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ABSTRACT

This paper aims to serve as an initial attempt to explore the different facets of Augmented Reality (AR) and
persuasion, as well as the possible link between the two concepts. It serves as a starting point to gain a more
profound insight into the current research gaps and lays the groundwork for future research. Through
bibliometric analysis (utilizing the Scopus Database) and visualization (using VOSviewer), the authors aspire to
provide an overview of the presence of AR and persuasion, tracing their evolution over the years, identifying
leading countries, prolific authors, and subject areas that remain relatively “unexplored”. It is important to note
that this paper serves as a starting point for analyzing the link between the implementation of AR and its possible
impact on the degree to which customers might be persuaded.

Keywords: Bibliometric Analysis - VOSviewer - Augmented Reality (AR) - Visualization - Co-Authorship - Scopus
Database.
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Bu makale, Artirilmis Gergeklik (AR) ve ikna arasindaki farkl yonleri kesfetme amacini tagimaktadir. Ayni zamanda
bu iki kavram arasindaki olasi baglantiyi anlamanin daha iyi bir baslangici olarak hizmet etmekte ve gelecekteki
arastirmalar icin temel olusturmaktadir. Bu galismada AR ile musterileri ikna etme temasini arastirmak lzere
Scopus veritabanindan elde edilen galismalara bibliyometrik analiz uygulanmistir. Calismadaki analiz sonuglarinin
gorsellestiriimesinde VosViewer yazilimindan faydalaniimistir. Boylelikle calisma; AR ve miusteri iknasinin yillar
icindeki evrimi, bu evrime dair makalelerin yazilmasinda 6nde gelen tlkeleri, Uretken yazarlari ve gorece
kesfedilmemis konu alanlarini belirleyerek bir genel bakis sunmayi amaglamaktadir. Calismanin dijital tiiketici
baglamindaki literatiirl gelistirirken ayni zamanda bu literatiriin AR ile ilgili kismina isik tutmaktadir. Calismanin
dijital pazarlama ve tiiketici davranisi calisan akademisyenlere de teorik katki saglayacagi dustinilmektedir.
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Introduction

Given the substantial progress that Information and
Communication Technologies (ICTs) have undergone in the
contemporary era, they have significantly transformed
consumer-brand interactions (EI Ouahabi et al., 2023).
Consequently, they have provided marketing managers with
crucial tools to enhance the client experience before, during,
and after purchase through involvement and intelligence.
Augmented reality (AR) is a technology that enables
consumers to interact with brands in innovative new
manners (Yim et al., 2017).

As Augmented Reality (AR) undergoes continuous
evolution, it is poised to bring about a revolutionary
impact on our lives. In a report published by Deloitte
Digital in 2021, Allan Cook stated that AR is anticipated to
stand alongside major technological shifts, such as the
advent of the web or the proliferation of mobile
technology, reshaping not only how we perceive but also
how we engage with the surrounding world.

The exponential growth of augmented reality (AR) is
evident in the escalating count of active AR user devices
annually. As reported by Artillery Intelligence, the number of
active AR user devices surged from around 0.44 billion in
2019 to nearly 0.81 billion in 2021. Projections anticipate a
further increase to 1.4 billion active AR user devices in 2023,
with a remarkable surge to an estimated 17.3 billion in 2024.

Moreover, according to the Snap Consumer AR Global
Report (2021), it is projected that 75% of the global
population will be regular users of augmented reality (AR) by
2025. In concurrence with this, Tim Cook remarked, "I do
think that a substantial portion of the population in
developed nations, and eventually across all countries, will
integrate AR experiences into their daily lives, akin to the
routine of having three meals a day. It will become an integral
part of one's existence.". In this perspective, El Ouahabi and
Belhsen (2023) have concluded in their study that consumer
consumption and behaviors align with a trend of
acculturation and advanced globalization of the real-world
sphere and in consideration of the attained results, the
acculturation of behaviors is a phenomenon that has been
substantiated. From this, it can be deduced that consumers
are fundamentally reshaping the digital experience through
the widespread adoption of augmented reality.

Back in the 50s, when augmented reality (AR) had its
initial origins, its exposure to the mass audience did not
truly gain momentum until the introduction of the
Pokémon GO game in 2016. Which guaranteed the social
acceptance of the success of this technology
(Rauschnabel, Rossmann, and Tom Dieck 2017).

In 2016, when Niantic (the company behind Pokemon
GO) launched the game, it only took 7 days for it to be
actively used by more than 20 million users per day. All it took
was one game to show the world how impactful Augmented
Reality can be. This event turned out to be a milestone in the
evolution of AR technology and an opportunity that many
businesses needed to try new advertising approaches far
away from traditional ones (especially because the targeted
population was within the 18-24 age bracket).

Although AR can be understood as a technology that
adds a digital layer to reality, creating a new “bridge”
binding the best of both worlds (physical and digital)
appears to be a given (Javornik 2016; Porter and J. E.
Heppelmann 2017; Yim, Chu, and Sauer 2017).
Fragmenting AR research into diverse theoretical
approaches makes it challenging to gain a panoramic view
of the true effect that AR has (or might have) on the
customer journey, and with the exponential rise of its
applications, the need to get a clear overview of AR
research becomes more urgent than ever.

Literature Review

Augmented Reality and Persuasion

Previous publications attempted to address and define
Augmented Reality (AR). As stated by
Pragya and Biswajita (2023) in their article, from a
technological standpoint, Azuma (1997), Carmignani and
Furht (2011), Sood (2012), Olsson et al. (2013), Hwangbo
et al. (2017), Pantano et al. (2017), and Watson et al.
(2018) have directed their attention to the technical
dimensions of Augmented Reality (AR), characterizing it as
a concept rooted in technology. Meanwhile, Scholz and
Smith (2016), Javornik (2016a and b), Rese et al. (2017),
Yim et al. (2017), Poushneh and Vasquez-Parraga (2017),
and Poushneh (2018), Chylinski et al., (2020) have
concentrated on “AR Marketing” and provided marketing
implications associated with the adoption of Augmented
Reality (AR) tools for various and specific research
purposes. In doing so, they emphasize the AR-induced
enhancement of the user's environment. Thus, it is
important to note that Augmented Reality facilitates a
more seamless interaction for customers with products
and provides additional information to enrich their online
shopping experiences.

Drawing from these studies and incorporating insights
from various disciplines, while converging towards a
common and cohesive foundation, we can present AR as
a strategic and interdisciplinary concept. It can be defined
as a tool that provides a hybrid experience, seamlessly
combining virtual context and the physical environment in
real-time for users through devices.

Furthermore, Rauschnabel et al. (2022) specifically
contemplated a series of articles that deepen
comprehension regarding emerging concepts and
advancements in AR Marketing, spanning from AR shopping
applications (Smink et al., 2020), virtual reality (VR) games
(van Berlo et al., 2021), AR experiences linked to the concept
of flow (Barhorst et al., 2021), to customer journeys within
the realm of Augmented Reality (Jessen et al., 2021). It is
noteworthy that, AR Marketing may employ a more nuanced
definition of phases as AR involves a combination of online
versus offline touchpoints and hybrid AR touchpoints
(Rauschnabel et al. 2022). In this perspective, companies
developing AR applications consistently improve user
interactions by providing brands and small and medium
enterprises (SMEs) with innovative methods to showcase
digital content (Devagiri et al., 2022).
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Moreover, a conceptual review study investigating the
persuasion aspects of Virtual Reality (VR) and Augmented
Reality (AR) utilizing The Elaboration Likelihood Model
(ELM) has indicated that consumer attitude persuasion
can be facilitated by factors within two main routes:
central and peripheral. Initially, the study observed that
Allison et al. (2017) categorized three fundamental central
variables influencing the processes of persuasion,
encompassing advertisement quality, demographic
distinctions, and the technological context of virtual and
augmented reality advertisements. Additionally, Gong
(2016) and Mohamad et al. (2021) highlight a set of three
variables contributing to peripheral route persuasion:
source credibility, social presence, and message content.

Although AR can be understood as a technology that
adds a digital layer to reality, creating a new “bridge”
binding the best of both worlds (physical and digital)
appears to be a given (Javornik 2016; Porter and J. E.
Heppelmann 2017; Yim, Chu, and Sauer 2017).
Fragmenting AR research into diverse theoretical
approaches makes it challenging to gain a panoramic view
of the true effect that AR has (or might have) on the
customer journey, and with the exponential rise of its
applications, the need to get a clear overview of AR
research becomes more urgent than ever.

If we take the example of applying AR in retailing, the
literature presents us with three (3) different modes of AR:
Altering one’s self (e.g., YouCam Makeup; Park and Yoo
2020), augmenting one’s surroundings (e.g., IKEA Place;
(Rauschnabel, Felix, and Hinsch 2019), and the alteration of
an object (e.g., Dessert menu; (Heller et al. 2019)).

However, although recent inventions have shed some
light on the revolutionary technology of AR, we are still
“confused” as to how we can get a hang of it. This
confusion could be explained by the relative recency of

the subject and also by how difficult it has become to
predict the modern customer’s behavior. The following
Table 1 (Alexandra et al. 2020) helps us get a better
overview of the literature interested in the customer
purchase journey, mostly in the early and late stages. It
also opens the door for multiple research questions to
which we will try to go on a quest in the hope of
understanding how AR impacts decision-making
throughout the whole customer journey.

Bibliometric Studies on the AR and Persuasion

To our current knowledge, no bibliometric study has
been undertaken to investigate the utilization of AR as a
persuasive tool in marketing. Thus, several bibliometric
analysis studies have sought to examine the progress of
AR across various fields, notably in education, tourism,
and marketing.

To begin with, Mauricio H, Christian D, Alejandro V,
Manuel C, and David. G (2021) conducted a bibliometric
study centered on augmented reality (AR) state-of-the-art
within the educational field. The study involved an
analysis of AR research content in the field of education,
exploring its applications and assessing its impact on
learning outcomes.

Furthermore, another bibliometric study was carried
out by Min, Wenhe, and Zhonggen Yu (2023) in the field
of education, with a specific focus on language learning.
The study explored the utilization of augmented reality
(AR) as a tool in language learning environments. The
findings indicated that users have cultivated a positive
attitude toward AR tools, and the immersive learning
experiences facilitated by AR have contributed to the
improvement of language learning outcomes.

Table 1. Selected AR literature addressing early versus late stages in the customer purchase journey.

Study Comtext and method Theory base AR variahlesAR variables

Process variables

Dependent variahles Key findings

AR as a leamning
instrument

Contrul-valne theary of  Lab-based, virtmally-situated
achievement emotions  location
Pasitive emotions

Mobile learning

Laborasory and outdoor

study

Engagement and Immersive interfaces
learning; immersive
interfaces;
Literanure review

Egocentric perspective;
Immersive presence

This study AR in the carly siages of  Customer creativiy,
the purchase journey;  mental imagery,
Mobile AR Application  regulatary made
Ceontralled Experiment

Mabile AR solution (IKEA Appl
Canventional website

Stages: Liking a product; service, willing to pay, choasing, conmuming, i satisfied and adwmecates through ward.of mouth

AR marketing; handheld  Consumer brand
and wearable smart
devices;

Teaditianal print ad, 3 quick
response {(QR) code hypermedia
(QRH) print ad & ARH print

interaction

AR experimental
marketing;

AR Glasses
Experiments between
subject -qualitative
study

Meneal lmagery theary AR canfigurasicn, AR

transformation

AR Equity theary
Marketing; Persuasion
Online Experiment

AR product presentation (web)

Ritail wer cxperience
User satistaction

Equity theary AR level of interactivity
User's Willingness to

buy

Enhancing ocline Situstion cognitian
service experience; theocy

Experiment in

contralled enviranment

Simulated physical contral
Environmental embedding

Early purchase journey singes: Feeling a meedfwant, getting to kmaw and considering products/ services, searching for infrmarion and learning'

Customer engagement,
customer creativity

Processing Fluency
Decisian Comfort

Effectivencss (learn about histarical
differences)
Self.reported enjoyment and baredom

AR users were able io effectively and enjoyably
learn abour historical differences by eontextualizing
their visual representations.

Immersion in an AR-enabled digital enviranment
can poeentially advance educatian in at least three
ways: by allowing multiple perspectives, situated
learning, and transfer.

The use of Al (versus a website) for creative
purchase decisions sequentially increnses customer
engagement, cusiomer creativity, and anticipated
satisfaction. This efiect is sromger for cstamers
with a mare pronounced amessment oriestatin.

Anticipaied satisfaction

Attitade (Ad), informativeness, ARH print ad was preferred, yielding higher

entertainment, adveriising valse, of infi B

time-effort, novelty, imitation b whereas the QRH print ad resulted in higher

effectiveness irritation; traditional ad resulted in higher
time_effart

Choice, spending, WOM AR-enabled frantfine improved decision comfart,
motivated positive WOM and facilitaied choice of

higher value products.

Perceived
informativeness,
perceived enjoyment

User experience (LX)

Spatial presence

Brand attitude, purchase intentian,
willingness to share personal data

Perceived informativeness was shown 1o lead 1o a
cognitive process, which enhanced parchase
intention and willingaess to share persanal data
with the brand_

1o buy, User

Utilitarian and hedeaic value
perceptions, decision comfort, WM
and purchase intentions

AR y shaped UX, by impinging on various
characteristics of product quality, and that UX
subsequently influenced user satisfaction &
Willingress to buy.

The AR.enabled interaction of simulated physical
comtrol and environmental embedding positively
affected customer value perceptions of the anline
service experience. Spatial presence functioned as a
mediator and alzo predicted decision comfort.
Customer value perceptions and decision comfart
translated into positive behavioeal intentions.
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On the other hand, Pragya J and Biswajita P (2023)
have authored a bibliometric analysis paper examining the
past, current, and future of augmented reality in
marketing research. The paper offers a holistic and
comprehensive understanding of the progression of AR in
marketing research. Nevertheless, the thematic review
employed does not delve into the persuasive effects of AR.

Additionally, Shafeeque M.H and Azees P. A (2023)
have delved into the advancements and applications of AR
in research in Tourism utilizing a bibliometric analysis,
providing scholars with a systemic review and a holistic
overview of AR in Tourism research. The findings of this
study have confirmed that in addition to AR and its
application in tourism, the predominant keywords
frequently utilized in the research encompass virtual
reality, cultural heritage, and the adoption of technology.

In this perspective, some bibliometric studies have been
identified in the literature that investigate the digital journey
of customers. A study conducted by Tuna (2021) on "The
Journey of the Consumer in the Digitalization Transformation
Process," utilizing bibliometric analysis and referring to a
different database (Web of Science), has focused on articles
containing the keywords "Customer" and "Consumer,"
thereby exploring digital transformation.

As previously mentioned, the Scopus Database has been
used (in combination with VOSviewer) to get a quantitative
overview of the literature related to AR and the possibility of
using it as a persuasion tool in terms of the number of
documents produced to cover these two subjects (AR and
persuasion). To the best of our knowledge, only a few studies
have attempted to address whether AR can serve as a tool to
influence customer decision-making throughout the entire
journey of the customer purchase process or only specific
phases.

To better demonstrate the scarcity marking the
possibility of using AR as a persuasion tool, we invite you
to take a look at

Methods
In the first stage of the bibliometric analysis, we

filtered the examined sources to journal articles written in
English since they are more likely to have a bigger

influence on the academic and business fields (Podsakoff
et al. 2005).

Bibliometric analysis is a method that relies on
analyzing the published papers — and more precisely their
citations — to get a closer understanding of their impact
within a given field. It also objectively shows the
connections between papers in a particular research topic
or field by identifying important papers and analyzing how
often they are co-cited by other published papers
(Fetscherin and Usunier 2012). By analyzing the data
collected, it helps us get insights into the growth of
literature over a period of time in a given field.

Data source

Considering that persuasion acts as a tool to influence the
purchase decision of customers (from a managerial point of
view). The main theme of this paper was a review article in
the title and abstract that included "Augmented Reality",
“Purchase decision” and “Persuasion” where the time range
of articles' recency is 1999-2023. In order to shed some light
on the “Purchase decision” alongside with “AR”, the search
question string used for AR is: TITLE-ABS-KEY ( "augmented
reality" ) AND PUBYEAR > 1999 AND PUBYEAR < 2025 AND (
LIMIT-TO ( DOCTYPE , "ar" ) ) AND ( LIMIT-TO ( LANGUAGE ,
"English" ) ) AND ( LIMIT-TO ( SUBJAREA , "ECON" ) OR LIMIT-
TO ( SUBJAREA, "DECI" ) OR LIMIT-TO ( SUBJAREA, "BUSI" ) )
AND ( LIMIT-TO ( EXACTKEYWORD , "Augmented Reality" )
OR LIMIT-TO ( EXACTKEYWORD, "Augmented Reality (AR)" )
OR LIMIT-TO ( EXACTKEYWORD, "Virtual Reality" ) OR LIMIT-
TO ( EXACTKEYWORD, "Industry 4.0" ) ). As for the concept
of “Purchase decision”, we have limited the time range in
2000 - 2024 with the following 25 keywords to help us
narrow down the results from 6,298 documents to 1,870
documents:

Purchase Decision - Decision Making - Sales -
Consumer Behavior - Consumer Behavior - Buying
Decisions - Buying Decision - Purchase Intention - Buying
Behavior - Buying Decision Process - Behavioral Research
- Willingness To Pay - Buying Behavior - Consumer Buying
Decision - Purchasing Decisions - Buying - Questionnaire
Survey - Qualitative Research - Emotions - Decision-
making - Consumer Choice - Consumer Buying - Cognition
- Decision Process - Consumer Decision-making.

Table 2 . Showing the different results we got using the Scopus Database based on the different requests.

Scopus Request

Filters Number of documents

TITLE-ABS-KEY ( "VR" AND "purchase" )

TITLE-ABS-KEY ( "Virtual Reality" AND "Buying decision" )
TITLE-ABS-KEY ( "Virtual Reality" AND "Purchase decision" )

TITLE-ABS-KEY ( "Virtual Reality" AND "Purchase" )
TITLE-ABS-KEY ( "VR" AND "Purchase" )

TITLE-ABS-KEY ( "Augmented Reality" AND "Purchase" )

TITLE-ABS-KEY ( "AR" AND "Purchase" )
TITLE-ABS-KEY ( "AR" AND "Persuasion" )

TITLE-ABS-KEY ( "Augmented Reality" AND "Persuasion" )

TITLE-ABS-KEY ( "VR" AND "Persuasion" )
TITLE-ABS-KEY ( "Virtual Reality" AND "Persuasion" )
TITLE-ABS-KEY ( "Persuasion" )

164 Documents
11 Documents
49 Documents
536 Documents
164 Documents
298 Documents
254 Documents
12 Documents
25 Documents
28 Documents
88 Documents
16, 364 Documents

No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
No filters were applied
English Only
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Bibliometric Mapping

Citation, bibliography, and author keywords of 728
publications for “AR” and 25 publications for “AR AND
Persuasion” have been exported to VOSviewer (version 1.6.19
of VOSviewer).To use VOSviewer most optimally, the
following parameters have been exploited: Network
Visualization: By clicking on one concept, the sum of links with
other related concepts is shown.

- Overlay Visualization: When observing the transformation
(lack or increase of interest) of a given concept over the years.

- Density Visualization: With a color range from Green to
yellow for each point, as the number of elements near that
point increases and the number of neighboring elements
increases, the color of the point approaches yellow.

Co-Authorship and Co-Occurrence Analysis:

The bibliometric analysis we conducted included 3 sub-
sections (both for AR and purchase decision):

e Co-authorship for Authors.

e  Co-authorship for organizations.

e  Co-authorship for countries.

We have also opted for the visualization (VOSviewer)
method for co-occurrence by mapping out the keywords that

track the different fields related to our studied subjects
allowing us to get a global view.

Results & Discussion

As we previously pointed out, there is an obvious lack in
terms of scientific research when it comes to the link that there
might be between AR and persuasion. That being said, we
have decided to be creative and study both “AR” and
“Purchase decision” but separately.

When it comes to the leading countries, the United States
and the United Kingdom are present in all of the 3 areas, and
although the subject areas are not impacted by AR to the same
degree, it allows us to identify future research gaps allowing us
to understand whether the cultural dimension of each country
might play a role in how AR is perceived by customers.

As illustrated by the mapping in Figure 1, since 2022 AR has
noticeably reached out to a multitude of fields such as:
Consumption behavior, Internet gamification, simulation,
Blockchain, Architectural design, and customer experience.
But surprisingly, the scarcity in the links between AR and
persuasion is intriguing.

Table 3. Summary of bibliometric analysis results obtained by Scopus Database

Documents by Year

2015 2023

Augmented Reality 12 132

Persuasion 776 926
Augmented Reality & 4 3

Persuasion

Leading Countries
United-States

United Kingdom

United-States
United Kingdom

United Kingdom
United-States

Subject Areas

Business, Management and Accounting
(16,5 %)

Social Sciences (13,6 %)
Computer Science (12,6 %)
Decision Science (11,2 %)
Engineering (10,4 %)

Social Sciences (28,7%)

Arts and Humanities (15,1%)
Psychology (10,4%)

Business, Management and Accounting
(9,9 %)

Computer Science (9,6 %)
Computer Science (43,5 %)
Mathematics (15,2 %)

Social Sciences (13 %)

Arts and Humanities (6,5 %)
Business, Management & Accounting
(6,5 %)

India

Australia

Netherlands

Figure 1. Co-occurrence of both “AR” and “AR AND Persuasion” using VosViewer
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A. Most productive journals in Augmented Reality with their most cited article

Journal Total Cite Score The most cited article Times Publisher
Publication (2023) (reference) Cited
Personal And
N . . B GAN-based imbalanced data .
Ublgultt?us 358 5,8 e g o 2076 Springer Nature
Computing
Unusual purchasing behavior
Journal Of Retailing during the early stages of the
And Consumer 1444 17,6 COVID-19 pandemic: The 25401 Elsevier
Services stimulus-organism-response
approach
Green innovation and
. environmental performance:
Technological The role of green
Forecasting And 2560 18,3 . & . 46 925 Elsevier
N transformational leadership
Social Change
and green human resource
management
International Journal 0 Citations Optimization of deep learning Blue Eyes Intelligence
Of Recent - - _ ) . .
Tecihnolo And 175 2015 - using various optimizers, loss 0 Engineering and Sciences
4&’—. . through2018 functions and dropout Publication
Engineering
Sustainable Natural Resource UIKTEN - Assoc_|at|on for
Management to Ensure Information
TEM Journal 931 19 g. . 1772 Communication
S Strategic Environmental .
Technology Education
Development .
and Science
B. Top 10 most prolific authors in the Augmented Reality research area
Scopus Year of 1st Total . Times Current
e ST Author ID Publication  Publication il Cited affiliation eliia
Universitat der
y Rauschmabel, oo 007500 2014 56 31 4727 Bundeswehrtite, any
P.A. Miinchen,
Neubiberg
UNSW Business
2 Chylinski, M. 35726628700 2010 35 18 1,551 School, Australia
Kensington
University of
Sussex United
3 Keeling, D.I. 16682898400 1996 73 27 2,008 Business .
TN Kingdom
School,
Brighton
4  deRuyter,K. 7004664517 1992 200 67 16,183  Sing’s Business United
Ce BUVEET, X 4 School, London Kingdom
Universiteit
5 Heller, J. 57197766360 2018 22 13 905 Maastricht, Netherlands
Maastricht
Universiteit
6 Hilken, T. 57189321073 2016 18 12 965 Maastricht, Netherlands
Maastricht
InfoManchester
;  tomDieck 01475300 2016 36 23 2914  Metropolitan United
M.C. University, Kingdom
Manchester
Universiteit
8 Mahr, D. 36727950100 2010 57 27 3,514 Maastricht, Netherlands
Maastricht
National
Pingtung .
9 Huang, T.L. 56001266400 2007 21 12 927 University, Taiwan
Pingtung
10 Javornik,A. 55545446500 2012 22 14 975 University of United
=t Bristol, Bristol Kingdom
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Although Bibliometric analysis helps us build a panoramic
view on the progress of scientific research in a given field
(with the help of visualization software), it also allows us
to narrow down our focus to the most prolific journals.
This is particularly important for researchers to help them
discover the given theme by carefully choosing the articles
and the sources based on the appropriate journals

Similarly, to the “The most productive journals”, this
section allows the researchers to narrow down the list of
authors to which they can turn in order to get a better
understanding of the augmented reality subject. If the
analysis effort is pushed a little further, it could also be
considered as a promising research gap (when observing
the nationalities of the researchers) that might set the
ground for introducing answers to the following question:
“How does augmented reality look like from one country
to another?”

Augmented Reality has come in a lot of shapes and
forms over the years but one thing hasn't changed, and
that is its ability to make the purchase journey more
enjoyable and less passive for the customer, it is also an
opportunity for customers to participate in the making of
their own experience. Which brings us to a vital question:”
When does reality end and virtuality start?” This question
alone opens the door to new and exciting horizons where
we could dive deeper into the role played by immersive
technologies in general.

In a mediated environment, the virtual experience
theories presume that controlling content can trigger
mental imagery (Choi and Taylor 2014; Collins et al. 1988;
Li, Daugherty, and Biocca 2003). That is, two-way
communication and the engagement of the consumers
are a must for interactive technology to be applied in the
online environment (Domina, Lee, and MacGillivray 2012).

When consumers interact with the product in hand it
triggers them to recall every possibly stored information
about that product, which eventually has an impact on the
cognitive elaboration of information (Flavian, Gurrea, and
Orus 2017). In the context of online clothing product
reviews, virtual trying allows consumers to modify a
product image by placing it on their reflection.

This interactivity can trigger active cognitive activities
by helping them evaluate product information more
critically (Li, Daugherty, and Biocca 2003).

That being said, the goal of this research paper was to
help us gain consciousness of the evolution of AR in the
academic field by tracking 25 documents in persuasion
and 728 documents in AR. Although the final aim was to
find the link between the usage of AR technology and the
persuasion of customers, the noticeable lack of research
made us think more creatively by separating the two
keywords: AR and persuasion, which could only be
understood by fully grasping the customer journey with all
of its stages.

Although we tried our best to be as methodical as
possible, we must remain open to admitting that no
research is immune to its limitations. And we can identify
ours on two levels.
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e Limitations related to the bibliometric analysis itself:
Given the basis on which Scopus Database works
(mainly based on analyzing abstracts and keywords),
we know that it did not cover all the studies related
to Augmented Reality. Therefore, we remain
skeptical on the amount of information that might be
revealed if we proceed with other methods such as
Meta-analysis, or sociometric analysis.

e Limitations related to the chosen segments: We often
observed that most studies made on the impact of
Augmented Reality were done on tech-savvy
segments; those who already tolerate the
interference of technology in their lives. This means
they are more likely to “welcome AR with open arms”.
But how about a more challenging segment that isn't
necessarily happy with how “intrusive” technology
has become? Could there be hope to introduce the
usage of AR soon? This gives birth to a new research
qguestion that we will gladly discuss in our upcoming
papers: “Are all customers created equal?”.

e Limitations related to the research made in analyzing
the AR impact on the cognitive functions throughout
every step in the customer behavior. We made it our
aspiration to conduct such research as rigorously as
science allows it to be. While conducting a primary
literature review, we came across an interesting concept
of “Cognitive elaboration” which is defined as the
degree to which consumers think critically about, or
process, new information cognitively (Chow, W. C., and
Luk 2006).

Augmented reality has allowed us to see the world
differently. By adding a digital layer to reality, we have
now unlocked new ways to receive and process
information and consequently new paradigms for decision
making processes may present themselves. And although
the bibliometric analysis conducted has provided
promising research gaps that still need our attention (as
researchers) one can only wonder: “Are we on the edge of
discovering a customer whom we've never discovered
before?”
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ABSTRACT

Environmental accounting performs functions such as classifying, recording and reporting the environmental
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to the conceptual framework of environmental costs. The study is a theoretical study with this aspect. Firstly, a
literature review was carried out to realize the purpose of the study, then, the types of environmental costs were
explained and finally, the methods by which environmental activities and costs were recorded in the accounting
system were tried to be explained with examples. As a result of the study, it was determined that environmental
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Introduction

Along with increasing sensitivity to environmental
problems, the efforts of international organizations and
countries to contribute to the solution of problems have
directly affected businesses. One of the sources of
environmental problems is the production activities of
businesses. The elimination or prevention of environmental
pollution during production activities has become binding in
terms of laws, regulations and standards and enterprises. In
order to manage environmental costs effectively, it is first
necessary to identify them. Environmental accounting
detects and records environmental financial events and
provides information to relevant people when necessary.
The concept of environmental accounting became a current
issue in the mid-1990s and in 1996, by the releasing of
"14001 Environmental Standards", has been added to
agenda of the businesses. Businesses faced environmental
costs in three ways. The first one is prevention of adverse
impact to the environment before is occurs, the second is
minimizing the existing damage and the last one is
determinate the destruction and compensate the price of
this destruction. Environmental accounting is an important
tool for businesses to prevent environmental costs by
recording them and discharge their responsibility. In Turkey,
the accounting system records scheme is carried out by
Uniform Chart of Accounts (UCA). There is no separate
account belonging to environmental costs in the UCA.
Likewise, there is not any article directly related to
environmental costs in Turkey Accounting Standards /Turkey
Financial Reporting Standards TAS / TFRS set (Ulusan, H.,
2010, p:96).

The aim of the study is to explain how environmental
costs are recorded in the accounting system by the case
study method. To achieve the purpose of the study, a
literature review was made, and then the concepts of
environmental accounting and costs were explained. After
conceptual definitions, it is tried to explain how
environmental costs are accounted with examples in
accounting system.

Literature

Ergin and Okutmus (2007), explained the environmental
costs and environmental accounting theoretically in their
study, then explained how environmental costs will be
recorded in the accounting system and how they will be
included in the reports.

Altinbay (2007) described the reporting of environmental
costs with sample tables and reports after classifying
environmental costs.

Haftaci and Soylu (2008), after explaining the theoretical
structure of environmental costs in their study, they
classified environmental costs and then exemplified the
accounting and reporting of environmental costs in the
registry order.

Coskun and Karaca (2008), approached the
environmental costs in SMEs under three headings and made

suggestions after examining environmental costs of SMEs in
their study.

Ulusan (2010), examined items related to environmental
costs and borrowing in TAS / TFRS set and interpreted the
explanations in the relevant standards in terms of the
registration order.

Beller, Deran and Hatipoglu (2012), explained the
theoretical structure of environmental costs in their study,
they explained the accounting of environmental costs of a
cement factory with a case study.

Yildirim, Ercan and Calis (2013), explained the
environmental costs theoretically in their study and
explained the accounting of environmental costs with case
studies after classifying the environmental costs.

Ayan (2014), pointed out the connection between the
environmental management system and quality costs, and
noted the similarity in the sub-titles of quality costs and the
sub- titles of environmental costs.

Gonen and Guven (2014), exemplified the accounting
records of environmental costs of the ceramics factory in the
application section after making an assessment of
environmental accounting in terms of financial accounting
and cost accounting.

Icoz and Kilinc (2016), they referred to the studies related
to the environment in Turkey and in the world in their study,
then explained the classification, reporting, environmental
accounting standards and auditing of environmental costs in
a theoretical framework.

Environmental Accounting Concept

Accounting is a scientific discipline that records, classifies,
summarizes, interprets by analyzing the events expressed in
money that cause changes in the assets and resources of the
business and informs third parties when necessary (Conkar,
Ulusan & Ozturk,, 2006, p: 22). Environmental accounting,
also called green accounting, came to the agenda in the
sustainable development model and begin to take more part
in the literature after 1990. Environmental accounting is the
expertise accounting that reports, analyzes, summarizes and
classifies the events that can be expressed with the money
related to environmental issues, in order to fulfill the
obligations stipulated in the environmental legislation, and
informs the internal and external branches when necessary
(Ozbirecikli, M., 2000, p:17).

Environmental accounting can also be interpreted in
terms of interacting national income, financial accounting,
and cost accounting.

Environmental Accounting in Terms of National Income;
GNP, which is one of the macroeconomic indicators, is an
indicator of the welfare level of the society. Environmental
accounting contributes to the process by using physical or
monetary units to indicate the consumption of renewable
and non-renewable natural resources of countries. The
economic values of damages are tried to be calculated by
measuring the damages that businesses cause to natural
resources during their production activities. When evaluated
from this point of view, environmental accounting also
closely concerns all-natural resources belonging to the
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society, which is the subject of national income. The term

“natural resource accounting” has become a frequently used

term with the increase of environmental awareness (Cetin,

Ozcan & Yucel, 2004, p:65).

Environmental Accounting in Terms of Financial
Accounting; Environmental accounting and financial
accounting intersect on many issues. The first one is, which
activity will be recorded in which account or sub-account
when an environmental subject will be recorded. In addition,
if there are situations that are not shown in the records, how
they will be included in footnotes and reports are covered by
the subjects of financial accounting. Because all activities are
not shown on the balance sheet. Therefore, how to record
expenses, costs and environmental processes in which
accounts is also a common subject of environmental
accounting and financial accounting. In terms of financial
accounting, environmental accounting refers to the
preparation of information on environmental sourcing of
businesses and their environmental obligations and their
communication to third parties with related reports (Celik,
M., 2007, p: 156).

Environmental Accounting in Terms of Management
Accounting; Unlike the financial accounting, management
accounting differs according to the needs of each business.
In management accounting, managers make decisions based
on both actual and predicted data(Cetin, Ozcan & Yucel,
2004, p:65).Managers decide according to environmental
costs data and determine their future strategies. With this
aspect, management accounting and environmental
accounting are in interaction.

Environmental accounting and environmental problems
make a positive contribution to each other. These
contributions can be summarized as follows (Gonen &
Guven, 2014, p:67);

e Businesses who want to contribute to environmental
problems include environmental costs in their financial
structures by adding environmental costs and try to
manage these costs.

e All activities carried out become auditable by including
environmental problems and activities in the audit
reports.

e The presentation of business information and reports
contributes to the development of theoretical and
practical fields of environmental accounting.

e It contributes to the examination and inspection of
environmental activities.

e  Waste of natural resources will be minimized in the
future when companies determine that they can control
and manage environmental costs.

e Environmental costs that companies can manage are
made possible by environmental accounting. When
companies use this situation as an element of
advertisement, they set an example for other
companies.

Historical Stages In Environmental Accounting

In recent history, the first studies on environmental
accounting were made in the 1960s.Since the studies carried
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out in 1960 are handled at the macroeconomic level, the
social accounting aspect of environmental accounting has
gained importance. In 1968, the fact that environmental
damage should not be handled only at the macro level but
also in the micro level was brought to the agenda by 100
members. Environmental problems have been brought to
the agenda after the 1960s, and have been evaluated from
an economic perspective, socially and culturally, and have
become an international issue (Korukoglu, 2011, p: 87). By
the taking international dimension of environmental
problems, Norwegian Government led the works under the
name of "Natural Resource Accounting" in 1974.The
Environmental Protection Agency (EPA) started to prepare
environmental reports in 1980 and contributed to the
process. The reporting of environmental costs within the
accounting registry system took place towards the 1990s.In
the second half of the 1990s, the concept of green
accounting started to be used in addition to the concept of
environmental accounting. In many European countries,
environmental costs have begun to appear in reports and
records in addition to financial statements (lcoz & Kilinc,
2016, p:38).

The concept of environmental accounting entered the
literature towards the end of the 1990s.Environmental
accounting has been evaluated primarily in terms of
classification of environmental costs and their ability to be
loaded in the product cost in accordance with the principle of
social responsibility and materiality.With the “ISO 14001
Environmental Management System”, which was held in
1996 and revised in 2015, compliance of businesses with
environmental issues has become a required topic (Alagoz &
Irdiren, 2013). IASC (International Accounting Standards
Committee) took its rightful place in practice after defining
environmental costs in 1993.

Environmental Costs

Environmental costs include the cost of the steps which
are taken to manage the costs caused by environmental
objectives and needs in a responsible manner towards the
environment (Ulusan, H., 2010, p:91). In accordance with the
concept of materiality, which is one of the basic concepts of
accounting, the costs incurred in the operational process of
the enterprise should be separately included in the
accounting records (Altinbay, A., 2007, p: 8). The increasing
importance of environmental costs has made it necessary to
define costs first. Environmental costs are classified under
two main categories as social costs and private costs. Social
costs are the negative effects of businesses on society and
the environment. Social costs are divided into three as
prevention costs, usage costs and destruction costs. Private
costs are the costs that the enterprise is legally responsible
and affecting profit and loss at the end of the period. They
consists of four headings: Potential Hidden Costs, Conditional
Costs, Traditional Costs, Conditional Costs, and Image &
Relationship Costs (Ulusan, H., 2010, p: 91). Prevention costs
are the name given to the costs incurred by businesses to
prevent or reduce environmental costs before they occur.
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Environmental costs that can be included in the scope of

prevention costs are as follows:

e  Planning expenditures for environmental investments,

e Design expenses to produce harmless products to the
nature,

e  Environmental development expenditures,

e Training expenses for staff,

e |nvestments in emission measurement devices,

e High storage costs incurred for the storage of chemical
wastes harmful to the environment,

e  Facility costs which are constructed to control wastes by
treating them,

e  Expenditures made to add environmental costs to the
information system,

The second of environmental costs is usage costs. Usage
costs are the costs that arise from the consumption of public
environmental resources of the enterprises. It covers costs
such as air cost, land cost, oil, water, noise costs.

In order to calculate the damage costs caused by the
business due to environmental pollution, the economic
dimension of the damage must be determined by taking
measurements. Destruction costs consist of costs such as
penalties, compensations, warranty expenses, complaint
investigations, surety, environmental cleaning costs as well
as environmental, air, water, land, and noise costs (Beller,
Deran & Hatipoglu, 2012, p: 101). Destruction costs are the
costs imposed by the environmental damages and pollution
caused by the production activities of the enterprise
(Kirlioglu & Can, 2006, p:119).

Accounting Of Environmental Costs

In today's world, where the speed of circulation of capital
markets instruments of economic investments has
increased, investors have begun to question whether the
information in the financial statements is comparable and
transparent (Deniz & Cukaci, 2018, p:22). The standards
enacted to eliminate this difference between countries and
to provide unity of practice are the most important tool for
establishing a common language. Turkey also has not been
unconcerned to developments in the international arena by
introducing the TAS/TFRS set as the Turkish translation of IAS
/ IFRS set which has international qualification. The basis of
the registration scheme constitutes a uniform chart of
accounts in Turkey. Enterprises account their activities within
the framework of accounts in UCA. However, there is no
separate account group in UCA where environmental costs
will be recorded. Similarly, there is no section in the TAS /
TFRS set that directly describes the accounting and reporting
of environmental costs. However, the principles set out in
TAS / TFRS are considered sufficient for the accounting and
reporting of environmental costs and debts.

The activities and costs of businesses which are subject to
environmental accounting and must be accounted, can be
examined under 4 main headings (Ulusan, H., 2010p: 91):

e  Recording activities and costs related to stocks

e Recording the investments made to
environmental pollution

e  Recording operating expenses

prevent

e  Costsincurred

e The provisions of the regulations implemented in
Turkey; environmental costs take place in enterprises'
recording system as in the following manner.

e  Environmental costs can be recorded in the main
account in the relevant account group.

e Environmental costs can be recorded in the subaccount
of the relevant account.

e  Environmental costs can be recorded in off-balance
sheet accounts.

e  Environmental costs can be recorded in footnotes.

e  Environmental costs can be shown in the environmental
report.

Recording environmental costs in the main
account in the relevant account group;

Example 1: When purchasing the ABC product, the Entity
X incurred 20% of the cost of the goods in order to comply
with environmental standards (VAT is not considered)With
this registration method, the account left blank after the
account no. 153 in the inventory group no. 15 was used as
the "154 Environmental Goods" account and the
environmental costs were recorded.

Recording environmental costs in the subaccount
of the relevant accounts;

If the same registration were wanted to be made in sub-
accounts, the registration view would be as follows.

_/

153 Trade Goods Account XXX
153.03 Environmental Costs XXX
Related Payee Accounts XXX

/
The part of fixed asset investments related to
environmental costs can be shown in the subaccount of the
related fixed asset account.
Example 2: Entity X wanted to have a flue filter installed
in order to comply with environmental standards.

_/

253 Plant Machine and Device Account  xxx
253.02 Environmental Cots Account XXX
Related Payee Account xxx

/

There are also taxes that businesses must pay due to their
environmental activities. In UCA, environmentally paid taxes
can be accounted in 730 General Production expenses
account through auxiliary accounts.

Example 3: The environmental tax expense paid by Entity
X at the end of the period is 1% of the total tax amount.

- / -
730 General Production Expenses XXX
730.3.10 Expenditures on Environmental Act.
730.3.10.09 Environmental Taxes Ex. XXX
Related Receiver Account XXX

/

The fact that businesses produce products in accordance
with environmental standards will incur additional financial
costs. Since the additional costs incurred to protect the
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environment will increase the cost of the companies, the
competitiveness will be affected negatively. Businesses,
obviously, do not want to incur these costs. Businesses can
stand the costs that they have to stand to produce
environmentally friendly products in two situations; first,
they can take advantage of the government's incentives, the
other fact is informing consumers about environmental
activities is highlighting a distinctive feature. In this way, by
creating an awareness in the market, conscious consumers
can be attracted to the product and their market share can
be protected or increased. However, the second possibility is
an option that extends over the long term and depends on
consumers' reactions. As first, the opportunity for companies
to benefit from incentives can position them to produce
environmental products.

The costs incurred in the example above could be
covered by the "Environmental Incentive Fund", in this case,
the accounting could be recorded in the “Claims from 125
Environmental Incentive Funds” account instead of the “154
Environmental Goods” account.

Recording environmental costs in off-balance sheet
accounts;

Off-balance sheet accounts are accounts that do not cause
any changes in the asset and resource accounts owned by the
business, but that record the matters to be followed. Off-
balance sheet accounts can be used according to the needs of
the business. The additional cost of the flue filter which
enterprise has built to reduce or prevent harmful gases while
building the flue can be recorded in off-balance accounts due to
its environmental feature.

/
910 Environmental Tangible Fixed Assets Account. xx
911 Environmental Tangible Fixed Asset Reserve Account xx

[

Recording environmental costs in footnotes;

If environmental costs related to stocks cannot be follpwed
in the accounts, they can be included in the footnote of the
balance sheet (Haftaci & Soylu, 2008). Footnotes are

Footnote View of Entity X

information that ensures that the items of the balance sheet and
income statement are descriptive, complementary, and
understandable. This information has two functions, the first is
to clarify the issues mentioned in the various articles of the
directive. The second function is to clarify the issues that are
required to be clearly explained in the directive (Akdogan &

Tenker, 1992, p: 98). In accordance with the “Full Disclosure

Principle”, information on environmental costs can also be

shown in the footnote of the balance sheet for better

understanding.
Information contained in the balance sheet footnote
regarding the stocks can be summarized as follows;

e  Elementsincluded in the inventory cost

e  Except inventory costs, costs incurred by the company
within the scope of environmental costs, but not included
in the balance sheet accounts, eg fixed asset movements
(Footnote 18).

e  Legal disputes that the business will experience as a result
of non-compliance with environmental legislation and laws
are also included in the footnote of the balance sheet
(Footnote 22).

Environmental costs can be shown in the
environmental report;

e  Activities related to the environment, but which are not
meaningful to be shown in the footnotes of the balance
sheet and income statement can be published in the
annual reports. Information to be included in the reports
are as follows.

e  Manuals prepared for in-house use in order to prevent
environmental pollution.

e  Training documents and brochures for informing staff.

e  Activities to prevent environmental pollution and
measurement, test, environmental pollution control
reports of these activities.

e Environmental documents and certificates owned by the
business.

Documents describing the way of information obtained which

subject to environmental accounting and how the system

works.

17. inventory Valuation Methods
a) The method applied in the current period ............
b) The method applied in the previous period

the inventories

d) Environmental inventory costs *
18. Movement of tangible assets in the current period **

16. Information on subsidiaries and affiliates and subsidiaries owned by 10% or more of its capital.

c) Theincrease (+) or decrease (-) amount of the change in method in the current period caused by

22. Entering the debt obligation of the enterprise related to stocks ***

Kaynak: Haftaci& Soylu, 2008, Prepared Using Studies.
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2016 Sustainability Report of Enterprise X

Environmentally Sensitive Product

Among the products that use energy and water efficiently, XYZ has added a washing machine that works by consuming

at least 50% less water than the products in the current market and consumes 70% less energy than A +++ class.

Conclusion

In developing economic conditions, increased trade
between countries and regional diversity of investment
encouraged investors to question the financial statements
of companies. Due to this need, standards have been
implemented to ensure international comparability and
countries have chosen the way of integration with the
world by following the standards in the accounting
registry system. One of the legislative provisions and
standards put into practice is environmental regulations.
With the enforcement of environmental management
standards to be applied by businesses, companies have
started to record all their activities against the
environment in accordance with the social responsibility
principle of accounting. The fact that businesses record all
their activities against the environment brought the
concept of “Environmental Accounting” to the agenda. In
Turkey, there is not any specific account group
determined for environmental costs in "Uniform Chart of
Accounts" which is forming the basis of the registration
scheme. In the articles of TAS / TFRS standards, there is no
specific standard directly related to environmental costs
as well. According to the regulations in Turkey,
environmental costs shall be recorded in the accounting
records under the relevant accounts, auxiliary accounts,
footnotes, or annual reports and can be offered to third
parties.One of the most important functions of
environmental accounting is providing the business
management about the costs of their activities.
Determining  environmental costs also enables
management. Businesses can determine future strategies
based on their costs they will make to prevent or reduce
environmental costs.

Recording and measuring all costs through
environmental accounting will eliminate companies' bias
towards environmental costs. Even though all the efforts
for the environment are tried to be managed by the
legislation, it will be in the benefit of the whole society if
the businesses make this a business philosophy rather
than just seeing it as a legal obligation.

References

Akdogan, N., & Tenker, N. (1992). Finansal Tablolar Ve Mali
Analiz Teknikleri. Savas Yayinlari, S: 339.

Alagdz, A., & irdiren, D. (2013). Maliyet Muhasebesi Bakis Agisi
ile isletmelerde Cevre Maliyetleri Ve Yé&netimi. Sosyal
Ekonomik Arastirmalar Dergisi, 13(26), 424-449.

Altinbay, A. (2007). Cevresel Maliyetlerin Raporlanmasi.
Akademik Bakis Uluslararasi Hakemli Sosyal Bilimler E-
Dergisi, S, 11, 1-11.

Ayan, M., Cevre YoOnetim Sistemi Kapsaminda Kalite
Maliyetlerinin Cevresel Boyutu ve Cevrenin Korunmasina
Yonelik Onlemler. https://www.cekud.org.tr/wp-
content/uploads/isem- 2014-bildiri-kitapcik.pdf s:522-529

Beller, B., Deran, A., & Hatipoglu, A. G. (2012). Cevre
Maliyetlerinin Hesaplanmasi ve Muhasebelestiriimesi: Bir
Cimento Fabrikasinda Vaka Calismasi. Cag University Journal
of Social Sciences, 9(1).

Bulut Deniz, M., & Cukaci, Y. C. (2018). Mevcut Muhasebe
Uygulamalari Ve Muhasebe Standartlari Agisindan Onemlilik
Kavrami Ve Maddi Olmayan Duran Varliklarin Bu Baglamda
Degerlendirilmesi. Electronic Turkish Studies, 13(22).

Coskun, A., & Karaca, N. (2008). KOBI' lerde Cevresel Maliyetlerin
Siniflandiriimasina  Yénelik  bir  Oneri: Metal Isleme
Sektorinden Bir Uygulama. Ekoloji, 18(69), 59-65.

Cahs, Y. (2013). Cevresel Maliyetlerin Muhasebelestirilmesi.
Marmara Universitesi iktisadi ve idari Bilimler Dergisi, 34(1),
175-190.

Celik, M. (2007). Cevreye Duyarli Muhasebe. Muhasebe ve
Finansman Dergisi, (33), 151- 161.

Cetin, A. T., Ozcan, M., Yiicel, R. (2004). Cevre Muhasebesine
Genel Bakis. Selguk Universitesi iktisadi ve idari Bilimler
Fakdultesi Sosyal ve Ekonomik Arastirmalar Dergisi, 4, (7), 61-
76.

Conkar, K., Ulusan, H., & Oztiirk, M. (2006). Genel Muhasebe.
Nobel Yayinlari, istanbul.

Ergin, H., & Okutmus, E. (2007). Cevre Muhasebesi: Cevre
Maliyetleri ve Cevre Raporlamasi. Yénetim Bilimleri Dergisi,
5(1), 131-152.

Gonen, S., & Given, Z. (2014). Cevresel Maliyetlerin
Muhasebelestiriimesine Yonelik Bir Seramik Fabrikasinda
Uygulama. Journal of Accounting & Finance, (63).

Haftacl, V., & Soylu, K. (2008). Cevresel Bilgilerin Muhasebesi Ve
Raporlanmasi. Kocaeli Universitesi Sosyal Bilimler Enstitiisi
Dergisi (15) 2008 / 1: 92-113

ic6z, A., & Kiling, Y. (2016). Cevre Maliyetleri Muhasebesi Ve
Raporlanmasi. Journal of International Social Research,
9(42).

Kirlioglu, H., & Can, A. V. (2006). Cevresel Muhasebede
Kavramsal Tartismalarin Gelisimi ve Analizi. Muhasebe ve
Finansman Dergisi, (32).

Korukoglu, A. (2011). isletmelerde Cevre Muhasebesi: izmir li
Uygulamasi. Ege Academic Review, 11(1), 81-89.

Ozbirecikli, M. (2000). Cevre Muhasebesi Kavrami ve
Yonetsel Kararlara Katkilari. Muhasebe ve Finansman
Dergisi, 7, 15-21.

Ulusan, H. (2010). Turkiye Muhasebe-Finansal Raporlama
Standartlari'nin Cevresel Maliyet Ve Borglarin
Muhasebelestirilmesi Ve Raporlanmasi Agisindan

incelenmesi. Sosyal Ekonomik Arastirmalar Dergisi, 10 (19),
75-99

59



5
#CUSOSK

| cusos.cumhuriyet.edu.tr |

International Journal of Current Social Science, 2(2): 60-68, 2023

International Journal of Current Social Science

Founded: 2022 Available online Publisher: Sivas Cumhuriyet Universitesi

Digital Banking During the COVID-19 Era in Turkiye

Ahmet Biinyan Oguz 22*, Yesim Pinar Soykut Sarica 2°

'PhD Student, Isik University
2Isik University, Faculty of Economics Administrative and Social Sciences, Department of Management

*Corresponding author

Research Article

History

Received: 19/09/2023
Accepted: 12/12/2023

ABSTRACT

The COVID-19 pandemic, which began in early 2020 in Wuhan, China. and spread around the world, created a
serious impact on the personal and business life foru all. While individuals tried to protect themselves from the
pandemic and continue their lives, businesses also tried to cope with the change in individual consumer
behaviour. This study analyses the digital banking usage trends in Turkiye, focusing on the COVID-19 pandemic
period, between January 2020 and June 2022, under the precautions imposed by the government, such as lock-
downs, curfews, and public access limitations on businesses, using available quarterly transaction and usage data
on virtual credit cards, mail order and phone payments, contactless cards, domestic credit cards, number of
credit and bank cards, digital banking, internet banking, and mobile banking. Research findings suggest that while
internet and digital banking usage increased, significant changes have been observed in contactless card, virtual
credit card transactions, indicating a shift in user preference in banking during the pandemic period, either
voluntarily or with the effects of the restrictions and intention to realize their transactions distancing themselves
from the crowds.
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2020 yilinin baslarinda Cin'in Wuhan kentinde ortaya ¢ikarak tiim diinyaya yayilan Covid-19 pandemisi, herkesin
ozel ve is hayatini ciddi sekilde etkiledi. Bireyler kendilerini pandemiden koruyarak yasamlarina devam etmeye
calisirken, isletmeler bireysel tiiketici davraniglarindaki degisime ayak uydurmaya galisti. Bu galisma, Turkiye'deki
dijital bankacilik kullanim egilimlerini, Ocak 2020 ile Haziran 2022 arasindaki Covid-19 pandemisi dénemine
odaklanarak, devletin uyguladigi sokaga ¢ikma kisitlamalari, sokaga ¢ikma yasaklari ve isletmelere toplu erigim
kisitlamalari gibi nlemler kapsaminda sanal kredi kartlari, mail order ve telefon 6demeleri, temassiz kartlar, yerli
kredi ve banka karti adetleri, dijital bankacilik, internet bankaciligi ve mobil bankacilik ile ilgili Gg aylik islem ve
kullanimi i¢in mevcut verileri kullanarak analiz etmektedir. Arastirma bulgulari, internet ve dijital bankacilik
kullanimi artarken, temassiz kart, sanal kredi karti islemlerinde 6nemli degisiklikler gozlemlendigini ve pandemi
doneminde ister gonulli olarak ister kisitlamalarin etkisiyle ve gerceklestirme niyetiyle bankacilikta kullanici
tercihinde bir kaymaya isaret ettigini gosteriyor.
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Introduction

lliness has been associated with life and humanity has
been haunted by disease and endeavoured to fight with it the
best way available since the early recorded history. Man
considered epidemics as divine punishments on humanity
and could be avoided by pleasing the gods (Rosen, 2015).

The COVID-19 pandemic was a turning point for the world,
creating a disruptive change in our social, political, and
economic lives for good. Non-essential businesses,
restaurants, shopping centres, schools were closed. National
and international travel restrictions were imposed, borders
among countries were closed.All these actions were taken to
control the spread of the virus and the pandemic worldwide.
Technology, once again, was available for the help of the
humankind to ease the burden of restrictions in place. The fear
of the pandemic caused people to stay indoors and limit their
interaction with other people and change the way of doing
business.

Rapid technological advances, especially the Internet, have
reshaped all aspects of our lives from the way we
communicate to the way we do business, in the past several
years. One thing led to another and we were amazed with the
new products, concepts and services which not only affected
individuals but businesses as well. While businesses could
provide an online shopping experience, banks did not stay
indifferent to the technological advances and introduced
banking services through the Internet such as the internet and
telephone banking, which enable the banks to provide
continuous service for all banking products and services such
as; opening bank accounts, current and saving account
transactions, carrying out investments, bill payments,
managing loans, making both domestic and international
transfers without the need of a visit to a bank branch.

The purpose of this study is to look into the changes in
consumer usage of digital banking products during and
shortly after the Covid-19 pandemic, focusing on the
quarterly change in selective digital banking products.

Literature Review

Digital Banking a Background

The traditional Banking landscape, once dominated by
imposing marble halls and rigid schedules, is undergoing a
seismic shift. This transformation, aptly described as a “digital
disruption” by Vives (2019), stems not from a singular event
but a potent confluence of forces. Technological
advncements, particularly the rise of smartphones
andsecure online platforms, have provided the tools for a
more accessible and mobile financial experience.
Simultaneously, shifting consumer preferences fueled by a
relentless desire for convenience and instant gratification
have demanded a change. This demand is further amplified
by an evolving regulatory landscape and intensifying
competition within the Banking industry itself, where players
are actively pursuing operational efficiency anda competitive
edge (Laukkanen,y 2007; Grabner-Krauter & Faullant, 2008)

Technological progress, eviilving Customer expectations,
and industry pressures has ignited a digital revlution in the

financial sector. The physical constraints of brick-and-mortar
branches and restrictive operating hours are dissolving,
replaced by a ubiquitous and personalized digital Banking
ecosystem. Banking industry went through serious changes
since the invention of first Automated Teller Machine (ATM)
in mid 1970s by Citibank in United States of America (Sarel &
Marmorstein, 2003). From contactless payments and mobile
Banking applications to Artificial Intelligence (Al) powered
financial assistants, the once opaque world of finance has
become instantly responsive, readily accessible, and tailored
to individual needs. This digital transformation
revolutionized how we interact with money and execute
financial transactions (Huang & Rust, 2018).

Rapid development of new technologies such as the
internet, smartphones, tablets; technology companies
increasing their activities for financial services through
innovation, competition or collaboration with financial
institutions other than banks are forcing banks to evaluate
the way they operate. The expectations from customers who
are different from the customers 10 years ago and use the
internet, heavily rely on smartphones and wearables to make
the best use of popular content (Dasho, Meka, Baholli, 2016).
Today banks feel the pressure to consider digital banking part
of their strategy instead of another distribution channel.

COVID-19 Pandemic around the world and in
Turkiye

Severe acute respiratory syndrome coronavirus-2 (SARS-
Cov-2 / Covid-19) was discovered in Wuhan city in Chinaon 12,
December 2019 (Zhou et al., 2020). World Health Organization
(WHO) declared a Public Health Emergency of International
Concern on January 30, 2020 and as pandemic on March 11,
2020 (WHO, Coronavirus disease pandemic, 2023). The Covid-
19 pandemic spread all over the world infecting 756,581,850
people and causing 6,844,267 deaths globally as of February
21, 2023 (Who Coronavirus Dashboard, 2023).

In Tarkiye, Ministry of Health announced the observation
of the first Covid-19 case on March 10, 2020 implementing
rapid measures for public health such as the temporary closure
of schools and providing education through the internet or
television as “emergency distance learning, postponing
football games. In addition to these Turkish government also
limited flights as well as issuing support packages with tax
liabilities, financial loan supports to decrease the economic
effects of the pandemic, and closure of mosques for daily
prayers implementing a “new normal” for the individuals and
businesses in the country (Bekgi, Kdse and Aksoy, 2020; Yaylak,
2022) as well as putting the hospitality sector on a halt.

The first death from Covid-19 in Tiirkiye was observed on
March 17, 2020 and restrictions for individuals over 65 years
old with chronic diseases such as hypertension, diabetes,
chronic respiratory diseases and cancer who were considered
to be under high risk. The curfew restrictions for 20 years,
implemented on April 3, 2020 were extended for individuals
below the age of 18 years. Further curfews were imposed in 30
metropolitan municipalities and Zonguldak starting from April
11, 2020 until 5th June 2020 (Soylu, 2020). Initial steps for
normalisation were taken at the beginning of June 2020.
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Countries have adopted varying strategies to combat the
pandemic. Nevertheless, numerous industries, including
hotels, restaurants, and travel, have been adversely
impacted due to the shifting consumer behavior prompted
by global restrictions. Research suggests that individuals
changed their consumption habits and an increase in card
spending in the early days of Covid-19 has been observed
with the stockpiling of priority goods for households and a
substantial decrease mainly in travel, entertainment and
restaurant spending, however a relative increase in grocery
spending (Baker, bloom and et al., 2020). Chen, Qjan and
Wen (2020) observed a similar trend in China with a severe
decrease in dining, entertainment and travel spending by
individuals. In Taiwan, Chang and Meyerhoefer (2020)
observed an increase in the number of cases that led to an
increase in online shopping services in Taiwan.
Chronopoulos, Lukas and Wilson (2020) suggest that a strong
increase in grocery spending “consistent with panic buying”
was observed in the United Kingdom.

Methodology

Although there are several definitions of digital bankings
in the literature such as internet banking, mobile banking
etc., for the purpose of this study scope of digital banking
covered includes the following:

1. Internet Banking: customers can carry out their banking
transactions via the internet (Martins, Oliveira, Popovic,
2014) using computers or tablets.

2. Mobile/phone banking: Mobile banking is a service or
product offered by financial institutions that makes use
of portable devices (Tam and Oliveira, 2017) such as
mobile phones, smart phones or tablets. Telephone
banking allows customer transactions to be processed via
telephones (Mbama, Ezepue, Alboul and Beer, 2018)
using their phone keypads.

3. Automated Teller Machines (ATM); customers can realize
cash withdrawals, deposit cash, balance inquiries, bill
payments, and other financial and non-financial
transactions without getting in touch with a bank
employee (Sardana and Singhania, 2018).

4. Point of Sale (PoS) machines; businesses use to process
credit card & bank card payments made by their
customers.

5. Virtual cards; are credit cards without a physical form
linked to users’ ordinary cards which they can cancel or
change their spending limit on anytime through their
banking application. The main difference of the virtual
cards is the high-level of security provided to the
customer, since they can change the number and limit of
the card depending on their usage needs or cancel
anytime in case they are suspicious of fraud, without
affecting the original card.

6. Mail order: customers can make payments for their
purchases of goods and/or services without visiting the
sellers’ premises, with an instruction sent by mail, post,
telephone or fax providing the required information to
the seller or the service provider (YKB, 2023), using their
credit cards.

62

7. Credit and Bank Cards (plastic cards); they are issued by
banks for their customers to simplify the payment
processes at PoS providing easy access to credit for the
purchase and realizing various pre-defined financial
transactions (Sardana and Singhania, 2018).

8. Contactless cards; contactless cards (tap and go) are
actually a feature provided for credit and bank cards
enabling them to be used for purchases at PoS by just
touching the physical card to the PoS, without the need
to enter the user pin and make the payment. They usually
have pre-defined limits per transaction for security
reasons. They were introduced in Tirkiye and Europe as
well in 2006 through an agreement made between
Garanti BBVA and Mastercard to encourage users to use
their Bonus credit cards for small payments, under a
feature they named Trink” (Garanti BBVA, 2006).

Data are gathered under the following headings:

a. Number and amount of Virtual PoS (Point of Sales) —
(Virtual credit card) transactions which cover online
credit card and mail order transactions without the need
for physical POS machines used by Internet retailers or
business owners.

b. Mail order transactions (Credit Cards, Bank Cards and
prepaid cards)

c. Number of contactless card transactions and usage
amount in Turkish Lira (TL)

d. Number of domestic bank cards and amount of
transactions (cash withdrawal and spending) in TL

e. Number of domestic credit cards and amount of
transactions (cash withdrawal and spending)

f. Number of credit cards, bank cards, PoS machines and
Automated Teller Machines

g. Digital banking transactions — Internet, mobile banking
users

h. Internet banking usage data

i. Mobile banking usage data
Data for items 7-9 are derived from the website of The

Banks Association of Tirkiye, established in 1958 under the

Banks Act. Some of the data were available on a monthly

basis while some others on a quarterly basis. Data for items

1-6 are compiled from the Interbank Card Center (ICC), which

is a partnership of 13 public and private Turkish banks,

established in 1990 “for the purpose of providing solutions to
the common problems and developing the rules and
standards of credit and debit cards in Turkiye, within the card

payment system (BKM, 2023).

In order to create unity in the presentation and
interpretation, all data is put in a quarterly format. Months
representing quarters are as follows:

e Ql-January, February, March

e Q2-April, May, June

Q3 —July, August, September
Q4 — October, November, December

Every quarter abbreviation is followed by the year such

as “Q1-2019, Q4-2021" representing the year to which the

quarter belongs. Quarterly changes with respect to previous
quarters and years are calculated and presented in the
findings.
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Findings

Virtual credit card transactions

The number of transactions realised by virtual credit
cards increased from 176,555,913 to 463,580,697
representing a 162.57% increase from Q1-2020 to Q2-
2022. During the same period the number of transactions
increased from 53,528 million TL to 232,494 with a
342.61% increase.

While the number of transactions presented a
continuous increase on a quarterly basis with the highest
increases observed in Q4-2021, Q4-2020 and Q3-2020
followed by Q2-2021 as 22.40%, 19.21%, 18.26% and
17.96% respectively. The lowest quarterly changes are
observed in Q1-2022, Q3-2022, Q1-2021 and Q2-2020 as
0.36%, 3.04%, 4.53% and 7.97% respectively. Only a
decrease on a quarterly basis is observed in Q1-2020 with
respect to Q4-2019 (Table 1).

The number of mail order/phone payment
transactions realised during the research period

Table 1: Virtual Card Transactions

fluctuated significantly. The highest quarterly increase
was observed in Q3-2020 (14.80%), while the highest
decreases were observed in Q2-2020 (11.96%), Q3-2021
(10.31%) and in Q1-2022 (7.35%). Although the number of
transactions fluctuated, the number of transactions
increased on a quarterly basis, during the research period
except Q2-2020 in which a negative value is observed (-
9.85%). The highest quarterly increase observed in Q3-
2022 (40.34%), Q4-2021 (25.31%) Q3-2020 (24.96%) and
Q3-2021 (18.32%). While the number of transactions of
the number of mail order/phone payment transactions
increased 3.74% and the amount of transactions 168.61%
on annual basis from the end of Q4-2019 until Q2-2022
(Table 2).

The number and amount of mail order/phone
payment transactions increased 3.74% and 168.61%
respectively, from Q1-2020 and Q2-2022, presenting a
significant increase in the transaction amount, although
the number of transactions did not increase significantly.

Period Quantity Quarterly Change in quantity % A.m.ount Quarterly Change in amount %
(million TL)

Q4-2019 176,555,913 52,528

Q1 - 2020 173,999,121 -1.45 51,312 -2.32
Q2 - 2020 187,873,124 7.97 55,297 7.77
Q3-2020 222,186,362 18.26 72,277 30.71
Q4 -2020 264,871,798 19.21 81,465 12.71
Q1-2021 276,864,291 4.53 85,838 5.37
Q2-2021 326,582,217 17.96 102,367 19.26
Q3-2021 336,519,672 3.04 116,597 13.90
Q4 - 2021 411,910,896 22.40 149,526 28.24
Q1-2022 413,413,900 0.36 169,014 13.03
Q2 -2022 463,580,697 12.13 232,494 37.56

Source: Derived from the Banks of Tirkiye Association (BTA, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=luly,

August, September; Q4=0ctober, November, December)
Mail order and phone payments

Table 2: Mail Order/Phone Payments

Quarterly Change in

Amount (Million

Period Quantity TETTRER TL) Quarterly Change in amount %

Q4-2019 40,636,528 24,020

Q1-2020 40,078,662 -1.37 24,004 -0.07
Q2-2020 35,287,102 -11.96 21,640 -9.85
Q3-2020 40,508,994 14.80 27,042 24.96
Q4 -2020 40,438,013 -0.18 28,088 3.87
Q1-2021 41,311,759 2.16 28,502 1.47
Q2-2021 40,950,163 -0.88 30,423 6.74
Q3-2021 45,172,823 -10.31 35,997 18.32
Q4-2021 46,796,520 3.59 45,108 25.31
Q1-2022 43,355,439 -7.35 45,974 1.92
Q2-2022 42,155,978 -2.77 64,520 40.34

Source: Derived from the Banks of Turkiye Association (BTA, 2023). (Ql=January, February, March; Q2=April, May, June; Q3=July,

August, September; Q4=0ctober, November, December)
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Contactless Card Transactions

Contactless card users realize payments of their purchases
with the touch of their cards to the PoS machines thus they do
not need to enter their PIN (Personal Identification Number)
minimizing physical contact. The total number of contactless
credit cards, bank cards, number of contactless card
transactions and Turkish Lira amount of total contactless card
usage increased 66.59%, 196.77%, 809.74 and 3,322.60%
respectively from Q4-2019 to Q2-2022. The increase in the
number of contactless card transactions (809.74%) and Turkish
Lira amount processed (3,322.60%) are significant indicators
for the usage preference shift towards contactless card usage
(Table 3).

The number of domestic shopping transactions with bank
cards decreased in the first two quarters of the research period
as -3.44% (Q1-2020) and -16.12% (Q2-2020), may be due to
the pandemic restrictions such as working from home and
curfews executed. The amount of transactions showed limited
increases during this time. It can be argued that the reason for
the decrease in the number of transactions and a minor

increase in the amount of bank card usage for shopping can be
linked to the pandemic restrictions such as working from
home, curfews, the closure of shopping malls etc. Following
the decreases in Q4-2020 (5.52%) and Q1-2021 (1.77%) in
shopping transactions and -2.32% and -1.03% in the number
of shopping transactions, respectively, quarterly increases are
observed in both variables, in line with the easing of the
pandemic restrictions. The number of cash withdrawals
decreased by 10.67% (Q1-2020) and 23.79% (Q2-2020) while
the withdrawal amount increased 1.63% in Q1-2020 and
decreased by 0.13% in Q2-2020. For the rest of the research
period, quarterly changes in the number of cash withdrawals
generally presented a parallel tendency. Between Q4-2019
and Q2-2022, the number of shopping transactions and the
amount increased 113.40% and 336.27% respectively. During
the same period, the number of cash withdrawal transactions
decreased by1.85% while the amount of transactions
increased by 68.01%. It can be argued that this was due to the
tendency to avoid repeated visits to ATM locations and
increase the amount of withdrawal per visit (Table 4).

Table 3: Number of contactless cards (Credit Cards, Bank Cards and prepaid card) and contactless PoS machines

Total Qeurlayrt Total Quarterl Number of Quarterl cC;r;tsa:;Iae;: e
Period Contactless Contactless yChange contactlesscard yChange o
Credit Cards Ch:—zng Bank Cards % transactions % a'm.ount Change %
e% (million TL)
Q4-2019 109,520,553 52,680,515 185,640,018 6,496
Q1l-2020 117,162,603 6.98 57,702,065 9.53 230,058,564 23.93 9,181 41.33
Q2 -2020 120,570,542 291 63,676,225 10.35 332,797,881 44.66 20,860 127.21
Q3-2020 125,890,257 441 71,169,685 11.77 554,900,448 66.74 34,483 65.31
Q4 -2020 134,342,964 6.71 83,990,870 18.01 608,813,726 9.72 40,358 17.04
Q1-2021 140,875,026 4.86 94,057,107 11.98 663,159,584 8.93 45,926 13.80
Q2-2021 148,075,911 5.11 102,819,700 9.32 805,964,336 21.53 59,912 30.45
Q3-2021 154,284,864 4.19 114,523,174 11.38 1,087,584,582 34.94 85,520 42.74
Q4 -2021 160,716,504 4.17 130,440,593 13.90 1,177,028,494 8.22 98,270 1491
Q1-2022 170,043,277 5.80 143,901,928 10.32 1,267,413,205 7.68 129,196 31.47
Q2 -2022 182,446,632 7.29 156,342,134 8.64 1,688,848,162 33.25 222,332 72.09

Source: Derived from the Banks of Turkiye Association (BTA, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=luly,

August, September; Q4=0ctober, November, December)

Domestic bank card transactions

Table 4: Number of domestic bank cards and amount of transactions (shopping and cash withdrawal)

Shopping Cash Withdrawals
Amount of Amount of Quarterl
Porod e toms  Changesk RIS atons Changesy transactons yChange

(TL milyon) (TL milyon) %
Q4-2019 605,541,425 37,729 377,057,599 217,945
Ql- 2020 584,703,890 -3.44 38,001 0.72 336,838,689 -10.67 214,388 1.63
Q2 -2020 490,427,641 -16.12 39,172 3.08 256,694,478 -23.79 214,110 -0.13
Q3-2020 680,443,429 38.74 54,552 39.26 324,851,887 26.55 255,165 19.17
Q4 -2020 642,879,778 -5.52 53,287 -2.32 294,880,204 -9.23 234,408 -8.13
Ql-2021 631,530,094 -1.77 52,740 -1.03 274,448,392 -6.93 226,841 -3.23
Q2-2021 740,396,582 17.24 64,497 22.29 291,735,947 6.30 247,314 9.03
Q3-2021 936,174,210 26.44 84,760 31.42 332,593,010 14.00 286,013 15.65
Q4 -2021 1,027,259,465 9.73 95,619 12.81 333,908,729 0.40 279,520 -2.27
Ql-2022 1,061,021,715 3.29 114,984 20.25 321,512,031 -3.71 297,780 6.53
Q2 -2022 1,292,246,995 21.79 164,601 43.15 370,085,204 15.11 366,172 22.97

Source: Derived from the Banks of Turkiye Association (BTA, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=July,

August, September; Q4=0October, November, December)
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Domestic credit card transactions
Shopping transactions with credit cards decreased both in
number and amount in Q1-1020 and Q2-2020. While the
number of transactions decreased by 3.01% (Q1-2020)
and 19.12% (Q2-2020). A decrease in the amount of
transactions was also observed as -2.69% and -8.46%. For
the rest of the research period both variables generally
presented an increase on a quarterly basis. Cash
withdrawal numbers decreased by 2.14% and 29.65%
while change in the amount was observed as 1.60% and
23.18% in the same period. For the rest of the research
period, both number and amount of cash withdrawals
increased on a quarterly basis. The number and amount
of shopping transactions increased by 48.63% and
191.72% in Q1-2019. Similarly number and amount of
cash withdrawals increased by 68.41% and 178.11,
respectively. Both shopping and cash withdrawal values

presented negative or very low increase figures for the
first two quarters of the pandemic, which can be caused
by the pandemic restrictions (Table 5).

Number of credit cards, bank cards, PoS
machines and automated teller machines (ATM)

The number of credit cards and bank cards presented
steady, though small, quarterly increases during the
research period. The only quarterly negative change
observed in Q1-2021 in bank cards was -1.45%. slight
quarterly decreases have been observed in the number of
PoS machines in Q1-2020 (1.32%), Q4-2020 (0.78%) and
Q1-2022 (0.93%). During the research period, the number
of credit cards, ATM cards and PoS machines increased
29.84%, 18.87% and 10.02% respectively, while the
number of ATMs decreased by 1.41% (Table 6).

Table 5: Number of domestic credit card transaction and amount of transactions (cash withdrawal and spending)

Shopping Cash withdrawal

Quarter Quar

Amount of Number of Amount of
. Number of ly . Quarterly . Quarterly . terly

Period . transactions transaction transactions
transactions Change (TL milyon) Change % s Change % (TRL million) Chan
% ge %

Q4 -2019 1,107,724,879 220,785 27,218,291 23,758

Q1-2020 1,074,369,726 -3.01 214,849 -2.69 26,636,609 -2.14 24,139 1.60
Q2 - 2020 868,998,414 -19.12 196,676 -8.46 18,739,536 -29.65 18,543 23j 18
Q3-2020 1,138,515,778 31.01 260,085 32.24 26,523,600 41.54 25,089 35.30
Q4-2020 1,129,386,103 -0.80 267,311 2.78 30,238,620 14.01 28,731 14.52
Q1-2021 1,116,234,801 -1.16 272,356 1.89 32,569,852 7.71 32,118 11.79
Q2-2021 1,206,353,946 8.07 303,272 11.35 32,652,198 0.25 32,949 2.59
Q3-2021 1,430,261,948 18.56 368,690 21.57 36,916,311 13.06 38,162 15.82
Q4-2021 1,456,813,050 1.86 427,665 16.00 39,552,719 7.14 47,165 23.59
Q1-2022 1,447,714,938 -0.62 479,203 12.05 41,317,185 4.46 50,663 7.42
Q2-2022 1,646,376,488 13.72 644,065 34.40 45,839,569 10.95 66,074 30.42

Source: Derived from The Banks of Turkiye Association (BTA, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=July,
August, September; Q4=0ctober, November, December)

Table 6: Number of total credit cards, bank cards, PoS machines and automated teller machines

Quart Quart Quart Quart
Period Number of erly Number of erly Number of PoS erly Number of ATM erly
creditcards Chan  bank cards Chan  machines Chan  machines Chan
ge % ge % ge % ge %
Q4-2019 208,265,484 394,109,564 4,903,640 158,495
Q1-2020 211,460,175 1.53 400,895,038 1.72 4,839,084 -1.32 159,760 0.80
Q2-2020 214,461,883 1.42 411,321,919 2.60 4,890,546 1.06 159,487 -0.17
Q3-2020 218,802,518 2.02 419,645,779 2.02 4,999,074 2.22 159,258 -0.14
Q4-2020 225,754,586 3.18 430,244,065 2.53 5,038,436 0.79 158,803 -0.29
Q1-2021 231,758,088 2.66 424,000,303 -1.45 5,114,037 1.50 157,334 -0.93
Q2-2021 237,511,653 2.48 424,140,991 0.03 5,207,218 1.82 156,512 -0.52
Q3-2021 243,586,054 2.56 432,193,263 1.90 5,342,157 2.59 156,334 -0.11
Q4-2021 249,956,511 2.62 446,161,115 3.23 5,300,341 -0.78 156,668 0.21
Q1-2022 261,224,698 4.51 456,668,892 2.36 5,251,142 -0.93 156,374 -0.19
Q2-2022 270,414,543 3.52 468,461,538 2.58 5,394,784 2.74 156,264 -0.07

Source: Derived from the Banks of Turkiye Association (BTA, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=luly,
August, September; Q4=0ctober, November, December)
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Digital banking usage - Internet, mobile banking users

Table 7: Number of active customers in digital banking. All figures are in 000s.

Number of Number of Both
Quarterly . Quarterly Internet Quarterly Quarterly
. Internet mobile .
Period T change el change  and mobile  change Total change
(%) (%) banking (%) (%)
users only users only
users
Q4 - 2019 3,215 40,300 7,499 51,014
Q1 - 2020 3,154 -1.90 43,061 6.85 7,766 3.56 53,981 5.82
Q2 - 2020 2,898 -8.12 47,145 9.48 9,032 16.30 59,076 9.44
Q3 - 2020 2,686 -7.32 49,281 4.53 8,072 -10.63 60,038 1.63
Q4 - 2020 2,493 -7.19 51,753 5.02 8,581 6.31 62,827 4.65
Q1 -2021 2,455 -1.52 54,395 5.11 8,637 0.65 65,487 4.23
Q2 - 2021 2,300 -6.31 57,235 5.22 8,177 -5.33 67,712 3.40
Q3 - 2021 2,143 -6.83 60,235 5.24 7,952 -2.75 70,330 3.87
Q4 - 2021 2,116 -1.26 63,995 6.24 8,409 5.75 74,520 5.96
Q1 - 2022 2,008 -5.10 67,425 5.36 7,929 -5.71 77,362 3.81
Q2 - 2022 1,885 -6.13 71,638 6.25 7,811 -1.49 81,334 5.13
Q3 - 2022 2,219 17.72 75,929 5.99 8,568 9.69 86,716 6.62

Source: Derived from the Banks Association of Tlrkiye (BAT, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=July,

August, September; Q4=0ctober, November, December)

Table 8: Number of retail internet banking users, financial and non-financial transactions realised on Internet banking.

All figures are in 000s

Retail
. Internet Quarterly Financial Quarterly Non-financial Quarterly
Period . . .
banking change (%) Transactions change (%) transactions change (%)
users
Q4 - 2019 10,714 74,188 3288
Q1 - 2020 10,920 1.92 68,424 -7.77 2989 -9.09
Q2 - 2020 11,930 9.25 67,265 -1.69 4058 35.76
Q3 - 2020 10,758 -9.82 69,268 2.98 3490 -14.00
Q4 - 2020 11,074 2.94 73,988 6.81 2644 -24.24
Q1 - 2021 11,092 0.16 72,924 -1.44 2656 0.45
Q2 - 2021 10,476 -5.55 63,495 -12.93 2565 -3.43
Q3 - 2021 10,095 -3.64 58,391 -8.04 2529 -1.40
Q4 - 2021 10,525 4.26 66,391 13.70 2647 4.67
Q1 - 2022 9,937 -5.59 60,475 -8.91 2350 -11.22
Q2 - 2022 9,696 -2.43 62,317 3.05 2283 -2.85
Q3 - 2022 10,787 11.25 64,763 3.93 2164 -5.21

Source: Derived from the Banks Association of Tirkiye (BAT, 2023) (Ql=January, February, March; Q2=April, May, June; Q3=luly,

August, September; Q4=0ctober, November, December)

The number of individuals who were using Internet
banking only, presented continuous quarterly decreases
from Q1-2020 to Q3-2022 reaching 30.98% for the entire
research period. While individuals who prefer using only
mobile banking presented a continuous steady quarterly
increase with an 88.41% change, the number of
individuals using both the Internet and mobile banking
increased by 14.26%. total number of individuals using
digital banking increased 69.98%during the research
period. Research findings strongly suggest that individual
digital banking usage significantly increased also
confirming a preference for Internet banking to mobile
banking usage (Table 7).
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Internet banking usage data

The number of individual Internet banking users
increased only 0.60% presenting a fluctuating trend
throughout the research period.The number of financial
and non-financial transactions also varied between
negative and positive figures on a quarterly basis, showing
a 12.70% and 34.18% decrease, respectively, for the
research period. Although there is a slight increase in the
number of users, a substantial decrease can be observed
between Q1-2020 and Q3-2022 (Table 8).
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Table 9: Number of active mobile banking customers, financial and non-financial transactions realised through mobile

banking.
Number of . . . .

. . . Quarterly Non-financial Quarterly Financial Quarterly

aeted sl I change (%) transactions change (%) Transactions change (%)

banking users ge 1% Be 1% Be 1%

Q4 -2019 47,799 27,787 531,244

Q1 - 2020 50,827 6.33 30,900 11.20 551,908 3.89
Q2 - 2020 56,177 10.53 46,380 50.10 596,530 8.09
Q3 - 2020 57,353 2.09 41,904 -9.65 713,741 19.65
Q4 - 2020 60,334 5.20 46,445 10.84 822,402 15.22
Ql-2021 63,032 4.47 43,339 -6.69 921,461 12.05
Q2 - 2021 65,411 3.77 44,192 1.97 952,343 3.35
Q3 -2021 68,187 4.24 45,039 1.92 1,003,185 5.34
Q4 - 2021 72,405 6.19 53,328 18.40 1,223,081 21.92
Q1 -2022 75,354 4.07 52,091 -2.32 1,244,112 1.72
Q2 - 2022 79,449 5.43 56,384 8.24 1,376,944 10.68
Q3 - 2022 84,498 6.36 62,496 10.84 1,540,197 11.86

Source: Derived from Interbank Card Centre (ICC) (ICC, 2023) (Ql1=January, February, March; Q2=April, May, June; Q3=July, August,

September; Q4=0ctober, November, December)

Mobile banking usage data

A steady and continuous quarterly increase has been
observed in the number of mobile banking customers
between Q1-2020 and Q3-2022, highest in Q2-2020
during the second quarter of the pandemic with 10.53%
and reaching 76.78% for the research period. The highest
quarterly increase in the number of non-financial
transactions was observed in Q2-2020 with 50.10%.
Although several quarterly small decreases were
observed, (Q3-2020, Q1-2021, Q1-2022) non-financial
transactions increased 124.91%. There have been no
quarterly negative changes observed in the financial
transactions showing a total increase of 189.92% for the
research period (Table 9).

Conclusion

The COVID-19 pandemic affected not only individuals
and businesses in countries but the global economy as a
whole. Countries imposed restrictions on individuals and
countries to control the spread of the virus in the local and
global population, with social and financial burdens that
were partially eased with the help of technology such as
digital banking services provided by the banks.

While the number (162.57%) and amount (342.61%) of
virtual PoS transactions increased, mail order
transactions did not present a high increase in the number
of transactions, but a significant increase in the number of
transactions was observed during the research period.
The number of contactless credit cards and bank cards
increased by 66.59% and 196.77% respectively, while the
number of contactless card transactions increased by
809.74%, amount of transactions presented a very high
change of 3,322.60%. suggesting a preference of
consumers for making payments online from the comfort
and safety of their homes, or with contactless cards to
minimize their physical contact with retailers, businesses
or PoS machines, although it can be argued that

contactless cards are a relatively new product for the
Turkish market.

During the research period number of shopping
transactions with bank cards increased by 113.40% while
the amount processed increased by 336.27%. while the
number of cash withdrawals decreased by 1.85% amount
increased by 68.01%, suggesting that individuals withdrew
higher cash amounts in their ATM usage and used their
bank cards for shopping increasingly. Since inflation was
not taken into consideration in this study it can be argued
that with inflation the cash withdrawals might be lower in
value compared to the beginning of the research period.

Changes in the number of credit cards, bank cards and
PoS machines presented a small incremental increase
during the research period, while the number of ATMs
decreased 1.41%. Although it is a small decrease, one can
argue that it can be associated with a decrease in the
demand for cash. Further research on the usage of ATMs
and reasons of changes in their number can be carried out.

Although the total number of digital banking users
increased 69.98% individuals using mobile banking only
increased 88.41% while internet banking only users
decreased by 30.98%. number of financial and non-
financial transactions also decreased by 12.70% and
34.18% respectively, while a slight increase of 0.68% has
been observed during the research period. The number of
active e-mobile banking users increased by 76.78% while
the number of non-financial (124.91% and financial
(189.92) transactions increased significantly, suggesting a
significant decrease suggesting a shift towards mobile
banking usage. This can be associated with the increased
usage of smart phones creating a preference which should
be further studied for the reasons creating this shift.

Research findings suggest that the usage of contactless
cards, virtual credit cards and mail order usage increased
substantially during the research period as individuals
tried to protect themselves from the pandemic.

The restrictions to fight the pandemic changed
consumption preferences. Further detailed studies
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covering the post-COVID era should be conducted to
identify whether these changes in these preferences will
be permanent. Also to have a better understanding of the
data and to look for the existence of a possible trend in
the research items past data can be further analysed.
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ABSTRACT

In the last century, energy consumption is one of the main issues that constitute the international agenda. The
relationship between energy consumption and economic growth is very important for the energy policies of
countries in order to maintain developing production activities and these activities. In this study, it is aimed to
examine the relationship between energy consumption and economic growth of 5 selected countries (France,
Spain, Italy, Greece, Turkey) that have a coastline on the Mediterranean and have the highest gross domestic
product (France, Spain, Italy, Greece, Turkey) between 2000 and 2021 with the panel data method. CADF and
MADF panel unit root tests, which are unit root tests that take cross-sectional dependence into consideration,
were applied. Since the variables had unit roots, Westerlund Cointegration Test and Gengenbach, Urbain and
Westerlund Panel Cointegration Tests were applied. As a result of the panel cointegration analysis, no long-term
relationship was found between energy consumption and economic growth. Under the assumptions that the
model includes heterogeneity and cross-sectional dependence, the analysis was made with the Dumitrescu and
Hurlin Panel Causality Test, which is compatible with these assumptions, and a causality relationship was found
both from the growth in energy consumption to economic growth and from economic growth to energy
consumption.

Keywords: Cointegration Analysis, Energy consumption, Economic Growth
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0oz

Son ylzyilda enerji tiiketimi uluslararasi alanda glindemi olusturan temel konularin basinda gelmektedir. Gelisen
tretim faaliyetleri ile bu faaliyetlerin strdurilebilmesi igin enerji tiiketimi ve ekonomik buytiime iligkisi Glkelerin
enerji politikalari agisindan oldukga belirleyici bir konumdadir. Bu ¢alismada Akdeniz’e kiyisi olan ve en yiksek
gayri safi yurtici hasilaya sahip olan secilmis 5 lkenin (Fransa, ispanya, italya, Yunanistan, Tiirkiye) 2000-2021
yillari arasindaki eneriji tiketimi ile ekonomik biylime iligkisinin panel veri metodu ile incelenmesi amaglanmistir.
Oncelikle birim kdk testlerinden yatay kesit bagimliligini dikkate alan CADF ve MADF panel birim kok testleri
uygulanmistir. Degiskenler birim koklt bulundugundan, Westerlund Esbitiinlesme Testi ve Gengenbach, Urbain
ve Westerlund Panel Esbitiinlesme Testleri ile analiz gergeklestirilmistir. Yapilan panel esbitiinlesme analizi
neticesinde eneriji tiiketimi ve ekonomik bllyiime arasinda uzun doénemli bir iliski bulunamamistir. Modelin
heterojenlik ve yatay kesit bagimlilig icerdigi varsayimlari altinda, bu varsayimlar ile uyumlu olan Dumitrescu ve
Hurlin Panel Nedensellik Testi ile analiz yapilmis ve hem eneriji tiiketimindeki bllyimeden iktisadi biiyimeye
dogru hem de iktisadi biiyiimeden enerji tiiketimine dogru nedensellik iligkisi bulunmugtur.
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Giris

Enerji, hayatimizin her alaninda olmazsa olmaz bir unsur
olmustur. Ayni zamanda enerji hem ticarette hem hizmette
hem de Uretim sektorlerinde (lkelerin temel girdisidir.
Enerjinin bu sekilde o6nemli bir unsur haline gelmesi
sanayilesme ile baslamis ve bugiine kadar gittikce artarak
devam etmistir ki siire¢ boyunca kullanim alanlari daha da
artarak devam etmektedir. Glinden giline daha da 6nemli
olan bu durumun eneriji talebini de artirdig gézlenmektedir.
Enerji tiiketiminin artmasi hizmet, tretim vb. unsurlarin da
artmasi anlamina gelmektedir. Uretimdeki artis ihracati
artiracaktir, ihracatin artmasi kisi basina disen gelir milli
gelirin artmasi, gayri safi yurtici hasilanin artmasi demektir.
Enerji tiketimindeki artisin ekonomik blytimeyle iliskisinin
olup olmadig akademik arastirmalar neticesinde gtincel
konularin basindadir ve literatilirde yillardir tartisma konusu
olmustur.

Literatlirde, basta sanayi devrimi ve sonraki sirecte
enerjinin Gretim ile ilgili faaliyetlerinde kullaniimasiyla birlikte
onemli bir girdiye donustigl gorilmektedir. Yapilan
arastirmalarda enerjinin ekonomik blyime lizerinde 6nemli
bir faktér olmasindan dolayi konuyla ilgili farkli sonuglarla
karsilagilmasi muhtemeldir. Fakat elde edilen sonuglardan
genel bir gikarim yapildiginda, ekonomik blyimeyle eneriji
tlketimi arasinda baglantinin varligi bu degiskenlerin
birbirleri Uzerinde etkili oldugunu belirtmek yanhs bir
aciklama degildir. Yiiksek ve hizl biytme verilerine ulagsmak
adina daha fazla kiresellesme ve enerjiye ihtiyag
duyuldugunda 6zellikle gelismekte olan tlkelerde bu sorunun
yanitini arama girisimi, suphesiz literatire katki saglamak
adina da gereklidir (Emek ve Polat,2022:334).

Ekonomik biiylime ve eneriji tiiketimi arasindaki iliskide
teorik literatlirde farkh gorusler s6z konusudur. Dunkerley
(1982); Ebohon (1996); Stern (1997) ve Templet (1999)'e
gore ekonomideki gelismenin ana kaynagi tiiketilen enerjidir.
Bu baglamda teknolojik ve ekonomik ilerlemenin
saglanmasinda sermaye ile isgliclinin bitini olarak
enerjinin 6nemli bir roli oldugu kabul edilmektedir. Yu ve
Choi (1985) yaptiklari galismada enerjinin ekonomik alandaki
gelismede disiik veya etkisiz oldugu ortaya koymustur. Buna
“yansizlik hipotezi” denilmektedir. Hipoteze gére enerji bir
Ulkenin milli gelirinde ¢ok distk bir paya sahipse ekonomik
alandaki gelismede etkili olamaz.

Enerji tiketimi ve ekonomik gelisme arasindaki iliski hem
enerji politikalari hem de iktisat agisindan 6nemlidir.
Ekonomik alandaki bliyimeden baslayip eneriji tiiketimine
dogru ilerleyen tek yonliu bir iliski olmasi durumunda,
enerjinin  tasarruf edilmesine  yonelik  uygulanacak
politikalarin ekonomik biylme Uzerine sinirll diizeyde bir
negatif etki yaratacagi veya boyle bir etkinin olmayacagi ifade
edilebilir. Enerji tiiketiminden ekonomik alanda biyimeye
dogru olumlu iliskiyle gelisimi desteklemek adina daha fazla
enerji kaynagina ihtiyag ortaya c¢ikmaktadir. Boylece
uygulanacak enerji tasarrufuyla ilgili politikalar, biylimede
olumsuz bir sonuca sebep olacaktir. Bunlara ek olarak eneriji
tiketimiyle ekonomideki blylime arasinda cift tarafli bir
nedensellik iliskisi de s6z konusu olabilir. Bu durumdaysa
Ulkenin buylmesi icin enerjiye bagimh oldugu, dahasi
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ekonominin blylimesinde enerjiyle ilgili tiiketimin artis
yaratacagi disinulebilir. Her iki degisken arasinda bir iliskinin

bulunmamasi  durumunda ise  yansizllk  hipotezi
dogrultusunda  enerjiyle ilgili tiketimin  diismesinin
ekonomideki blyimeyi olumlu agidan etkilemedigi

sonucuna ulasilabilir (Uzunoz ve Akgay, 2012: 3).

Akdeniz bolgesi hem ekonomik hem jeolojik hem de
sanayi bakimdan dinyanin 6nemli bolgelerinden biridir.
Akdeniz bolgesi, diinya ticaretinde hem tarim gelirleri olarak,
hem de turizm gelirleri olarak 6ne g¢ikan bir konumdadir.
Turizm, Uretim ve tliketim sektorliini beraber etkilemektedir.
Bu durum ayrica istihdam yaratma, kisi basina disen milli
geliri artirma Ulkeye doviz girisi saglama noktasinda katkilar
saglamaktadir. Uretimdeki pozitif gelismeler enerji tiiketimi
kavramini  karsimiza ¢ikarmaktadir. Akdeniz, diinyanin
kiymetli denizlerinden biri olmasi sebebiyle de kiresel
ekonomi igin ©6nemlidir. Cografi alandaki yakinlk ve
ekonomik biylime, entegrasyonun desteklenmesinde
dnemli bir rol oynamaktadir. Bdlgesel GSYiH'ye degerli bir
katkisi olan Akdeniz, su anda dogal ekosistemleri ve deniz
kaynaklari araciligiyla ekonomik anlamda degerlidir. Bu
¢alismada bir bitiin olarak Akdeniz’e kiyisi olan ulkeler
secilmistir. Akdeniz’e kiyisi olan llkelerse Bosna — Hersek,
Yunanistan, KKTC, Kibris Rum Yénetimi, ispanya, Tirkiye,
Sirbistan, italya, Suriye, Hirvatistan, Karadag, Slovenya, Misir,
Fransa Makedonya, Arnavutluk, San Marino, Libnan, Malta,
Tunus, Cezayir, Fas'tir. Ulasabildigimiz veriler dogrultusunda
5 dlkenin verileri dikkate alinarak panel veri analizi
cercevesinde incelenecektir.

Enerji kullanimi yalnizca elektrigi degil ayni zamanda
IsSinma, yemek pisirme ve ulagim gibi diger tiiketim alanlarini
da kapsamaktadir. Sekil 1’e bakildiginda arastirmaya dahil
edilen Ulkelerde 1965-2022 vyillari arasi kisi basina eneriji
tiiketimi yer verilmistir.

Sekil 1’de Akdeniz’e kiyisi olan ve en yiiksek gayrisafi
yurtici hasilaya sahip bes dlkenin (Turkiye, Fransa, italya,
ispanya ve Yunanistan) yillar itibariyle kisi basina diisen enerji
tUketimi yer almaktadir. Sekil 1’e gore Tirkiye bu 5 ilke
icinde en dustik kisi basi eneriji tiiketimine sahip, Fransaise en
yiksek kisi basi enerji tiiketimine sahip lkedir. italya,
Yunanistan ve ispanya Ulkelerinin kisi basina diisen eneriji
tiketiminin birbirine yakindir. Tiurkiye’ de enerji tiketimi
yillara gore artmisken, diger 4 lkeye baktigimizda, kisi basina
eneriji tiketiminin en yiksek oldugu yillar 2000 — 2010 yillari
arasindadir. Fransa’da 2010- 2022 yillari arasinda dusls
yasandigi gorilmektedir.

Son 250 yilda diinyada gikarilan toplam dogal kaynak
miktarinda ve enerji miktarinda o6nemli bir artis
gorulmektedir. Gegmis 10 yildaki veriler incelendiginde gaz,
komdiir ve petrol elde edilmesi 6 milyar tondan 15 milyar tona
ulasmis, biyokitle Gretimi 9 milyar tondan 21 milyar tona
ulasmis, sahip olunan mineral kaynak verileri de 5 kata
ulasmistir. Ortalama her yil 60 milyar ton dogal kaynak elde
edilmistir. Bu veriler 30 sene oncesiyle kiyaslandiginda yiizde
50’den daha fazla bir tiiketime denk gelmektedir (Usman ve
ark., 2021). Oniimiizdeki yillardaki giderek artan ekonomik
blyime ve kalkinma atilimlariyla bu oranlarin daha da
yukselmesi beklenmektedir. Sekil 2’de 1965 yilindan itibaren
dinyadaki enerji tliketimi gosterilmektedir.
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Sekil 1: Arastirmaya Dahil Edilen Ulkelerde 1965-2022 Yillari Arasi Kisi Basina Enerji Tiiketimi
Figure 1. Per Capita Energy Consumption in the Countries Included in the Study for the Period 1965-2022

Kaynak: U.S. Energy Information Administration (EIA);
ourworldindata.org/energy
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Sekil 2: Dinya Genelinde 1965- 2022 Yillari Arasi Kaynaga Goére Birincil Enerji Tuketimi
Figure 2. Worldwide Primary Energy Consumption by Source between 1965 and 2022

Kaynak: Energy Institute Statistical Review of World Energy (2023), ourworldindata.org/energy

Sekil 2'yi inceledigimizde birincil enerji tliketimi
grafiginde en Ustte petrol tiketiminin oldugu goriiliyor.
ikinci sirada komiir, lclinci sirada gaz tiketimi
gelmektedir. Hidroelektrik, niikleer, rlizgar, glines, diger
yenilenebilirler ve biyo yakitlar en fazla tiiketilen petrol,
dogal gaz ve kémiir tiiketiminin altinda kalmistir. Petrol,
komir ve gaz tiketimi 6zellikle 1970’li yillardan itibaren
gittikce artmistir. Diger enerji tlketimlerindeyse son
yillarda kigik artislar sé6z konusudur.

Bu calismada Akdeniz’e kiyisi olan (lkelerde ekonomik
bliyime ve enerji kullanimi arasindaki iliskinin
arastirilmasi amaglanmistir.

Literatir

Bozkaya ve Aytekin, (2023), 1990-2015 yillari arasinda
BRICS Ulkelerinde enflasyon, beseri ve fiziki sermayenin,
enerji kullaniminin ekonomik biylime Uzerindeki etkisini
panel veri analizi ile ele almislardir. inceleme neticesinde,
enflasyon, fiziki ve beseri sermaye ile ekonomik bliylime
arsinda anlamh bag oldugunu, ekonomik bilyiime ve eneriji
kullanimi arasinda anlamli bir iliski olmadigin tespit
etmislerdir.

Emek ve Atay Polat, (2022), ekonomik biyime,
kiiresellesme ve enerji kullanimi iliskisini secilmis ylkselen
15 piyasa ekonomisi (lkelerinin 1990-2018 doénemi
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verilerini kullanarak panel veri nedensellik analiziyle ele
almislardir. Calismalari sonucunda, ekonomik biiyime ile
kiresellesme, ekonomik buyiime ve yenilenemez eneriji
kullanimi, ekonomik biyime ve vyenilenebilir eneriji
kullanimi arasinda iki yonli nedenselligin oldugunu
saptamislardir.

Sancar ve Atay Polat, (2021), Turkiye, Gliney Afrika,
Meksika, Hindistan, Meksika ve Cin’de saglik harcamalari,
ekonomik biyiime ile CO2 emisyonlari arasindaki iligkiyi
2000-2016 dénemine ait verileri kullanarak panel veri
analizi ile incelemislerdir. incelemeleri sonucunda, bu
degiskenlerin her birinin bir digeri ile arasinda iki yonla
nedenselligin oldugunu saptamislardir.

Mete, (2021), enerji kullanimi ile ekonomik biylime
iliskisini G7 (Ulkelerinde 1993-2018 vyilarina ait verileri
kullanarak incelemistir. Sera gazi emisyonu, ekonomik
blylime, ticari aciklik ve enerji tiketimi degerlerine yer
vererek panel esbitlnlesme analizi yapmistir. Analiz
sonuglarina gore, sera gazi emisyonu, ekonomik buyliime,
ticari aciklik ve enerji tiketiminin esbitinlesik oldugunu
tespit etmistir.

Cayin, (2021), ekonomik blyiume ile enerji kullanimi
arasindaki iligkiyi st orta gelirli 27 Ulke i¢in 1993-2014
doénemi verileri ile panel nedensellik analizi ile
incelemistir. inceleme sonucunda enerji kullanimindan
ekonomik blylimeye dogru nedenselligin olmadigl,
ekonomik biiyiimeden enerji kullanimina dogru %5 anlam
diizeyinde nedenselligin oldugunu saptamistir.

Han ve Uygur, (2021), ekonomik biyime, dogrudan
yabanci yatirimlar ve enerji kullanimi arasindaki iliskiyi
yukselen 7 Ulkelerinde 1995-2017 yillari igin panel VAR
analiziile ele almiglardir. Calismalarinda enerji tiketiminin
ekonomik blylimeyi pozitif etkiledigi, dogrudan yabanci
yatirnmlarin  ekonomik biyimeyi negatif etkiledigi
sonucuna ulasmislardir. Ayrica, ekonomiden bliyimeden
enerji tiketimi ve dogrudan yabanci yatirimlara dogru bir
yonli nedenselligin oldugunu saptamiglardir.

Demir ve Gorir, (2020), ekonomik blylime ile gesitli
enerji tirleri kullanimi arasindaki iliskiyi OECD ulkeleri igin
1999-2018 yillari verilerini panel esbiitiinlesme analizi ile
incelemislerdir. inceleme neticesinde, enerji kullanimi ve
ekonomik bliyime arasinda esbitinlesme oldugunu
saptamislardir.

Yasar ve Sugozi, (2019), ekonomik blyiume ve enerji
kullanimi iligkisini Avrupa Birligi'ne Uye Ulkelerden mali
birlige dahil Ulkelerin 1995-2018 vyillarina ait verileri
kullanarak nedensellik analizi ile ele almiglardir.
Calismalari sonucunda Giiney Kibris, Avusturya, Slovakya
ve Belgika’da ekonomik blylime ile enerji kullanimi
arasinda nedenselligin oldugunu, ayrica Ispanya’da
ekonomik biyime ile enerji kullanimi arasinda iki yonli
nedenselligin oldugunu saptamislardir.

Balli ve ark., (2018), enerji kullanimi ve ekonomik
blylme iligskisini Bagimsiz Devletler Toplulugu (BDT)
Ulkeleri icin 1992-2013 donemine ait verileri kullanarak
panel nedensellik analizi ile ele almislardir. Analiz
neticesinde, ele alinan ulkelerde ekonomik bliyiime ve
enerji kullanimi arasinda iki yonli nedenselligin oldugunu
saptamislardir.
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Oncel ve ark., (2017), ekonomik biiyiime ile ener;ji
kullanimi iliskisini 1990-2011 yillari verilerini kullanarak 22
adet OECD tlkeleri igin ele almiglardir. Analiz neticesinde,
1990-2011 vyillarinda enerji kullanimindan ekonomik
blylimeye dogru, 1995-2009 vyillarinda ekonomik
blylimeden enerji kullanimina nedensellik iliskisini
saptamislardir.

Usta ve Berber, (2017), ekonomik biyime enerji
kullanimi iligkisini  1970-2012 yillarina ait verileri
kullanarak Turkiye icin sektorel olarak nedensellik analizi
ile ele almislardir. Analiz neticesinde sanayi ve ulastirma
sektorlerinde ekonomik biylime ve enerji kullanimi
arasinda iki yonli bir nedenselligin varligini, konut ve
tarim sektorlerinde ekonomik biiyiime ve enerji kullanimi
arasinda iliski olmadigini tespit etmislerdir.

Karadas ve ark., (2017), enerji kullanimi ile ekonomik
blylime iligkisini 2004-2012 vyillari verilerini kullanarak
Avrupa Birligi liye devletleri igin panel veri analizi ile ele
almislardir.  Analiz neticesinde, enerji kullanimi ile
ekonomik biylime arasinda glg¢li bir nedenselligin
oldugunu saptamiglardir.

Govdere ve Can, (2015), enerji harcamasi ile ekonomik
blyume arasindaki iliskiyi 1970-2014 yillarina ait verileri
kullanarak Turkiye icin esbltinlesme analizi ile
incelemislerdir. inceleme neticesinde, ekonomik biiyiime
ile enerji kullanimi arasinda uzun dénemli bir iliskinin
oldugunu saptamislardir.

Akpolat ve Altintas, (2013), reel GSYiH ile eneriji
kullanimi iliskisini Tarkiye icin 1961-2010 dénemine ait
verilerle uzun doénemli nedensellik ve esbitiinlesme
analizleri ile ele almiglardir. Reel GSYiH ve enerji kullanimi
arasinda uzun doénemli esbltinlesme iligkisi oldugunu,
reel GSYIH ile enerji kullanimi arasinda uzun dénemli iki
yonli nedenselligin oldugunu saptamislardir.

Altintas, (2013), karbondioksit emisyonu, ekonomik
bliyime ve birincil enerji kullanimi iliskisini 1970-2008
doénemi Tirkiye verilerini kullanarak nedensellik ve
esbltunlesme analizleriile ele almigtir. Analiz neticesinde,
ekonomik biyime, birincil enerji  kullanimi  ve
karbondioksit emisyonu arasinda esbltiinlesme iliskisinin
var oldugunu tespit etmistir. Ayrica, birincil enerji
kullanimi  ve ekonomik blylmeden karbondioksit
emisyonuna dogru kisa donemli bir yonli nedenselligin
oldugunu saptamistir.

Adhikari ve Chen, (2012), eneriji kullanimi ile ekonomik
blylimenin iligskisini  1990-2009 doénemi verilerini
kullanarak gelismekte olan dlkeler igin esbitlinlesme
analizi ile incelemislerdir. incelemeleri neticesinde, enerji
kullanimi ve ekonomik biylime arasinda uzun dénemli es
bitlinlesik bir iliski oldugunu saptamislardir.

Ozata, (2010), enerji kullanimi ile ekonomik
blylmenin iligkisini Turkiye icin 1970-2008 yillari verilerini
kullanarak esbiitiinlesme analizi ile ele almistir. Calisma
sonucunda, enerji kullanimi ile ekonomik blylimenin es
bitlinlesik olduklarini ve ekonomik bliyimeden eneriji
kullanimina dogru bir yonli Granger nedensellik iliskisi
oldugunu saptamistir.

Mucuk ve Uysal, (2009), ekonomik biyime ile enerji
kullanimi iligskisini Turkiye igin 1960-2006 yillarina ait
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verileri kullanarak esbitiinlesme ve nedensellik analizi ile
ele almislardir. incelemeleri neticesinde, enerji tiiketimi
ile ekonomik bliylimenin esbutiinlesik olduklarini ve eneriji
tiketiminden ekonomik blyliime dogru Granger
nedenselligin oldugunu tespit etmislerdir.

Mehrara, (2006), enerji kullanimi ile ekonomik
blylme iliskisini petrol ihra¢ eden gelismekte olan dlkeler
icin  1971-2002 donemine ait veriler ile Granger
nedensellik analizi ile incelemistir. inceleme neticesinde,
ekonomik buyimeden enerji kullanimina dogru bir yonlii
glcli nedenselligin oldugunu saptamislardir.

Literatlir taramasi neticesinde, Tirkiye icin farkli
donemlere ait veriler kullanilarak yapilmis olan es
bitlinlesme ve nedensellik analizlerinde enerji tiketimi ile
ekonomik biylmenin es buttnlesik olduklari ve aralarinda
nedenselligin  oldugu tespit edilen bircok ¢alisma
bulunmustur. OECD (lkelerinde, G7 ulkelerinde, yiikselen
piyasa ekonomisi Ulkelerinde ve gelismekte olan tlkeler baz
alinarak yapilan analizler sonucunda da genel olarak es
batlnlesik olduklari ve aralarinda nedensellik oldugu
sonuglarina ulasildigi goézlenmistir. Ayrica yapilan literatir
taramasinda cesitli tilke gruplariigin incelendikleri dénem igin
yapilan analizler neticesinde enerji tiketimi ile ekonomik
buylme arasinda anlaml bir iliski olmadigi tespit edilen az
sayida ¢alismaya rastlanmistir.

Ekonometrik Analiz ve Bulgular

Bu calisma ile Akdeniz’e kiyisi olan segilmis Ulkelerde
enerji tiiketimi ve ekonomik biiylime (GSYiH) arasindaki
iliskinin panel veri analizi yontemleri kullanilarak élglilmesi
amaclanmistir. Ekonomik biiyiime kavrami, reel GSYiH
(kisi basina dusen milli gelir)’da meydana gelen artis
seklinde ifade edilmektedir. GSYiH, ekonomik faaliyetlerin
bir 6lctisti durumundadir ve bir ekonomi tarafindan belirli
bir zaman dilimi icinde Uretilen mal ve hizmetlerin toplam
nihai ¢iktisinin degerini 6lgmektedir. Ayrica bir tlkenin
maddi yasam standartlarindaki gelisim dlzeyinin bir
emaresi olarak kullanilmaktadir (www.worldbank.org).

Veri Seti ve Metodoloji

Cizelge 1: Yatay Kesit Bagimliligi Testi Sonuglari
Table 1. Cross-Section Dependence Test Results

Calismada Akdeniz’e kiyisi olan ve ilgili donemde veri
setlerine ulasilabilen GSYiH’si en yiiksek ilkelerden olan
Tirkiye, Fransa, italya, ispanya, Yunanistan dlkeleri igin
2000-2021 donemini kapsayan yillik veriler dahilinde
analiz gerceklestirilmistir. Panel veri analizinde daha uzun
yillari kapsayan verilerle galisilmak istenmesine ragmen bu
verilere ulasilamamasi kisitlarimizdan biridir. Ayrica
Akdeniz havzasinda kiyisi olan 20’den fazla {ilke olmasina
ragmen uzun donemde birgok Ulkenin verilerine
ulagilamamistir ve GSYiH’si en yiiksek 5. Ulke olmasina
ragmen israil verilerine uzun dénemde ulasilamadigindan
veri setine dahil edilememistir.

Modelde bagimh degisken olarak ekonomik biyime
(GDP-GSYiH), bagimsiz degisken olarak enerji tiiketimi
analize dahil edilmistir. Ekonomik blylmeye iliskin veriler
Dinya bankasi (World Bank) veri tabanindan elde
edilirken, enerji tuketimine iliskin veriler Eurostat veri
tabanindan elde edilmistir. Calismada panel veri
tekniklerinden yararlanilarak analiz gergeklestirilmistir.

Yatay Kesit Bagimliik ve Homojenlik Sinamasi
Sonuglari

Yapilacak olan panel veri analizi ¢alismalarinda ilk
etapta seriler arasinda yatay kesit bagimliliginin olup
olmadiginin dikkate alinarak analiz strecine baslanmasi,
kullanilacak  birim kok testlerinin sapmali  sonug
vermemesi agisindan 6nemlidir. Yatay kesit bagimliliginin
gdz oninde bulundurulmasi elde edilen bulgularin
dogrulugunu ve givenilirligini etkileyecektir. Bu sekilde
hatali ve sapmali sonuglarin elde edilmesinin 6nine
gecilecektir (Sancar ve Polat, 2021: 244). Kullanilan seriler
arasindaki yatay kesit bagimhligini belirlemek igin
Breusch-Pagan (1980) LM testi, Pesaran (2004) CD testi ve
Peseran, Ullah ve Yagamata (2008) LMadj testleri
kullanilmistir. Test sonuglarina iliskin degerlere Cizelge
1’de yer verilmistir.

Cizelge 1'de gorilen test sonuglarina gore,
degiskenlerin test istatistiklerinin olasilik degerleri
incelendiginde %1 anlamliik diizeyinde sifir hipotezi
reddedilmis degiskenler arasinda yatay kesit bagimliliginin
oldugunu gorilmustir. Baska bir ifadeyle secilen dlkelerin
birinde meydana gelen soklar diger segilmis tlkelerde de
bir etkiye sebebiyet vermektedir.

CD

Degiskenler Testleri CDyy (BP1980) CD 1y (Peseran,2004) CD (peseran,2004) LM .4; (puy,2008)
Test
ey istatistigi 0?086822* 12.984 2.583 11.34
Olasilik 0.000*** 0.009*** 0.000***
Degeri
Test
Enerji istatistigi 136.117 28.200 3.094 8.505
Tuketimi Olasilik 0.000*** 0.000*** 0.002*** 0.000***
Degeri

Not: *** ifadesi %1 deger diizeyinde anlamliligl gostermektedir.
Hy: Seriler arasinda bagimlilik yoktur.
H;: Seriler arasinda bagimlilik vardir.
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Cizelge 2: Homojenlik Testi Sonuclari
Table 2. Homogeneity Test Results

Test istatistik Olasilik Degeri
A(Delta_tilde) 9.017 0.000***
Aqqj(Delta_tilde_ad)) 9.702 0.000***
Not: *** ifadesi %1 deger dlzeyinde anlamlilig1 gostermektedir.
Hy: Egim katsayilari homojendir.
H;: Egim katsayilari heterojendir.
Cizelge 3: CADF Panel Birim Kok Test Sonuclari
Table 3. CADF Panel Unit Root Test Results
Sabit
Enerji Tuiketimi GSYiH
CADF Test Kritik deger  Kritik Deger CADF Test Kr|:c|k Kritik Deger
CADF T © s deger
Istatistigi %1 %5 Istatistigi %1 %5
Seviye -1.651 -2.210 -2.330 0.550 -2.210 -2.130
Birinci Fark -3.348 -2.210 -2.330 -3.470 -2.210 -2.330

Not: Maksimum gecikme uzunlugu 1 olarak belirlenmis, optimal gecikme uzunlugu akaike bilgi kriterine gore saptanmistir. Test modeli
grafikler incelendiginde sabit terim icermektedir. Kritik deger dlglimleri Pesaran (2007) makalesinden alinmistir.

Cizelge 1'de gorilen test sonuglarina gore,
degiskenlerin test istatistiklerinin olasihk degerleri
incelendiginde %1 anlamliik diizeyinde sifir hipotezi
reddedilmis degiskenler arasinda yatay kesit bagimliliginin
oldugunu gorilmustir. Baska bir ifadeyle segilen dlkelerin
birinde meydana gelen soklar diger secilmis tlkelerde de
bir etkiye sebebiyet vermektedir.

Cizelge 2’de yer alan sonuglara gére modeldeki delta
ve dizeltilmis delta test istatistik degerleri %1 anlamlilik
dizeyinden kiglk ¢ctkmistir. Dolayisiyla egim katsayilarinin
homojen  oldugu  sifir  hipotezi  reddedilmistir.
Degiskenlerin  heterojen  6zellige  sahip  oldugu
goriilmektedir.

Birim K6k Testleri

Gergeklestirilen panel veri analizinde glivenilir ve
dogru neticelere ulasabilmek icin serilerin duraganhk
gosterip gostermedigi sinanmalidir. Birim kok testleri
kullanilarak degiskenlerin  duraganhginin saglanmasi
yapilan panel veri analizinin ilk adimini olusturmaktadir
(Emek ve Polat, 2022:346). Yatay kesit bagimhhigini dikkate
alip almamalari bakimindan panel birim kok testleri,
birinci nesil birim kék testleri ve ikinci nesil birim kok
testleri seklinde iki gruba ayrilmaktadir. Birinci nesil birim
kok testleri yatay kesitlerin birbirinden bagimsiz oldugu
varsayimina dayanmakta olup, ikinci nesil birim kok
sinamasinda ise yatay kesit birimlerinin birbirinden
bagimsiz olmadigl varsayimina dayanmaktadir. Serilerde
yatay kesit bagimhhgl saptandigindan dolay! duraganlik
sinamasinda ikinci nesil birim kdk faydalanilacaktir.

Calismamizda elde edilen sonuglar neticesinde yatay
kesit bagimhhgini dikkate alan Peseran (2007) CADF ve
SUR tipi testlerden Cok degiskenli Genisletilmis Dickey
Fuller (MADF) test istatistik sonuglarina yer verilmistir.
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Test hipotezleri ise Hy: seri birim kokludir, Hy: seri
duragandir seklindedir.

CADF testinde oncelikle paneli olusturan kesitler igin
CADF  test istatistik  degerlerinin  hesaplanmasi
gerekmekte, sonrasinda ise bu testlerin asimetrik
ortalamasi hesaplanarak panelin tamami icin CIPS test
istatistik degerleri bulunmaktadir (Yalginkaya ve Kaya,
2017:7). Peseran (2007)'in gelistirdigi CADF modeli test
sonuglarina iliskin degerler Cizelge 3’te yer verilmistir.

Cizelge 3’teki test sonuglarina goére, dizeyde CADF
degeri %1 ve %5’lik kritik degerlerden biiyiik oldugu igin
H, Hipotezi kabul edilmis, serilerin birim kok icerdigi
gorualmustar. Birinci farki alindiginda ise CADF degeri kritik
degerden biyik cikmistir. GDP ve enerji degiskenlerinin
dizeyde duragan olmadiklari i¢in birinci farklari
alindiginda  duraganlastiklari  belirlenmistir  ve bu
degiskenlere iliskin duraganlik seviyeleri 1(1) olarak ele
alinmistir.

Klasik ADF birim koék sinamasinda panel veri setinde
bulunan her birim igin test uygulanmakta fakat birimler
arasinda korelasyonun olmasi durumda giicii yetersiz
olmaktadir. Bu nedenle Cok Degiskenli Genisletilmis
Dickey Fuller (MADF) modelinde, kalintilar arasindaki
korelasyon da gbz o©ninde bulundurarak sistemin
tamamini kapsayan bir analiz sireci
gerceklestirilmektedir.  Test  sonuglarina  asagidaki
Cizelgede vyer verilmistir. Bu modelde heterojenlikte
dikkate alinmaktadir.

Cizelge 4 incelendiginde, diizeyde MADF degeri %5
anlamlilik dizeyinde kritik degerden kigik oldugu icin
HyHipotezi kabul edilmis, serilerin birim kok icerdigi
gorialmustar. Birinci farki alindiginda ise MADF degeri
kritik degerden bliylk c¢ikmistir. Degiskenlere iliskin
serilerin birinci farklari alindiginda duraganlastiklari ortaya
cikmustir (belirlenmistir).
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Cizelge 4: MADF Panel Birim Kok Test Sonuglari
Table 4. MADF Panel Unit Root Test Results

Sabit
Enerji Tuketimi GSYiH
MADF MADF Test istatistigi Kritik Deger %5 MADF Test istatistigi Kritik Deger %5
Seviye 12.355 36.616 13.065 36.616
Birinci Fark 192.425 38.897 65.483 38.897

Not: Maksimum gecikme uzunlugu 1 seklinde belirlenmis ve optimal gecikme uzunlugu akaike bilgi kriterine gére saptanmistir. Test

modeli grafikler incelendiginde sabit terim igermektedir.

Cizelge 5: Westerlund Esbutlinlesme Test Sonuglari
Table 5. Westerlund Cointegration Test Results

istatistik Asimptotik p-degeri Bootstrap p-degeri
Group_tau (Gt) -1.547 0.732* 0.710*
Group_alpha (Ga) -6.536 0.608* 0.540*

Not: Bootstrap ihtimal degerleri 100 tekrarli dagilim sonucundan elde edilmistir. Gecikme uzunlugu 1 olarak alinmistir. Model sabit
terim icermektedir. ***, ** ve * siralamasi %1, %5 ve %10 anlam dulzeyini ifade etmektedir.

Hy: Egbltlnlesme yoktur.
H;: En az bir birim igin esbutiinlesme vardir.

Cizelge 6: Gengenbach, Urbain ve Westerlund Panel Esbiitinlesme Test Sonucu
Table 6. Gengenbach, Urbain and Westerlund Panel Cointegration Test Results

d.y Katsayi

istatistik

Olasilik Degeri

y(t-1) -0.359

-1.651

=>0.1

Cizelge 7. Dumitrescu ve Hurlin Panel Granger Nedensellik Test Sonuglari
Table 7. Dumitrescu and Hurlin Panel Granger Causality Test Results

Degisken Z-bar Olasilik Degeri
Enerji Tuketimi 0.8333 0.4047
GSYiH 0.5127 0.6081

Westerlund Esbiitiinlesme Testi ve Gengenbach,
Urbain ve Westerlund Panel Esbiitiinlesme Testleri

Westerlund ve Edgerton (2007), panel verilerle galisma
yaparken esbitiinlesmenin var olup olmadigini test etmek igin
hata diizeltme modeli temelli testler 5nermistir. Nispeten yeni
bir yéntem olan bu testte birimler arasi korelasyonun ¢ikmasi
durumunda direngli kritik degerleri bootstrap slireci sonunda
bulunmaktadir. Test sonuglari ile degerlendirme yapilirken
homojenlik ve heterojenlik varsayimi dikkate alinmaktayd.
Calismamizdaki degiskenler heterojen 6zellige sahip oldugu
icin heterojenlik varsayimi baglaminda grup test istatistik
degerleri ile sonuglar incelenmektedir (Aytun ve Akin,
2014:80). Elde edilen sonuclara iliskin degerlere asagida
Cizelge 5’te yer verilmistir.

Cizelge 5'te yer alan degerler panel esbiitiinlesme testi
sonuglarini gostermekte ve yatay kesit bagimliigi altinda
yapildigindan bootstrap degerleri de yer almaktadir. Cizelge
5’e gore %10 anlamlilik diizeyinde HO hipotezinin kabul edildigi
gorllmektedir. Degiskenler arasinda esbitlinlesme iliskisi
bulunamamustir. Diger bir ifadeyle enerji titketimi ile GSYiH
arasinda uzun donemli bir iliskinin varlig, yatay kesit
bagimliigin dikkate alindigi durumda anlamli bir sekilde elde
edilememistir.

Gengenbach, Urbain ve Westerlund (2016), ortak
faktor yapisi uygulayarak hata dizeltme temelinde bir
panel esbitiinlesme testi gelistirmislerdir. Uzun dénem
katsayilarinin test sonucunu vermektedir. Bu modelde
birimler arasi korelasyonu dikkate alan Ga ve Gt degerleri

dikkate alinmistir. Ayni zamanda bu test verilerin seviyede
veya birinci fark alinmasi durumunda duraganlastiginda
da gecerlilik gbstermektedir.

Bu teste ait HO hipotezi p>0.01 esbitiinlesme yoktur”
temelinde olusturulmaktadir. Bu testten elde edilen>=0.01
degeri ekonomik buylime ile enerji tiketimi arasinda
esbitiinlesme iliskisinin olmadigini gdstermektedir.

Calismada yapilan Gengenbach, Urbain ve Westerlund
Panel Esbiitiinlesme testi sonug degerleri incelendiginde
y(t-1) igin bulunan katsayinin %5 anlamhlk dizeyinde
istatistiksel olarak anlamsiz bulunmus ve olasilik
degeri>0.10 oldugundan H, hipotezi kabul edilmektedir.
Bu sonuca gore enerji tiiketimi ile GSYiH degiskenleri
arasinda esbitlinlesme iliskisi bulunmamaktadir.

Gengenbach, Urbain & Westerlund EC Esbiitlinlesme Testi
sonug degerleri Cizelge 6’da goriilmekte ve bu sonuglara gore
modeldeki degiskenler arasinda esbitiinlesme iliskisi olmadig
anlasiimaktadir. Bu sonug, degiskenler arasindaki kisa donemli
nedenselliklerin sinanmasi gerektigini gostermektedir. Daha
onceden modelin birimler arasi korelasyon ile heterojenlik ve
yatay kesit bagimlilig varsayimlarini icerdiginin
saptanmasindan dolayi, Panel VAR Analizinin, bu varsayimlar
ile tutarli olan Dumitrescu ve Hurlin Panel Nedensellik Testi ile
analiz yapilmasi uygun olmaktadir (Unsal, 2022: 32). Son olarak
panel nedensellik tahmin sonuglarina Cizelge 7’de yer
verilmistir.

Birimler arasinda nedensellik iliskisi olmadigi seklinde
kurulan Hy hipotezi reddedilmistir. Bagimsiz degiskenden
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bagimli  degiskene dogru bir nedensellik iliskisi
bulunmaktadir. Hem enerji tiketimindeki blyimeden
iktisadi buyumeye dogru hem de iktisadi bliyimeden
enerji tiketimine dogru nedensellik iliskisi bulunmustur.

Enerji tliketimindeki buyime iktisadi blylimenin
nedenidir.
Sonug

Enerji kavrami, teknolojinin sirekli gelisimi, nifus
artisina bagl olarak talep artisi, insanlarin yasam
standartlarindaki iyilesme ve degismeler gibi sebeplerle
hayatimizin hemen hemen her alaninda olmazsa olmaz bir
unsur haline gelmistir. Bununla birlikte yasamsal
etkinliklerin saghkh bir sekilde isleyebilmesi ve tlkelerde
ekonomik blylmenin saglanabilmesi agisindan enerji
oldukga hayati 6nem tasimaktadir. Enerji problemini
¢dzemeyen Ulkelerin ekonomik amaglara ulasabilmesi ve
toplumsal dengeyi korumasi pek mimkin degildir.

Ulkeler kaynak tirleri, cevreye hassashk, tutarhlik,
rekabetcilik, kendini gelistirebilme, gercek¢i olma gibi
kriterlere bagh kalarak, enerji kullanimi ve ekonomik
bliyumenin seyrini de dikkate alarak enerji politikalari
olugturmalidirlar. Ekonomik biyimenin temel unsuru
Uretimi ve sanayilesmeyi artirmaktir. Bu faaliyetlerin
devam edebilmesi icin ise her gegen giin ise ulkelerin
enerji ihtiyaci artmaktadir. Bu baglamda Gretimin artmasi
ayni zamanda enerji tiketiminin artisina da sebep
olacagindan, bu artis ekonomik biiyiimeye olumlu bir katki
saglayacaktir. Ulkelerin enerji kaynaklarinin etkin ve
verimli bir sekilde kullanmasi surdirulebilir bir blyime
hizi yakalamalari icin oldukga 6nemlidir.

Ekonomik biyime ve enerji tiiketimi arasindaki iligki
Ulkelerin enerji politikalari acisindan olduk¢a 6nemlidir.
Bu calismada Akdeniz’e kiyisi olan ve en yiksek gayri safi
yurtici hasilaya sahip ekonomilerden segilmis 5 Ulkenin
(Fransa, ispanya, italya, Yunanistan, Tirkiye) 2000-2021
yillar arasindaki ekonomik blylime ve enerji tiketimi
arasindaki iliskinin panel veri analiziyle incelenmesi
amaclanmistir. ilk etapta panel veri analizi yapabilmemiz
icin degiskenlerin yatay kesit bagimliligini inceleyen birim
kok testleinden CADF ve MADF panel birim kok testleri
uygulanmistir. Daha sonra ise ekonometrik analize
baslamadan 6nce bakilmasi gereken diger bir varsayim
olan homojenlik homojenlik/heterojenlik testi yapilmis ve
degiskenlerin  heterojen  6zellige sahip  oldugu
gorialmustir. Degiskenler birim kokli bulundugundan
Westerlund Esbitiinlesme Testi ve Gengenbach, Urbain
ve Westerlund Panel Esbiitlinlesme Testleri ile analiz
yaptmistir.  Yapilan panel esbitinlesme analizi
neticesinde enerji tiketimi ve ekonomik biylmeyle
arasinda uzun zamanli bir iliski bulunamamistir. Birimler
arasi korelasyon, homojenlik ve yatay kesit bagimlilig
varsayimlari  altinda degiskenlerden kisa zamanh
nedensellikleri karsilastirmak icin uygulanan
Dumitrescu&Hurlin Panel Granger Nedensellik Testi
sonuclarina gore ise Akdeniz’e kiyisi olan secilmis
Ulkelerde hem enerji tiketiminden, ekonomik blyime
yoninde hem de ekonomik biyimeden enerji tiketimi
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yoniinde kisa dénemli cift yonli nedensellik iliskisi
bulunmaktadir.

Literatiirde ekonomik buyime ve enerji tiketimi
iliskisini Tirkiye ve c¢esitli Glke gruplari agisindan
degerlendiren birgcok c¢alisma bulunmaktadir. Bununla
beraber bolgesel enerji tiiketiminin ekonomik biyimeyle
ilgili etkisini degerlendiren az sayida arastirmaya
rastlaniimigtir. Akdeniz bolgesi ekonomi, jeoloji ve sanayi
bakimdan dinyanin 6nemli bdlgelerinden biridir. Ayni
zamanda tarim ve turizm gelirleri agisindan 6ne ¢ikan bir
konumdadir. Bélgesel GSYiH'yve degerli bir katkisi olan
Akdeniz, su anda dogal ekosistemleri ve deniz kaynaklari
aracihgiyla ekonomik anlamda degerlidir. Bu anlamda bu
calismada literattirdeki eksikligi gidermek icin Akdeniz’e
kiyisi olan segilmis tilkeler tizerinden ekonomik biiyiime ve
enerji  tuketimi arasindaki nedensellikleri ortaya
koyabilmek adina panel veri analizi gergeklestirilmistir.
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ABSTRACT

Taxes, which are the most important source of income for many states, are applied to fulfill both financial and
non-financial purposes. However, the variety and scope of taxes applied may impose a different mission on each
tax. Taxes on non-virtuous goods are a powerful tool to reduce the consumption of such goods and a reliable
source of income for the state. These taxes and significant increases in high prices encourage unscrupulous
product users to quit, discourage potential users from starting, and reduce consumption among those who
continue to use. Moreover, high taxes on non-virtuous goods are caused by the consumption of such goods; It is
an important factor in reducing death, morbidity and economic costs. In addition to the positive effects of such
taxes, they also have some negative effects. For example, the increase in taxes applied to non-virtuous goods
also increases informality. The heavy tax burden on products such as smuggled cigarettes and alcohol has a very
important role in the informality choice of those who use these products. In order to prevent this, a tax policy
aimed at preventing or reducing the use of vice goods and special policies to stop illegal sales are required. In
order to prevent the use of vice goods, it is recommended to increase the prices and taxes of these goods, taking
into account certain policies to reduce illegal access.
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Bircok devletin en 6nemli gelir kaynagi olan vergiler gerek mali gerekse mali olmayan amaglari yerine
getirebilmek amaciyla uygulanmaktadir. Ancak uygulanan vergilerin gesitliligi ve kapsaminin farkli olmasi her bir
vergiye farkli bir misyon yikleyebilmektedir. Erdemsiz mallar (zerinden alinan vergiler, bu tir mallarin
tiiketiminin azaltilmasiigin gliclt bir arag ve devlet igin glivenilir bir gelir kaynagidir. Bu vergiler ile yiiksek fiyatlara
neden olan 6nemli artiglar, erdemsiz Grtin kullanicilarini birakmaya tesvik etmekte, potansiyel kullanicilarin da
baslamasini engellemekte ve kullanmaya devam edenler arasinda tiiketimi azaltmaktadir. Ayrica, erdemsiz
mallar Gzerindeki ylksek vergiler bu tir mallarin tiketiminin sebep oldugu; 6lim, hastalik ve ekonomik
maliyetlerin azaltiimasinda 6nemli bir faktérdiir. Bu tir vergilerin olumlu etkilerinin yani sira bazi olumsuz etkileri
de bulunmaktadir. Ornegin, erdemsiz mallara uygulanan vergilerdeki artis kayit disiligi da artirmaktadir. Kagak
sigara ve alkol gibi Griinler Gzerindeki agir vergi yiiki bu Granleri kullananlarin kayit disiligl segiminde oldukga
o6nemli bir role sahiptir. Bunun oniine gegilebilmesi icin, erdemsiz mallarin kullaniminin 6nlenmesini veya
azalmasini amaglayan bir vergi politikasi ile yasa digi satislari durdurmaya yonelik 6zel politikalar gerekmektedir.
Erdemsiz mallarin kullaniminin énlenmesinde, yasa digi erisimi azaltmaya yonelik belirli politikalar dikkate
alinarak bu mallarin fiyatlarinin ve vergilerin artirilmasi 6nerilmektedir.
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Giris

Devletlerin vergi toplama gerekgelerinden birisi de
tltin dUrunleri, sigara ve alkol gibi erdemsiz mallarin
tiketiminin onlenmesidir. Bu sayede hem gelir elde
edilmekte hem de toplum saghgl korunmus olmaktadir.
Gelismis Ulkeler erdemsiz mallarin saghgi etkileyen gesitli
hastaliklara (6rn. sigaradan kaynakli akciger kanseri vb.)
yol agtigi konusunda halki bilinglendirerek cesitli dnlemler
almaya calismaktadir (Beser ve Askan, 2019: 67-68).
Tarkiye’nin de iginde yer aldig OECD ulkeleri bu vergiler
yoluyla hem ciddi gelir artislari hem de daha saglikli bir
toplum olusturarak devletin saghk harcamalarinin
azalmasini saglanmis olacaktir. Clnkl bu negatiflikler
icsellestirilmedigi slrece, sosyal maliyet 6zel tiiketim
maliyetinden ¢ok daha fazla olacaktir.

Tirkiye, Titln Kontroll Cergeve Sozlesmesi ve Kiiresel
Tatun Salgini Raporu ile MPOWER paketinde yer alan
maddeleri, 2008 yilinda degistirilen 4207 sayih “Titin
Uriinlerinin Zararlarinin Onlenmesi ve Kontrolii Hakkinda
Kanun” hiktumleri ile buyik olgtide karsilamistir. Tirkiye
titlin kontrolt konusunda, dinyanin en ileri konumdaki
Ulkeleri arasinda vyerini almistir. Bu kanuna gore,
Tirkiye’de kapali alanlarda sigara igilmesine kisitlamalar
gelmis, sigara igenlerin tedavisiyle ilgili diizenlemeler
yapilmig, sigaranin zararlarinin anlatilmasi igin egitim

faaliyetleri planlanmis, reklam ve sponsorlukla ilgili
engellemeler gelistirilmis ve c¢ocuklara sigara satisl
yasaklanmistir (Sayih ve ark., 2017: 7). Alinan bu

tedbirlerin yani sira 6zel tiketim vergisinin B sayili cetveli
kapsaminda tltin ve tutlin drdnleri Gzerine konulan
vergiler ile bu {Grinlerin  tlketiminin  azaltilmasi
hedeflenmistir. Daha yiksek titin fiyatlarina neden olan
vergi artislarinin, tltln talebini azaltmak igin hikiimetlere
sunulan en etkili miidahalelerden birisi olabilecegi
dislinlilmis olup uzun vyillar uygulamada vyerini
korumustur. Bu g¢alisma kapsaminda ise erdemsiz mal
olarak nitelendirilen tutin ve tutin mamullerinin
tiiketiminin ©6nlenmesine yonelik énemli bir kamusal
tedbir olan 6zel tiketim vergisine ve bu verginin olasi
etkilerine deginilmistir.

Erdemsiz Mallarin Teorik Olarak Degerlendirilmesi

Erdemsiz mallar devletin, toplum saghg ve ahlaki
acisindan zararh oldugu icin Uretimini ve tiiketimini
kontrol altinda tuttugu mallar seklinde tanimlanabilir
(Pehlivan, 2011:44). Zararli 6zel mallar olarak da
adlandirilan erdemsiz mallar, erdemli mallarin tam
tersidir. En iyi 6rnek ise alkol, sigara ve titlin Grlnlerinin
kullaniminin sinirlandirilmasi veya lilkemizde uyusturucu
kullaniminin yasak olmasidir (Pehlivan, 2011: 44).

Erdemsiz mallar, devlet denetimine tabi
olmadiklarinda tuketimde asir talep dogmasina sebep
olurlar (Comakh ve ark., 2017: 46). Erdemsiz mallarin
Uretimi de tiiketimi de negatif dissalligin ortaya ¢ikmasina
neden olur. Bu mallarin kullanimini azaltmak amaciyla
tiketiciden vergi alinir. Uretimini yaparak cevreye zarar
veren (reticiye ise idari ve mali yaptirim uygulanir.

Ulkemizde, erdemsiz mallar kategorisinde yer alan
titlin ve titln dranlerinin kullaniminin %80 diizeyine
yukselmesi sonucu, 1996 yilinda 4207 sayih “Titln
Mamullerinin  Zararlarinin  Onlenmesine Dair Kanun”
yardrlige girmis ve tatan kullaniminin kontrol altina
alinmasi bakimindan temel atilmis, ancak kanunun
uygulanmasi noktasinda gigliikler olusmustur. Tiarkiye
Buyuk Millet Meclisi tarafindan 03 Ocak 2008 tarihinde
kabul edilen 5727 sayih “Titiin Mamullerinin Zararlarinin
Onlenmesine Dair Kanunda Degisiklik Yapilmasi Hakkinda
Kanunun” 6zel hukuk kisilerine ait olan lokantalar ile
kahvehane, kafeterya, birahane gibi eglence hizmeti
verilen isletmelerde tutiin Grdnlerinin tiketilmemesi ile
ilgili hikminde 19 Temmuz 2009 tarihinde yapilan
degisiklik ile ikamet edilen konut disinda kapali alanlarin
tamaminda sigara yasagi getirilmistir. Ayrica, 27 Ekim
2010 tarihinde hizmete agilan “ALO 171 Sigara Birakma
Hatti” Ulkemizde hizmet vermeye baslamis olup sigara
birakma polikliniklerinde uygun gorilen kisilere 2015
yilindan itibaren (cretsiz ilag tedavisi uygulanmaya
baslanmistir.  Alkol tlketimini dislirmek icin de
07.11.2011 Tarihli Tatiin Mamulleri ve Alkolli igkilerin
Satisina ve Sunumuna iliskin Usul ve Esaslar Hakkinda
Yonetmelik kapsaminda alkolli igkilerin  reklaminin
yapilmasina iliskin sinirlandirmalar getirilmistir. 6112 sayil
Radyo ve Televizyonlarin Kurulus ve Yayinlar Hakkinda
Kanun’un 8. maddesi kapsaminda da yayinlarin alkol,
thtln dranleri ve uyusturucu madde ve bagimhlik yapan
diger maddelerin kullanimini ve kumar oynamaya tesvik
edici sekilde olmamasi gerektigi ifade edilmis olup, 11.
maddede de “alkol ve titun Grdnleri igin higbir sekilde
ticari iletisime izin verilemez” hikmi geregince radyo ve
televizyon kanallarinda alkol ve tiitlin Grinlerinin reklami
tamamen yasaklanmistir. 11 Haziran 2013 tarihinde ise
6487 sayili Bazi Kanunlar ile 375 sayili Kanun Hilkmiinde
Kararnamede Degisiklik Yapilmasi Hakkinda Kanun ile
daha kapsamli bir diizenlemeye gidilerek alkolli igkilerin
reklami, satisi ve piyasaya sunulmasina iliskin farkh
kistaslar  belirlenmigtir.  Erdemsiz  mallar  (zerinde
uygulanan sansir ile paternalizm arasinda iliski kurmak
zor gorilse de devletin yaptigl kisitlama ile s6z konusu
mallara 6zenilmemesi saglanmakta ve bilgi sahibi
olunmasinin 6nline gecilmektedir. Bu sayede toplum
saglig korunarak devletin saglik igin yaptigl harcama
disecek ve dolayisiyla devlete 6denmesi gereken miktar
da disecektir (SBB, 2021).

Erdemsiz Mallara iligkin Kamu Tedbirleri

idari Tedbirler

Dinya erdemsiz mallarin tliketiminin zararlari
hususunda fikir birligine vararak ulusal ve uluslararasi
dizeyde oOnlemlerin alinmasina iliskin savas vermeye

baslamistir. Bu kapsamda farkh yontemlere
basvurulmakta olup, glnimizde sigara, alkol ve
uyusturucu ile miicadele verilmektedir. Uluslararasi

kulvarda da en 6nemli temsilci Diinya Saglk Orgiitii (DSO)
olmustur. Turkiye’de de erdemsiz mallarin tiiketiminin
onlenmesi amaciyla yapilan ¢alismalar Osmanli donemine
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kadar dayanmaktadir. Osmanli Devleti déneminde
istanbul’da yasanan biiyiik yangin, IV. Murad’in titin,
alkol ve kahvehaneleri yasaklamasinin sebebi olarak kabul
edilmektedir. Yanginin ¢ikis sebebi olarak da alkolli
yenigerilerin attiklari tatiin oldugu iddia edilmistir (Kavakli
Demir, 2020: 13).

Ulkelerin erdemsiz mallarin kullanimini énlemek igin
basvurdugu baska yontemlerden biri de alkol ve sigara gibi
maddelerin reklamlarini yasaklayarak kitlesel iletisim
yoluyla halkin bilinglendirilmesini saglamak olmustur.
Ulkemiz de bu baglamda uluslararasi cercevede yapilan
Tatun Kontroli Cergeve Sozlesmesi’nin taraflarindan
olmus ve MPOWER paketinde belirlenen stratejileri
uygulamaya koymustur (Ugur ve ark., 2010: 2).

Tirkiye’nin 1996 yilinda tatin ile basladigl bu savas
meyvelerini vermeye baslamis ve glinimize ulasan bir
basari s6z konusu olmustur. Bu slrecgte Tirkiye Tatln
Kontrol Olgegi kapsaminda 34 Avrupa ilkesi icerisinde
Ulkemiz 2010 yilinda 4. sirada, 2013 yilinda da bir sira
geriye dugerek 5. sirada yerini almistir. 2008-2012 yillari
arasinda yasanan miuspet diisus ile Glkemizde basari elde
edildigi gortlmastir (Aytag ve Kilig, 2015: 6).

Tirkiye’nin bu alanda gergeklestirdigi uygulamalar
incelendiginde taraf olunan bircok anlasma oldugu
gorilmektedir. “Tltln ve Titin Mamullerinin Zararlarinin
Onlenmesine dair Kanun” 1996 yilinda yiiriirliige girmis
olup, 2002 yilinda da “Tatin, Titin Mamulleri ve Alkolli
ickiler Piyasasi Diizenleme Kurulu (TAPDK)” kurulmus
bulunmaktadir. Tutlin Griinleri Gzerinden yapilan destek
alimlari da yine 2002 yilinda kaldirilmis ve titin ekimi
yapilan alanlar daraltilarak tGretimde disis saglanmistir.
Tatun kontroll Uzerine yapilan bir diger anlasma olan
“Titin Kontroli Cerceve Sozlesmesi” Dilinya Saglk
Asamblesinde 21 Mart 2003 tarihinde Cenevre’de imza
altina alinarak kabul edilmistir. Bahsi gegen sézlesmenin
ihtivasi titiin Griinlerinin kontroll Gizerinedir. Ulkemizde
2004 vyilinda bu soézlesmeyi imzalayarak vyarirlige
koymustur. Ayrica llkemizde sigara kullaniminin
onlenmesi amaciyla Saglik Bakanlhigi tarafindan 2006-2010
yillari arasinda “Ulusal Tatiin Programi” da hazirlanmistir.
Mezklr program ile tltin Uretmektense, (Ureticilere
alternatif Grlin Gretimi yapmalari igin tesvik verilmistir. 19
Ocak 2008 tarihinde de ev haricinde kapali ortamlarda
tltin kullanimi yasaklanmis olup, tlkemizde 19 Temmuz
2009 tarihinden itibaren kanun vyirirlige girmistir.
Tirkiye gergeklestirilen uygulamalar ile bu konuda ne
kadar hassasiyetle davrandigini ve kararl oldugunu ortaya
koymustur (Ugur ve ark., 2010: 4).

Bunlarin yani sira tlkemizde 27 Ekim 2010 tarihinde
“ALO 171 Sigara Birakma Danisma Hatti” olusturulmustur.
Bu hat sigarayi birakmak isteyen vatandaslar icin destek
hatti olup, sigarayr birakma asamasinda yonlendirme
saglama ve motive etme gorevini Ustlenmistir. Saghk
Bakanligi destegi ile vatandaslarin sigara tiketimi
sonlandirilarak maddi ve manevi kazang elde etmeleri
saglanmistir. Hastanelerde Sigara Birakma Poliklinikleri de
mevcut olmakla birlikte 6zel saglik kuruluslari da ayni
gorevi yuritmektedir. Bu hususta vatandaslara psikolojik
tedavi hizmeti ve Ucretsiz ila¢ kullanim secenegi de
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sunulmustur. Ulkemiz Saghk Bakanhg ve diger bircok
bakanligin destegi ile 01.07.2015 tarihinde “191
Uyusturucu ile Micadele Danisma ve Destek Hatti” da
kurulmustur. Bu hat ile vatandaslar ve kamu kurumlari
arasinda kopri  kurularak destege ihtiyaci olan
vatandaslarin hizmete kolay ulasabilmeleri amaglanmistir.
Uyusturucu bagimliligindan kurtulmak isteyen
vatandaslarin yani sira alkol bagimliligi kapsaminda da
hizmet vermektedir. Cevre ve Sehircilik Bakanhgi
tarafindan da “UYUMA” isimli mobil bir program
olusturulmus olup, bu uygulamada hedef vatandaslarin
ihbari ile uyusturucu ticaretinin 6nlenmesi amaglanmistir
(Kavakh Demir, 2020: 16-17).

Mali Tedbirler

Paternalist devlet anlayisini benimseyen devletler,
kamu saghgimi  korumak icin birtakim ¢alismalar
yapmaktadir. Tirkiye’de erdemsiz mal ve hizmet
grubunda bulunan alkol ve sigara tiiketimini azaltmak
amaciyla bu Uriinler Uzerinden ylksek miktarda vergi
alinmaktadir. Toplanan bu vergiler siireg icerisinde devlet
tarafindan kamu harcamalarini finanse etmede ve cesitli
politikalari gerceklestirmede kaynak olarak kullanilir ve
boylece vergilerin mali amaci ortaya cikar. Vergilerin mali
amacinin yani sira ekonomik istikrari saglamak, kaynak
dagiliminda etkinligi saglamak ve gelir dagiliminda adaleti
saglamak gibi pek ¢ok amaglari da vardir. Ayrica vergiler
toplumun refah dizeyini artirmak, toplum saghgini
korumak gibi amaclara da sahiptir. Devletler vatandaslarin
saghgini tehlikeye atan olumsuz mal ve hizmetlerin Gretim
veya tiketimini kontrol altinda tutmak igin birtakim énlem
alirlar. Ulkemizde adi Ozel Tiiketim Vergisi olan OTV de bu
amacla uygulanmaktadir (Kavakli Demir, 2020: 17).

Bilindigi lzere vergi, kamu giderlerini karsilamak ve
sosyo-ekonomik yapinin gerektirdigi tedbirleri almak
lizere, mali glicli olanlardan, onlarin bu glgleriyle orantili
olarak alinan karsiliksiz ve zorunlu 6demelerdir (Oktayer
ve Susam, 2007: 111-112). Vergiler tarihsel siregte kamu
harcamalarinin finanse edilmesi icin kullanilan bir arag
iken ilerleyen donemde ise sosyal amaca hizmet etmeye
baslamistir. Ozellikle gelismekte olan ilkelere goz
atildiginda sosyal politikalarin uygulanmasi icin en fazla
dzel tiiketim vergisi alindigi gorilebilmektedir. Ozel
tuketim vergileri sosyal amaca hizmet etmenin yaninda
negatif digsalliga sebep olan Grlinlerin tiketimini en aza
duslirmek gayesi de tasimaktadir. Zira negatif dissallik
yayan Uriinlerin devletleri ekonomik zarara ugrattigi bir
gercektir (Cetin ve Ozkan, 2018: 272).

Devletlerin  toplum saghgi ve c¢evre kirliliginin
onlenmesi icin aldigl vergiler ginah vergisi olarak
adlandiriimaktadir. Giinah vergisi bircok tlke tarafindan
alinmakta olup llkemizde ise glinah vergisi
alinmamaktadir. Ancak, Ulkemizde sigara ve alkol
Gzerinden alinmakta olan 6zel tiiketim vergisi, adi her ne
kadar glinah vergisi olarak soylenmese de glinah vergisi
olarak degerlendirilmektedir. Bu vergi tirinin giinah
vergisi olarak degerlendirilmesinin sebebi ise zararli mallar
lzerinden alinmasidir. Glinah vergileri, zevk veren ve
bagimlilik yapan, ayni zamanda insan yasamina uygun
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olmayan ve negatif dissalliga sebep olan bitin faaliyetler
Gzerinden alinmaktadir. S6z konusu faaliyetler de alkol ve
titin kullanimi, sans oyunlari oynamak ve gevreye zarar
vermek olarak orneklendirilebilir. Bu vergi ile zararh
maddelerin tiketimi dasurilirken ayni zamanda gelir
elde edilmektedir (Sandalci ve Sandalci, 2018: 1-2).
Ulkemizin vergi sisteminde, zararh mallar {zerinden
alinan &zel tiiketim vergisinin (OTV) giinah vergisi olarak
gorilmesinin sebebi, Taylar (2010: 439-440) tarafindan su
sekilde degerlendirilmistir: Kapsamina almig oldugu mal
veya hizmetlerin genel tiiketim vergisine nazaran daha
sinirh olusudur. Bu ozelligiyle kapsamina aldigi mal ve
hizmetlerin genisligi bakimindan genel bir tiketim vergisi
olan katma deger vergisinden ayrilmaktadir. Genel
tiketim vergileriyle, Uretimi ve Uretimdeki firmalarin
orgltlenisini sarsmadan ve gelir dagilimini bozmadan
yuksek miktarda gelir toplama amaci gudiiliurken, 6zel
tiketim vergilerinde gelir amacinin yani sira, sosyal
faydasi olmayan, hatta zararh oldugu dislnilen bazi mal
veya mal gruplari vergilendirilmektedir.
Onlenmesine

Erdemsiz  Mallarin  Tiketiminin

Yonelik Vergiler

Erdemsiz mallar {izerinden alinan vergiler bitin
Ulkelerde ©6nemli gelir kaynagidir. Erdemsiz mallarin
vergilendirilmesinde uygulanan teknikler, kamu gelirlerini
ve satis fiyatlarini 6nemli 6l¢lide etkilemekte ve hatta
kacakgiligi tesvik etmektedir. Vergi artislari fiyatlar
yikselteceginden erdemsiz  mallara olan talebi
azaltacaktir. Herkesin vergi 6dedigi paternalist devlet
anlayisina gore, erdemsiz mallari tlketenlerin digsal
maliyetlerini ig¢sellestirmeleri gerekmektedir. Erdemsiz
mallar UGzerinden alinan vergilerle negatif dissalliklarin
Onlenmesi  amaglanmaktadir.  Uygulanan  vergiler
sayesinde erdemsiz mallarin tiiketimi azalacak, hastaliklar
ve 6limlerde azalmalar olacak, saglk sektériine yapilan
kamu vyatirnmlari bagka kanallara aktarilabilecek ve
devletin gelirlerinde 6nemli artiglara sebep olabilecektir
(Ugur ve Kémiirculer, 2010: 342-343).

Erdemsiz mallardan biri olan tatlnun
vergilendirilmesi, kapsamli bir titiin kontrol stratejisinin
onemli bir bilesenidir. Arastirmalarin ¢ogu, artan vergiler
yoluyla sigara fiyatlarini artirmanin gencler, geng
yetiskinler ve disiuk sosyoekonomik statliideki kisiler
arasinda sigara igmeyi azaltmak igin oldukga etkili bir
onlem oldugunu ortaya koymustur. Spesifik ¢alismalara
ihtiyac duyulmasina ragmen, tiitin vergilendirmesi
basariy1 artirmak icin kilit bir politika dnlemidir. Ozellikle
yliksek gelirli Ulkelerde son otuz yilda sigara icmeyi
azaltmada onemli adimlar atilmistir. Bununla birlikte,
sigara icmenin saglik tizerindeki etkisi, zorlayici bir kiiresel
saghk sorunu olmaya devam etmektedir. Ekonomik
literatdr, tiitln vergilendirmesinin sigara igmenin saglik
Gzerindeki sonuglarini iyilestirmedeki etkinligini anlamada
benzersiz ve 6nemli katkilarda bulunmustur. Tiketicilere
daha yuksek sigara fiyatlari seklinde yansitilan artan titin
vergileri, sigara icenler veya sigara icmeyi diistinenler icin
ekonomik bir caydiriciik saglamaktadir. Daha fazla

calismaya ihtiyag  duyulmasina  ragmen, titln
vergilendirmesi basariyl saglamak icin kilit bir politika
onlemidir (Bader ve ark., 2011: 4130-4131).

Tatan  kullanim  yayginhigini  azaltmak ve titlin
kullanimina baslamayi 6nlemek igin, egitim ve toplum
¢apinda thtin kontrol girisimleri uzun yillardir
uygulanmaktadir. Zamanla, bu girisimler, tipik olarak
devlet diizeyinde organize edilen ve finanse edilen daha
kapsamh titin kontrol programlarina dénligmistir.
Tatunle ilgili hastaliklari, sakathklari ve 6liimleri azaltmayi
amaglayan bu devlet programlari genellikle isleyen
altyapi, idari ve yonetim desteginin yani sira gézetim ve
degerlendirmeyi icermektedir (Tauras ve ark., 2018: 1).

Erdemsiz Mallar Kapsaminda Tiirkiye’de Uygulanan
Ozel Tiiketim Vergisi

Tirkiye’de erdemsiz mal ve hizmetlerin tiiketiminin
azalmasina ya da onlenmesine yonelik en uygun ve etkin
vergi tirl “Ozel Tuketim Vergisi” dir. Bu vergi izerinden
sosyal faydasi olmayan, hatta zararh oldugu disinilen
bazi mallar vergilendirilimektedir. Ozel tiiketim vergisi
icerisindeki tam olarak erdemsiz mallara yonelik liste, Il
sayll listedir ve paternalist devletin en glzel 6rnegini
sergilemektedir (Buyrukoglu ve ark., 2016: 16).

Tirkiye'de 6zel tiiketim harcamalarini vergilendirmeyi
amaglayan 4760 sayili Ozel Tiiketim Vergisi Kanunu,
12.06.2002 tarihinden itibaren vyiriirlige girmistir. Ozel
bir harcama vergisi olan 6zel tiiketim vergisi, baslica dort
listede belirlenen mallar (zerinden alinmaktadir
(Hayrullahoglu, 2015: 89). Sigara ve alkol Gizerinden alinan
OTV Turkiye’de diizenleyici vergiler arasindadir.

Uretimden sonra veya iretimin belirli bir asamasinda
alinmayip tek tek belirlenen bazi Grin ve hizmetlerden
alinan vergilere, 6zel titketim vergisi denilmektedir. Ozel
tiketim vergisi ekonomik sirecin dretim ve dagitim
asamasinda veya bunlarin sadece birinden belirlenen bazi
mal ve hizmetlerden alinan vergidir. Ozel tiiketim vergisi
belirli mal ve hizmet gruplarina uygulanmakta olup,
boylece bir ulke ekonomisinde Uretilen degerlerle, ithal
edilen bazi mal ve hizmetler 6zel tiiketim vergisinin
konusunu olusturmaktadir (Karakog, 2002: 109).
Tirkiye’de OTV Kanunu, verginin tanimi, konusu ve
icerigine iliskin diizenlemeler 2002 yilinda Resmi Gazetede
yayimlanmistir. Bu kanun genel olarak asagidaki hususlari
tasimaktadir (Resmi Gazete, 2002):

“Ozel Tiiketim Vergisi Kanunu'nun 1. Maddesinde (1)
numarali fikrasi uyarinca, bu Kanuna ekli (1) sayili listede
yer alan mallarin ithali veya imal edenler tarafindan
teslimi ile OTV uygulanmadan énce miizayede yoluyla
satisi bir defaya mahsus olmak iizere OTV’ye tabidir”
Kanun maddesine gére verginin konusu;

a) (1) sayili listedeki mallarin (akaryakit ve petrol
tiriinleri) ithalatgilari veya rafineriler dahil imal edenler
tarafindan teslimi,

b) (1) sayili listedeki mallardan (motorlu tasit araglari)
kayit ve tescile tabi olanlarin ilk iktisabi,

c) (1l) sayili listedeki mallardan kayit ve tescile tabi
olmayanlar ile (Ill) (kola, tiitiin ve alkollii icecekler) ve (1V)
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sayili listelerdeki (havyar, kiirk, itriyat ve parfiimeri

cesitleri) mallarin ithalati veya imal ya da insa edenler

tarafindan teslimi,

d) (1), (1), (IV) sayili listelerdeki mallar ile (Il) sayili
listedeki mallardan kayit ve tescile tabi olmayanlarin OTV
uygulanmadan énce miizayede yoluyla satisi, bir defaya
mahsus olmak lizere OTV'ye tabidir.

Ulkemizde elde edilen 6zel tiiketim vergilerinin
ozelliklerini su sekilde siralamak mimkindir (Karakog,
2002: 110):

o  Ozel tiiketim vergileri, bir taraftan gelir toplama diger
taraftan tuketicilerin harcama seklini etkilemesi
yonuyle 6nemlidir.

e Ozel tiketim vergilerini uygulamak kolaydir. Talep
esnekligi diisik mallara optimum miktarda OTV
uygulandiginda mali anestezi ilkesine uygun olmasi
gerekir. Gelir arttirici etkisi vardir, tahsil kolayhgi
fazladir ve bu nedenle tercih edilmektedir. Vergiye
tabi mallarda (alkol, akaryakit ve titin gibi) fiyat
degisimlerinde daha az duyarli mallar segilmelidir.

e Ozel tiketim vergisi bir gider vergisidir. Dolayl
vergiler grubuna girmektedir. Mal ve hizmetlerin
fiyatlari icine gizlenmistir.

e  Toplum tarafindan liiks olarak gorilen mallarin vergi
kapsamina alinmasinda veyahut artan oranh
vergilendirilme usuliinde  kullanilmasinda  gelir
dagihmini diizeltici etki yapacagi séylenebilir.

e Ozel tiiketim vergileri kisilerin gelirlerinden degil
mallarin alimindan alinan bir vergi oldugu igin,
bireylerin fiili satin alma glicline dikkat cekmektedir.
Paranin marjinal faydasi ne olursa olsun, vergi ayni
kalacagindan, ihtiyagc maddelerinde (dayanikh
tiketim maddeleri gibi) verginin adaletsizligi daha
belirgin olarak gérulmektedir.

o  Ozel tiiketim vergisine konu olan mallarin topluma
zararl goz oninde bulunduruldugunda tiketimini
sinirlandirmak veya mallarin alinmasini caydirmak igin
ylksek vergiler dngorilmektedir.

e  Ozel Tiiketim Vergisi, Katma Deger Vergisinden farkli
olarak tek safhali bir vergi tiriddr.

OTV’'nin  fonksiyonunu sadece kamu giderlerini
karsilamak dlstncesi ile agiklamak yetersizdir. Bu
aciklamaya gore vergi kamu kamu harcamalarini
karsilamasinin disinda baska amaglarla da alinmasi
verginin mali olmayan fonksiyonu veya “mali olmayan
fonksiyonu” olarak da adlandirmak mimkdinddr (Pehlivan,
2011: 107).

Verginin toplanma amaci ¢ madde halinde
siralanabilir. Bunlar; ekonomik, mali ve sosyal amaclardir.
Vergiler ekonomik amacina goére; devlet ekonomik

hedeflere ulagsmak igin, ekonomik midahalelerde
bulunur. Devletin tiiketim vergisi uygulamasinda,
ekonomi politikasi bakimindan, gelir kaynaklarinin

dagiliminda adaletin saglanmasi ve daha etkili kaynak
dagihmini saglamak amaglanmistir (Eker, 1998: 130).
Tarihi agidan bakildiginda vergilendirmenin asil amaci,
kamu harcamalarini karsilayabilmek icin devlete gelir
saglamaktir. Toplanan vergiler devletin hazinesinde
sureklilik sagladigi icin mali amaci gergeklesmis demektir
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(Ozkara, 2004: 7). Bu agidan bakildiginda OTV'de gelir
saglamak amaciyla mali amag igin kullanildigi sGylenebilir.
OTV’nin gelir amacindan ziyade sosyal ve teknik amag icin
kullanildigini séylemek muimkindir. Verginin yeniden
formile edilmesinde ve uygulamaya konulmasinda titiz
olmak gerekmektedir. Aksi durumda gelir vergisi saglansa
da ekonomik agidan etkin durum bozulur ve vergi adaleti
zarar gorebilir (Onder, 2002: 8).

Erdemsiz bir mal olan alkol ve sigara tiketiminin
vergilendirilmesinin ~ temel  amaci,, bu  Grlnleri
kullananlarin  kullanmayanlar Uzerinde olusturduklari
negatif digsalliklari diizeltmek, digsallik sorununa bagh
olarak olusacak basarisizliklarda, devletin ekonomiye belli
araglarla midahale ederek bu aksakliklari ¢6ziime
ulastirabilmesidir. Devletin alkol ve sigara tiiketiminin
neden oldugu negatif dissalliklarin igsellestirilmesinde
kullanilan en etkin ¢6zim ydntemlerinden birisi
vergilerdir. Pigoucu vergiler olarak bilinen vergilerin bu
amaci bir mal veya hizmetin digsal maliyetini marjinal 6zel
maliyetine dahil etmektir. Bu marjinal vergi oraninin
dissalligin marjinal maliyetine esit olmasi ile saglanir.
Ancak burada dissal maliyetin nasil belirlenecegi ve
verginin dissal maliyete esit bir oranda uygulanip
uygulanmayacagi belirlenmelidir (Taghiyev, 2020: 22).

Erdemsiz Mallar Uzerinden Alinan Ozel Tiiketim
Vergisinin Etkileri

Ozel tiiketim vergisi, biitiin diinyada erdemsiz mallar
Uzerinden en ¢ok alinan vergilerden birisidir. Ozel tiiketim
vergisinin vergi gelirleri, vergi adaleti, tiketim davranislari
ve daha birgok alan lizerinde etkileri bulunmaktadir.

Alkol, tutlin ve uyusturucu madde bagimhhg
“davranigsal bagimliliklar” kapsaminda ele alinmaktadir
(T.C. Kalkinma Bakanligi, 2018: 3). Alkol ve titln
drunlerinin  zararli kullanimi hem bireylere hem de
toplumun geneline sosyal ve ekonomik ydnden gesitli
zararlar vermektedir (WHO, 2022). Ornegin alkoliin zararh
kullanimi, aile Gyeleri, arkadaslar, hatta yabanci kisilere de
zarar verebilir. Erdemsiz mallarin zararh kullanimi, genel
olarak toplum lizerinde 6nemli bir sosyal maliyettir. Sosyal
maliyetler, erdemsiz mallarin tiketiminin toplumun
maddi refahi Uzerindeki olumsuz ekonomik etkisidir
(Sangamithra ve ShanmugaPriyaa, 2016: 78).

Bu zararli etkilerin ©6niline gecilmesi icin dilnya
genelinde devletler vatandaslarindan vergi almakta ve
birtakim prosedirler izlemektedir. Bu dogrultuda
erdemsiz mallar Gizerinden alinan Ozel Tiiketim Vergisinin
birtakim etkileri s6z konusudur. Tirkiye’de erdemsiz
mallar Gzerinden alinan 6zel tiiketim vergisinin vergi geliri
Gzerindeki etkileri, tliketim davranislari tizerindeki etkileri
ve vergi adaleti lzerindeki etkilerine asagida ayrintil
olarak deginilmistir.

Erdemsiz Mallar Uzerinden Alinan Ozel Tiiketim
Vergisinin Vergi Geliri Uzerine Etkisi

Ozel tiiketim vergisinin tahsil edilme yéntemi iilkeden
Ulkeye farklilk gdstermektedir. Uretilen mal ve
hizmetlerin satigi sirasinda vergi tek asama uygulanir.
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Verginin tek asamada alinmasinin asil sebebi vergi
piramitlesmesinin  dniine  gecmektir. Ulkelerin  vergi
kanunlarinda 6zel tiketim vergileri daginik sekilde yer
almaktadir. Daginik sekilde bulunan vergi maddelerinin
birbirleri ile uyumlu maddelerini bitin haline getirerek 6zel
tilketim vergi sistemi olusturulur. Ozel tiiketim vergilerini
kapsam bakimindan sadece mal ve hizmetlerle kisitlamak
dogru degildir. Ancak Ozel tuketim vergilerinin listede yer
alan mal ve hizmet konulari lizerine yogunlagmasi verginin
geleneksel konular arasinda yer aldigina yonelik goris
birligini ortaya ¢ikarmistir (Cnossen, 1977: 11-12).

Ornegin titlin  Grdnleri  fiyatlanni  artiran  tiitiin
vergilerinde vyapilan 6nemli artislar, mevcut titin
kullanicilarini sigarayi birakmaya tesvik etmekte, potansiyel
kullanicilarin tiitdn kullanimina baslamasini engellemekte ve
kullanmaya devam edenler arasinda tiiketimi en fazla gengler
ve yoksullar lizerinde azaltmaktadir. Tutln vergilerindeki
onemli artislar, oldukga etkili bir tiitlin kontrol stratejisidir ve
halk sagliginda 6nemli gelismelere yol acar. Saglik Gzerindeki
olumlu etkisi; titlin vergisi artislarindan elde edilen gelirlerin
bir kismi diger saglikla ilgili faaliyet ve programlari
desteklemek igin kullanildiginda daha da biiyiktiir. Sonug
olarak, dislk gelirli ve orta gelirli Glkelerden ¢ok sayida
arastirma, titln tiketim vergilerinin tltin  kullanimini
azaltmak icin gli¢li bir ara¢ oldugunu ve ayni zamanda
guvenilir bir devlet geliri kaynagl sagladigini acik¢a
gostermektedir (Chaloupka ve ark., 2012).

Chaloupka ve ark. (2002) baska bir calismalarinda, genel
olarak alkollli icki fiyatlarindaki artislarin, alkol kullanimi ve
suistimalinin sonuglarinin yani sira, igki ve agir icki tiketiminde
azalmaya yol agtigI sonucuna varmistir. Bu sonug, asagi dogru
egimli talep egrisi olarak adlandirilan ve bir Griinin fiyati
arttikca o Grliniin talep edilen miktarinin distigini belirten
temel bir ekonomi yasasiyla uyumludur. Alkol fiyati, tiketim
vergisi politikalari yoluyla manipile edilebildiginden, alkol fiyati
ve alkol tiketimi arasindaki iliskiye iliskin bulgular, alkol
tliketimini ve bunun olumsuz sonuglarini azaltmakla ilgilenen
politika yapicilar icin agik¢a gegerlidir. Bu bulgular géz dniine
alindiginda, alkollii icecek fiyatlarindaki artislar, alkol tiiketimini
ve sonuglarini  azaltmak igin etkili bir politika olarak
gorinmektedir. Chaloupka ve ark. (2010) bir baska calismada
sigara tlketim vergisinin fiyatlar, gelirler ve sigara igimi
Uzerindeki etkisini arastirmiglardir. Buna goére, sigara
Uzerindeki 6zel tiiketim vergisinin, nispi vergiye kiyasla, maliye
politikasinin yani sira halk saglhigi hedeflerine ulagmak igin daha
verimli bir politika aracidir. Ureticilerin pazar giicii ve sigara
tlketicilerinin  davranis tepkileri, dizenlemenin etkinligi
Uzerinde onemli bir rol oynadigindan, tim titin Grdnleri
Uzerinde dengeli bir vergi yapisi ve fiyat manipilasyonunu
azaltmaya yonelik tamamlayici politikalar prosediri biyiik
oOlguide kolaylastiracaktir.

Erdemsiz Mallar Uzerinden Alinan Ozel Tiiketim
Vergisinin Tiiketim Davranislari Uzerine Etkisi

Vergiler, hikiumetlerin gelir saglayan en onemli
araclarindandir ve bireylerin kullanilabilir gelirlerini
azaltmaktadir. Vergilerin bireyler (zerindeki etkileri,
bireylerin demografik o6zelliklerine (yas, gelir, egitim
durumu, cinsiyet vb.) gore farkhlik gosterebilmektedir.

Ozellikle de bireylerin egitim durumunun belirleyici
nitelikte oldugunu soéylemek mimkiindir. Dolayli veya
dolaysiz vergiler, bireylerin tutum ve davranislari tizerinde
kisitlayici etkiler olusturmaktadir. Ozellikle de davranislari
etkilemeye yonelik olan, alkolll icecekler, titin Grinleri
gibi mamuller Gzerinden alinan Ozel tuketim vergileri,
bireylerin vergilere olan tutumlarinda daha belirgin hale
gelmektedir (Gergerlioglu, 2015: 21; Gergerlioglu, 2014:
47).

Sigara ve alkol tlketiminin psikolojik belirleyicilerini
anlamak o6nemlidir. Alkol tiketimi gibi saghkla ilgili
davranislari tahmin etmek icin yaygin olarak kullanilan bir
insan davranisi modeli, planli davranis teorisidir. Bu
model, davranisin en 06nemli belirleyicisinin kisinin
davranigi gergeklestirme niyeti oldugunu oOne sirer.
Sirasiyla, niyetin belirleyicileri olarak UG¢ degisken
tanimlanmistir. Bunlar; tutum, 6znel norm ve algilanan
davranigsal kontroldir. Tutumlar, bireyin davranisi
gerceklestirmeye  yonelik olumlu veya olumsuz
degerlendirmesidir. Oznel normlar, bir bireyin davranisi
gerceklestirmesi icin sosyal onay veya onaylanmama
algilarini yansitir. Algilanan davranigsal kontrol, bireyin
icsel ve digsal engeller karsisinda davranigsal performans
Uzerindeki kontrol algisini temsil eder (Cooke ve ark.,
2014: 2). Bu noktada, erdemsiz mallar tzerinden alinan
vergilerin bireyin alkol veya tutiin Grdnlerini birakmaya
yonelik olumlu bir tutum olusturmasina yardimci olabilir.
Ornegin, tiiketim vergilerinin sigara icenlerin davranislari
Gzerindeki etkileri uzun sdredir tartisiilmaktadir.
Hukumetler, sigara tiiketimini (sigara igenlerin sayisi ve
icilen sigaralarin sayisi) azaltmak ve risk altindaki
topluluklari sigaraya baslamaktan caydirmak amaciyla,
sigara Uzerindeki vergilerde bircok artis getirmektedir
(Sylvain, 2008: 88). Alkol ve titin Grinlerinin tehlikeleri
hakkinda bilgilendirme, olumlu inang ve tutumlari tesvik
etmenin temelini olusturabilir. Yapilan arastirmalar, bu
Urunlerin zararlar konusunda farkindali§in artmasinin
tiketimi azaltabilecegini ve bu zararlh maddeleri birakma
niyetini artirabilecegini gostermektedir (Yang ve ark.,
2010: 438).

Ozel tiiketim vergileri bireylerin psikolojilerini olumsuz
yonde etkileyebilir. Vergilerin gonullilik esasina goére
toplanmasi ve hiikimetlerin vergiler konusunda birtakim
hususlari gbéz ©niinde bulundurmasi gerekmektedir.
Ozellikle alkollii igecekler ve tiitiin Uriinleri Gzerinden
alinan yuksek vergilerin gigli bagimliliklar karsisinda bu
Gran kullanicilarini kayit disina yoénlendirebilmektedir.
Ayrica alinan yiksek vergiler i¢csel motivasyonu da
olumsuz yonde etkileyebilmektedir (Gergerlioglu, 2015:
21).

Daha yiiksek tltun vergilerinin gelir ve halk saglhgi
Gzerindeki etkilerine iliskin kanitlara ragmen, vergileri
artirmanin  6niinde genellikle ekonomik arglimanlara
dayanan bir¢ok engel bulunmaktadir. Bazi arastirmalarda,
(Cetin ve Ozkan, 2018; Hayrullahoglu, 2015) uygulanan
vergi politikalari sonucunda OTV artisinin  tiiketimi
azalttigini fakat kagakciligin 6niine gecilemedigini ifade
etmek mimkindir.
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Erdemsiz Mallar Uzerinden Alinan Ozel Tiiketim
Vergisinin Vergi Adaleti Uzerine Etkisi

Kiresellesme ile birlikte 6zel tiketim vergisinin
amacinda degisiklik yaganmig; mali amagtan ziyade negatif
digsalliklarin igsellestirilmesi ile birlikte, gelir dagiliminda
adaletin saglanmasi igin, fayda ilkesinin uygulanmasi
acisindan fiskal amaglar 6n plana ¢ikmistir. Erdemsiz mal
ve hizmetlerin kontrol altina alinmasi igin giinah vergileri
arag olarak kullanilmaya baslanmistir.

Ozel tiiketim vergisinin gelir dagilimi skalasinda,
adaleti saglama amacina uygun olmasi igin Ust gelir
gruplarinda bulunan liks mal ve hizmetlerin konuda yer
almasi gerekir. Devlet liks tiiketim mallarini vergiye tabi
tutarken kaynak dagilimi etkisinin devam etmesini géz ardi
ederek gelir dagihmini dizenli yapmayi hedefler (Batirel,
2007: 140).

Luks tiiketim mallari Gzerinden alinan vergiler faydasi
acisindan, kamu harcamalari aracihgi ile toplumun her
kesimine vyayildigindan gelir dagihminda adaletin
saglanmasina katkida bulunur. Bu tir vergiler alt gelir
gruplarina transfer harcamalarinin aktarilmasi agisindan
beklenen etkiyi artirir. Fakat liks mal ve hizmetlerden
alinan vergiler vergi sisteminde dar tabani olusturdugu
icin ozel tiketim vergilerinin tek basina ¢ok fazla etkili
oldugu soylenemez. Bu agidan bakildiginda artan oranh
gelir vergisine uygulanan vergi sistemi liks vergilerin
basarini artirir. Liks mal ve hizmetler Uzerinden alinan
vergi, vergi yikinin dagihminda artan oranin etkisi
olacagi distintlmektedir (Turhan, 2020: 188).

Gelir uygulamalarinda Gst gelir gruplarinin bltcesinde
yer alan micevher, kirk, yat ve pahali araglar gibi
mallardan alinan vergiler daha biiylk paya sahip iken, alt
gelir gruplarinin harcama kalemlerinde zorunlu tiiketim
mallari daha biyik bir paya sahiptir. Dahasi liks mallar
Uzerinden yuksek oranda vergi alinmasi toplumdaki gelir
dagilimindaki esitsizligin alt gelir gruplari tarafindan giizel
karsilanmasi icin, daha iyi hizmet  edecegi
duslintilmektedir. Buna paralel olarak liks olarak tabir
edilen mallarda, alt gelir gruplarinin ilgi gosterdigi bu
asamada ylksek vergi oraninin gelir dagihminda adaleti
bozacagl durumlarinda olabilecegi unutulmamalidir
(Bulutoglu, 2004: 358).

Sonug

Erdemsiz mallar Uzerinden alinan vergiler, llkeden
Ulkeye farklilk gostermekle birlikte, mali amacinin yani
sira paternalist devlet anlayisi geregi bu tir mallarin
tiketimini azaltmayi hedefleyerek mali olmayan amaca da
hizmet etmektedir. Devletler bu mallar Gzerindeki agir
vergi yukinin devlete getirecegi ciddi tutarlardaki vergi
geliri ile negatif digsalliklar neticesinde ortaya ¢ikaracagi
kamu harcamalarini karsilastirdiklarinda vergilerin mali
amaci cazibesini kaybetmektedir. Ozellikle saghk
harcamalarinin artmasi ile birlikte erdemsiz mallar
Uzerinden tahsil edilen vergiler devlet hazinesine katki
saglayamamaktadir.

Bu ¢alisma kapsaminda, erdemsiz mallarin tiketiminin
onlenmesine yonelik olarak uygulanan vergi politikalari
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OTV cergevesinde ele alinmistir. Diger taraftan bu
vergilerin ortaya c¢ikardigl bazi olumsuz sonuglara yer
verilmistir. Ozel tiiketim vergisi uygulamasinin asil
amacinin toplum saghg yararinin gozetilmesi olduguna
dikkate alindiginda, ozellikle sigara ve alkol tuketiminde
kacakgilik miktarindaki artis son derece endise verici
boyuttadir. Erdemsiz mallarin kullaniminin 6nlenmesine
yonelik  vergilerdeki artislar yasa disi  yonelimi
arttirmaktadir. Dolayisiyla sigara ve alkol gibi Grinler
Uzerindeki agir vergi ylka, bu Uriinleri kullananlarin kayit
disi se¢iminde oldukga 6nemli bir role sahiptir. Bunun
onune gegilebilmesi igin, erdemsiz mallarin kullaniminin
onlenmesini veya azalmasini amaglayan bir vergi politikasi
ile yasa disi satislari durdurmaya yonelik 6zel politikalar
gereklidir. Erdemsiz mallarin kullaniminin 6nlenmesinde
fiyatlarinin ve vergilerin artirilmasi, politika yapicilarin
yasa digi erisimi azaltmaya yonelik belirli politikalari
dikkate almalarini gerektirebilir.

Literatirde glinah vergileri olarak adlandirilan ve
erdemsiz  mallarin tiuketimini azaltmayr hedefleyen
vergiler, Turkiye’de o6zel tiketim vergisi 6nculiglinde
uygulanmaktadir. Ozel Tiketim Vergisi Kanununun igerigi
dort farkh listeden olusmakla birlikte ekli (lll) sayih
listesinin (A) ve (B) cetvelleri erdemsiz mallarin tiiketimini
konu almaktadir. (A) cetvelinde; kolali gazozlar ve alkolll
ickilere yer verilirken, (B) cetvelinde; puro, sigarillo, sigara,
nargile titlnd, enfiye veya gignemeye mahsus tiitiin gibi
titin mamullerine yer verilmektedir. Temel olarak
bireylerin saghginin bozulmasina yol acan bu urinler
devletin saghk harcamalarinin da artmasina sebep
olmaktadir.

Sonug¢ olarak, erdemsiz mallar (zerindeki yiliksek
vergiler bu tiir mallarin tiketiminin sebep oldugu; 6lim,
hastalik ve ekonomik maliyetlerin azaltilmasinda énemli
bir faktordir. Erdemsiz mallar Gzerinden alinan vergiler,
bu vergilerin daha ylksek fiyatlara sebep olmasi,
kullanicilarini  birakmaya tesvik etmektedir. Ayrica
potansiyel kullanicilarin da baslamasini engellemekte ve
kullanmaya devam edenler arasinda  tiketimi
azaltmaktadir. Tarkiye'nin de icinde yer aldigi OECD
Ulkeleri bu vergiler yoluyla hem ciddi gelir elde etmekte
hem de ortaya cikardigi negatif digsalliklarin azalmasinda
etkili olmaktadir. Clinkii bu negatif digsalliklar
icsellestirilemedigi sirece, sosyal maliyet 6zel tiketim
maliyetinden ¢ok daha fazla olacaktir.
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Asiri miktarda ve dogru/yanls karmakarisik bir sekilde sunulan bilgilerin virus gibi yayilarak toplumu olumsuz bir
sekilde etkilemesi durumu olarak ifade edilen infodemi kavrami birgcok sektori etkileyebilmektedir. Her karar
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olusturup olusturmadiginin arastirilmasi amaglanmaktadir. Bu amag¢ dogrultusunda satin alma niyeti (SAN),
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arastirmaya dahil edilmistir. Arastirmada kolayda anket yontemi ve gevrimi¢i anket uygulamasi ile 509
cevaplayicidan veri elde edilmistir. Verilerin analizi SPSS 23 paket programi ile gergeklestirilerek betimleyici
istatistiksel analizler uygulanmistir. Arastirma bulgularina gore; tiiketicilerin satin alma kararlarinin infodemiden
etkilendigi, en fazla infodemiye gida sektoriinde rastlanildigi, sektorel olarak 6zellikle gida ve saglik sektdrlerinin,
demografik olarak da kadinlarin infodemi karsisinda daha duyarli oldugu gortlmustir. Ayrica 6zellikle sirasiyla
Twitter, Instagram ve Facebook platformlari tizerinden infodeminin yayildigi diisintlmektedir.
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Giris

Belirsizligin yogun oldugu donemlerde, insanlar bir an
once bu glvensizlik halinden kurtulmak igin bilgi akislarina
karsi daha davetkar olabilmektedir. Ancak bilginin yalnizca
anlasilabilir olan kismi anlamli, anlagilamayan kisminin ise
‘fazlalik’ olacagi diistinuldugiinde, saglkh yorumlanamayacak
bilgilerin ~ yarardan  ziyade zarara  yolagabilecegi
unutulmamalidir.

Buyuk oranla sahte bilgilerin yayginligi sebebiyle
dogru, glvenilir bilgiye ulasilamamasi ve bu vyanlis
bilgilerin toplumda panige yol acgarak, kriz yonetimini
zorlastirmasi olarak tanimlanan infodemi kavrami (DSO,
2020) bir baska tanima gore belirsizlik dénemlerinde
kamuoyunda ¢ikan dogru ya da yanlis, kaynagi belirsiz ¢ok
sayida haberin bir viris gibi yayilarak toplumu olumsuz bir
sekilde etkilemesi durumudur. infodeminin en temel
sebebi; sunulan veriler arasindan neyi neyle
iliskilendirebileceginin bulaniklasmasidir. Hangi bilginin
degerli, hangisinin degersiz ve islevsiz oldugunun
anlasilmasina bile izin vermeden, bilgi karmakarisik bir
bicimde sunulmaktadir. Bu da bireylerin karar vermeleri
gerektigi durumlarda manipule olmalarina ve saghkl
kararlar verememelerine neden olmaktadir. Her birey ayni
zamanda ihtiyaglarini karsilamak igin mal ve hizmetlerin
tliketicisi durumundadir. Tuketiciler karsi karsiya kaldiklari
sayisiz secenekler arasindan hangi Grind satin alacagina
karar verirken i¢sel ve dissal pek c¢ok faktorden
etkilenebilmektedir. infodemi de bunlardan bir tanesidir.

Yaniltici bilgiler 6zellikle dijitallesmeyle birlikte yeni
medya ortamlarinda virls gibi yayilarak genis kitlelere kisa
surede ulagsmakta, gesitli dlgltlere (inanilirlik, glivenirlik,
benzer gorusler vb.) bagli olarak da bu bilgilerin dogru
kabul edilmesiyle kullanicilar markalarla ilgili olumsuz
davranislar gelistirebilmektedirler. isletmelerin bu yiiksek
hizli iletisim ¢aginda hedef kitleleriyle seffaf, hizli, glincel,
tutarh ve dogru bilgilerle, farkli kanallar kullanarak iletisim
icinde olmalari, uygun iletisim stratejileri benimsemeleri,
giivenilir bir marka olmalari durumunda; infodemik bir
ortam olsa bile misterinin bu bilgi kirliligi karsisinda
markaya olan yaklasimi ve markayla ilgili deneyimlerinde
bozulma olmayacaktir.

Yaptigl calismada Kortak (2022), pandemi ile birlikte
insanlarin internette daha fazla zaman harcayarak bilgiye
daha hizli ulastiklarini, bununla birlikte pandemi dénemi
icerisinde dogru kabul ettikleri bilgilerin daha sonra yanhs
oldugunu 6grendiklerini belirtmistir. Eylpoglu ve Kodak
(2023), 6 Subat 2023 tarihinde gerceklesen
Kahramanmaras merkezli deprem sonrasinda Hatay ilinde
barajin patlamasi ile ilgili yanhs haberin etkisini 6rnek

gostererek infodeminin bireyler Gzerindeki olumsuz
etkisini vurgulamislardir.

Pandemi donemi ile birlikte Tirkce literatiirde
infodemi kavraminin yer aldigi bilimsel c¢alismalarin

sayisinda artis gortlmustir (Golbasi ve Metintas, 2020;
Ayik, 2022; Altuntas vd., 2022; Bilisli, 2022; Cicioglu ve
Celikcan, 2022; Sezgin ve Unal, 2022; Kortak, 2022;
Eylpoglu ve Kodak, 2023).

We Are Social tarafindan hazirlanan Digital 2023
raporuna gore Turkiye’de aktif sosyal medya kullanicisi
sayisi yaklasik olarak 63 milyon civarinda iken bu kullanici
sayisi nifusun %73’in0 olusturmaktadir. Ayrica, bu rapora
gore 16-64 yas arasi internet kullanicilarinin interneti
kullanmasindaki temel nedeni bilgi arayisi (%73,2) ve 16-
64 yas arasi sosyal medya kullanicilarinin sosyal medyayi
kullanmasindaki temel neden ise haber hikayelerini
okuma (%51) olarak belirtilmistir (Dijidijital, 2023).

Bu calismanin temel motivasyon kaynaklarindan biri
Turkiye’de bireylerin interneti ve sosyal medya araglarini
bilgi arayisi ile birlikte haber okuma amaciyla kullaniyor
olmalaridir. Bu da markalarla ilgili yanhs haberin ¢ok hizl
yaylilabilecegini, tiketicilerin bu yanlis bilgi iceren
haberlere inanarak hem markaya karsi tutumlarini hem de
yanhs bilginin sosyal medya araglarinda veya yuz ylize
ortamlarda agizdan agiza hizli yayilacagini gostermektedir.
Bu durumda ise markalara karsi olumsuz tutum geliserek
mevcut ve potansiyel misterilerinin satin alma niyetlerini
olumsuz olarak etkileme durumunu ortaya cikaracaktir.
Bu calisma ile infodeminin tlketicilerin bilissel ve duygusal
durumlarina yansimalari ele alinarak markalara olan
supheci yaklagimlarina, satin alma niyetlerine, markalara
olan glivene, magaza ziyaret etme niyetlerine ve sosyal
cevrelerine olumlu/olumsuz anlatimlarina olan etkisi
Olgtlmesi amaglanmistir.

Tlrkiye’'de literatiirde yer alan ¢alismalarda infodemi
kavrami saglik ve iletisim bakis agilarinda ele alinmistir.
infodemi kavrami ile ilgili pazarlama literatiiriinde sinirli
sayida ¢alisma olmasi bu c¢alismanin  pazarlama
literatlriine katkisi olarak degerlendiriimektedir. Bu
¢alismada infodemi 6ncelikle kavramsal bir cergevede ele
alinmistir. infodemi kavraminin tanimi, sebepleri ve
etkileri acgiklanarak uygulama neticesinde elde edilen
veriler 1siginda tiiketicilerin demografik yapilarina gore ve
medya ortamlarina gére infodemik haberden etkilenme
durumlariincelenmistir. Tartisma ve sonuglar kapsaminda
pazarlama uygulayicilari ve arastirmacilarina yonelik
gelecek galismalar icin 6neriler de sunulmustur.

Literatiir Ozeti

Enformasyon (information) ve Pandemi (pandemic)
kelimelerinin biraraya getirilmesiyle olusan infodemi kavrami
(World  Health  Organization-WHO, 2020) sadece
koronavirlise 06zgl degil tim zamanlarda yasanan bir
olgudur. Her ne kadar koronaviriis pandemisinde yayginlassa
da ilk infodemi ¢alismasi; 1996 yilinda yayimlanmis ancak
arastirmanin taninmis bir dergide daha sonraki yillarda yer
bulmasiyla kavram yaygin olarak taninmistir (Eysenbach,
2002). Boylece, infodemi kavramina yonelik calismalarin
kokenlerinin glinimiizden ¢ok daha eski zamanlara, World
Wide Web'in kendisi kadar 6ncelere dayandigi ifade edilebilir
(Eysenbach, 2002).

infodeminin sebeplerinin en basinda sosyal medya
kullanimi gelmektedir. Literatiirde sosyal medya kullanimi
ve bagimhliginin, farkh populasyonlarda soylenti paylasma
niyetini dogrudan tahmin edebildini ortaya koyan
¢ahismalar mevcuttur (Apuke ve Omar, 2020; Sun vd.,
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2020; Apuke ve Omar, 2021). Yani sosyal medyaya maruz
kalmak soylenti yayma ve aldatmaya yatkinligi 6nemli
olglide artirmistir (Pian vd., 2021). Williams Kirkpatrick
(2021) tarafindan yapilan bir ¢calismada, bilimsel bilgilerin
insanlarin soylentileri paylasma istegini azalttigi ortaya
konmustur. Bu durum; dusuk dizeyde saglik/e-saglik
okuryazarligina sahip olmanin sdylenti paylasma niyetini
artiracagini ve dolayisiyla infodemiye neden olacagini
gostermektedir.

Belirli ideolojik ozelliklere (6rn; genel siphecilik,
kalturel/politik yonelim ve muhafazakarlik) sahip kisilerin
soylentilere daha duyarli oldugunu gésteren ¢alismalar da
mevcuttur (Calvillo vd., 2020; Havey, 2020; akt: Pian vd.,
2021). Dolayisiyla bireysel duisiince yapilari ve egilimler de
infodeminin belirleyicileri olarak ifade edilebilmektedir.

Arastirmalar, infodemi ve komplo teorilerinin,
kuruluslara duyulan gliven ile negatif yonde iliskiye sahip
oldugunu go6stermistir (Durodolu ve lbenne, 2020;
Roozenbeek vd., 2020). Yani infodemik haberler arttik¢a
yonetime ve kuruluslara duyulan given azalmaktadir.
Bunun neticesinde kurum ve kuruluslar tarafindan yapilan
uyarilar ve sunulan oneriler dikkate alinmamakta, halkta
direng olugsmaktadir. Firma diizeyinde ise firma veya uriin
hakkinda olusturulan ve vyayillan sahte haberler
tliketicilerin zihinlerini manipile etmekte firmalarin
itibarini olumsuz yénde etkilemektedir. Olusturulmasi
uzun yillar alan kurumsal itibar ne yazik ki dogru olmayan

haberlerin  virGs gibi yayllmasiyla derin vyaralar
alabilmektedir.
Sosyal medyada kaynagi belli olmayan bilgilerin

yayllmasi ve markayla ilgili soylentilerin artmasi (Oh,
Agrawal ve Rao, 2013), markanin mesajlarinin tiiketici
kaynakli icerikler arasinda kaybolmasina, tiiketicilerin
online ortamdaki sert tepkilerinin hizla hacim
kazanmasina (Baccarella, Wagner, Kietzmann ve
McCarthy, 2018) ve sonug olarak ciddi boyutlara ulasan
krizlere neden olabilmektedir (Sener, 2020).

Visentin, Pizza ve Pichierri (2019), bilgi kaynaklarini ve
sahte haberlerin marka imajini ve tiketicinin markalara
yonelik tutumlarini  nasil  etkiledigini arastirdiklari
makaleleri, sahte haberler karsisinda marka imajinin
insasinda marka yoneticilerinin endiselerinin  hakh
oldugunu gostermistir. Bulgular, genclerin yanlis bilgi ve
sahte haberlerle basa gikabilme konusunda daha yetenekli
olduklarini géstermistir.

Buglin artik misterilerin  bayldk bir ¢ogunlugu
markalari sosyal medya Uzerinden takip etmektedir ve
bunlarin ciddi bir kismi markalarla sosyal medya lizerinden
etkilesime gecmektedir. Yakin bir gelecekte tiketici marka
iletisim ve etkilesiminin daha da yliksek oranlara
ulasacagindan yana stphe yoktur. Berthon ve Pitt (2018)
tarafindan belirtildigi gibi, sosyal medya dogru bilgileri
icerirken, diinya c¢apinda marka yonetimi igin risk
olusturan carpik bilgiler ve sahte gorintlleri de
icermektedir. Bu nedenle c¢alismada cesitli platformlar
araciligiyla  paylasilan  infodemik bilgilerin  etkileri
konusunda tiiketicilerin demografik 6zellikleri agisindan,
sektorel agidan ve medya ortamlarina gore nasil bir
farkhhk oldugunun arastirilmasi amaglanmaktadir.
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Uriinlere yonelik olumsuz ya da kafa karistirici bilgiler
satin alma niyetini azaltabilir hatta vazgecmesine de
neden olabilmektir. Bir miisteriye ne derece yeterli bilgi
saglanirsa, bunun satin alma niyeti ve online magazayi
yeniden ziyaret etme olasiliginda olumlu bir artisa neden
olacagi 6ngorilebilir (Shelat ve Egger, 2002) Pepsi’'nin bir
reklam kampanyasi sonrasinda sosyal medyada ugradigi
lingin ardindan Y kusag! tiiketicilerde markanin satin alma
niyetiyle ilgili skorlarin %33’ten %23’lere geriledigi
gorulmastur (Tillman, 2018). Visentin ve arkadaslarinin
(2019) calismalarinda ise sahte haberlerin, magaza ziyaret
niyetini etkiledigi sonucu bulunmustur. Calismalar
tiketicilerin sosyal medyadan (rin satin almadan 6nce
mutlaka internet Uzerinden ve sosyal medya
hesaplarindan yapilan yorumlari okuduklarini (loanas, ve
Stoica, 2014), sosyal medyanin agizdan agiza iletisimde ve
satin alma niyetinde etkili oldugunu (Turgut, 2016),
markalarin sosyal medya kullanimlarinin tiketicileri
etkiledigini (Aytan ve Telci, 2014), bilginin elde edildigi
kaynagin glvenilirliginin satin alma niyetini etkiledigini
gostermektedir.

Materyal ve Metot

Bu ¢alismada Tiirkiye'de 18 yas ve lizerindeki, internet
ya da sosyal medya kullanan tlketiciler arastirmanin
orneklemi olarak belirlenmistir. Google Formlar tGizerinden
olusturulan soru formu bilgisayar ve akilli telefonlarina
uyumlu olup, sosyal medya platformlari ve kapali gruplar
araciligiyla paylasiimistir. Calismaya 518 kisi gonillii olarak
katihm saglamistir. 9 tanesi analize uygun olmadig igin
509 kisi ile uygulama gergeklestirilmistir. Sosyal medya ya
da internet kullanmayan bireyler arastirma 6rnekleminin
disinda birakilmistir.  Ayrica tiketicilerin - infodemik
haberler karsisinda demografik 6zellikleri ve farkli medya
ortamlarina gére durumu arastirildigindan sosyal medya
Gzerinden herhangi bir infodemik habere rastlamayan
kisiler de arastirma o&rneklemine dahil edilmemistir.
Calismada tesadiifi olmayan 6rnekleme yontemlerinden
kolayda ornekleme yontemi ile gevrimici anket teknigi
kullanilmistir. Nevsehir Haci Bektas Veli Universitesi
Bilimsel Arastirmalar ve Yayin Etik Kurulu’nun 09.08.2022
tarihli ve 274 sayili kararina gore arastirma igin hazirlanan

anketin uygulanmasinda etik olarak bir sakinca
bulunmadigina kurul lyeleri tarafindan oy birligi ile karar
verilmistir.

Anket sorulari olusturulmadan 6nce genis bir literatir
taramas!i yapillmis, toplamda yedi farkli OGlgekten

yararlanilmistir. Calismada Tuketici Stpheciligi (Obermiller ve
Spangenberg, 1998), Marka Giiveni (Delgado-Ballester,
2004), infodemik Haberden Etkilenme (Kumar vd., 2021),
Marka Satin Alma Niyeti (Holzwarth, Janiszewski ve
Neumann, 2006), Magaza Ziyaret Niyeti (Matzler vd., 2016),
Olumlu Agizdan Agiza Pazarlama (Godes ve Mayzlin, 2004) ve
Olumsuz Agizdan Agiza Pazarlama (Godes ve Mayzlin, 2004)
lcekleri kullanilmistir.  Olgeklerin giivenilirliklerine iliskin
Cronbach Alpa degerleri asagidaki Cizelgede yer almakta olup
herbirinin 0,7’den blyik olmasi nedeniyle givenilir oldugu
soylenebilmektedir.
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Cizelge 1. Olceklere ait Giivenilirlik Degerleri
Table 1. Reliability Values of the Scales

Olgekler Cronbach Alpha
infodemik Haberden Etkilenme 0,92
Tiketici Supheciligi 0,855
Marka Guveni 0,901
Satin Alma Niyeti 0,869

Magaza Ziyaret Niyeti 0,9

P-WOM 0,921
N-WOM 0,795

Cizelge 2. Katilimcilarin Sektdrel ve Medya Ortamlarina Gore infodemi Deneyimi

Table 2. Infodemic Experience of Participants According to Sectoral and Media Settings

Soru2- Ozellikle .........cooveenenne. Soru3-

-----------------------------

sektoriindeki infodemik haberler satin  sektoriindeki marka/markalarla ilgili

alma kararimi etkiler

Sektor SIII:“ Yuozde Sektor

Gida Etkilemez 66 13,00% Gida
Etkiler 443  87,00%

Saghk Etkilemez 192 37,70% Saghk
Etkiler 317 62,30%

Giyim Etkilemez 301 59,10% Giyim
Etkiler 208 40,90%

Mobilya  Etkilemez 371 72,90% Mobilya

Etkiler 138 27,10%

Ulastirma  Etkilemez 396 77,80% Ulasatlrm
Etkiler 113 22,20%
Haberless s illemez 3881 76205 Laceries
me me

Etkiler 121  23,80%
Egitim Etkilemez 396 77,80% Egitim
Etkiler 113 22,20%
Kozmetik Etkilemez 305 59,90% Kozmetik
Etkiler 204 40,10%
Diger Etkilemez 503 98,80% Diger

Etkiler 6 1,20%

iH- Etkileniri )

Etkilemez m 29k AR
Etki

tkll;nme 33 6,50%

Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim
Karsilas
madim
Karsilas
tim

infodemiyle karsilagtim

Sikhk

46

463

235

274

356

153

407

102

410

99

363

146

383

126

265

244

507

Ylzde
%

9,00%

91,00
%
46,20
%
53,80
%
69,90
%
30,10
%
80,00
%
20,00
%
80,60
%
19,40
%
71,30
%
28,70
%
75,20
%
24,80
%
52,10
%
47,90
%
99,60
%

0,40%

Soru4- En fazla infodemiye

................

Facebo
ok

Twitter

Instagr
am

Linkdn

Youtub
e

Whatsa
pPp

Telegra
m

Diger

M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m
M.Kalm
adim
M.Kaldi
m

Sikhk

227

282

314

195

126

383

475

34

359

150

385

124

439

70

499

10

sosyal medyasinda maruz
kaldigimi diisiiniiyorum

Yizde
%
44,60
%
55,40
%
61,70
%
38,30
%
24,80
%
75,20
%
93,30
%

6,70%

70,50
%
29,50
%
75,60
%
24,40
%
86,20
%
13,80
%
98,00
%

2,00%
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Verilerin analizinde SPSS 23.0 istatistik paket programi
kullanilmistir. Calisma tanimlayici bir arastirma yapisina
sahip oldugu igin betimleyici istatistiksel analizler
uygulanmistir. Tim degiskenlerin ortalamalari ve standart
sapmalari ortaya konmustur.

Bulgular ve Tartisma

Calismanin bu boéliminde gergeklestirilen uygulama
sonucu elde edilen bulgular ve yorumlara yer verilmistir.
ilk olarak Cizelge 2’de katiimcilarin sektérel ve medya
ortamlarina gore infodemik haberlere  yonelik
deneyimleriyle ilgili cevap dagilimlarina yer verilmistir.

Arastirmaya katilan tiketicilerin infodemik
haberlerden en ¢ok etkilendigi sektorler gida ve saglk
sektoru, en fazla infodemik haberlerle karsilagilan sektor
ise gida sektori olarak ifade edilmistir. Arastirmada
Instagram ve Facebook ise en ¢ok infodemik paylasimlarin
yapildigi sosyal medya platformlari olarak gérilmustar.

Arastirmanin  verileri  normal dagilim  ozelligi
gostermediginden parametrik olmayan istatistiksel
testlerin  kullanilmasi  gerekmektedir. Bu nedenle

calismanin ikili degiskenleri icin Mann-Whitney U testi ve
coklu degiskenleri igin Kruskal-Wallis H testleri
uygulanmistir. Cinsiyet, medeni durum ve sektorel etki
degiskenleri icin Mann-Whitney U testi; yas, gelir durumu,
o6grenim durumu ve meslek degiskenleri icin Kruskal-
Wallis H testi yapilmistir.

Cizelge 3. Demografik degiskenler icin Mann Whitney-U testi

Table 3. Mann Whitney-U test for demographic variables

ilk olarak demografik degiskenler icin uygulanan test
sonucuna gore infodemik Haberden Etkilenme, Marka
Glveni, Olumsuz Agizdan Agiza Pazarlama ve Satin Alma
Niyeti Olceklerinde cinsiyet ve medeni durum
degiskenlerinde anlamli farkliliklar oldugu gozlemlenmis
olup, sonuglar Cizelge 3’te gorilmektedir.

Cizelge 3'te yer alan Mann-Whitney U testi bulgularina
gore tiketicilerin infodemik Haberden Etkilenmeleri
tiiketicilerin cinsiyetine goére, Olumsuz Agizdan Agiza
Pazarlama davranigi ve Marka Guveni medeni durumuna
gore, Satin Alma Niyetleri ise cinsiyet ve medeni durumuna
gore farklilik gdstermektedir. Yani kadinlarin infodemik
Haberden Etkilenme durumu erkeklere gore istatistiksel
olarak anlamli derecede daha yuksektir. Evli olmayanlarin
Olumsuz Agizdan Agiza Pazarlama davranigi, evlilere gére
istatistiksel olarak anlamli derecede daha yiksektir,
Marka Guveni ise daha distktir. Satin Alma Niyetinin ise
erkeklerde kadinlara gére, evlilerde de evli olmayanlara
gore istatistiksel olarak daha yiksek oldugu
gorialmektedir.

Yas, Gelir Durumu, Ogrenim Durumu ve Meslek Grubu
degiskenleri icin yapilan Kruskal-Wallis H testi sonucu
tiiketicilerin Marka Giveni, Satin Alma Niyeti, Magaza
Ziyaret Niyeti sadece meslek grubu degiskenine goére
farkhhk gostermekte olup, sonuglar Cizelge 5’te
goralmektedir.  Marka  Gilveninde  bu  farkhhk
ogrencilerin(x =2,88) ev hanimlarina(x=3,25) goére, kamu
sektoriinde calisanlarin(x=2,88) ev hanimlarina(x =3,25)
gore daha dusik hesaplanmasindan kaynaklanmaktadir.

inf.Hab.Etk N.WOM
Degisken Kategori Min  Max Ot p Degisken Kategori Min — Max Ort. p
Cinsiyet wan 10 o, Medeni EX:: L 332 0,04
v Erkek 1 5 38 7 Durum . 1 5 : 5
Degil 5
MG SAN
Mi M Mi M
Degisken Kategori n ax ort p Degisken Kategori n ax Ort. p
. 2,7
Medeni Evli 1 5 3 0,00 Cnsiyet Kadin 1 5 5 0,00
Durum Evu“. 1 5 2,9 ! Erkek 1 5 3 >
Degil
Medeni Ez:: s 3 om
Durum .. 1 5 2,5 4
Degil
Cizelge 4. Demografik degiskenler icin Kruskal-Wallis H testi
Table 4. Kruskal-Wallis H test for demographic variables
MG SAN
Degisken Kategori Min. Max. Ort. p Degisken Kategori Min. Max. Ort. p
Calismiyor 1 5 3 Calismiyor 1 5 3
Emekli 1,25 5 3,25 Emekli 1 5 2,5
Meslek Ev Hanimi 1 5 3,25 0,001 Meslek Ev Hanimi 1 5 3 0,0
Ogrenci 1 5 2,88 e Ogrenci 1 5 2,5 02°
Serbest Serbest
Meslek 1,13 4,38 3,13 Meslek 1 4,5 3
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Kamu Kamu 2,7
Sektoru ! > 2,88 Sektord > 5
Ozel Sektor 1 5 3,13 Ozel Sektor 1 5 3
Diger 1 5 2,5 Diger 1 5 2
Mz
N
Degisken Kategori Min. Max. Ort. p
Calismiyor 1 5 3
Emekli 1 5 3
Ev Hanimi 1 5 3,42
Ogrenci 1 5 3
Serbest 0,002
Meslek Meslek 1 5 3,17 .
Kamu
Sektori g > 3
Ozel Sektor 1 5 3,17
Diger 1 5 3
a= Ogrenci-Ev Hanimi p=0,011, Kamu Sektérii-Ev Hanimi p=0,029
b= Ogrenci-Ozel Sektér p=0,014, Odrenci-Ev Hanimi p=0,008
c= Ogrenci-Ev Hanimi p=0,015
Cizelge 5. infodemik Haberden Etkilenme Olgegi icin Mann Whitney-U testi
Table 5. Mann Whitney-U test for Influenced by Infodemic News Scale
inf.Hab.Etk.
Pzl Kategori Min. Max. Ort. P
S2Gida Etkilemez 1 5 3 <0,001
Etkiler 1 5 4
S2Saglik Etkilemez 1 5 3,6 <0,001
Etkiler 1 5 4
S2Giyim Etkilemez 1 5 3,8 <0,001
Etkiler 1 5 4
S2Mobilya Etkilemez 1 5 3,8 <0,001
Etkiler 1 5 4,2
S2Ulastirma Etkilemez 1 5 3,8 <0,001
Etkiler 1 5 4,2
S2Haberlesme Etkilemez 1 5 3,8 <0,001
Etkiler 1 5 4,2
S2Egitim Etkilemez 1 5 3,8 <0,001
Etkiler 1 5 4,2
S2Kozmetik Etkilemez 1 5 3,8 0,001
Etkiler 1 5 4

Sektorel degiskenler icin uygulanan Mann Whitney-U
testi sonucuna gore infodemik Haberden Etkilenme, Satin
Alma Niyeti, Tuketici Stpheciligi, Marka Guveni, P-WOM
ve N-WOM agisindan farklihklar oldugu gozlemlenmis
olup, sonuglar asagidaki Cizelgelarda gorilmektedir.

Cizelge 5’te yer alan Mann-Whitney U testi bulgularina
gore tiketicilerin infodemik Haberlerden Etkilenmeleri
gida, saglik, giyim, mobilya, ulastirma, haberlesme, egitim
ve kozmetik sektorlerine gore farkhhk gostermektedir.
Yani Cizelge 5’te yer alan tim sektorlerdeki infodemik
haberlerden etkilendiklerini séyleyenlerin bu haberlerden
etkilenme durumlari etkilenmediklerini sdyleyenlere gore
istatiktiksel olarak anlamli derecede yliksektir.

Cizelge 6’da yer alan Mann-Whitney U testi bulgularina
gore mobilya ve haberlesme sektorlerinde infodemik
haberlerden etkilendiklerini séyleyen tiketicilerin Satin
Alma Niyetleri etkilenmediklerini soyleyenlere goére
istatistiksel olarak anlamli derecede yiksektir. Yine test
bulgularina gore; tiiketicilerin gida, saglik, giyim, mobilya,
ulastirma, haberlesme, egitim ve kozmetik sektorlerinde
infodemik haberlerle karsilasanlarin Satin Alma Niyetleri,
karsilagsmayanlara gore daha yiuksek  oldugu
goriilmektedir. infodemik haberlere Facebook, Linkdn,
Youtube ve Whatsapp’tan maruz kalanlarin Satin Alma
Niyetleri, bu kanallardan infodemik haberlere maruz
kalmayanlara gore istatistiksel olarak daha yliksektir.
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Cizelge 7. Tiiketici Stipheciligi Olcegi icin Mann Whitney-U testi

Table 7. Mann Whitney-U test for Consumer Scepticism Scale

Degisken Kategori Min. Max. Ort. p
e S B
S2Kozmetik Eté(t':jlr:rez 1 g ;Zi 0,034
S4Youtube M,;,T_T!;Tj,i;m 1 ? ;223; 0,013
Cizelge 8. Marka Giiveni Olcegi icin Mann Whitney-U testi
Table 8. Mann Whitney-U test for Brand Trust Scale
MG
Degisken Kategori Min. Max. Ort. p
S2Ulastirma Eté(;:jlr:rez 1 g 3'313 0,017
S2Haberlesme Eté(;:(?lr:rez 1 2 3'3;3 0,001
S2Egitim Etgt':jlr;’fz 1 i 333 0,008
S2Kozmetik Et:t':jgfz 1 g 3; ; <0,001
s3Saglik Kag'r';f;;:i:m 1 2 ; 0,048
$3Giyim Kag'r';f;;:i:m 1 2 333 <0,001
$3Mobilya Kalg'r';f:;::q'm 1 g 3; . <0,001
$3Ulastirma Kalg'r';f:;::q'm 1 i 33 5 0,005
S3Haberlesme Ka;z;l;f;r;;(rir:m 1 2 3'3;3 0,019
S3Egitim Kag'r';farz;i:m 1 E 3'313 0,007
S4Facebook M'\'/'f“”;g;jﬂ'qm 1 E 3'31 5 0,008
SaLinkedin M&?gjﬂ'}m 1 i 3; . 0,001
S4Youtube Ml\'/'f.‘:‘(';?;l‘:;m 1 E 3'3;1 <0,001
S4Whatsapp M'\'/ﬁ';?;i'qm i E 3'31 o 0,01
Cizelge 8'de yer alan Mann-Whitney U testi Cizelge 9'da yer alan Mann-Whitney U testi bulgularina
bulgularina gobre ulastirma, haberlesme, egitim ve  gore mobilya, ulastirma, haberlesme, egitim ve kozmetik
kozmetik sektorlerinde infodemik haberlerden  sektorlerinde infodemik haberlerden etkilendiklerini
etkilendiklerini  sdyleyen tiiketicilerin markalara  soyleyen tiketicilerin  Magaza Ziyaret Niyetleri,

duyduklari giiven, etkilenmediklerini sdyleyenlere gore
istatistiksel olarak anlamli derecede yliksektir. Yine test
bulgularina gore; tlketicilerin saghk, giyim, mobilya,
ulastirma, haberlesme, egitim sektorlerinde infodemik
haberlerle karsilasanlarin Marka Guveni,
karsilagsmayanlara gore daha yuksek  oldugu
goriilmektedir. infodemik haberlere Facebook, Linkedin,
Youtube ve Whatsapp’tan maruz kalanlarin marka giveni,
bu kanallardan infodemik haberlere maruz kalmayanlara
gore istatistiksel olarak daha ylksektir.
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etkilenmediklerini séyleyenlere gore istatistiksel olarak
anlamli derecede yiksektir. Yine test bulgularina gore;
tuketicilerin saglik, giyim, mobilya, ulastirma, haberlesme,
egitim sektorlerinde infodemik haberlerle karsilasanlarin
Magaza Ziyaret Niyetleri, karsilasmayanlara gore daha
yiksek oldugu goriilmektedir.  infodemik haberlere
LinkedIn, Youtube, Whatsapp ve Telegram’dan maruz
kalanlarin Magaza Ziyaret Niyeti, bu kanallardan
infodemik haberlere maruz kalmayanlara gore istatistiksel
olarak daha yuksektir.
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Cizelge 9. Magaza Ziyaret Niyeti Olcegi icin Mann Whitney-U testi

Table 9. Mann Whitney-U test for Store Visit Intention Scale

MZN

Degisken Kategori Min. Max. Ort. p
$2Mobilya Eté‘t':(‘flrzfz 1 2 3;3 0,006
S2Ulastirma Eté(tl:jlr:rez 1 2 3;3 0,001
S2Haberlesme Et;:(e”r:fz 1 2 3;3 0,004
S2Egitim Et:tl:j::re ‘ 1 2 3;3 0,015
S2Kozmetik Etgt':j::fz 1 2 3; 5 <0,001
Gpamen 153 o
Sgemen L % e
$3Mobilya Kalg'r';f:;:iq'm 1 2 3?5 <0,001
$3Ulastirma Ka,::r;fgf,:;m 1 g 3; 5 0,005
S3Haberlesme Kag:rlsls;;i:m 1 i 3'?;3 0,009
Sgemen 5% o
S4Linkedin M,\'/'f""ll';‘:;::m 1 g 3"2’12 0,038
S4Youtube M,\'/'f“’ﬂ;?;:'qm 1 g 3; 5 <0,001
S4Whatsapp M&izjﬂm 1 2 3'333 0,001
S4Telegram M'\'/Ii ?:;jl::m 1 g 3?5 0,009

Cizelge 10. Olumlu Agizdan Agiza Pazarlama Olgegi icin Mann Whitney-U testi
Table 10. Mann Whitney-U test for Positive Word of Mouth Marketing Scale
P.WOM

Degisken Kategori Min. Max. Ort. p
$2Ulagtirma Eté(t':(‘flrzfz 1 g 333 0,028
$2iH.Etkilemez EE;('T:Lennr:;n;] 1 ? 3'3;5 0,044
s3alyim e : : s 0o
$3Mobilya KaKr z 'r';f:;'zi:m 1 g 3132 . <0,001
S3Ulastirma Kaglrl;f;zzi;m 1 2 3'?13 0,012
S3Haberlesme Ka;z;l;f:;;:;m 1 E 3;5 0,043
SaLinkedn M&igjﬂm 1 g ;5 0,001
S4Youtube M'\'/'f“";;':jl‘i']m i g ;5 0,009
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Cizelge 11. Olumsuz Agizdan Agiza Pazarlama Olcegi icin Mann Whitney-U testi
Table 11. Mann Whitney-U test for Negative Word of Mouth Marketing Scale

N.WOM
Degisken Kategori Min. Max. Ort. p
w2 o
s25aglik Eté‘t':jgfz 1 2 31325 <0,001
wes 2w
$2Mobilya Et:t':jlr:fz 1 2 3;8 0,001
S2Ulastirma Eté(tl:jlngfz 1 2 3?5 0,002
S2Haberlesme Et;:j;:fz 1 2 3'3;5 0,013
$3Gida Kag'r';f;z:i:m 1i5 2 3?5 0,005
o S SR N
$3Mobilya Ka;:':;fg;:ﬁ'm 1 g ;5 <0,001
SaLinkdn M“',f?(';’."j,‘f;m 1 2 3'363 0,003
S4Telegram M,\'ﬁ;?j,(:m 1 2 3'3;5 0,046

Cizelge 10’da yer alan Mann-Whitney U testi bulgularina
gore ulastirma sektoriindeki infodemik haberlerden
etkilendiklerini soyleyen tiketicilerin P-WOM davranisi,
etkilenmediklerini sdyleyenlere gore istatistiksel olarak anlamli
derecede vyiiksektir. infodemik haberlerden etkilenmedigini
soyleyen tlketicilerin P-WOM davranigi, etkilendiklerini
soyleyenlere gore istatistiksel olarak anlamli derecede
yuksektir.  Yine test bulgularina gore; tiketicilerin giyim,
mobilya, ulastirma, haberlesme sektorlerinde infodemik
haberlerle karsilasanlarin P-WOM davranisi, karsilasmayanlara
gore daha yiiksek oldugu goriilmektedir. infodemik haberlere
Linkdn ve Youtube (zerinden maruz kalanlarin P-WOM
davranigi, bu kanallardan infodemik haberlere maruz
kalmayanlara gore istatistiksel olarak daha yuksektir.

Cizelge 11’de yer alan Mann-Whitney U testi bulgularina
gore gida, saglik, giyim, mobilya, ulastirma ve haberlesme
sektorlerindeki  infodemik  haberlerden  etkilendiklerini
soyleyen tiiketicilerin N-WOM davranisi, etkilenmediklerini
sOyleyenlere gore istatistiksel olarak anlamli derecede
ylksektir. Yine test bulgularina gore; tiketicilerin gida, giyim,
mobilya sektorlerinde infodemik haberlerle karsilasanlarin N-
WOM davranisi, karsilasmayanlara gére daha yiiksek oldugu
goriilmektedir. infodemik haberlere LinkedIN ve Telegram
Uzerinden maruz kalanlarin N-WOM davranisl, bu kanallardan
infodemik haberlere maruz kalmayanlara gore istatistiksel
olarak daha yuksektir.

Tartisma ve Sonug
Gunlimizde tuketicilerin markalarla ilgili kararlarinda

sosyal medyanin glicii yadsinamaz bir gercgektir. Her ne
kadar llkemizde dezenformasyon yasasi adi altinda bu
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konuya yonelik caydiricilik iceren yasal diizenlemeler
yapilmis olsa da sosyal platformlarda bu haberlerin
Gretimi ve yayihmi ¢ok kolay ve hizli olabildiginden alinan
tedbirler zaman zaman yetersiz kalabilmektedir. Bu
baglamda demografik, sektérel ve medya ortamlarina
gore tlketicilerin infodemik haberler karsisindaki
farkhhklarini ortaya koymak amaciyla yapilan betimleyici
¢alismanin sonuglar degerlendirildiginde, tiketicilerin
sosyal medya lzerinden (Youtube, Whatsapp, Facebook,
Telegram, LinkedIn) diizensiz bilgi akislarina maruz kaldigi
goriilmektedir.  Ozellikle pandeminin getirdigi eve
kapanma uygulamalari ve sosyal mesafe gibi uygulamalar
ve neticesinde haber alma kaynaklarinin daha hizh, diistik
maliyetli ve genis kapsamli olmasi sebebiyle dijital bilgi
kaynaklari olduk¢a popllerlesmis ancak beraberinde
yanlis bilgi salgini olarak ifade edilen infodemiyi de
getirmistir.

Arastirma neticesinde elde edilen bulgulara gore;
infodemiye en fazla Twitter, Instagram ve Facebook’tan
maruz  kalindigi  goridlmustar.  AkyGz  (2021)ln
calismasinda da benzer bir siralama oldugu gérilmektedir.
Calismaya katilan 509 kisiden % 93,5’i infodemik
haberlerin satin alma kararlarini etkiledigini ifade
etmiglerdir ve cevaplayicillarin %91’i gida sektoriinde
infodemi ile karsilastiklarini belirtmislerdir. Bu bulgular
Pepsi'nin sosyal medyada ugradigi ling sonrasi satin alma

niyetiyle ilgili oranlarin  dismesi  vakasini da
aciklamaktadir.
Betimleyici  istatistiksel analizler  neticesinde;

kadinlarin infodemik haberden etkilenme durumunun
erkeklere gore istatistiksel olarak anlaml derecede daha
yliksek oldugu gorilmistir. Bu durum onceki bulgulari
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destekler niteliktedir (Chen vd., 2015; Blanco-Herrero vd.,
2021). Olumsuz agizdan agiza pazarlama davranisi ve
marka glveninde medeni duruma gore anlamh
farkhlagsmalar gorilmistir. Evli olmayanlarin olumsuz
agizdan agiza pazarlama davranisi, evlilere gore
istatistiksel olarak anlamli derecede daha yliksektir, marka
gliveni ise daha disuk olarak hesaplanmistir. Satin alma
niyetinin ise erkeklerde kadinlara gore, evlilerde de evli
olmayanlara gore istatistiksel olarak daha ylksek oldugu
gorilmektedir.

Bulgular bazi sektorlerin infodemik haberler karsisinda
daha duyarli oldugunu ortaya koymustur. Bunlar gida ve
saglik sektorleri olarak siralanmaktadir. Yani bahsedilen
sektorlerde faaliyet gbsteren markalarin yoneticilerinin
infodemik haberlere kargi daha hazirlikli ve kontrolll
olmalari 6nerilmektedir. Bunun igin tiketici ile iletisim

kanallarini artirarak, dogru, giincel ve ispatlanabilir
bilgilerle tatmin edici bir iletisim dili kullanmasi
onerilmektedir. Cesitli yarismalar, kampanyalar ve

eglence icerikli paylasimlarla tiiketicinin dikkati ¢ekilerek
yanlis bilgilere karsi dogru iletisim yollari olusturulabilir.

Olumlu agizdan agiza pazarlamada da infodemik
haberlerden etkilenme konusunda anlamh farklilagmalar
gorilmistir. infodemiden etkilenmedigini  sdyleyen
tliketicilerin olumlu agizdan agiza pazarlama davranisi
daha yuksek olmasi da marka yoneticilerinin marka elgileri
olusturmalari icin infodemik haberleri ciddiye almalari
gerektigini ortaya koymaktadir. Ozellikle bu tiir bilgilerin
dolastigi  platformlarda marka elgileri isletmeleri
bilgilendirerek hizli bir sekilde harekete geg¢melerini
saglayabilecektir.

Gida, saglik, giyim, mobilya, ulastirma ve haberlesme
sektorlerindeki infodemik haberlerden etkilendiklerini
soyleyen tiketicilerin N-WOM davranisl,
etkilenmediklerini sdyleyenlere goére istatistiksel olarak
anlamh derecede vyiksek olmasi sebebiyle firmalar;
tliketicilerin olumsuz sdylentilerini 6nlemek i¢in markayla
ilgili dogru, glincel ve seffaf bilgileri paylasarak tiiketicileri
ikna edebilmelidirler. Bunun igin de etkin bir bilgi izleme
ve iletisim alt yapisina sahip olmalari gerekmektedir.

Yapilan arastirmanin en oOnemli kisiti ¢evrimigi
yontemle yapilmis olmasidir. Bir diger onemli kisit ise
makul bir siire icerisinde tamamlanabilmesi i¢in kolayda
ornekleme yénteminin kullaniimasidir.

Tiketici kararlarinin  karmasik ekosisteminde bu
atmosferin berraklagmasi, isletmelerin sesini daha net bir
sekilde duyurabilmesi ve yiiksek hacimli bilgi ortaminda
tuketicilerin de daha saglikli bilgiye erisebilmesi her kesim
acisindan daha faydali olacaktir. Bu baglamda infodeminin
tuketicilerin demografik 6zelliklerine, kullandiklari iletisim
platformuna ve sektérlere gore etkilerinin incelendigi bu
¢alismanin hem arastirmacilara, hem de firmalara yol
gosterici olacagl distntlmektedir.

Elde edilen bulgular sonucunda
uygulamacilarina  ve  arastirmacilarina
uygulama ve arastirmalar icin Oneriler
siralanabilir;

e Medya tercihlerinin, 06zellikle sosyal medya
platformlari Gzerinden alinan infodemik haberlerle

pazarlama
gelecekteki
su sekilde

nasil bir etkilesim icinde oldugunu daha ayrintih bir
sekilde anlamak icin derinlemesine bir medya icerik
analizi yapilabilir. Hangi tir igeriklerin daha fazla
infodemik etkilesime yol acgtigini belirlemek,
pazarlamacilara daha etkili iletisim stratejileri
gelistirmelerinde yardimci olabilir.

e infodemik haberlere maruziyetin sosyal medya
platformlari arasindaki farklari ve her bir platformun
tiketiciler Gzerindeki etkilerini anlamak, sosyal
medya pazarlama stratejilerini optimize etmek adina
onemlidir. Farkli platformlarda infodemik haberlere
maruz kalan tuketicilerin davraniglari arasindaki
iliskiyi daha detayh bir sekilde arastirmak, sosyal
medya stratejilerini  sekillendirmede rehberlik
edebilir.

e Cinsiyet, medeni durum, yas, gelir durumu gibi
demografik faktérlerle infodemik haberlere duyarhlik
arasindaki iligkileri daha detayh bir sekilde analiz
etmek, pazarlamacilara  daha  Ozellestirilmis
kampanyalar ve iletisim stratejileri gelistirmelerine
yardimci olabilir.

e Pandemi, dogal afetler gibi olaylarla iliskili infodemik
haberlerin tiketici davranislan Gzerindeki etkilerini
daha yakindan incelemek, zaman igindeki degisimleri
ve olaylarin tiketicilerin algisindaki etkilerini
anlamak, gelecekteki benzer durumlar igin
ongorulerde bulunmada yardimci olabilir.

e  Tuketicilere yonelik egitim ve bilinglendirme
kampanyalarinin etkilerini degerlendirmek amaciyla
gelecek c¢alismalar planlanabilir.  Bu c¢alismalar,
tiiketicilerin dogru bilgiye erisimini artirmak ve
infodemik haberlere karsi direnglerini gi¢lendirmek
adina dnemli olacaktir.
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