach. Also, the qualitative methods of risk assessment are used most frequently,
more than quantitative and semi-qualitative methods. Forbes et al., (2008) developed a
matrix that is used for selection of appropriate risk management techniques in the built
environment for each stage of risk management. These techniques include sensitivity
analysis, probabilistic analysis, artificial intelligence, decomposition, and decision trees,
compare to other techniques.

In construction projects, risk could strictly restrict the major objectives: cost, time, scope,
and quality in a project; it might mean extra cost and hence a lower return on investment
to the client; and a decrease in revenue for the contractor and consultant, (Visser and
Joubert, 2008). Tah and Carr (2011) shows that communication in construction project risk
is very poor, incomplete, and inconsistency throughout the construction supply chain.
Also, Aibinu and Jagboro, (2002) stated that project participants do not have a shared
understanding of the project risk and consequently are unable to implement effective
mitigating and measures strategies to adequately solve problems of Nigeria construction
project. Therefore, management of the information and knowledge of a construction
project is essential part of a successful project risk management edge. So, a knowledge
management approach might be an interesting and useful framework to improve the
deficiencies of the risk management process in project construction. More so, it is
important to know how the development of the risk management process in construction
industries is; risk maturity model is the tools that help to identify its weaknesses and to
propose actions to reduce the risks.

3. MATURITY MODELS

The Project risk maturity model (RMM) was first developed by HVR Consulting
Services in 1999. Its four level capability structure, illustrated in Figure 1 below is
derived directly from the structure developed by David Hillson (1997) who used it to
establish a generic Risk Maturity Model framework which is used to carry out
comparative evaluation.

15



Journal of Management, Marketing & Logistics - JMML (2015), Vol.2(1)  Adeleke, Bahaudin, Kamaruddeen

A maturity model is of evolutionary nature, which means, it consist of number of stages in
which the complexity level is increased from one stage to another in the searching for
perfection (Serna, 2012). In general, a risk maturity model is a tool designed to assess the
risk management capability of an organization (Hopkinson, 2011). In the area of project
management maturity models research shows that organization that improve their project
management maturity, are experiencing increased schedule predictability, cost savings,
and improved quality (Korbel and Benedict, 2007).

Moreover, there are several known risk management maturity models that have been
proposed over the previous years (Yeo and Ren, 2009). One of them is the model
proposed by Hillson (1997). In his research, the author summaries the maturity model as a
way for organizations to implement a formal approach to risk management and to check
the level practices held by the industry. The model comprises of four maturity levels
(Naive, Novice, Normalized, and Natural) that are measured with culture, process,
experience and application as an attribute (Yeo and Ren, 2009). Group of researchers in
2002, among them was Hillson, added the points made in previous research, expressing
the Risk Management Maturity Model (RMMM). The structure of the model did not
change (Ad Hoc, Initial, Repeatable and Managed) are the four levels of evaluation, and
the author stretched the initial definitions of each level and completed the characteristics
of the attributes to be evaluated (culture, experience, application and process). According
to Heijden 2006, modified the model proposed in 2002 by Hillson and others researchers,
without any changes to the structure of four levels of evaluation, but instead added the
fifth attribute which is, "structure", that based on the way risk management is applied
within the organization and how the industry organize their processes and responsibilities
(Heijden, 2006). This are the models tools that allow an organization to implement formal
risk processes, and to identify their priorities for process improvement, to determine
whether risk processes are suitable for the organization, and to create an action plans for
increasing or enhancing the organization risk management process maturity level
(Hopkinson, 2011).

Figurel: Risk maturity model levels, (David Hillson, 1997).

LEVEL 4:
NATURAL

LEVEL 3:
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LEVEL 2:
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4. KNOWLEDGE MANAGEMENT

According to literature written by (Darroch, 2003; Lee and Yang, 2000; Lee et al., 2001;
Nonaka, 1994), there are many definitions regarding knowledge management (KM). It is
essential to have broad definition of what knowledge are all about before having a better
understanding of KM. According to Nonaka (1994), defined knowledge as a broad concept
with thoughtful meanings, which increase the ability of an organization’s for effectual
action. Knowledge is further divided into two, which are, tacit knowledge and explicit
knowledge (Nonaka, 1994 and Gupta et al., 2000). Tacit knowledge can be seen as one
been inherent inside an individual and according to Nonaka, (1994); Lin and Lee (2004)
established it through imitation and practice, while explicit knowledge can be seen as
academic, technical data expressions or a formal language information (Smith, 2001; Ooi
et al., 2009). Moreover, explicit knowledge are also expressed in form of principles, rules
and guidelines (Nonaka,1994), the author further mentioned four different forms of
knowledge conversion which are, externalization, combination, internalization and
socialization, which model clearly states the transformation of knowledge from a spiral
and constant process between the interactions of explicit and tacit knowledge.

KM improve the capability of an industry as a methodological method which are used to
organize, assemble and improve the knowledge when it comes to decision making ability
and business strategy design process (Hsu and Shen, 2005; Ooi et al., 2009). Darroch
(2003), relate KM as a method of creating, managing and distribution of the knowledge
within the organization. The Darroch’s KM definitions shows that KM are coined out from
three segments, which are knowledge acquisition, knowledge dissemination and
knowledge responsiveness; while Lee et al. (2001), said KM consists of two sections, viz.
knowledge dissemination and knowledge acquisition. Out of the process point of view, KM
comprises of knowledge creation, knowledge retrieval, knowledge sharing and knowledge
application (Nonaka and Takeuchi, 1995). According to the above statement, KM
behaviors include acquirement of the knowledge, dissemination of it and also the
application part of it but all this knowledge areas are not complete without knowledge
development because it’s the base-line of knowledge that is development will add more
experience to the knowledge. These are the major concepts of KM which are derived from
the three constructs of knowledge; however each concept of KM is dependent to other
components.

Construction industry is a knowledge-based industry (Egbu et al., 2004; Carrillo et al.,
2004) because the implementation of construction activities needs the knowledge of
specialized expert and their problem-solving expertise (Al-Ghassani et al., 2005). Given
this, the execution of knowledge management is mainly interesting for the construction
industry (Carrillo and Chinowsky, 2006), and implementation of this approach will
innovate and improve performance of the industry (Kamara et al., 2002) (Egbu et al.,
2004), and to better their behavior.

According to Darroch (2003), Nonaka and Takeuchi (1995) that said KM behaviors are
coined from three segments that is knowledge acquisition, knowledge dissemination and
knowledge application, According to Lee et al., (2001), said its coined from two segments
which are knowledge acquisition and knowledge dissemination, before Ooi (2009) now
proposed model of knowledge management behaviors which comprises of (1) knowledge
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acquisition (2) knowledge dissemination (3) knowledge application, but they all failed to
look into knowledge development which is added by this paper, as the base-line of other
KM behaviors because without developing the knowledge it will lack experience and fail as
time goes on.

Figure 2: Model of knowledge management behaviors
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5. THE RESEARCH PROBLEM

The following questions are discussed by this research: 1) What are the best worldwide
practices currently applied in risk management on construction projects and how they
compare with current practices in Nigerian?, 2) How can risk management practices in
construction projects be assessed?, 3) What knowledge is needed for an effective and
efficient management of risk in construction projects?, and 4) How can needed risk
management knowledge be obtained, organized and made available in a systematic and
useful way?. The research methodology comprises of literature reviews both general and
specific for construction projects that will help in constructing a framework of risk
management as a benchmark that leads to continuous improvement, to assess the
situation in an organization that performs construction projects as showed in figure 3
below. More so, an assessment model and tool for risk management is being developed
from what has been reviewed from the literature. Both, the model and the tool will be
validated by three experts on risk management and be applied initially in three industries;
owner, contractor and consultant useful for checking accuracy.

18



Journal of Management, Marketing & Logistics - JMML (2015), Vol.2(1)  Adeleke, Bahaudin, Kamaruddeen

Figure 3: Approach for the assessment of the risk management and desired quality
function of an organization and comparison with the risk management benchmark.
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Likewise, the application of the tool is used to propose a set of best practices to fill out the
major gaps found in the risk management function of each industry as shown in figure.

Figure 4: diagram to assign the best practices based to gaps identified.
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The best practice that was discovered will also be validated by experts’ panels. As time
goes on, a prototype of a risk management support system will be developed and applied
to industries to test the prototype. It would allow: (1) the storage of historical information,
(2) to serve as a guide to develop the project risk management function in owner,
contractor and consultant industries, according to the established standard, (3)
conducting the assessment and monitoring of the maturity of the risk management
function in the industries, (4) to have lessons that will be able to educate about risk
management depending on the hierarchical level and responsibility of employees, (5) to
have a storage and backup system using case-based cognitive, (6) to establish the
administrative structure for the system and the necessary feedback, and (7) to develop
supporting and operation procedures for the prototype to be able to handle the industries
operations.

6. PRELIMINARY RESULTS

At this level of the study, a first preliminary maturity model has been defined. This model
is based on two main elements: 1) the factors that can evaluate and comprises of set of
dimensions for each of them as shown in figure 5, and 4) dimension and level of risk
management evaluation factors as shown in table 5 below.

Figure 5: The key evaluation factors and their dimensions (Howard, 2012).
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The information for the evaluation levels were gathered from the literature review.
Including the maturity model and the evaluation levels will be tested by means of pilot
studies that will be carried out in one owner, one contractor and one consultant
industries.
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The method is to share a questionnaire to a group of professionals that work in the area of
risk management in each organization based on the factors and dimensions that are
important to measure. Furthermore, to create a web-based prototype that can be
accessed by industries through the use of internet and by doing this, the management of
industries will be able to answer the questionnaire and to find out the level of maturity
their organization belongs to. More so, data of previous evaluations that was evaluated
will be provided so that the management will be able to compare their current
performance with historical performance, and this will help the implementation of
improvement practices. As figure 4 implies, knowledge and experience will be combined
together by showing the improvement or best practices that was related to the type of
gaps detected during the evaluation through the questionnaire of the risk management
function of the industry. Finally, knowledge base is expected to serve as new experiences
learnt from the project.

7. CONCLUSION

This study addresses a brief description of a research effort which is still in progress, at
this moment with the purpose of creating a knowledge-based approach to risk
management in construction projects. The advantage of this research shows that there is
very limited application of risk management in Nigeria construction projects and based on
the previous research work that called for urgent need to improve knowledge-based
approach in, client, contractors and consultants. The expected outcome of this research
will help clients, contractors and consultants to make use of their own knowledge and
experience as well as worldwide best practices, and to have a more systematic and formal
approach to risk management.

In the same vein, the classifications and definition of each level of risk management used
for this research evaluation are as follows; the level 1, are those organizations that find
there self in this level are not aware of risk management and they lack a structured
approach to face risk and uncertainty. Success of this kind of organization depends on
their individual characteristics and mostly the organizations are week in terms of project
management knowledge. More so, the organization react to problems after it occur
without no actions taken. The organizations never care to develop any mitigation plans to
identify project risk or learn from the previous mistake made from the project and prepare
for any uncertainty. While the level 2 are those organizations that are conscious to some
extent about the advantages of RM, but they never implement it effectively in most of
their project. The organization knows they can realize their mistakes from the past but the
knowledge to apply this are limited and there is no way to share their experience of what
they have learnt from the organization project. In line with that, the level 3 are the
organization that has developed and used a formal RM system. Also, the use of previous
experiences on project, especially for risk identification and experience of previous project
can be used for further project. They also employs people with needed RM skills and
adequate resources to develop a project. The level 4 shows that the organization
understand the advantages of RM in every level and they follow a standard process for RM
which comprises of proactive approach on project. The level 5, which is the last level
depicts that organization are able to adapt itself, empower teams and organize according
to the protocols of the industry to reduce system risks and initial risks.
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Continuous improvement which is also known as optimized process are found in this level.
However, it is used to evaluate the organization information gained through
benchmarking and then decides whether or not the information will enhance with new
methodology. Also, the organization has the aims to use both qualitative and quantitative
measurements to establish an integral RM plan.
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Keywords ABSTRACT

Marketing, brand Marketing is a quite crucial topic for success in the current competitive
preference, brand, environment. Efficient and effective marketing practices will allow the companies
marketability, to grow and to be more successful. Companies can gain competitive advantage
housing, housing by developing various marketing strategies. The objective of this study is to
sector research the factors affecting the understanding and applications of ‘branded

housing project marketing’ around the Istanbul metropolitan area. Branding and
market positioning depend on fulfillment of certain conditions and key criteria.
The criteria such as the structure of companies, product quality, professional
services, and marketing and communication perspectives all constitute a quite
important process in the enhancement of the perceived value of the company.
Companies should be aware that it is highly vital to create brand in order to
benefit from the advantages of the brand such as creating differentiation,
positive high-quality corporate and brand image and customer loyalty and
resolution. Today, the number of construction companies carrying out branded
housing projects is quite high. It has been observed that the activities regarding

JEL Classification branding are quite prevalent in construction industry. In line with this, every

M30, M31, M37 housing project should have its own identity and brand image. Especially in
business fields with higher economic value such as residential real estate sector,
marketing and sales activities display unique characteristics.

1. INTRODUCTION

This study presents a survey over the construction companies which are actively engaged
in the branded residential housing projects in Istanbul metropolitan area.The critical
factors leading to marketing success for construction companies are investigated through
interviews with the owners and/or top-level managers. Branding and market positioning
depend on fulfillment of certain conditions and key criterion. It is known that the following
criterion- structure of companies, quality of the product, professional services, marketing
and communications perspectives- both constitute important process and leverage to
increase the perceived value of a product or overall differentiation providing costumer
encouragement and maintaining overall image of high quality.
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The technological advances in recent years have led to the different changes, not only in
customer demand, but also for the consequent costs of market leadership, differentiation
and focus. This trend emphasizes importance of the institutionalization of branding and
marketing. (Kotler, 2003). Nowadays, construction companies which build branded
housing projects have already established themselves as prime actors of one of the
leading and most dynamic sectors of the Turkish economy.It is an observed fact that the
brand- related activities are becoming of a more strategic parameter in construction
industry. In relation to this fact, each and every housing project aim to be related with a
unique identity and brand image. Especially in residential real estate sector, due to the
high economic values involved, marketing and sales activities are classified as crucial

elements of corporate conduct.

According to regulations in Turkey, construction permit is the license allowing and
authorizing a new construction work-project as a legal status. However, the significant
amount of “illegal” construction lacking legal permission should be taken as a signal for
urgent need of a possible revision and/or policy changes in the area. Unfortunately, nearly
all of those illegal houses are of low- quality and their future presence is highly
questionable and even subject to termination due to their illegal status. Clearly, these
houses are vulnerable to many different legal, economic and social risks and threats. It has
been observed that the governments did not hesitate to demolish these slum houses in
recent years, under the context of re-structuring the metropolitan area programmes. As a
result of these policies, an on-going growth can be expected in the construction of higher
guality, mostly branded residential structures which may as well contribute to an overall
increase in housing prices. (www.toki.gov.tr)

By planning and crafting the branding processes in a systematic fashion, construction
companies can distinguish themselves in industry, gain confidence, as well as, preference
of consumers by creating a high brand value image and perception (Yiksel, 2003). In
Turkey, competitive environment in the construction industry is getting more challenging,
as the complexity of projects in direct proportion to technological advancements is
increading. This phenomenon introduces new challenges in solving problems during the
stages of preliminary design, tendering and construction and after- construction services
and support. When those challenges are handled in an efficient way, it is possible to
contribute to stable and sustainable growth, decreasing of regional developmental
differences, improvement of physical structure, and development of human resources,
strengthening social networks, in a direct and indirect fashion (Gonci, 2004). As it is for all
other countries of world, construction industry is considered as the locomotive sector and
the major engine for providing efficiency and stability of country-wide development and
strategicaly positioning in Turkey.
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2. LITERATURE SURVEY

It has been argued that some of the most influential factors contributing to the on-going
success of a construction firm are present management systems, procedures and practices
(Adrian, 1976; Lussier, 1995; Strischek, 1998). A thorough review of the literature has
revealed only one significant study addressing management’s perception of factors
leading to the success of construction companies. In that research, the authors selected a
random sample of more than 1,100 small-volume home builders and asked each one to
list, in priority order, the top five things that contributed most to the success of their
companies (Hutchings&Christofferson, 2000). In other studies, marketing is found to be a
critical issue to success in today’s increasingly competitive business environment (Arslan,
Kivrak, et.al., 2009).

A company’s growth and success can be strongly influenced by marketing practices. The
aim of this study is to investigate the critical factors affecting marketing success of
construction companies in the housing sector of Turkey. Within this context, a survey is
carried out among forty Turkish local construction companies that are active in the
housing sector. During this survey, top-level managers and/or owners of the companies
are interviewed. The majority of the interviewees are happening to be the owners of
these companies. In the data collection phase, a questionnaire was administered during
face-to-face interviews (Arslan, Kivrak, et.al., 2009). Six possible factors that stand to have
an effect on successful marketing for construction companies in Turkey have emerged.
Finally, the ranking of the critical factors have been determined by using the Simple Multi
Attribute Rating Technique (SMART). Based on the results, company image and customer
satisfaction are determined as the most highly vital factors for successful marketing in
construction business.

There are many studies on the concept of marketing in the construction industry. Morgan
(1990) investigated marketing of consulting engineering services and discovered that very
few firms had their own marketing departments. Yisa et al. (1996) proposed a framework
for improving the effectiveness of the marketing function within the construction
companies. They concluded that a practical approach for formulating, implementing and
evaluating corporate marketing programs can be represented by that framework.

Dikmen et al. (2005) examined the perception of and attitude of Turkish contractors
towards marketing. They found that marketing capability was not seen as a strategic
success factor by the majority of the contractors. Arslan et al. (2009) investigated the
critical factors affecting marketing success of construction companies in the housing
sector of Turkey. The authors identified company image and customer satisfaction as vital
factors for successful marketing in construction business. Polat and Donmez (2010)
examined the marketing management functions of Turkish construction companies and
revealed that Turkish contractors made use of marketing management functions, only to
some extent. Cako and Cinar (2012) have established that corporate branding is as
important for companies in the construction industry as with all other companies in
different venues. Corporate culture of construction companies, characteristics of products
or services, required quality standards, out-sourced professional services, keeping-up with
technology and research are found to be important elements increasing an institution’s
brand value.
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3. DATA AND METHODOLOGY

The aim of this study is to investigate the factors affecting ‘Branded Housing Project’
marketing. Within this context, a survey was carried out among sixty Turkish local
construction companies executives who are members of INDER (Istanbul Residential
Construction Companies Association), operating in the Istanbul metropolitan area.

The survey consists of 134 questions and fifty valid collected data forms. During the data-
collection period, face-to-face interviews were carried out with top-level managers and/or
owners of the construction companies in the research sample.

In this study, "Descriptive survey model" is utilized. Descriptive survey model studies
report summary data, such as, measures of central tendency including; mean, median,
mode, deviance from the mean, variation, percentage, and correlation between variables.
Survey research commonly includes that type of measurement, but often goes beyond the
descriptive statistics in order to draw inferences. See, for example, Signer's (1991) survey
of computer-assisted instruction and at-risk students, or Nolan, McKinnon, and Soler's
(1992) research on achieving equitable access to school computers. Thick, rich
descriptions of phenomena can also emerge from qualitative studies, case studies,
observational studies, interviews, and portfolio assessments. Robinson's (1994) case study
of a televised news program in classrooms and Lee's (1994) case study about identifying
values concerning school restructuring are excellent examples of case studies.

3.1. Research Method

Before any survey-related work done, a research model is established in figure 1 .The
purpose of the model is to determine factors affecting companies’ marketing, promotion
and sales practices as well as understanding the application of marketing methods in
practice.

Figurel: Research Model; Factors Affecting the Understanding and Applications of
'Branded Housing Project' Marketing

COMPETITIVE
STRUCTURE & MARKET

v

CORPORATE STRUCTURE >
MARKETING, SALES
ADVERTISING ACTIVITIES > & PROMOTION
ACTIVITIES
CORPORATE BRAND >
CUSTOMER >

Once again, the basic aim of this research is to determine the factors affecting the
understanding and applications of marketing 'branded housing project.' In line with this
research objective, answers to the following questions are sought:
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A) Company Information

B) Marketing and Sales Activities

C) Marketing and Promotion Activities

D) Competitive Structure and Market Conditions
F) Brand Orientation Perspective

G) Advertising Activities

H) Brand Value of Organization

1) Customer Satisfaction

Basic Research Question is:

Which factors do affect the understanding and applications of 'branded housing project'
marketing in the Istanbul metropolitan area?

3.2. Research Population

Sixty construction companies, which are members of INDER (Istanbul Residential
Construction Companies Association) and involve only in branded housing projects
constitute the research population. Feedback was received from 50 of these companies’
executives/owners.

3.3. Data Collection Methods

For the field study, a questionnaire is designed to gather information about the Istanbul
Builder’s Association Companies activities for marketing, advertising, promotion and
branding works.

Furthermore, the questionnaire followed the same structure as the interview guideline,
where the questions were connected to the concepts of Marketing, customer relationship,
promotion methods, corporate structure, brand value of corporation, competitive
structure and market conditions.

5- Likert scale survey method was used in data acquisition. Attention was paid for
addressing comprehensible questions to the participants when the survey form was
prepared. Likert scale used in the study of people with their opinions about the
proposition, from very positive to very negative were asked to specify the options listed.
Accordingly, (5) strongly agree, (4) agree, (3) undecided, (2) disagree, (1) strongly disagree
was used as a scale. 5:00 to 1:00 Scale results are scattered over a width of = 4.00
percentage points.

3.4. Data Analysis Methods

Once the data from the questionnaire had been collected, the next step was to analyze
and present the data using different methods. According to Hair et al. (2011); good
research is the result of a careful, thoughtful and knowledgeable approach, using
qualitative or quantitative research analysis methods. Yin (2009) states that the data
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analysis is implemented in the thesis since it helps categorizing, measure and presents the
collected data in a clear and structured way.

The operationalization of the questionnaire helped the authors to code the questionnaire
statements so that each concept of Brand value of organization, marketing activities,
customer satisfaction, market conditions, advertising activities and competitive structure
could be analyzed. Thereafter, used the statistical computer program IBM SPSS 22 version
utilized to edit and transform the data and calculate percentages for each questionnaire
statement. In the second step of the quantitative data analysis, available data presented
using descriptive statistics, more specifically bar and pie charts. These types of charts are
chosen since they provided the reader with the best visualization and understanding of
the data. Data is analyzed by using the SPSS (Statistical Package for Social Sciences) for
IBM 22.0 version. The descriptive statistical methods, (number, percentage, mean,
standard deviation, frequency) are utilized for the variables. Extension of data files is
"sav" and extension of analysis outputs is “spv.” In comparing quantitative data, when
there is the case of more than two groups; Kruskal Wallis H-Test is utilized for comparison
of parameters’ intergroup. A relation between the dependent and independent variables
of the research is tested by Spearman Correlation and the related effect is tested by
Regression Analysis (Stepwise Regression).The findings obtained in 95% confidence
interval are evaluated at the 5% significance level.

4. EMPIRICAL FINDINGS

Regarding personnel numbers; companies with more than 100 people are a total of 23
companies (%46), between 1-24 people, a total of 16 companies (%32) and with 25-99
people consist of 11 companies (%22). In order to determine the statistically significant
differences between marketing concept and applications and technical and administrative
employees in the company the Kruskal-Wallis H-Test is utilized. According to the results,
the average difference between groups was not significant (p> 0.05).

Regarding the ownership of quality certificates; 34 companies (%68) have 1SO9001
(QualityManagementSystem), 8 of them (%16) have OHSAS18001 (Workplace Safety
Management System) and the remaining 8 (%16) do have another. In order to determine
the statistically significant differences between marketing concept and applications, and
quality certificate of the company the Kruskal-Wallis H-Test is utilized. According to the
results, the average difference between groups was not significant (p> 0.05). Tools for
advertising help companies attract most attention to business and reach the largest
number of potentially new and returning customers. The most used advertisement is
printed media an observed practice for 43 (%86) companies. It is followed by the tools
respectively internet (%82), billboard (%72), brochure/flyers (%68) mass media (%64) and
bus and taxi (%64).

Customer satisfaction was perceived to be the most important factor resulting in
marketing success when considering the weights of importance of the factors. The are
expected to have more developed marketing perception. Companies must include more
element their projects which emphasize on satisfying customer needs. Companies include
the project elements with an emphasize on customer satisfaction can be listed
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respectively as smart home technology (82%), social facilities (%70), parks and green
space field (%68), fitness center (%64), car park (62%), outdoor/indoor pool (60%), health
unit (%56) and shopping center facilities (42%).

When findings regarding the major reasons of customer choice are considered, it can be
seen that the most important factors are contractor firm’s reliability by 86% and site
security by 86%. These two factors are followed by price and payment system by 54%, size
of house by 54%, open and close parking garage by 60%, high quality materials in
construction 66%, quality of the house 60% and the location of the residential complex
58%. In this research, the relations between factors which affect branded house project
marketing sense and applications have been analyzed by using spearman correlation
analysis. As a result, it is determined that there exists a positive meaningful relationship
between the factors which affect branded house project marketing and applications of
construction companies out of competitive structure and marketing conditions. It is clear
that competitive structure of the industry and market conditions are external factors in
construction companies, where marketing sense and applications and other factors are
highly intertwined with each other.

The factors which affect branded house project marketing sense and application are;
“Competitive Structure and Marketing Conditions”, “Corporate Structure”, “Advertising
Activities”, “Brand Equity of Corporation”, “Customer Satisfaction” and “ Marketing, Sale
and Promotional Activities”, they are analyzed in six dimensions and assessed out of five.
"Marketing, sales and promotion activities" levels (4.125 * 0.297); "competitive structure
and market conditions" levels (3.890 + 0.428); "corporate structure" level is very high
(4.218 £ 0.212); "advertising activities" level is very high (4.260 * 0.236); "corporate brand
value" level is very high (4.291 + 0.171), and "customer satisfaction" level is very high
(4.300 £ 0.199).Figure 2, demonstrates average factors affecting marketing concept and
application in table 1.

Table 1: Branded Housing Project Marketing Factors Affecting the Average

Factors Affecting the Average N Ort Ss Min. Max.

Marketing, Sales and Promotion Activities 50 4,125 0,297 3,030 4,530
Competitive Structure and Market Conditions 50 3,890 0,428 2,880 4,500

Corporate Structure 50 4,218 0,212 3,800 4,600
Advertising Activities 50 4,260 0,236 3,670 4,670
Corporate Brand Value 50 4,291 0,171 3,920 4,620
Customer Satisfaction 50 4,300 0,199 3,780 4,670

According to it, the importance of the factors which effect branded house project
marketing sense and application are respectively; “Customer Satisfaction” (Ave: 4,300),
“Corporate Brand Value” (Ave: 4,291), “Advertising Activities” (Ave: 4,260), “Corporate
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Structure” (4,218), “Marketing, Sale and Promotional Activities” (Ave: 4,125) and
“Competitive Structure and Marketing Conditions” (Ave: 3, 89) in figure 2.

Figure 2: Factors Affecting the Branded Residential Project Marketing Concept and
Application Average

Marketing, Sales and
Promotion Activities
4.3 2,125
4,2
Competitive
Customer Satistaction, Structure&Market
- Condition
4,3 3,89
Corporate Brand Value Corporate Structure
4,201 4,218
Advertising Activities
4,26

There is not a statistically significant correlation between competitive structure & market
conditions and marketing, sales & promotion activities. Statistically significant correlation
is not found between the corporate structure and marketing, sales and promotion
activities (r = 0.658, p = 0.000 <0.05). Accordingly, corporate structure increases and also
marketing, sales and promotion activities are increasing. There is not a statistically
significant relationship between corporate structure and the competitive structure &
market conditions.

Statistically significant correlation was found between the advertising activities and
marketing, sales and promotion of activities(r = 0.376, p = 0.007 <0.05). Accordingly,
advertising activities increases and also, marketing, sales and promotion activities is
increasing. There is not a statistically significant relationship between advertising activities
and competitive structure & market conditions. Advertising activities of corporate
structure statistically significant correlation was found (r = 0.457, p = 0.001 <0.05).
Accordingly when advertising activities increase also corporate structure is increasing.

Statistically significant correlation was found between the corporate brand value activities
and marketing, sales & promotion activities (r = 0.503, p = 0.000 <0.05). Accordingly, the
corporate brand value increases, marketing, sales and promotion activities are increasing.
There is not a statistically significant relationship between corporate brand value and
competitive structure & market conditions. Corporate brand value activities and corporate
structure statistically significant correlation was found (r = 0.695, p = 0.000 <0.05).
According to this corporate structure are increasing brand value increases .Statistically
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significant correlation was found with the corporate brand value activities and advertising
activities(r = 0.424, p= 0.002 <0.05). Accordingly when the corporate brand value
increases advertising activities is increasing.

Statistically significant correlation was found between the customer satisfaction and the
marketing, sales and promotion activities (r = 0.449, p = 0.001<0.05). Accordingly,
customer satisfaction increases and also marketing, sales and promotion activities is
increasing. There is not a statistically significant relationship between customer
satisfaction and competitive structure & market conditions. Statistically significant
correlation was found with the customer satisfaction and the corporate structure (r =
0.448, p = 0.001 <0.05). Accordingly, the corporate structure increases and also customer
satisfaction is increasing. Statistically significant correlation was found between the
advertising activities and the customer satisfaction (r = 0.445, p = 0.001 <0.05).
Accordingly, increases customer satisfaction and also advertising activities is increasing.
Statistically significant correlation was found between customer satisfaction and
corporate brand value(r = 0.483, p = 0.000 <0.05). Accordingly when customer satisfaction
increases and also corporate brand value is increasing.Depending on the above findings
and analysis, it is possible to pull together the collected findings in table 2.

Table 2: Spearman Correlation Analysis of Marketing Concept and Application

Marketing, Competitive  Corporate  Advertising Corporate  Customer
Sales and Structure Structure Activities Brand Satisfaction
Promotion and Market Value
Activities Conditions
Marketing, r 1,000
Sales and p 0,000
Promotion
Activities
Competitive r 0,270 1,000
Structure p 0,058 0,000
and Market
Conditions
Corporate r 0,658** 0,257 1,000
Structure p 0,000 0,071 0,000
Advertising r 0,376%* 0,156 0,457** 1,000
Activities p 0,007 0,278 0,001 0,000
Corporate r 0,503** 0,231 0,695** 0,424** 1,000
Brand Value
p 0,000 0,106 0,000 0,002 0,000
Customer r  0,449%* 0,182 0,448** 0,445** 0,483** 1,000
Satisfaction p 0,001 0,205 0,001 0,001 0,000 0,000

Determine the statistical relationship among competitive structure and market conditions,
corporate structure , advertising activities, corporate brand value, customer satisfaction,
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and marketing, sales& promotion activities is used the regression analysis and found to be
statistically significant (F = 6.709 , p = 0.000 <0.05).

Statistically relations and variables between marketing, sales &promotion activities and
competitive structure &market conditions, corporate structure , advertising activities,
corporate brand value and customer satisfaction is proved stronger and explanatory
power. (R2 = 0.368). Competitive structure and market conditions affect the marketing
sales and promotion activities on level (p = 0.130 > 0.05).Corporate structure and market
condition increase marketing, sales and promotion activities on level (B = 0.509).

Advertising activities affect the marketing, sales and promotion activities level(p = 0.495 >
0.05). Corporate brand value affect marketing, sales and promotion activities level (p =
0.659 > 0.05). Customer satisfaction affect marketing, sales and promotion activities level
(p=0.129 > 0.05) in table 3.

Table 3: Statistical Relationship between "Branded Residential Project" Marketing
Concept & Applications and Marketing, Sales & Promotion Activities

2

Dependent Independent Variable R t p F Model R
Variable (p)
Marketing, constant -0,870 -0,912 0,367 6,709 0,000 0,368

Sales and Competitive Structure 0,125 1,543 0,130

Pro.m.o.tion and Market Conditions

Activities - borate Structure 0,509 2,247 0,030
Advertising Activities 0,116 0,688 0,495
Corporate Brand Value 0,124 0,444 0,659
Customer Satisfaction 0,310 1,546 0,129

In order to Statistically determine the relations between corporate structure, customer
satisfaction and the marketing, sales and promotion activities,stepwise regression analysis
is conducted and found to be statistically significant (F = 15.159, p = 0.000 <0.05) in table
4,

Table 4: Stepwise Regression Analysis of the “Branded Residential Project” Marketing
Concept & Applications Factors Affecting the Marketing, Sales Promotions Activities

2

Dependent Independent R t p F Model R
Variable Variable (p)
Marketing, Sales constant -0,363 -0,432 0,667 15,159 0,000 0,366
and Promotion Corporate 0,661 3,788 0,000
Activities Structure
Customer 0,396 2,130 0,038

Satisfaction

Marketing, sales and promotion activities as a determinant of the level of corporate
structure, customer satisfaction with the relationship between variables (explanatory
power) was found to be strong (R2 = 0.366).
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Corporate structure increase marketing, sales and promotion activities level (B =
0.661).While customer satisfaction increase  marketing, sales and promotion activities
level (B =0.396) in figure 3.

Figure 3: Stepwise Regression Analysis of the “Branded Residential Project” Marketing
Concept & Applications Factors Affecting the Marketing, Sales Promotions Activities

B=0,661
CORPORATE STRUCTURE MARKETING, SALES
& PROMOTION
- ACTIVITIES
CUSTOMER SATISFACTION $=0,396 >

It is determined that corporate structure and customer satisfaction effect directly
marketing, sales and promotion activities.

5. CONCLUSION

This study presents factors of marketing practice and applications of 'branded housing
projects' around the Istanbul metropolitan area. The critical factors of marketing practice
and applications have been investigated through interviews among top-level managers
and owners of the companies.

Customer satisfaction and corporate structure are perceived to be the most important
factors resulting in marketing success when considering the importance of the factors.
Competitive structure and market conditions are both determined as relatively less
important factors leading to marketing performance.

In the research, stepwise regression analysis has been utilized in order to determine the
factors of, sales and promotional activities and it is determined that corporate structure
and customer satisfaction affect directly marketing, sales and promotional activates.

The most important issue for companies appears to be customer’s satisfaction. In order to
ensure customer confidence, for residential warranty or buy back guarantee must be
provided at the end of a certain period. Customer satisfaction in customer understanding
of quality services accordingly standard of identification, problem solving , and for the
establishment of a team regular check must be provided Customer wants, needs and
requests should be understood very well by the marketing departments and should be
organized by them. From this point of view, social-economic structure of the customers is
very important for residential housing sales.

Construction companies are now offering products for any income level with flexible

payment plans. By this way, reaching a balance between supply and demand is being
achieved which happened to be a long term challenge for the industry. Different customer
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groups for different types of housing should be provided. Using latest building
technologies should be use state-of-the-art-of technologies such as intelligent building
should be utilized.

Companies must consider the fact that carrying out only advertising and media
communication activities is not enough, and therefore they should assume more active
roles buy participation to exhibitions and conferences, social activities, sponsorship
activities, donation and scholarship activities.

In this ever-changing business environment it is difficult for companies to develop their
strategies fast enough. Companies want an organization flexible enough to adjust quickly
to changing market conditions, lean enough to beat competitor's price, innovative enough
to keep its products and services technologically fresh, and dedicated enough to deliver
maximum quality and customer service.

The comprehension of the new ascending technologies, the foresight of the changes in the
business environment and, when needed, a capability to differentiate are necessary in
order to attain a continuous competitive advantage in the business. Technology road
mapping is one possible tool for long-term strategic planning at both corporate and
industry level.

There are many construction associations in Istanbul. If they assemble under in a single
association they will enjoy a stronger unison and their presence would be more powerful.

The research model is tested with the results generated from 50 companies of the
research population. More numerous and different characteristics of such models can be
tested by utilizing a larger research population, and could generate from different areas
paving the way for an increased positive effect on overall validity of further studies.
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Supply chain, Bullwhip The main purpose of the research is to investigate nonlinear dynamics in bullwhip
Effect, Chaos Theory, effect and search chaotic behavior. In the paper, a generalized supply chain
Lyapunov Exponent, model is simulated with safety stock regulations to expose the bullwhip effect. A
Time Series, poisson seasonal demand model which fits Poisson distribution is utilized to generate
number generation. orders from customers to retailers, continuously to distributors and a single

factory. Using largest Lyapunov exponent analysis, orders are reconstructed in
phase space and investigated chaotic behavior variations. Although it is assumed
that increasing fluctuations of demand cause chaos and unpredictability, it is
seen that predictability increases in bullwhip effect. In chaotic research aspect,
demands from customers are still more chaotic than orders reach to the factory.
Due to data generation, it is still a realization of a supply chain, therefore working
on real data is suggested. The paper includes implications for giving ideas of
nonlinear dynamics of bullwhip effect. This paper provides a novel approach to
supply chains with comparing dynamics of demands and orders to identify which
exhibits more chaotic behavior.

1. INTRODUCTION

Supply Chain is a complex system in which a nonlinear time series model exists, known as
Bullwhip Effect. Bullwhip Effect is a problematic situation in a supply chain which is
clarified as increasing variability of demands as a result of keeping safety stocks (Forrester,
1961). The results of bullwhip effect are summarized as; excess inventories, surplus or
short capacities, higher and unnecessary inventory costs. Moving up the supply chain from
customers to factory, orders are increased and demonstrate more fluctuations. These
oscillations and amplifications are expected to reduce predictability of the orders moving
upstream in the chain. Therefore, it is assumed that high fluctuation causes ambiguity
which is chaotic and less predictable.

Unpredictability of a dynamic system is calculated with Lyapunov exponent analysis and
positive largest Lyapunov exponent indicates chaos (Rosenstein et al., 1993). Although
there is no constant definition of chaos, it can be simplified as aperiodic, long-term
behavior of a dynamic system that exhibits sensitive dependence on initial conditions
(Sprott, 2003).

There are a few number of studies have researched chaotic dynamics of bullwhip effect.
Two very similar papers propose to adapt bullwhip effect to Lorenz equations (Renzhong
and Gongyun, 2011; Lei et al., 2006). They expressed the mathematical model of bullwhip
effect from end customers to producers in three difference equations and transformed to
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Lorenz model. Anne et al. (2009) also researched chaos in supply chain using Lorenz model.

Ma and Feng (2008) presented mathematical form of bullwhip effect using demand and
prices, constructed time delay vectors and investigated bifurcations. Makui and Madadi
(2007) used largest Lyapunov exponent analysis to investigate chaos in bullwhip effect
however; the numerical example in their paper is too short for Lyapunov exponent
convergence. Stapleton et al (2006) published a research note and introduced chaos theory
as a possible enhancement of effectiveness of a supply chain.

In this study, a supply chain model is constructed with 100 retailers, 10 distributors and one
factory. We generated daily customer demand data for ten years, which fits Poisson
distribution, added sinusoidal seasonality for weekdays. After data generation, we
simulated orders and investigated chaotic dynamics using Lyapunov exponent method.

2. DATA GENERATION

The first step of our research involves constructing a simple supply chain model. Our study
is based on the four level supply chain illustrated in Fig.1 whereas some articles about
bullwhip effect don’t take customer as a level, and place wholesaler between retailer and
distributor (Machuca and Barajas, 2004).

Fig.1. Diagram of Our Supply Chain Model

<@ ORDERS

100 0
Factory Dlstrlbutors Retailers —_ Customers

PRODUCTS mp>

After constructing the chain system, we generated random numbers as customers’ orders
to retailers, which fit homogenous Poisson distribution. The Poisson distribution
expresses the independent probability of an event occurring in an interval of time, with
certain average (Gullberg, 1997). This distribution can be used conveniently while
generating arrivals or orders.

Poisson distribution focuses on a random variable that is discrete and countable. The
expected value of an event’s occurrence, which is independent of the previous event, is
shown as a. The probability of a positive integer of k event occurrence is given by;

ake_“

flk,a) =

where e is the base of the natural logarithm.

While generating 3650x100 demand data for 100 retailers, we choose a=4 for our
simulation hence mean u and variance o’ equal to 4. For the purpose of making data more
realistic and differentiating weekdays, we added sinusoidal seasonality S to the demand
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data A, therefore, weekends would have more demand. The sinusoidal equation is shown
below:

S = [2 (sin (27nmod(A, 7)) + 1)]

After taking the integer value of the result, no subtraction would take place; only 0 to 3
demands would be added to the daily demand data. After generation of the data, we
started our simulation to expose bullwhip effect.

3. SIMULATION

The simulation model has these assumptions; all retailers have 10 safety stock capacity and
order to related distributor when stock levels drop under 5, all distributors have 100
capacity and order to factory when levels are below 50. As expected, order oscillations and
values are increased while moving up to factory, illustrated in Fig. 2.

Fig.2. Simulated Bullwhip Effect
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These values are daily consolidated data of demands from the customers (retailer curve),
of orders to distributor (distributor curve) and to factory (factory curve). As seen on the
figure, fluctuations increase severely, that should make the system become more chaotic
and unpredictable. However, without Lyapunov exponent analysis, it would be a

misjudgment.

Additionally, in order to confirm the output of the simulation, we run the system 10 times
starting from data generation and compared largest Lyapunov exponents with student t-
test.
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4. LYAPUNOV EXPONENT ANALYSIS

Calculation of the largest Lyapunov exponent is mostly used method to discover chaotic
behavior where sign of the largest positive exponent indicates chaos and value of the
positive exponent demonstrate how chaotic the system is.

Although there are numerous major studies about calculating largest Lyapunov exponent
from time series (Wolf et. al., 1985; Echmann et. al., 1986; Sato et. al, 1987; Brown et. al,
1991; Abarbanel et. al., 1993), each method offers only an estimation of the Lyapunov
exponent, not the exact value.

However, estimations are useful when comparing the largest Lyapunov exponents of
multiple data sets. The standardized Lyapunov analysis begins with phase space
reconstruction (Kantz and Schreiber, 1997).

X(®) = {x(),x(t+71)..x[t + (m — D]}

In this equation m is embedding dimension and t is embedding delay. Selecting these
parameters correctly is the main issue for single time series. The embedding delay is
estimated using autocorrelation and mutual information functions. Autocorrelation
function displays linear dependency between X(t) and X(t+t). The first zero-crossing point
of autocorrelation graph gives proper delay value (Buzug and Pfister, 1992) and also the
first minimum of mutual information function usually should point the same value (Fraser
ve Swimney, 1986).

The embedding dimension is usually estimated using false nearest neighbors in
accordance with Takens’ theorem (Takens, 1981). This dimension identifies the factors
that affect main variable of the time series, additionally determines the Lyapunov
spectrum. In other words an m dimensional system has m Lyapunov exponents. The
nearest neighbor of each point is found by searching for the point which minimizes the
distance to a particular point. After iterations the neighbors are moving apart from each
other that clarifies it was a false neighbor. At some point, false neighbors become zero;
herewith the first minimum point of false nearest neighbor graph states the embedding
dimension. Thus, the largest Lyapunov exponent is estimated with calculating separation
rate of the neighbors (Rosenstein et. al., 1993)

5. RESULTS

This study depends on comparisons of Lyapunov exponents; therefore we estimated
embedding dimension m and embedding delay t for the first simulation and hold them
constant for the others. Calculation of m and tis illustrated in Fig.3.
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Fig.3. Example of embedding delay (on the left) and embedding dimension (on the
right) graphs
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Actually, these parameters do not fluctuate over simulations, taking m=5 and =10 as
constants for all analysis doesn’t cause inaccuracy. For the first simulation, positive
Lyapunov exponents are calculated and are shown in Fig.4. There are two considerable
advices to calculate largest Lyapunov exponent from entire positive exponents: First
method is numerical calculation of largest Lyapunov exponent (Schuster, 2004) which is;

n

1
LLE = lim— ) A;
n-on
i=1
This method is useful for very large number of data set therefore we used the second
method that is estimating largest Lyapunov exponents where the convergence occur

(Peters, 1996). An example of approximate convergence is shown in Fig. 4. below.

Fig.4. Convergence of Largest Lyapunov Exponents
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In this simulation, LLE-Retailer=0.584, LLE-Distributor=0.466 and LLE-Factory=0.406 are
calculated. Wherefore largest Lyapunov Exponent is an average of unpredictability or
global measure of sensitivity of the system to slight changes (Williams, 1997),
predictability increases unexpectedly moving up in the supply chain. The orders of factory
has smaller Lyapunov exponent than others, although it has more oscillation and
amplification.
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After 10 simulation sets, we achieved average largest Lyapunov exponents. The mean of
these exponents is illustrated in Fig.5. with maximum and minimum levels.

Fig.5. Calculated mean, max and min values of Largest Lyapunov Exponents
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The last issue is to determine whether the differences are significant. We made student t-
test for paired means and compared t-stats with two tailed t-critical values for 0.01
significance level. For first two means, which are retailer-distributor and retailer-factory
pairs, t-stats 53.80933 and 28.50217 are significantly larger than t-critical value 3.249834.
Also for distributor-factory pairs, we found t-stat 5.844 that is larger than 3.249834
likewise. The statistical results prove that Largest Lyapunov exponents and chaotic
behavior decreases significantly from retailers to factory.

6. CONCLUSION AND DISCUSSION

Firstly, we have presented a supply chain model and seasonal Poisson data generation in
this paper. As results of the simulations we reached bullwhip effect and searched whether
the bullwhip exhibit chaotic behavior. Hence largest Lyapunov exponent is numerical
indicator of chaos presence, by the method of phase space reconstruction, after
calculating the embedding dimension and delay; we analyzed the largest Lyapunov
exponents of supply chain orders.

Simulation results prove that chaotic behavior of the system decreases while moving on
supply chain from retailers to factory. Largest Lyapunov exponents differ significantly after
3650 days of iterations and 10 repetitions. Generated seasonal retailer’'s demand data has
more unpredictability and chaotic behavior while it has less fluctuation. Against all
expectations, orders to distributors and to factory lead the system to behave less chaotic
while more frequent and amplified oscillations are taking place.
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ABSTRACT

With the start of the use of internet technologies in all areas of human life,
customers have gravitated to perform many processes associated with customer
products or services on companies’ websites and this led to a change in the
customer profile. Today's customers are not willing to just get the cheapest
products or services through the website, but also demand the quality of service
standard which can respond to different expectations. From this point forth, in
order to respond to customers' requests and needs and to keep up with the
competition, companies, started to use the internet technologies intensely. This
situation is also true for the airline companies, providing services to these
companies in the international airline industry; the existence of a quality website is
of the utmost importance. So, an airline companies being able to understand the
relationships among e-service quality, satisfaction and loyalty have become
compulsory in order to maintain profitability. The purpose of this study is to
demonstrate the interrelationships among e-service quality, passenger satisfaction
and passenger loyalty in the airline industry. Within the scope of the research, a
survey prepared by using 5 point Likert scale has been conducted. Surveys have
been applied to 421 domestic and 400 international passengers in various airports
in Turkey. For data analysis; Regression analysis was used. According to the survey
results; it has been concluded that both the e-service quality affects the passenger
satisfaction and the passenger satisfaction affects the loyalty of the passenger
positively. In addition, the findings demonstrated that significant differences exist
between the passenger satisfaction regarding their flight type. What is more,
according to the findings; the airline managers have been made a number of
suggestions.
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HAVAYOLU SEKTORUNDE ELEKTRONIK HiZMET KALITESi, YOLCU MEMNUNIYETi VE
YOLCU SADAKATI iLiSKiSi

Anahtar Kelimeler ~ OZET

Havayolu sektord, internet teknolojilerinin insan yasaminin her alaninda kullaniimaya baslamasi ile
elektronik hizmet birlikte, misteriler Griin ya da hizmetlerle ilgili birgok islemini, isletmelerin internet
kalitesi, yolcu siteleri Uzerinden yapmaya yonelmis ve bu durum, musteri profilinin degismesine
memnuniyeti, yolcu neden olmustur. Gunlmuiz musterileri, internet siteleri Gzerinden sadece ucuz urln
sadakati, Turkiye. ya da hizmet almak istememekte, ayni zamanda farkli beklentilere cevap

verebilecek standartta hizmet kalitesini talep etmektedir.Bu noktadan hareketle
isletmeler, musterilerin istek ve ihtiyaglarina cevap verebilmek ve rekabette geri
kalmamak igin internet teknolojilerini yogun bir sekilde kullanir hale gelmistir. Bu
durum havayolu isletmeleri igin de gegerli olup, uluslararasi bir sektdrde hizmet
veren havayolu isletmeleri igin, kaliteli bir internet sitesinin varligi bliyik 6nem arz
etmektedir. Bu vylzden havayolu isletmelerinin elektronik hizmet kalitesi,
memnuniyet ve sadakat arasindaki iliskiyi tam olarak anlayabilmeleri, karhliklarini
surdurebilmeleri igin zorunlu hale gelmistir.Bu ¢alismanin amaci; havayolu
sektoriinde elektronik hizmet kalitesi, yolcu memnuniyeti ve yolcu sadakati
arasindaki iliskiyi ortaya koymaktir. Arastirma kapsaminda 5’li Likert olgegi ile
hazirlanan anket gergeklestirilmistir. Anketler, Turkiye’deki gesitli havalimanlarinda
421 i¢ hat ve 400 dis hat yolcuya uygulanmistir. Verilerin analizi amaciyla; T-test,
ANOVA ve Regresyon analizi uygulanmigtir. Arastirma sonuglarina goére; elektronik
hizmet kalitesinin yolcu memnuniyetini, yolcu memnuniyetinin de yolcu sadakatini
olumlu yoénde etkiledigi sonucuna ulasilmistir. Ayrica yolcularin havayolu
isletmesine yonelik sadakati, ugus tipine gore anlamli bir farklilik géstermektedir.
Bulgulara gore de; havayolu isletmeleri yoneticilerine bir takim o6nerilerde
bulunulmustur.

1. GiRiS

Gunldmizde internet teknolojilerinde hizli gelismeler yasanmakta ve bu gelismeler tim
diinyada oldugu gibi Tirkiye’ye de yansimaktadir. Buna goére internet kullanici sayisinin
2015 yih sonunda, diinyada 3 milyara, Tirkiye’de ise 45 milyona ulasacagl tahmin
edilmektedir(http://webrazzi.com/2014/11/21/emarketer-2015-3-milyar-internet).
Diinya’daki internet kullanicilarinin yaklasik % 40’inin, internet Gzerinden alisveris yaptig
tahmin edilmektedir (http://www.statista.com/markets/413/e-commerce/). Diger bir
ifade ile isletmelerin kurumsal internet siteleri, yalnizca kendilerini tanitma mecrasi
olmaktan ¢ikmis, mevcut ve potansiyel misterilerine Urilin ya da hizmetlerini sunduklari bir
ortama donismistiir. Bu kapsamda 2014 yilinda diinya e-ticaret hacmi 1,5 trilyon dolar,
Turkiye’de ise 20 milyar lira oldugu belirlenmistir (http://www.milliyet.com.tr/turkiye-de-
e-ticaret-20-milyar/ekonomi/detay/2061378/default.htm). Bankalararasi Kart Merkezi
(BKM)'ne gore, Ulkemizde 2014 yilinda internet lzerinden yaklasik 40 milyar TL’lik alisveris
yapiimis olup, en fazla giyim, aksesuar, konaklama ve havayolu gibi alanlar 6n plana
cikmaktadir (http://www.bkm.com.tr/basin/kart _monitor 2014.pdf).

Dolayisiyla her sektérdeki isletmenin, buartan internet kullanim oranlarini dikkate alarak,
internet ortaminda bir isletmeyi tanitan tekolgu olan internet sitelerini (Kirgova, 2005: 12)
etkin bir sekilde kullanmalarinda fayda bulunmaktadir. Yukaridaki bilgiler 1siginda
isletmeler, internet teknolojilerini siklikla kullanarak, daha az maliyetle daha hizli bir
sekilde, daha fazla misteriye ulasabilecek, mevcut ve potansiyel misterilerinin istek ve
ihtiyaclarini daha dogru bir sekilde belirlemek suretiyle s6z konusu taleplere daha ¢abuk
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cevap verebilecektir (Sari ve Kozak, 2005: 257; Porter, 2001: 65; Razak ve digerleri, 2009:
40). Bu yoniyle internet teknolojileri isletmelere rekabetci avantaj saglayabilmektedir.

internet sitelerinin etkilesimli yapisi ve sirekli bilgi saglama ozelliklerinden dolays,
isletmelere, mevcut ve potansiyel misterileri ile uzun vadede iliski saglama avantaji
saglayabilmektedir (Bauer vd., 2002: 155). Bu noktadan hareketle,isletmelerinetkin bir
internet sitesi tasarlamalari, bu mecra (izerinden iletisim halinde olduklari musteri
deneyimlerini takip etmelerine ve internet sitesi kalite boyutlarini belirlemelerine bagh
olabilecektir (O’Cass ve Carlson, 2012: 419).isletmelerin internet vasitasi ile mevcut
musterileri elde tutabilmeleri ve yeni misteri kazanabilmeleri igin; internet sitesinin dogru,
anlasihr ve kullanish (Taylor ve England, 2006: 83), hizli, kullanici dostu ve yiksek nitelikli
hizmet sunan (Bayram ve Yayl, 2009: 349), tiketicileri cezbedebilen, glvenli, kullanici
memnuniyetini ve sadakatini saglayacak sekilde tasarlanmalari olduk¢a 6nemlidir (Liu ve
Arnett, 2000: 24; Cox ve Dale, 2002: 864). Aksi tatdirde, kullanicilarin beklentilerini tam
olarak karsilayamayan internet sitesine sahip isletmeler, mevcut kullanicilarini kaybetme
riski ile karsi karsiya kalabilecektir (Bayram ve Yayli, 2009: 350; Tan ve Tung, 2003: 65).

internet bilgi teknolojileri, teknoloji devir hizi ve kullaniminin olduk¢a yiiksek oldugu
havacilik sektoriinde de yogun bir sekilde kullaniimakta ve havayolu isletmelerine
rekabetgi avantajlar saglamaktadir (Hanke ve Teo, 2003: 22;
http://www.sita.aero/globalassets/docs/surveys--reports/airline-it-trends-survey-
2014.pdf).

Ayrica havayolu isletmeleri, kurumsal internet siteleri araciligl ile geleneksel dagitim
kanallarini daha az kullanmak suretiyle, maliyet avantaji kazanmakta ve yolculari ile
dogrudan iletisim kurma firsati elde edebilmektedir (Nyshadham, 2000: 144; Tsai vd.,
2005: 788; Lubbe, 2007: 75). Yolcular da, havayolu isletmelerinin internet siteleri
aracihgiyla daha disiik fiyattan bilet alabilmekte, rezervasyon, check-in ve boarding gibi
ugus islem sireclerini de daha kolay ve hizli bir sekilde yapabilmektedir. Bu durum
yolcularin havayolu isletmeleri ile sanal ortamda daha fazla iletisime ge¢cmelerine zemin
hazirlamaktadir (Wei ve Ozok, 2005: 1263).

Airline Business dergisi ve SITA’nlnlhavaonu isletmelerine yonelik yapmis olduklari
arastirma sonuglarina gore; glinimiizde havayolu isletmelerinin biliyik bir kismi, internet
siteleri ya da mobil telefonlar araciligi ile yolcularina ugusla ilgili islemleri yapabilme imkani
sunmaktadir. 2017 yili sonunda bu 6zelligi sunan havayolu isletmesi sayisinin % 75
bulacagi  tahmin  edilmektedir  (http://www.sita.aero/globalassets/docs/surveys--
reports/airline-it-trends-survey-2014.pdf).

Ancak bu isletmelerin bliyik bir cogunlugu internet sitelerinin ne kadar basarili oldugu
konusunda bilgi sahibi degildir (Lee ve Kozar, 2006: 1385; Phippen vd., 2004:286). Bu
ylzden diger sektorlerde faaliyet gOsteren isletmeler gibi havayolu isletmelerinin de
kaliteli bir internet sitesine sahip olabilmeleri igin, internet sitelerini ilk andan itibaren iyi
tasarlamalari ve duzenli aralklarla degerlendirerek, eksik konularda iyilestirmeler
yapmalari gerekmektedir. Yogun rekabetin yasandigi havayolu tasimaciigr sektori

! SITA (Société Internationale de Télécommunications Aéronautiques): Hava tasimacilig endistrisinde faaliyet
gosteren igsletme, kurum ve kuruluslara kiresel élgekte bilgi ve telekomiinikasyon hizmeti sunan bir kurulus.
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acisindan, yolcu memnuniyetinin belirleyicilerinden biri oldugu distinilene-hizmet kalitesi,
yolcu memnuniyeti ve yolcu sadakati arasindaki iliskinin incelenmesi giderek daha biylk
onem kazanmaktadir. Uluslararasi literatlirde nispeten daha ¢ok incelenmis olan, ancak
Tirkiye’de bu konulari igeren galismalarin kisitl olmasindan dolayi, bu ¢alismada yolcularin
etkilesim halinde oldugu havayolu isletmesinin e-hizmet kalitesi hakkindaki distinceleri,
memnuniyet ve sadakat durumlari incelenmeye calisiimistir.

2. LITERATUR ARASTIRMASI
2.1. E-Hizmet Kalitesi

Son vyillarda sanal pazarlarin gelisimi ile birlikte isletmeler hizmetlerini geleneksel
ortamlardan, sanal ortamlara tasimislardir (Chang vd., 2009: 423). Sanal ortamlarda,
geleneksel hizmet sunumundan farkh olarak kullanicilar, bir insana gerek olmadan, kendi
kendilerine, isletmelerin internet siteleri ile etkilesim igerisine girmektedir (Celik ve
Basaran, 2008: 130). Bu noktadan hareketle isletmeler, hem geleneksel hem de sanal
hizmet ortamlan ile rekabet edebilmek, yeni musteriler elde edebilmek ve mevcut
misterileri ellerinde tutabilmek, pazar paylarini koruyabilmek ve karliliklarini arttirabilmek
amaciyla, sunduklari e-hizmet kalitesine gereken 6nemi vermelidirler (Zeithaml, 2002: 135;
Celik ve Basaran, 2008: 130). Arastirmalar gostermektedir ki, isletmeler internet
sitelerindeki kot hizmet kalitesinden dolayi, milyar dolarlk satis kayiplari yasamaktadir
(Madu ve Madu, 2002: 253).

Elektronik pazar ortamlarinda yeni misteri kazanmak ve elde tutmak oldukga gii¢ ve
pahali olabilmektedir (Altinkemer ve Ozgelik, 2009: 41). Ciinkii sanal ortamlarda,
musterilerin katlanacaklari degisim maliyeti yok denecek kadar azdir (Lin vd., 2008: 1).
Ornegin bir yolcu icin, bir havayolu isletmesinin internet sitesinden yararlanirken, kéti bir
hizmetle karsilasmasi sonucunda, baska bir havayolu isletmesinin internet sitesine
gecmesi, oldukca kolay ve zahmetsizdir. Dolayisiyla havayolu isletmelerinin internet siteleri
Gzerinden kaliteli hizmet sunmalari, isletmelerin basarisi agisindan son derece 6nemlidir.

E-hizmet kalitesi, internet sitelerine yonelik ozelliklerin, alisveris, satin alma ve teslimat
asamalarinda etkin ve verimli olma 6lgtistdir (Zeithaml vd., 2000: 11). Zeithalm vd. (2002:
362-376); kullanicilarin etkilesim halinde olduklari isletmelerin internet sitelerinde e-
hizmet kalitesini degerlendirmelerine iliskin, e-hizmet kalitesi (e-SERVQUAL) olcegini
gelistirmistir. Modelin ana unsurlarini etkinlik, gerceklesme, givenirlik ve gizlilik
olusturmaktadir. Bu unsurlarin haricinde kullanicilarin herhangi bir sorunla karsi karsiya
kalmalari durumunda devreye giren, tepkisellik, telafi ve karsilasma boyutlar
bulunmaktadir (Chang vd., 2009: 425; Yiuksel, 2007: 531).

Buna gore etkinlik; musterilerin bir internet sitesine kolayca ulasabilmesi, istedikleri Grin
ve hizmeti bulabilmesi ve bu islemleri daha az g¢aba ve zaman harcayarak
gerceklestirebilmesini ifade ederken, gerceklesme; s6z verilen hizmetin yerine getirilmesi,
stokta Uruiniin bulunmasi ve uUrilinlerin s6z verilen zamanda misteriye teslim edilmesidir.
Guvenirlik; internet sitesinin teknik alt yapisiyla ilgili olup, 6zellikle internet sitesinin
ulasilabilir ve islevsel olmasi olarak tanimlanirken, gizlilik ise; musterilerin kredi karti
bilgilerini ve satin alma davranislarina yonelik bilgilerini, Uglinci sahislarla
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paylasilmamasidir (Chang vd., 2009: 425 - 426). Bu calismada, e-hizmet kalitesinin bu
boyutlarindan yararlaniimistir.

2.2. Miisteri Memnuniyeti

Oliver’e gore (1999) misteri memnuniyeti; bir Griin ya da hizmetin tiiketimi sonucunda o
Urin ya da hizmetin tlketicinin bazi arzu, istek ve ihtiyaglarini karsilamasi ve bu
karsilamanin sonucu olarak tiketicinin tatmin dizeyinin keyif verici olmasi seklinde
tanimlanmaktadir. Nykiel (2005: 200) misteri memnuniyetini; misterilerin beklentileri ile
miusterilerin irlin ya da hizmetlere karsi algiladiklari degerin toplami olarak belirlemistir.

Misteri memnuniyetine yonelik bir baska tanimda; musterilerin Griin ya da hizmetlere
yonelik beklentileri ile s6z konusu Uriin ya da hizmetlerin tiketiminden sonraki durum
arasindaki algilanan farkin degerlendirilmesidir (Tse ve Wilton, 1988: 204).

Musteri memnuniyetinin tanimlanmasi, hizmetlerin etkin dagitimi icin olduk¢a 6nemli
olabilmektedir. ~ Ayrica, memnun bir muisteri isletmelere ciddi avantajlar
saglayabilmektedir. Bu avantajlar; musterilerin s6z konusu isletmelerin siirekli misterisi
olma durumunu arttirma, isletmenin {rlin ya da hizmet portfoyiiniin daha fazla istek ve
ihtiyaclar karsilamasi, olumlu agizdan agiza iletisimi ve marka sadakatini arttirma,
markasinin degerini arttirma ve bundan dolayr ayni Urin ya da hizmeti daha yiksek
fiyattan satma, fiyat elastikiyetini azaltma, isletmenin itibarini ve misteri yasam boyu
degerini arttirma olabilmektedir (Cronin ve Taylor 1992: 125; Boulding vd., 1993: 16;
Anderson 1998: 5; Yiksel ve Rimmington, 1998:63; Bolton vd., 2000:103; Reinartz ve
Kumar 2003:80; Russ, 2006: 1; Fornel, 1992:10).

Bu kapsamda degerlendirildiginde, havayolu isletmeleri de, s6z konusu bu avantajlardan
yararlanabilmek ve rekabetci avantaj elde edebilmek adina, yolcularin istek ve ihtiyaclarini
anlayabilmeli ve onlarin bu istek ve ihtiyaclarini karsilayabilecek nitelikte kaliteli hizmetler
sunabilmelidir.

Muisteri memnuniyetinin, musteri sadakatinin oncillerinden biri oldugu konusunda
uzlasma s6z konusudur (Morgan ve Hunt, 1994; Forgas vd., 2010). Sadik misteriler her
zaman memnun miusteriler degildir, ancak memnun miusteriler sadik misteri olma
egilimindedir (Fornell, 1992: 7).

2.3. Miigsteri Sadakati

Son yillarda gelisen teknoloji ve kiiresellesmeyle beraber, sinirlar ortadan kalkmis, kisi ya
da kurumlar, diinyanin diger ucundaki isletmelerden mal ya da hizmet satin alabilir hale
gelmistir. Dolayisiyla is dinyasinda rekabet olduk¢a cetindir ve isletmeler misteri
kazanmak adina birbirleriyle yarismaktadir. Boyle bir ortamda misteriyi kazanarak,
isletmenin sadik misterisi haline getirmek isletmeler agisindan oldukga 6nemlidir.

Cunki{ yeni bir muisteri kazanmanin maliyeti, eski misteriyi elde tutma maliyetine oranla
oldukga yuksektir (Lin ve Wang, 2006: 272). Yeni bir misterinin kazanilmasinin maliyeti,
eski musterinin elde tutulma maliyetine oranla 6 kat daha fazladir (Atalk, 2005: 2). Tiim bu
durumlar gz 6ninde bulunduruldugunda, isletmeler agisindan misteri sadakati kavrami
daha da 6nem kazanmaktadir.
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Musteri sadakati ile ilgili hem ulusal hem de uluslararasi literatiirde farkh tanimlamalar
mevcuttur. Oliver (1999: 34)'a gbére misteri baghhg;; tim durumsal etkenlere ve
pazarlama ¢abalarina ragmen, musterilerin tercih edilen trtin/hizmetin gelecekte yeniden
musterisi olmak ya da yeniden o urtin/hizmeti satin almak igin derin bir baglanma hissiyati
ve bunu yapabilmek adina ayni markayl satin alma tekrarina musterilerin kendilerini
adamalaridir. Dick ve Basu (1994: 99-113)’ya gore miusteri sadakati ise, bireylerin sosyal
normlar ve durumsal faktérler araciligi ile bir Grin/hizmete karsi nispi tutumlari ile o
drin/hizmetin yeniden musterisi olma arasindaki iliskidir. Musteri sadakatine yonelik bir
baska tanim ise, misterilerin bir marka ile iliskisini devam ettirmek istemesidir (Cyr vd.,
2007: 45).

Tim bu tanimlamalara bakildiginda midsteri sadakati ile ilgili olarak iki ayri yon
bulunmaktadir. Bunlardan ilki misteri sadakatinin davranissal yon, ikincisi ise musteri
sadakatinin tutumsal yonudir. Musteri sadakatinin davranissal yonl, miusterilerin
isletmelerin sunduklari mal/hizmetleri tekrarl olarak satin alma eylemi ile ilgilidir. Misteri
sadakatinin tutumsal yoni ise, musterilerin isletmelerin Grettikleri mal ya da hizmetlerini
tekrarl olarak satin almasa dahi, o mal ya da hizmetle ilgili cevresindeki insanlara olumlu
sozler soylemesi, baskalarini tesvik etmesi ile ilgilidir (Cati ve Kogoglu, 2008: 169).

Bu arastirma kapsaminda olusturulan sorular ve arastirma modeli asagidaki gibidir:

Tablo 1: Arastirma Hipotezleri

H1 Havayolu hizmetlerinde, e-hizmet kalitesi ile yolcu memnuniyeti arasinda anlamli bir iligki vardir.

H2 Havayolu hizmetlerinde, yolcu memnuniyeti ile yolcu sadakati arasinda anlamli bir iligki vardir.

H3a  Havayolu isletmesi yolcularinin memnuniyet dlzeyleri, cinsiyete gore anlamli bir farklilik gostermektedir.

H3b  Havayolu isletmesi yolcularinin memnuniyet dlzeyleri, yasa gére anlamli bir farkhlk géstermektedir.

H3c  Havayolu isletmesi yolcularinin  memnuniyet dlzeyleri, ugus tipine gore anlamh bir farkhhk
gostermektedir.

H3d Havayolu isletmesi yolcularinin memnuniyet dizeyleri, ugus amacina gore anlamli bir farklilik
gostermektedir.

H3e Havayolu isletmesi yolcularinin memnuniyet duzeyleri, ugus sikligina goére anlamli bir farklilik
gostermektedir.

H4a  Havayolu isletmesi yolcularinin sadakat diizeyleri, cinsiyete gore anlamli bir farklilik gostermektedir.

H4b  Havayolu isletmesi yolcularinin sadakat diizeyleri, yasa gére anlaml bir farklihk gostermektedir.

H4c  Havayolu isletmesi yolcularinin sadakat diizeyleri, ugus tipine gore anlaml bir farklihk géstermektedir.

H4d  Havayolu isletmesi yolcularinin sadakat diizeyleri, ugus amacina gére anlamli bir farklilik géstermektedir.

H4e  Havayolu isletmesi yolcularinin sadakat dizeyleri, ugus sikhigina gére anlamli bir farklilik géstermektedir.

Sekil 1: Aragtirma Modeli

E-hizmet kalitesi

Yolcu memnuniyeti

Demografik ve
Ugus Bilgileri

- Cinsiyet - Ugns Tipi
- Yas - Ugug Amact
- Ugus sikligs

Yolcu Sadakati

H4
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3. YONTEM

Bu boliimde arastirma kapsaminda anket sorulari, verilerin toplanmasi, verilerin analizi ve
analiz sonuglart ile ilgili bilgiler yer almaktadir.

3.1. Anket Sorulari

Arastirmaya yonelik anket calismasi, 2 bélimden olusmaktadir. ilk béliimde, yolcularin
havayolu isletmelerinin internet sitelerine yonelik elektronik hizmet kalitesi, yolcu
memnuniyeti ve yolcu sadakatine vyonelik sorular, Kuang-Wen Wu (2006) nun
calismasindan yararlanarak olusturulmus ve havacilik sektériine uyarlanarak son hali
verilmistir. Degiskenlere yonelik sorular, (1) Kesinlikle katimiyorum ..... (5) Kesinlikle
katiliyorum seklinde 5’li Likert &lcegiyle hazirlanmistir. ikinci béliimdeisekatilimcilarin
demografik 6zellikleri ve ugus bilgilerini iceren; cinsiyet, yas, ortalama aylik gelir, egitim
durumu, milliyeti, ugus tipi, ugus amaci ve ugus sikligi ile havayolu isletmesi tercihini kimin
yaptigina yonelik sorular yer almistir.

3.2. Verilerin Toplanmasi

Arastirma kapsaminda, Tirkiyenin dort biyiik havalimaninda (istanbul, Ankara, izmir ve
Antalya) seyahat eden havayolu yolcularina yonelik, hem ic hem de dis hat terminalinde
olmak Uzere, kolayda 6rnekleme yontemi ile ylz ylize anket calismasi gerceklestirilmistir.
Arastirmaya konu olan degiskenlerden birinin, elektronik hizmet kalitesi olmasindan dolayi
katilimcilara oncelikle, seyahat etmeyi tercih ettikleri havayolu isletmesinin internet
siteleri Uzerinden rezervasyon / bilet satin alim islemi yapip yapmadiklari sorulmus, bu
soruya olumlu yanit verenler, anketi yapmaya davet edilmistir. Bu kapsamda, 500 i¢ hat,
500 dis hat yolcusuna anket uygulanmis, ancak gegersiz anketlerin bulunmasi nedeniyle,
421 ic hat 400 dis hat yolcu anketi analize tabi tutulmustur.

3.3. Verilerin Analizi

Verilerin analizi amaciyla; parametrik testlerden Regresyon Analizi, T-test ve Varyans
Analizi (ANOVA) uygulanmistir. Demografik verilerin analizinde frekans tablolari
olusturulmustur. Havayolu isletmelerinin yolcularina yonelik olusturulan e-hizmet kalitesi,
memnuniyet ve sadakat sorularina glvenilirlik analizi yapilmistir. Analiz sonucunda
Cronbach Alfa Katsayisi; e-hizmet kalitesi icin 0.958, misteri memnuniyeti icin 0.743,
misteri sadakati icin ise 0.905 olarak hesaplanmistir.

3.4. Analiz Sonuglari

Demografik bilgiler incelendiginde; katilimcilarin %33.1’i kadin, %57.1'i erkektir.
Katilimcilarin en fazla yer aldigi yas grubu 20 — 39 (% 64.9) olup, %53.5’i tiniversite ve Gzeri
egitim derecesine sahiptir. Katilimcilarin %51.3’0 ig, % 48.7’si ise dis hat yolcusudur. Tirk
yolcular (%65.4), diger (lke yolcularindan (%34.6) daha fazladir. Katilimcilarin ortalama
aylik gelirleri ortalama 1000 — 3000 $ arasindadir. Yolcularin seyahat amaglar
incelendiginde; en fazla eglence (% 30.6)ve arkadas / akraba ziyareti (% 23) oldugu
gozlemlenmistir. Ankete katilan yolculara havayolu tercihlerini kimin yaptigi sorulmus %
60.2'sinin havayolu tercihini kendisinin yaptigi belirlenmistir. Katihmcilarin ortalama ugus
sikligr yilda birdir (% 21.3). Son olarak katilimcilara, havayolu tercihlerinde etkili olan
faktorlerin ne olduguna yonelik fikirleri alinmistir. Buna gore fiyat, % 44.6 ile havayolu
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tercihinde en oOnemli etken olarak karsimiza c¢ikmaktadir. Fiyati, % 19 ile ge¢mis
deneyimler, % 13.6 ile reklamlar, % 9.1 ile tavsiye ve %13.6 ile diger sebepler takip
etmistir.

E — hizmet kalitesinin yolcu memnuniyeti tzerinde (H1), yolcu memnuniyetinin de yolcu
sadakati (H2) Uzerindeki iliskiyi ortaya ¢ikarabilmek amaciyla Basit Regresyon analizi
uygulanmistir. Havayolu isletmelerinin yolcularina yonelik, memnuniyet ve sadakatlerine
yonelik degerlendirmeleri, demografik 6zelliklere bagh olarak T-Testi ve Varyans (ANOVA)
analizi yontemleri kullanilarak incelenmistir.

E-hizmet kalitesiyle yolcu memnuniyeti arasinda iliski olup olmadigi arastirilmistir.
Regresyon analizine iliskin sonuclar, tablo 2’deki gibidir.

Tablo 2: E-Hizmet Kalitesi ile Yolcu Memnuniyeti Arasindaki iliskiye iliskin Regresyon Tablosu

Model Standardized Coefficient (B) t-value Sig.
Bagimh degisken: Yolcu memnuniyeti

Constant - 15.508 0.000
E-hizmet kalitesi 0.472 15.325 0.000

R? =0.223; F-value = 234.86; df = 1, 819; Adjusted R? = 0.222; Significance=0.000

Tablo 2’de de goriildagi gibi; e-hizmet kalitesi ile miusteri memnuniyeti arasinda iliski
oldugu ve e-hizmet kalitesinin misteri memnuniyetinin anlamli bir aciklayicisi oldugu
gorulmektedir. R = 0.472, R = 0.223, F (1, 819) = 234.86, p<0.05. Miisteri memnuniyetine
yonelik toplam varyansin % 22’sinin, e-hizmet kalitesi ile agiklandigi belirlenmistir.
Dolayisiyla H1 hipotezi kabul edilmistir. Yolcu memnuniyeti ile yolcu sadakati arasinda iligki
olup olmadigi arastirilmistir. Regresyon analizine iliskin sonuglar, tablo 3’deki gibidir.

Tablo 3: Yolcu Memnuniyeti ile Yolcu Sadakati Arasindaki iliskiye iliskin Regresyon Tablosu

Model Standardized Coefficient (B) t-value Sig.
Bagiml degisken: Yolcu sadakati

Constant - 13.352 0.000
Yolcu memnuniyeti 0.519 17.378 0.000

R? = 0.269; F-value = 301.99; df = 1, 819; Adjusted R? = 0.269; Significance=0.000

Muisteri memnuniyetinin, musteri sadakatinin 6nemli bir agiklayicisi olup olmadig
arastirmak amaciyla yapilan basit regresyon analizi sonucunda; misteri memnuniyetinin,
musteri sadakatinin anlamli bir aciklayicisi oldugu gérilmektedir. R = 0.519, R? = 0.269, F
(1, 819) = 301.99 p<0.05. Musteri sadakatine yonelik toplam varyansin % 27’sinin, misteri
memnuniyeti ile aciklandigi ifade edilebilmektedir. Dolayisiyla H2 hipotezi kabul edilmistir.

Yolcularin havayolu isletmesine yoénelik memnuniyeti; cinsiyete, yasa, ugus tipine, ucus
amacina ve ugus sikhigina gére, p>0.05 oldugundan, anlamli bir farklihk géstermemektedir.
Dolayisiyla, H3a, H3b, H3c, H3d ve H3e reddedilmistir.

Yolcularin sadakat diizeylerinin, ugus tipine bagli olarak farklilasma durumuna iliskin analiz
sonuglari tablo 4’te sunulmustur.

Tablo 4: Yolcularin Sadakat Diizeylerinin Ugus Tipine Gére T — Testi Sonuglari

Ugus Tipi N X S sd t p
i¢c Hat 421 375 092 739 217 0.03
Dis Hat 320 3.60 0.90
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Yolcularin havayolu isletmesine karsi sadakati, ugus tipine gére anlaml bir farkhlik
gdstermektedir, t (739) = 2.17, p<0.05. H4c kabul edilmistir. i¢c hat yolcularin havayolu
isletmesine karsi sadakati (X = 3.75), dis hat yolcularin havayolu isletmesine karsi
sadakatine gore daha vyiksektir. Yolcularin havayolu isletmesine karsi sadakatleri;
cinsiyete, yasa, ugus amacina ve ugus sikhgina gore, p>0.05 oldugundan, anlamh bir
farkliik gostermemektedir. Dolayisiyla, H4a, H4b, H4d ve H4e reddedilmistir.

Analiz sonuclari dogrultusunda elde edilen nihai model sekil 2’de verilmistir.

Sekil 2: Nihai Model

H1 p=0.000
Yolcu memnuniyeti

H2 p=0.000

Demografik ve
Ugus Bilgiler:

H4c p=0.03

- Ugus Tipt

Havayolu isletmeleri yolcularin e-hizmet kalitesine yonelik disiinceleri ile memnuniyet ve
sadakat diizeyleri, faktor bazinda tanimlayici istatistikler yardimi ile incelenmis ve g¢ikan
sonuglar tablo 5’'te sunulmustur.

Tablo 5: Yolcularin Seyahat Ettikleri ve Etkilesim Halinde Olduklari Havayolu isletmesine Yonelik E-
Hizmet Kalitesi, Memnuniyet ve Sadakat Duizeylerinin Degerlendirilmesi

N Minimum Maksimum Ortalama Std. Sapma
E-Hizmet Kalitesi 821 1.00 5.00 3.76 0.81321
YolcuMemnuniyeti 821 1.00 5.00 3.43 0.77294
YolcuSadakati 821 1.00 5.00 3.67 0.89092

Tablo 5'te de gorildiigu gibi yolcularin, etkilesim halinde olduklari havayolu isletmelerinin
internet siteleri ile ilgili e-hizmet kalitesine ve havayolu isletmelerinden satin aldiklari
hizmetle ilgili sadakate yonelik genel degerlendirmeleri “Katiliyorum” ifadesine karsilik
gelen “4” degeri yakininda toplanmistir. Buradan, yolcularin hizmet satin aldiklari havayolu
isletmesinin e-hizmet kalitesinden memnun olduklari ve o isletmeye karsi sadik olduklari
sonucuna ulasilabilir.  Ancak katihmcilarin  havayolu isletmesinin hizmetlerinden
memnuniyetlerine yonelik genel degerlendirmelerinin ise, “Kararsizim” ifadesine karsilik
gelen “3” degeri etrafinda toplandigl ve memnuniyetlerinin orta diizeyde oldugu tespit
edilmistir.

4. BULGULAR VE SONUC

Bu calismada, havayolu ile seyahat eden yolcularin etkilesim halinde olduklari havayolu
isletmesinin internet sitelerinin e-hizmet kalitesine yonelik distnceleri ile yolcu
memnuniyeti ve sadakatleri arasindaki iliski incelenmistir. Katilimcilarin demografik
bilgilerine bakildiginda, ankete katilan yolcularin biyik bir kisminin erkek, geng, yiksek
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egitim seviyesine sahip ve c¢ogunlukla 1000 — 3000 $ arasi gelire sahip olduklan
saptanmistir. Arastirmaya dahil olan i¢ ve dis hat yolcu oranlari birbirine yakin olup, Tark
yolcular diger llke yolcularindan fazladir. Yolcular en fazla eglence amagli ve ortalama
yilda bir kez seyahat etmekte, havayolu isletmesi tercihlerini blylik ¢ogunlukla kendileri
yapmakta ve bu tercihi etkileyen en o6nemli unsur olarak fiyati kabul ettiklerini
belirtmektedir.

Havayolu isletmesi yolcularinin, havayolu isletmesinin internet sitelerine yonelik e-hizmet
kalitesi ile yolcu memnuniyeti arasinda iliski oldugu, e-hizmet kalitesinin yolcu
memnuniyetinin anlamh bir agiklayicisi oldugu belirlenmistir. Mouakket ve Al-hawari
(2012: 46) ile Lau vd., (2011: 200)’lerinin g¢alismalarinda da, benzer sonuglar elde
edilmistir. Literatlirdeki calismalara paralel olarak (Nadiri vd.,2008; Karatepe ve Ekiz, 2004;
Zeithaml vd., 1996; Cronin ve Taylor, 1992), bu calismada yolcu memnuniyeti ile yolcu
sadakati arasinda iliski oldugu, yolcu memnuniyetinin yolcu sadakatinin anlamh bir
aciklayicisi oldugu tespit edilmistir. Ancak her iki sonug da degerlendirildiginde, s6z konusu
degiskenlerin, bagiml degiskenler Uzerinde diisiik dizeyde aciklayici etkisinin oldugu
gorilmektedir. Dolayisiyla yolcu memnuniyeti ve sadakati tzerinde etkisi olabilecek diger
degiskenlerin de analize dahil edilmesi, yolcularin memnuniyet ve sadakat diizeylerinin
arttirilabilmesi agisindan son derece énemlidir. Katilimcilarin demografik ve ugus bilgileri
ile yolcu memnuniyeti ve sadakati arasindaki iliskiyi ortaya koyabilmek adina yapilan T-test
ve Varyans analizleri neticesinde, yolcu memnuniyeti ile s6z konusu bu bilgiler arasinda
higbir anlamli iliski bulunamamistir. Yolcu sadakati ile ilgili olan iliskileri incelendiginde ise,
yolcu memnuniyetinden farkli olarak sadece ugus tipine gore anlamli bir iliski tespit
edilebilmis, diger bilgiler ile anlamh bir fark ortaya ¢ikmamistir. Bu dogrultuda, i¢ hat
yolcularin, dis hat yolculara kiyasla daha sadik olduklari sdylenebilirse de, ortalamalar
kiyaslandiginda aralarinda g¢ok buyik fark tespit edilememistir. Son olarak, arastirmaya
katilan yolcularin e-hizmet kalitesi, memnuniyet ve sadakat degiskenlerine yodnelik
dislinceleri incelendiginde, yolcularin seyahat igin kullandiklari havayolu isletmelerinin e-
hizmet kalitesinden memnun olduklari ve bu isletmelere sadik olduklari, ancak genel
memnuniyet dlizeylerinin orta diizeyde oldugu tespit edilmistir.

Bu yiizden havayolu isletmelerinin yolcularin memnuniyetini etkileyen e-hizmet kalitesine
ek olarak, diger faktorleri de belirlemeleri, yolcularin memnuniyet dizeylerini sirekli
olarak arastirmasi, memnuniyetsizlige neden olan faktorlerin belirlenerek gerekli
iyilestirmelerin yapilmasi, isletmelerin uzun vadede basarilari icin son derece 6nemlidir. Bu
calismada, e-hizmet kalitesinin yolcu memnuniyeti Uzerindeki etkisi ¢alisiimistir. Yolcu
memnuniyeti Uzerinde; fiyat, hizmet kalitesi, kurumsal imaj, algilanan deger, giiven gibi
pek cok faktor etkili olabileceginden, bundan sonraki ¢alismalarda bu degiskenlerin de
dikkate alinmasi; hem literatiire hem de havayolu isletmelerine katki saglamak agisindan
faydali olabilecektir.
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ABSTRACT

Logistics industry is of particular importance for companies by means of serving
their customers at correct time, price and amounts. The quality of service is
targeted to be increased by the investments made to the technological
developments which affect the performance of the employee in the logistics
industry. The developments experienced at information and communication
technologies provide competitive advantage to the businesses. However, they can
also cause negative results over the performance of employees due to the stress
caused by continuous tracking and work load. Within this scope technology-based
control systems which control the drivers at work in the logistics industry
examined initially in this study. Later, the effects of systems on drivers have been
determined by survey method. For his purpose, 547 questionnaires were
obtained from 168 logistics companies operating in Turkey. The data obtained
analyzed by using SPSS 15 statistical software. By the analysis of data obtained
from the surveys, it is determined that the technology-based control systems
have effects on the behaviors of employee at work.

TEKNOLOJi TABANLI KONTROL SISTEMLERININ LOJISTiIK SEKTORUNDE CALISANLARIN i$
YERi DAVRANISLARI UZERINDEKi ETKILERi

Anahtar Kelimeler
Bireysel performans,
isyeri davraniglar, lojistik,
teknoloji tabanli kontrol
sistemleri

OZET

Lojistik sektoru isletmelerin musterilerine dogru zaman, dogru fiyat ve dogru
miktarlarda hizmet verebilmeleri agisindan 6zel bir 6neme sahiptir. Lojistik
sektorlinde, calisanin performansini etkileyecek teknolojik gelismelere yapilan
yatinmlar sayesinde hizmet kalitesinin artirilmasi hedeflenmektedir. Bilgi ve
iletisim teknolojilerinde yasanan gelismeler isletmelere rekabet avantaji
saglamakla birlikte galisanlarin performansi Uzerinde gerek is yukinin gerekse
surekli  izlenmenin  getirdigi stres nedeniyle olumsuz sonuglar da
olusturabilmektedir. Bu kapsamda ¢alismada &ncelikle lojistik sektoriinde galisan
surlctlerin gorev esnasinda strekli izlenerek kontrol altinda tutulmasi ve takip
edilmesine imkan saglayan teknoloji tabanh kontrol sistemleri ortaya konmustur.
Daha sonra s6z konusu sistemlerin strlcller Gzerindeki etkileri anket yontemi ile
tespit edilmistir. Bu amagla, Ulkemizde faaliyet gosteren 168 adet lojistik
isletmesinden temin edilen ve 547 anketten olusturulan veri seti SPSS 15
istatistiksel paket programi ile analiz edilmistir. Anketlerden elde edilen verilerin
analizi neticesinde teknoloji tabanli kontrol sistemlerin ¢alisanin is yeri
davraniglari Gzerinde dogrudan etkileri oldugu belirlenmistir.
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1. GIRIS

Kiresellesmenin etkisiyle tiim dlinyada artan ticaret hacmi, (lkelerin ticaretteki
basarilarini etkileyen faktorlerin basina, hizmet sektorleri arasinda 6nemli bir paya sahip
olan lojistik sektorini tasimistir. Lojistik kavramini; Lojistik, misterilerin ihtiyaglarini
karsilamak Uzere her tlrli Gridn, hizmet ve bilgi akisinin, hammaddenin baslangig
noktasindan, Grlintn tiketildigi son noktaya kadar olan tedarik zinciri icindeki hareketinin,
etkili ve verimli olarak planlanmasi, uygulanmasi, tasinmasi, depolanmasi ve kontrol
altinda tutulmasi hizmetidir” seklinde tanimlayabiliriz. (CSCMP, Council of Supply Chain
Management Professionals - Tedarik Zinciri Yonetimi Profesyonelleri Konseyi). Bu
tanimdan yola cikildiginda, kiiresel pazardaki rekabette rollerini Gstlenen ve lojistik
sektoriinde faaliyet gosteren isletmeler, emek yogun yapilari ile misterilerine en iyi
hizmeti sunmaya gayret gostermektedirler.

islem maliyetleri teorisi ekonomik degisimlerin ne sekilde algilandigi ve yonetildigi
Uzerinde durmaktadir (Williamson, 1979). isletmeler acisindan belirsizlik artikca
operasyonel olarak tehlike de artmaktadir. Tehlikenin artmasi maliyetleri de artiracak ve
isletmeler operasyon maliyetlerini en aza indirecek farkli yontemler gelistirecektir. S6z
konusu yontemler kapsaminda isletmeler, belli stratejiler (Williamson, 1975) ve
operasyonlarini  yapilandirilabilecekleri  uygulamalari  (Donaldson, 1990) ortaya
koyabilmektedir. Maliyet etkin bir sektdr olan lojistik sektorii de maliyetlerini minimize
etmek Uzere bilgi ve iletisim teknolojilerinde yasanan gelismeleri takip etmekte, musteri
beklentilerine maksimum diizeyde hizmet edecek yeni teknolojilere yatirim yaparak
rekabet avantaji kazanmaya calismaktadir.. Bu amag dogrultusunda, teknoloji tabanh
kontrol sitemleri ile yeni rekabet avantaji kazanmaya calisan isletmeler, galisanlarinin da
teknolojik gelisime uyum saglamasini istemektedirler.

isletmelerin, calisanlarinin teknolojik gelismelere uyum saglamasi yéniindeki talepleri
calisanlar Gzerinde is ylkiiniin artmasi ve siirekli olarak izlendiginin bilinmesi gibi negatif
gelismeler yaratabilmekte ve bu durum, stres ile baglantili olarak performanslari olumsuz
yonde etkileyebilmektedir (Acar, 2010). Ozellikle, lojistik sektériinin tasima modlar
arasinda 6nemli bir yeri alan karayolu tasimaciiginda gelistirilen ve teknoloji tabanh
kontrol sistemleri arasinda yer alan arag/stiriici takip sistemleri, karayolu yik tagimaciligi
modunda galigsan siirlictlerin sirekli gbzetim altinda tutulmasina imkan tanimaktadir.

Bu baglamda bu arastirmanin temel amaci, karayolu tasimaciliginda kullanilan teknoloji
tabanli kontrol sistemlerinin, bireysel performans, is tatmini ve motivasyon faktorlerine
bagh olarak galisanin is yeri davranislari tizerindeki etkilerinin hizmet performansi lizerine
etkilerinin ortaya konmasidir.

2. TEKNOLOJi TABANLI KONTROL SiSTEMLERININ CALISAN UZERINE
ETKILERI

Teknoloji genel olarak, bir is yaparken isin gerektirdigi makine malzeme ve bunlarin
kullanilmasini iceren bilgiler bitinldir. Teknolojiden kastedilen, isletmede amaclarin
gerceklestirilebilmesi icin gereken faaliyetler icra edilirken kullanilan makine ve arag-
gereclerle bilgi ve stireclerdir (http://megep.meb.gov.tr, Personel Gelisimi 2011).
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Bilgi ve iletisim teknolojilerinin gelisimiyle, teknoloji tabanh kontrol sistemlerini kullanarak
rekabette Ustlnlik kazanmaya calisan isletmeler bir yandan da orgit performansini
artirmak amaciyla ¢alisanlarinin is tatmini, motivasyon ve bireysel performanslarina 6nem
vermek durumundadirlar. Ancak, isletmelerin bu faktoérlerin isleyisini ne derece kurum
blinyesine kazandirdiklari ve calisanlarin beklentilerini karsilamada ne kadar basarili
olduklari merak konusudur.

Bu baglamda, isletmeler tarafindan kullanilan kontrol amacgli her yeni teknolojinin orgiite
rekabet avantaji saglayacagl o©ngorilirken bu avantajin cgalisan (izerinde stres ve
performans kaynakli olumsuz etkileri olabilecegi de degerlendiriimelidir. (Acar, 2010)
Stres, is diinyasinda calisan Gzerindeki baskiyi artiran ve bu dogrultuda calisanin isten
sogumasi ve performansinin diismesine sebep olan bir olgudur ve dis ¢cevre kaynakli stres
unsurlarinin basinda sosyo kiiltlrel, teknolojik ve yasam standartlarindaki degisiklikler
gelmektedir (Gumustekin, 2009).

Lojistik sektorlinde faaliyet gosteren isletmeler, 6zellikle son yillarda karayolu tasima
modunda yiklerin dogru zamanda dogru adrese teslim edilmesi amaciyla gelistirilen,
rakiplerine karsi rekabet avantajinin yani sira, zaman ve maliyet tasarrufu saglayan
teknoloji tabanl arag / slirlict takip sistemlerini kullanmaktadirlar.

Bu sistemler sayesinde isletmeler hizmet verdikleri cografyada, araglarin konum ve adres
bilgilerini gercek zamanl takip edebilmekte, siriclniin glizergah (izerindeki zaman
kayiplarini tespit edebilmekte, aracin yakit tliketimi ve kontrolliini inceleyebilmekte,
strlclniin ara¢ kullanim performansinin takibi sayesinde yakit maliyetlerinde avantaj
saglayabilmekte, ara¢ ve slirlici performansini es zamanl 0Olgebilmekte, araglarin
duraklama sdrelerini ve hiz sinirlarini izleyebilmekte, sirtct ile anhk iletisimi
saglayabilmekte, aracin yakit depo seviyesi gibi bir ¢ok kontroli anhk olarak takip
edebilmektedirler.

isletmelere bu boyutta takip ve kontrol hizmetini saglayan teknolojik gelismeler, bir
yandan da Ozellikle kara tasimaciliginda ulusal ve uluslararasi yollarda tasimacilk
faaliyetini tim sorumluluklari ile Gstlenen siricilerin isletmeden uzak olduklari ve
neredeyse yasam alanlari haline gelen araglarinda izlenmelerini de saglamaktadir.
Literatlre dayanan bu tespitler kapsaminda asagidaki hipotezler olusturulmustur;

Hipotez 1: Teknoloji kullaniminin bireysel performans lizerinde etkileri vardir.
Hipotez 2: Teknoloji kullaniminin is tatmini Gzerinde etkileri vardir.

Hipotez 3: Teknoloji kullaniminin motivasyon tzerinde etkileri vardir.

2.1. is Tatmini ve Teknoloji Tabanl Kontrol Sistemleri

is tatmini, literatiirde izerinde ¢okca arastirma yapilmis ve teoriler gelistirilmis is diinyasi
icin yadsinamayacak énemde bir konudur. is tatmini bir ruh halidir, duygusal durumlari
oldugu kadar zihinsel degerlendirmeleri de icermekte ve zaman igerisinde degiskenlik
gosterebilmektedir (Veenhoven, 1996)
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Locke’a gore is tatmini, “bir kimsenin isini veya tecribesini degerlendirmesi sonucunda
olusan zevkli veya olumlu hisleri” olarak tanimlarken, Hackman ve Oldham (1975),
“calisanlarin isinden duydugu mutluluk” seklinde tanimlama yapmislardir (Béliikbasi ve
Yildirtan, 2009). Beklentileri dogrultusunda bir isletmeye giren calisan, beklentilerini
karsilayabildigi slirece yaptigl isten ve calistigl isletmeden memnun olmakta ve bunun
sonucu olarak performansi ve motivasyonu artmaktadir (Nelson ve Quick, 1995: 116-118,
Aktaran O.Erdil, H.Keskin, S.imamoglu, S.Erat, 2004).

“is mutluluk verici oldugunda yasam eglencelidir, is bir gbrev oldugunda, yasam esarettir”
sozleriyle Rus yazar Maksim Gorki, yasam ile is tatmini arasindaki iliskiyi tanimlamistir
(F.Garretto, 2000).

Yapilan tim tanimlamalardan is tatmini genel ifadeyle, ¢alisanlarin yapmis olduklari isten
ve calisma ortamindan duyduklari memnuniyet ve bu memnuniyetin ¢alisanin verimliligine
ve performansina yansimasi olarak tanimlanmaktadir. is tatminin yiiksek olmasi, calisanin
ise baghhgini ve verimliligini artirirken ayni zamanda isletmenin verimliligini ve dolayisiyla
isletmeler tarafindan arzu edilen hedeflere ulasilmasini saglar (Tengilimoglu, 2005:27).

Literatirde is tatmini ile ilgili yapilan tanimlardan, c¢alisanin verimliliginin isletmenin
verimliligi ile dogru orantih oldugu anlasiilmaktadir. Diger bir degisle isletmeler
performanslarinin artirilmasini saglamak amaciyla galisanlarin is tatmini ve performansini
en Ust dizeyde saglamaya calismali, is tatminsizligi ile gelecek olumsuzluklari g6z 6niinde
bulundurmalidir.

Teknoloji, bircok bilim dali ile birlikte, iretim ve hizmet sektorlerinde de yenilik saglayarak,
bu yenilikler sayesinde isletmenin verimliligini artirmayi ve dolayisiyla karliigi ve rekabeti
artirmay!i saglayan bir kavramdir (Acar, 2010). GinUmuzde rekabet avantaji kazanarak bu
yonde sirekliligi saglamayl amaglayan isletmeler, maliyetlerini minimum diizeye indirmek
ve ayni zamanda musterilerine sagladiklari hizmetleri maksimum seviyeye cikartmak
amaciyla teknolojinin kendilerine sundugu hizmetlerden yararlanmaktadirlar (Acar,2010).

Diger yandan saglanacak rekabet avantajinin, sadece teknolojik gelismelere ve musteri
memnuniyetine bagli olmadigini kesfeden isletmeler, basarinin saglanmasinda énemli ilk
adimin igyapilarinda “calisana” dnem vererek, is tatmini ve baghhg on plana ¢ikarmanin
gerekliligini tespit etmis ve bu amaca yénelik yapisal diizenlemelere gitmislerdir (Oriicii ve
Kilig, 2010).

Bu itibarla, kiiresellesmenin etkisiyle teknoloji tabanli kontrol sistemlerinin lojistik hizmet
saglayicilari  tarafindan kullanilmasi  kaginilmaz olmakla beraber, bu teknolojilerin
isletmelere sagladigl sinirsiz avantajlarin ¢alisan Gzerindeki etkilerinin ¢ok ince bir gizgide
oldugunun bilincinde olmak, bu durumun calisanlar {izerinde olumlu ya da olumsuz
etkilerini degerlendirmek ve calisanin is tatminini pozitif yonde tutabilmek isletme
yoneticilerinin misyonu olmalidir. Aksi takdirde, negatif yonde gelisen is tatmini isletme
hedeflerinin de talep edilen seviyelerin altinda kalmasina, iki tarafli memnuniyetsizligin
olusmasina ve yapilan teknoloji yatirimlarindan verim alinamamasina sebep olabilecektir.
Literatlre dayanan bu tespitler kapsaminda asagidaki hipotez olusturulmustur;

Hipotez 4: Is tatmininin bireysel performans lizerinde pozitif yonli etkileri vardir.
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2.2. Bireysel Performans ve Teknoloji Tabanli Kontrol Sistemleri

Performans hakkindaki ilgili literatlir arastirmalari, orgutlerin strdirilebilir basarilarinin,
ancak bireysel ve orgitsel performansin  yilkseltiimesinin  saglanmasi ile
gerceklesebilecegini gostermektedir.

Performans sozcligli, isletme acgisindan belirli bir zaman zarfinda Uretilen mal veya
hizmetin miktari olarak ifade edilirken, calisan agisindan performans hedefe ulasma
konusunda gosterilen bireysel “verimlilik” ve “etkinlik” seviyesidir (Tutar, Altin6z 2010).

isletmelerin rakipleri ile rekabet edebilmeleri ve basarili olabilmeleri icin saglamalari
gereken sartlardan biri yliksek performanstir ve calisanlarin isletmeden bu ydnde
alacaklari given ve destek onlarin performansini en (st dlizeye c¢ikarabilecektir
(Biite,2011).

Performans, calisanlarin ya da isletmenin belli bir donem icin belirlenen hedeflerinin
gerceklestirilmesinde saglanan verimi mutlak ya da oransal olarak agiklayan bir kavramdir.
Bu manada, belirlenen isi yapan bireyin ya da isletmenin o isle amaclanan hedefe yonelik
ulastig1 sonucun neyi sagladiginin nitel ve nicel olarak anlatimidir (Aytag, 2011).

Bireysel performansin kisinin kendisi ile ilgili oldugu kabul edilse de aslinda yonetimin
bakis acisi ve liderligin galisana gosterilme sekli ile dogrudan iliskilidir. Bu tespite gore,
isletmelerde cagdas ve gercekgi yonetim siregleri olusturulmali ve bu siregler surekli
olarak canli tutulmali ve yasatiimalidir. Aksi takdirde, bireyin kendi basina performans
artirma gabalari yetersiz kalacaktir (Ozmutaf, 2007).

Gunlmdiiz is dlinyasinda, rekabetin stirekli artmasi beraberinde degisime uyum saglamanin
da hizini artirmistir. Buna bagli olarak musterilerin talepleri de degisimlerle paralel olarak
artmakta ve teknoloji alaninda meydana gelen gelismeler de bu degisimlere uyum
saglamayi gerektirmektedir (Dogan, 2008).

Calistiklari isletmelerde hayata gegirilen teknolojik yapidaki degisimler birey ile orgit
arasinda catismaya sebep olabilecek durumlar yaratabilmektedir. Yeni teknolojilerin
transferi, calisan (zerinde kendilerini yetersiz bulma ve atil hissetme duygusu
olusturabilecek ve bu durum calisan ile isletme arasinda ¢atismaya sebep olabilecektir. Bu
noktada isletme yodnetimi, yeni teknoloji transferlerini degisiklikler meydana gelmeden
once calisan ile paylagsmali, bu slirece adaptasyon egitimlerini dnceden baslatmali ve bu
sirecte sabirli davranmalidir. Béyle bir yolun izlenmesi ile calisan ile 6rgiit arasinda
olusabilecek ¢atisma 6nlenmis olacak ve hatta bireyin performansinin olumlu gelisimine
katki saglayabilecektir (Ozmutaf, 2007). isletmelerin varliklarini geliserek devam
ettirebilmeleri icin performans ve c¢atisma konularini kapsamli bir c¢ergeveden
degerlendirmeleri gerekmektedir.

Sonug¢ olarak yapilan arastirmalar gostermektedir ki, bir isletmede c¢alisan bireyler icin
belirlenen hedeflerin isletme hedefleri ile o6rtismesi performansi olumlu yoénde
etkilemektedir.
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Bu gercegi kabullenen ve sirekli degisimi benimseyen isletmeler, teknolojik degisimin is
goren Uzerindeki yabancilasma, yetersiz hissetme, egitim gibi etkilerini bertaraf ederek,
basarinin ve sirdirdlebilirliginin saglanmasi amaciyla galisanlarina orgiitin 6nemli bir
parcasi olduklarini stirekli hissettirmeli ve ¢alismalarinin sonuglarinin isletme igin 6nemini
vurgulayarak onlarin performansini strekli ylikseltmeye calismalidir. Literatiire dayanan bu
tespitler kapsaminda asagidaki hipotez olusturulmustur;

Hipotez 5: Is tatmini ve motivasyonun bireysel performans lizerinde pozitif yonli etkileri
vardir.

2.3. Motivasyon ve Teknoloji Tabanli Kontrol Sistemleri

Motivasyon kavrami, Latince “motive” kelimesinden gelmekte olup Tiirkge karsihig “gida,
harekete ge¢me” olarak tanimlanmaktadir. Gudileme ise, insani belirlenen amag
dogrultusunda harekete gegiren gili¢ olarak tanimlanmaktadir. Bu tanimlama kapsaminda
motivasyon Ug¢ temel 6zellik barindirir. Bunlar; “harekete gegirici, “hareketi devam ettirici”
ve “hareketi veya davranislari olumlu yone yonelticidir” (Eren, 1998).

Motivasyon, canliyi tetikleyen bir glictlir ve bireyin talep ve arzularini karsilama ve bu
dogrultuda olusan amaclarina ulasma noktasinda davranisin belirlenmesinde énemli bir rol
oynamaktadir (Ozdemir, 2008).

Bireyin yapacagi iste basarili olmasini ve performansini saglayan temel glic motivasyondur.
Motivasyon yonlendirici bir glctlir ve yodneticiler, isletmenin amaglari dogrultusunda
¢alisanlarini yonlendirmeli ve bu amaglarin gergeklestirilebilmesi icin ¢alisanlarinin istekli,
verimli ve etkili olmasini saglayacak ¢esitli motivasyon araglarini kullanmalidir.

Uluslararasi boyutta basarili ve diinya rekabet sartlarina uygun bir isletme olabilmek icin
performansi sergilemek gerekir. Dlinya standartlarinda Uretim ve hizmet saglamanin temel
sartl ise kaliteli is glicii ve bu is gilcinlin gercek anlamda motivasyonuna baghdir.
(http://megep.meb.gov.tr, Personel Gelisimi 2011)

Motivasyon kavrami (zerinde yapilan literatlr arastirmalari, ¢alisan motivasyonunun
isletmelerin basarilariyla dogru orantil gelistigini ve bu konuda yoneticilerin Gizerine buyik
gorevler diistiigiini gdstermektedir. isletme yoneticilerinin basarisi, calisanlarin érgiit
hedefleri dogrultusunda bilgi, yetenek ve gliclerini harcamalarina baghdir (Oral, Kusluvan
1997). Yoneticilerin calisanlari bu yénde motive etmesi, bireysel tatmini ve orgltsel
motivasyonu artiracak ve bu olumlu gelisme ise isletme amaclarinin ulasilmasina olumlu
yonde yansiyacaktir.

Calisanlarin amaglariyla isletme amacglarinin entegrasyonunun saglanmasiyla, galisanlarin
isletme amaclari dogrultusunda gorevlerini yerine getirirken hem kendileri hem de isletme
icin fayda yaratmalari, isletmelerde motivasyon uygulamalarinin temel amacidir (Oriicii ve
Kanbur, 2008).

icinde bulundugumuz is diinyasinda liderlerin calisanlari siirekli olarak motive etmesi
kurulusun basarisi agisindan biliyik 6neme sahiptir. Motivasyonun 6nemini teknoloji ile
bagdastiran Akdemir'e (2004:77) gore, “Bir orgiitte verimlilik diizeyinin yukseltilmesine
isletmenin sahip oldugu teknoloji, istihdam edilen isgérenler ve yonetim kiltiri etki eder.
Bu etkili olan degiskenlerin odaginda ise isletmede calisan isgérenler yer alir.
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Sahip olunan teknoloji ne kadar yeni olursa olsun, ne kadar modern olursa olsun bu
teknolojinin en verimli sekilde kullaniimasi calisanlarin performansina baglidir”. Bu
tanimdan hareketle unutulmamasi gereken en o6nemli konulardan biri teknolojik
degisimleri asil yasayacak ve onu is hayatina uyarlayacak olan isgérenlerdir.

Diger bir ifadeyle, ancak motive edilmis calisanlar yiiksek performans gosterebilir ve artan
rekabet kosullarinda 6rgiitlerin ayakta kalabilmelerini ve basarili olabilmelerini saglayacak
en onemli deger olan calisanlardan yiliksek performans elde edilebilmesine baghdir.
Literatiire dayanan bu tespitler kapsaminda asagidaki hipotezler olusturulmustur;

Hipotez 6: Motivasyonun bireysel performans (lizerinde pozitif yonli etkileri vardir.

Hipotez 7: Teknoloji kullanimi, is tatmini ve motivasyonun bireysel performans lzerinde
pozitif yonli etkileri vardir.

3. METODOLOJI

3.1. Kavramsal Cergeve

Teknoloji, endistride temel vyetenekleri gelistirmenin anahtari ve girdileri ¢iktiya
donustiren bir mekanizmadir (Tirupati, 2008). Teknoloji, liretim ve hizmet sektérlerinde
‘venilik’ yaratmayi bu yeniliklerle verimliligi ve misteri memnuniyeti ile es zamanli olarak
rekabet UstlinlGgi ve kari artirmayi saglayan anahtar bir kavramdir (Acar 2010).

Hizmet sektorleri arasinda énemli yeri olan Lojistik sektorl, yogun rekabet ortaminda
tedarik zincirinin islerligini sorunsuz olarak yuritebilmek, misteri taleplerine siiratle cevap
verebilmek ve maliyetleri de ayni oranda kontrol altinda tutabilmek igin en 6nem rollerden
birini Gstlenmektedir. Lojistik hizmet saglayici isletmeler, teknolojik yeniliklere uyum
sureciyle paralel olarak calisanlarinin is tatmini, performans ve motivasyonu ile yakindan
ilgilenmeli ve bu siirecin calisanlari olumsuz etkilemesine engel olmalidir. Nitekim, yapilan
arastirmalar teknolojik gelismelerin ¢alisan Uzerinde stres, gelecek kaygisi, yeniliklere
direng gosterme, is tatminsizligi ve yetersiz hissetme gibi psikolojik, sosyal ve fiziksel yénde
olumsuz etkileri olabilecegini ortaya koymaktadir (ipgioglu, Hasit ve Dertli, 2009).

3.2. Olgekler

Arastirmamizda kullanacagimiz olgekler glincel ve uluslararasi alanda genel kabul gérmis
kaynaklar icerisinden literatir arastirmasi yapilarak alanlarina uygun olarak onceki
calismalarda kullanilmis ve gecerlilik ve glivenilirlikleri onaylanmis anket sorulari arasindan
ortak noktalar tespit edilerek olusturulmustur. Olgek toplam 47 maddeden olusmaktadir.
Anket formunda teknoloji kullanimina iliskin 10 madde, bireysel performans olgitiine
iliskin 11 madde, is tatmini olgltd icin 14 ve motivasyon 06lcltil icin 12 madde olarak
hazirlanmis olup sorular sirali olarak verilmistir.

isletmelerde teknoloji edinim, kullanim ve igsellestirilmesi diizeyinin dlciilmesinde Sriram
vd. (1997) tarafindan gelistirilen ve Benito (2007) tarafindan test edilen teknoloji kullanim
Olgeginden istifade edilerek, lojistik isletmelerin 6zglin yapisina gore yeni sorular ilave
edilmesiyle olusturulan on degiskenli bir dlgek “Lojistik isletmelerde Teknoloji Kullaniminin
Orgiitsel Baghhiga Etkileri” Acar, A.Zafer (2009) kaynagindan istifade edilerek kullanilmistir.
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Arastirmada siricilerin is tatminini dlgmek amaciyla Minnesota is Tatmini Olgegi
(Minnesota Satisfaction Questionnaire MSQ) kullaniimistir. Minnesota is tatmini dlgegi,
1967 yilinda Weiss, Dawis, England ve Lofguist tarafindan gelistirilmistir. 1985 yilinda Asl
Baycan tarafindan Tirkgeye cgevrilmistir. MSQ is tatminini pek ¢ok degisik noktalardan
sorguladigi icin bu ¢calismada kullanmaya karar verilmistir.

Olcekte yer alan ifadeler 5’li Likert olgeginde olup degerlendirmeler “kesinlikle
katilyorum” secenegine 5, “kesinlikle katilmiyorum” secenegine 1 puan verilerek
gerceklestirilmistir. is tatmini 6lceginde ayrica, “Liderlik Tarzlarinin ve Adalet Algisinin;
Orgiitsel Baglilk, is Tatmini ve Orgiitsel Vatandashk Davranisi Uzerine Etkilerine Yénelik Bir
Arastirma” konulu Doktora Tezinde (Dilek, 2005) yer alan 7 dénerme; (isim benim igin bir
hobi gibidir, isimde diger bir ¢ok insandan daha mutlu oldugumu dusiniyorum, Mevcut
isimin bulabilecegim diger islerden daha ilgi c¢ekici oldugunu distniyorum, isimden cok
keyif aliyorum, mevcut isim beni genel olarak tatmin ediyor, isimi bos zamanlarimdan daha
fazla seviyorum, genel olarak isimden memnunum) dikkate alinmustir. Surdculerin is tatmin
dizeyini ortaya ¢ikarmak amaciyla yapilan ankette, sektore uygun olarak bu calismanin
yazarlari tarafindan yapilan ilaveler ile 14 soru sirali olarak verilmistir.

Ankette kullanilan motivasyon 6lgegi ise, kendi kaderini tayin hakki teorisinde 6ne sirilen,
motivasyon ifadesinin ¢ok boyutlu olarak kavramsallastirmasi  dogrultusunda
gelistirilmistir. The Motivation at Work Scale: Validation Evidence in Two Languages isimli
calismada, Maryléne Gagné,, Jacques Forest, Marie-Hélene Gilbert, Caroline Aubé, Estelle
Morin ve Angela Malorni tarafindan 1644 isciye uygulanmistir.

Ankette kullanilan bireysel performans 6lcegi ise, “Kiiltiirel Farkhliklarin isletmelerde Orgiit
ici iletisim, is Tatmini, Bireysel Performans ve Orgiitsek Baglihk Kavramlar Arasindaki
Etkileri: Tiirkiye-Rusya Ornegi” (Ozpehlivan, 2015) ve “Hastanelerde Orgiitsel Ogrenme
Yeteneginin Yenilik ve isgdren Performansi Uzerine Etkisi” (Manav, 2014) konulu Doktora
Tezleri incelenerek derlenmistir. Olgekte yer alan ifadeler yine 5’li Likert &lgeginde olup
degerlendirmeler “kesinlikle katiyorum” secenegine 5, “kesinlikle katilmiyorum”
segenegine 1 puan verilerek gergeklestirilmistir. Strtcilerin bireysel performans diizeyini
ortaya ¢ikarmak amaciyla yapilan ankette 11 (musterilerin talepleri dogrultusunda hizmet
gosteririm, isim ile ilgili konularda gorev odakli ¢alisirim, isimi yliksek ¢alisma temposunda
surdirdrim, isimde galiskan ve hareketliyim vb. gibi) soru sirali olarak verilmistir.

3.4. Orneklem ve Verilerin Toplanmasi

Bu arastirmada, verilerin objektif olarak toplanabilmesi ve genel istatistiksel analiz
yapilabilmesi amaciyla anket yontemi kullanilarak veri toplamaya karar verilmistir. Bu
amagla, emek yogun calisma sartlarini kullanan lojistik firmalarinin teknoloji tabanh
hizmetlerden faydalanmasinin c¢alisan (zerindeki etkilerine yonelik verilerin elde
edilebilmesi icin lojistik hizmet saglayan firmalarda calisan “siriciler” Uzerinde anket
uygulamasi yapilmistir.

Bu cercevede, cogunlugu istanbul merkezli olan uluslararasi ve yurtigi karayolu tasimaciligi
belgesine sahip 168 adet lojistik firmasi ve bu firmalarda uzun yol tasimacihig
operasyonlarinda “stirlicii” olarak galisan 547 personele ylz ylize anket uygulanmistir.
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3.5. Olgek Gegerliligi ve Giivenilirligi

Olcek giivenilirligi icin yapilan ilk analizin sonucuna gére Cronbach’a alfa i¢ tutarhlik
katsayisi 0.966 olarak tespit edilmistir. Ardindan yapilan degisken analizinde 1T11 (is
Tatmini) degiskeni 6lgek glvenilirlik dizeyini bozdugu icin olgekten gikarilmistir.
Tekrarlanan givenilirlik analizi sonucu, 6lgegin genel olarak giivenilirlik seviyesi 0.968’e
ylkselmistir ve hicbir degiskenin glivenilirligi bozmadigi gorilmistir.

Daha sonra yapilan kesifsel faktér analizinde belirli bir faktor altina yiiklenmeyen BP5
(Bireysel Performans) ve MT12 (Motivasyon) olgekten cikarilmistir. Ayrica, is Tatmini
dlceginde de 1T13 (is Tatmini) cift faktdr (cross loading) altina yiiklendigi icin 6lcekten
cikarilmistir. Elde edilen sonuglar, verilerin faktor analizi icin uygun oldugunu, yapi
gecerliliginin saglandigini ve glivenilir bulundugunu gostermistir.

3.6. Arastirma Sorunsalinin Coziimlenmesi

Hipotezler ile ifade edilen arastirma sorunsalinin ¢éziimlenmesinde 6ncelikle arastirma
modelimizde yer alan faktérler arasindaki iliskileri ortaya ¢ikarmak maksadiyla korelasyon
analizi yapilmistir. Analiz sonucunda arastirma modelinde yer alan degiskenlerden
timdinin birbirleriyle karsilikli iliskileri oldugu gorilmdstir. Tablo 1.de korelasyon analizi
sonuglariile degiskenlerin ortalama ve standart sapma tutarllik katsayilari gértilmektedir.

Tablo 1: Korelasyon Analizi Sonuglar

Ort. S.S. Tekn_Kull | Bry_Perf | Is_Tatm | Motivasyon
Tekn_Kull 4,0396 | ,92100 1 ,662%* ,619%* ,498**
Bry_Perf 4,2615 | ,82768 ,662** 1 ,582%* ,501**
Is_Tatm 3,8975 | ,91255 ,619** ,582%* 1 ,674**
Motivasyon | 3,7910 ,86655 ,498** ,501%* ,674%* 1
** Butun korelasyon degerleri p<0.01 (2-y6nli) seviyesinde anlamlidir.

**Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N=527

Arastirma modelinde yer alan bilesenlerin karsilikli iliskilerini incelemenin ardindan
arastirma sorunsali regresyon analizleri ile test edilmistir.

Analiz sonuclarina gore;

* H1 hipotezini sinamak icin kurdugumuz regresyon modelinde F=398,812; R*=42,3;
p<,000 oldugu ve agiklanan varyansin da % 42,3 oldugu gorilmustiir. Bu analiz konusunda
teknoloji kullaniminin bireysel performans (izerinde dogrudan ve pozitif etkileri (b: ,650)
oldugu tespit edilmistir.

* H2 hipotezini sinamak igin kurdugumuz regresyon modelinde F=166,521; R*=37,5;
p<,000 oldugu ve agiklanan varyansin da % 37,5 oldugu gorilmustiir. Bu analiz konusunda
teknoloji kullaniminin is tatmini tzerinde dogrudan ve pozitif etkileri (b: ,613) oldugu
tespit edilmistir.
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* H3 hipotezini sinamak igin kurdugumuz regresyon modelinde F=177,233; R=24,5;
p<,000 oldugu ve aciklanan varyansin da % 24,5 oldugu gorilmistiir. Bu analiz konusunda
teknoloji kullaniminin motivasyon lizerinde dogrudan ve pozitif etkileri (b: ,495) oldugu
tespit edilmistir.

* H4 hipotezini sinamak icin kurdugumuz regresyon modelinde F=265,813; R?=32,8;
p<,000 oldugu ve agiklanan varyansin da % 32,8 oldugu gorilmustiir. Bu analiz konusunda
is tatmininin bireysel performans lzerinde dogrudan ve pozitif etkileri (b: ,573) oldugu
tespit edilmistir.

* H5 hipotezini sinamak igin kurdugumuz regresyon modelinde F=145,597; R*=34,9;
p<,000 oldugu ve aciklanan varyansin da % 34,9 oldugu gértlmistiir. Bu analiz konusunda
is tatmini ve motivasyonun bireysel performans (zerinde dogrudan ve pozitif etkileri (b:
,441 ve b:,196) oldugu tespit edilmistir.

* H6 hipotezini sinamak icin kurdugumuz regresyon modelinde F=174,675; R?*=24,3;
p<,000 oldugu ve agiklanan varyansin da % 24,3 oldugu gorilmustiir. Bu analiz konusunda
motivasyonun bireysel performans Gzerinde dogrudan ve pozitif etkileri (b: ,493) oldugu
tespit edilmistir.

* H7 hipotezini sinamak igin kurdugumuz regresyon modelinde F=166,969; R*=48,0;
p<,000 oldugu ve agiklanan varyansin da % 48 oldugu gorilmistiir. Bu analiz konusunda
teknoloji kullanimi, is tatmini ve motivasyonun bireysel performans lizerinde dogrudan ve
pozitif etkileri (b: ,462, b:,205, b:,126) oldugu tespit edilmistir.

4. SONUC VE DEGERLENDIRME

Elde edilen bulgular teknoloji kullaniminin gerek bireysel performans, gerekse is tatmini ve
motivasyon Uzerine dogrudan etkileri oldugunu desteklemistir. Bu bulgular literatiirdeki
farkli meslek gruplarina ait bulgular ile tutarliik gostermektedir. Ayrica korelasyon
analizleriyle de degiskenler arasinda pozitif yonlu iliskiler tespit edilmistir. Bu durum
beklentilerimizin disinda olarak teknoloji kullaniminin soférler {izerinde motivasyon
diistrici bir etki yaratmadigini ortaya koymustur.

Calismanin uzun yol soforleri lizerinde yapilmis olmasi bu alanda gelirlerini kazanan
cahisanlarin  teknoloji  kullaniminin  faydalarini  gérmis olmalarinin  bu konudaki
olumsuzluklari ortadan kaldirdigi degerlendirilmistir.

Bu calisma konu Uzerindeki Tirkiye baglaminda 6ncil bir ¢calisma olup ¢alismanin gerek
kooperatif, firma baglantili ve serbest soférler dikkate alarak ve diger faktorlerin 1siginda
gelistiriimesi gerekmektedir.
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