PrgssAcademla
FJ

Research Journal of
Business and Management

~ Year: 2015 Volume: 2 Issue: 1

IR "_-;._‘
e X PR I NSE Rl é-{‘:}"f' R W et

. 8 T T = — -‘.'L'!E'-‘:"'t e e il .$
o e VA A v S o e e [ Tl t‘:’;ﬁﬁ;wrs--._,‘.},,:/-_:!&;‘%@# et Tl
';;%ﬁs%%‘%;'ﬁ@@eﬁm&%ﬁ ?@‘fﬁw’ AT
e e ) Y " s s o - £ ; M ¥ Pl f = E !
e S S N> aves
FNT e Y Py o S
S e A i e b s

contact@pressacademia.org
PressAcademia publishes journals, books and
case studies and organizes international conferences.




Journal of Economics, Finance and Accounting — (JEFA), ISSN: 2148-6697

Y Journal of Economics,

PressAcademia . .
v Finance and Accounting

Year: 2015 Volume: 2 Issue: 1

ABOUT THE JOURNAL

Journal of Economics, Finance and Accounting (JEFA) is a peer-reviewed,
quarterly and publicly available online journal. JEFA aims to provide a
research source for all practitioners, policy makers, professionals and
researchers working in the area of economics, finance, accounting and
auditing. The editor in chief of JEFA invites all manuscripts that cover
theoretical and/or applied researches on topics related to the interest
areas of the Journal. The publication languages of the Journal are English
and Turkish.

Editor-in-Chief
PROF. SUAT TEKER

Editorial Assistant
Asli Olcun

JEFA is currently indexed by
EBSCO, Ulrich’s, Open J-Gate, ISI, DRIJI, ISRA, InfoBaselndex, SIS, ECONIS, EconBiz, RePEc

CALL FOR PAPERS

The next issue of JEFA will be publshed in June, 2015.
JEFA welcomes manuscripts via e-mail.

E-mail: jefa@pressacademia.org
Web: www.pressacademia.org/journals/jefa




Journal of Economics, Finance and Accounting — (JEFA), ISSN: 2148-6697

Journal of Economics,

Finance and Accounting
Year: 2015 Volume: 2 Issue: 1

PressAcademia

CONTENT

Title and Author/s

The corporate governance and their effect on public companies

Halka agik sirketlerde kurumsal yénetim ve etkileri

Mehmet Sukru Tekbas, Harun GUZEIdEre...............occeeeeveceveeeiirieesieisisiiissiesssississsiessssssnes
DOI: 10.17261/Pressacademia.201519775

Wealth added index (WAI) in performance measurement:

an empirical application on BIST 30 index

Performans 6l¢limiinde servet yaratma endeksi (WAI): BIST 30 igcin ampirik bir uygulama

Ulas Unlu, Oguz SQYgin, ErSAN ErSOY.......cueveeveeeeeeeesserieseiseessiessssisssassssinssssssssssssssssssssnsssssessns
DOI: 10.17261/Pressacademia.201519776

An analysis of tax buoyancy in Turkey

Tiirkiye’de vergi canlhihiginin analizi

Sevda AKGr, OZGE UYSQI SARNIN........c.cvoeeeeeeeeeeeresreisrseet s iessssssissseesssssssssssssassesessssssssasssnens
DOI: 10.17261/Pressacademia.201519777

The impact of monetary policy decisions on the stock prices during the
period of inflation targeting: an empirical study in BIST

Enflasyon hedeflemesi déneminde para politikasinin hisse senedi endeksleri lizerindeki etkisi:
BIST tizerine ampirik bir uygulama

Ahmet Kerem Ozdemir, EMir OttIUOGIU.............cccooeveeveereeseeeiisisesieirietsisstessesss e s esss e
DOI: 10.17261/Pressacademia.201519778

A study of the relationship between banking sector’s profitability and
interest rates on deposits using Johansen Cointegration and Granger
Causality test

Bankacilik sektériniin karlihgi ile mevduat faiz oranlari arasindaki iliskinin Johansen
Esbiitiinlesme ve Granger Nedensellik testi ile arastiriimasi

OSMAN UIUYOL, SAMUYE EKIM........eeeveeerieeeteeeeee e sesetetee st iesieseestesssesssesessasessasesesssenans
DOI: 10.17261/Pressacademia.201519779

The effects of financial news on stock performance: case of BIST-30
companies

Finansal igerikli duyurularin hisse performansina etkisi: BIST-30 sirketleri 6rnegi

Kemal Eyuboglu, Halil IDraRim BUIUL............c.ccoeueevevieieiesiiieiisieesieesies e sesesissssesssisssesss s
DOI: 10.17261/Pressacademia.201519780

18-28

29-43

44-57

58-74

75-88



Final version of capitalizm: economic intelligence in knowledge economy

CEYNUN HAYAAIOGIU...eooeaeeeeeeeees ettt sttt ste st sts s et ss st ss s s ste s et sssressa s s ens
DOI: 10.17261/Pressacademia.201519781

Constraints function of reputation on embezzlement behavior of
controlling shareholders: a study about the listed companies of China

Han Dongping, Wei Li, Imran Khan, CaiCQi GUO.............c.ceeeeeveerveeeieseeesisiaiesieisiisssisssessiens
DOI: 10.17261/Pressacademia.201519782

107-123

Dynamic relationship between exchange rates and stock prices in Asia on

period 2009-2013
Fauziah, Moeljadi, KUSUMQ RATNAWGLi.............ccvveereieiririeeiesiiieiieseresisieseessiesssesssssssssiesessons
DOI: 10.17261/Pressacademia.201519783

124-134



Research Journal of Business and Management — (RJIBM), ISSN: 2148-6689

PressAcademia

Research Journal of

Business and Management
Year: 2015 Volume:2 Issue: 1

RELATIONSHIP BETWEEN EMOTIONAL INTELLIGENCE AND CONFLICT
RESOLVING STYLES: A STUDY IN TOURISM SECTOR (OSMANIYE SAMPLE)

DOI: 10.17261/Pressacademia.201519784

M. Fedai Cavus', Emre Yakut?, Ergun Kara®
'0smaniye Korkut Ata University. mfcavus@osmaniye.edu.tr
20smaniye Korkut Ata University. emreyakut@osmaniye.edu.tr
3Mugla Sitki Kocman University. ergunkara@mu.edu.tr

Keywords
Emotional intelligence,
employee, tourism
cector, conflict
resolotion.

JEL Classification
M12,M14

ABSTRACT

The aim of this study is to research the relationship between emotional intelligence and the
conflict solving styles of the individuals employed in tourism sector. The scope of the
research comprises the individuals employed in tourism establishments such as
accommodation establishments, entertainment facilities and travel agencies. While the data
of the research are obtained via survey method, a survey form is prepared based on scales
for emotional intellegence and conflict solving methods which are determined through
literature research. At the end of the research, 117 valid surveys are picked up and the
research is restricted by the answers of employees given in relation to the self evaluation. In
this research, reliability analysis, t-test, one-way analysis of variance (ANOVA), correlation
and regression analyses are applied using packaged software of statistics. According to the
results of the reliability analysis, the general reliability of emotional intelligence scale is
0,823, and the general conflict solving styles scale is 0,867. These results show that the
reliability of the survey is high and within acceptable limits. As a result of correlation and
regression analyses, the effects of independent variables regarding to emotional intelligence
upon the dependent variable of conflict solving styles are found to be statistically significant
and in positive way.

CALISANLARIN DUYGUSAL ZEKA VE CATISMA COZME STILLERI iLiSKiSi: TURizZM
SEKTORUNDE BiR ARASTIRMA (OSMANIYE ORNEGI)

Anahtar Kelimeler
Duygusal zeka, isgoren,
turizm sektord, catisma
¢6zme.

JEL Siniflandirmasi
M12,M14

OZET

Bu galismanin amaci turizm sektoriinde galisan bireylerin duygusal zeka ve ¢atisma ¢bzme
stilleri arasindaki iliskinin incelenmesidir. Arastirmanin kapsamini Osmaniye ilinde faaliyet
gosteren konaklama isletmeleri, yiyecek-igecek isletmeleri ve seyahat acenteleri gibi turizm
isletmelerinde galisan bireyler olusturmaktadir. Arastirmanin verileri anket yontemi ile elde
edilmis olup yapilan literatiir taramasi sonucunda belirlenen duygusal zeka ve c¢atisma
¢ozme yontemleri 6lgeklerine dayanarak bir anket formu hazirlanmistir. Arastirma sonunda
117 gegerli anket elde edilmis ve soz konusu galisanlarin 6lgme araglarina kendilerini
degerlendirme ile ilgili verdikleri cevaplarla sinirlidir. Arastirmada Guvenilirlik Analizi, T testi,
Tek Yonlu Varyans Analizi (ANOVA), Korelasyon ve Regresyon Analizleri uygulanmis olup bu
analizler igin istatistik paket programi kullanilmigtir. Yapilan giivenilirlik analizi sonuglarina
gore duygusal zeka olgeginin genel glvenilirligi ,823; catisma ¢ozme stilleri 6lgeginin genel
guvenilirligi ise ,867 olarak elde edilmistir. Bu sonuglar, anketin genel glivenilirliginin yiiksek
ve kabul edilebilir sinirlar iginde oldugunu géstermektedir. Yapilan korelasyon ve regresyon
analizleri sonucunda, duygusal zekadya ait bagimsiz degiskenlerin ¢atisma ¢6zme stillerine
bagl degiskene olan etkileri istatistiksel agidan yapilan regresyon analizi sonucunda anlamh
dizeyde ve pozitif bir iliski oldugu gozlenmistir.
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1. GIRiS

Kisiler arasi anlasmazliklardan, devletlerarasi yasanan fiili miidahalelere kadar genis bir
anlam yelpazesine sahip olan c¢atisma, tim insanlik tarihi boyunca cesitli boyutlarda
yasanmaktadir. Toplumsal varlik olan insanlarin, organik olarak bir millete ve bir tlkeye ait
olmasi bir arada yasamak zorunlulugunu dogurmakta olup, bu olgu nedeniyle yasamin
hemen her déneminde c¢atisma olgusu ile kargi karsiya kalinmaktadir. Bu nedenle;
toplumsal bir yasamin gercegi olarak kabul edilen ¢atisma olgusu pek cok etken ya da
faktoriin bir sonucu olarak, gercek veya tiizel gruplarin yasamlarinin her evresinde ve
degisik diizeylerde gézlemlenmektedir (Akkirman,1998:1).

Bir¢ok calisanin bulundugu isletmelerde veya kisilerin sosyal ortamlarinda; farkli ve bir biri
ile celisen fikir, amag, beklenti, istek gibi duygu ve duslincelerin olmasi gayet
normaldir.”sadece bir degil; yeryiiziindeki insan sayisi kadar diinya vardir” s6zi ortaya
¢tkan durumu net bir bicimde anlatmaktadir. her bakimdan ele alindiginda oldukga biyilk
boyutlari bulunan catisma kavrami, glinimiize degin bir ¢ok bilim dalina arastirma konusu
olmustur.Turizm alaninda faaliyet gosteren isletmeler gibi hizmet amach
organizasyonlarda insan iliskilerinin yogun bir sekilde yasanmaktadir. Degisik kisisel
ozelliklere sahip olan galisanlar ile Diinyanin degisik Ulkelerinden ve kiiltiirlerinden gelen
ziyaretgilerin ayni ortamda bulunmasi nedeniyle kisisel, 6rgitsel ya da cevresel etkilere
bagli olarak anlagmazlik, uyusmazlik, engelleme gibi ¢atismalarin goriilmesi kaginilmazdir.
Catismalarin ana unsuru olarak kit kaynaklarin béltsulmesi, kisisel g¢ikarlarin 6n planda
tutulmasi, amaclarin gergeklestiriime 6nceligi gibi durumlardan bahsedilebilecegi gibi, bir
nedene bagli olmaksizin iletisim kopuklugu veya yetersizligi gibi kisisel ya da orgutsel
kaynakli durumlardan da bahsedilebilir (Demir,2010:201).

Sahip oldugu duygusal zekay! kullanan, farkli bir ifadeyle kendi duygularini taniyan ve
yonlendirebilen, diger insanlarin duygularina, talep ve ihtiyaglarina karsi duyarli olan
yoneticiler ve ¢alisanlar; ¢alisma ortamindaki glivene bagh olarak iletisim kurmaktadirlar.
Bu sekilde distindiklerini agik ve net olarak dile getirmekle, gerek kendilerini gerekse de
birlikte calistiklari isgdrenleri ve misterilerini arzu edilen sonuca yoénelik olarak rahat bir
halde idare edebilmekte, cok siki sartlarda bile pozitif diisinme vyapisini koruyarak
motivasyonun yilksek kalmasini saglamakta ve catismalari, ortaya c¢ikan olumlu havayi
koruyarak sonlandirmaktadirlar. Dolayisiyla, bahsetmis oldugumuz nitelikleriyle duygusal
zekasi gelismis ¢alisanlarin sirketlerinin basarisinda katkilar oldukga fazladir (Cetinkaya ve
Alparslan,2011; 364). Bu ¢alismada incelenen duygusal zeka ve ¢atisma kavramlari birgok
arastirmaci ve yazar tarafindan ifade edilirken ortaya ¢ikan ortak sonug, “Catismanin
insanlarin etkilesimde bulundugu her ortamda kaginilmaz bir olgu oldugudur” yani
meselenin 6z0 itibariyle, yapilan calismalar duygusal zekad ve catismanin bir sonug, bir
slrec ya da bir iletisim bicimi tarzinda algilamalardaki farkhliklara bagh olarak incelendigini
gostermektedir.

2. LITERATUR TARAMASI

2.1. Catisma Kavrami ve Bireylerarasi Catisma C6zme Yontemleri

Kavram olarak catisma yeni bir ifade degildir, insanlarin giinlik yasantisinin bir pargasidir
ve ylzyillar boyunca tulkeler, kralliklar, klanlar, dinler, irklar ve cinsiyetler arasinda
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yasanmis ve yasanmaya da devam edecektir. Catismalarin tirlerini ve genel yapilarini
¢6zmek amaciyla arastirmacilar, ¢atisma yonetimine katki saglayacak birgcok arastirma
yapmislardir. Yapilan arastirmalara gore, soylenebilir ki “insan olmak ve birbirine bagh
sartlar icinde yasamak ya da ¢alismak, ¢catisma yaratir” ( Eidson,2003:36-37 ).

Bireyin hangi acidan degerlendirdigi hususuna bagli olarak, ¢atismanin ¢ok kapsamli olarak
yvapilmis tek bir tanimi bulunmamaktadir. Psikoloji, davranis bilimleri, sosyoloji, iletisim ve
antropoloji gibi cesitli disiplinler tarafindan yapilan tanimlarda ortak hakim tema; degisen
ihtiyacglar, amaclar veya menfaatler ve bir tarafin diger tarafa bu ihtiyaclari, hedefleri ya da
menfaatleri elde etmek igin miidahalesi ya da karsi tarafin midahale algilamasidir
(Waitchalla,2006:1905). Ayrica, genel olarak catisma kavrami ile iliskilendirilebilecek birgok
terim bulunmaktadir. Rekabet, gerginlik, tartisma, muhalefet, dismanlik, kavga, ¢cekisme,
siddet, slrtiismeler, zitlasmalar, anlasmazliklar gibi terimler ¢atisma kavraminin ifade
etmede temel unsurunu olusturmaktadirlar (Tozkoparan, 2013; 191).

Daha oncede bahsetmis oldugumuz gibi ¢atisma olgusunun tam olarak bir tanimini
yapmak oldukca glictir. Clnki catismalar birbirinden ¢ok farkli ortamlarda ve farkli
seviyelerde ortaya ¢ikmaktadir. Ancak genel olarak basit bir sekilde Catismayi; birden ¢ok
kisi veya grup arasinda cesitli nedenlerden ortaya cikan bir gecimsizlik, anlasmazlik,
gerginlik ya da benzer diger olumsuzluklar seklinde tanimlayabiliriz. Robbins (2005: 422)
ise, catismay! bir kisi ya da tarafin diger taraf ya da kisinin olumsuz etkilendigini fark
ettiginde baslayan bir siireg olarak tanimlamistir. Her iki tanimdan da degisik olarak Can
(2002: 323)’'a gore catisma, kisi ya da guruplarin tercihlerinde zorlayici etkiler ile
karsilasmasi ve sonucunda da karar verme mekanizmalarinda bozulmalarin ortaya
¢tkmasidir. Eren (2004: 553)’e gore ise orgiitlerde ortaya c¢ikan gatisma, bireylerin ve
gruplarin ayni ortamda farkh isteklerle c¢alisma sorunlarindan kaynaklanan, olagan
faaliyetleri engelleyen ve karisikliga neden olan olaylar olarak tanimlanmistir (Ak¢a ve
Eriglig, 2006; 128). Yapmis oldugumuz arastirmada Olgeginden faydalandigimiz Aflazur
Rahim (1983) tarafindan “Orgiitsel Catisma Olgegi-Il” gelistirilmistir. Sekil-1'de gériildigi
Uzere arastirmacinin yapmis oldugu calismaya gore kisilerin kendilerine ve digerlerine
yonelik ilgileri boyutunda ortaya ¢ikan catismalarin ¢6ziminde; "biitinlestirme,
hiikmetme, Gdiin verme, kaginma ve uzlasma" olmak Uzere bes yontem belirlenmistir. S6z
konusu bu bes ¢atisma ¢ozme yontemlerini 6zellikleri su sekildedir (Rahim, 2002);

o
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=

© | Hikmetme Butlnlestirme
c
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>

()

£

kG Uzlasma

©

c

()

v

£ -

£ | Kaginma Odiin Verme
un

2

Kisinin digerlerine yonelik ilgisi

Sekil 1. Catisma Cozme Yontemleri
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Biitiinlestirme: Bltlnlestirme yonteminden, bireyin gerek kendisine gerekse de diger kisi
ve guruplara yonelik ilgisinin Ust seviyede bulundugu durumlarda bahsedilebilir. iletisim
kanallarinin agik tutulmasi, bilgilerin ortak degerlendirilmesi, seceneklerin arastirilmasi,
farkliliklarin saptanmasi ve belirlenen sorunun ¢éziimiine odaklanilmasi s6z konusudur.
Farkli catismalarin ¢6ziimiinde en iyi yontem oldugunu soyleyebiliriz. Bu ydntemde
ozellikle komplike catismalarin ¢6ziimiinde, gelecege yonelik planlarin gelistiriimesinde,
orgltsel amaclarin ve politikalarinin tespit edilmesinde etkilidir. Ancak, bu yontemle
problemlerin ¢oziilebilmesi icin uygun ve bol bir zamanin bulunmasi zorunluluktur. Bu
duruma gore, kararlarin ivedi olarak alinmasi ve uygulanmasi gereken durumlar ile basit
sorunlarin ¢dziimiinde uygulanmasi gerekli bir ydontem degildir.

Odiin Verme: Calisanin kendisine yénelik ilgisinin daha az, farkh kisi ve gruplara yénelik
ilgisinin yogun oldugu durumlarda beliren bir yontemdir. Bu ¢atisma ¢ézme sitilini
benimsemis olan bireyler, diger tarafin amaglarina kavusmasina 6nem vererek, kisisel
beklentilerini geri plana alirlar. Yani, farkh istek ve amaclari géz ardi ederken, benzerlikleri
on plana cikarirlar. Bu yaklasimda, ortaya ¢ikan sorunlar hakkinda detayh bilgi sahibi
olunmadigl veya cikacak sonuglarin diger taraf bakimindan cok fazla 6nemli oldugu
durumlarda kullanilabilir. Odiin verme, ¢atisma yasanan tarafla iletisimin énem arz ettigi
ya da belli bir ¢ikarin s6z konusu olabilecegi durumlarda da gérinmektedir.

Hiikmetme: Hikmetme, 6din verme sitilinin tam tersi olarak kisinin kendisine yonelik
ilgisinin yogun oldugu, buna karsin diger kisilere yonelik ilgisinin ise dusik seviyede oldugu
durumlarda gorulmektedir. S6z konusu yaklasimda, diger tarafta bulunan kisi ve guruplarin
amacg ve istekleri dikkate alinmayarak, karsi tarafa hilkmedici bir tutum sergilenir. Catisma
¢6zmede hilkmetme, kararlarin ivedi olarak alinmasi ve uygulanmasi gerektigi durumlarda
daha ¢ok kullanilmaktadir. Ancak, catisma durumunun karmasik oldugu ve o6nemli
problemler igcin uygun bir yontem oldugu séylenemez.

Kaginma: Kaginma ydntemi, kisinin hem kendisine hem de digerlerine yonelik ilgisinin
diisik oldugu durumlarda gorilmektedir. Kaginmaci bir kisi, hem kendi elde edecegi
sonuclari hem de karsi tarafin elde edecegi sonuclari saglama konusunda basarisiz olur.
S6z konusu catisma ¢6zme yontemi, karsi tarafla ylzlesmenin doguracagi olumsuz
sonuglar, sorunun c¢oziimiyle elde edilecek sonuglardan c¢ok daha onemliyse tercih
edilebilir. Bu yontem ayni zamanda, karmasik sorunlarin ¢éziimiinden 6nce taraflara
zaman kazandirmak amaciyla da uygun bir yaklasim olarak disiinilebilir. Ancak, 6nemli
sorunlarla karsilasildiginda ya da alinmasi gereken kararlar igin beklenilmemesi
gerekiyorsa, kaginmaci yaklasim uygun bir yéntem olmayacaktir.

Uzlasma: Uzlasma yaklasimi, kisinin kendisine ve digerlerine yonelik ilgisinin orta diizeyde
oldugu durumlarda gorilar. S6z konusu yontemde taraflar ortak bir ¢oziime ulasabilmek
icin belirli fedakarliklar yaparlar. Ozellikle esit giice sahip taraflarin ¢atisma siireclerinde
¢lkmaza girildiginde ya da diger catisma ¢6zme yontemlerinin mevcut durumda etkili
olmayacagl disiniliyorsa uzlasma uygun bir yontem olabilmektedir. Diger taraftan,
karmasik sorunlarin ¢ozilmesinde ve taraflardan birinin daha glicli oldugu durumlarda
uygun bir yaklasim degildir.
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Rahim’e (2011) gbre s6z konusu g¢atisma ¢dzme yontemlerinden hangisinin benimsendigi,
catisma icerisindeki taraflarin kazang ve kayiplar igin belirleyicidir. Butlinlestirme
yaklasiminin uygulandigi ¢atisma durumlarinda taraflarin her biri kazang saglamaktadir.
Uzlasma durumunda taraflarin kazang saglayabilmeleri icin belirli kayiplari kabul etmeleri
gerekmektedir. Diger taraftan, 6diin verme ve hikmetme yaklagimlarinda taraflardan biri
kayba ugrarken, diger taraf kazanc¢ saglamaktadir. Kaginma yonteminde ise her iki tarafin
da kaybi s6z konusu olmaktadir.

2.2. Duygusal Zeka

Zeka Kavramini, bireyin sosyal anlamda ve kendisine ait standartlarina gére yasaminda
arzu ettigi seviyeye ulasma yetenegi olarak aciklayabilecegimiz gibi, kisinin istek ve
arzularina ulasmak icin giiclii olan tarafini 6n plana cikartarak zayif yonlerini kapatma ve
eksikliklerini giderme becerisi olarak da nitelendirilmektedir (Stenberg,2003:139-154).
Farkh diger bir tanima gore ise zeka, uygun yer ve zamanda, amaglar dogrultusunda,
toplumsal gecerliligi ve kisiye 6zgli  zihinsel davranislarda bulunabilme, disiinme
gerektiren soyut kavramlari ve olaylari kisa sire icerisinde kavrayabilme, ortaya cikan
sorunlara dogru teshisler koyarak zamaninda ¢6zim vyollar Gretebilme, ¢ok zor
durumlarda bile sahip oldugu enerjiyi daha fazla artinp heyecanlanmalara karsi
koyabilme kapasitesidir (Gliney,2000).

Duygusal zeka kavrami, Goleman (1995: 51), tarafindan “kendini harekete gecirebilme,
aksiliklere ragmen vyoluna devam edebilme, etkenleri kontrol ederek doyumu
erteleyebilme, ruh halini dizenleyebilme, sikintilarin disiinmeyi engellemesine izin
vermeme, kendisini baskalarinin yerine koyabilme (empati) yetisi” olarak ifade edilirken,
Salovey ve Mayer (1990) tarafindan ise "Bireyin kendisi ve baskalarinin duygularinin
farkinda olmasi, sorunlarin ¢éziimiinde davranislarini kontrol etme, bunlari ayirt edebilme,
basariya ulasma, insanlarla iyi iliskiler kurmada ve bu siirecten elde ettigi bilgiyi distince
ve eyleminde etkin kullanabilmesi” olarak tanimlamaktadir. Cooper ve Sawaf (1996:12),
bu iki tanima benzer bir yaklasimla duygusal zekayi, "duygularin giiciini ve algilayisini,
insan enerijisi, bilgisi, iliskileri ve etkisinin bir kaynagi olarak duyumsama, anlama ve etkin
bir bicimde kullanma yetenegi" olarak belirtmektedir. Bar-On (1997) ise sosyal duygusal
zeka tanimlamasi yapmakta ve “dis cevrenin baski ve talepleriyle basa ¢ikabilmeyi saglayan
bilissel olmayan yetenek ve kabiliyetler” olarak tanimlamaktadir.

Duygusal zeka, oncelikli olarak kisinin kendi duygularinin farkina varmasi ve ifade
etmesiyle baslar. Burada ifade edilmek istenilen ylzdeki ifadeleri, ses tonundaki, sanatsal
ve bilimsel objelerdeki, iletisim kanallarinin yaymis oldugu duygulari hissedebilmek ve
algilayip ifade edebilmektir (Mayer vd., 2004; ismen, 2001). Ote yandan duygusal olarak
farkina varma , duygusal zekanin ileride faydali olacak ve yon verme 6zelligi bulunan bir
kazanim olarak ifade edilmektedir (Quebeman ve Rozell, 2002). Clunki kisisel ve orgttsel
¢atismanin en 6nemli sebeplerinden birisi de algilamadaki farkliliklardir. Duygulari algilama
yetenegi sosyal ve is yasaminda etkin iletisim kurmak icin oldukca 6nemlidir (Demir, 2002).
Birey, duygulari acgik ve dogru olarak yorumladigl takdirde duygusal etkilesimin sonucu
olusan tepkilere daha hazirlikli olabilmekte, yanlis anlama ve algillamalarin ortadan
kalkarak gticli bir iliskinin olusmasina katki saglayabilmektedir (Lopes vd., 2003).
Etkilesimin normal, anlasilabilir ve kabul edilebilir cercevede olusmasi taraflar arasinda
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uyusmazhk, anlasmazlik ya da karsit fikirlerin zarar verici boyutlara ulasmasini
engellemektedir.

Duygulari anlama, farkli duygulari (6rnegin, baslangicta iki duyguyu) ayni anda hissetmek
gibi karisik duygulari anlayabilme, birinden digerine gegisi tanimlayabilme yetenegidir.
Karmasik duygu ve duygu zincirlerini, aradaki gegisleri anlama yetenegi, duygulari anlama
olarak ifade edilmektedir. Duygularin anlasilmasiyla, catisma alanlarini daha iyi anlamak,
yoneticilerin 6rglitsel hedeflere ulasmak icin insan kaynaklarini daha verimli kullanmasini
saglar (Demir, 2010:203). Duygulari anlama, duygusal bilgiyle analiz ve yorumlama
yetenegine dayanmaktadir (Caruso ve Salovey, 2004: 55). Duygularla ilgili sembol, isaret
vb. belirleyici unsurlar anlasilir olmali diger yeteneklerle etkilesimde anlama yetenegini
kolaylastirilmalidir (Stys ve Brown, 2004). Duygular arasindaki gecislerin yapilabilmesi
duygusal anlama yeteneginin bu gegisleri yapabilme diizeyine baghdir (Ashkanasy vd.,
2004). Degisik kosullarda duygusal gelismelerin olusabilecegini anlamak, duygusal zeka
dizeyi yliksek bireylerin 6zelligidir. Clinkl bu 6zellige sahip bireyler gelecekte olabilecek
durumlarin yararini ve zararini daha iyi kavramaktadirlar (Weinberger, 2003). Duygulari
anlama yetenegi giinlik yasam ile is hayati arasindaki iliskinin diizenlenmesi ya da genel
ruh halinin ¢alisma yasamina etkisini anlamada da 6nem tasimaktadir (Bailie ve Ekermans,
2006).

3. ARASTIRMA VE YONTEM

3.1. Arastirmanin Amaci ve Kapsami

Bu ¢alismanin temel amaci turizm sektoriinde galisan bireylerin duygusal zeka ve gatisma
¢ozme stilleri arasindaki iliskinin incelenmesine yoneliktir. Arastirmanin uygulama
yoniinden kapsamini Osmaniye ilinde faaliyet gosteren konaklama isletmeleri,
yiyecek&icecek isletmeleri ve seyahat acenteleri gibi turizm isletmelerinde calisan yaklasik
150 isgoren olusturmaktadir. Bu nedenle arastirmanin saha uygulama kismi Osmaniye
ilinde faaliyet gosteren turizm isletmeleri olarak belirlenmistir. Arastirmada anket
uygulamasi yapilan isgorenlerin bir turizm isletmesinde c¢alisiyor olmasi onemli bir
kosuldur. S6z konusu turizm isletmelerinde ¢alisan isgérenlerin tamamina anket formu
dagitilmis ancak bazi kisilerin izinli ya da raporlu olmalari veya anket uygulamasi yapildig
zaman icerisinde tesiste olmamalari nedeniyle 117 anket cevaplanmistir. Arastirma, 117
turizm galisaninin 6lgme araglarina kendilerini degerlendirme ile ilgili verdikleri cevaplarla
sinirhidir. Ulasilan sonuglar herhangi bir genellemeyi icermemekte, sadece arastirma
yapilan 6rnekleme iliskin sonuglari ortaya koymaktadir.

Turizm sektoriinde calisanlarin duygusal zeka ve gatisma ¢dzme iliskisinin belirlenmeye
¢ahsildigi bu arastirma, Cukurova Bolgesindeki Osmaniye ilinde faaliyette bulunan turizm
isletmelerinden (konaklama isletmesi, yiyecek&icecek isletmesi ve seyahat acentesi) elde
edilen verilere gore degerlendirilmistir. Bu ylzden s6z konusu ilin turizm potansiyeli
hakkinda bilgi sahibi olunmasi gerekmektedir. i’lde 11 adet konaklama isletmesi, 9 adet
seyahat acentesi ve 1 adet yiyecek icecek&isletmesi faaliyet gostermektedir. “Kaleler ve
Yaylalar Sehri” olarak anilan Osmaniye ilindeki turizm isletmelerinin sayisi ve kapasiteleri
ile ilgili bilgiler asagida tablo 1'de gosterilmistir.
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Tablo 1: Osmaniye ilinde Faaliyet Gosteren Konaklama isletmeleri Bilgileri

. . Oda Yatak  Yildiz .
Sinifi Otel Isimleri Tiirii
Sayisi Sayisi  Sayisi

Blylik Osmaniye Oteli 100 200 5 Yildiz

Turizm isletme Belgeli ~ Karatepe Park Oteli 51 102 3Yildiz Otel
Sahin Oteli 65 120 2 Yildiz
. Amanos Oteli 100 200 4 Yildiz
*Yatinm Isletme Belgeli  ahce park Oteli 42 88 3 Yildiz Otel
Giney Oteli 11 24 3. Sinif
Cinar Oteli 27 60 3. Sinif
Belediye Belgeli Ugar Oteli 25 50 3. Sinif
Andirin Oteli 15 39 3. Sinif Otel
Butik Otel 12 26 3. sinif
Sitlemis Tur. Tesisleri 40 76 1. Sinif
Toplam 476 959

Kaynak: Osmaniye il Kiiltiir ve Turizm Miidiirliigi, Turizm istatistik Bilgileri Brifing.2014
* Henliz isletme faaliyete acilmamis olup insaat asamasi devam etmektedir.

Tablo 1 incelendiginde konaklama kapasiteleri agisindan Osmaniye ilinde 3 adet turizm
isletme belgeli, 2 adet turizm yatirnm belgeli ve 6 adet belediye belgeli olarak toplam 11
tesisin faaliyet gosterdigi gérilmektedir. Turizm isletme veya yatirim isletme belgeli olan
tesisler Kiltiir ve Turizm Bakanligina bagh olup, diger konaklama tesisleri ise belediyeye
bagli olarak islem gormektedir. Yukarda tablo 1’de yer alan yatinm isletme belgeli
tesislerin yatirim asamasi devam ettigi icin s6z konusu 2 tesis henliz isletme faaliyetine
acilmamistir. Bu nedenle bu tesisler oda ve yildiz sayisi bakimindan yapilan hesaplamalarin
disinda tutulmustur. Osmaniye ilinde turizm isletme belgeli olarak faaliyet gosteren
konaklama tesis kapasitelerinin yaklasik % 47,4’Gn0 Blyik Osmaniye Oteli, % 28.43’Un0
Sahin Oteli ve % 24.17’sini ise Karatepe Park Oteli olusturmaktadir. Yine belediye belgeli
olarak faaliyet gosteren tesisler agisindan ise yaklasik % 27.63’G Kadirli Silemis Turistik
Tesisleri, % 21.90'ni Cinar Oteli, % 18.18’ini Ugar oteli, % 14.18’ini Andirin Oteli, % 9.45’ini
Butik Oteli ve % 8.66’sinI ise Gliney Oteli olusturmaktadir. Bu oranlar Osmaniye ilinde
faaliyet gosteren isletmelerin yildiz sayillart veya siniflari ile orantili oldugunu
gostermektedir.

Yukarida yer alan bilgilere ek olarak ayrica Osmaniye ilinde faaliyet gosteren toplam 9
adet turizm seyahat acentesi bulunmaktadir. S6zkonusu acentelerin hepsi A grubu seyahat
acentesi grubunda yer alirken sadece 7 tanesi merkez ve 2 tanesi de sube konumu
pozisyonundadir.

3.2. Arastirmanin Yontemi

Arastirmanin verileri anket yontemi ile elde edilmistir. Arastirmanin kapsamini olusturan
kisilere anketler elden ulastirilarak cevap alinmistir. Yapilan literatlr taramasi sonucunda
belirlenen duygusal zeka ve catisma ¢ozme stilleri 6lgeklerine dayanarak bir anket formu
hazirlanmistir. Ankette, tanimlayici ve cikarimsal istatiksel analizde kullanilmak Uzere
toplam 52 ifade (6nerme) yer almistir. Anket formunda yer alan ilk bolim, katilimcilarin
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demografik ozellikleri ile isletme bilgilerini belirlemeye yonelik olup burada 8 ifade
kullanilmigtir. Yine anket formunun ikinci boliminde yer alan 16 ifade duygusal zeka, 28
ifade ise catisma ¢6zme stilleri iliskisine yonelik Olgeklere iliskin ifadelerdir. Bu ifadeler
“1=Kesinlikle Katillyorum, 2= Katiliyorum, 3= Kararsizim, 4= Katilmiyorum, 5= Kesinlikle
Katilmiyorum” madde-cevap matrisi formatinda ve Likert tipi 5’li dereceleme seklinde
hazirlanmistir. Anketten elde edilen verilerin ¢6zimlenmesinde; demografik 6zelliklere
iliskin bulgularin frekans ve yuzde tablolari olusturulmustur. Arastirmada Glvenilirlik
Analizi, T testi, Tek Yonli Varyans Analizi (ANOVA), Koreldasyon ve Regresyon analizleri
uygulanmis olup bu analizler icin SPSS 18,0 For Windows istatistik paket programi
kullaniimigtir.

3.3. Arastirmada Kullanilan Olgekler

Arastirmada catismayl ¢ézimleme yonetimi ve duygusal zekd oOlcegi olmak lzere iki
Olgekten yararlaniimistir.

Catismayi Coziimleme Yéntemi Olgegi: Arastirmamizda catismayl ¢éziimleme yéntemi
Olcegi olarak Rahim olcegi (1983) kullanilmistir. Rahim’in 28 soruluk 6lgegi arastirmaya
dahil edilmistir. Anketin orijinaline bagl kalinarak; 5’li Likert yonteminde (1=kesinlikle
katiliyorum; 5=kesinlikle katilmiyorum) derecelendirilmistir. Olcegin Tirkceye uyarlamasi
gecerlilik ve glvenilirlik calismasi Kozan (1989) tarafindan yapiimistir. S6z konusu 0lgegin
“butlnlestirme”, “6din verme”, “hikmetme”, “kaginma” ve “uzlasma” olmak lzere bes
alt boyutu bulunmaktadir. Alt boyutlardan bitlnlestirme toplam yedi maddeden (1., 4., 5.,
12., 22, 23. ve 28. maddeler), 6diun verme alti maddeden (2., 10.,11., 13., 19. ve 24.
maddeler), hikmetme bes maddeden (8., 9., 18., 21. ve 25. maddeler), kacinma alti
maddeden (3., 6., 16., 17., 26. ve 27. maddeler) ve uzlagsma ise dért maddeden (7., 14., 15.
ve 20. maddeler) olusmaktadir.

Duygusal Zekd Olgedi: Arastirmaya katilan bireylerin duygusal zeka diizeylerini 6lgmek
amaciyla Wong ve Law (2002) tarafindan gelistiriimis olan “Duygusal Zeka Olgegi”
kullanilmistir. 16 ifadeden olusan olgegin, “6z duygu degerlendirmesi”, “bagkalari igin
duygu degerlendirmesi”, “duygu kullanimi” ve “duygu kontroli” olmak lizere toplam dort
alt boyutu bulunmaktadir. Alt boyutlardan 6z duygu degerlendirmesi toplam dort
maddeden (7., 11., 14.ve 16. maddeler), baskalar icin duygu degerlendirmesi dort
maddeden (2., 6., 8.,ve 9. maddeler), duygu kullanimi dért maddeden (3., 5., 10.,ve 12.
maddeler), ve duygu kontrolli dért maddeden (1., 4., 13.,ve 15. maddeler) olusmaktadir.

3.4. Analiz ve Bulgular

Arastirma kapsaminda Osmaniye ilinde faaliyet gdsteren turizm isletmelerinde ¢alisan
personele verilen anket formu ile 117 galisana ait verilerin analizi sonucunda elde edilen
bulgulara yer verilmis ve bu bulgulara yorumlarla agiklama getirilmistir.

3.4.1. Katiimcilarin Demografikk Ozelliklerine iliskin Bulgular

Katihmcilarin; cinsiyet, yas, egitim durumu, medeni hali, isletmedeki pozisyonu, turizm
sektoriinde toplam c¢alisma siiresi ve bulundugu isletmedeki ¢calisma siresi konularindaki
demografik 6zelliklerini belirlemeye yonelik 8 adet soru yoneltilmistir. Bu sorulardan elde



Research Journal of Business & Management - RIBM (2015), Vol.2(1) Cavus,Yakut,Kara, 2015

edilen verilerin frekans (n) ve ylizde (%) degerleri hesaplanmis ve elde edilen sonuglar
asagida tablo 2’ de gosterilmistir.

Tablo 2: Katilimcilarin Demografik Ozellikleri

Cinsiyet Sayi Yizde Medeni Durum Sayi Yizde
Bayan 27 23,1 Evli 49 41,9
Erkek 90 76,9 Bekar 68 58,1
Yas Calisilan Departman

18-25 29 24,8 On biro 23 19,7
26-30 27 23,1 Yiyecek-icecek 22 18,8
31-35 32 27,4 Muhasebe 5 4,3
36-45 22 18,8 Kat Hizmetleri 14 12,0
46 ve Uzeri 7 6 Mutfak 28 23,9
Egitim Diizeyi Diger Departmanlar 25 21,4
Okuryazar 35 29,9 Calisma Siiresi

ilkégretim 40 34,2 1Yilve 1yildan az 54 46,2
Lise 26 22,2 2vil 15 12,8
Onlisans 11 9,4 3vil 20 17,1
Lisans 5 4,3 4 yil ve lzeri 26 22,2
isletmenin Yildiz Oda Sayisi

iki Yildiz 14 12 1-49 aras| 6 5,1
Ug Yildiz 32 27,4 50-99 aras! 47 40,2
Dort Yildiz -- - 100 ve Uzeri 53 45,3
Bes yildiz 41 35 Diger 11 9,4
Diger 30 25,6

Tablo 2’'de yer alan bilgilere gore, katihmcilarin % 76,9'u erkek, % 23,1'i ise bayandir.
Katilimcilarin % 27,4’Unin yasl 31-35 araliginda, % 18,8'i ise 36-45 araliginda olup, %
47,9’unun yasl ise 30’dan kiguktlr. Geriye kalan % 6’sinin yas araligi ise 46 ve Uzeridir.
Katilimcilarin % 58,1’i bekar, % 41,9’u ise evlidir. Katilimcilarin yaklasik % 47,9’'unun 30 yas
ve altinda olmasi, %76,9’unun erkek ve % 58,1’'nin bekar olmasi turizm sektdrinin
dinamik isgliciine dncelik vermesinin basit bir gostergesidir. Buna benzer galismalarda da
yer aldigi gibi blyiik cogunlugun ilkokul mezunu oldugu ¢alisanlarin yalnizca % 45,3’tGniin
100 ve Uizeri odal turizm isletmelerinde calisirken, halen bulundugu isletmede 4 yil ve
lizerinde galisanlarin orani ise % 22,2'dir.

Katilimcilarin isletmede calistiklari departman dagilimina bakildiginda ise % 23,9’unun
mutfak, % 19,7’sinin 6n biiro, %18,8’inin yiyecek-icecek, %12’sinin kat hizmetleri ve geriye
kalan %25,7’sinin ise diger departmanlarda oldugu gorilmektedir. Katihmcilarin % 35’i 5
yildizh, % 27,4'G 3 yildizli, %25,6’sI diger turizm tesisleri ve % 12’si ise 2 yildizh turizm
isletmelerinde ¢alismaktadir.
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3.4.2. Guvenilirlik Analizi Sonuglari

Asagidaki Tablo 3’de arastirmada uygulanan anket formundaki calisanlarin duygusal zeka
ve catisma ¢ozme stilleri dlgeklerine ve alt boyutlarina yonelik faktérlerin istatistiksel
olarak givenilirlik testi sonugclari (Cronbach Alpha) yer almaktadir.

Tablo 3: Faktorlerin Giivenilirlik (a) Degerleri

FAKTORLER Soru Sayisi Cronbach Degerleri
Catisma Cozme Stilleri 28 ,867
Biitiinlestirme 7 ,687
Odiin Verme 6 ,563
Hiilkmetme 5 ,679
Kaginma 6 ,611
Uzlasma 4 ,746
Duygusal Zeka 16 ,823
Oz Duygu Degerlendirmesi 4 ,571
Baskalari igcin Duygu Dederlendirmesi 4 ,705
Duygu Kullanimi 4 ,581
Duygu Kontrolii 4 ,711

Yapilan glvenilirlik analizi sonuglarina gére catisma ¢ozme stillerine iliskin faktérlerin genel
glvenilirligi ,867; duygusal zeka faktorlerinin genel givenilirligi ise ,823 olarak elde
edilmistir. Bu sonuglar, anketin genel givenilirliginin yliksek derecede oldugu ve kabul
edilebilir sinirlar icinde oldugunu gdstermektedir.

3.4.3. T-Testi Sonuglari

Arastirmaya katilan c¢alisanlarin duygusal zeka ve ¢atisma ¢6zme yontemleri arasindaki
iliski diizeylerinin cinsiyet, medeni durum, yas, egitim dizeyi, calistigi departman, ¢alisma
slresi, isletmenin yildizi ve oda sayisina gore anlaml bir fark gosterip géstermedigini
belirlemek icin T-testi uygulanmistir.

Tablo 4: Faktorler ile Cinsiyet ve Medeni Durum Arasindaki T-Testi Sonuglari

Faktorler Degiskenler F Degeri Sig. (2) Degeri

Baskalarinin  Duygu

. . . Medeni durum 5,44 0,03
Degerlendirmesi

Tablo 4’de faktorler ile cinsiyet ve medeni durum arasindaki bagimsiz t-testi sonuglari yer
almaktadir. %5 anlamlilik diizeyinde elde edilen analiz sonuglarina gore cinsiyet degiskeni
ile faktorler arasinda anlamli bir iliski bulunamazken sadece “baskalarinin duygu
degerlendirmesi” faktori ile medeni durum degiskeni arasinda anlaml bir iliski
bulunmustur.

10
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3.4.4. Korelasyon Analizine iliskin Sonuglar

Pearson korelasyon analizi, iki stirekli degiskenin dogrusal iliskisinin derecesini 6lgmek igin
kullanilan istatistiksel bir yontemdir. Pearson korelasyon katsayisi r ile gosterilir ve -1 ile +1
arasinda degerler alir. Katsayinin -1 olmasi degiskenler arasinda negatif yonli mikemmel
bir dogrusal iliskiyi gdsterirken, +1 olmasi pozitif yénlii dogrusal bir iliskiyi gdsterir. iki
degisken arasinda korelasyon katsayisi asagidaki gibi yorumlanir (Kalayci,2010:116).

Korelasyon analizi kurulurken duygusal zeka kavraminin alt boyutu olan 6z duygu
degerlendirmesi (ODD), baskalarinin duygu degerlendirmesi (BDD), duygu kullanimi (DK),
duygu kontrolii (DKT) bagimsiz degiskenler olarak alinirken; bagimh degiskenler sirasiyla
catisma ¢O6zme stilleri kavraminin alt boyutlari olan bitlinlestirme, 6din verme,
hikmetme, kaginma ve uzlasma olarak veriler aktariimistir.

Tablo 5: Korelasyon Analizine iliskin Sonuglar

- o
()
£ c £ g £ n:ng £ s E s E| 52
= c o = = (= T = <)
§ | 3E| E | £ | & |33@BFEq55|E
= O 9 N = = =
5 > 3 < 5 | 85[@°8g 92|98
= v |0 v
o (=] (=)
Biit. 1
) 523* 1
Odn Ver. 000
) 401%% | ,293%* 1
Hub ,000| 001
‘a 547+ | 571* | ,507* 1
i 000 000 000
667%% | 572%% | 206%* | 427%* 1
uzls. 000| 000 ,001| 000
52buv. Doz | 307°*| 58| 8e*| 74| 195* 1
Y- Deg 001| ,088| 045 ,061| 036
Bac. Duv Deg. | S64"" | 465*| 388" | ae2rr | ss0r | 237° 1
3. Duy Deg. o000| ,000| 00| ,000| ,00| ,010
DY Kul 478%% | 230% | 214 | ,246% | ,361** | ,655** | ,297** 1
y Rul. o000| ,012| ,021| ,008| ,000| 000 ,001
470%* | ,197% | 241%| ,205%| ,200% | ,468**| ,437**| 568* 1
Duy Kont.
000 033 ,009| ,027] ,030| 000 ,000| ,000

** Korelasyon 0.01 diizeyinde anlaml
* Korelasyon 0.05 diizeyinde anlamli

Duygusal zekanin alt boyutlari ile ¢atismanin alt boyutlari arasindaki iliskinin yonini ve
kuvvetini belirlemek igin yapilan korelasyon analizine ait degerler Tablo 5'de yer
verilmistir. En yilksek korelasyon degerine sahip olan “baskalarinin  duygu
dederlendirmesi” ile Uzlasma degiskenleri arasinda korelasyon degeri 0,580 diizeyinde
gerceklesmis olup aralarinda orta, pozitif yonli ve anlaml bir iliski oldugu saptanmistir

11
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(r=0,580; p=0,000<0.01). Benzer sekilde Osmaniye ilinde faaliyet goOsteren turizm
isletmelerinde c¢alisan personellerin g¢atisma alani arttikga beraberinde duygusal zeka
yeteneklerini daha etkin kullanabilecekleri séylenebilir. En disik korelasyon degerine
sahip olan “6z duygu dederlendirmesi” ile “6diin verme” degiskenleri arasindaki korelasyon
degeri ise 0,158 olup aralarinda ¢ok disik, pozitif ve anlamli bir iliski gorilmektedir
(r=0,158; p=0,000<0.01). Baska bir agidan bakildiginda ise Osmaniye ilindeki turizm
isletmelerinde calisanlarin catisma alani arttikca pozitif yonde kaginma boyutunun da
artabilecegi ifade edilebilir.

3.4.5. Tek Yonlii Varyans Analizine (ANOVA) iliskin Sonuglar

Arastirmaya katilan Osmaniye ilindeki turizm sektorl calisanlarinin duygusal zeka ve
catisma ¢6zme stilleri arasindaki iliski diizeylerinin cinsiyet, medeni durum, yas, egitim
dizeyi, cahstigl departman, galisma suresi, isletmenin yildizi ve oda sayisina gore anlamli
bir fark gosterip gostermedigini belirlemek icin Tek Yonli Varyans Analizi (ANOVA)
uygulanmistir.

Tablo 6: Faktorler ile Degiskenler Arasindaki Tek Yonlii Varyans Analizi Sonuglari

.. .. ANOVA

FAKTORLER DEGISKENLER - . " - .

F Degeri Sig. Degeri
s | Batiinlestirme Yildiz Sayisi 3,49 0,01
== Oda Sayisi 2,72 0,04
,%D % Hikmetme Diger Departmanlar 2,51 0,03

leTo]

=g Uzlasma Egitim Diizeyi 2,54 0,04
Oz Duygu Degerlendirmesi | Yildiz 3,21 0,01
. | Baskalan icin Duygu | Medeni durum 4,63 0,03
= % Degerlendirmesi Yildiz sayisi 2,92 0,02
E < Duygw Kullanm Yildiz Sayis| 2,48 0,04
oy Oda Sayisi 3,32 0,02
e ] Yildiz Sayisi 3,43 0,01
Duygu Kontrolii Oda Sayisi 6,37 0,00

Tablo 6’da degiskenler ile faktorler arasinda gergeklestirilen ve %5 anlamlilik diizeyinde
aralarinda anlamli iliskilerin bulundugu durumlara ait Tek Yonlu Varyans (ANOVA) analizi
sonuglarina yer verilmistir. Analizden elde edilen sonuglara gére bitinlestirme faktori ile
yildiz ve oda sayisi degiskenleri arasinda, hikmetme faktoriyle diger departmanlar
degiskeni arasinda, uzlasma faktoriyle egitim degiskeni arasinda, 6z duydu
degerlendirmesi faktoriyle yildiz degiskeni arasinda, baskalari igin duygu degerlendirmesi
faktoriyle medeni durum ve yildiz degiskenleri arasinda, duygu kullanimi faktora ile yildiz
ve oda sayisi degiskenleri arasinda, duygu kontrolii faktorlyle yildiz ve oda sayisi
degiskenleri arasinda anlamli diizeyde iliski bulunmustur. Odiin verme ve kacinma
faktorleriyle batun degiskenler arasindaki iliskiyi inceledigimizde ise anlamh bir iliski
bulunmadigi icin tabloya dahil edilmemistir.
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3.4.6. Regresyon Analizine iliskin Sonuglar

Regresyon analizi, bir bagimli degisken ile bir bagimsiz (basit regresyon) veya birden fazla
bagimsiz degisken (coklu regresyon) arasindaki iliskilerin bir matematiksel esitlik ile
aciklanmasi strecidir (Kalayci,2010).

Regresyon analizi kurulurken duygusal zeka kavraminin alt boyutu olan 6z duygu
degerlendirmesi (ODD), baskalarinin duygu degerlendirmesi (BDD), duygu kullanimi (DK),
duygu kontrolii (DKT) bagimsiz degiskenler olarak alinirken; bagimh degiskenler sirasiyla
catisma ¢Ozme stilleri kavraminin alt boyutlari olan bitinlestirme, 6diin verme,
hiikmetme, kaginma ve uzlasma olarak SPSS 18.0’a veriler aktariimistir.

Tablo 7: Regresyon Analizine iliskin Sonuglar

BAGIMLI DEGISKENLER
= & @ -
© -
£ | & SE| ¢ E g
= c -2 £ o L)
© 2 (o] S X~ © N
(54 5 @ =1 ¥ =}
o £ I
R’ 0,457 | 0,435| 0,229 0,163 0,23 0,412
F 23,559 | 21,57| 8,329 5,472 8,368 19,658
Sabit 0,985| 0,607 | 1,436 1,187 1,172 0,523
0Oz Duygu
Degerlendirmesi -0,021| -0,066 | -0,009 0,076 0,004 -0,109
@ | Baskalarinin  Duygu
N § | Degerlendirmesi 0,431* | 0,318*| 0,417* | 0,394*| 0,426* 0,6*
=
,5, ;3 Duygu Kullanimi 0,246* | 0,304* | 0,169 0,089 0,189 0,477*
c @
@ O | puygu Kontrolii -0,051| 0,104 | -0,078 0,039| -0,081 -0,241

a. Tahminleyiciler: (sabit), Oz duygu degerlendirmesi, Baskalarinin duygu degerlendirmesi, Duygu kullanimi,

Duygu Kontrolu
b. Bagimli Degiskenler: Catisma (genel), Biitiinlestirme, Odin Verme, Hilkkmetme, Kaginma, Uzlasma

*0,01 anlamlilik diizeyinde istatistiksel agidan anlamlidir.

Yukaridaki tablo 7’da duygusal zekanin alt boyutlari ile gatisma ¢6zme stillerinin alt
boyutlari ve kendisi arasindaki regresyon analizi sonuglari yer almaktadir. Duygusal
zekanin alt boyutlarinin bagimli degiskeni % 45,7 R® ile aciklamaktadir. BDD ve DK
degiskeni % 0,01 anlamli diizeyde istatistiksel agidan anlaml bulunmustur. Catismaya en
fazla etki eden bagimsiz degisken % 1 anlamhlik dizeyinde BDD degiskeni olarak
gerceklesmistir. Tim bagimli degiskenler icin en fazla etki eden bagimsiz degisken BDD
degiskeni olup pozitif yonde etkilemektedir.

Catisma, bitlinlestirme, 6diin verme, hilkmetme, kagcinma ve uzlasma degiskenlerine en
fazla etki eden degisken olan “baskalarinin duygu degerlendirmesi” degiskenindeki bir
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birimlik artis, bagimli degiskenler Gzerinde sirasiyla 0.431, 0.318, 0.417, 0.394, 0.426 ve
0.6’k bir artisa yol agacaktir.

4.SONUC

Arastirmanin birinci basamaginda Wong ve Law’in Duygusal Zeka Olgegi'nin gecerlilik ve
givenilirlik calismasi yapilmistir. Arastirma sonucunda Oz Duygu Dederlendirmesi,
Baskalarinin Duygu Dederlendirmesi, Duygu Kullanimi ve Duygu Kontrolii gibi duygusal
zekanin alt boyutlarinin gecerli ve glvenilir oldugu tespit edilmistir.

Arastirmanin ikinci basamaginda duygusal zekdnin alt boyutlariyla c¢atisma ¢6zme
yontemleri arasinda iliskinin olup olmadigi arastirilmistir. Arastirmanin sonucunda; galisan
bireyin “baskalarinin duygu degerlendirmesi” ile ¢atisma ¢6ziimiinde uzlasma ydontemine
yonelmesi arasinda iliski olmasinin anlami, Osmaniye ilinde bulunan turizm
isletmelerindeki calisan personellerin catisma alani arttikca beraberinde duygusal zeka
yeteneklerini daha etkin kullanabilecekleri anlamina gelmektedir. Esasen beklenilen
davranis bireyin hem kem kendi duygularindan hem de baskalarinin duygu
degerlendirmesi faktérlerinden haberdar olmasinin uzlasma yéntemiyle iliskili olmasidir.
Sozkonusu degiskenler arasinda orta, pozitif yonli ve anlamh bir iliski oldugu saptanmistir
(r=0,580; p=0,000<0.01). Dolayisiyla birey hem kendi hem de baskalarinin duygu
degerlendirmesinin farkinda olursa uzlasma ydntemine daha ¢ok basvurmasi yanlis
olmayacaktir.

Arastirmanin ikinci deger sonucu ise ¢catisma ¢ézme yéntemlerinin alt boyutlarina en fazla
etki eden bagimsiz degiskenin “baskalarinin duygu dedgerlendirmesi” faktorii sonucuna
ulasilmistir. Bir baska deyisle ¢atisma ¢dzme yontemleriyle duygusal zekdnin alt boyutu
olan “baskalarinin duygu degerlendirmesi” faktéri arasinda yiksek ve pozitif yénde bir
iliski oldugu tespit edilmistir. Dolayisiyla duygusal zekanin alt boyutu olan “baskalarinin
duygu degerlendirmesi” faktorindeki bir birimlik bir artis bagimh degiskenler Uzerinde
siraslyla 0.431, 0.318, 0.417, 0.394, 0.426 ve 0,6’lik bir artisa yol agacaktir. Bu sonuca gore
Osmaniye ilinde bulunan turizm isletmelerindeki ¢alisan personellerin catisma ¢dzme
yontemlerinin timinde duygusal zekdnin alt boyutlarindan “baskalarinin  duygu
degerlendirmesi” faktorini daha etkin bir bicimde kullanabilecekleri anlamina
gelmektedir.

Son olarak en disik korelasyon degerine sahip olan “6z duygu degerlendirmesi” ile “6diin
verme” degiskenleri arasindaki korelasyon degeri 0,158 olup aralarinda ¢ok dusuk, pozitif
ve anlamli bir iliski oldugu goérilmektedir (r=0,158; p=0,000<0.01). Baska bir agidan
bakildiginda ise Osmaniye ilindeki turizm isletmelerinde ¢alisanlarin ¢atisma alani arttik¢a
pozitif ydonde “kacinma” boyutunun da artabilecegi ifade edilebilir. Gormemezlikten gelme
seklinde bir yaklasim 6zelligine sahip olan kaginma yaklasiminda disiik diizeyde olmakla
birlikte bu sonug¢ anlamhdir. Bu sonug korelasyon katsayisi distik olmakla birlikte temel
hipotezimizle uyumlu bir sonugtur.

Bu sonuglara gore, katihmcilarin ortalamanin Gzerinde duygusal zekaya sahip oldugunu,
calisanlarin birbirleriyle etkilesimlerinin kalitesinin yine ortalama diizeyin tzerinde oldugu,
calisanlarin birbirleriyle ¢atisma durumunda kaldiklarinda ¢atismayi ¢ézmek icin zaman
zaman bdtilnlestirme, 6diin verme, hilkmetme, kacinma, uzlasma yontemlerinden birini
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kullandiklarini soylemek mimkiindar. Katihmcilarin yaslari, kidem sireleri ve isyerinde
bulundugu pozisyonlarina gore duygusal zeka ve ¢atisma ¢ézme yontemleri anlamh sekilde
farkhlik yaratmadigi gibi, cinsiyet degiskeni agisindan da yine kisilerin duygusal zekalarinda
ve catisma ¢6zme yoOntemleri arasinda anlaml farkliliklar ortaya ¢ikmamistir. Duygusal
zeka kisilerin duygularini iyi ydnetebilmesi ve kontrol edebilmesi anlamina gelmekte olup,
katimcilarin kadin veya erkek olmalari duygusal zeka acisindan anlamli bir farkhlasma
gostermemektedir. Benzer sekilde yine Kkisilerin kadin ve erkek olmalari Ustleriyle
aralarindaki iliskilerin kalitesini de farkhlastirmamaktadir.

Birbirleriyle c¢atisma durumunda kalan calisanlar sorunu c¢ézmek icin bazen goris
farkhliklarinin giderilmesine yonelik isbirligi yaparak, bazen de karsilikh cikarlar goz
onilinde bulundurarak, 6zellikle de kendi isteklerini 6nemli derecede 6n planda tutarak, ya
da gatismayi gormezden gelerek ya da boyun egme gibi davranislar gostererek, ¢atismayi
¢Ozebilme yolunu secerken kisilerin duygusal zekalari onlari daha ¢ok baskinlik ve uzlasma
yontemini segmesine yonlendirmekte, kisilerin aralarindaki olumlu iliskileri de, ¢atisma
¢6zmede bitlinlestirme yontemini tercih etmelerine kismen de olsa aracilik etmektedir.

Sonug olarak bu arastirmayla duygusal zeka ve catisma ¢ézme yontemlerinin iliskili oldugu
sonucuna ulasilmistir. Quebbeman ve Rozell (2002), yoneticilerin, orgitsel ortamda
catismayla karsilasacagini goézden uzak tutmamalari gerektigini; daha az saldirgan
bireylerle karsilasmak istiyorlarsa yiliksek duygusal zekadya sahip bireyleri isyerlerine
kazandirmalari gerektigini ifade etmislerdir. Benzer yaklasimla, Osmaniye ilinde faaliyet
gosteren turizm isletmelerinde ¢atismanin bulunacaginin kabul edilmesi ve calisanlarin
duygusal zeka seviyelerinin ¢catisma ¢ozme yéntemlerine etkilerinin bulundugunun akildan
¢ikarilmamasi gerektigi tavsiye edilebilir.

Yapilan galisma, belli bir katilimci grubu ele alinarak gergeklestirildiginden herhangi bir
genelleme icermemektedir. Daha genis bir katilimci grubuna benzer uygulamanin
yapilmasi ile calismanin daha da genellenebilir sonuglara ulasacagi diisiiniilmektedir. ileriki
arastirmalarin farkli sektorlerde ve ¢ok daha fazla sayida katiimciyla gergeklestirilmesi
tavsiye edilebilir. Yine duygusal zeka ve ¢atisma ¢d6zme yontemleri arasindaki iliskide psiko
sosyal ¢calisma kosullarinin araci degisken olarak arastirilmasi konuyu daha iyi irdelememizi
saglayabilecektir.
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Diversity, This study investigates demographic diversity in the boards of public firms
gender, quoted at Borsa Istanbul. The findings show that female directors are neither
nationality, corporate less educated nor less professionally qualified than male directors. However,
governance, consistent with the glass ceiling arguments, the percentage of female directors
Borsa Istanbul. that are CEOs or chairmen is lower compared to male directors. Also, a lower

percentage of them are independent and serve on audit committees. The
findings also show that a lower percentage of foreign directors are independent,
busy and serve on audit committees compared to Turkish directors. In addition,
directors that are CEOs, busy directors or independent directors are younger.
However, chairmen of firms are older. Lastly, the findings show that firms with
foreign directors have lower total advice quality, compared to firms with no
G34, M14 foreign directors. However, firms with female directors do not have a

significantly different advice quality, compared to firms with no female directors.

JEL Classification

1. INTRODUCTION

Numerous studies (Burgess and Tharenous, 2002; Carter et al., 2003; Arfken et al., 2004;
Peterson and Philpot, 2007; Anderson et al., 2011; Dobbin and Jung, 2011) investigate the
importance of diversity in the directors of boards. These studies argue that increased
diversity could potentially promote creativity, efficient problem-solving, a better
understanding of the markets by matching the diversity of the markets, improved skill
sets, improved company image, increased speed in the decision making process and
enhanced effectiveness of corporate leadership. Erhardt et al., 2003 argues that diversity
measures can be divided into two groups: (i) observable (demographic) diversity measures
such as gender, nationality and age, and (ii) non-observable diversity measures such as
education and professional expertise. In this study, | investigate observable diversity in the
boards of public firms listed at Borsa Istanbul.

There is no doubt that finance scholars value the terms performance and firm value the
most. Thus, the majority of previous work on diversity in public firms quoted at Borsa
Istanbul (Ararat et al., 2010; Ocak, 2013; Solakoglu, 2013; and Karayel and Dogan, 2014)
focus on the performance implications of demographic diversity with a main focus on
gender diversity. Still, the characteristics of directors are important for firms as well,
because company performance would depend on company strategies, which depend on
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the characteristics of strategic decision makers in that company (Heijltjes et al., 2003; Van
Veen and Marsman, 2008).

Therefore, a detailed investigation of characteristics of directors with various demographic
backgrounds could add to our understanding of the potential effects of the existence of
these diverse directors on firm performance and value. That is the main goal of this paper.

The first topic | investigate is the existence of female directors on boards. The percentage
of female directors on boards has increased in the last decade, especially in the post-SOX
period (Bernardi et al., 2006; Dalton and Dalton, 2010). Still, this percentage is
substantially low, except in countries such as Norway and Spain (Ferreira, 2010). One of
the potential explanations for this is that female directors could be perceived as lacking
the necessary qualifications for board appointments (Peterson and Philpot, 2007; Terjesen
et al., 2009). However, empirical evidence does not support this explanation (Adams and
Flynn, 2005; Dunn, 2012; Virtanen, 2012).

There is no doubt that the addition of female directors to boards could provide the
benefits of increased diversity summarized in the first paragraph. In addition, female
directors could (i) provide boards with knowledge of female market segmentation and
transformational leadership styles (Singh et al., 2008), (ii) serve as role models for lower
level female executives (Sealy and Singh, 2010), (iii) help create a female worker friendly
environment (Tate and Yang, 2014), and (iv) improve company image and reputation
(Burgess and Tharenous, 2002; Brammer et al., 2009). Thus their existence in boards could
be expected to be valued highly by financial markets (Bear et al., 2010; Campbell and
Vera, 2010; Ntim, 2014). Still, existence of female directors on boards could introduce
potential costs as a result of problems such as (i) conflicts and communication problems,
(ii) biases against their sound decisions as a result of male directors considering them as
out-group members (Shin, 2012), and (iii) the lack of independence of female directors
(Ruigrok et al., 2007).

The majority of empirical studies provide evidence suggesting that the existence of female
directors have positive effects on various corporate issues such as (i) improved
performance and value (Erhardt et al., 2003; Carter et al., 2003; Francoeur et al., 2008;
Anderson et al., 2011; Liickerath-Rovers, 2013, Peni, 2014), (ii) increased board meeting
attendance, (iii) increased CEO performance-turnover sensitivity (Adams and Ferreira,
2009), and (iv) smaller gender gap in compensation of top executives (Shin, 2012).
However, Rose (2007) and Carter et al. (2010) find no relationship between firm
performance and representation of female directors on boards. Abdullah (2013), on the
other hand, provides evidence suggestive of a negative relationship. In addition, Conyon
and Mallin (1997) and Peterson and Philpot (2007) show that female board members are
less likely to serve on the committees of boards compared to male directors. Studies
investigating the effects of female directors on firm performance for Turkish capital
markets provide mixed findings (Ararat et al., 2010; Ocak, 2013; Solakoglu, 2013; Karayel
and Dogan, 2014).

Based on these arguments, one could expect the potential benefits of the existence of
female directors on boards to outweigh potential costs, and thus, a high percentage of
female directors on boards. However, the findings of this study show that only 11% of
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directors of public firms are female directors. In addition, the percentage of female
directors that are CEOs or chairmen is significantly lower compared to the percentage of
male directors. This raises the question of why the glass ceiling (Karen and Thompson,
1997) still exists. One could potentially suggest lower qualification as the underlying
reason. However, the findings show that female directors are not less educated than male
directors.

Also, female directors are not professionally less-qualified than male directors. Still, a
lower percentage of them are independent and serve on audit committees. In addition,
boards with female directors do not have a lower total advice quality than boards with no
female directors.

The next issue | investigate is national diversity. Globalization of markets around the globe
has led to internalization of business operations of many firms (Heijltjes et al., 2003),
resulting in global partners, foreign institutional shareholders, foreign direct investments,
and sales to international markets. This requires firms to have an understanding of
dynamics of foreign markets. One way that this could be achieved more effectively is the
existence of directors with knowledge and experience in those markets, and advising
provided by them (Ramaswamy and Li, 2001; Ruigrok et al., 2006; Van Veen and Marsman,
2008; Greve et al., 2009; Masulis et al., 2012; and Daniel et al., 2013, Morikawa, 2014). In
addition, these directors could provide the potential benefits of director heterogeneity
discussed so far.

Foreign directors on boards could also (i) bring international experience to the board, (ii)
provide boards with valuable external connections such as those to business, social and
political circles (Masulis et al.,, 2012), (iii) signal firms’ intentions for globalization
(Ramaswamy and Li, 2001), (iv) signal efforts of a company against discrimination (Erhardt
et al., 2003), and (v) improve the reputation of firms in the market (Oxelheim and Randoy,
2003). Also, if these foreign directors are tied to foreign shareholders/partners in local
firms, their existence could potentially signal more effective monitoring as a result of
improved oversight from foreign shareholders (Ararat et al., 2010). In addition, the
existence of such directors could have an effect on the decision making process of firms,
which would be expected to be reflected to firm performance (Ramaswamy and Li, 2001;
Van Veen and Marsman, 2008).

Indeed, there could be potential costs related to the existence of foreign directors on
boards such as conflicts and communication problems (Erhardt et al., 2003). In addition, if
the director resides abroad, a decrease in effectiveness of monitoring could be expected
as a result of (i) difficulties and time constraints in visits to headquarters, (ii) less access to
firm-specific information, (iii) decreased ability of the director to cope with issues such as
the accounting applications, business applications and regulations of another country, (iv)
extra time and energy consumption required for international traveling and time zone
differences (Masulis et al., 2012), and (v) potential language barriers (Piekkari et al., 2013).

Masulis et al. (2012) provide evidence suggesting that the existence of foreign directors
have negative effects on firm performance. However, Daniel et al. (2013) show that
foreign directors have a positive effect on firm value. Oxelheim and Randoy (2003), and
Ntim (2013) provide parallel findings.
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Based on these arguments and empirical evidence, one could expect shareholders to elect
foreign directors to boards if they believe that the potential benefits associated with their
existence would outweigh the costs. Especially firms with global operations and foreign
partners could be expected to have a higher percentage of foreign directors on their
boards. The results show that around 11% of directors in the sample are foreigners.
Compared to Turkish directors, a lower percentage of foreign directors are independent
directors.

Also, a lower percentage of foreign directors are finance experts or lawyers. In addition, a
lower percentage of them serve on audit committees of firms. Lastly, firms with foreign
directors on their boards have lower total advice quality, compared to firms with no
foreign directors on their boards. These patterns could be explained by the behavior of
foreign companies that have partnerships with Turkish companies in electing their
employees as foreign directors for increased oversight purposes, rather than companies
hiring foreign directors with the belief that they would be more effective directors
compared to domestic directors. Untabulated results support this argument. The results
show that in 2012, the mean foreign director ratio for firms with no foreign blokcholders
was 2.84%, whereas it was 36.82% for firms with at least one foreign blockholder.

The last issue | investigate is age diversity. Directors beyond a certain age have received
criticism from the public media, especially following the crisis of 2008 (Berman, 2008). In
addition, reform advocates in some developed economies suggest the imposition of
mandatory retirement ages for directors and CEOs (Arioglu, 2013). Economics, psychology,
and sociology literature provides evidence of the negative effects of age on work
performance (Waelchli and Zeller, 2013), which could apply to members of boards, as
well.

As they get older, directors (i) could become less effective (Core et al., 1999), (ii) might
require stronger explicit incentives as they get closer to retirement age (Gibbons and
Murpy, 1992), and (iii) would be expected to use less sophisticated techniques in their
decision-making processes, such as those related to the investment strategy of firms,
having potential effects on value of the firms (Graham and Harvey, 2001). On the other
hand, older directors could provide boards with stability, experience and wisdom
(Anderson et al., 2011), and be beneficial in the development of younger directors.
However, younger directors might work harder in order to show their worth to the
market, as a result of their career concerns. They could also potentially bring more risk-
aversion and energy to the boardroom (Anderson et al., 2011).

In empirical studies, Wegge et al. (2008), Mclintryre et al. (2007) show that age diversity
has a positive effect on firm performance. However, Korniotis and Kumar (2011) and
Waelchli and Zeller (2013) provide evidence suggesting that director age has negative
effects on firm decisions and performance. In terms of initial public offerings and reverse
leveraged buyouts, which are associated with “more effective” governance applications by
firms, there is evidence suggesting that these firms appoint younger directors and CEOs
(Gertner and Kaplan, 1996; Boone et al., 2007; Cornelli and Karakas, 2012).

Based on these arguments, one could expect chairmen of companies to be older since
these positions would require experience and wisdom. On the other hand, remaining
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members of boards and committee members could be expected to be younger based on
the argument of Anderson et al. (2011). As expected, directors that are chairmen are
significantly older compared to other directors. On the other hand, directors that are CEOs
are significantly younger than directors, who are not CEOs. As expected, busy and
independent directors are significantly younger.

Before succeeding, it should be noted that previous studies investigating diversity at Borsa
Istanbul firms limit their samples to no more than 101 firms that are public.

On the other hand, my sample includes directors on boards of around 290 firms, covering
all the firms quoted at the National and Secondary markets of Borsa Istanbul.

2. DATA

In this study, | use hand-collected data, which is gathered from annual reports of firms.
These are reports that public Turkish companies are required to submit to the Public
Disclosure Platform. | also utilized data collected from the official web pages of the
companies. | excluded banks that are quoted at Borsa Istanbul. Before 2012, firms were
not required to share detailed information regarding their directors with the public.
Therefore, | conduct this study on firms that were public by the end of the years 2012 and
2013. This leaves me with a sample of 2079 board members for the end of year 2012, and
2066 board members for the end of year 2013. It should also be noted that the data for
some of the variables employed in this study is not available for all the directors. For
instance, for some directors, firms do not inform the public regarding professional
expertise or age of directors.

In this study, director ownership states the percentage of shares owned by a director
alone. The highest level of degree earned by a director is defined by the education level.
Abroad education states whether the director has a degree of bachelors or higher earned
from an institution, which is not located in Turkey. A finance expert is a director, who has
been, or currently is the CEO or on the board of a financial institution. A director is defined
as an accounting expert is she certifies as a CPA or equivalent. Professor and Lawyer
define the profession of the director if she is in that profession. Membership number
states total number of firms, that are not non-profit, whose boards directors sit on. A
director is defined as independent if she meets independence requirements imposed by
the Principles of Corporate Governance. In addition, a busy director is the one, who is an
independent director on focal firm and is on board of at least three different firms that are
not non-profits, following Fich and Shivdasani (2006). Various committee membership
variables state whether director is on those boards, separately.
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Table 1: Descriptive Statistics for Directors

The sample includes firms quoted at Borsa Istanbul National and Secondary markets at the end of the
years 2012 and 2013, with 2079 board members for the end of year 2012, and 2066 board members for
the end of year 2013. The education level of a director shows the highest level of degree earned by her.
Abroad education states whether she has earned a degree of bachelors or higher from an institution not
located in Turkey. A director is defined as a finance expert is she has been, or currently is the CEO or on
the board of a financial institution. A director is defined as an accounting expert is she certifies as a CPA or
equivalent. Average directorship number states how many non-profit firms’ board the directors the
director stays on. A director is defined as an independent director if she meets the independence
requirements imposed by the Principles of Corporate Governance. A director is defined as a busy director,
if she is an independent director on the focal firm and she is on the board of at least three different firms
that are not non-profits.

Director Characteristics

2012 2013
Number of Directors 2079 2066
Female 238 229
Foreigner 226 237
PhD Degree 181 186
Masters Degree 567 543
College Degree 1006 1016
High School or Lower 92 86
Abroad Education 778 753
Finance Expert 745 769
Accounting Expert 210 213
Lawyer 126 111
Professor 119 119
Audit Committee Member 551 559
Governance Committee Member 628 664
Risk Committee Member 236 487
Average Directorship Number 3.32 3.45
Age 54.33 54.71
Independent Director 607 613
Busy Director 171 195

To calculate the proxy for the advising quality of boards, | follow Coles et al. (2014). |
determine which other firms’ boards the independent director stays and count number of
directors on those firms’ boards (excluding her). Then, | calculate total number of outside
board connections for independent board members on a specific board, eliminating
duplicate ties for board members. This sum is called “total advising”. In addition, |
consider external connections only in other public firms, since data is not available for
non-public firms. For example if director Abc Xyz stays on the board of T Corp. as an
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external connection, and T Corp. is not a public company, | am not able to find the other
directors in that company, whom Abc Xyz is connected to.

The descriptive statistics regarding the sample are presented in Table 1. The Table shows
that around 11% of the directors on company boards are females. 11% of directors are
foreigners. It can also be observed that over 95% of the directors have degrees earned at
least at bachelor level. A good portion of these directors are finance experts. However,
same cannot be stated in terms of being accounting experts, lawyers, or professors. These
directors hold, on average around 3.40 board seats in for-profit firms. The average
director age is approximately 54. Out of these directors, almost 30% are independent. In
addition, approximately 9% of them are busy.

3. RESULTS
3.1. Gender

Findings regarding female directors are presented in Table 2. The Table shows that around
11% of directors in public firm boards are females. The percentages of female directors
that are CEOs or chairmen in firms are significantly lower compared to male directors. In
2013, 3.49% of female directors are CEOs, whereas 7.68% of male directors are CEOs. Out
of these 229 female directors, 7.11% are chairmen. On the other hand 14.62% of male
directors are chairmen. Even though female directors do not appear to be significantly less
educated or less of experts as shown in Table 2, they still hold less leadership positions in
firms. These findings could potentially be explained by the glass ceiling, which is suggested
to prevent female from being promoted to top positions in teams, such as boards (Karen
and Thompson, 1997).

On the other hand, around 20% of female directors are independent, which is significantly
lower compared to male directors. This evidence is consistent with the arguments of
Ruigrok et al. (2007), even though it contradicts the findings of Conyon and Mallin (1997).
One potential explanation could be that, as Ruigrok et al. (2007) argue, these directors are
appointed to boards based on recommendations of CEOs or chairmen of boards, who run
family controlled firms and these female directors are members of families, and are not
independent.

Table 2 also presents that 3.93% of these female directors are foreigners. However, a
significantly higher percentage of male directors are foreigners, 12.41%. This could be
explained by the fact that even in other countries, percentage of female directors are
significantly lower in boardrooms and therefore, in the case that these foreign directors
are appointed to boards as a result of partnerships with or ownership by foreign
companies, it is natural that their existence in boards are lower.

In terms of education qualifications of these female directors, 3.09% have PhD, 31.44%
have masters, and 58.24% have bachelor degrees. These figures point out to the fact that
female directors are not under-educated, compared to male directors. The opposite could
have been expected to be observed maybe couple decades ago. In terms of higher
education degrees earned from institutions that are not located in Turkey, around 41% of
directors have these degrees, which is almost the same for male directors.
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In terms of age, what is observed is that female directors are significantly younger. On
average, they are 48.74 years old, whereas male directors are 55.38 years old. A potential
explanation for this would be that in earlier decades, females’ school attendance and
employment rates were lower and thus majority of the older directors are male directors.
This is in accordance with the figures presented in Table 4.

On the other hand, in terms of professional expertise, what is observed is that 46.63% of
female directors are finance experts. 7.32% of them are accounting experts, 5.16% of
them are lawyers, and 3.29% of them are professors. These findings suggest that, in terms
of professional qualification, female directors are not significantly less qualified than male
directors. Thus, a potential argument suggesting that the percentage of female directors
on boards being low is an outcome of their lower qualifications (Peterson and Philpot,
2007; Terjesen et al., 2009) does not appear to be valid.

Another figure presented in Table 2 is the existence of female directors on important
board committees. Table 2 shows that 18.75% of female directors are appointed to
auditing committees, which is significantly lower compared to male directors. One could
argue that this is an outcome of their lower qualifications. However, the findings so far do
not support this view. An alternative explanation could be the fact that a lower
percentage of female directors are independent directors and PCG requires audit
committees to be composed of solely independent directors. If the qualification argument
was to be valid, then a similar pattern could have been observed in terms of appointments
to other board committees. However, it is not. 30.80% of female directors serve on
governance committees, whereas 20.54% of them serve on risk committees. These figures
are not significantly lower, compared to male directors.

In terms of total board membership numbers, female directors, on average, stay on
boards of 3.30 for-profit firms’ boards. This figure is 3.47 board seats for male directors.
This evidence could be considered to suggest that female directors are assigned to board
seats as often as male directors. However, it contradicts the main finding of low female
presentation on boards. A potential explanation could be that these female directors stay
on boards of firms that are controlled by a group or family, and female directors receive
board appointments on these non-public firms’ boards as a result of their ties with the
group or family. In terms of the percentage of female directors that are busy, the figure is
7.25%. This percentage is not significantly different compared to male directors. Also,
female directors are not different than male directors in terms of average share
ownership.
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Table 2: Gender Diversity
The sample includes firms quoted at Borsa Istanbul National and Secondary markets at the end of the years
2012 and 2013, with 2079 board members for the end of year 2012, and 2066 board members for the end of
year 2013. The education level of a director shows the highest level of degree earned by her. Abroad
education states whether she has earned a degree of bachelors or higher from an institution not located in
Turkey. A director is defined as a finance expert is she has been, or currently is the CEO or on the board of a
financial institution. A director is defined as an accounting expert is she certifies as a CPA or equivalent.
Average directorship number states how many non-profit firms’ board the directors the director stays on. A
director is defined as an independent director if she meets the independence requirements imposed by the
Principles of Corporate Governance. A director is defined as a busy director, if she is an independent director
on the focal firm and she is on the board of at least three different firms that are not non-profits. Total
advising quality is calculated following Coles et al. (2014).

2012 2013
PANEL A: Means and Percentages of Directors
Female Male Female Male
Number of Directors 238 1841 229 1837
CEO ***3.36% 7.82%  ***3.49% 7.68%
Chairman **%7.26% 14.87% ***7.11% 14.62%
Independent **%20.17% 30.51% ***19.21% 30.97%
Foreigner **%2.52% 11.95% ***3.93% 12.41%
PhD Degree 3.90% 10.54% 3.09% 10.99%
Masters Degree 34.14% 30.28% 31.44% 29.44%
College Degree 54.14% 54.40% 58.24% 55.16%
High School or Lower 7.80% 4.78% 7.23% 4.41%
Abroad Education 41.95% 42.32% 41.24% 41.26%
Age **%47.70 55.11  ***48.74 55.38
Finance Expert *44.50% 38.57% *46.63% 40.34%
Accounting Expert **6.02% 11.80% *7.32% 11.92%
Lawyer 6.14% 6.43% 5.16% 5.80%
Professor *2.63% 6.49% *3.29% 6.50%
Audit Committee Member **%18.14% 29.13% ***18.75% 28.79%
Governance Committee Member 29.33% 32.13% 30.80% 33.13%
Risk Committee Member 15.11% 11.57% 20.54% 24.55%
Average Membership # 3.31 3.32 3.30 3.47
Busy Director *5.77% 9.70% *7.25% 10.73%
Average Share Ownership 1.82% 2.04% 1.59% 2.16%
PANEL B: The Existence of Female Directors on
Boards
No Yes No Yes
Total Advice Quality *4.42 6.14 4.05 5.61

**k ** and * present significance at 1%, 5%, and 10% levels.

A very important observation is derived from Panel B of Table 2. The Table shows that in
terms of total advice quality, boards that have female directors do not significantly differ
from boards with no female directors. The mean total advice quality measure has a value
of 4.05 for firms with female directors, whereas this figure is 5.61 for firms with no female
directors. | observe similar patterns for 2012.
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3.2.Nationality

Table 3 presents findings regarding foreign directors. Around 11% of directors in the
sample are foreigners. Among these foreign directors, 4.64% are CEOs in firms, whereas
10.55% are chairmen, at the end of 2013. These figures reveal that the percentage of
foreign directors with top hierarchical positions is not significantly less, compared to non-
foreigner directors. This suggests that a modified version of a glass ceiling does not exist
for foreign directors. In addition, this could be an outcome of substantial share ownership
in public firms by foreign companies and foreign partners of controlling groups electing
directors tied to them. The potential ties, which could violate independence, to these
foreign companies could also explain the observation that a significantly less percentage
of foreign directors are independent directors.

In terms of educational background, Table 3 shows that 10.48% of these foreign directors
have PhD degrees, whereas 30.00% have masters and 55.70% have bachelor degrees.
Based on these observations, it can be argued that foreign directors are not lower, or as
one could potentially expect, higher educated than domestic directors. However, a
potential argument about the quality of the degrees earned could be made, since a very
significantly higher percentage of these directors have degrees earned from institutions
located outside of Turkey, 98.48%. This figure is not surprising but it is still important,
since the common view in Turkey is that education abroad is of higher quality. Rankings of
higher education institutions around the globe are supportive of this argument.

Regarding their professional expertise, a significantly lower percentage of foreign directors
are finance experts, compared to domestic directors, 32.83%. However, they do not differ
from domestic directors, in terms of the percentages of them that are accounting experts
and lawyers. Yet, the percentage of them that are professors is significantly lower, 1.90%.
This could potentially be explained by an argument that as a nature of their occupation,
professors that are board members at the same time locate in their domestic countries.
Thus they are not very highly likely to receive board directorships in Turkey, unless they
are retired.

It can also be observed in Table 3 that a significantly lower percentage of foreign directors
are on audit committees of firms, 11.16%. This figure is 29.83% for domestic directors.
This could be explained by the argument of Masulis et al. (2012). It is possible that these
directors are not familiar with the local accounting applications and regulations, which
would be an important factor especially for audit committee membership, as opposed to
other committees. The figures are supportive. The percentage of foreign directors that
serve on governance committees is 27.90%, while 24.03% of them serve on risk
committees. These figures are not significantly different compared to domestic directors.
The average directorship in for-profit firms and the percentage of busy directors among
foreign directors is significantly lower compared to domestic directors; 2.92 directorship
on average. However, | believe that these figures do not necessarily imply that foreign
directors are less busy. It is possible firms at Borsa Istanbul do not disclose information
about all current board memberships of these directors, in other countries.
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Alternatively, it is possible that, as an outcome of their ties with foreign controlling groups
or partners, these directors locate to Turkey and mainly focus on the operations of focal
firms, and quit their board positions in home countries.

Table 3: National Diversity

The sample includes firms quoted at Borsa Istanbul National and Secondary markets at the end of the years
2012 and 2013, with 2079 board members for the end of year 2012, and 2066 board members for the end of
year 2013. The education level of a director shows the highest level of degree earned by her. Abroad
education states whether she has earned a degree of bachelors or higher from an institution not located in
Turkey. A director is defined as a finance expert is she has been, or currently is the CEO or on the board of a
financial institution. A director is defined as an accounting expert is she certifies as a CPA or equivalent.
Average directorship number states how many non-profit firms’ board the directors the director stays on. A
director is defined as an independent director if she meets the independence requirements imposed by the
Principles of Corporate Governance. A director is defined as a busy director, if she is an independent director
on the focal firm and she is on the board of at least three different firms that are not non-profits. Total
advising quality is calculated following Coles et al. (2014).

2012 2013
PANEL A: Means and Percentages of Directors
Not Not
Foreigner Foreigner Foreigner Foreigner
Number of Directors 226 1853 237 1829
CEO 5.75% 7.50% *4.64% 7.55%
Chairman 10.62% 14.42% 10.55% 14.22%
Independent **%15.04% 31.07% ***12.66% 31.88%
Female **%2.65% 12.52% ***3.80% 12.03%
Male **%97.35% 87.48% ***96.20% 87.97%
PhD Degree 10.50% 9.71% 10.48% 10.04%
Masters Degree 33.00% 30.41% 30.00% 29.57%
College Degree 55.50% 54.34% 55.70% 55.23%
High School or Lower 1.00% 5.55% 3.82% 5.16%
Abroad Education **%98.49% 35.47% ***98.48% 34.30%
Age *%52.35 54.55 53.55 54.83
Finance Expert 34.00% 39.87% **32.83% 42.00%
Accounting Expert *7.50% 11.57% 9.60% 11.63%
Lawyer 8.96% 6.09% 8.10% 5.45%
Professor **%1.89% 6.55%  ***1.90% 6.67%
Audit Committee Member **%12.96% 29.70% ***11.16% 29.83%
Governance Committee Member *26.89% 32.46% *27.90% 33.52%
Risk Committee Member *16.04% 11.48% 24.03% 24.12%
Average Membership # 3.11 3.35 *%2.92 3.52
Busy Director **6.44% 9.60% ***5.78% 10.96%
Average Share Ownership ***0.04% 2.22%  ***0.04% 2.32%
PANEL B: The Existence of Foreign Directors on
Boards
No Yes No Yes
Total Advice Quality **4.75 7.25 ***3.76 8.15

**% k* and * present significance at 1%, 5%, and 10% levels.
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In terms of share ownership in firms, foreign directors own a significantly lower
percentage compared to domestic directors, 0.04%. This could be an outcome of them not
being tied to families that control firms, which would be the case for domestic directors. In
addition, it can be observed in Panel B that firms with foreign directors have lower total
advice quality compared to firms with no foreign directors; with values of 3.76 and 8.15
consecutively. This could be, however, an outcome of the observation that a lower
percentage of foreign directors are independent, which has a direct effect on the advising
quality metric employed. | observe similar patterns for 2012.

3.3. Age

The findings regarding the age diversity are presented in Table 4 and Table 5. Table 4
presents the percentages of directors in certain age brackets, with various characteristics.
The brackets in the Table are constructed based on the 25%, 50% and 75% percentiles of
age distributions of directors in the specific years. Table 5 presents the comparison of
average age values between various groups, such as directors who are CEOs and who are
not.

What Table 4 shows is that at the end of 2013, a lower percentage of directors in the
oldest directors group are CEOs in the companies, 3.27%. This could potentially be a result
of expectations of lower dynamism from older directors, assuming that CEOs would be
expected to be more active. In terms of chairmen of boards, the Table shows that a lower
percentage of directors in the youngest directors group are chairmen of the firms,
compared to other age groups. This could be an outcome of a belief that these younger
directors would lack the wisdom and experience required for the chairman position.
Another explanation would be that, since majority of the firms quoted at Borsa Istanbul
are controlled firms (Arioglu, 2014), the eldest of the controlling family remains as the
chairman of the firm.

An interesting pattern observed in Table 4 is that as the age bracket of directors increases,
the percentage of them that are independent increases. It could be possible that these
directors are appointed as independent directors as they get older and build reputations
as effective monitors. Another explanation could be that with their experience, older
directors are believed to be more effective monitors, the reason why independent
directors are appointed. These could also be the underlying reasons for the observation
that as the age bracket gets higher, a higher percentage of directors serve on audit
committees, as well. Another interesting pattern is observed for the percentage of
directors that are females in an age brackets. As the age bracket gets higher, the
percentage of female directors gets lower. This could be an outcome of the fact that, in
the earlier decades, females were not very likely to join work force in Turkey, and thus the
percentage of female directors that are old is low.
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Table 4: Age Diversity

The sample includes firms quoted at Borsa Istanbul National and Secondary markets at the end of the years 2012
and 2013, with 2079 board members for the end of year 2012, and 2066 board members for the end of year
2013. The education level of a director shows the highest level of degree earned by her. Abroad education states
whether she has earned a degree of bachelors or higher from an institution not located in Turkey. A director is
defined as a finance expert is she has been, or currently is the CEO or on the board of a financial institution. A
director is defined as an accounting expert is she certifies as a CPA or equivalent. Average directorship number
states how many non-profit firms’ board the directors the director stays on. A director is defined as an
independent director if she meets the independence requirements imposed by the Principles of Corporate
Governance. A director is defined as a busy director, if she is an independent director on the focal firm and she is
on the board of at least three different firms that are not non-profits. Total advising quality is calculated
following Coles et al. (2014).

2012 2013
Age Groups Age Groups

22-47 48-54 55-62 63-91 23-47 48-54 55-62 63-92
Number of Directors 836 417 429 397 838 404 426 398
CEO 8.01% 8.63% 839% 3.27% 7.52% 9.16% 8.22% 3.52%
Chairman 8.56% 17.75% 16.71% 18.39% 8.41% 17.33% 16.20% 18.78%
Independent 24.85% 22.65% 34.35% 40.30% 25.78% 23.02% 34.51% 39.45%
Female 17.22% 11.27% 7.69% 3.53% 15.87% 12.87% 6.81% 3.77%
Male 82.78% 88.73% 92.31% 96.47% 84.13% 87.13% 93.19% 96.23%
Foreigner 13.64% 11.51% 8.39% 7.05% 14.44% 12.62% 9.15% 6.53%
PhD Degree 7.89% 10.73% 10.09% 11.59% 8.25% 11.00% 8.85% 13.60%
Masters Degree 35.58% 30.48% 28.51% 25.19% 34.62% 25.75% 31.33%  23.90%
College Degree 51.52% 55.12% 56.71% 54.91% 52.91% 58.50% 56.93% 54.60%
High School or Lower 5.01% 3.67% 4.69% 8.06% 4.21% 4.75% 2.88% 7.90%
Abroad Education 45.69%  45.37% 33.49% 43.22% 43.95% 43.00% 35.89% 41.01%
Age 40.62 50.95 58.28 69.98 40.57 51.04 58.36 70.18
Finance Expert 38.20%  46.47% 35.60% 37.47% 40.95% 48.76% 38.21% 36.36%
Accounting Expert 8.91% 10.22% 12.88% 13.80% 9.80% 11.44% 12.26% 13.10%
Lawyer 7.64% 461% 3.97% 8.56% 6.90% 3.97% 2.35% 9.05%
Professor 4.23% 5.83% 6.31% 9.32% 5.08% 5.21% 5.88% 9.30%

Audit Committee Member 24.16% 22.33% 32.05% 36.75% 23.49% 23.37% 31.50% 36.55%
Governance Committee
Member 31.74% 30.67% 34.06% 30.97% 31.77% 33.42% 34.37% 32.99%

Risk Committee Member 11.48% 9.73% 12.56% 14.70% 22.87% 23.62% 26.25% 24.87%
Average Membership
Number 3.01 3.64 3.39 3.54 3.02 3.78 3.85 3.53

Busy Director 4.35% 11.29% 11.79% 14.01% 6.11% 9.11% 17.20%  12.57%
Average Share Ownership 1.93% 191% 1.84% 2.48% 1.83% 2.32% 1.65% 2.93%
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Table 5: Mean Age Values for Comparison Groups

The sample includes firms quoted at Borsa Istanbul National and Secondary markets at the end of
the years 2012 and 2013, with 2079 board members for the end of year 2012, and 2066 board
members for the end of year 2013. The education level of a director shows the highest level of
degree earned by her. Abroad education states whether she has earned a degree of bachelors or
higher from an institution not located in Turkey. A director is defined as a finance expert is she
has been, or currently is the CEO or on the board of a financial institution. A director is defined as
an accounting expert is she certifies as a CPA or equivalent. Average directorship number states
how many non-profit firms’ board the directors the director stays on. A director is defined as an
independent director if she meets the independence requirements imposed by the Principles of
Corporate Governance. A director is defined as a busy director, if she is an independent director
on the focal firm and she is on the board of at least three different firms that are not non-profits.
Total advising quality is calculated following Coles et al. (2014).

2012 2013

Mean Age Mean Age

CEO **%51.73 **%51.88
Not CEO 54.54 54.93
Chairman ***57.08 ***57.58
Not Chairman 53.83 54.19
Busy ¥*%57 71 ***57 29
Not Busy 53.89 54.21
Independent **%¥56.64 ***56.67
Not Independent 53.36 53.83
Female **%47.70 **%48.74
Male 55.11 55.38
Foreigner **52.35 53.55
Not Foreigner 54.55 54.83
Audit Committee Member **%56.42 **%56.70
Not Audit Committee Member 53.55 53.98
Governance Committee Member 54.41 54.83
Not Governance Committee Member 54.34 54.73
Risk Committee Member 55.02 54.61
Not Risk Committee Member 54.27 54.82

**k ok and * present significance at 1%, 5%, and 10% levels.

An interesting pattern is also observed regarding the percentage of foreign directors in
each age bracket. As the age Bracket gets higher, the percentage of directors that are
foreigners in that age bracket decreases. This could be consequent of a preference by
older foreign directors not to be on a board in a foreign country after a certain age, or
their willingness to locate back to their home countries after a certain age. An opposite
pattern is observed for academicians in each age group. As the age bracket gets higher,
the percentage of professors in that group increases. It could be possible that
academicians prefer not to be on boards of firms in early stages of their careers. Another
reason might be that academicians build their reputations as they get older and have
more research and expertise on specific topics and thus are appointed by firms to boards.
They could also be preferring to delay any potential board directorships until they retire
and still want to be in the business environment. These patterns are observed for both the
end of 2012 and 2013.
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The figures in Table 5 are supportive of the evidence in Table 4, and the discussions above
regarding the observations about Table 4. At the end of 2013, directors that are CEOs are
significantly younger than directors, who are not CEOs. For the CEO group, the mean age
value is 51.88, whereas it is 54.93 for the other group, at the end of 2013. However, for
chairmen, the opposite is observed. Directors that are chairmen are significantly older,
compared to other directors, with an average age of 57.58, as opposed to 54.19. On the
other hand, busy directors and independent directors are significantly younger, compared
to non-busy and non-independent directors. For busy directors, the mean age value is
57.38, whereas this value is 56.67 for independent directors. Lastly, the mean age value
for directors, who are on audit committees, is 56.70, significantly higher than directors
that are not on these boards. | observe similar patterns for the end of 2012.

4. CONCLUSIONS

In this study, | investigate demographic diversity of directors on boards of firms quoted at
Borsa Istanbul. Demographic attributes such as gender, age and nationality of directors
have attracted substantial attention in corporate governance literature. These
demographic characteristics of directors on boards are believed to provide the boardroom
with diversity, which is argued to have various benefits for boards and the way their
members think and perform.

My findings show that female presentation on boards is low. In addition, the percentages
of female directors that are CEOs or chairmen in the firms are significantly lower
compared to the percentages of male directors. They are neither less educated nor less
professionally qualified than male directors. These findings are supportive of the
arguments regarding the existence of a potential glass ceiling. My findings also reveal that
a lower percentage of female directors are independent. A lower percentage of female
directors serve on audit committees, whereas there is no significance difference,
compared to male directors, in terms of the percentage of female directors serving on
governance and risk committees.

Based on these findings, one could suggest that public firms could appoint more female
directors to boards in order to benefit from potential diversity effects they would have,
especially knowing that they are not less educated or professionally qualified compared to
male directors. Future research can more formally and in a causal matter investigate the
underlying reasons for these observations regarding female directors. In addition, market
reaction to appointments of or departures from boards of female directors could be
investigated to understand how markets perceive female directors’ existence on boards.

Regarding foreign directors, a low percentage of directors on boards of firms quoted at
Borsa Istanbul are foreigners. A less percentage of foreign directors are independent
directors. Naturally, majority of them have degrees earned from institutions located
outside of Turkey. Also, a lower percentage of foreign directors are finance experts or
lawyers, and serve on audit committees of firms, with lower share ownership in firms. The
average directorship in for-profit firms and the percentage of busy directors among
foreign directors is lower compared to domestic directors. In addition, firms with foreign
directors on boards have lower total advice quality, compared to firms with no foreign
directors on boards.
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Based on these findings, one could suggest that public firms could increase the percentage
of foreign directors, especially if they or are planning to have operations in other
countries, in order to benefit from positive aspects of diversification. However, it might
not be possible to attract foreign directors to move to Turkey for a aboard membership.
And in the case that they accept to be board members in Turkish public firms and prefer
to reside abroad, potential costs of national diversity in the boardroom could be
pronounced. In future studies researchers can investigate the business operations of
Turkish firms in other countries and their likelihood of appointing directors from those
countries to the boards. Based on the arguments by proponents and opponents of the
effectiveness of foreign directors on monitoring, researchers can investigate the
relationship between the existence of foreign directors and the likelihood of instances
such as fraud or financial restatements.

| also investigate age diversity in public firms and show that directors that are CEOs are
younger than directors, who are not CEOs. An opposite pattern is observed in terms of
chairmen and their age. Directors that are chairmen are older. In addition, busy directors
and independent directors are younger. Lastly, the mean age value for directors on audit
committees is lower than directors that are not on these committees. In future studies,
researchers can examine the reaction of the market when directors or chairmen announce
their retirement as a result of age. Lastly, the preference for older chairmen by firms could
be investigated through the examination of the potential founder positions of these
chairmen.

Overall, | believe that as the era of corporate governance research is starting for Turkish
capital markets, as a consequence of increased accessibility of detailed information
following the new Turkish Commercial Code and the Principles of Corporate Governance,
there is much to be investigated regarding diversity in the boardroom.
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ABSTRACT

Store name is an important factor in retailing sector. A number of factor including store
display window and store atmosphere play significant role in the relationships of retailer
with their customers. But store name is of significant importance in attracting customers
to store. Espacially the connotation of a store name for customers plays an important
role in the word-of-mouth communication and in attracting customers to a newly opened
store or a store which has not been visited previously. The process of store name
selection may be considered as a branding process. Brand name is perceived by
customers as a collection of some connotations. The purpose of this study is to examine
the differences in consumers’ perceptions of store names in the Turkish and foreign
languages and to uncover customers perceptions via using metahors related to store
names with domestic and foreign langues. Also we wanted to examine these metaphores
by using a phonetical analysis. Findings indicate that there are some differences in
consumers’ perceptions of store names with Turkish language and with foreign languages
and some store names tend to associate with some metaphores more frequently. It is
expected that the findings of this study will provide some directions to future studies on
this topic. In this study we have conducted a survey on 280 participants inhabiting in the
state of Dlzce, sampled with a convenience sampling methodology. Both quantitatvie
and qualitative methods in the study and SPSS 16 was used in the data analysis.

TUKETICILERIN YABANCI VE TURKCE DiLDE MAGAZA iSIMLERI iLE iLGiLi
ALGISAL FARKLILIKLARI VE BAZI CAGRISIMSAL METAFORLARIN FONETIK

INCELEMESI

Anahtar Kelimeler
Marka adi,

marka gagrigimi,
perakendecilik, metafor,
fonetik.

JEL Siniflandirmasi
M30,M31,M39

OZET

Magazacilik sektériniin 6nemli kritiklerinden birisi magaza ismi tercihidir. Magazalarin musteri
ile dogru iletisimlerinde vitrin dizaynindan, magaza i¢i atmosfere kadar bir ¢ok unsur etkili
olabilmektedir. Ancak, misteriyi magazaya ¢eken en birincil unsur sahip oldugu ismidir.
Ozellikle, agizdan agza iletisimde, daha &nce gitmedikleri veya yeni bir magaza ismini
duyduklarinda, onlari magazaya ¢ekecek olan magaza isminin kendisinde yaratacagi ¢agrisimlar
olabilmektedir. Bu magaza ismi tercihleri markalasma sureci olarak degerlendirilmektedir.
Marka ismi, birtakim gagrisimlar bltiini olarak tuketiciye ulagsmaktadir. Bu aragtirmanin amaci,
tiketicilerin, yabanci ve Turkge isimli magaza algilarindaki farkhlagmalari irdelemek ve yabanci
magaza isimleri ile ilgili birtakim ¢agrisimsal metaforlari ortaya koymaktir. Ayrica, bu metaforlar
fonetik bir yaklasimla incelenmektedir. Arastirma sonuglarina goére, yabanci ve Tirkge isimli
magazalar arasinda marka c¢agrisim faktorleri bakimindan farkliliklar mevcuttur ve bazi marka
isimlerinde  belirli  metaforlar 6n plana ¢ikmaktadir.  Calismanin, daha sonra
gerceklestirilebilecek  genis  kapsamli  galismalara yonlendirici  nitelikte olmasi da
beklenmektedir. Arastirma, kolayda ornekleme yontemi ile segilen ve Dizce ilinde ikamet
etmekte olan 280 katilimci Uzerinde ylz yuze anket uygulamasi seklinde yapilmistir.
Arastirmada hem nicel hem nitel teknikler kullanilmis olup, nicel veriler SPSS 16.0 programi
yardimiyla analiz edilmistir.
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1. GIRiS

Perakende magazalari Urinlerin sergilendigi ve tiiketici ile bire bir iletisim kurulan stratejik
iletisim noktalaridir. Bu agidan bakildiginda magazaya bir kez gelen bir tiiketicinin musteri
statlisiine geg¢mesi ve bunu takiben sadakat merdiveninde yikselmesinde perakende
noktalari stratejik bir 6nem tasimaktadir.Bu sebeple tiiketiciden misteriye giden yolda
Gzerinde durulmasi gereken gesitli hususlar vardir. Bu baglamda literatiirde yer almakta
olan calismalara gore, magazanin dizayni, raflama sistemleri, i1siklandirmasi, kullanilan
renkler, vitrin konsepti, ¢alinan mdizikler, ortam kokusu ve misteri ile satis temsilcileri
arasindaki iletisim vemisteriye karsi sergilenen tutumlar misteriyi etkilemede 6ne ¢ikan
kritik unsurlar olarak zikredilmektedir. Bunlarin yaninda, magaza isimleri de mdsterilerle
etkilesimde ve misterileri etkilemede onemli bir unsur olarak karsimiza gikmaktadir.
Tercih edilen isimler, magazanin hangi tiketici kesimine hitap ettigi, isini nasil yaptigi ve
hatta Urlin ve hizmet kalitesinin nasil olabilecegi konusunda zihinlerde birtakim ¢agrisimlar
uyandirmaktadir. Tiiketici zihnindeuyanan bu ¢agrisimlar, tiketicinin s6zkonusu magazayi
degerlendirmesindebir yargi olusturmaktadir. Bu yargilar, ilgili magazaya karsi tiiketici
tutumunu ve duygularini ydnlendirmektedir. Tiketicilerin her ne kadar rasyonel
disundugivarsayllsa da, dusilncelerimizin ilk etkileyicilerinin  duygular oldugu
bilinmektedir (Zaltman, 2004). Baska bir ifadeyle, ilk yargilarimiz, duygularimiz tarafindan
yonlendiriimektedir. Bu duygular, zihinsel olarak ne kadar derine islerse
degerlendirmelerin hafizalara islenmesi de o kadar kolay olmaktadir. Ayni zamanda, bu
duygular, uzun sireli hafizaya da yerlesmektedir. Magaza isimlerinin hatirlanabilirliginin
saglanmasi ve tliketici ile duygusal bir bag kurulmasinda, dogru isim tercihi dnemli bir
kriterdir.Bu agidan isimleri olusturan harflerin stilleri, renkleri ve kullanilan harfler dikkat
edilmesi gereken unsurlardir. Ozellikle, bu harflerin telaffuzunda, kulaklara ulasan ses
tinilari  duygulari  harekete gecirdiginden olduk¢ca ©Onem tasimaktadir. Pazarlama
literatlriinde yer alan arastirmalarin ortaya koymustur ki, marka isimlerindeki harfler,
Grinan sektord, hedef kitlesi, tird ve sekli konusunda birtakim ¢agrisimlar yaratmaktadir.
Dolayisiyla, magaza isimlerindeki harfler, tiketici ile gergeklestirilen sozsiiz iletisimde
temel faktor olarak karsimiza ¢cikmaktadir.

Bu arastirmada 0Ozellikle, yerli ve yabanci dillerde belirlenen magaza isimlerinin ¢agrisimsal
farkhliklari Gzerinde durulmaya c¢alisiilmakta,ayni zamanda, marka isminde bulunan
harflerin, isim uzunluklarinin ve isim anlamlarinin yarattigi cagrisimlar da ortaya
koyulmaktadir.Bazi perakende magazalar sattiklari Grin markalarini magazaisimlerinde
kullanirken,bazilari ise farkh isimler tercih etmektedirler. Genelde, ulusal veya global
markalar magaza ismi segerken urtnlerinin isimlerini tercih etmektedirler. Marka bilinirligi
olmayan drinlerin satildigl magazalarda ise magaza isimleri, girisimcinin kendi tercihi ile
secilmektedir. Bu arastirmada, Griin markasi olmayan magaza markalari ele alinmaktadir.
Literatlrde, magaza ismi tercihleri, markalasma stireci kapsaminda degerlendirildiginden,
bu calismada, oncelikle, marka isim tercihlerinde dikkat edilmesi gereken unsurlar ve
marka ¢agrisimlari konularina deginilmektedir.
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2. LITERATUR ARASTIRMASI

2.1. Markalasma ve Marka ismi

Uretim temelli toplum anlayisindan tiiketim temelli toplum anlayisina gegis her bakimdan
rekabet farkhliklari yaratmaktadir. Artik ginimuzde Grinler degil, markalar yarismaktadir.
Daha sembolik bir tiketim hakimdir. Hedonik hazlarin devreye girdigi, deneyimlerin
yasatilmaya cahlsildigi ve tamamiyla tiketici zihnine odakli ¢agrisimsal tanitim
uygulamalariyla bir rekabet vyaratiimaya calisiimaktadir. isletmeler igin piyasadaki
hakimiyet ve uzun omir degil, tuketici zihnindeki hakimiyet ve uzun siireli hafizada
konumlanma o6nemlidir. Dolayisiyla, bir marka yaratmak i¢in birtakim ayrintilara dikkat
etmek gerekmektedir.

Bir marka insa etmek, oldukca uzun soluklu bir istir. Bu is, 6ncelikle iyi bir vizyon ve
isletmeyi bu vizyona ulastiracak dogru stratejileri gerektirmektedir. Vizyon, bir uzak gori
olarak, isletmenin yillar sonra kendisini nerede goérdigu ile alakahdir. Dolayisiyla, bu
hedeflenen konumun, tiketici zihninde de olusturulmasi gerekmektedir. Bu da gesitli
tutundurma ve tanitim stratejileriyle gercgeklestirilebilecek olup, etkisini uzun zamanda
gosterebilecektir. Buglinden gerceklestirilen ¢abalar ve bu ¢abalar icin harcanan bedeller,
uzun dénem sonra karlilik olarak geri dénebilecektir. Oyleyse, markalasma ayni zamanda
ciddi bir yatirimi da gerektirmektedir denilebilmektedir.

Peki, ekstra bir maliyet getirmesine ragmen neden isletmeler Urinlerini markalamayi
tercih etmektedir? Bu sorunun cevabi, markalamanin isletmelere birtakim avantajlar
sagladigina dikkat cekmektedir (Kotler,1988:465). Oncelikle, marka ismi, saticilar igin
siparis isleme ve problemleri izlemede kolaylik tanimaktadir. S6yle ki; bir bira saticisi, eger
sattigl bir biranin bayat olmasindan dolayl misterisinden sikayet alirsa, bu sikdyete neden
olan biranin nerede, ne zaman ve hangi sartlarda Uretildigi gibi konularda bilgiye rahatlikla
ulasabilmektedir. Yani markal Griinin piyasada takibi kolay olmaktadir. ikincisi; satici
markasi ve ticari marka, rakiplerin ayni 6zellikteki bir Grlinii kopyalamalarina karsi yasal bir
koruma saglamaktadir. Uclinciisii; markalama, saticilara karli ve sadik bir misteri kitlesine
sahip olma firsati vermektedir. Marka bagimliligi saticilari rekabete karsi korurken,
pazarlama karmalarinin planlanmasinda kontrol imkani saglamaktadir.Dérdlinciisu;
markalama saticilara pazar béliimlemede yardimci olmaktadir. Ornegin, P&G basit bir
deterjan satmak yerine, beklenen faydasi ¢ok 6zel olan hedef pazarlara farklilastirarak
formiile edilmis sekiz ayri marka sunabilir. Besincisi; Grin markalarn toplu bir imaj insa
edilmesine ve bu sayede marka ismini tasiyarak isletmenin buyuklGginin ve kalitesinin
tanitilmasina yardimci olmaktadir (Kapfeerer, 1992:211). Pazarlama ve iletisim
stratejisinde en zor gérevlerden biri, iyi bir marka ismi bulmaktir. Marka ismini segerken,
hedef kitle, tirtinlerin 6zellikleri ve rakiplerden farklilastiriimasi gibi etkenlerin géz éniinde
bulundurulmasi gerekmektedir.

Marka adinin secimi, markalasma yolunda kritik bir adimdir. Zihinlerde konumlanmak
istenilen ¢agrisim noktalarina isabetli baglantilar kurulmaldir. Marka yaratmak
profesyonelce yapilmasi gereken bir is olmasina ragmen, genellikle marka olustururken,
sirket sahipleri, begendikleri herhangi bir ismi marka ismi olarak segmektedirler. Oysa, bir
markanin yaratilmasinda uyulmasi gereken belirli kurallar mevcuttur ve bu is kesinlikle
profesyonellere birakilmalidir.
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Bir Grlin ya da hizmete isim verirken, isletmeler, cesitli olanaklardan yararlanabilirler: Bir
kisinin adini (Honda, Celvin Klein), bir yer adini (American Airlines, Kentucky Fried
Chicken), niteligini (Safeway magazalari, Duracell pilleri), bir yasam tarzini (Weight,
Healthy Choice) ya da yapay bir adi (Exxon, Kodak) segebilirler (Crispell ve Brendenburg,
1993).

isletmeler, genellikle marka isimlerini, muhtemel isimler listesinden secgerler. Bu isimlerin
degerleri tartisilir, bazilari terk edilir, kalanlar da nihai tercihten once hedef alinmis
musteriler Gzerinde tecriibe edilir.Ginimizde ¢ok sayida isletme, gelistirilecek ve tecriibe
edilecek isimleribelirlemek icin bir pazarlama arastirmasi firmasini kiralarlar. Bu sirketler,
mesele ¢oziicl gruplari, bilgisayar veri tabanlarini kullanirlar.Akla getirilen isimler telaffuz
edildikleri zaman agizdan ¢ikan ses kalitesine ve diger kalitelere gére siniflandirilirlar.
Global pazarlarin hizlhh buyudiugia distunilirse, sirketler, kireselce etkili marka isimleri
secmelidirler. Bu isimler anlamli olmali ve diger dillerde de telaffuz edilebilmelidir (Kotler,
2000:412).

2.2. Marka Gagrisimlan

Bir marka yalnizca insanlarin zihninde var olmaktadir. Marka, bellek elemanlari arasinda
kurulu bir cagrisim agidir. Bu cagrisimlar farkh olgulara iliskin dislincelerin ve duygusal
uyarilarin, birbiriyle iliskili olarak, uzun zamanda birikimsel ve esanlamh bir islemden
gecirilmesinin sonucunda ortaya c¢ikmaktadir (Giep Franzen, 2005:48). Cagrisimlar,
tuketiciler tarafindan Griintin somut ve fiziksel 6zellikleri ile birlikte markanin sunum ya da
iletisim uygulamalarindan g¢ikarsanmaktadir. Cagrisim tirleri, dogrudan ve dolayl olarak
uriinle ilgili nitelik ve yararlari icermektedir. Ornegin markanin reklamlarda sik gériinmesi,
tiketicilerde glicll bir marka algilamasi i¢in ¢agrisim yaratabilmektedir. Marka ¢agrisimlari,
pazarlama iletisimi icin cok yonli ve 6nemli islevlere sahiptir. Cagrisimlar, bilgi islem
slrecinde, olumlu tutumlar, duygular yaratmada, satinalma nedenini gelistirmede ve
genisleme icin esas olusturma bicimlerinde deger yaratmaktadir.Bu, markanin
yaratilmasinda ve olusturulmasinda temel bir degerdir (Aaker, 1991:114).

Marka cagrisimlarini driin odakli marka ¢agrisimlari (birincil ¢agrisimlar) ve driinle ilgili
olmayan (ikincil ¢agrisimlar) cagrisimlar olarak degerlendirebilmektedir. Birincil
cagrisimlar, Uriiniin sahip oldugu niteliklerinden kaynaklanmaktadir. Uriin nitelikleri,
tiiketiciyi satinalma aninda etkileyen en birincil giidileme aracidir. Uriiniin fiziksel ve
kurgusal olarak iki tur niteliginden s6z edebilmektedir (Berkman ve Gilson, 1987:173).
Fiziksel nitelikler; 1s1, para, agirlik, uzaklik gibi fiziksel olcitlerle kolaylikla 6lgllebilecek
nesnel dzelliklerdir. Kurgusal nitelikler ise; sigara icim tadi, parlaklik, hosluk (haz vericilik,
yag orani) gibi kolaylikla 6lgllemeyen ozelliklerdir (Aaker, Batra ve Myers, 1992:202).
ikincil cagrisimlar, tiketicilerin Griiniin sunumu ve markaya yonelik iletisimden ¢ikarsadigi,
yorumladigi cagrisimlardir (Aaker ve Keller, 1993, s.119). Bu tir ¢agrisimlarda Griin ya da
hizmetle nitelikler arasinda dogrudan bir iliski yoktur. ikincil ¢agrisimlar, markanin
bicimlendirilmesi ve marka kisiliginin gelistiriimesinde marka konumlandirmaya temel
olusturabilirler.

Marka temel olarak, firmanin tiketicilere bir dizi nitelik, fayda ve hizmeti devamli olarak
sunacagl séziudur. Marka alti temel anlamda tiketiciye ulasmaktadir (Kotler, 2000:404):
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Nitelikler: Marka, akla ilk olarak bazi nitelikler getirmektedir. Ornegin, Mercedes markasi
dendiginde, pahalilik, glzel dizayn ve yapim, dayanikhlik, yliksek prestij, yliksek satis
degeri, hiz gibi nitelikler akla gelmektedir. Firma bu niteliklerden bir veya daha fazlasini
reklamlarda kullanabilmektedir. Yillardir Mercedes reklami “Diinyadaki diger arabalardan
farkli Uretildi” seklinde yapilmistir. Bu, arabanin diger nitelikleri i¢in bir konumlandirma
platformu olusturmustur.

Faydalar: Marka sadece bir dizi niteliklerden olusmaz. Tlketiciler nitelikleri degil faydalari
satin almaktadirlar. Nitelikler fonksiyonel ya da duygusal faydalara donstirtlmelidir.
“Dayanikhhk” niteligi, "her birka¢ senede bir araba degistirmeme gerek kalmayacak”
seklinde bir fonksiyonel faydaya “pahali” niteligi, "araba kendimi daha 6nemli ve saygi
goren biri gibi hissetmemi sagliyor” seklinde duygusal bir faydaya donustiirebilmektedir.

Degerler: En iyi sirketlerin hepsinde, kararlarina yon veren bir degerler sistemi vardir
(Disney' in hayal gliclii ve yararlilik 6z degerleri gibi). Bir marka, tiketiciye sunacagi
degerleri hakkinda bir seyler soylemelidir: glivenlik, butlinlik, kalite, titizlik, performans
gibi (Moser, 2003: 33).

Kiiltir: Marka kaltard, tim calisan ve ortaklarin inanglar, davranislar ve belirli bir markaya
ait karakteristiklerin toplamidir (Knapp, 2003:115). Ornegin, Mercedes Alman kiltiiriini
temsil etmektedir; organize olmus, yiiksek kaliteli ve etkili.

Kisilik: Markalar insanlar gibidirler. Ayrica, Uriin ve kisiligin birlesimidirler. Uriin ve
hizmetler, bir kisiligesahip olarak tuketici piyasasinda farkliliklarini ortaya koymaktadirlar
(Ar, 2004:72). Ornegin Harley-Davidson markasi, motorsikletci, asi, agir, sert bir kisiligi
temsil ederken, tiiketici, performans veya glvenlik gibi unsurlara bakmaksizin bu markaya
siki sikiya baglanabilmektedir. Yapilan bir arastirmada, katilimcilara yonlendirilen bir
soruda (Eger marka bir insan, hayvan ya da bir obje olsaydi akliniza ne gelirdi?) alinan
cevaplara gére, Mercedes icin, patron, aslan vb. seklinde bir kisilik ortaya ¢ikmistir.

Kullanici: Marka ayrica kullanici tiplerini de gruplandirmaktadir. Yirmi yaginda bir sekreteri,
Mercedes kullanirken goriirsek bu bizi sasirtir.Bunun yerine Mercedes’ i 55 yaslarinda bir
yoneticinin kullanmasi beklenmektedir.

Bu arastirmada, yukaridaki cagrisimlar 1siginda bir karsilastirma yapilmaktadir. Ancak,
faktorler su basliklar altinda degerlendirilmektedir; kalite, nitelikler, deger, kisilik. Fayda
cagrisimlari, kalite faktérd altinda degerlendirilirken, kullanici ve kaltar farkhlasmasi
konularina deginilmemistir. Clinkl arastirmanin temel hedefinde, yabanci isimli magazalar
ile TUrkge isimli magazalar arasindaki algisal farkhhklar vardir. Kullanici kisiligi farkhliklari
ise diger destekleyici sorularda ele alinmistir. Bu magazalardaki kulttirel farkliliklar agik¢a
ortadadir. Bu nedenle bu faktore calismada yer verilmemistir. Arastirmaya dahil edilen
degiskenlere ait ifadeler, Aaker (1991, 1992, 1993)' in calismalarindan adapte edilmistir.

2.3. Marka ismine Fonetik Yaklagim

Fonetik (phoneme) yaklasim, cogunlukla egitim bilimlerinde kullaniimakta olup, harflerin
insan zihnindeki etkilerini incelemektedir (Schreuder ve Bon (1989)'dan aktaran Stuart,
2005).
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Egitim literatiiriinde, dilbilimsel 6zelliklere gore siniflandirilan harflerin, kelime igerisindeki
siralaniglari  ve okunuslarinin, 6grenme ve hatirlamaya olan etkileri Gzerinde
yogunlasilmaktadir (Underwood ve Birggs: 1984, Boyer ve Ehri: 2011, Sung vd.: 2013).
Cogunlukla egitim bilimlerinde tizerinde durulan bir konu olmasina ragmen, pazarlama
alanindaki 6nemi de anlasiilmaya baslamistir. Pazarlama literatiirinde, marka isminin
yarattigi cagrisimlari yakindan ilgilendirebilecek fonetik analizler dikkati ¢cekmektedir
(Argo, vd., 2010). Kelimelerin telaffuzunda, harflerin kulaklarda biraktigi tinilarinin,
duygular tzerindeki etkileri marka ¢agrisimlarinda énemli bir unsur olarak gérilmektedir
(Kohli ve Labahn: 1997; Usunier ve Shaner, 2002; Bauer ve Altarriba: 2008, Vitevitch ve
Donoso, 2012). Yapilan galismalarda, 6zellikle, marka isimlerinde kullanilan harflerin farkh
dillerdeki telaffuzlar ve kulaga gelen tinilarinda hangi Grln tarleri ve Grin 6zellikleri ile
bagdastirildiklari Gizerinde durulmaktadir.

Arastirmalara goére, bazi marka isimleri, tliketiciler acisindan daha arkadascil ve
memnuniyet verici goriilebilmektedir. Ozellikle icerisinde ince iinliilerin bulundugu marka
isimleri, daha sofistike ve samimi goriilebilmektedir. Kalin Gnlilerin bulundugu marka
isimleri ise daha saglam ve gercekgi gorilebilmektedir (Klink ve Athaide, 2012). Klink
(2000)'e gore, konusurken dilin agiz icerisindeki hareketlerine gore ¢ikartilan birtakim sesli
harflerin, marka ismi ile ilgili yargisal degerlendirmelerde etkisi bulunmaktadir. Bu harfler,
dilin on tarafindan ses olarak cikartilmalarina gore, on sesliler ve arka tarafiyla
ctkartilmalarina gore arka sesliler olarak siniflandiriimaktadir (Tirkcede bunlara ince
(e,i,6,u) ve kalin (a,1,0,u) sesliler denilmektedir). Athaide ve Klink (2012)'e gére marka
isimlerinde ince Unlu harfler kullanmak, Granin kigukliga, hafifligi, yumusakligi, inceligi,
hashgi, soguklugu, acisi, kadinhgi, halsizligi, hafifligi ve glzelligi gibi cagrisimlara neden
olmaktadir. Yorkston ve Menon (2004)"' Gin benzer bir ¢alismasinda, a harfinin oldugu
marka isimleri blyik, agir, yavas ve mat ozellikleri ile eslestirilirken, i harfinin bulundugu
isimler, kuglk, hafif, canh ve keskin ozellikleri ile bagdastirilmaktadir. Ayrica, dilbilimsel
olarak, bu Unlilerin yan yana ¢ift olarak yazilip uzatildigl da gériilmektedir (boot, feet
gibi.). Bu durumda etkiler de farklilasmaktadir. Ornegin, kisa kalin harfler (a gibi), uzun
kalin harflerden (aa gibi) daha glicli harf karakterleri olarak goriliirken, uzun ve kisa ince
harfler arasinda boyle bir farkliigin olmadigi dusinilmektedir (Hinton vd.: 1994, Makino
vd.: 1999).

Marka ismindeki harfler, markanin hangi kategoride bir Urinu temsil ettigini de
cagristirabilmektedir. Baxter ve Lawrey (2011)' e gore buyik arabalar iginde kalin Gnli harf
bulunan marka isimleri, minyatir arabalar ise iginde ince tnli harf bulunan marka isimleri
ile eslestirilebilmektedir. Daha kapsaml bir 6rnek olarak, Lowrey ve Shrum (2007)'un
arastirmasi ele alinabilir. Bu arastirmada, kalin tnla (dilin arka kismindan gikartilan) ve ince
anlt harfler (dilin 6n tarafindan gikartilan) olarak secilen "a" ve "i" harflerinin iginde yer
aldigr G¢ ve dort harfli, hicbir anlami olmayan kelimeler cevaplayicilara
gosterilmistir.Cevaplayicilardan bu kelimeleri hangi Griin kategorileri ile eslestirdikleri
sorulmustur. Alinan cevaplara gére, a harfi iceren kelimeler, 4X4 SUV' lar ve Hammer
jipler i¢in daha uygun isim olarak gorulirken, i harfini iceren kelimeler, Usti agik araba ve
bicak Uriinleri icin daha uygun gérilmislerdir. Hatta, cevaplayicilarin, ingilizce dilinin
yaninda, ispanyolca, Cince ve Fransizca dil vyeterliliklerine gére de farkhlasmalar
incelenmis, bu anlamda bir farklilasma olmadigi gorilmustir (logografiksel ve fonetik
yazim farkliliklarina gére).
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Lowrey vd. (2008)' nin benzer arastirmasinda, Fransizca ve ingilizce dillerinde farkliliklar
gorilmus, Fransizca yazilan marka isimlerinde marka ismi tercihi daha zayif bulunmustur.
Ayni zamanda, katiimcilarin marka isimleri arasindaki bu farkliliklari, farkindahklarinin
disinda algiladiklari da ortaya konulmustur (Shrum vd., 2012). Yani tlketiciler, marka
isimlerine karsi otomatik olarak tepki vermektedirler.Bu, diger bir yandan, marka ismine
karsi olan tepkilerin duyulara yonelik olduguna da isaret etmektedir.

Benzer bir yaklasimla, sert Unsizler (p,¢,t,k) ve yumusak Unsuzler (b,c,d,g,8) ile surekli
Unsuzler (f,s,s,h,p) ve sireksiz tnsizler (k,I,m,n) arasinda da farkliliklar gérilmektedir.
ingiliz dilbilim kurallarina gére, tnsiiz harfler "duraklar (stops)" (dil, dis ve dudak ile
kesilen) ve "frikatifler (fricatives)" olarak siniflandirilmaktadir.a b, d veg "sesli duraklar"
(voiced stops), h, p,tve k "sessiz duraklar (voiceless stops)", c,v ve z "sesli frikatifler (voiced
fricatives)", d ve s '"sessiz frikatifler (voiceless fricatives)" olarak adlandiriimaktadir
(Ladefoged, 1975). Klink (2003)'e gore, icinde ince Unliler ile yumusak lnstzler bulunan
marka isimleri, kalin Unliler ile sert Unsilizler bulunan marka isimlerine gore daha acik
renkli, acih (koseli) sekilli ve daha kiclik marka sekline sahip olan markalar oldugu
diisiincesi uyandirmaktadir. Ayrica, harflerin koseli ve yuvarlak olmasi da bir takim
cagrisimlar yaratabilmektedir.Harflerin koyu ve acik renkte yazilmalari daha sert ve
yumusak algilarini  yonlendirebilmektedir.Yuvarlak harfler daha yumusak hissiyat
uyandirirken digerleri daha sert bir imaj yaratabilmektedir.Ancak yazi stili farkliliklarinda
tam tersi etkiler gorilebilmektedir (Ariel ve Times gibi.) (Doyle ve Bottomley, 2011).

Ayrica, marka isimlerinin uzun sireli hafizaya yerlestiriimesinde de harflerin etkisi oldugu
disunilmektedir. Vanden vd. (1984)' e gore sert Unsizlerle (p,t,k) baslayan marka
isimlerinin hatirlanabilirlikleri daha kolay olabilmektedir (pepsi ve kola gibi). Hatta, marka
bilinirligi yiksek markalarin basarisinin altinda bu sir oldugu dusinilmektedir. Schloss
(1981'den aktaran Ar, 2004:61) yaptigi bir arastirmada, b,c, k, m, p ve s harfleri ile baslayan
markalarin tlketiciler tarafindan en ¢ok tutulan markalar oldugunu ortaya koymustur.

Literatiirden anlagildigi Uzere, tiiketicilerin marka tercihlerinde, harflerin tinilari 6nemlidir.
Ozellikle kadin ve erkek tiiketicilerin degerlendirmelerinde bu hassasiyet daha da
artabilmektedir. Kadinlar, marka isimlerinde ince Unli harflere daha fazla egilimli
gorialmektedir (Klink, 2009). Yumusak ve strekli Gnsizler diger tersi durumlarina gore daha
feminen, kiiglk, canli ve hafif gérilebilmektedir (Klink, 2000:14). Hatta, marka isimlerinde
kelimelerle birlikte sayilarin da kullaniimasi etkilesimi farkhlastirabilmektedir (Pavia ve
Costa, 1993). Dolayisiyla, marka isimlerinin belirlenmesinde yaratilmak istenen imaja ve
Urin kategorisine gére bu durumla uyum saglayan harfler tercih edilmelidir (Park ve
Osera, 2008:189)

3. VERI VE YONTEM

3.1. Aragtirmanin Amaci

Bu arastirmada, genel anlamda, tiiketicilerin, yabanci isimli ve Tirkge isimli magazalar ile
ilgili cagrisimsal faktorler bakimindan, algisal farkliliklari ortaya konulmaktadir.Ancak,
burada 6zellikle boélgesel markalasmalar Uzerine odaklanilmaktadir.Yani, markalasma,
isletmeler icin, ulusal ve uluslar arasi alanda gerceklestirilirken, aslinda, sehir bazinda, ayni
etkiyi yaratip yaratmadiklari da dnemli bir unsur olarak gorilmektedir.
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Soyle ki, llkenin dogusu, batisi, kuzeyi, glineyi ve bu bdlgelerdeki her bir yoéreyi ele
aldigimizda, ne kadar farkh kiltirel farkhlagsmalar oldugu asikardir. Bu farklilasmalar,
sosyal kiltiir, ekonomik kiiltiir ya da etnik kéken farkhhklari bakimindan olabilmektedir.
Dolayisiyla, bir marka imaji yaratma yolunda segilen magaza isimleri, yerel bolge insaninin
dikkatini cekemeyebilmekte, yabanci sermaye algisiyla reddedilebilmekte ya da yerel bir
marka oldugu anlasilamayabilmektedir. Hatta cogu magaza isminin telaffuzunda bile
karisikliklar olabilmektedir. Ozellikle, ingilizce isimlerin okunusu ve vyazihsi farkl
oldugundan, ingilizce bilgisi yetersiz olan birgok tiiketici, magaza ismini, tabelalarda,
duydugu gibi aramaktadir. Boylece, tutundurma cabalari etkisiz kalabilmektedir.Bunun en
glizel 6rnegini, Wenice markasi gostermistir. Firma, tiketicilerin marka ismi ile ilgili bu
farkh algilarini su sloganlari ile yenmeye calismistir; “Wenis Giyim, Venis Diye Okunur,
Venice Diye Yazilir!” (Bu slogani, ozelikle radyo reklamlarinda kullanmistir). Bu agidan
duslnildigiinde, bolgesel anlamda, tiiketiciler yabanci isimli magazalardan rahatsiz
olabilmekte ve ¢cogu zamanda bunlari dile getirmektedirler. Peki, gercekten de biiyik bir
cogunluk bunu istiyor mudur?. iste bu arastirmada, gok biiyiik bir kitleye ulasilamasa da,
makul c¢ogunlukta bir 6rneklem kimesiyle, genel egilimlerle tahminler yiritilmeye
cahsiimaktadir.

Ayrica, Dizce ilinde bulunan bazi hizmet ve Uriin magazalarinin marka isimleri tizerindeki,
cagrisimsal algilar da incelenmektedir. Cagrisimsal algilar derken, duyduklari yabanci
isimleri ne ile 6zdeslestirdikleri sorulmaktadir. Burada da, 6zellikle, anlamini bilmedikleri
(cogu yabanci isim oldugundan) bir marka adina karsi ne sekilde bir yakinlik kurduklar
¢ozimlenmeye calisiimaktadir.Bunu ortaya koymak icin de benzetim tekniginden
faydalanilmaktadir.  Katilimcilarin, hangi hayvanlari  hangi marka isimleri ile
Ozdeslestirdikleri irdelenmektedir. Boylece, hayvanlardan yola gikilarak, markayi nasil
kisilestirdikleri ortaya konulmaya ¢alisiimaktadir. Bu anlamda, isletmelere, marka kisilikleri
konusunda, éneriler gelistirilebilecegi distinilmektedir.

3.2.0rneklem ve Veri Toplama

Arastirmada, kapali ve agik uglu sorularla, nicel ve nitel teknikler karisik olarak
kullanilmistir. Kolayda oOrnekleme ile segilmis 280 denek {izerinde yiliz ylze anket
yontemiyle arastirma gerceklestirilmistir. Pazarlama arastirmalarinda cinsiyet faktoranin
ayrimci oOzelliginden ¢ok bahsedilmektedir. Bu anlamda, analiz sonuglarinin farkhhklar
bakimindan, yoénlendirici bir etkinin goériilmemesi icin, 6zellikle kadin ve erkek sayisi denk
tutulmaya calisilmistir. Arastirma sorulari, demografik oOzellikler, c¢agrisim faktorleri,
destekleyici sorular ve ¢agrisim sorulari olmak lizere dért bolimden olusmaktadir. Yabanci
isimli magazalar ve Tirkge isimli magazalar, cagrisim faktorleri olarak, kalite, kisilik, deger
ve niteliksel degiskenler ile karsilastiriimistir. Cevaplayicilardan, magazalari, bu degiskenler
acisindan 100 puan lzerinden degerlendirmeleri istenmistir. Ancak, her bir degisken icin
100 puanin bir kismini yabanci isimli magazalar ve diger kismini Tiirkge isimli magazalara
pay etmeleri istenmistir.

Destekleyici olarak su sorular yoneltilmistir; Yabanci isimli magazalar hangi kesime hitap
etmektedir?, Alacaginiz Grlin ya da hizmetlerde gideceginiz firmanin Tiirk¢e ya da yabanci
isim olmasina dikkat eder misiniz?, Cevabiniz Evet ise nigin dikkat edersiniz?, Eger bir
magaza agsaydiniz Tirkge bir isim mi yoksa yabanci bir isim mi koyardiniz? Neden?,
Yabanci isimli bir magaza adi duydugunuzda gitmek ister misiniz? Neden?.
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Son olarak marka cagrisimlari ile ilgili, cevaplayicilara, bazi yabanci magazalarin isimleri
sdylenmis ve bu isimleri duyduklarinda hangi hayvana bu ismi verebilecekleri sorulmustur.
Arastirma 2014 yili, nisan ayinda gergeklestirilmis olup, bu tarihlerde Diizce ilinde popliler
bazi magaza isimleri calismaya dahil edilmistir. Bu isimler sunlardir; Tudors (Erkek Giyim),
Hill Brasserie (italyan Kafe), Lizza (Restoran), White House (Kafe), Cisse (Aksesuar),
HeYouShe (Kadin-Erkek Giyim), Sherlockhoms (Erkek Giyim), Estrella (Bayan Kuafér). Bu
magazalarin, farkli hedef kitlelere veya sektérlere hitap ediyor olmalari arastirmayi cok
yonli olarak incelemeye firsat tanimaktadir.

Arastirmada, kapali uglu sorular, tanimlayici istatistikler ve frekans dagilimlari yardimiyla
yorumlanirken, acik uclu sorular, soylem analizi ile yorumlanmistir.Ayrica, isim
benzetimleri fonetik yaklasim ile ¢ézimlenmeye calisiimistir.Sayisal verilerin analizi icin
SPSS 16.0 programindan faydalaniimstir.

4. BULGULAR

4.1. Tanimlayic istatistikler

Tablo 1. Demografik Ozellikler

N % N %
Cinsiyet Meslek
Kadin 150 54 Memur 17
Erkek 130 46 Emekli 16
Yas Ev Hanimi 28 10
15-20 90 32 Serbest meslek 28 10
21-30 126 45 Ogrenci 156 55
31-45 43 15 Ozel sektér Calisani 35 13
46 ve Ustu 21 8
Egitim Gelir
IIk6gretim 47 17 750TLve alti 80 29
Lise 74 26 751TL-2.250TL 161 58
Universite 154 55 2.251TL-3.750TL 28 10
lllJ:r'l";LSZ'tei Esé"i;:f:s' 5 2 3.751TLve Uzeri 11 4
Toplam 280 100 280 100

Katihmcilarin marka cagrisimlar ile ilgili olarak, Tiirkce ve yabanci isimli magazalari
degerlendirme puanlari arasinda anlamli bir farkhlik olup olmadigini gorebilmek igin,
eslestiriimis t-testi (paired-sample t-test) uygulanmistir. Sorular, 100 Uzerinden
puanlandirma sistemi kullanilarak cevaplandirildigindan, oran olgekli verilere uygun bir
analiz teknigi secilmistir. Ayni zamanda veriler, normal dagihma uygunluk testi sonucu
(Kolmogorow- Smirnov testi)'na gore normal bir dagilim goéstermediginden, non-
parametrik teknikler kullaniimistir.
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Wilcoxon isaretli siralar toplami testi, t-testinin parametrik olmayan uygulamasidir ve
eslestirilmis t-testi olarak ifade edilmektedir. Eslestirilmis t-testi sonucu asagidaki tabloda
gosterildigi gibidir:

Tablo 2. Wilcoxon-isaretli Siralar Toplami

4 p
KaliteY- KaliteT -8,214 0.000
KisilikY — KisilikT -6,667° 0.000
DegerY — DegerT -7,886° 0.000

NitelikY — NitelikT  -9,403° 0.000

a: Yabanci isimli Magaza Puanlari < Tiirkge
isimli Magaza Puanlari

Tablo degerleri incelendiginde, her bir cagrisim faktéri icin yabanci isimli magazalar ile
Tirkce isimli magaza degerlendirmeleri arasinda anlamli farkhhklar gérilmistir (p <
0,05).Buna gore, katiimcilar yabanci isimli magazalari, hizmet kaliteleri, olumlu kisiliksel
imajlari, tiketicilere sunduklari deger ve olumlu marka nitelikleri bakimindan daha yiksek
puan vermislerdir. Verilen puanlarin ortalamalari, en yliksek ve en kiiclik degerleri ve
standart sapmalari asagidaki tabloda gosterildigi gibidir:

Tablo 3. Tanimlayici istatistikler

N Ortalama S.S. Minimum Maksimum
KaliteY 280 57,7518 15,57063 5 155
Kisiliky 280 55,0665 13,4773 5 100
DegerY 280 60,2589 51,46881 5 882
Niteliky 280 59,4459  16,75227 5 171
KaliteT 280 43,2995 14,46102 0 95
KisilikT 280 44,9351 13,48618 0 95
DegerT 280 42,7054 14,91573 0 95
NitelikT 280 40,9656 15,36762 0 95

Katilimcilara, yabanci isimli magazalarin, hangi kesim tiketicilere hitap ettikleri ile ilgili
yoneltilen soruya verdikleri cevaba gore % 57' si Ust kesim, % 38' i orta kesim ve % 5'i ise
alt kesime hitap ettigini distinmektedirler. Ayrica bir Grin ya da hizmette firmanin Turkce
ya da yabanci isimli magaza olmasina dikkat edip etmedikleri soruldugunda ise, verdikleri
cevaba gore, % 62' si dikkat etmemekte ve % 38' i dikkat etmektedir.Ayrica, bu sorulara
verilen cevaplar demografik 6zelliklere gore karsilastirildiginda magaza ismine gosterilen
dikkat ile cinsiyet arasinda anlamli bir farkhlik gérilmustir (y%: 16,477, sd: 2, p < 0,001). Bu
analize gore, kadinlar, magaza ismine, erkeklere gére daha fazla dikkat etmektedirler.
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Cevaplayicilara magaza ismine nigin dikkat ettiklerini sordugumuzda, verilen cevaplarda
¢ogunlukla, yabanci isimli magazalari daha kaliteli, verdigi s6zu tutan, glvenilir, merak
uyandiran ve yuksek imajli magazalar olarak distndiklerini, bu ylizden bu magazalari
tercih ettiklerini sdylemektedirler. Ayni zamanda, milliyetgilik duygulari agir bastigindan ve
yerel sanayiyi desteklemek istediklerinden Tirkge isimli magazalari tercih ettiklerini
soyleyenler de ¢cogunluk icindedir.

Katilimcilarin, bir magaza agmak istediklerinde yabanci ya da Tiirkce isim tercihleri ile ilgili
yoneltilen soruda, % 62' si Tirkce, % 33' U ise yabanci isim kullanabileceklerini dile
getirmislerdir.

Ayrica, katihmcilarin bu isim tercihlerindeki nedenleri de sorulmustur.Boylece, bir dnceki
soru da desteklenmis olunacaktir.Katilimcilar, yabanci isimleri, dikkat ¢ekici, cazibeli, daha
farkli, daha modern bulmakta ve glinimuzde yabanci isimlerin daha ¢ok tutuldugunu,
ragbet gordiugini ve gengler tarafindan tercih edildigini distinmektedirler. Turkge isimler
ise, milli dilimiz oldugundan, halkin daha iyi anlayabileceginden, daha alt kesimlere hitap
edebileceginden ve dilimizi korumak ve duyurmak adina fayda saglayacagindan tercih
edilmektedir.

Katihmcilara, yabanci isimde bir magaza duyduklarinda, gitme tercihleri ve nedenleri
sorulmustur. Buna gore, bilylik bir cogunlugu, duydugu zaman gitmek isteyecegini dile
getirirken (170 kisi), bunun nedeni olarak da, daha kaliteli mallar ve hizmetler sunacaklari
ve bu kaliteye layik fiyat dengesi olacagini, farkli bir hizmet sunabileceklerini ve bdylece
diger Turk magazalariyla karsilastirabileceklerini diisinmektedirler. Kalan kisiler ise, gitmek
istegi duymadiklarini, vakit olursa gidebileceklerini ve hali hazirda gittikleri magazalar
varken merak etmeyeceklerini dile getirmislerdir.

4.2.Fonetik Degerlendirme

Son olarak, katihmcilarin magaza ismi algilanyla ilgili bir takim benzetimlerden
faydalanilmistir. Sekiz magaza ismi Uzerinde gerceklestirilen arastirmada, kendilerine
soylenen bazi isimleri hangi cins hayvana takabilecekleri sorulmustur. Bu isimler, hizmet ve
Uriin magazalarina aittir. Bu isimlere yakistirdiklari hayvanlar su sekildedir;

Tudors igin, 78 kisi kopek olabilecegini dile getirmistir. Hill Brasserie icin 18 kisi fil, 23 kisi
kedi, 16 kisi kopek olabilecegini dlisiinmektedir. Lizza icin, 75 kisi kedi, 64 kisi kopek, White
House igin 55 kisi tavsan, Cisse i¢in 66 kisi kedi ve 33 kisi kus, HeYouShe icin 38 kisi balik,
Sherlockhoms icin 32 kisi yilan ve 21 kisi kdpek ve son olarak Estrella icin 29 kisi kus, 26 kisi
kedi ve 16 kisi at olabilecegini dile getirmistir.

Ayrica, katiimcilara nigin bu hayvanlar dusindikleri de sorulmustur.Elde edilen veriler
fonetik analiz ile agiklanmaya calisiimistir. Buna gore; Tudors ismi, "t" (sert Unsiiz) ve "o"
(kalin  GnlG) harflerinin  baskinhgi, sebebiyle gliclin simgesi olarak dustnilmis ve
kopeklerde bu ozelliklerin varhgr 6n goriilerek cagristiriimistir. Bir erkek giyim magazasi
olarak, erkekler sosyal yapida giiclin simgesi olarak da tanimlandigindan, hedef kitle ile
marka isminin uyumlastig1 sdylenebilmektedir. Hill Brasserie, Hill kelimesinin Tlrkcede fil'i
¢agristirmasi sebebiyle bu hayvan dislnllmustir. Ayni zamanda, kulaga narin gelen ince
anltler kullanildigr icin kedi ile 6zdeslestirilmistir. ClUnkl kedileri, sevimli ve uysal
gormektedirler.
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Ayrica "ss" yanyana uzatilmis strekli Gnsizin varhigr da isme sevimlilik ve samimiyet
katmistir. Bu restoran, sunulan fiyatlar bakimindan Gst gelir grubu kisilere hitap etmekte
ve italyan yemekleri sunmaktadir. Dolayisiyla, {st gelir grubu olarak nazlh bir miisteri
kesimi ile kedi figlirli bagdastirilabilmektedir. Lizza ismi, katilimcilara kisa ve kulaga hos
geldiginden kediye ve sis kopeklerine yakistiriimistir. Ayni sekilde, bu isimde de ince
Unliden sonra strekli tnstiz gelmistir. Dolayisiyla yumusak algisi burada da kendisini
gostermektedir. Ancak, bu magaza, ¢ok katli restoran olarak orta gelir segmentine hitap
etmekte ve oldukca genis yemek tiiri sunmaktadir. Bu bakimdan, tam anlamiyla bir hedef
kitle uyumu goriilememistir. White House isminde, white kelimesinin Tlirkce anlami beyaz
oldugu icin, dogrudan tavsani animsatmistir. Bu kafe, tamamiyla beyaz tasarlanmis ve
tamamen teenage olarak adlandirilan yas grubuna (17-21 vyas araligl) hitap
etmektedir.Kafe olarak, genclere, fastfood yiyecekler, icecekler ve nargile de sunmaktadir.
ismin fonetik yaklasima gore feminen yapisi 6n plandadir. Ancak, ismi ile hedef kitle
konumlandirmasi arasinda bu anlamda bir iliski kurulamamistir. Cisse ismi de ince (inll ve
surekli Ginstz icerdiginden kedi ve kus ile eslestirilmistir. Kuslar, renkli fizikleriyle, adeta
doganin aksesuari gibidirler. Dolayisiyla, bir aksesuar magazasi olarak, bu magazanin ismi
ile 6zdeslesebildigi disliniilmektedir. HeYouShe ismi ise, Japon ismini animsattigindan
Japon baligi olarak algilanmistir. Magaza, geng kesime hitap eden erkek ve kadin giyim ile
hizmet vermektedir. Japon baliklari, renkli ve estetik goriinisleri ile dikkat gekmektedirler.
Dolayisiyla, genglerin renkli diinyalari ile bir baglanti kurulabilmektedir. Ancak, magaza bir
Japon kiltird yansimasi degildir, bu bakimdan marka adi bir dezavantaj olabilmektedir.
Sherlockhoms ismi uzun oldugu icin sUriingen hayvanlarla 6zdeslestirilmistir. Eger
kertenkele ifadeleri de sayilirsa yilan ve kertenkele ifade sayisi 44' e ¢ikmaktadir.Bu da
ciddi bir yogunlugu gostermektedir. Bu magaza, genc¢ erkek giyim Uzerine hizmet
vermektedir. Sundugu marjinal kiyafet modelleri ile bir farklilik yaratmaktadir.Hayvanlar
aleminde, yilanlar ve siriingenler de sogukkanli varliklar olarak, diger hayvanlardan daha
korkutucu ancak ¢ok cazibeli goriilmektedirler. Bu bakimdan, marka ismi ile yaratilmaya
calisilan imaj arasinda bir uyumluluga rast gelinmektedir. Son olarak, Esterella ismi,
yumusak, estetik, gizellik simgeledigi dlistincesiyle, kus, kedi ve at' a yakistiriimistir.Ayrica,
ince Unliler ile strekli ve yumusak Gnsizlerin varhigi ismin feminen yapisini yansitmaktadir.
Bayan kuafori olarak hizmet veren bu magazanin, ismi ile yaptigl hizmet ve yarattigi imaj
ortismektedir.

5. SONUC

Arastirma sonuglari incelendiginde, markalasmaya calisan girisimcilerin, magaza ismi
kullanimlarinda birtakim g¢agnisimlara dikkat etmesi gerektigi goriilmektedir.Markalama,
yaratilmak istenen imaj icin bir aractir. Bu araci dogru kullanabilmek, imaij
destekleyebilecek ¢agrisimlara baghdir. Genel anlamda birgok tiiketici, magaza isimlerinin,
telaffuz bile edemeyecekleri kadar zor yabanci isimler tasimasindan sikdyet etmektedirler.
Boyle bir durumda, anlayabilecekleri ve konusabilecekleri dilde isimlerin kullanilmasi daha
uygun gelebilir. Ancak alinan cevaplar irdelendiginde, tiketici yabanci isimleri daha gekici
gormekte ve yabanci isimin yabanci bir kiltiri temsil edecegi dislincesiyle bu
magazalardan daha iyi bir kalite beklentisi igcinde bulunmaktadirlar. Yani yabanci menseili
drunler, yerli GrGnlerden daha kaliteli algilanmakta ve yabanci mensei ancak yabanci bir
isimle cagristirilabilmektedir.
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Cevaplayicilar, yabanci isimli bir magazanin acildigini duyduklarinda, merak etmekte ve
gitmek istemektedirler. Her ne kadar Tiirkge isim koymayi tercih edeceklerini sdyleseler de
yabanci isimleri daha cazip gérmektedirler. Hatta kadinlar yabanci isimlere daha ¢ok dikkat
etmektedirler. Clnki kadinlar hedonik ahgverig stilleri bakimindan daha duygusal
musterilerdir. Bu anlamda, marka imaji ve deneyim gibi unsurlar onlarin ilgi alanlaridir.
Erkeklerin ise, birbirlerine kiyasla dikkatleri esittir. Yabanci isim kullanilmasi konusunda,
bliylik cogunluk Tirkce isim koymayi tercih edeceklerini sdylerken, 6zel sektor ¢alisanlari
digerlerinden farkli olarak, yabanci ismi daha makul gérmuslerdir. Aslinda, burada mesleki
ilgileri nedeniyle bir ayrim goriilmiistiir. Ozel sektérde goriilen rekabet, ¢alisanlari da daha
stratejik disiinmeye yonlendirmekte ve galisanlar genel anlamda 0Ozel sirketleri daha iyi
hizmet veren ve ¢alisma sartlari bakimindan daha giivenilir yerler olarak gérmektedirler.
Dolayisiyla, yabanci markalardaki kalite algisi, bir ¢agrisim niteligi  olarak
kullanilabilmektedir.

isim cagrisimlarina bakildiginda, magaza ya da riin markalarinin, yaratmak istedikleri
kisiliksel algilarda, isimlerinde bulundurduklari harfler cok 6nemlidir. Harflerin etkisi baska
arastirmalarda da ortaya konulmustur. Burada bu harflerin yukledikleri kisiliksel anlamlar
gorilmektedir. isimlerin, kisaliklari ve uzunluklari, bazi harflerin baskinliklari ve
yumusakhklari bu degisimlerde etkili olabilecegi diistiniiimektedir.

Bu arastirmada, bir takim genel bilgilere ulasiimasi yoninde algisal farkliliklar ele
alinmistir. Bu farkhilhklarin daha ince ayrintilarla ele alinmasi, farkli nitel tekniklerle daha
derin bilgilerin elde edilmesi, etkileyici birtakim faktorlerin de incelenmesi ve arastirmanin
daha genis kitlelere uygulanmasi 6nerilebilmektedir.
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Accounting Education, Rapid changes in the application of enterprise has had a dominant effect on
Bishkek Universities, accounting education in the globalized world. While the continuous and rapidly
Accounting Students changing process, it is becoming more important for the financial statement

users to obtain true and trustworthy knowledge from accounting education at

the university level. The financial language of accounting must be adopted as

part of these changes. Accounting must produce true and trustworthy

knowledge for the enterprises. There is a lot of effectiveness to increase the

efficiency of accounting education for graduate. However, firstly, it must meet

the needs of learners, and the effectiveness of accounting education should be

evaluated. The results of this research must be used to redesign accounting

e . education; this is crucial for improving the effectiveness of accounting education.

JEL Classification Accounting education reform should take into account the needs and

121, M40, M41 applications of the accounting occupation. Theory and application are linked, so
old knowledge and new knowledge must be synthesized.

1. INTRODUCTION

Today, globalization and the increasing of importance of the knowledge in the
development of economic and technological fields and new production systems demand
vocational training that is adjusted according to new opportunities and needs. The need
for reliable qualitative financial information to describe the environment of management
has also increased.

Vocational training gives students knowledge, skills and behaviors necessary for his or her
profession. The effectiveness of vocational training depends on the coordination between
instructional staff, students and academic programs. Training programs can be applied to
meet the needs of students while being continuously reevaluated and developed. When
training programs are being prepared, both the expectations of members of the
profession for the profession and scientific requirements of the profession should be at
the forefront (KGse, 2007:215). Accounting education is a vocational training and it should
give an individual the necessary knowledge and skills necessary for his or her profession.
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Knowledge and skills are gained by students by means of course programs and scientific
competence related to the accounting profession. These standards are organised by both
national and international standards.

The accounting system producing financial information in management is based on human
factors. The importance of an educated and qualified workforce is of the utmost
importance producing financial information. In order to meet this need, improving the
quality of accounting education has become inevitable. Course programs that meet these
criteria of scientific competence can be used as a measure of the quality of education (Zaif
and Ayanoglu, 2007:120). Theory and practice are integral parts of accounting education.
At every stage of education, it must be understood together which knowledges are given
basicly and new knowledge. They must ensure integration with each other knowledges.
And application must bu done for strengthening for all these knowledges (Cukaci and
Elagoz, 2006).

In this study, a survey was given at the undergraduate level at the universities of Bishkek,
in the capital of Kyrgyzstan. This survey seeks the state, adequacy and currency of
accounting education, and whether it meets the expectations of the students admitted as
stakeholders. In the evaluation of the data obtained from the study, recommendations for
improvements will be made.

2. OBJECTIVE AND IMPORTANCE OF ACCOUNTING

Accounting education is very important for the ability to see environmental conditions in
which the accountant works, and for facilitating gain skills to identify and solve problems
However, accounting education should be supported with training in other areas of the
trade such as business, management, production, marketing, economics, finance, tax, law,
technology, mathematics, statistics and so on. Therefore, accounting education is
important in terms of providing the qualifications which will help an accountant gain
necessary skills, and implement and maintain these skills. However, the quality of
accounting education should be improved in order to recognize this significance. The
quality of accounting education is also needed for the production of information that
today’s changing conditions of specialized accounting education necessitate. Improving
the quality of accounting education depends on improving the quality of processes,
technology and the human (accountant) which are the basic elements of accounting
information systems. The focal point of this is education. The main factors that determine
the quality of education are the courses, the contents of the courses, teaching methods,
teaching tools, equipment and environment, the course instructors, the students and the
application of the knowledge given to them (Kalmis and Yilmaz, 2004). The main aim in
accounting education is managing the planning and applications to be made in order to
provide accurate and reliable knowledge of accounting for those who can use financial
information.

During the economic and technological development, the knowledge importance
increased for the administrations. According for this reason the administrations must
analyze the environment in correct form. And they need quality and reliable financial
information for analyzing to this situation (Zaif and Ayanoglu, 2007: 126). Asset control
directed at managers’ access to financial control and necessary financial information for
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future planning creates an information system. The information produced by accounting
makes up accounting information systems.

Accounting information systems generally seek to:

1) Fulfill management’s responsibility for assets of the management,

2) Control business activities

3) Provide necessary information in order to plan business activities for future
(asevim.home.anadolu.edu.tr, 26.12.11)

When this information to be provided by accounting information systems are taken into
consideration, accounting information systems are seen to be three- dimensional systems
in terms of time. With a view to this property accounting information systems are systems
that provide information about past events, activities being held, events to happen in the
future and situations to come with plans and budgets.

Accounting information should be clear, useable (it should have decisive value and contain
duration) and reliable (it should be provable with different measurement methods and be
impartial enough not to include wrong interpretation) so as to be useful (Haftaci,
2008:12). Accounting information systems are a basic component of accounting
education. Now, when making decisions on issues such as the use of information, the
scope of the accounting information system, structure, design, usage and process of
reporting financial information, delivery of the prepared information to related people,
the current and future role of the technology of computer aided information are essential
to learn. In order to achieve these aims, students who study accounting need to
understand and study what accounting systems are and how they work for the purpose of
data collection, recording, processing, filing and transmission (Sirmeli and the others,
2001:50-51).

3. ACCOUNTING EDUCATION IN THE UNIVERSITIES

Accounting education at the undergraduate level is significant in terms of gaining
knowledge of modern accounting expertise. However, in its current state it is far from
providing this expertise. The main reason for this, as given above, is that the lectures (the
most common form of accounting education), their contents, teaching methods and tools,
equipment and environment, teachers and students and applications of this information
are far from the requirements emerging today (Kalmis and Yilmaz, 2004).

Accounting education should develop a student’s ability using developed technologies of
knowledge. The determination of useful information, collection, processing, checking
integrity, and summarizing the reported information and instructing them how to use the
reported information at the decision-making stage (Gokcen, 1998:43). According to this
definition revealing the purpose of accounting education, “harmony between theory and
practice” is significant for effective accounting education. A student studying accounting
should be able to associate the basic information from their education with the outside
world (Zaif, 2004). An accountant should be an individual who can make reports and audit
using international standards, who acts as an expert on taxes, who can analyze financial
statements and who can direct the flow of resources in the economy.
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Universities are not able to make quick changes in terms of market education, as they are
unable to get information from Markey forces s quickly as businesses can (Albrecht and
Sack, 2012). In this case, despite the rapid changes occuring in business, there is a gap in
accounting education as a result of slow changes. In order to fill this gap, accounting
course schdules should be changed and students should adapt to these changes. The
university accounting education should be carried out so that it can help students to
develop themselves as independent individuals and encourage them (Beyazith ve Celik,
2004).

The training process should include teamwork, real case studies, oral presentations, class
participation of professional managers, and the use of technology accounting programs.
The quality of accounting education depends on the process of the training of the
graduates who can meet the changing demands of practitioners (Mohammed and Lashine,
2003: 4). Another solution is that the course programs are remade according to changing
demands (Boyd, Boyd and Boyd, 2000: 7). In this context, when the course program for
accounting education is prepared, the lessons should not be considered as a series of
technical rules. The course program should be carried out using real examples that
emphasize an analytical and global point of view (Mohammed and Lashine, 2003: 7).
Values, ethics and honesty should be included in the course program.

4. AIM, METHODS AND HYPOTHESIS OF THE STUDY

There have been significant changes in the enviroment of business operations. These
changes are generally due to global competition and global market conditions. The
elements causing these changes can be studied in three groups. The first of them is
technology. The second is the effect of globalization on the business enviroment. The third
important element is the effect of institutional investors, meaning the integration of
markets and economic forces (Beyazith and Celik, 2004). The progress in business causes
six main problems to arise in accounting education. They can be expressed this way
(Albrecht and Sack, 2012):

e Teaching techniques: the teachers focus on teaching techniques based on
memorization rather than creativity.

e The development of teaching staff and the reward system: an interdisciplinary
relationship couldn’t develop.

e Technology: the teachers don’t focused on about the the technologies
effectiveness to administrations decisions to how to better enable business are not
concentrated properly.

e Strategic perspective: many universities have not got ang strategic plan for those
worst going.

When accounting practises are taken into consideration, accountants do not agree on the
objectives and methods of accounting education at the undergraduate level.

While some defend that traditional passive teaching methods based on memorization of
practice and principles are more appropriate, others suggest that modern methods should
be applied, setting aside traditional education. The modern methods aim to educate
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professionals with interpersonal communication skills and the ability to keep pace with
the changes of the accounting world (Beyazitl and Celik, 2004).

Determination of the properties and definition of the product in the accounting education
has been one of the most important issues of the business environment in the last fifty
years. The product on which there is a consensus is a “competence-based accounting
education”. The problem is that often, such an education is not provided. Together with
the accounting standards being determined on an international level and dynamism
linking to the systematic, preparations have been made by many researches, reporting
and establishing “accounting education standards” announced and continued with
appropriation, publication and its coming into effect (Oncii and Aktas, 2004). The biggest
misconception is assuming that accounting education will only be studied by people who
will work in this area. Haven’t banking scandals been recorded in world history as a unique
example, despite the publication of the bank’s financial tables for more than fifty years?
Who can say that stocks are for small investors’ acoording to while financial statements of
the companies have been publicly listed for 20 years? If accounting aducation is just for
people who prepare the financial statement it has definitely failed. Because the prepared
financial statements are far from being understand and providing information. People
ranging from managers to employees =, from parter to small credit institutions, from large
consumers and vendors to government, from researches to public use financial tables. In
this case, accounting education is not only for those preparing these tables, but also for
those who use them (Goksel, 2004).

In much research carried out in abroad, it has been revealed that perceptions of students
have an important impact in choosing a career. In another study conducted in Ireland on
students’ points of view on the accounting profession and accountantcy, it was concluded
that they find the accounting profession boring, depending on predetermined rules. These
perceptions stem from the influence of the school enviroment and teachers (Byrne and
Willis, 2005). In another study conducted in Israel, it was found that accounting students’
career choices became clear around graduation (Danziger and Yoram, 2006). In research
carried out in New Zealand it was concluded that different factors such as family, business
environment and financial situation have influence on choosing the accounting profession
(Ahmed, Alam and Alam, 1997).

Similar studies have been conducted in the USA, Canada and Australia in order to identify
the factors influencing accounting students’ career choices. Similarly, Carpenter and
Strawser (1970) carried out a study on job selection preferences of accounting students.
However, Paolillo and Estes studied the factors that influence career choice among
branches of the profession such as accounting, engineering, medicine and law in 1982.
Felton and colleagues studied the factors influencing students while choosing the
accounting profession in Canada in 1994. 897 students were surveyed o 5 factors
influencing career choice studying this study.

These factors are listed as initial high gain, long term high gain, and professional
reputation, awards in the profession and professional accounting education in school. In
addition to these studies, Auyeung and Sands began a different study in 1997. It was
found that the influence of factors related to choosing accounting as a profession show a
difference according to cultural structures of the students in this study.
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However, another study by Mustafa Paksoy and colleagues examined and evaluated the
adequacy of accounting education (Paksoy et. Al., 2005:74). Students’ degree of
satisfaction in accounting courses was concluded to be at the intermediate level in the
research. A research was conducted by Eleren and Kayahan in 2007. The point of view of
the students studying accounting to the accounting lessons were studied in this research.
At the result of the study, it has come to light that trade school-based students are more
successful in accounting courses and if accounting courses are conducted in line with
students’ expectation and demands, their success will increase (Demir and Cam, 2006).

5. THE PURPOSE AND IMPORTANCE OF THE STUDY

The purpose of this chapter is to explain hypotheses and the methods used in this study. A
questionnaire has been done to control whether students’ expectations are met and if
students are considered stakeholders of their education at the undergraduate level at
universities operating in Bishkek, the capital of Kyrgyzstan. Particularly, the expectations
of the students in the faculty of Economics and Administrative Sciences have examined;

- To determine the level of education and the contribution to be provided by
accounting education.

- Toidentify opinions on accounting education

- To determine the school’s opinion about the city/town and its influence on
education.

- To identify the level of knowledge about which job opportunities the faculty will
provide them.

The suggestion about eliminatig deficiencies arose while evaluating data obtained from
the study. Kyrgyzstan as a developing is establishing the standards of accounting for the
first time. Of course, there is an algorithm in the present system. Yet, the
recommendation from the data obtained from the study is expected to contribute the
accounting system of Kyrgyzstan.

5.1 Methods of the Study

Scanning literature will be done initially in the scope of research. Texts of the
guestionnaire prepared for the participants will be implemented one by done and texts of
the question will be prepared. The data obtained from the questionnaire texts by means
of SPSS program will be subjected to be evaluated using statistical methods.

5.2 Scope and Limitations

The universities operating in Bishkek, the capital of the Kyrgyzstan and keeping their
repute at an international level and the students studying accounting at the university will
be included in the research scope. An uncommon curriculum, education in a foreign
language, and limited time are considered restrictive elements of this study.

5.3 Assumptions and Hypotheses of the Study
Assumptions of the study are listed as follows:

1. Accounting education of all universities is provided at minimum standards in
relevant institutes.
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2. The participants understood the survey questions fully and accurately.
3. The participants gave the correct answers to the survey questions.
4. The participants of the survey are willing and have not been subjected to any
orientation.
Hypotheses of the study are listed below:
1. Accounting education is being conducted in theory; students studying
accounting aren’t given adequate application opportunities.
2. Accounting education is affected by deficiencies in the education
system.
3. Accounting education is affected by teachers who don’t specialize in
accounting.
4. Computer-based education is not being used adequately.
5. Professional ethics and values are taught to the students studying
accounting.

5.4 Evaluation of Findings

In the research, according to the information obtained from the Ministry of Education and
National Statistical Office of Kyrgyzstan, it has been determined that there are 56
universities total and 10 of them have lessons related to accounting. It has been identified
that there are 3 or 4 faculties in these universities having lessons related accounting. It has
not been detected exactly how many students there are in these faculties. However, it has
been found that there are about 25 to 30 students in each class in these faculties. Due to
the uncertainty of numbers, the evaluation was conducted when 30 students were
present. The survey was conducted on the students that are expected to graduate.
Accordingly, the maximum number of the students possibly evaluated was 1200
(10*4*30). The survey was considered finished with 221 samples with 5% error and 90%
confidence level in calculations made on the basis of these data. The survey is considered
finished with 146 samples with 10% mistakes and 99% confidence level. The questionnaire
was conducted in 6 universities total in the scope of the study. The universities where the
questionnaire has been conducted are considered the largest universities in Kyrgyzstan
and are all located in Bishkek.

It was also noted that few universities outside Bishkek offer accounting education. The
table below shows Kyrgyz universities involved in the study:

Table 1: The Universities where the survey of accounting education was conducted.

Kyrgyz-Russian Slavic University

Kyrgyz Economic University

Kyrgyz State University of Construction, Transportation and Architecture

Kyrgyz State Technical University

International Ataturk-Alatoo University

Kyrgyzstan Turkey Manas University

These universities offer undergraduate courses related to accounting in different faculties.
The faculties with undergraduate level courses are listed below.
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Table 2: The Faculties Having Lessons Accounting Education

Finance and Banking

Advertising Management

Economics and Management in Business

Accounting and Auditing

World Economy

Management

Finance

Economics

245 of 300 distriuted questionnaires were completed. 7 of them have been excluded due
to the deficiencies of the data, while 238 questionnaires have been included in the
evaluation. When the number calculated 99% confidence interval is compared with 10%
mistakes, it can be said that reached figure represents the students studying accounting
education in Kyrgyzstan. Cronbach’s alpha test was used for testing the reliability of
guestionnaires. Cronbach’s alpha coefficient was measured as 0.714 in the analysis of the
reliability of the test. Values above 0.70 are considered to be very reliable in Cronbach’s
alpha test.

Findings related to the research are indicated in the tables below as the distributions
percents. Demographic characteristics and information for the students are presented in
table 3.

Table 3: Distribution Characters of the Students Studying Accounting

Participants

of the Percents
Areas Subjected To Test guestionnaire Value
A.The University where you study
Kyrgyz — Russian Slavic University 84 35,29%
Kyrgyz Economic University 37 15,55%
Kyrgyz State University of Construction, Transportation
and Architecture 18 7,56%
Kyrgyz State Technical University 25 10,50%
International Ataturk-Alatoo University 30 12,61%
Kyrgyzstan Turkey Manas University 44 18,49%
TOTAL 238 100,00%
B. The faculty where you study
Finance and Banking 39 16,39%
Advertising Management 8 3,36%
Economics and Management in Business 19 7,98%
Accounting and Auditing 98 41,18%
World Economy 9 3,78%
Management 41 17,23%
Finance 23 9,66%
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Economy 1 0,42%
TOTAL 238 100,00%
C. Your class

1.th class 0 0,00%
2.nd class 1 0,42%
3.th class 55 23,11%
4.th class 171 71,85%
5.th class 11 4,62%
TOTAL 238 100,00%
D. Your gender

Female 83 34,87%
Male 155 65,13%
TOTAL 238 100,00%
E. Type of your education

Paid 149 62,40%
Free 89 37,60%

0,35 of the samples participating in the study are students of Kyzgyz — Russian Slavic
University, 0,155 are students of Kyrgyz Economic University, 0,076 are students of Kyrgyz
State University of Construction, Transportation and Architecture, 0,105 are students of
Kyrgyz State Technical University, 0,126 are students of International Ataturk-Alatoo
University, 0,185 are students of Kyrgyzstan-Turkey Manas University.

0,164 of these students study in the Department of Finance and Banking, 0,034 of them
study in the Department of Advertising Management, 0, 08 of them study in the
Department of Economics and Management in Business, 0,412 of them study in the
Department of Accounting and Audit, 0,038 of them study in the Department of World
Economy, 0,172 of them study in the Department of Management, 0,097 of them study in
the Department of Finance and 0,004 of them study in the Department of Economics.

0.231 of the students participating in the study are 3" year students, 0.718 of them are 4"
year students and 0.046 of them are 5" year students. 0.349 of these students are male,
0.651 of them are female students. 0.624 of participants pay for education, 0.376 of them
are educated for free.

Table 4 shows the opinions of survey particpants on the state of education. A 5-point
Likert scale has been used for this part of the study. The participants were asked to rank
their opinions on a scale of 1 to 5 according to importance. The participants were asked to
answer as “ Strongly object ” (1), “ Agree a little” (2), “Agree to some extent ”(3), “Agree
very much”(4), “Totally agree” (5).
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Table 4: The Opinions of the Students at Graduate Level in Kyrgyzstan about Accounting
Education

Strongly
object
n/%

Agree a
little
n/%

Agree to
some
extent

n/%

Agree
very
much
n/%

Totally
agree n/%

TOTAL
n/%

6.1. | know the content of the
accounting course

5/2,10

34/14,29

57/23,95

96/40,34

46/19,33

238/100

62. | am glad with the contents of
the theme of accounting course

10/4,20

42/17,65

59/24,79

83/34,87

44/18,49

238/100

6.3. The total hours for the
accounting courses aren’t
adequate to understan all
themes

30/12,61

38/15,97

48/20,17

70/29,41

52/21,85

238/100

6.4. Necessary literature
(textbooks, supplementary
books) aren’t adequate for
practicing accounting and
studying it.

38/15,97

53/22,27

61/25,63

54/22,69

32/13,45

238/100

6.5 The number of practical
trainings  (solving  problems,
exercises) for accounting course
are insufficient.

26/10,92

50/21,01

41/17,23

70/29,41

51/21,43

238/100

6.6. Initial documents for
education in practical training are
adjusted.

50/21,01

45/18,91

54/22,69

52/21,85

37/15,55

238/100

6.7. Seminar and conference are
held on Accounting problems in
the university.

86/36,13

64/26,89

39/16,39

24/10,08

25/10,50

238/100

6.8. Supplementary materials are
used enough in conducting
lesson.

63/26,47

60/25,21

46/19,33

45/18,91

24/10,08

238/100

6.9. Synopses related to lesson
are handed out.

32/13,45

44/18,49

39/16,39

88/36,97

35/14,71

238/100

6.10. Software packages are
being explained in accounting
courses.

99/41,60

31/13,03

24/10,08

39/16,39

45/18,91

238/100

6.11. The teaching methods used
in accounting courses will easy to
understand lessons.

27/11,34

48/20,17

67/28,15

66/27,73

30/12,61

238/100

6.12. Teachers speak clearly.

22/9,24

35/14,71

46/19,33

86/36,13

49/20,59

238/100

6.13. In the accounting, | can’t
get always answer for the
question | am interested.

27/11,34

36/15,13

60/25,21

69/28,99

46/19,33

238/100

6.14. Teachers give me enough
consideration out of lesson.

37/15,55

51/21,43

70/29,41

51/21,43

29/12,18

238/100

6.15. | have learned at least one
program properly during
accounting course.

121/50,8
4

37/15,55

40/16,81

28/11,76

12/5,04

238/100

6.16. The knowledge gained from
accounting course is enough to
learn other courses related to it
(Finance accounting, Finance
Management etc)

40/16,81

44/18,49

67/28,15

64/26,89

23/9,66

238/100

6.17. | can find enough source in

26/10,92

51/21,43

46/19,33

69/28,99

46/19,33

238/100
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accounting courses.

6.18. The main reason for getting
insufficient knowledge is
teacher’s preparation scanty | 41/17,23 | 61/25,63 | 64/26,89 | 53/22,27 19/7,98 238/100
content of the lesson in
accounting courses.

6.19. The main reason for getting
insufficient knowledge in
accounting courses is inadequate
source.

49/20,59 | 72/30,25 | 56/23,53 | 41/17,23 20/8,40 238/100

6.20. The main reason for getting

insufficient knowledge in
accounting courses is inadequate
application areas (class, 43/18,07 | 51/21,43 | 46/19,33 | 48/20,17 50/21,01 238/100
laboratories, computer

programs, etc)

6.21. The main reason for getting
insufficient knowledge in
accounting courses is teacher’s
coming from other fields.

62/26,05 | 69/28,99 | 55/23,11 | 31/13,03 21/8,82 238/100

6.22. Professional values and
ethics are given to students 16/6,72 46/19,33 | 67/28,15 | 73/30,67 36/15,13 238/100
studying accounting sufficiently.

6.23. | have enough information
about professional values and
ethics related to accounting
profession.

20/8,40 54/22,69 | 78/32,77 | 59/24,79 27/11,34 238/100

6.24. | have enough system of
knowledge in accounting course
for activities to be carried out in | 47/19,75 57/23,95 54/22,69 67/28,15 13/5,46 238/100
the field chosen by me.

6.25. | have enough theorical
knowledge sufficiently directed

at accounting practices (in | 40/16,81 | 59/24,79 | 62/26,05 | 67/28,15 10/4,20 238/100
accounting courses) in my

business.

6.26. My gained knowledge

doesn’t meet demands of 26/10,92 | 42/17,65 | 77/32,35 | 57/23,95 36/15,13 238/100

Employers in market.

6.27. | need to attend accounting

11/4,62 20/8,40 28/11,76 | 57/23,95 122/51,26 238/100
courses

0.021 of the participants have pointed out that they don’t know the contents of the
accounting courses, 0.98 of them have said that they have information, even partly,
related to this issue. 0.968 of the participants indicated that they are glad with the
contents of the theme. 0.884 of the students contributing to the study were in the opinion
that total hours for accounting courses were not sufficient in terms of covering all the
themes and 0.126 of them said that the hours for lessons were sufficient. While 0.84 of
the participants pointed out that necessary literatures (text books, supplementary books
etc) are enough for learning and practicing accounting lesson, 0.16 of them considered
them to be insufficient.

While 0.214 of the participants indicated that the number of practicing lessons allocated
for accounting courses was inadequate during education, 0.21 of them said that they
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didn’t agree with this opinion or agree little. 0.65 of them agreed with the opinion that
seminar and conference were held relating to accounting problems in the university. 0.73
of the participants pointed out that supplementary materials were used enough during
the explanation of the lesson. While 0.866 of them, at least partly, said that notes for
lecture were handed out, 0.134 of them said that notes weren’t distributed.

0.584 of the participants of the study agreed even a little that software packages also
were explained in accounting courses. 0.416 of them didn’t agree with it at all. 0.897 of
the participants said that the methods used in conducting lessons would facilitate their
understanding the lesson. While 0.908 of the participants expressed that the teacher
spoke clearly, 0.092 of them said that they had a problem with it. 0.193 of the students
participating in the study pointed out that they could always get answer for the question
interesting them, 0.113 of them indicated impossibility of getting answer for necessary
questions.

0.122 of the participants of the study claimed that the teacher paid them, even partly,
attention about the lesson out of the lesson. 0.155 of them didn’t think so. 0.492 of them
expressed their having learned at least one accounting program during their education.
However, 0.508 of them declared that they didn’t learn any program on this theme. 0.364
of the participants alleged that the knowledge gained from accounting courses was
sufficient for learning other lessons closely to it (Cost accounting, Financial management
etc), 0.168 of them didn’t agree with it .

As 0.483 of the participants of the survey were in the opinion that they could find enough
sources in accounting courses, 0.109 of them expressed their being unable to find any.
While 0.08 of the students indicated that the reason for deficiency of learning stemmed
from the fact that the teacher prepared insufficient content of the lesson, 0.92 of them
considered this state to be caused by other situations.

While 0.084 of the students indicated that the reason for learning insufficiently stemmed
from lack of the sources, 0.916 of them considered other situations to cause it. 0.21 of the
students assumed that the main reason for inadequate learning is due to the lack of the
application areas (classroom, laboratories, computer programs etc) when 0.89 of them
thought other situations to cause it. According to 0.088 of the students, the basic reason
for insufficient learning is because of the fact that the teacher came from other areas,
0.912 of them thought another situation causing for it. When 0.933 of the participants
agreed with the fact that they were educated about professional values and ethics, 0.067
of them thought quite differently about it.

While 0.916 of the participants expressed their having enough professional value and
ethics informations, even partly, related to accounting profession, 0.084 of them said that
they didn’t know them. 0.803 of them claimed that they were equipped with adequate
knowledge, even little, for activities to be conducted in accounting areas, 0.197 denied it.
0.932 of the students admitted having theoretical knowledge sufficiently directed at
accounting applications even partly. According to 0.109 of them, their knowledge didn’t
meet the demands of the employers in the market. 0.39 of them thought quite differently.
0.964 of the participants expressed their willingness to attend accounting courses even a
little, 0.046 of them weren’t in need of doing so.
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5.5 Testing Hypotheses

Hypotheses proposed in the study were tested by Chi-square test. Average of two
different groups are compared in Chi-square test. Testing hypotheses related to the study
were valued below.

Table 5: Testing Hypotheses with Chi- Square Test Table

HYPOTHESES Value df P Result

Hi: Accounting lesson is Chi-Square
being conducted Test
theoretically, the +
students studying 29,990 16 ,018
accounting are given
enough opportunity to
practice.

If the values in the significance column of the Chi-square Test are to be considered for
revealed hypotheses, it is clear that all of them are less than 0,05. Thus, we can say that
the relationship among the claims put forward are significant at level p < 0,05 statistically.
The hypotheses brought forward according to the results of Chi-square Test in the study
were adopted.

6. CONCLUSION AND EVALUATION

Together with globalization, the dizzying changes and developments in business
enviroment are experienced. In addition, the graduates with traditional accounting
understanding were far from the quality demanded by the industry. These developments
significantly influence the business in terms of finance. This situation has increased the
importance of financial knowledge. The source of financial knowledge is undoubtedly
accounting. Accounting knowledge is being formed basically by the education gained in
university. In this context, a student who studied accounting should absolutely associate
basic knowledge taken from the stage of ‘education’ with the outside world.

In addition, the student studying the required accounting education should have
personality with social and cultural values and he or she should to know and apply the
rules of professional ethics. That is to say, accountants should be individuals who register,
monitor and report in international standards while adhering to professional ethics rules.
The individual should also behave as a tax expert, analyze financial tables and be able to
direct the flow of the resources in the economy, rather than simply acting as a clerk
bookkeeping and preparing reports. Accounting education in universities and course
curricula should be drawn up so as to give the students this understanding, and it should
be updated on the basis of international accounting standards.

If it is considered generally, we believe that taking the following suggestions into
consideration in order to increase the quality of the accounting education will be useful in
terms of the accounting profession and business:

64



Research Journal of Business & Management - RIBM (2015), Vol.2(1) Kendirli, Ulker, Yamaltdinov, 2015

The new business enviroment and phenomenon of globalization require
professional accountants to provide versatile consulting services as well as their
classic tasks. In this information age, universities should give lessons that
integrate technology so as to meet the demands of this new business
enviroment.

In the process of learning, making the students active participants of the lesson
rather than making them passive learners, providing the case study and this way
passing from rote learning to practical training, using tools of information
technology and establishing effective communication between the teacher and
business world will increase efficiency in accounting education and provide
improvement of the accounting education. The incorporation of a computer-
based education system will increase the professional quality of graduate
students.

A curriculum that unites theory and practice of international accounting
standards and integrates technology should be developed. This curriculum should
emphasize themes such as decision making mechanisms, their role in the society,
and the principles of professional ethics.

It has become clear that when learning technique is considered in accounting
education, the most used method is “learning based on teacher’s explaining”. In
terms of being conducted and understood, this method brings several problems.
Instead of this technique, active teaching and learning should be used. So, by
adopting an approach based on learning, applicable studies, real case studies, and
preparing homework and reports will increase students’ knowledge. This will also
develop reasoning, analytical thinking and problem solving skills of the student
and enable his or her present suggestion and comments by analyzing the result of
the applications of theoretical knowledge. Students should be given an
opportunity to be active instead of passive.

Using the learning technique of result of the teachers’ and the expert’s (financial
consultant, financial analyst, tax inspector etc) explanations in accounting
education (congresses, seminars, conferences can be held by expert of the
theme) will be effecient in the students’ preparation for today’s demands.

Teaching loads are to be reduced so that the teachers can develop themselves
continually. The rest of their time teachers can do a study, they exchange
information through interaction related to accounting education between
professional studies and business world and they can also improve themselves on
various topics.

it is mandatory that accounting education be given only by expert teacher
specialized in this field. These lessons being conducted by the teachers who aren’t
specialized in accounting education will adversely affect the quality of education.

Besides accounting themes in accounting education, accounting applications
(Just-In-Time-Production, Target Costing, Costing Based on Activity, Kaizen
Costing , Watching Costing Production Life, Total Quality Costs, Management of
Supply Chain, ERP, CRM, etc.) should also be taught.
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e Accounting education should not be restricted to the classroom, it should support
continuous learning while it is making up platforms in electronic enviroment.
Particularly, vocational institutions should remove new developments of
accounting field to accessible and free electronic enviroment for everybody.

The International Association for Accounting Education and Research (IAAER) is an
organization working to increase the quality of accounting education and study
worldwide. In this context, developments related to the current situation in Kyrgyzstan
and international accounting education should be compared, the differences between
them should be revealed and the strategies to be followed by the institutions will be
determined according to these differences.

It is clear that in reaching the international level, accounting education comes across
several obstacles such as; shortage of sources, lack of interest of students and teachers,
lack of demand, lack of experts and curriculum load. Similar problems are found
accounting education of Kyrgyzstan into consonance with international themes. Besides
these problems, international accounting themes have been added into undergraduate
and graduate programs in some universities.

According to the results revealed in conducted studies, there are no major problems for
students studying accounting in Kyrgyzstan. Generally, students studying accounting are
aware of the content of themes. This case can be interpreted as though country cannot
fully adapted to free market economy, so the system works perfectly, too. In our opinion,
the country still cannot adjust to conditions of free market economy.

It can be seen that accounting applications have not spread the country systematically.
Despite having charts of accounts, uniform accounting principles are not paid attention to
properly when businesses record accounts. There is not enough clear record keeping in
business.
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Team collaboration, This study examined workplace collaboration and its relationship with enterprise
social network, success in the manufacturing sector of Nigerian economy with special emphasis
group collaboration, on the south -south region which includes only Bayelsa and Rivers State. The
enterprise collaboration, data is obtained using structured questionnaires administered to an accessible
community collaboration population of 75 top and middle level managers within five (5) selected

manufacturing organizations, recognized and registered with the manufacturers
association of Nigeria (MAN) Rivers/Bayelsa State branch and operating
geographically within River State in which the study was domiciled. The findings
of this study ”wokplace collaboration” proves that the success of an
organization depends on how they are able to work in team to produce a
valuable product, their communication level with their customers, their
relationship with other organizations to perform better and how they relate with
the host community and their immediate environment. Therefore, management
of the manufacturing sector in the Nigeria economy should encourage
community collaboration to bridge the hostile gap between them and the
environment. Social network collaboration is also critical for the formation of a
broad-based followership and interdependence among all actors. Team and
enterprise collaborations as well are essential for building a united workforce
that ultimately results in organizational productivity.

JEL Classification
M12, M54

1. INTRODUCTION

In modern day business operations, the performance of business is strictly measured by
the productivity achieved in form of profit. Productivity of business organizations can be
highly fostered by division of labour and specialization in conjunction with team work,
groups as well as collaboration. It is because of this reason that Hansen et al, (2004) says
“when you stand alone; the chances of withstanding challenges and overcoming are low.
But when there’s unity, victory is certain and overcoming challenges is possible”.
Valentine, M. et al (2012) define collaboration as those behaviours that facilitate effective
member interaction with team defined as a group of two or more individuals who perform
some work related task, interact with one another dynamically, have a foreseeable shared
future and share a common fate. In our present society, the continuity or existence of
business organizations solely rely on how productive they are doing. Our enterprise
culture is that of collectivity not individuality. There are evidences of disarray in industries
because the pursuit for individual’s goals tends to derail the pursuit of organizational goal.
This development tends to undermine total enterprise productivity. It is therefore our
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intention to use this study on workplace collaboration to address the workplace
disconnect. Collaboration is a process through which a group of people constructively
explore their ideas to search for a solution that extend one’s own limited vision.

This assertion becomes true with Bill Clinton word in (2009) which says “we all do better
when we work together. Our differences do matter, but our common humanity matters
more”. Today, as business move at an ever increasing rate, working in isolation puts
companies at a disadvantage which is why visual meetings, which engage everyone in the
room are important. Collaboration leads to the innovative solution and results that
business needs to succeed. Collaboration exists in diverse ways and in each of these types
of collaboration, new ideas are generated and explored. However, collaboration is not just
a single event or even something easy to do effectively without practice. Collaboration is a
process that continues and better over time. The more a group of people collaborate, the
more significant the working relationships become more comfortable and fluid, teams are
better able to share and discuss ideas, which means the result will be increasingly
successful, this is true with the words of Paul Farber in a lesson on direction in (2013)
where he uses Senora Roy’s word which says “we can accomplish more together than we
would dream possible working by ourselves”. Organizational productivity on the other
hand is determined by a broad range of factors, some can be evaluated quantitatively,
while others require a qualitative, analytical approach. When assessing productivity, it is
important to fully understand each of the key drivers that impact productivity. In addition
to evaluating each driver individually, it is necessary to determine how well these drivers
work together and function as a whole. Changes to one drive might and probably will have
effect on others. Effective assessment involves understanding how each drive contributes
to overall productivity. With this, it is important for all employee of an organization to
know from the very beginning the aim, mission and vision of the organization. This is done
when synergy is achieved through the levels and culture of collaboration in the workplace.
(Salas, et al, 2008)

It is evidently clear that lots of studies have made some contributions on employee
productivity using other evolving indices but the thrust of this research is critically to
evaluate strategically social and economic bonding dimension to the search for improved
productivity on the parts of employees to enhance a sustainable enterprise success
especially in the manaufacturing sector in Nigeria. The test of workplace collaboration
becomes the further approach in resolving the issues of loafing and disconnect in
enterprise bonding.

2. LITERATURE REVIEW

Collaboration means the interdependent components of performance required to
effectively coordinate the performance of multiple individuals; as such, it is nested within
the broader concept of team performance. According to Bryson, et al (2006) collaboration
is the process through which group of people constructively explore their ideas to search
for a solution that extends one’s own limited vision. According to Xyrichis, et al (2008)
collaboration, teamwork, formal group is the combination of people’s effort, ideas,
discussions put together in order to achieve organizational aim and increase productivity.
According to Gradja, (2004) collaboration is a big theme in business today for a reason of
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building a team oriented workforce. People thrive in an environment that frees them to
collaborate. The first step to getting started is equipping each team member for robust
participation. There are many ways to cultivate a collaborative environment which
include: Communication of company’s expectation: it is clear that collaboration is the
minimum standard. Defining roles and responsibilities within the team is necessary. Every
team member should understand their position and what is required of them. In a
collaborative environment, every team member takes responsibility for good outcomes.
Every member need to know that they are accountable for customer satisfaction and
productivity of the organization. Setting Team goals - There is need to ensure concise,
measurable goal are set on a quarterly basis. Getting the team to focus on goals will keep
individual efforts aligned with desired outcomes. Willingness to re-evaluate goals is
needed.

All goals should be published in the organization’s handbook or vision book and each team
member should be acquainted with this. For team members to know if they are achieving
these goals, each quarter, the outcome of goals should be published to make them more
focused and transparent. Fostering a creative atmosphere - this is done by allowing team
members to question and brainstorm in a non-judgmental framework. Encouraging the
team to look at obstacles as being conquerable - nurturing a “can do” company attitude.
Building Cohesion: it is important to include every person on the team in as many large
decisions as possible. Creating a means of communicating current work flows to avoid
duplication of effort. Initiate daily team huddles where each team member shares what
they will be accomplishing. This keeps everyone on the same playbook and enables team
members to re-direct their efforts as needed. Knowing One Another - different
personality dynamics, skill sets out and experiences are present in every team. It is worth
the effort to have each member complete a simple personality profile. Share the results
and openly discuss likes and dislikes with regard to communication, tasks and personal
focus. It is necessary to utilize insight discovery to provide personality and work style
assessment. There is also the need to print the resulting insight on each team member’s
nameplate. Leverage team member strengths: position each team member for success by
assigning tasks that play to their respective strengths. Reward both individual and team
accomplishments regularly. Collaboration must be consistent and purposeful, with
resources dedicated to its success. There might be existence of many superheroes in an
organization already; but it is important to build productivity exponentially by getting
them to work as a collaborative team. (Austin, 2000)

Social network collaboration is fundamentally changing the way that businesses operate.
This shift wouldn’t be possible without a range of innovations that have changed the
world over the last 40 years. Offices witness a versatile change in 1969 with the
introduction of across data networks which were the first terminal that aided
communication and makes work more easier within and outside the organization. For the
past decades, traditional social network came in the form of bulletin boards, this was the
first discussion system where users can connect and share messages that limits
communication barrier of many organizations until the emergence of electronic mail, it
reshapes the business landscape, breaking down geographic boundaries and fuelling the
birth of global corporations. Most social network services are web-based and provide
means for users to interact. This include instant messaging, online community where
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people can share ideas, post pictures of new work especially those into art and designs for
people in the same field with more knowledge to put final touches to their works. (Barnes,
et al, 2010). Social network on the other hand have additional features such as creating
groups that share common interests or affiliations, upload or stream live videos, and hold
discussions in forums. Geo-social networking co-opts internet mapping services to
organize user participation around geographic features and their attributer. These
networks often act as a customer relationship management tool for companies selling
products and services. Companies also use social networks for advertising in the form of
banner and text ad. (Kegler et al, (2010).

Team Collaboration: Behind any creative success story, one will usually find a great team,
a group of passionate people who raised each other’s game. When thinking about
productivity, we often focus on the individual, yet it’s by optimizing team that we can truly
take our projects to the next level.

Working in team as opposed to working individually, enables the developers to take
advantage of the individual strength of each team collaborators as well as their combined
strength. Team collaboration takes stress off individuals involved and allows for more
consistent and effective work session. Team collaboration saves clients time and money;, it
can take place even from large distances between team members using desktop sharing,
web conferencing and online presentation software solution. It allows team members to
work and collaborate together in real time via the internet. This form of online team
collaboration can drastically save companies time and money. (Ezzamel,1998). Using a
web collaboration and web conferencing software, teams can employ the skills of experts
in other states or countries for their project and collaborate together online. If remote
support or remote access technologies are utilized, team members can collaborate
together from across borders and oceans and work remotely on a common project
document (Stevens, et al, 1994). When people work together in an atmosphere of trust
and accountability towards a common goal, they put aside turf issues and politics and
focus on the tasks to be done. This focus of resources overcome barriers helps to identify
new opportunities and builds a momentum that leads to some major benefits which
include better problem solving, greater productivity and more effective use of resources.
According to Laroche, L. (2001), there is virtually no environment in which teams if done
right can’t have a measurable impact on the performance of the organization. Unless you
have built a sense of teamwork among your employees, they will have no shared
performance goals, no joint work effort, and no mutual accountability, which can increase
productivity. Teamwork needs a very important tool according to Bradshaw, (2000) which
is unity. Whether we are talking about a sport team, work team, school team, health care
team, church team, or home base business team, it is essential that we get everyone on
the bus and moving in the right direction. When a team comes together, they are able to
succeed together but if unity is so important, then why are more team mot more united.
Why are there so few great teams and so many average and dysfunctional team? The
answer is that it is easier to bring people together, agendas, egos, politics, power struggle,
negativity, energy vampires, poor leadership, mismanagement, complaining, and a lack of
vision, focus and purpose all prevents a team from uniting and performing at their highest
level. There are hundreds of negative forces and factors that can sabotage the
organization, teamwork unity and success. The good news is that unified team shows, it is
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possible to overcome all the barriers. Unity happens when leaders are committed to and
engaged in the process of building a united winning team. It requires focus, time and
energy. Changing the mindset is essential. Openness and candor: the more reluctant
people are to express their feeling and be honest with each other, the more likely
suspicion and distrust will exist. When real teamwork is present, team members, because
they basically trust each other are more open and honest with each other.

Acceptance of assignment: it might make us happier if we could choose all our work,
however, it is unrealistic. Still, when real teamwork exists, team members willingly accept
assignment. Progress and result assessed: Teamwork requires that members be result-
directed as opposed to process-oriented. Their focus is on their objectives, and their
activities are directed towards those goals. Periodically, under direction of a leader, the
team assesses its progress. The knowledge serves to guide future team action. This
includes identification of barriers and what can be done to rid the team off them.

Shared trust: to build a healthy team, members essentially trust one another and inspite
of occasional conflicts, members get along well and enjoy each other’s company. They
cooperate and get the work done. Involvement and participation. There are three general
types of people in the world: those who watch what others do: those who do not know or
care about what is happening and those who make things happen. Teamwork requires
that members be involved in their work and participate in team activities. .

Enterprise collaboration does not just exist; there is need for enterprise social software. It
includes social and network modification to corporate intranets and other classic software
platform used by large companies to organize the communication systems. In contrast to
traditional enterprise software which imposes structure prior to use, enterprise social
software tends to encourage use prior to providing structure. This enterprise software
must have the functionability of linking groups or users and content together so as to
achieve more than being alone. There are some specific social software tools which
programmers have adapted for enterprise use, this include hypertext, wikis, micro
blogging etc. enterprise collaboration facilitator, enterprise ergonomics: navigation more
suited for the user and it saves more time. The collaborative operation as a whole
removes some traditional boundaries of hierarchy and organizations increase interaction
among themselves and customers, simplified integration with partners. (Ajayi, 2013).

Community collaboration occurs when groups or agencies come together to establish
peaceful community. The community is composed of a multitude of entities such as
homes, schools, places of worship, media, etc. everyone in the community is accountable
for peaceful living.

Aimers, et al (2008) are of the opinion that every business organization has some complex
involvements with other people, groups and organizations in society. Some of these
involvements are intended and desired; others are unintentional and not desired. But the
people and organizations with which a business enterprise is involved have an interest in
the decisions, actions, and practices of the enterprise. For example, customers, suppliers,
creditors and local communities are those affected by the profitability and economic
success of the operating organization. Their supports and attitude towards the
organization can equally be critical to the enterprise’s success or failure. Community
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participation has become a part of most business lifestyles. Studies shows that both large
and small organizations, whether they are local firms or branches of national firms, tends
to be active in community affairs because leaders bring knowledge and ability to civic and
community matters. Much of these activities involve participation in local and regional
groups (e.g. business councils and community association and round tables): advisers to
schools, community groups, and collaborative. Through such activities, executives become
familiar with local needs and issues and involved in finding ways for businesses and
communities to cooperate. The relationship of business and community is one of mutual
interdependence. Each has responsibilities to the other because each has social power to
affect the other. This power responsibility equation applies to both parties and reminds
that success is a matter of mutual support, rather than opposition. Organizations normally
expect various types of support from local communities in which they operate if they
share good relationship.

They expect to be accepted as participant in the community affairs because of the
relationship, to provide community services such as a dependable water supply, police
protection. Companies are encouraged to remain in a community and grow if they are
able to maintain good relationship with the community. The variety of expectations that
communities have with organizations if there is a good relationship between them as
follows: Assistance for less advantage people in the community Support for air and water
pollution control.  Support for artistic and cultural activities, Employment and
advancement of minorities, Assistance to urban planning and development, Support to
local health-care programmes, Donation of equipment to local school system, Aid to
community hospital drives, Support of local programmes for recycling, Support of local
bond issues for the community improvement. (Fray et al, 2006)

3. METHODS

Analyses are carried out at the organizational level and units of measurement are selected
purposively. The study adopts both the descriptive and inferential statistical as applicable
under quasi-experimental scientific methods and data is generated using the cross
sectional survey. The primary data is obtained using structured questionnaires
administered to an accessible population of 75 top and middle level managers within five
(5) selected manufacturing organizations, recognized and registered with the
manufacturers association of Nigeria (MAN) Rivers/Bayelsa State branch and operating
geographically within River State in which the study was domiciled. The predictor variable;
workplace collaboration; is operationally measured using (i) team collaboration (ii) social
networking collaboration (iii) community collaboration, and (iv) enterprise collaboration.
All four variables are scaled on a five (5) point Likert scale and measured on 3 — indicators
each giving a total of 12 — indicators for a summarized scale on workplace collaboration.
The criterion variable; organizational productivity; is scaled on a similar five (5) point Likert
scale for consistency and analytical purposes and measured on a 5 —indicator instrument
which addresses organizational growth and production volume relative to members
inputs.
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Table 1: Cronbach Reliability Coefficients

Reliability of Study Instruments

Variables Indicators Alpha. Coeff.
Workplace Team Collaboration 3 .904
Collaboration Social Networking Collaboration 3 918
Community Collaboration 3 .880
Enterprise Collaboration 3 .882
Organizational Productivity 5 .885

The Cronbach reliability for the variables is illustrated in table 1 with all variables carrying
reliable values and coefficients for consistency as opined by Cronbach;s 1951 tests

(Sekaran, 2003).

4. RESULTS

The reults of this study shows the relationship between workplace collaboration which is
tested using the four dimensions of Team, Social network, Community and enterprise
brands of collaboration that manifested the respective degrees of significance in
relationship as shown in the presented results below. Workplaceplace collaboration is
essentially critical as a socio-economic bonding strategy that has shown to improve
commitment to enterprise drive for sustainable success. These results are empirically
presented below in their respective analytical tables.

Table 2: Operational Measures of Workplace Collaboration

Descriptive Statistics on variables

N Minimum Maximum Mean Std. Deviation
Teamwork 75 1.00 5.00 4.0933 .82666
Network 75 1.33 5.00 4.1422 .78876
Community 75 1.33 5.00 4.1333 .75138
Enterprise 75 1.00 5.00 4.1556 .79286
Valid N (listwise) 75

The descriptive statistics on the operational measures of workplace collaboration is
illustrated in table 2. Team collaboration (Teamwork: x>3.0 = 4.0933; S<2.0 = 0.82666),
Social network collaboration (Network: x>3.0 = 4.1422; $>2.0 = 0.78876), Community
collaboration (Community: x>3.0 = 4.1333; $>2.0 = 0.75138) and Enterprise collaboration




Research Journal of Business & Management - RIBM (2015), Vol.2(1) Nwinyokpugi, 2015

(Enterprise: x>3.0 = 4.1556; $>2.0 = 0.79286). Output values show relatively high and
significant agreement to the variables as well as low levels of response deviations.

Table 3: The predictor and criterion variable descriptive

Std.
N Minimum | Maximum | Mean Deviation
Productivity 75 1.20 5.00 4.1627 .69880
Collaboration 75 1.25 4.83 4.1311 .75389
Valid N (listwise) 75

The descriptive statistics on the predictor variable; workplace collaboration, and the
criterion variable; Organizational productivity is illustrated in table 3. Organizational
productivity (productivity: x>3.0 = 4.1627; S<2.0 = 0.69880) and workplace collaboration
(Collaboration: x>3.0 = 4.1311; S>2.0 = 0.75389. Output values show relatively high and
significant agreement to the variables of the study as well as low levels of response
deviations.

Table 4: Tests for Hypotheses

Statistical tool Criterion Variables
Correlation
Coefficient Sig. (2-tailed)
Spearman's rho  [Productivity Productivity 1.000
Teamwork 825" .000
Network 588" .000
Community 552" .000
Enterprise 566 .000

In table 4 the output results for the tests on the associations between the operational
measures of the predictor variable which is workplace collaboration; team collaboration,
social network collaboration, community collaboration and enterprise collaboration; and
the criterion variable; organizational productivity. Team collaboration and Organizational
productivity (HO;: rho = .825, p<0.05): the tentative null statement of no significant
relationship between both variables is rejected based on the rho and p value presented in
table 4. Social network collaboration and Organizational productivity (HO,: rho = .588,
p<0.05): the tentative null statement of no significant relationship between both variables
is rejected based on the rho and p value presented in table 4. Community collaboration
and Organizational productivity (HO3: rho = .552, p<0.05): the tentative null statement of
no significant relationship between both variables is rejected based on the rho and p-
value presented in table 4. Enterprise collaboration and Organizational productivity (HO;:
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rho = .566, p<0.05): the tentative null statement of no significant relationship between
both variables is rejected based on the rho and p-value presented in table 4.

5. CONCLUSION AND RECOMMENDATIONS

From the results of the study as shown in the analysis, it is obvious that the bane of
entrepreneurial success in the manufacturing sector in Nigeria especially in the Niger Delta
core geographical boundaries of Rivers and Bayelsa states has been poor collaboration on
all fronts in the sector. Collaboaration can be achieved at enterprise level, team level,
community level as well as the social network level. These various levels of collaborations
are critical for the performance of the manufacturing sector in Nigeria. It is expected that
there will be improvements in the area of communication, co-operation, customers’
satisfaction. In addition, this will lead to the reduction of dispute and work stoppage but
create more productive workforce. The findings of this study “workplace collaboration”
proves that the success of an organization depends on how they are able to work in team
to produce a valuable product, their communication level with their customers, their
relationship with other organizations to perform better and how they relate with the host
community and their immediate environment. Therefore, management of the
manufacturing sector in the Nigeria economy should encourage community collaboration
to bridge the hostile gap between them and the environment.

Social network collaboration is also critical for the formation of a broad-based
followership and interdependence among all actors and the team and enterprise
collaborations are essential to build a united workforce that ultimately results to
organizational productivity.
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Keywords ABSTRACT
for-profit higher education,  Increases in tuition at traditional unicersities and the changes needs of adult
proprietary institutions, learners had resulted in the rise of for-pofit post secondary institutions in the
student loan default, United States. Previous literature have examined choice selection and compared
post-secondary education, traditional and nontraditional higher education curricula. This author’s research
private-equity funds. has found limited scholarly examination of the relationships between student
loan defaults and revenue. This article will empirically analyze these factors to
JEL Classification determine that there is a significant correlation of student default rates and
122,112, G11 revenues at proprietary institutions.

1. INTRODUCTION

Globalization and economic changes have increased the need for higher education. Adult
learners are seeking quality, low-cost, non-traditional instruction to further their careers.
Despite the online and distance learning option provided by nonprofit universities, for-profit
higher education organizations are challenging teacher-driven, research-based institutions.
For the purposes of this article, the term for-profit universities & colleges and proprietary
institutions will be interchangeable and refers to higher education systems publicly traded
in U.S. markets. Once seen as vocational and certification-based schools, Fortune 500’s 2014
top for-profit companies — Graham Holdings Inc. (#614); Apollo Education Group Inc. (#638);
Education Management Corporation (#837); and DeVry Education Inc. (#978) now attract
approximately 621,300 students and generate a combined revenue of $9.24 billion in 2013.
These organizations quickly adapt programs to meet challenging industry needs. For-profit
universities’ degree programs now rival nonprofit universities by offering associate,
bachelor, master and doctoral degrees in the arts, sciences, as well as technical career
fields.

Previous literature on this topic as primarily examined the differences in nonprofit and for-
profit instructional philosophies, for-profit private equity benefits, the behavioral traits that
influence students to select for-profit institutions. The preliminary review of literature finds
a breach in the analysis of additional factors that affect the bottom line at for-profit
universities. This includes studies considering the number of degree programs offered by
Graham Holdings, Apollo Education Group, Education Management Corp., and DeVry, Inc.
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Next, the financial status of each university will be examined under the evidence in the
national rise in student loan defaults.

Student loan default is defined by the U.S. Department of education as failure to make
payments on student loans as scheduled according to the terms of the promissory note
signed at the time of the loan. The U.S. Federal Higher Education Act of 1965 designated
student financial aid under Title IV funds. To maintain eligibility to participate in these
programs, institutions must comply with regulatory requirements including financial aid
management, educational programs and recruiting practices under the Higher Education
Opportunity Act of 2008 (HEOA). Additionally, federal regulations enacted the 90/10 rule
that institutions receiving at least 90% of its revenue in two fiscal years from Title IV
programs could lose its eligibility to participate. These factors create a delicate balancing act
for proprietary institutions that heavily rely on tuition to support its operations.

The purpose of this paper will be to empirically review scholarly and industry studies
concerning the viability and longevity for for-profit universities. This research will add to the
limited body of scholarly studies regarding the relationship of for-profit educational
programs and financial status. This article will be structured as follows: a review of previous
literature regarding the increase in higher education student enrollment; the rise of for-
profit universities; criticisms and the future of these companies. Next, the paper will utilize
data gathered from the United States Department of Education, U.S. Census and for-profit
universities” financial statements from 2011-2013 to determine relationships and
correlations between and within the four for-profit organizations to determine the
outcomes of the following hypothesis:

H1: A proprietary institution’s student loan default rate is correlated to its annual earnings.

The remainder of this paper is as follows. Section 2 reviews the increase in student
enrollment in post-secondary education, the rise of proprietary institutions and the
criticisms and benefits of career-oriented higher education. Section 3 highlights the data &
sample and develops the the methodology for the pilot study. Section 4 reports the results
of our empirical tests. Section 6 summaries the article and Section 7 addresses implications
and extended research.

2. LITERATURE REVIEW
2.1. History

According to the National Center for Education Statistics (NCES), the total average income of
full-time workers, age 25-34 in 2012 was $38,000 per year. Those workers with a bachelor’s
degree or higher averaged $50,000 per year. In the same year NCES reported 1,017,538
associates; 1,791,046 bachelors; 754,229 masters; and 170,062 doctor’s degrees were
confirmed in the United States (NCES, 2014). The United States Census projects that there
will be 21,082,000 students enrolled in college in 2015. In that same year it is projected that
3,603,000 degrees will be conferred (U.S. Census, 2011). According to the National Center
for Education Statistics NCES), postsecondary education is a $559 billion industry. There is a
need for higher education to access leadership positions and to greater civic involvement
(Floyd, 2007). Studies by Apling (1993), Kinser (2006) and Phipps, Harrison, and Merisotis
(1999) have examined the student demographics at for-profit universities and found that in
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certificate programs the student is likely a white female, less than 24 years old from a low-
income background. In four-year profit universities the profile is starkly different with the
propensity of students being white males over the age of 29 years (Sheldon, 2009). The
characteristics of the higher education student are changing as more adults are returning to
the classroom to improve technical skills and receive degrees to become competitive in the
changing, global economy. Balancing career and family, these mature students seek
convenience and accelerated degree programs.

Traditional public and profit nonprofit colleges attempt to accommodate this student
segment with satellite campuses and distance learning programs but rising tuition costs and
traditional curriculum lack attractiveness. For-profit universities, sometime referred to as
proprietary schools, provide flexible scheduling with year-round enrollment, online options,
small class sizes, convenient locations and credit for life experiences. The types of program
for-profit institutions offer can also influence student decisions about enrollment (Morey,
2004). These higher education institutions have found economies of scale through the
elimination of expensive facilities, tenured, research-centered faculty and athletics. These
characteristics of for-profit universities are attracting a large and growing population of
students entering the education market — particularly working adults, part-time students,
and students with children (NCSL, 2014).

For-profit institutions have been in existence since the colonial era (Ruch, 2001). In the 19™
century commercial schools were developed for the purpose of business training. After
World War I, for-profits schools were receipts of the newly created G.I. Bill, providing
educational opportunities for returning soldiers. It would not be until mid-1970 that for-
profit universities would receive federal aid, utilized by a large portion of students. Since the
early 1990’s the undergraduate enrollment at for-profit universities has grown at a faster
rate than public and private nonprofit universities in the United States. The past 20 years
has seen the enrollment at for-profit universities increase by 225% according to the
National Conference of State Legislatures (NCSL). In the ten year span of 2000 to 2010
enrollment at these schools grew to 1.7 million students (NCES, 2014). According to the
National Center for Education Statistics, in 2012 for-profit universities conferred 207, 108
associate’s; 132,654 bachelor’s; 79,491 master’s; and 5,852 doctor’s degrees. Despite this
growth in degree programs, certification programs still top the list at 430,457 awarded in
2012.

As previously discussed, the changing needs of higher education students and changes in
the economy makes the cost of education a critical factor. Four-year for-profit institutions’
average tuition and fees were $13,900 in 2012 compared to $28,100 at private nonprofits.
Likewise, two-year for-profits averaged $14,200 for full-time tuition while private nonprofits
averaged $14,300 (NCES, 2014). Morey (2004) posits that cost reduction strategies places
for-profit universities above public postsecondary institutions but below private nonprofits,
exactly in the desired target region.

A second financial benefit for a proprietary institution is its publicly traded status.
Categorized as private-equity funds, these institutions are similar to venture capital. Private-
equity funds typically by ownership or minority stake in established companies with a
history of profits (Blumenstyk, 2003). These institutions are traded on both the NAS-DAQ
and New York Stock Exchange. Due to recent stock mark volatility, private-equity funds have
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been the optimal choice to raise capital in the for-profit university segment. The
streamlined and structured operations and curricula is attractive to investors as an indicator
of potential high return on investment. The rapid growth of for-profit universities has made
them viable investments, even for prominent college endowments such as Brown University
and John Hopkins University. This article will conduct several statistical tests using data
gathered from Fortune 500’s top for-profit higher education groups. The following section
will provide a brief overview of each company.

Graham Holdings, Inc. is a multi-division incorporating for-profit institutions, cable and
television broadcastings. The former holding of The Washington Post newspaper, this
company operates Kaplan Schools, founded in 1937, it is a mixture of test prep, higher
education and professional learning centers. The companies postsecondary division, Kaplan
Higher Education is composed of both domestic, professional learning centers with 16
campuses serving approximately 45,076 students. Kaplan University, a subunit within this
division, offers online masters, bachelor's and associate's degree programs in education,
business, criminal justice, healthcare and other fields. Kaplan University’s 11 campuses and
online courses enrolled approximately 42,900 in 2013. In the same year, the institution
awarded 15,295 degrees. Kaplan University receives “higher scores than the national
average in effective teaching practices, quality of interactions, learning strategies and
higher-order learning” (www.ghco.com). It is also ranked by U.S. News as the best online
bachelor’s degree program.

CEO, Donald Graham stated in the company’s 2013 financial report that the future of their
“U.S. higher education business is in question” (www.ghco.com). This is due in part to
governmental arguments to control tuition costs, increase the enrollment and graduation of
minority students and to monitor the value of education against graduates’ salaries. Mr.
Graham states that the government is not focused on assisting for-profit universities in
meeting these goals. Kaplan’s response to government recommendations to have minority
students repay a larger portion of their student loan is to reduce their program offerings
that have served this student segment. To combat this issue as well as ensure that the
minority student population was not overlooked, the company created the Kaplan
Commitment. It is a multiple week trial period in which students can enroll in courses to
determine if Kaplan Higher Education is a right fit. During this period the student incurs no
cost but the program has generated a giant cost to the company, approximately $100
million since its 2010 inception. A result, Kaplan Higher Education’s enrollment has been
steadily decreasing from 80,000 in 2011 to 65,000 in 2013.

62% of Graham Holdings revenue is generated from its educational division
(www.ghco.com). Operating revenues from 2011 to 2013 averaged $3,490,000 with average
common stockholders’ equity at 9.0% in 2013 (www.ghco.com). U.S. Federal student
financial aid made up approximately 76% (approximately $819 million) of Kaplan Higher
Education’s revenue in 2013. Kaplan University reports in its 2013 financial statements that
for their two-year student cohort default rates, the program averages at 15%, lower that
the federal exceeding rate of 40%. Adjusting to market and demand changes, the company
will continue its 2012 initiative to consolidate its market presence at some fixed-facility
campuses. To address the growing governmental concerns, Graham Holding’s CEO has
vowed to continue to find ways to lower tuition costs, increase the enrollment and
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graduation of low-incomes students and provide measurable methods of the value and
employability of a Kaplan University education.

Apollo Education Group was founded in 1973 and is the world’s largest private education
provider (www.apollogrp.edu) with subsidiaries such as Apollo Global and Western
International University. Apollo’s flagship subsidiary, the University of Phoenix, host 226
campuses serving 489,558 students in both online and classroom environments.

The University of Phoenix offers a number of associate’s; bachelor’s; master’s and doctoral
degree programs in fields such as human services, psychology, business and technology. For
the purposes of this study, the University of Phoenix will be examined, excluding the
company’s international education programs and professional development programs.

Overall the company’s revenues and operating profits declined in 2013. The 2013 fiscal year
brought the Apollo Education Group $3.7 billion in revenues, generating $2.19 per share,
down from $3.22 per share in 2012. Of this total, $3,304,464 (90%) is attributed to the
University of Phoenix. Student loan amounts can reach $12,500 for part-time students and
$20,500 for graduate students (www.apollogrp.edu, p. 17). 83% of the university’s revenue
in 2013 was generated from tuition and fees with 77% of student loans making up the
university’s Title IV funds. The issue of student default rates is not a critical issue for the
University of Phoenix’s latest two- and three-year cohorts at 14.3% and 26% respectively in
2011.

CEO Greg Cappelli stated in the company’s 2013 financial report that the “mission is to
combine our education and career enhancement tools with our students’ talents to move
forward in life” (www.apollogrp.edu, p. 3). This effort includes providing educational
experiences that directly correlate to a student’s career choice. Apollo Education Group set
several initiatives in 2013 including additional certificate programs, creating adaptive
learning systems, implementing a new learning platform and developing new retention
initiatives. Despite these efforts, the Apollo Education Group is also consolidating its
locations by closing 115 campuses in 36 states. Additionally the company plans to
streamline administrative and student services.

Education Management Corporation is a 40-year old company comprised of four student-
centered subsidiaries — The Art Institutes, Argosy University, Brown Mackie College and
South University. Operating in 107 locations in 32 states and Canada, Education
Management Corporation serves approximately 132,000 students in campus, online and
hybrid degree programs. Programs include media arts; information technology; culinary;
fashion; and legal fields.

In 2013, Education Management Corporation generated $2.5 billion in net revenues with
73.4% of their gross receipts ($1,976,800,000) generated by Title IV financial assistance, this
was down from 84.2% in 2012. This decrease also resulted in an earnings per share of -
$2.15. In 2013, the company’s net annual retention rate was 60%. For the past three years,
none of Education Management Corporation’s subsidiaries has not been greater than 25%
for their two-year cohort student default rate.

The company has established the goal of achieving 1,000,000 graduates by 2020
(www.edmc.com, p. 4). This will be accomplished through increasing student retention and
completion rates; improving tuition costs; fostered an engaged learning environment and
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protect the company’s market share and reputation at the local, regional and national
levels.

Founded in 1931, DeVry, Inc.’s mission is supports nine subsidiary, postsecondary
institutions in the United States and abroad. This includes US-based DeVry University, DeVry
Brazil, Chamberlain College of Nursing, and Ross University of medicine and veterinary
medicine. Operating in 90+ locations, DeVry, Inc. serves approximately 160,000 students. Its
associate’s bachelor’s; master’s and doctoral programs cover a diverse career field including
accounting; computer technology; healthcare administration; justice administration; and
web graphic design.. 90% of its 2012 graduates are placed in the job market within six-
months and with averages salaries of $43,500 annually.

In 2013 DeVry, Inc.’s revenue reached $1.96 billion, a decrease of 5% from the previous
year. The company’s shareholders’ equity reached $1,397,156 compared to $1,356,393 in
the previous year. Having a 13.3% four-year cohort student loan default rate, DeVry
University's comparatively low cohort default rate is a direct correlation to its commitment
to graduate employment success (http://www.devryfacts.com). DeVry has a two-fold plan
for future enhancements including providing a more robust disclosure of student outcomes
including tracking the number of graduates, those that continue to graduate school or
employment and their ability to repay student loans. Secondly, CEO Daniel Hamburger
proposes a change in the company’s name to DeVry Education Group to reflect the
educational environment while maintain is 80+ year reputation.

2.2. Criticisms and Benefits

It is the entrance of the for-profit institutions into the core college curriculum that raises
concern and presents challenges (Winston, 1999a). Some critics note that most students
who enroll at for-profit universities do so because they were “advised” on a particular
program from a sales team masked at “admission counselors”. The uniform curriculum at
many for-profit institutions does not allow the instructor the flexibility of teaching to the
specific needs of the class. This adherence to a centralized curriculum can also be attributed
to the lean faculty with many instructors fully employed within their field and are hired
according to the scheduled needs of the institution. Another concern with for-profit
curriculum is the student-centered evaluation of programs. 33-50% of traditional university
faculty workload is centered on research. Without this function, faculty at proprietary
institutions have more time for teaching (Morey, 2004). Unlike the grant and appropriations
received from public and private, nonprofit universities, for-profit institutions view students
as customers and evaluate programs and staff by the rating of its “customers.” Authors such
as Ruch (2001) posit that the mature student population at for-profits will demand rigor and
relevance from their educational experience due to the need to attain professional
certification. Morey’s (2004) research found that the University of Phoenix prepare course
syllabi every three years and offer no electives. Experts argue that curriculum rigidity and
“customer satisfaction” does not ensure that students are receiving the education for
citizenship and access to opportunities that accompanies a traditional public or nonprofit
education (Morey, 2004).

A benefit of for-profit universities is that they are market driven but this is also weakness of
these institutions as revealed by increasing student loans, competitive job markets and
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growing student loan defaults. Nearly 95% of for-profit university revenue is generated from
tuition and fees (Ruch, 2001). According to NCES, two-year public colleges, derive 17% of
revenue from tuition and fees with 71% from government grants and appropriations.
Private nonprofits receive 74% from tuition and private for-profit 89%. The same 89%
tuition and fee base serves as the main source of revenue at 4-year for-profit colleges where
as 39% and 21% apply to private nonprofit and public colleges respectively.

In 2011 student loan defaults at 4-year private for-profit universities over shadowed both
public and private nonprofit at 13.4% compared to 6.8% and 5.1% respectively (NCES, 2014).
Critics argue that programs leave students with large amounts of debt, few employable
skills, and at a greater risk of not completing a degree at all (NCSL, 2014).

Increasing student loan defaults and pressures to further regulate for-profit universities’
eligibility for student loans has attracted the attention of federal and state governments.
The U.S. Department of Education issued the following release in 2013 regarding the issue
financial aid eligibility for higher education institutions:

Certain schools are subject to sanctions for having two-year default rates of 25 percent or
more for three consecutive years, or over 40 percent for one year. As a result, these schools
will face the loss of eligibility in federal student aid programs unless they bring successful
appeals. (U.S. Department of Education, 2013).

States such as Connecticut, Maryland and California have taken steps to, at some level,
regulate for-profit universities to ensure proper allocation of student financial aid including
monitoring student loan defaults (NCSL, 2014). Michigan, for example, has classified for-
profit schools under the state department of energy and labor when enables schools to sell
student product or services with proceeds supporting the school. This move from the
jurisdiction of the state department of education means these schools no longer have
authority to confer degrees upon students. David Breneman, one of the editors of “Earning
for Learning: The Rise of For-Profit Universities,” posits the regulatory environment will not
present an obstacle to the growth of for-profit universities. The books cites that
technological developments, unbundled services and economies of scale will continue to
make this higher education segment a viable competitor in the years to come. Although
most nonprofit universities initially did not view for-profits as a source of competition,
public perceptions of the merit of this higher education segment has changed and
traditional universities are beginning to take note (Newman and Couturier, 2001).

Due to the limited scholarly literature and empirical studies on for-profit universities and
concerns regarding the viability of the education and increasing student loan defaults, this
article pursues the examination of the relationships between program offerings, student
loan default rates and earnings at proprietary institutions.
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3. METHODOLOGY

This exploratory study will be empirical in design using secondary data from the financial
statements of four for-profit institutions named in Fortune 500 2014 list as well as
governmental reports. Using multiple regression with a confidence level of 95%, the study
will provide an outcome for the following hypothesis:

Hol: There is a significant relationship between student loan default rates and annual
earnings.

Hla: There is no relationship between student loan default rates and annual earnings.

4. RESULTS

Regression tests was computed to assess the relationship between 2013 revenues for the
identified for-profit universities and the 2010 two-year student default rates. Using a p-
value of .05, the R value of .723 indicates a high degree of correlation. The test’s r® indicates
that 52.2% of the default rate explains the institutions’ 2013 revenue. The hypothesis will be
rejected and the alter hypothesis, that there is a significant relationship between revenue
and student fault rates will be accepted.

A .544 KMO measure indicates that the small sample (N=10) size is adequate. Despite small
correlations and student loans being the largest outlier at 23.2, the conformity of the
Bartlett’s test confirms that 63% of the relationships are explained by other variables. An
analysis of the scree plot using Eigen values, shows there are three significant variables (see
Appendix A). The type of institution has an initial communality of .671, lower than the
remaining variables indicating a lower regression relationship.

Table 1: Communalities®

Initial Extraction
Type of Insititution 0.671 0.619
any aid 0.99 0.999
Federal grant 0.986 0.977
Student loan 0.956 0.953
Work study 0.958 0.999
Vetrans' benefits 0.778 0.999
Parent PLUS loan 0.938 0.883

Extraction Method: Maximum Likelihood.

a. One or more communality estimates greater than 1 were
encountered during iterations. The resulting solution should be
interpreted with caution.

Finally, 91% of the total variance has been explained by the three significant variables with a
goodness of fit of .432, indicating that there are no further shared variances in extracting
additional factors (see Appendix B). The second hypothesis is rejected, accepting the
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alternative that there are dormant variables in the relationships of types of institutions and
financial aid sources for undergraduate students in the US.

5. CONCLUSION

The need for education for career mobility has resulted in education becoming a lifelong
necessity (Morey, 2004). Academia continues to monitor the impact for-profit universities.
Most fundamentally, for-profit higher education and nonprofit education institutions are
different at their core (Morey, 2004). The former’s bottom line is to provide convenient and
expedited education while maximizing profit. The latter’s goal is to develop democratically
well-rounded students that have experienced various echelons within academia.

The curriculum structure of for-profit institutions centers on learning outcomes and
practical application. This manifest is in the flexibility and variety of degree programs. For-
profit universities have demonstrated cost-efficient, consumer-oriented and profit
maximizing ways of developing and delivering training programs (Morey, 2004). But this has
also come at a cost at the majority of for-profit institution’s revenues are derived from
tuition and fees. The rising cost of education, cut backs in student loans and rising student
loans defaults are beginning to impact this industry. This article’s analysis was focused on
the impacts of student default rates and financial aid on revenue. The results of the
regression analysis determined that an institution’s revenues are over 50% explained by the
percentage results of student default rates. This also coincides with the literature’s
summary that the profiled for-profit universities are responding to federal government
concerns in the rising student loan default rates, especially at proprietary institutions. The
researcher acknowledges that there are limitations to the study including but not limited to
the sample size used in conducting statistical tests; the selected examination period; and
unknown errors with the secondary data used in the analysis; and time and data constraints
in completing the research.

6. IMPLICATIONS AND FUTURE RESEARCH

Intended for financial stakeholders, the research will provide additional predictors in future
financial aid, loan default and profits for these private-equity institutions. There are several
avenues for future research in regard to this topic. The study may be expanded to include a
larger sample for proprietary institutions in a comparison of earnings prior to and
proceeding HEOA. An exploration of ethnicity, specifically in the U.S. Hispanic population,
student loan default rates and revenues may be analyzed for a more detailed predictor of
future financial trends in for-profit universities. Further research can conduct a longitudinal
study regarding the financial growth or decline of for-profit universities based on campus
location. Finally, longitudinal research may be conducted to observe a cohort’s relationship
between job placement rate, salary track and student default rates.
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Rotation
T Extraction Sums of Squared ~ Sums of
Initial Eigenvalues )
Loadings Squared
Factor a
Loadings
% of Cumulati % of Cumulati
Total . Total . Total
Variance ve % Variance ve %
1 4,511 64.44 64.44 3.768 53.835 53.835 4,208
2 1.085 15.494 79.934 1.384 19.773 73.608 1.211
3 0.989 14.126 94.06 1.276 18.226 91.834 2.073
4 0.278 3.973 98.033
5 0.103 1.478 99.511
6 0.029 0.415 99.926
7 0.005 0.074 100
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Keywords ABSTRACT

Learning culture, In today’s highly competitive business conditions, the survival of businesses mostly
innovation depends on their innovation and creativity abilities. At this point, to be able to
management, innovate, it is necessary to manage innovation in the enterprise and to create a new
service sector. business. The purpose of this study is to analyze the extent of innovation management

issue in the banking sector. We have conducted interview with 60 bank employees in 7
different branches of banks operating in Denizli. Some important results obtained from
this study are as follows; demographic findings between the groups in terms of banks
JEL Classification are differences in degree of implementation activities. Again, as the demographic
M10, 030, G21 findings in the differences between the groups emerged on the banks direct manage
innovation.

1. INTRODUCTION

In our contemporary world where outside conditions are evolving at a great pace, it can
be observed that such phenomenon as competition, alteration, speed, risk, uncertainty
and dynamism are being part of work life, even part of our individual life quickly. Today’s
businesses need to achieve superiority in the competitive environment so as to maintain
their existence and to make their business sustainable. In order to have sustainable
competitive advantage, businesses need to adapt their structures, systems, processes and
strategies to the altering conditions. This can only be achieved by making continuous
innovations and managing this process.

In this study, attitudes of banking sector employees towards innovation management are
analyzed. The research was conducted among the employees of bank branches located in
Denizli through random sampling method.

The following part of the study covers literature review and basic concepts about
innovation management. The third part of the study is about data collection and the
research methodology. In the fourth part, the findings of the study were evaluated using
statistical analyses. ANOVA and t-test have been used for this purpose. The final part of
the study presents the results and recommendations.
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2. INOVATION MANAGEMENT

Things that do not renew themselves cannot develop and they may eventually disappear.
Innovation, once perceived as something just for scientists, engineers or artists, is now the
core focus of anybody who desires to maintain his/her work and wants to develop
himself/herself (Sarthan, 2007: 131).

Concept of innovation which is translated into Turkish as “inovasyon” (Gokcek, 2007:4)
was derived from the Latin word of “innovore” which means renewal, alteration
(Narayanan, 2001:67). The common thread innovation means “something new”
(Gopalakrishnan and Damanpour, 1997: 16). Although there is no consensus over its
Turkish usage, it is argued that this word is a technical term and it must stay in the form of
“inovasyon” which is derived from English. Some argue that the word “novelty” cannot be
the right term to use because it implies different meanings other than the concept in the
English. Turkish Language Society conducted a study to resolve this confusion and offered
to use word “inovasyon” as phrase for innovation (http://www.tdk.gov.tr). A consensus
has not been reached in this matter yet. Although meaning content of the word is not
reflected thoroughly, currently word “innovation” carries the closest meaning (Gokcek,
2007: 4).

“Innovation” means to transform an idea into a new or developed product or service that
can be marketable. In more simple way, “innovation” is a process starting from the
invention stage of an idea to the application stage. “Innovation” represents putting the
ideas which have not been thought before into commercial applications; thus developing
power of competition. Namely, finding the thing which never existed before, or making
something which has not been made before. Through “innovations”, businesses may be
able to get more revenue and profit (Kirnm, 2006: 5).

Based on the E.U. and OECD literature, “innovation” as a process represents “transforming
an idea into a product or service that can be marketable; new or developed production or
distribution method; or new social service method”. Same word explains “marketable or
developed product, method or service” that arises as a result of transformation process
(European Commission, 1995; Narrated by Akyos, 2007).

“Innovation” is creating something new and making the market accept it. “Innovation” is
relevant with processes, products, services and technologies (Terrence, 2004: 2). Not only
relevant with product and services, it can be expressed as a process relevant with putting
new ideas regarding any event, phenomenon or a condition into practice. In this respect,
“innovation” should not be considered in a technical framework.

Peter Drucker, who has several studies about “innovation”, stated about managing
“innovation” in his book called “Innovation and the Entrepreneurship” that “Innovation is
a real study and it can and should be managed as an institutional function. But, this does
not mean that it is same sort of activity with other company activities. Thus, “innovation”
is not a performing work, instead is a knowing work. Additionally, it is stated that
“innovation” requires talent, intelligence and knowledge; however additionally it requires
effort, perseverance, and devotion. Otherwise, managements do not have a chance for
success” (Drucker, 2003: 120; Narrated by Acaray, 2007: 62).
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3. DATA AND METHODOLOGY

The purpose of the study is to investigate whether the banks apply “innovation”
management or not. Another focus of the study was to evaluate attitude of the employees
toward “innovation” management in terms of their demographic characteristics. This is a
descriptive research; and conducted through randomized sampling method across the
bank branches operating in Denizli City.

While universe of the research consists of bank branches operating in Denizli, sampling set
consists of the staff from all positions employed in these branches. Through random
sampling, staffs from 7 branches out of 25 nation-wide banks which operate in Denizli,
namely Ziraat Bank, Is Bank, Garanti Bank, Finansbank, ING Bank, Bank Asya and Asya
Katihm Bank were interviewed; and 60 valid survey forms were obtained for evaluation.

Survey forms were used for data collection. Questionnaires were answered by Branch
Managers, Directors, Vice Directors, Specialists and their Assistants, Service Attendants,
Customer Represents and etc. During the interview, first, instructions were explained to
the respondents; then the questionnaire was partially administered face-to-face and
partially left to the respondents to give them fill-out time and to be collected on the next
day.

The first section of the questionnaire form consists of the questions regarding
demographic characteristics of employees. In the second section of the form, a five-scale
Likert method which includes choices between “strongly disagree” and “totally agree” was
applied. The questionnaire form contains 22 questions; and the Likert method was applied
as basic scaling tool. Reliability of the “innovation” scale was found as 0.93.

4. EMPIRICAL FINDINGS
The profile of the respondents was analyzed through descriptive statistics in Table 1.

Table 1: Distribution of the Respondents by Demographic Factors

Demographic Categories Frequency Percentage
Variables
Male 28 46.7%
Gender
Female 32 53.3%
181025 426 736.3;3
. (o]
Age 26to 35 .
36 t0 45 12 20%
o)
Married 4 68"”?
Marital Status Single 19 31.7%
High School 3 5%
Education Level Associate Degree 9 15%
Bachelor’s Degree 42 70%
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Master’s Degree 6 10%
Less Than 1 Year 230 335?cy
1to 3 Years 18 36‘70
Terms of Employment | 4 to 6 Years 7 11 73%
7 to 9 Years 12 260
10 and More Years %
No E ) 54 90%
. o Experience 1 1.7%
Prevpus Work Less Than a Year 3 5%0
Experience 1to 5 Years 5 33%
6 to 10 Years
0,
6 to 10 Employees 2 3.3%
9 15%
_ 11 to 15 Employees o
Branch Size 16 to 20 Employees 2 3'3O°
21 and More Employees 47 78%
Director &Vice Director 13 21%
Specialist &Vice 10 16.7%
- Specialist 24 40%
Position Service Attendant 4 6.7%
Customer Representative 9 15%
Other
Marketing 13 21.7%
0 i 39 65%
Departments perations 3 13.3%
Marketing &Operation :
Personal Banking ij ig;z’
Specialization SME/Commercial 12 Zécyo
Personal &Commercial 0

Table 1 indicates that while 28 respondents (46.7%) were male; 32 respondents (53.3%)

were female.

The respondents’ age distribution is as follows: 2 respondents (3.3%) are in the range of
18-25; 46 respondents (76.7%) are in the range of 26-35; and 12 respondents (20%) are in

the range of 36-45.

With regard to marital status of the respondents, while 41 respondents (68.3%) were
married, 19 respondents (31.7%) were single.

The education profile of the respondents is as follows: 3 respondents (5%) are high school
graduates; 9 respondents (15%) have an associate degree; 42 respondents (70%) have a

bachelor degree; and 6 respondents (10%) have a master degree.
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According to term of employment in the bank, 3 respondents (5%) have worked with the
bank for less than 1 year; 20 respondents (33.3%) have worked with the bank for 1 to 3
years; 18 respondents (30%) have worked with the bank for 4 to 6 years; 7 respondents
(11.7%) have worked with the bank for 7 to 9 years; and 12 respondents (20%) have
worked with the bank for 10 and more years.

Based on employees’ previous experiences, while 54 respondents (90%) did not work in
any other bank before; 1 respondent (1.7%) has experience in another bank for less than a
year; 3 respondents (5%) have experience in another bank for 1 to 5 years; 2 respondents
(3.3%) have experience in another bank for 6 to 10 years.

According to branch size of the banks, the distribution of respondents is as follows: 2
respondents (3.3%) work in a branch with 6 to 10 employees; 9 respondents (15%) work in
a branch with 11 to 15 employees; 2 respondents (3.3%) work in a branch with 16 to 20
employees; and 47 respondents (78.3%) work in a branch with 21 and more employees.

Based on respondents positions in their banks, 13 respondents (21.7%) are in the positions
of Director and Vice Director; 10 respondents (16.7%) are in Specialist and Vice Specialist
positions; 24 respondents (40%) are in Service Attendant position; 4 respondents (6.7%)
are in Customer Representative position; and 9 respondents (15%) are employed in other
positions.

In terms of departments, 13 respondents (21.7%) work in Marketing Department; 39
respondents (65%) work in Operation Department, and 8 respondents (13.3%) work in
both Marketing and Operation Departments.

According to work specialization, 34 respondents (56.7%) work in Private Banking field; 14
respondents (23.3%) work in Small and Medium Sized Business/Commercial Banking field;
and 12 respondents (20%) work in both Private and Commercial Banking fields.

4.1. Findings Regarding Innovation Management

According to the results of the ANOVA analysis conducted based on age, educational level,
division and position employed, there is no statistically significant difference in attitudes
of employees towards innovation management activities among groups. Furthermore,
based on the t-test conducted according to marital status, there is no statistically
significant difference in attitudes of employees towards innovation management activities
among groups. As it can be seen from the Table 2, in terms of gender of the respondents,
there is statistically significant difference in attitudes of employees towards innovation
management activities among groups.
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Table 2: Summary of the Respondents Responses on Innovation Management
Based on Gender

Std.
Gender [N [Mean |Deviation|Sig.

In our bank, managers encourage their staffto  |Male 28 |[3.5357 |.79266 |.007
make innovative suggestions by overcoming the

restrictive effect of the rules and procedures. Female (32 {3.1875 |1.25563

Compared to its competitors, our bank has Male 28 |3.9286 |.71640 |.007
introduced more innovative products and
services during last five years. Female (32 |3.7188 |1.05446

As it can be seen from the Table above, male respondents think that directors in the bank
encourage their staff about not to feel restricted by the rules and procedures to bring
forward innovative ideas compared to the female staff. Again, male respondents think
that their banks introduced more innovative products and services in the last five years in
proportion to their competitors compared to the female respondents.

Table 3 gives a summary of the respondents responses on innovation management based
their ages.

Table 3: Summary of the Respondents Responses on Innovation Management
Based on Their Ages.

Age N Mean Std. Dev.  Min. Max.
18to25 2 3.5000 44998 3.18 3.82
26to35 46 3.7372 .57679 241 5.00
36to45 12 3.6818 .83274 1.68 5.00
Total 60 3.7182 .62340 1.68 5.00

It can be observed that bank personnel are predominantly at their young ages. These
respondents have the highest mean value regarding the innovation management.
According to the conducted ANOVA analysis, there was no significant difference in terms

of age groups. Group scores based on gender are the same ( X = 3.71).

Based on marital status, group scores were presented in the Table 4 below:
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Table 4: Summary of the Respondents Responses on Innovation Management
Based on Marital Status

Marital status N Mean Std. Deviation
NEW.AVG Married 41 3.7805 .62456
Single 19 3.5837 .61569

Scores of the married staff is higher. Since married personnel have more regular life style
in comparison with the single ones, and they feel stronger against the innovations at work
place and their score might come up higher.

Arithmetic means of the personnel based on their work departments are presented in the
Table 5 below:

Table 5: Summary of the Respondents Responses on Innovation Management
Based on Department

Department N Mean Std. Deviation
NEW.AVG Marketing 13 3.8322 .60056
Operation 39 3.6690 .66232

Personnel in the marketing department have higher score. Personnel who always work
outside the branch and who always keep contact with customers are more sensitive to the
innovation management.

Table 6: Innovation Management Scores Based on Work Positions

N Mean Std. Deviation
Director and V. Director 13 3.5909 .66391
Specialist and V. Specialist 10 3.7227 .56385
Service Attendant 24 3.8030 441110
Customer Represent 4 3.5682 1.29552
Other 9 3.7374 .82000
Total 60 3.7182 .62340
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Among the respondent bank staff, the highest score belongs to the Service Attendant. The
personnel with the position of Director and Vice Director have the lowest score.

Based on the personnel work experience, group mean values were presented in the Table 7
below:

Table 7: Summary of the Respondents Responses on Innovation Management
Based on Work Experience

NEW.AVG N Mean Std. Deviation Minimum  Maximum
Lessthan1l 3 4.1364 .75651 3.59 5.00
1to3 20 3.5977 .55460 2.45 4.64
4to6 18 3.9040 .48654 241 4.41
7to9 7 3.7078 .67003 3.00 5.00
10 and more 12 3.5417 .82081 1.68 4.59
Total 60 3.7182 .62340 1.68 5.00

It is understood that the bank personnel consist of the staff that have from 1 to 7 years of
work experience. In terms of innovation management, it can be seen that the highest

mean belongs to the personnel group with 4 to 6 years of experience ( X = 3.90).

5. CONCLUSION

In today’s world where the surrounding conditions evolve at a great pace, businesses are
required to adapt their structures, systems, process and strategies to achieve sustainable
advantage in the competition. Yet, they can only achieve them by making innovations and
managing this innovation continuously. In this study, the attitudes of the personnel
toward the management of innovation in banking sector were tried to be determined. The
research was conducted across the bank branches located in Denizli by means of random
sampling method.

When the findings were evaluated, there is no significant difference found among the
groups in applied innovation management activities according to the ANOVA analysis
conducted in terms of personnel age, educational level, division and position in bank. In
addition, according to the t-test conducted based on marital status, while there is no
significant difference in innovation management, according to the t-test conducted based
on gender, there is significant difference found among groups in innovation management
activities performed in bank branches. In comparison to the female ones, male bank staff
think that bank managers encourage personnel to make innovative suggestions without
being restricted by current rules and procedures; again, in comparison to the females
personnel, male think that their bank introduced more innovative products and services in
the last five years than their competitors.
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It is observed that respondents consist predominantly of young staff. These personnel
have the highest mean score for the innovation management. Again, married personnel
have higher mean scores. The personnel working in the marketing department have
higher scores as well. Amongst the research respondent bank personnel, the highest score
was owned by the Service Attendant. The personnel with the Director and the Vice
Director position have the lowest score.

This research contributes to the identification of factors that have an impact on innovation
management activities in Turkish banking sector. Findings of the study imply that young
and male employees seem to have more tendencies towards innovation management.

An important limitation of this study is that it is conducted in a local district with a limited
number of banking employees. A further research may be extended to other cities.

REFERENCES

Acaray Ali (2007); “Innovation Management in Small and Medium-Sized Companies: A Research on
Organizational Structure and Factors Effective on Innovation Management”, Graduate Study Thesis, Kocaeli
University, Institute of Social Sciences.

Akyos Miifit (2007); Company Level Innovation and Information Management,
http://sistem.ie.metu.edu.tr/know_infol.htm. (Accessed: 15.12.2012)

Gopalakrishnan,S. and Damanpour, F. (1997); “A review of innovation research in economics, sociology and
technology management”, Omega, Volume 25, Issue 1, February 1997, Pages 15-28.

GOkcek Onur (2007); “Process of Innovation Management and Innovation Strategies: A Case Study in Automobile
Industry”, Graduate Study Thesis, Istanbul University, Institute of Social Sciences.

Kirim Arman (2006); Innovation, Sistem Press, Istanbul.

Narayanan, V.K. (2001), Managing Technology and Innovation for Competitive Advantage, Prentice Hall Inc., New
Jersey.

Sarthan, Halime inceler. (2007); Technology Management for the Success in Competitive Environment, Desnet
Press, Istanbul.

Terrence E. Brown (2004); Innovation, Entrepreneurship and Culture, Royal Institute of Technology and the
Stockholm School of Entrepreneurship, Sweden.

http://www.tdk.gov.tr (Accessed: 02.01.2013)

98



Research Journal of

Business and Management
Year: 2015 Volume: 2 Issue: 1

PressAcademia

ANALYSIS OF OBSTACLES TO UPTAKE OF INTERNET BANKING SERVICES
IN NIGERIA

DOI: 10.17261/Pressacademia.201519824

M. Edwin Agwu’

Covenant University, Manchester Business School.
edwinagwu@yahoo.co.uk, edwin.agwu@covenantuniversity.edu.ng

Keywords ABSTRACT

Internet banking, There is ample evidence that the external environment has always thrown
business, marketing, challenges even to the best business organisation. And the various stories from
Strategy, around the world of business give credence to these challenges. Today, as
Nigeria. always, the increasing speed and scale of changes, which has become part of

every business cycle, means threats and opportunities arise faster and more
often. As rising competitive intensity forces even the best businesses to return to
basics, the old adage that past successes has never guaranteed future success is
never truer than now. This study investigated and analysed the factors affecting
the adoption of internet banking services in Nigeria. The objectives, among
others, were to explore the reasons for the usage ad non-usage of internet
banking services in the Nigerian. The theoretical model utilised was the
Technological Acceptance Model (TAM), a model which have been used to
explain consumers’ intention to use a technology. Subjects for the study were
bank managers, bank customers and students. The study found all the beliefs
especially security, privacy and infrastructures to be significant factors affecting
the adoption of internet banking services in Nigeria. The deduction from the
findings was that for internet banking to assume a developmental dimension in
Nigeria and for the country to be fully integrated and respected in the global
JEL Classification financial environment, the prevalent level of frauds in Nigeria (and among
F65, G21, 121 Nigerians) must be addressed.

1. INTRIODUCTION

The convenience of being able to access accounts at any time, as well as the ability to
perform transactions without visiting a local branch, draws many customers to sign up for
internet banking services (Ndubuisi, et al, 2004). It seems like an obvious choice to leave
the hassles of traditional money management behind in exchange for this high-tech
alternative. However, there are potential problems associated with banking over the
internet of which many customers have come to realise. It has become necessary for
customers to weigh the advantages and disadvantages of online banking before signing
up. Traditional branch-based retail banking remains the most widespread method for
conducting banking transactions in Nigeria as well as many other African countries,
(Ezeoha, 2005; Agwu, 2014). However, the internet technology is rapidly changing the
ways personal financial services are being designed and delivered. Presently, all
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commercial banks in Nigeria have adopted the internet banking technology to improve
their operations and reduce costs.

Despite all their efforts aimed at developing better and easier Internet banking systems,
these remained largely unnoticed by the customers, and certainly were seriously
underused in spite of their availability. Therefore, there is need to understand users’
perception and fears about internet banking services, and the need to identify other
factors that can affect their intention to use the services. This issue is important because
the answer holds the clue that will assist the Nigerian bank managers to formulate
appropriate marketing strategies to promote new forms of internet banking systems in
the future. Moreover, previous researches in internet banking from the Euro-centric
angle, has pointed out that customer’s acceptance of the technology is the key in the
future development of internet banking and called for further research that can facilitate a
comprehensive understanding of this customer-based electronic revolution (Ezeoha,
(2005). It has become crucial for the banks to understand specifically who is adopting and
utilizing this new commercial technology and why (Gavin, 2006). An understanding of
important user characteristics and the interactions of these characteristics with internet
banking procedures will assist the banks to predict the users of the new technology.
Moreover, theoretically sound and empirically tested models can as well assist banks and
their managers, policy makers, ISP providers and researchers as they strive to understand
which customers will accept and use the technology, and why these particular customers
are poised to adopt the new procedures, (Mbarika, et al, 2005). This study intends to
investigate the reasons for the usage and non-usage of internet banking services in the
Nigerian context. It will equally explore what the banks have been doing to address the
problems, and recommend ways these banks can effectively market internet banking
services with a view to increasing both the awareness and usage by customers. The
content draws a correlation between usage and non-usage of internet banking services,
and analyses the reasons for usage and non-usage. To develop a deeper understanding of
the relationship between customer’s beliefs and internet banking acceptance, the next
section examines the Nigerian banking environment for the present research.

2. REVIEW OF RELATED LITERATURE

2.1 The Nigerian Banking Environment

Nigeria started the road to socio-political, economic, and technological development after
the year 1999. The year marked the debut of democratic rule after long years of military
dictatorship, characterized by lack of vision, economic depression, looting and inadequate
infrastructural development, (Agwu, Atuma, lkpefan and Aigbiremolen, 2014).
Consequently, the year 1999 marked the nation's journey to civilization, economic growth
and technological development. However, electronic banking services are still at their
lowest ebb with only the ATM services rated highest among others, (Nwankwo, 2006).
Nigeria is largely a cash-based economy with over 65% of funds residing outside the
banking sector as against the developed world where the money in circulation is 4% and
9% in the UK and US respectively (Ojo, 2004 and Ovia, 2003). The cash-based economy is
characterized by the psychology to physically hold and touch cash: a culture informed by
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ignorance, illiteracy, and lack of security consciousness and appreciation of merits of
digital payment (Ovia, 2002).

Ezeoha (2006a) attributed the slow space of development of internet banking to lack of
adequate infrastructure, low internet penetration, absence of open standards/trust
among banks and providers as well as absence of adequate legislation or national policy
on IT development. According to (Olesin, 2006), image problem was another issue. The
Advance Fee Fraud code-named 419, is one of the most popular internet frauds and it
probably had its origin from Nigeria. Lately, the country has been very prominent among
the list of fraudulent nations, (Ezeoha 2006a; Agwu, lyoha, lkpefan and Atuma 2015).
Consequently, there has been outright rejection of payment cards issued by Nigerian
banks on the international arena. Another very important issue is lack of security. There is
need to put in place effective security measures to safeguard bank customers’ money and
details as well as the media of transmission (Nwankwo, 2006). It is a general knowledge
that banks thrive or collapse based on their ability to provide appropriate financial
services that satisfy customers’ needs. Internet banking is a web-enabled technology,
which facilitates access to information that improves customer service, productivity, and
increases a bank’s competitive advantage, (Gavin, 2006). Nevertheless, internet
technology also introduced entirely new sets of challenges, especially security issues that
banks had to deal with to balance their business portfolio, (Ovia 2002). Balancing the
quality of services, stability, customer services on one hand, and accessibility, agility,
convenience, innovation, security, and speed on the other hand was astounding, and most
importantly addressing the security concerns of various customers is uppermost, (Ezeoha,
2006a). The internet banking paradigm encouraged bank customers to access their
financial information at any time and anywhere by logging on to a website, (Ndubisi &
Sinti, 2006; Agwu, 2014). The major concern that banks faces today is how to continuously
assure their customers of the safety of their money due to the increasing fraudulent
activities (Mbarika, et al, 2005). Though, many banks have introduced different online
security to ensure safety, there is still fear on the part of the customers, based on what
they hear, and read in the tabloids, especially with identity theft, cloning, etc; all serves as
serious concerns on the part of the customers; and these have resulted in Nigeria
economy being mostly cash based and more than 65% of the money in circulation being
outside the banking sectors, (Ezeoha, 2006a; Kayode-Adedeji and Agwu, 2015).

Prior studies: Prior studies on internet banking ranges from Sathye's (1999) study in
Australia, Tan and Teo's (2000) research in Singapore, other studies were carried out in
South Africa, New Zealand, Estonia, Korea, Taiwan, and among the Malaysian internet
banking researches were (Ndubisi and Sinti, 2006). Unfortunately, these prior studies on
internet banking adoption in various countries have produced mixed results, which have
added to the difficulty in articulating the internet banking adoption drivers. Thus, research
on internet banking remains inconclusive. Within the few extant studies, however, there
are conflicting results with respect to the relative importance of the factors that explain
internet banking adoption. For example, while Tan and Teo (2000) found risk to be a very
significant factor, Ndubisi & Sinti (2006) found it to be only marginally significant, and
plausibly attributed the outcome to the promotional strategy adopted by Malaysian
internet bankers, which boasts of adequate security. Moreover, research on internet
banking has overlooked the potency of the features of the internet banking site itself.
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For example, the influence of transaction oriented (e.g. speed, interactivity, clarity of
procedural information, etc.) on one hand and the influence of culture, education,
infrastructure, technology cost, language, etc on the other on internet banking adoption.
In this research, this author addresses the above by analyzing their impact on customers’
acceptance and usage of internet banking services in Nigeria. Internet or Electronic
banking encompasses a wide range of commercial activities that can be categorized into
business-to-consumers and  business-to-business  sectors, (Bickersteth, 2005).
Fundamentally, it focuses on the electronic exchange of information using information
and telecommunication infrastructures (particularly the World Wide Web and the
Internet). According to Agwu, (2014), the iindustry sectors such as banking have openly
embraced electronic banking to improve their performance and gain a strategic
competitive advantage and wide customer base. There are four interlinked factors driving
the global acceleration of banking on the internet; according to Bickersteth, (2005), these
are:

e accelerating customer demand

e increased competition between banks and new entrants

o the relentless drive by the banks to reduce costs and achieve new levels of
efficiency; and

e world-wide deregulation of the financial services market.

Statistics indicate that ATMs, telephone banking and home banking, in the developed
countries, presently make up more than 50 percent of all banking transactions and total
non-branch activity is expanding at a rate of 15 percent per year (Longe and Chiemeke
2007). In common with many electronic surveys that point to information security being
the number one concern for both businesses and consumers according to Mbarika, et al,
(2005), this uptake is being challenged by concerns of users and potential users towards
the security and privacy of internet banking transactions as well as confidentiality
regarding the processing of personal information (Achour, et al 2005). In Nigeria, Agwu,
lyoha, lkpefan and Atuma (2015) posits that the modernization of the payment process
started with the introduction of the MICR. This was followed by the establishment of
ATMs for cash dispensing, account balance enquiry and payment of utility cheques. In
1993, the Central Bank of Nigeria (CBN), introduced the use of payment cards (smartcard)
and paper-based instrument. Similarly in 2004, the CBN also introduced a broad guideline
on electronic banking which included the introduction of ATM, e-money products such as
credit and debit cards, (Longe and Chiemeke, 2007).

2.2 Theoretical Framework

The Technological Acceptance Model (TAM) was chosen as a guiding theoretical
framework for this study, which is well known in the information systems literature and
used to gain insights into the extent of internet usage as a distribution channel for
financial system. TAM was originally developed by Davis (1989) to predict user acceptance
of computer technology in the workplace. It has the advantage of being well grounded in
established social psychology theory.

102



Research Journal of Business & Management - RIBM (2015), Vol.2(1) Agwu (2015)

It is based on the TRA (Ajzen and Fishbein, 1980), and is described as "an analytical
simplification of how functionality and interface characteristics relate to adoption
decisions" (Lee, 2009). According to TAM, the following belief constructs are considered to
be the main determinants of technology acceptance behaviours: perceived usefulness
("the prospective user's subjective probability that using a specific application system will
increase his or her job performance within an organizational context") and perceived ease
of use (i.e. "the degree to which the prospective user expects the target system to be free
of effort" as shown in Fig. 1) (Davis et al., 1989, p. 985).

Fig. 1: User Acceptance of Computer Technology
(Davis, F. D., Bagozzi, R. P., and Warshaw, P. R., 1989)
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TAM provides several advantages, such as wide use in the IT field and being parsimonious,
it was being utilized in this study since this author is interested in examining a more
complete set of antecedents that could better explain the intention to adopt an
innovation. By decomposing attitudinal structure, the expectation is to have a higher
explanatory power and a more precise understanding of the antecedents of behaviour
(Taylor & Todd, 1995). The specific antecedents tested in this study should provide value
to designers or providers of an innovation in their efforts to influence innovation usage
and acceptance in Nigeria.

3. METHODOLOGY

The qualitative research methodology was utilised for this study. Qualitative approaches
emphasized processes of perception and their meanings to seek to understand how these
meanings emerge and change. The qualitative methodology used in this study is known as
Participatory Action Research. It is a strategy that embraces the principles of participation,
reflection, empowerment, and emancipation of people who are interested in improving
their situation (Berg, 2004). Participation action research, as described by Stringer (1999),
suggests that the working principles of action research include building relationships,
communication, participation and inclusion. Further, Stringer (1999), helps us to
understand how action research is used by applying the model “look, think, and act”. This
method implies that the researcher listens, observes, and studies self and participants;
think about and evaluate what has been discovered through dialogue; and interprets
findings to develop a plan of action in collaboration with participants. Berg (2007) further
describes action research as a systematic and organized way to approach research in that
it enables reflection on the part of the participants and researcher. Based on the above,
the author believes that participatory action research is a good fit for this study.
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It is also a loose belief that internet banking services, good as it may be, is also loathed by
some bank staff and as a result cannot pass its advantages on to the bank customers or
allay their fears when they bring up issues, which are though evident but can be
explained; of which this could, to some extent lead to triability on the part of the bank
customers. To further explain the chosen method of research, the researcher reviewed
Paly’s (2003) insights, which states that qualitative research is about the science of human
behaviour and must take into account people’s perceptions and perspectives. It is
important to understand what they think. According to (Glesne 2006), qualitative
researchers seek to understand and interpret how the various participants in a social
setting construct the world around them. To make their interpretations, the researcher
must gain access to the multiple perspectives of the participants (p.5). To this end, the
researcher decided to conduct a focus group and face to face interviews. The focus group
and interviews were chosen as two research methods that would engage participants. For
both focus groups and interviews, the researcher, as facilitator, used appreciative inquiry
as a method of communication. This communication method enables a focus on what is
working and exploring strategies that build on success (Bushe, 2006). Bushe (2006), states
that appreciative inquiry is effective in “developing new approaches to human resource
issues that will be well accepted by organizational members and lead to positive change”
(p.1). Using appreciative inquiry, the researcher hopes to elicit constructive comments on
both the positive and negative aspects of internet banking services from the practitioners
(bank workers) and the end users (customers, students, farmers, etc).

3.1 Data Collection Tools

Using a qualitative approach, a number of data collection methods (interviews and focus
group discussions) were used to uncover appropriate knowledge of the factors that
influence the adoption of internet banking services in Nigeria.

3.2 Participant Profile

The twelve males and eight females who participated in the focus group discussions and
interviews were aged between 20 and 57 years. This age group was selected on the basis
of being representative of people in mid-life and mid career phase (Levinson, 1978
adapted by Arnold, 1997) and therefore the group most likely to be most aware and also
must have heard and or utilized internet banking services. They also stand a better chance
of giving a vivid analysis of the reasons for the usage and non-usage of internet banking
services in Nigeria based on their exposure and experiences. This method was necessary
to collect the needed data. The method allowed the researcher to screen respondents and
allowed respondents to think about relevant key issues before they answered at their
convenience. Qualification of participants ranged from secondary school certificates to
postgraduate degrees and income level varied from zero income on the part of the
students to =N=800,000 (eight hundred thousand Nigerian naira) a month equivalent of
£3,475.26 at an exchange rate of £1 to =N=230 . Preliminary discussion revealed that they
have all had bank accounts and have used different ranges of banking services. — e.g.
branch counter, ATMs, internet banking, etc.
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3.2.1 Focus Group

The first tool utilized to collect qualitative data was focus group. A focus group was
conducted with bank managers, bank customers, students of higher institutions, and other
stakeholders in order to understand what they believe are the factors affecting the usage
and non-usage of internet banking services in Nigeria, furthermore, what is currently
being done by the banks to promote the internet banking services to the stakeholders
were equally reviewed. Both Glesne (2006) and Berg (2007) agree that a focus group is an
effective way of collecting a vast amount of information from various perspectives. Glesne
adds that it may also “give voice to personal experience” (p.104) and augments personal
experiences. This is advantageous because it enables others to hear experiences that
spark memories or thoughts that are similar or can be expanded upon. Some of the
drawbacks; however, include the fact that stronger personalities may influence the rest of
the group’s opinions or what is being said or not said. The quality of information obtained
may also rely on the skills of the facilitator and, while giving voice to individual
experiences is important, it is really group opinion that is considered in data analysis
(Berg, 2007). The process of setting up focus group was extensive. Initially, a set of
questions was developed and was pilot tested for clarity and understanding. However; it
was thought that more information might be elicited if the questions were not so focused
and more open-ended. This allowed for more exploration into areas that brought depth to
the focus group (Palys, 2003). A set of six questions were finally created, see Appendix A.

3.2.2 Interviews

The second tool used in the collection of qualitative data was as described above; they
were administered to the individual participants through an interview process. One
advantage of using interviews is that rapport can be built with each of the stakeholders,
(Palys, 2003). The purpose of the individual interviews was to gain a deep insight into the
factors affecting the usage and non-usage of internet banking services in Nigeria. Other
advantages of interviews, as described by Palys (2003), include high participation rates
because interview subjects are directly approached to participate. Another advantage is
being able to clarify and validate information from participants during interview; this can
provide more depth and breadth to the research findings. Berg (2007) echoes Palys’
comments regarding the value of interviews, and further describes an interview as a
conversation. Although the majority of the talking is done by the participants, the face-to-
face interaction allows for some detailed dialogue. The interviewer is actively listening to
reflect and tune into areas that need further exploration. However, disadvantages of
interviews, as described by Palys (2003), include the idea of “reactive bias.” Reactive bias
involves being sensitive to one’s own reactions to a participant’s responses (Palys, 2003,
p.160). For example, if interviewers nod their heads in reaction to a participant’s
response; it can be interpreted in several ways. The participant may receive it as a cue
that this is the direction the interviewer wants them to go, when in fact the interviewer
may just be acknowledging what they have heard. Similar to Paly’s concept of reactive
bias is the notion of “social interpretations’”, as described by Berg (2007). Berg states that
“social interpretations are viewed as the affected messages transferred from one acting
individual to another through nonverbal channels” (p.120).
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In Berg’s view, “nonverbal channels of communication include body gestures, facial
grimaces, signs, and symbols” (p.120), was well as other nonverbal cues. Yet another
disadvantage of interviews is the time and cost it takes to set and conduct individual
interviews, compared to surveys or non-interactive methods of research.

4. ETHICAL ISSUES

The opportunity to conduct research using human participants is not a privilege but
necessitates a heightened sense of responsibility. Palys (2003) discusses the idea that
entering into qualitative research is really about entering into a relationship. This
relationship is based on conduct or behaviour that follows certain principles. Glesne
(2006) further supports the idea of developing a relationship, making the point that the
research and methodology are not just about satisfying the researchers interests in adding
value to the development of issues being researched , but being sensitive and respectful
of the everyday interaction with participants, the supporters of the research, and the data.
Participants in this study were apprised of all information relating to the research work;
this included the reason for the research, where it was to be conducted and over what
time frame, what was involved, and whom it would benefit. The participants were
ensured anonymity through the use of a coding scheme developed by the researcher to
ensure participant confidentiality. A confidential agreement for both focus groups and
interviews was signed by all who were involved in this research. Pseudonyms were used to
maintain participants’ confidentiality. The focus group and interview participants were, in
line with ethical requirements, simply numbered from 1 — 20, i.e. participant 1 to
participant 20. Their agreement to participate was voluntary and they were free to
withdraw any or all their contribution at any point during the research process, up until
the time the data was analyzed and themed. Upon withdrawal, all documents associated
with their contributions would be shredded and disposed.

5. THEMATIC EVIDENCES

Based on the analysis of the interviews and focus group discussions, five themes emerged;
these are: perception, cultural implications, languages, income and education, cost of
equipments; and security and privacy

Theme 1: Perception
Perceived Ease of Use and Perceived Usefulness

Prior research has empirically found positive relationship between perceived ease of use
and perceived usefulness as critical factors on the use of internet banking (Pikkarainen et
al., 2004). Electronic banking provides higher degree of convenience that enables
customers to access internet bank at all times and places. Virtually all the participants
repeatedly acknowledged the ease of use of computers and their usefulness and some
expressed unreserved willingness to try. The general views of the participants are summed
up in the words of participants 3 and 6: Participant 3: “I have used the internet banking
services and find it extremely useful, time saving and effortless. Such innovation has added
a new dimension to work and personal life, making it easy, noble and gentle”. In the same
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vein, Participant 6 stressed: “l was introduced to the services by my bank manager since
2002 and it has been of enormous help to my business.

The account department has fewer staff and | am always on top of my expenses as | can
check online and even pay salaries from any where | am, even in the night. Furthermore,
the accessibility of computers is perceived as a measure of relative advantage (Akinci, et
al, 2004; Gerrard and Cunningham, 2003). Therefore, it is a general knowledge that
convenience and accessibility have positive effect on consumer adoption of electronic
banking. According to Pikkarainen et al., (2004), the provision of customer interactivity is
an important criterion that attracts users in the delivery of electronic banking. Gerrard and
Cunningham (2003) also identified other factors of paramount importance in ensuring the
success of electronic banking, i.e. the ability of an innovation to meet users' needs using
different feature availability on the web site.

Perceived Trust

While 100% of the focus group participants and interviewees admitted that they have all
heard about the existence of internet banking services in Nigeria, only 14% stated that
they have used and still using internet banking services while 76% posited that they prefer
the human touch to their financial transactions, i.e. a face-to-face encounter with a bank
staff, another 10% simply stated that they are not computer literate and cannot use it.
Further reasons given were that they do not like the technology and also afraid that the
internet will distort their accounts. Ghosh, (1997), stressed that trust and fear affect
online banking customers who are victims of internet fraud. Ezeoha, (2006b) pointed out
that people do not like to be ripped off, whether online or offline. Countless press reports
about people’s credit cards being stolen or stakeholder database systems being hacked by
crooks are reported daily. Online bankers are afraid of unethical consumers, thieves, and
bogus-card gangs, (Denny, 1998). This was echoed by participant 4 who pointed out that:
“l do not trust the system in the least, my account details have twice been cloned while
using my debit card online; and most bank customers have no trust as well and would
rather go to the bank for the money to be transferred by a bank staff, than do it him or
herself as he or she will get all the blames should anything go wrong. My case of over four
months is still under investigation by my bank and my money is gone”. During the focus
group discussion, participant 10 stated that: “the internet is entirely unregulated and can
be hacked in at any time, even in developed countries”. And participant 4 in agreement
with participant 10 commented, thus: “A visit to some internet cafés will give you more
reasons not to use internet banking services as issues relating to internet frauds are openly
discussed and stolen account details are checked online” and even sold to willing buyers.
The researcher could therefore deduce from the discussion that, even amongst the highly
educated, there is fear of usage as they are very much aware of the lapses. According to
participant 13, MD of a thriving retail business, one of the interviewees and a bank
customer for more than 25years, he stressed that: “Lack of and limitation of government
policies, regulations and e-commerce laws, as well as legislation to protect customers,
workers and to make the internet secure serves as one of the major reasons why internet
banking is still crawling in Nigeria”. Perception of the internet banking services also varied
widely among bank customers that participated in the interviews.
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One of the interviewees, participant 3, stated: “that majority, especially those outside the
cities, which accounts for a greater percentage of the population of the country, does not
understand banking. This is the major reason why they love to hold physical cash at all
times”.

Perceived Infrastructures

Hand in hand with these are the lack of infrastructure and weak communication channels
— the national carrier — Nigerian Telecommunication Limited (NITEL) also has its own
problems and these translates to the end-users, especially after rainfall, it might take
hours and even days for the telephone lines to work properly. In addition, the Nigerian
Electric Power authority (NEPA) and its incessant power fluctuation, which in most cases
causes damage to various types of appliances, even with high powered stabilizers — forms
another serious reason why customers will rather go to the bank than buy a computer for
home use as the telephone and light might never give it the opportunity to work. It was
observed that existing telecommunication networks are often limited to urban areas, and
even these offer poor services in contrast with the ultra high-speed systems present in IT-
advanced countries. The resultant effect of the above (if and when it works), is a broken
and/or slow internet communications, even inside the banking sectors and many offices,
these has pushed banks to purchase and install high powered generating sets, which often
make a loud noise in and outside the banking environment. Many customers,
organizations, small businesses and individuals who participated in this work have simply
not adopted the internet banking system because of the above mentioned reasons,
although many customers understands that adopting internet banking will make their
banking transactions easy, i.e. Perceived Ease of Use (PEOU) and also believes that the
technology is user friendly, i.e. Perceived Usefulness (PU), unfortunately they have not
transferred this attitude towards the application of the internet operations.

Theme 2: Cultural Implications

Nigeria is a robust state with more than 100 ethnic groups and different cultures. It is the
culture for traders to keep their money under their pillows, roof tops and some even dig
holes within their premises to hide their money. The idea of banking has come of age in
Nigeria but the online banking is only gradually gaining grounds, the view of participant 17
is summed up thus: “Internet banking is alien to our culture and has not been accepted by
even the well educated let alone the non-lettered men and women in the urban and rural
areas; moreover, the screaming headlines scares many away from using the system”.
Participant 4 and 5 took the researcher down memory lane by referring to the bank
failures of the 1990s, during which so many families lost their savings and many lost their
jobs, and attributed it as a discouraging factor which will make it difficult for them to
embrace banking in full and the internet banking services; according to Participant 4:
“then we had passbooks but now no passbooks, the screen figures can change at any time
and you will have nothing to argue your case, statements are not delivered on time and
you cannot tell what is happening until you visit the branch”.

Theme 3: Languages, Income and Education

There are more than 250 tribes’ in Nigeria (see Appendix 2) and these accounts for
different languages which has become a stumbling block to education especially with new
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ideas like internet banking. The problem with the languages and its effect in the business
cycle are summed up as follow: Participant 6: “the different languages make it difficult if
not impossible to communicate and the use of interpreters (if any is available) makes
communication stressful. Telling someone who cannot speak the lingua franca (English
language) about internet banking is a waste of time and energy, and transacting the
normal buying and selling is sometimes a hard hill to climb”. In resonating with participant
6, participant 9, a customer with one of the top banks comments thus: “the level of
education and earning power of most customers; is a big problem. Unlike in the Western
world where most workers are paid weekly, the Nigerian workers at all levels receive their
salary on monthly basis and sometimes getting the salary at the end of the month is
difficult as they are owed by their employers (government or private) for months. The big
question then is: how do you talk to such people about internet banking when the money is
not in their hands”. Furthermore, and due to the educational gap between the North and
South, it is absolutely difficult to get the Moslem educated women in the purdah to
understand the importance of a new technology such as internet banking services. The
level of literacy also plays a key role. Apart from the major towns and cities, most rural
areas and villages have neither light nor good roads. The inhabitants of these areas, which
form the bulk of the Nigerian population, have only the primary school leaving certificate
and to some extent the general certificate of education (GCE) to show in terms of
educational qualification. They are mostly peasant farmers dealing in crops and animals.
Since most of their lives are lived more in these rural areas, they have nothing to do with
the hustle and bustle of the city life and getting them to use internet banking services will
amount to pouring water in a basket. They will neither understand nor try using it; most of
these rural areas do not have a bank branch. Participant 20, a poultry seller in a popular
market in Lagos, bared her mind thus: “/ can never go to the bank because | do not
understand English language. | don’t understand the language they speak in the banks.
Someone come here to ask me to bring my money to the bank but | am afraid | might loose
the little | have. | would rather keep it at home than the bank”. Her fears and words were
corroborated by participant 9 and echoed by participant 2 when they both stated that
they believe that banking is for those in the cities. They pointed to the previous bank
failures of the 1990s as a major problem, and the news of how many people lost their
savings and no one could be held responsible.

Theme 4: Cost of Equipments

The cost of computer equipments are beyond the reach of most bank customers as a
result, they depend on the cybercafés which has sprung up almost on every street in cities
to check their emails. According to Participant 7: “most customers simply cannot afford
the equipment; apart from the cost, the maintenance and repairs should anything go
wrong are parts of the factors for non-adoption of internet banking”. In the same vein, the
Executive Vice Chairman of Nigeria Communication Commission (NCC), Ernest Ndukwe
described the level of internet diffusion as very low attributing the cause to high cost of
bandwidth, computers and internet infrastructure, as well as unreliable power supply.
Fortunately, at the dawn of the new millennium and the introduction of the internet in
Nigeria, internet/cyber cafés sprung up in major cities with majority of them in cities.
Unfortunately, majority of these internet accesses are provided by cyber cafes,
universities and other research centers. Cyber cafés are business out fits which are
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individually owned, while the universities and research centers are regulated. The millions
of individuals outside these groups are left to grapple with high cost of computer
equipment and its maintenance or visit the cyber cafés.

Theme 5: Security and Privacy

Consumers associate security risk with loss of money (in cash or through the online
banking websites). Previous research in countries with different levels of electronic
banking adoption shows that security and privacy are important predictors of internet
banking adoption. Participant 1, a seasoned banker and a top management staff, admitted
being a user but pointed out that: “most customers are frightened by the screaming
headlines in various tabloids and other media on how customers are daily ripped off as a
result of banking details which found their ways into the hands of the fraudsters, he
stressed that these were enough warning not to use internet banking services, however,
the banks are not relenting in the fight to right the wrongs”. Sathye (1999) investigated
internet banking adoption by Australian consumers and identified security concerns and
lack of awareness as the main obstacles to adoption. Gerrard and Cunningham (2003)
found security concerns over internet banking high in both adopters and non-adopters in
Singapore. Various discussants during the focus group session and all the interviewees
argued that security issues and lack of privacy are among the major reasons for non-
adoption of internet banking services in Nigeria. However, participant 3 stressed that:
“most bank customer are simply not aware about the existence of internet banking
services and no idea of how it will impart on their businesses”. While participant 8 added
that: “it is because the service is still not widely accepted and it is clear that most
customers are still not fully confident with using even ATM cards and telephone banking,
customers are afraid to use internet banking because they think that any mistake or error
could mean a loss of money and some shy away because of connection cost”. But
participant 2 pointed out that: “greater awareness can only be created through aggressive
promotion and this could show the customers the benefits of using these new systems and
could also encourage them to adopt internet banking transactions”. As mentioned earlier,
many developing countries have the same problems, not only Nigeria.

6. DISCUSSION

It is a well known fact that organizations and private individuals in Nigeria are late
adopters of the internet and its applications with regards to internet banking in Nigeria, as
well as many other countries both in Africa and the world over has the same problems.
Though there is a very strong competition among the various banks in Nigeria driving the
acceptance of internet banking, however, taking into consideration the above listed
problems, internet banking is definitely facing a serious problem in Nigeria. This is not
unique to Nigeria as many developing countries have the same problems.

Ovia (2001), in his paper on the Practices and Potentials of Internet Banking in Nigeria,
stated that the technology is understandably a very important tool for every banks
competitive strategy; he further noted that Nigerian banks cannot immediately reap the
digital dividends because of poor telecommunication infrastructures. He, however,
submitted that the poor in Nigeria are financially forbidden from participating and that the
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recent rollout of Global System of Mobile Communication (GSM) in Nigeria cannot solve
the telecommunication problems, given the high cost of tariff associated with it.

On the issue of security, the Central Bank of Nigeria, quarterly report estimated that over
=N=2billion (two billion naria) was lost annually to online frauds and scammers despite the
introduction of additional security features by the Central Bank of Nigeria and the
commercial bank. In spite of the various control measures adopted by banks, government
policies, warnings through the print and electronic media, etc, the end of online frauds in
Nigeria seems not in sight, (Ezeoha, 2006). Furthermore, the numbers of available
communication infrastructures in Nigeria are grossly inadequate. An improvement in
infrastructural development is desired to foster electronic banking participation in Nigeria.
All Nigerian banks have internet banking facilities, but more than 87.5% of their customers
do not have one. This has further corroborated the fact that there is less than a 12%
acceptance of internet banking services for a population of about 150 million people in
Nigeria. From the above, it is clear that enormous opportunities abound for internet
banking patronage in Nigeria but for low ability and motivation on the part of the banks to
promote the services and the government to promulgate necessary laws. However, to
improve the level of patronage, the citizens must be motivated by offering a secure, fraud
free, and efficient system and provision of adequate infrastructures. As internet banking
development revolves around government officials, banks, IT firms, major players in the
finance industry and other stakeholders, tremendous improvement is therefore needed in
terms of policy formulation and legal framework design. This will have a resultant effect
on enhanced participation in internet banking; also enhance trust, integrity and efficiency;
and reduce the level of fraud as actors are traced, apprehended and made to face the full
wrath of the law. With the basic communication infrastructures and adequate policy in
place, bank customers and the international communities are bound to trust the system,
increase the level of acceptability; and there is possibility of increased flow of FDIs and
other forms of indirect investments into the country.

7. CONCLUSIONS, LIMITATIONS AND FUTURE RESEARCH

This study identified, among others, some of the factors affecting the adoption of internet
banking services in Nigeria. The frequently mentioned factors are security/privacy and
dearth of communication infrastructures, perception and culture also plays serious role in
internet banking adoption in Nigeria. However, the findings suggest that promotional
efforts through the print and electronic media which will directly appeal to the bank and
non-bank customers to become internet bank users will encourage usage. These findings
provide a platform for bank managers to plan and execute viable programs with a view to
expansion of their customer base through aggressive marketing. The limitations of this
research are the problem of lack of time on the part of the participants; cost of
transportation and communication.

However, further research could explore this topic with a mixed method approach to
uncover a wider view of bank customers with respect to internet banking services in
Nigeria.
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