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From The Editor

From The Editors

Dear Readers, and colleagues,

t is great pleasure to present the new issue of the Journal of Entrepreneurship

and Innovation Management. Despite the pandemic period, we have received

quite high number of papers from researchers in the field of innovation,
entrepreneurship and other related subjects. We are thankful for those who supporting
us either by sending their research results. We also received a great support from the
reviewer to improve the quality of the papers. Without their support it would not be
possible to bring the Journal to this level.

In this new issue, we have different well addressed six research papers from variety
of topics of the education and technological growth, entrepreneurial marketing and
entrepreneurship, innovative behaviors, and deep tech entrepreneurship. We hope
this issue will also provide useful information both researchers, professionals as well
as it will also provide useful information for policy makers.

Finally, I like to remind you that you can access all our past and current issues
with no charge. | strongly recommend you to read our publications and | believe
this will be helpful for your current research and professional business. By using this
opportunity, | wish you a Happy New Year.

Best Regards

Cevahir UZKURT
Editor-in Chief
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The Impact of Technological Growth and Education Spending
on Unemployment: Evidence From a Panel ARDL-PMG Approach

Volkan HAN"

ABSTRACT

Purpose: The aim of this study is to examine the short and long-term effects of technological development variables
(R&D expenditures, high technology exports and patent applications) and public education expenditures on unemploy-
ment using the ARDL-PMG approach.

Methodology: Panel Ardl model, which is known as an error correction model and allows the diagnosis of short-and
long-term relationships, is used. Do technological advances cause the unemployment rate to rise? And Is there a link
between technological advances, expenditure on education and employment? In this study, which tries to answer these
two questions, ARDL and DH panel causality tests were applied for the European Union.

Findings: According to the Panel ARLD-PMG analysis findings, while R&D spending increases unemployment in the short
term, a 1% increase in R&D spending decreases unemployment by 1.42% over the long term. Similarly, a 1% increase
in education expenditure decreases unemployment by 0.165% over the long term. Also, R&D spending and high tech-
nology exports have bidirectional causation, and bi-directional causality has been identified between unemployment and
education expenditures.

Practical Implications: While the widespread use of Industry 4.0 provides significant job savings, it creates pressure
on employment. Policymakers should set more careful policies to support employment. The possibility of technological
unemployment spreading can cause individual and social instabilities and problems.

Originality: The contribution of the study to the literature allows us to see the effectiveness of public education expen-
ditures while determining the effect of technological developments on unemployment.

Keywords: Technological Unemployment, Industry 4.0, Panel ARDL-Pmg, Panel Causality Test.

JEL Codes: 033, E24, C23.

Teknolojik Biiyiime ve Egitim Harcamalarinin issizlik Uzerine
Etkisi: Panel ARDL-PMG Yaklasimindan Kanitlar

oz

Amag: Bu calismanin amaci teknolojik gelisme olcttleri (Ar-Ge harcamalari, yiksek teknoloji ihracati ve patent bas-
vurulari) ve kamu egitim harcamalarinin issizlik tzerine kisa ve uzun vadeli etkilerini ARDL-PMG yaklasimi kullanarak
incelemektir.

Metodoloji: Hata diizeltme modeli olarak bilinen, kisa ve uzun dénemli nedensellik iliskilerinin teshisine olanak saglayan
Panel Ardl modeli kullanilmaktadir. Teknolojik gelismeler issizlik oraninin artmasina neden oluyor mu? Teknolojik ilerleme-
ler, egitim harcamalari ve istihdam arasinda bir baglanti var mi? Bu iki soruya cevap bulmaya calisan bu calismada, Avrupa
Birligi icin ARDL ve DH panel nedensellik testleri uygulanmistir.

Bulgular: Panel ARLD-PMG analiz bulgularina gére Ar-Ge harcamalari kisa dénemde issizligi artirirken, uzun dénemde
Ar-Ge harcamalarindaki % 1'lik bir artis issizligi % 1,42 oraninda azaltmaktadir. Benzer sekilde, egitim harcamalarindaki
%1°lik bir artis, issizligi uzun vadede %0,165 oraninda azaltmaktadir. Ayrica, Ar-Ge harcamalari ve yuksek teknoloji
ihracati cift yonlt nedensellige sahiptir ve issizlik ile egitim harcamalari arasinda cift yonlt nedensellik tespit edilmistir.
Sonug ve Oneriler: Endustri 4.0in yayginlasmasi énemli is tasarruflar saglarken, istihdam (izerinde baski yaratiyor.
Politika yapicilar, istihdami desteklemek icin daha dikkatli politikalar belirlemelidir. Teknolojik issizligin yayilma olasiligi,
bireysel ve sosyal istikrarsizliklara ve sorunlara neden olabilir.

Ozgiin Deger: Calismanin literatire katkisi, teknolojik gelismelerin issizlik Gizerindeki etkisini belirlerken kamu egitim
harcamalarinin etkinligini gérmemizi saglamaktadir.

Anahtar kelimeler: Teknolojik issizlik, Endiistri 4.0, Panel ARDL-Pmg, Panel Nedensellik Testi.

Jel Siniflandirmasi: 033, E24, C23.
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Volkan HAN

1. Introduction

Technological developments are the greatest driving force that enables
change in the modern world (Betz, 2013: 51). These developing technologies
may emerge in a new industry or realize new functionalities between existing
industries. However, economic developments linked to basic technological
innovation may not be successful in increasing employment while providing
job opportunities for new industries. Because technological developments are
continued by progressing in a way that saves labor power in most industries.
Acemoglu (1997a) said on education-employment and technology relationship
stated that if the future workforce is uneducated or does not have sufficient
education, the profitability of new technologies will decrease.

Technological developments took place in the labor market with
mechanization after the industrial revolution. Every innovation that has emerged
until today has made it necessary for human beings to adapt to this innovation,
that is, to learn new things. Technology and education have become important
mechanism that triggers each other. As education increases, innovation increases
and technology improves. On the other hand, as technology develops, human
has a need to learn increases. However, as a result of scientific developments in
recent years, autonomous production and artificial intelligence are changed the
current employment structure.

The industrial revolution has enabled people to be employed in the
industrial sector rather than in the agricultural sector. However, new
technologies are becoming more and more autonomous to produce more
products with less labor in order to minimize costs. And besides, technologies
that have developed in the last decade are insufficient to create new
employment areas. The creative destruction effect of Schumpeter has slowed
down with the development of information and communication technologies,
autonomization and artificial intelligence. In short, it is seen that people with
employment surplus in existing sectors become harder to be employed in a
new sector, increasing technological unemployment or causing unemployment
for a longer period.

The aim of the study is to examine the labor market impact of
technological progress (not seen as a problem for people’s well-being until

2 Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management
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now) and education spending. Technological developments until the 21st
century generally triggered economic growth, reduced unemployment
and enabled people with higher education levels to be employed. In short,
technological developments have brought society to greater prosperity until
recent years. Because the productivity and salaries of the labor force were
increasing with technological developments. However, Ford (2015) says
“calculations made according to inflation figures in America revealed that
the productivity of a production worker increased 107% in 2013 compared
to 1973"”. And despite the increase in productivity, it had been determined
that workers’ salaries were 13% lower. In short, technological developments
have increased productivity in the field of production over the past 40 years,
enabling a worker to produce twice as much for fewer wages. This shows
that the creative destruction of the Schumpeter is no longer functioning as
before, and those technological developments can now lead to an increase in
unemployment rates rather than a decrease.

The European Union is an important sample consisting of developed
countries. It has been chosen as an ideal country group to work on technological
unemployment due to both its technological developments and the investments
they have made in education. Figure 1, diverse unemployment rates belonging
to the total of the European Union are given. According to this, although
unemployment was at its lowest level before the 2008 crisis, it recovered to its
previous level only ten years after the crisis. When unemployment is examined
by education level, the education level with the highest unemployment is the
unemployment level of people with basic education. But, while young people get
a better education, they face a high unemployment problem especially in times
of economic crisis.

Gilt/Volume 10 | Sayw/lssue 2 | Aralik/December 2021 3
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Figure 1. European Union Fundamental Unemployment Rates (1998-2018)
Source: World Bank (https:/data.worldbank.org)

Figure 2 shows the EU Patent Applications (1995-2018). According to world
bank data, the total number of patents produced in the European Union since
1980 is 3,208,898. Between 1995 and 2018, 2,115,629 and an average of
88,151 patents per year were produced. The number of patents produced by
Germany alone is 1,615,012 since 1980 and 1,134,761 since 1995. On average,
Germany alone produced half of the total number of patents in the European
Union. And in 2018, this number is now 52%.

W Patent applications

Figure 2. EU Patent Applications (1995-2018)
Source: World Bank (https:/data.worldbank.org)
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The study is based on the data of 27 EU member countries between 1995
and 2018. In order to reveal the effect of technological development and
education expenditures on total unemployment; R&D expenditures, patent
applications, high technology exports and education expenditure data have been
used. After investigating the theoretical framework in the following sections of
the study, a general review of the literature studies examining the association
between technological development and unemployment is given in the third
section. While the 4th section includes methodology and empirical findings, in
the last section, existing theory and empirical findings are evaluated and policy
recommendations are made.

2. Literature Review

Technological developments and unemployment issues have popular in
economic literature for many years. Technological developments are generally
measured by variables such as innovations, R&D spending, patent applications,
HTE and ICT spendings. The literature on the studies of the impact of Technological
developments on (un)employment has been extensively studied using different
methodologies for various time periods and countries.

Technological unemployment, a problem that has been discussed for nearly
200 years, can say started with the attack of textile workers on mechanical looms
during the Ludist rebellion that started in 1811 with the concern of people’s
job loss and low wages. (Brynjolfsson & McAfee, 2014). Say (1821) on this
topic, technological development not only leads to processing but to product
innovation which inevitably calls for new jobs to be generated. As emphasized
later in creative destruction by Schumpeter (1942). Likewise, Ricardo (1821)
emphasized that the lowering in costs due to technical developments could result
in improved income, provided the prices of commodities do not decline briefly,
and that this condition could improve jobs by increasing investment and output.
Marx (1963) argued that adequate employment in industries that manufacture
is unlikely to be produced, inter alia, newly invented and labor-saving machines.
Keynes (2016) defined technological unemployment as unemployment caused
by the speed of realization of new discoveries that provide savings in the use of
labor, higher than the speed of opening new fields to the workforce. It stated
that it is a new disease that will definitely be heard in the coming years in 1930.
Acemoglu (1997b) The typical working time of workers may have decreased in

Gilt/Volume 10 | Sayw/lssue 2 | Aralik/December 2021 5
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advanced countries (the US and the UK e.g.), and this result suggests that the
pace of technological progress may have unpredictable consequences.

Current literature research on technological development and (un)
employment with differing methodological viewpoints and extent, Fagerberg et
al. (1997), Davis (1998), Mortensen and Pissarides (1998), Acemoglu (1997a,
1997b and 2002), Chennels and Van Reenen (2002), Spezia and Vivarelli (2002),
Greenan (2003), Bogliacino and Pianta (2010), Lachenmaier and Rottmann
(2011), Bogliacino et al. (2012), Evangelista & Vezzani (2012), Ciriaci et al. (2016)
and Kim et al. (2017) have been studied.

There are studies in the current literature that determine the effects of
technological growth on employment. Greenan and Guellec (2000) have
established a positive relation between innovations (product and process) and
jobs at the organizational grade, using data from the French manufacturing
sector for the period 1986-1990. Postel - Vinay (2002) concludes that faster
(slower) technical transformation often has a positive (negative) and theoretically
important short-term impact on jobs, leading to a short-term decrease (increase)
in work breakdown. Piva and Vivarelli (2004) found proof to suggest a substantial
and optimistic effect of innovation on firm-level jobs. Hall et al. (2008) reported
that product developments of Italian manufacturing firms generally impact jobs
positively and the position of process innovations is unsure. Lachenmaier and
Rottmann (2011) indicate that innovation has a gradual positive strong effect on
wages, and process innovations have a greater effect than innovation in goods.
Evangelista et al. (2014) concluded that digital transformation can accelerate
progress in production and welfare and that inclusive policies can successfully
serve to bridge the difference between the population’s most desired and
marginalized parts. Kim et al (2017) aimed to monitor the relative amount of
jobs that are or are not sensitive to computerization in the future. The second
model, which involves the development of new technological jobs, shows that a
substantial share of the total jobs in the future will consist of new jobs that give
people employment.

Antonucci and Pianta (2002) showed that technological transition has a
negative cumulative effect on jobs in the manufacturing sectors in five European
countries where diverse technological strategies are debated. Feldmann (2013)
found that rapid technological change temporarily increased unemployment
during a transition period. It is concluded that this negative effect lasts for an
average of 3 years and then disappears.

6 Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management
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Onuoha and Moses (2019) found that spending on infrastructure and
education in African countries reduces the unemployment rate. and Pirim
at al. (2014) concludes that, in the long run, investment in human capital
can play an important role in reducing unemployment rates. In this study,
education expenditures are included in the study to see how it has an effect on
unemployment in the short and long run. The contribution of the study to the
literature allows us to see the effectiveness of public education expenditures
while determining the effect of technological developments on unemployment.

Table 1 presents a summary of empirical studies examining the effects of
technological developments on employment and unemployment. Studies using
different econometric analyzes as methods generally used R&D and innovation as
technology variables, and as a result, found results that positively and negatively
affected unemployment.

Table 1. Literature review on the nexus between technological
development and (un)employment

Author(s) Time Methodology | Technology Country group  |Findings
variable
Greenan and  [1986-1990 |Regression Innovation French industry Innovating companies and industries
Guellec (2000) (OLS) 15,186 firms generate more jobs than those over
the medium term (5 years). Innovation
in the process is more about growth in
employment than innovation in goods
at the enterprise level, although this is
true at the market level.The findings
of the study help the vision of creative
destruction.
Piva and 1992-1997 |Balanced panel | The value of Italian manufactur- [The impact of innovation on job creation
Vivarelli (2004) GMM-SYS gross innovative |ing firms emerges positively after adjusting for dif-
investment ferent effects (time, industry, size of the
firm and geographically fixed effects).
Mastrostefano [1994-2001 |Generalised  |Innovation 10 industrial Strong demand and an increase in
and Pianta least squares sectors and 10 value-added are essential conditions for
(2009) (GLS) fixed countries in Europe |new employment. In the long run and
effects panel, in high-innovation sectors, wage rises
ordinary least do not have a negative effect on jobs.
squares (OLS) Fast-growing industries point to a vir-
tuous cycle of demand and production
growth, employment and wages.
Bogliacin and  [1994-2004 |Revised Pavitt |Community In- |8 European Efforts to compose new products and
Pianta (2010) classes novation Survey |countries markets cause new jobs. On the other
data hand, discovering labor-saving method
advancement contributes to job losses.
Lachenmaier  [1982-2002 |Dynamic panel |Innovation German manufac- |Innovation has shown a positive impact
and Rottmann. GMM R&D (Product an |turing firms on jobs. In addition, innovations display
(2011) Process) a positive effect on work with a lag and
creative methods have a greater impact
than product innovations.
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Coad and Rao
(2011)

1963-2002

Panel Quantile
analysis

R&D expenditure
Patent applica-
tions

US manufacturing
industries

Considering the size of the firm, the
study shows that innovative activity in
large firms results in a more positive in-
crease in employment than small firms.

Bogliacino et
al. (2012)

1990-2008

Least Squares
Dummy
Variable Cor-
rected (LSDVC)
estimator

R&D expenditure

677 European
companies

It was concluded that the positive effect
of R&D spending on jobs is evident in
sectors with high product innovation
(services and high-tech manufacturing).

Feldmann
(2013)

1985-2009

Panel regres-
sion

The ratio of
triadic patent
families to
population

21 industrial
countries

Rapid technological change causes the
unemployment rate to increase. However,
it has been determined that the detrimen-
tal effect on unemployment lasts for an
average of 3 years and then disappears.
As a consequence, rapid technological
change has been shown to raise unem-
ployment over a transitional period, not
permanently.

Harrison et al.
(2014)

1998-2000

Panel regres-
sion

Innovation

European countries
(France, Germany,
Spain and the UK)
random samples
of manufacturing
and services (about
20000 companies)

Process innovations do not decrease
jobs. Over time observed, certain
process advances have eliminated
some of the jobs. However, the rise in
demand for old goods has been found
high enough to compensate for all this.
Product innovations are growing the
number of workers.

Evangelista et
al. (2014)

2004-2008

Dynamic panel

ICT

EU-27 countries

The use of ICT and digital enhancement
have significant economic impacts,
specially on jobs, even favoring the par-
ticipation of ‘disadvantaged groups in the
labor market. In addition, DE is more im-
portant for GDP growth, for employment
growth, for growing the employment rate
of women and for reducing long-term
unemployment.

Kwon et al.
(2015)

2009-2011

structural
equation mod-
elling (SEM)
method

Innovation

532 manufacturing
firms in South
Korea

The product innovation strategies of
companies have positive effects in
order to create employment. However,
the process innovation strategies of
companies have a negative effect on
creating new jobs.

Ciriaci et al.
(2016)

2002-2009

Panel quantile
regression

Innovation
R&D

3304 Spanish firms
dataset

Innovative firms generate above-aver-
age employment. Innovation is also a
vehicle for rising jobs and performing
well in Spain.

Matuzeviciute
etal. (2017)

2000-2012

Panel GMM

Triadic patent
families
R&D Expenditure

25 European
countries

The macro-analysis reveals that
technical advances had no impact on
unemployment.

Van Roy et al.,
(2018)

2003-2012.

GMM-SYS
estimation

Weighted
patents

20,000 European
patenting firms

The effect of innovative activities on jobs
demonstrates the labor-friendly essence
of innovation at the firm stage. However,
the positive impact on jobs shows that it
is statistically major just in the production
sector of high and medium technology.

Yildirim et al.
(2020)

1998-2015

Panel threshold
analysis

Patent applica-
tions

12 EU countries

Technological innovation has been
increasing the worklessness proportion
for both country groups in all regimes
of reform level. But, it has demonstrat-
ed to increases unemployment more at
the low innovation levels.

Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management
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In the literature, studies examining the technology-unemployment relationship
at micro and macro levels and in various periods and countries have been examined.
There are studies that mostly do research with linear models, and most of these
studies ignore the time dimension and examine a short time interval. In this study, a
single technology variable was not adhered to and 3 basic technology variables were
included in the model to see the employment effects of innovation. In addition, due
to the increase in educated unemployment in recent years, it was included in the
model to examine the effectiveness of public education expenditures. Since long-
term data are preferred in this study, and in this case, the ARDL method, which
reveals the short-and long-term relationship more clearly, is preferred. In addition,
the use of the DH causality test, which takes into account the causal size of the
results, provides a better evaluation of the results of the study.

3. Empirical analysis
3.1 Data

The analysis incorporates annual data for European Union covering the period
1995 to 2018, On data availability, countries and time periods are chosen. To find
the relationship between technology, unemployment and education spending, all
data except the unemployment were used as a proxy variable. Variables used in the
model, dependent variable U is total unemployment; The independent variables
R&D, Patent, HTE and EE represent R&D expenditures (% GDP), residents’ patent
applications, high technology exports and government expenditures for education
(% GDP), respectively. All variables were obtained from the World Bank-World
Development Indicators (WDI) database. All variables are in logarithmic form.

Table 2. Data set - definition and sources

Variable Definition Source
LnU Unemployment WB
LnPatent Patent applications, residents WB
LnR&D Research and development expenditure | WB
LnHTE High-technology exports WB
LnEE Government expenditure on education | WB

Austria, Belgium, Bulgaria, Croatia, Cyprus, Czechia, Denmark, Estonia, Finland, France,
Germany, Greece, Hungary, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands,
Poland, Portugal, Romania, Slovakia, Slovenia, Spain, Sweden, United Kingdom.

Gilt/Volume 10 | Sayi/Issue 2 | Aralik/December 2021 9
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3.2 PMG Method

The purpose of this study is to investigate the short and long-run
links between technological development metrics (R&D expenditure, high
technology exports and patent applications), public education expenditure and
unemployment by using this ARDL-PMG approach, as introduced by Pesaran et
al. (1999). The ARDL approach allows for the diagnosis of short- and long-term
relationships and can be classed as an error correction model. This approach is
preferable because it can test possible long-term relationships irrespective of the
integration order of the variables, whether | (1) or mutually integrated (I (0) and
| (1)). Also, this approach offers consistent and efficient estimators because it
eliminates the problems resulting from endogeneity by the inclusion of lag length
for endogenous and exogenous variables. Lastly, the PMG approach supposes
heterogeneity of the short-term coefficients, whereas the long-term coefficients
are supposed to be identical and homogeneous for all individuals in the panel
(Attaoui et al., 2017).

The unrestricted specification for the ARDL(p,q) model of equations for t =
1,2, ..., T, time periods and i =1,...,N countries for the dependent variable Y is:

q-1 g

AYie = aq; + v1i Yajie—1 +ZY1LX1Lt 1 2611 Ayie—j +225UAXH: -j té&it (€]

Jj=01=2

In Equation.1, is the error term, Y is the dependant variable and X is
exogenous variable, with / = 1,2,3,4. The short-term dynamic relationship is
obtained by estimating an error correction model (ECM). The ECM is defined as
follows:

p-1 q-1 g
AY;, _all+zﬁlj Ayie—j +ZZﬁU AXie—j + i ECTy 01 + €3¢ (2
=0 1=2

In Equation.2, the residuals ¢; are independent and normally distributed
with zero mean and constant variance, ECT is the error correction term defined
by the long-term relationship and w; are indicates the speed of adjustment to
the equilibrium level. In addition, as unemployment dependent variable, the
ARDL-PMG model is defined as follows:
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AUi = a1y +v1i Urit—1 + V2i R&D1je—1 + vz Patenty i1 + Va HTE1 ;01 + Vs EE1e-1

P q q q
+ Z BibUy_y + Z BriAR&D;_; + Z B,iAPatent;,_; + Z PybHTE;,;
= =0 =0 =0

q
+ z BaibEE;—j + €1t 3)

=0

In Equation. 3, i and t indices symbolize countries and time period (t = 1995,
........ 2018) respectively. 1, B2, B3 and p4 are the slope factor for the variables
of R&D spending, patent applications, HTE and public education expenditures,
respectively. p1 of a 1% change in R&D spending; f2 1% change in patent
applications; B3 measures the effect of a 1% change in high technology exports
and B4, 1% change in education expenditures on total unemployment.

3.3 Emprical results

The annual data used in the empirical part is derived from Table 2, includes all
the variables used in the econometric analysis, organized with brief descriptions
and the data sources. Table 3 offers some descriptive statistics and provides a
complete overview of the samples used in the study.

Table 3. Descriptive Statistics

Variables Obs. Mean SD Min Max

InU 672 0.904335 0.200904 0.256477 1.438795
InR&D 672 0.064815 0.268430 -0.696264 0.592601
InPatent 672 2.612800 1.152192 0.000000 4.713793
InHTE 672 4.949482 4.984365 0.000000 11.33505
InEE 672 0.525586 0.309656 0.000000 0.932451

3.3.1. Cross Section Dependency Test

Since panel data discuss the actions of countries, industries and companies
over a specific period of time, there may be a correlation relation in these units.
For this reason, before determining the causality analysis method to be applied,
the presence of cross-section dependency between series should be tested. In
the study, the Pesaran (2004) Cross Section Dependence (CD) test, which is one
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of the cross-section dependency tests frequently used in panel data analysis, was
preferred. Table 3 contains CD test results for the variables used in the model for

sample countries.

Table 4. CD test results

Variables EU countries
InU 22.00%**
InPatent 1.70%*
INnR&D 26.67%**
INnHTE 95.21***
InEE 38.18%**

** and * denotes 1% and 5% statistically significance levels.

3.3.2. Unit Root Test

Initially, traditional unit root testing includes the low power problem for
non-constant data. The primary motive for panel data unit root testing is to
use the additional details given by clustered cross-section time series in order
to maximize test power as suggested in conventional unit root testing. In table
5, analysis one of the most common unit root test units known as Im, Pesaran
and Shin. IPS estimates the t-test for unit roots in heterogeneous panels. Also,
it allows for individual effects, time trends, and common time effects (Im et al,,
2003). According to Table 5, it has been observed that all variables become
stationary at the first difference, and the null hypothesis is rejected at the I(1)
level at the 1% significance level.

Table 5. IPS Unit Root Test Results

Trend | Intercept Trend | Intercept

Level First Difference
InU -2.8823° -1.8304° -6.4815° -3.7870°
InPatent 0.5021 1.6200 -10.0874 -8.27304
INR&D 1.1554 2.3102 -8.5566 ¢ -7.2320°
InHTE 3.2125 0.9205 -9.7317@ -5.7913¢
InEE -4.7312@ -0.6667 -16.9284 -167894

Note: The calculation of optimum lag is based on the Bayesian Knowledge Criterion
(SBIC). b and a denotes 5% and 1% statistically significance levels.
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3.0.3. Panel Cointegration Test
Panel data unit root analysis showed that all variables in the model were

stationary at their first difference. This makes it possible to examine the long-
run relationship between the variables. Pedroni (1999, 2004) and Kao (1999)
cointegration tests were applied to determine whether the variables act together
in the long run. Table 6 shows the results of the panel cointegration test. The
findings obtained as a result of these tests indicate that the variables in the

system act together in the long run, by rejecting the null hypothesis.

Table 6. Panel Cointegration Results

Pedroni residual test Statistic Prob.
Md-pp statistic 5.4470 0.0000
Pp-statistic 3.1564 0.0008
ADF-statistic 3.5227 0.0002
Kao residual test t statistic Prob.
ADF-statistic -5.002 0.000

Note: Estimates include constant terms. The maximum delay length is set to 2 according
to the SIC.

3.0.4. Panel ARDL PMG Test
The most suitable ARDL model was selected according to Akaike Information
Criteria and Schwartz Bayesian criteria to order the delays for the model. The said
results are shown in Figure 3. When the figure is examined, ARDL (2, 2, 2, 2) was

determined as the appropriate model for the lags.
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Table 7. PMG Long Run and ECM Estimation (Unemployment is

dependent variable)

Long-run Equation
Variables Coefficients t-statistic P-value
InPatent 0.6109*** 7.8030 0.0000
InR&D -1.4250%** -5.1798 0.0000
InHTE 0.0156*** 7.9083 0.0000
InEE -0.1650* ** -3.7515 0.0002
ECM Equation
Variables Coefficients t-statistic P-value
ECT(-1) -0.2199%** -5.1798 0.0000
AU(-1)) 0.3874*** 7.1884 0.0000
A (R&D) 0.2456* 1.7837 0.0753
A (R&D (-1)) 0.0716 0.5578 0.5773
A (Patent) 0.0026 0.0287 0.9771
A (Patent(-1)) -0.1470* -1.6987 0.0902
A (HTE) -0.0087*** -4.3332 0.0000
A (HTE(-1)) -0.0065** -2.5424 0.0114
A (EE) 0.0520*** 3.3095 0.0010
A (EE(-1)) 0.0416 1.4379 0.1513
C -0.1361%** -3.4833 0.0006

A is the first difference operator. ***, ** and * indicate significance levels p<0,01,

p<0,05, and p<0,10 respectively.

Table 7 shows the short and long-term relationships of the model estimated
within the framework of the ARDL method. Accordingly, the coefficient of the
variable representing the one-period lagged value of the series of error terms
obtained from the long-term relationship, ie the error correction coefficient is
between 0 and -1 as expected and is statistically significant. This means that
there is long-term cointegration among the variables in model 1, and short-term
deviations will approach equilibrium in the long run. Error correction coefficient
of -0.2199 was determined in the analysis. Accordingly, approximately 22% of
the deviation in the analysis disappears by the end of the first year. The results
reveal a significant relationship between technological improvements, education
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expenditure, and unemployment in both the short- and the long term. When
unemployment is the dependent variable, patent and HTE have a negative and
significant effect on unemployment over the long term. Although education
expenditures and R&D expenditures positively affect unemployment over the
long term. According to the analysis findings, while R&D spending increases
unemployment in the short term, a 1% increase in R&D spending decreases
unemployment by 1.42% over the long term. Similarly, a 1% increase in
education expenditure decreases unemployment by 0.165 % over the long
term. On the other hand, the patent applications and High tech export increases
unemployment in the long term (respectively 0,61% and 0,015%).

4. Panel Causality Test

In order to ascertain the asset of a causal relationship between the series,
the causality method established by Dumitrescu and Hurlin (2012) is used. The
advantages of this method are that it can take into account both cross-sectional
dependency and heterogeneity among countries that make up the panel, the
unbalanced panel data yield successful outcomes and the time dimension can be
used where the cross-section dimension is greater (or less).

Table 8. DH Panel Causality Test Results

Hypothesis | U= U U> | U> | RRD > | R&D - | R&D | Patent | Patent| HTE—
R&D | Patent | HTE | EE | Patent | HTE | —EE | —HTE | —EE | EE
Z-bar 689 | 258+ | 074 |174¢| 775 | 250%* | 141 | 231%* [248+ | o028
Decision NO YES No | YEs | O vyes | no | ves | ves | no
Hypothesis | R&D — U | Patent —U | HTE— U Efr Pa;‘z‘;ﬁ H;;; :’; ;';E:t PEE:nt EHE:E
Z-bar 2717 | 147|348 [178¢| 795 [1239%| 097 | 671 | -0.13 [29.34%%
Decision YES NO YEs | YEs | NoO Yes | No | No | No | ves

**% %% and * denotes 1%, 5% and 10% statistically significance levels.

Table 8 displays the findings of the causality evaluation of the DH panel in
EU countries. As seen in the table, there is a one-way relationship of causality
between technical growth and unemployment in EU countries. R&D spending
and HTE have been identified as the causes of unemployment. In other words,
an increase in these two technology variables increases the unemployment rate.
On the other hand, R&D spending and HTE have bidirectional causation. The
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existence of a system that triggers each other between technological development
and technology exports is in line with the theory. The causality result of patent
increases affecting the unemployment rate could not be found. However, we
can say that this is due to the delayed transformation of patent applications into
production. Bi-directional causality has been identified between unemployment
and education expenditures. In addition, unidirectional causality has been found
from patent applications to education expenditures.

5. Conclusions and policy recommendations

This study examines technological growth and the educational expenditure
variables in EU economics, which influence unemployment. For this purpose,
R&D spending, patent applications, HTE and public education expenditures
variables have been used as arguments. In this study, the 1995-2018 observation
period was examined by the Panel ARDL method. In addition, the relationship of
causality was investigated.

As the outcomes of ARDL are analyzed, R&D and education investments
have an increasing impact on unemployment in the short term and a decreasing
effect in the long term. Patent applications and High technology exports increase
unemployment in the long-term. Owing to the time and cost issues of patent
manufacturing, the impact on jobs is delayed. However, when each new
patent is generated in a way that needs fewer labor resources, it raises long-
term unemployment. Moreover, since HTE is the result of spending on R&D and
patent production, it is a significant variable with a long-term effect. However,
the rise in exports of these goods, as an explanation for growing unemployment,
suggests that the technology is advanced and that the progress in manufacturing
and process is more advanced. In the literature, imports of such items improve
production and jobs because they are investment goods. This study's r&d
expenditures result is similar to the results of Lachenmaier and Rottmann (2011),
Greenan and Guellec (2000) and Piva and Vivarelli (2004), who found that the
technology contributing to an increase in employment. However, the results
of HTE and patent applications show that these technology variables reduce
employment. In addition, as education expenditures increase employment, In
addition, our finding that investment in education can play an important role
in reducing unemployment rates result is similar to the results of Onuoha and
Moses (2019) and Pirim et al. (2014).
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As per the findings of the causality panel, there has been a one-way
connection of causality between technical growth and unemployment in EU
countries. R&D expenditures and high technology exports have been identified
as the causes of unemployment. In other words, an increase in these two
technology variables increases the unemployment rate. On the other hand, R&D
spending and HTE have bidirectional causation. The existence of a system that
triggers each other between technological development and technology exports
is in line with the theory. the causality result of patent increases affecting the
unemployment rate could not be found. However, we can say that this is due
to the delayed transformation of patent applications into production. There is
a one-sided causality from unemployment to patent applications. In addition,
unidirectional causality has been found from patent applications to education
expenditures.

There has been identified between unemployment and education
expenditures Bi-directional causality. Here, the increase in unemployment affects
the increase in human capital expenditures. The causality from unemployment
to education expenditure is in accordance with the literature. However,
determining the increase in education expenditures as the reason for the
increase in unemployment is a serious problem. We can explain this in two ways.
First, the reason for the high youth unemployment problem is technological
unemployment. Every development, especially in the field of artificial intelligence,
causes thousands of workers to lose their jobs or to have no need for new
workers. As a second reason, the efficiency of education expenditures may be
questioned.

The scientific process progresses exponentially since the industrial revolution.
Until the 21st century, technological advances lowered the cost of the basic
needs of people, increased disposable incomes, and created new demands and
jobs. The advancement of technologies such as automation, digitalization, deep
learning, driverless cars, 3 printers, robots, interactive voice response systems,
virtual money and banks over the last 20 years has made human life simpler.
However, these advances will hamper many jobs, in particular in the industrial
and service industries.

The fact that technological developments make human life cheap and easy
increases welfare. However, policymakers should set more careful policies to
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support people’s employment. The possibility of technological unemployment
to become widespread can cause individual and social instability and problems.
Finally, it should be taken into account that as the constructive power of
technology increases, its destructive power also increases. Working together
instead of struggling with machines will lead to better outcomes. It is getting
harder and harder for governments to manage technologies and technology
companies every day. There is also a need to define and enforce policies that will
better guide the process.

In the future, researchers who will study technological unemployment can
access and include micro-innovation data that affect industrial production and
increases productivity and can obtain a more comprehensive analysis opportunity.
In addition, if informatics variables can be included in the model, the effects
of technology on employment can be revealed more clearly. In this context,
new analysis methods such as quantile may offer a different and more detailed
perspective.
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KOBi'lerde Girisimsel Pazarlama Boyutlarinin incelenmesine
Yonelik izmir ilinde Bir Arastirma

Dogu KAYISKAN*, Engin OZGUL**, Dogukan KAYIS™)

oz

Amag: Bu calisma girisimsel pazarlama boyutlarindan aglar araciligiyla deger yaratma, informel pazarlama arastirmasi ve
pazara yakinlik boyutlan arasindaki iliskiyi dogrulamak ve s6z konusu boyutlarin KOBI'lerin yapisal 6zelliklerine gére hangi
sekilde farklilastigini ortaya koymayi amaclamistir.

Yontem: Girisimsel pazarlama boyutlarini 6lcen 9 maddelik 3 boyutlu élcek izmir ilinde bulunan 387 adet KOBIi'ye
uygulanmistir ve 6lcek icin dogrulayici faktor analizi (DFA) yapilmistir. Yapisal 6zelliklerin farkliliklarinin ortaya konmasina
yonelik istatistiksel testler ve iki asamali kimeleme analizi yapilmistir.

Bulgular: Olctim modeli DFA analizi sonucunda iyi uyum degerlerine sahiptir. Boyutlar aras! iliskiler istenilen diizeyde ve
pozitif yonludur. Girisimcilik egitimi, cinsiyet ve egitim 6zelliklerine gére nemli farklilasmalar tespit edilmistir. Girisimsel
pazarlama boyutlari “ytksek” diizeyde algilanan ktimeler, egitim seviyesinin ytksek, girisimcilik egitimi almis erkek kati-
limailardan olustugu gozlemlenmistir.

Sonug ve Oneriler: Literattr tarafindan ortaya konmus olan iliskiler ve élctim modeli veriler tarafindan dogrulanmistir. Gozle-
nen degiskenler értiik yapiy! iyi sekilde temsil etmektedir. KOBI sahip/yoneticilerinin 6n lisans/lisans egitimlerinin sadece akade-
mik bilgi avantaji degil, gelistirdikleri aglarin profesyonel is hayatlarina getirdigi avantaji da kullanabildikleri ortaya konmustur.
Ozgiin Deger: Calisma giincel girisimsel pazarlama literattiriinde s6z konusun boyutlarin daha detayli incelenmesine
yonelik yenilikci ve ozellikli bir calismadir. Kaynaklarinin sinirli olmasindan dolayi arastirma bulgulari sinirli kaynaklar ile
yapilacak faaliyetler agisindan isletmelere i1sik tutmaktadir.

Anahtar Kelimeler: Girisimsel Pazarlama, Girisimcilik, KOBI

Jel Siniflandirmasi: M10, M31

A Research in izmir on the Investigation of Entrepreneurial
Marketing Dimensions in SMEs

Purpose: This study aims to verify the relationship between entrepreneurial marketing dimensions, creating networks
proposals, information marketing research and market proximity, and to reveal which dimensions of SMEs differ accor-
ding to the research.

Methodology: Confirmatory factor analysis (CFA) was performed for a 9-item 3-dimensional scale measuring the di-
mensions of interventional marketing. Statistical tests and two-stage cluster (Two Step Cluster) analysis were conducted
to reveal the differences in structural properties.

Findings: The measurement model has good fit values as a result of CFA analysis. Relationships between dimensions are
at desired level and positive. Significant variations have been identified in terms of entrepreneurship education, gender and
educational characteristics. It has been observed that clusters whose dimensions of entrepreneurial marketing are perceived at
a "high” level consist of male participants who have a high level of education and have received entrepreneurship education.
Practical Implications: Relationships and measurement model revealed by the literature have been verified by the data.
The observed variables represent the latent structure well. It has been revealed that SME owners / managers can use not
only the academic knowledge advantage of their associate / undergraduate education but also the advantage of the
networks they have developed to their professional business life.
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1. Giris

GUNUmMUzan piyasa sartlarinin en belirgin ve degismeyen 6zelliginin artan ve
nitelikleri stirekli degisen bir rekabet oldugu ileri strilebilir. Ozellikle belirsizligin
egemen oldugu piyasa sartlarinda statik bir pazarlama yaklasiminin srddralebilir
olmadigi, mevcut pazarlama enstrimanlarinin, esneklik, hiz ve yeniligi merkeze
alinarak yeniden tasarimlanmasi ihtiyaci ortaya cikmaktadir. Bu nedenle 6zellikle
son yillarda bu kavramlari merkezine alan girisimcilik perspektifi, pazarlamaya
bakis acisi ve uygulamalarini da énemli derecede etkilemektedir. Bu etkilenme
paralelinde girisimsel pazarlama yaklasimi konusunda yapilan arastirmalarin sayi-
sinda da bir artis gézlenmektedir.

Girisimsel pazarlama, artan cevresel tirbllans ve rekabet ortaminda, pa-
zarlama ve girisimciligin kritik yonlerini, isletmelerin girisimci olarak hareket
etmeleri icin, pazarlama sureclerine entegre eden bir paradigma olarak goérul-
mektedir (Collinson, 2002:339; Hills vd. 2010:15). Kavram, literatdrde ilk ola-
rak Girisimcilik Profesoért Gerald Hills tarafindan 1982 yilinda ortaya konul-
mus ve farkli yazarlar tarafindan tanimlanmaya calisiimistir. Bjerke ve Hultman
(2002:15) girisimsel pazarlamanin, girisimcilik ile buytyen kicuk 6lcekli isletme-
lerin pazarlama islevi olarak tanimlarken, Hills, Hultman vd. (2010:6) ise giri-
simsel pazarlamayi bir ruh yonelimi, yenilikcilik yaraticilk ve esneklik 6zellikle-
rini kullanarak, sdrekli firsat arayan ve aglar tUzerinden musteri de@eri yaratma
cabalari olarak tanimlamistir. Whalen ve arkadaslari (2016: 7) ise misterilere,
girisimcilere ve genel olarak topluma deger yaratan yenilikci, proaktif ve risk
alabilen pazarlama faaliyetleridir seklinde ifade etmistir. Genellikle sinirli kay-
naklara sahip olan ve bu nedenle kisisel aglar yogun bicimde kullanan, yaratici
ve karmasik olmayan taktiklere glvenmesi gereken kucuk ve orta olcekli is-
letmelerdeki pazarlama faaliyetleri ile iliskilendirilmektedir. Girisimsel pazarlama
girisimciler tarafindan belirli bir plan dahilinde olmayan fakat bir vizyon tasiyan
pazarlama cabalarini tanimlamak icin kullanilir (Morris, Schindehutte ve LaFor-
ge, 2002:4).

Girisimsel pazarlama kavrami literattrtinde ne gibi bosluklari doldurabilece-
gi, hangi boyutlara sahip oldugu, isletme uygulamalari ile baglantisi ve nihayet
isletme performansi Gzerine etkilerinin incelenmesi dnemlidir. Bu énem dogrul-
tusunda arastirmada, literatlrde 6nerilen bazi girisimsel pazarlama boyutlarinin,
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Turkiye'deki isletme uygulamalari agisindan dogrulamasi yapilmis ve girisimsel
pazarlama dlzeyleri itibariyla isletme demografisindeki farkliliklar arastirma ko-
nusu edilmistir.

2. Literatiir Taramasi
2.1 Girisimsel Pazarlama ve KOBI'ler

Kiicuk ve orta olcekli isletmeler (KOBI), tilketiciler ile etkilesim halinde ol-
duklarindan firsatlari belirleme, tuketici ihtiyaclarini tahmin ve tatmin edebilme
konusunda beceri ve istegi olan girisimciler tarafindan kurulurlar. Girisimciler ayni
zamanda cesurdurlar, cinkU bir is kurma ve isletmede karsilasabilecekleri risk-
lerin farkinda olsalar da &zellikle risk almaktan korkmazlar (Cacciolatti ve Lee,
2015:2).

Kresel rekabet, teknolojik ilerleme ve tiketicilerin yeni ihtiyaclari nedeniyle,
rekabet sdrecleri strekli degisim icindedir. Bu degisiklikler, klictik ve orta olcekl
isletmeleri tasarim ve Urln gelistirme, Uretim, dagitim, iletisim ve pazarlama gibi
farkli boyutlarda es zamanli olarak rekabet etmeye yoneltmektedir (Singh vd.
2008:526).

KOBI'lerde pazarlama konusu aktif olarak arastirlmaktadir ve kiicik, orta
Olcekli isletmelerin buydk isletmelere gore 6zellikle burokrasinin daha az var ol-
masli, verimli ve genelde informel iletisim sistemleri ve pazara yakinlk yoluyla
kazanilan esneklik ve uyum saglama gibi avantajlara sahip olmasi sonucunda
farkli pazarlama davranislar sergiledikleri ortaya konulmustur (Freel, 2000:61).
Bunun da geleneksel pazarlama teorisinin temelini olusturdugunu gostermistir
(Jones ve Rowley, 2011:26). BlyUk isletmelerde gelistirilen pazarlamanin temel
ilkelerinin evrensel olarak uygulanabilir oldugu varsayimina dayanarak, gelenek-
sel pazarlama modellerini KOBI'lere uyarlama girisimleri bazi kisitlardan dolay
tam olarak uyarlanamamistir (Jones ve Rowley, 2011:27). Kiguk isletmelerde
pazarlamaya yonelik arastirmalarin cogu, isletme sahibi veya yoneticileri tara-
findan genellikle yeterince kullaniimadigi ve yanlis algilandigi sonucuna ulas-
mislardir (Hogarth-Scott, Watson ve Wilson, 1996:6). Ayrica buyik isletmelerde
genel muddr, planlama, finans, pazarlama vb. alanlarda her biri alaninda uzman
kendisine bagli alt yéneticilere sahipken KOBI'lerde yénetim ve pazarlama, ope-
rasyonel becerilerine sahip olmaktan cok, blytk 6lctide geneli bilme egiliminde

CiltVolume 10 | Say/Issue2 | Aralik/December 2021 25



Dogu KAYISKAN, Engin OZ60L

olan girisimcinin veya kugtk isletme sahibinin pazarlama bilgisine bagldir (Ho-
garth-Scott vd., 1996:6).

Pazarlama, KOBI'lerin karsilastigi en biyik zorluklardan biridir, ancak ha-
yatta kalmalari ve buytmeleri icin en dénemlilerinden biridir. KOBI'ler, buyuiklik,
sinirli kaynaklar, is hedefi ve yénetim tarzi gibi kendilerini blylk firmalardan
ayiran bircok 6zellige sahiptir ve pazarlama stratejisi kararlarini gelistirmek icin
mUsteriler ve rakipler hakkindaki bilgileri kapsamli ve dogru bir sekilde edinmeli
ve kullanmalidir (Fillis, 2010:97; Keh vd. 2007:593). Bu noktada Morrish ve Jo-
nes (2020:8) girisimsel pazarlamanin KOBIi'lerin icinde bulundugu calkanti ve
kriz durumlarindan kurtulmak icin énemli bir arac oldugu belirtmistir. Girisimsel
pazarlamayi birden fazla paydas degeri yaratmak icin firsat arayan, kaynak or-
gltleyen ve risk alan davranislari iceren, istikrarli ve calkantili ortamlarda is he-
deflerini takip etmek icin girisimci kararlarindan ve eylemlerinden ortaya cikan
faaliyetlerin bir yapilandirmasi olarak tanimlamislardir.

Girisimsel pazarlamanin farkli yazarlar tarafindan yapilmis birden fazla ta-
nimi vardir. Girisimsel pazarlama disiplinin ortaya cikmasinda 6nct olan Hills
vd. (2010:6), girisimsel pazarlamanin bir ruh yoneliminin yani sira  ¢zellikle
yenilikcilik, yaraticilik, satis, pazara giris, ag olusturma veya esneklik kullana-
rak, iliskiler yoluyla algilanan musteri degeri yaratan firsatlari takip etme ve
girisimleri baslatma ve buyttme sirecidir seklinde tanimlamistir.  Morris vd.
(2002:12) ise girisimsel pazarlamayi, risk yonetimi, kaynak kullanimi ve deger
yaratma konusundaki yenilikci yaklagimlarla karli mdusterileri elde etmek ve
onlari elde tutmak icin firsatlarin proaktif olarak tanimlanmasi ve kullanil-
mas! olarak tanimlamistir. Kraus vd. (2010:8), isletmelerin misterilere deger
yaratmak, iletmek, sunmak ve paydaslara yarar saglamak olarak bakarken,
Bjerke ve Hultman (2002) girisimcilikle buytyen, kigclk isletmelerin pazarla-
ma islevine dikkat cekmislerdir. Whalen vd. (2016:7) ise, girisimsel pazarlamayi
boyutlari ile ele almis; misterilere, girisimcilere, pazarlamacilara, is ortaklari-
na ve genel olarak topluma deger yaratan, iletisimi saglayan ve deger sunan
yenilikci, proaktif ve risk alan faaliyetlerin bir birlesimidir biciminde ifade et-
mistir.

Girisimcilik ve pazarlama disiplinlerinin kesisim noktalari konusunda yapi-
lan deneysel calismalari inceleyen Hills ve Hultman (2006:228), girisimsel pa-
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zarlamanin asagidaki gibi belirli 6zelliklere sahip oldugunu kesfetmislerdir, bu
ozellikler;

Girisimci/ydnetici/sahip kisinin pazarlama merkezi olmasi

Kisisel hedefler ve uzun sireli performans ile baglantili kararlarin alinma-
Sl

Kisisellestirilmis Grin veya hizmet yelpazesi ile daha kicUk nis pazarlar
gelistirilmesi

Piyasa etkileme glclnun var olmasi

Pazarlama cabalarinin isletmenin tiim diizey ve fonksiyonel alanlarina na-
fuz etmesi

Kisisel itibar, gliven ve glvenilirlige dayall pazarlama uygulamalarini iger-
mesi

Yogun sekilde satis ve pazarlama iletisimine odaklaniimasi

isletme sahibinin deneyimine giivenme ve bireysel deger yaratma mevcut
oldugundan plan ve stratejilerinin eksik olmasi

Pazarlama kaynaklarinin azligr veya eksikligi, pazarlama is bolimundn
olmamasi

Pazar arastirmasinin nadir sekilde yapilmasi, pazar bilgisinin kisisel iletisim
ve aglardan saglanmasi

interaktif ve yenilikci Griin ve yeni girisim gelistirme yeteneginin bulun-
masl

Firsatlari tanima, proaktiflik ve risk alma konularina odaklanmanin icsel-
lestirilmesi

Modsteri tercih ve beklentilerindeki degisimlere esnek ve hizli tepki verebil-
mesi

Pazardan cikma riskinin icsellestirilmesi

Mdsterilerin cosku, tutku ve baglilikla takip etmesindeki lider roladr.

Girisimsel pazarlama tanimlarindan ve ézelliklerinden yola cikarak KOBI'lerin
yeteneklerinden olan esneklik ve hizl karar verme yapisi ile uyumlu bir kavram ol-
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dugu goérilmektedir. Rekabetin yogun oldugu, musteri istek ve ihtiyaclarinin hizla
degistigi, Urln yasam seyrinin kisaldigi pazar kosullarinda, girisimsel pazarlama
kavrami isletmelerin s6z konusu sorunlar ile daha iyi diizeyde basa cikmasi adina
¢6zUmler ortaya koymayr amaclamaktadir.

2.2 Girisimsel Pazarlama Boyutlari

Son yillarda, farkli arastirmacilar isletmelerin girisimsel pazarlama boyutlarini
arastinirken farkli siniflandirmalar kullanmaktadirlar. Bu siniflandirmalar, calisma-
nin icerigine bagl olarak degismekte ve ayni zamanda kullandiklari boyutlarin
sayisinda da degisiklik gostermektedir. Girisimsel pazarlama davranislar genis
capta calismalar olmasina ragmen, altinda yatan boyutlarin sayisi konusunda
genel bir anlasma yoktur (Kilenthong vd. 2015:2). Bu s6z konusu boyut calis-
malarindan ilk olani Morris ve arkadaslari (2002) tarafindan ortaya konulan giri-
simsel pazarlamanin yedi boyutudur. Boyutlar, proaktiflik, risk alma, yenilikgilik,
firsat odaklilik, etkin kaynak kullanimi, musteri odaklilik ve deger yaratma olarak
belirlenmistir. Bu boyutlardan doérdu, proaktiflik, risk alma, yenilikcilik ve firsat
odaklilik, firmanin girisimsel yénelimi calismalarindan tiretilmistir. Ozellikle séz
konusu dort boyutun her biri belirgin sekilde 6ne ¢ikmaktadir. Besinci boyut olan
etkin kaynak kullanimi belki de pazarlama (gerilla pazarlama gibi) ve girisimcilik
perspektiflerinde ortak ve en ¢ok vurgulanan unsurlardan olmustur. Son iki boyut
olan musteri odaklilik ve deger yaratma ise isletmelerin pazar yonelimli olmalari
ile tutarhlik saglamaktadir (Morris vd., 2002:5).

Girisimsel pazarlama boyutlari ile ilgili olarak Jones (2009) “EMICO" mode-
lini ortaya koymustur, model girisimsel odaklilik, pazar yonluluk, yenilik odaklilik
ve misteri odaklilik gibi farkli teorik kavramlar ile bir araya getirilmis bir modeldir.
S6z konusu modelde Sekil 1'de goruldigu Gzere belirlenen doért temel boyutun
alt boyutlari ile birlikte 15 boyut belirlenmistir (Jones, 2009:170). Jones ve Rowley
(2011:30), kticlk isletmelerin pazarlama, yenilikcilik, girisimcilik ve mUsteri odak-
lilik faaliyetleri arasinda ayrim yapilmasinin mumkun ve verimli olmadigini éne
surmustdr. Buna gore isletmelerin, girisimcilik, yenilikcilik, musteri odakhlik ve
pazar odaklilik temel boyutlari ve bu boyutlar arasindaki iliskilerin benimsemesi
sonucunda ortaya ¢ikan yansima dogru bir girisimsel pazarlama kavramini isaret
etmektedir.
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Hills ve Hultman (2006: 222) ortaya koydugu alti boyut ise, blyime odak-
llik, firsat odaklilik, timuayle musteri odaklilik, aglar araciidiyla deger yaratma,
informel pazarlama arastirmasi, pazara yakinliktir. Tum boyutlar birbirileri ile ya-
kindan iliskili ve s6z konusu alti boyut, 6nceki calismalarda girisimsel pazarlama
temel boyutlari olarak goésterilen tim énemli unsurlari kapsamaktadir (Hills ve
Hultman, 2006: 222). Tablo 1'de girisimsel pazarlama boyutlari ve 6zellikleri yer

almaktadir.

Tablo 1. Girisimsel Pazarlama Boyutlan ve Ozellikleri

Girisimsel Pazarlama
Boyutlari

Girisimsel Pazarlama Davranislarinin Ozellikleri

Buyume Odaklilik

Pazarlama kararlari uzun vadeli performans ile baghdir.

Sahip ve yoneticiler pazarlamanin merkezinde yer alirlar.

Kiclk pazar nislerini kullanirlar.

Firsat Odaklilik

Firsatlarin taninmasina dogal bir sekilde odaklanilir.

Proaktif olarak pazar yaratma ve isletmeye odaklanilir.

Pazarlama musterilere dncllik etmeye cabalar.

Mal, hizmet ve stratejilerde yenilik¢i yaklasim benimsenir.

Toplam Mdsteri Odagi

Pazarlama iletisim taktikleri genellikle musteriler ile iki yonludur.

Esneklik ve 6zellestirme odakli pazar yaklasimi mevcuttur.

Musteri tercihlerindeki degisimlere hizli tepki vermeye cabalanir.

Pazarlama isletmenin tim islevlerine ntfuz etmistir.

Aglar Araciligiyla
Deger Yaratma

Musteri degerini yaratmak icin iliskileri kullanr.

Yeni girisimlerde (ortak) riskin hesaplanarak alinmasi.

Kisisel itibar, gliven ve glvenilirlige dayall pazarlama.

informel Pazarlama
Arastirmasi

Resmi pazar arastirmasi nadiren yapilir

Urtin gelistirme icin informel ve az arastirma yapilir

Ongérilere, sezgilere giivenilir.

Planlama kisa ve artan adimlarla yapilir.

Pazara Yakinlk

Pazar etkilesimine dayali musteri bilgisini elde etmek.

Pazarlama kararlari gnluk (rutin) musteri iliskilerini temel alir.

Tutku, sevk ve baglilik icin rol almak.

Deneyimlere guvenilmektedir.

Kaynak: Hills ve Hultman (2006, 223).
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Bu calismada Hills ve Hultman (2006) tarafindan ortaya konulan girisimsel
pazarlama boyutlarindan, aglar Uzerinden de@er yaratma, informel pazarlama
arastirmasi ve pazara yakinlik boyutlari ele alinmistir. Bunun nedeni s6z konusu
boyutlarin, isletmelerin rutin iliskilerinden dogan, kapsamli sosyal iliskiler, is birligi
ve bilgi paylasimi gibi ortak 6zellikleri mevcut olmasidir.

Adlar Aracilidiyla Deger Yaratma; geleneksel pazarlama icinde aglar Gzerin-
den pazarlamaya fazla ilgi gosterilmemistir, ancak girisimsel pazarlama anlayi-
sinda oldukca énemli bir kavramdir. Aglar yalnizca pazarlar hakkinda bilgi sagla-
makla kalmaz, ayni zamanda potansiyel musterilere de erisim saglar. isletmelerin
iliski aglarindaki kaynaklar, risklerini ydnetmelerine ve kaynaklarini daha verimli
bir sekilde tahsis etmelerine yardimci olabilir. Girisimsel pazarlama anlayisinda
isletmelerin aglari musteriler ve tedarikciler ile sinirli olmayip rakipleri de icermek-
tedir. Girisimsel pazarlama, deger yaratmaya ve yeni misteri degeri kaynaklari
yaratimi icin her bir pazarlama karmasi 6gesini kesfetmeye odaklanir. Bu nedenle
girisimsel pazarlama isletmelerin yuksek musteri degeri yaratmasina olanak tani-
yan ve pazara yon veren bir anlayistir (Kilenthong, 2011:27).

Informel Pazarlama Arastirmasr; katkisinin varligi, girisimsel isletmeler tara-
findan yaygin olarak uygulandigr icin kabul edilmektedir. Birgok isletme igin, aglar
(distribltorler, kilit musteriler, rakipler) Uzerinden bicimsel veya sistematik olma-
yan gérismeler seklinde yuritilen, tartismasiz arastirma taridar. informel yon-
temlerle elde edilen tim bilgiler sistematik olarak dogrulanmaya aciktir. Arastir-
manin yapildigi stirec Uzerinde uygun kontroller olmaksizin, bilgiler kolayca yanlis
veya dnyargili olabilir. Sadece mevcut fikirleri ve dnyargilari onayladiklari ve kabul
edilebilir olduklari icin ayrica veri toplama sreci minimum maliyet icerdiginden
kabul edilebilir olmaktadir (West, 1999:7). Girisimciler musterileriyle informel
gortsmeler yoluyla pazar bilgilerini toplamaktadir. Girisimcilerin, misterileriyle
yUz ylze gorisme yapmak icin misterileri kisisel ve sik sik ziyaret ettikleri rapor
edilmektedir. Girisimciler, gbrismeler sirasinda mdsterilerin géraslerine yakindan
dikkat ederek, uygulanabilir pazar firsatlarini da yakalamaktadirlar (Siu ve Kirby,
1999:184).

Pazara Yakinlik, isletmelerin uzun sdreli gelisimine yogun bir bicimde dahil
oldugu, bu alanda bilgili ve temelinde kendini adamis oldugu seklinde ortaya
¢tkan durumlari tanimlamak icin pazara yakinlik ifadesi kullaniimaktadir. Bu kav-
ram isletmenin tim pazar aktorleri ile yakin ve kapsamli sosyal iliskiler icinde
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bulunmasi génall is birligi ve bilgi paylasimi ile birlikte ortak kararlar almanin ge-
rektigini vurgulamaktadir (Bennet ve Koudelova, 2000:57). Girisimsel pazarlama
davranisinin bu boyutu informel pazarlama arastirmasi boyutuyla yakindan ilis-
kilidir. Girisimsel pazarlama anlayisinda geleneksel pazarlamanin varsaydigi gibi,
her zaman rasyonel ve sirali bir sekilde davranmak yerine, iletmenin kendisini
musterinin yerine koyarak pazara yakin olmasi gerekmektedir. Girisimsel pazar-
lama uygulayan isletmeler icin musteriler énceliklidir, girisimciler pazarin icinde
olabilmek ve musterilere en iyi hizmeti sunabilmek icin en iyi yolu bulmaya call-
sirken zaman zaman ekstra maliyetlere de katlanmaktadirlar. Bunun nedeni ise
faaliyetler sonrasinda musterileri hakkinda bir vizyona sahip olarak strekli masteri
degerini yakalamaktir (Hills vd. 2008:107).

3. Metodoloji

Girisimsel pazarlama boyutlarindan aglar araciligiyla deger yaratma, infor-
mel pazarlama arastirmasi ve pazara yakinlk boyutlar literatlrde birbirileri ile
iliskili boyutlar olarak ortaya konmustur. Bu calismanin amaci, girisimsel pazar-
lama davranisinda s6z konusu bu G¢ boyutun yapisal gecerliliginin ve birbiri ile
iliskili olup olmadiginin tespit edilmesidir. Literattre bakildiginda birbiri ile iliskili
olan boyutlarin deneysel olarak da dogrulanmasi amaclanmistir. Ayrica girisim-
sel pazarlama yapan KOBI'ler icin bu boyutlarin KOBI sahipleri/ydneticilerin de-
mografik 6zelliklerine gore nasil bir davranis gostereceginin tespiti amaclanmistir.
Arastirma problemi olarak, KOBI'lerin girisimsel pazarlama boyutlarindan, aglar
araciligiyla deger yaratma, informel pazarlama arastirmasi ve pazara yakinlik bo-
yutlarinin 6lgme modelinin dogrulanmasi, iliskilerinin belirlenmesi ve s6z konusu
boyutlarin KOBI'lerin yapisal 6zelliklerine gére bir farklilasma gdsterip gésterme-
diginin ortaya konmasi olarak belirlenmistir.

Arastirma kapsami izmir ilinde bulunan, 10 kisiden fazla calisani bulunan,
sektor ayrimi olmaksizin ulasilabilen kucik ve orta 6lcekli isletmelerdir. Arastir-
manin sadece izmir ilinde yapilmasi, veri toplama strecinde yeni tip korona viriis
vakalarinin varligi ve verilerin sadece KOBI sahip/ydneticilerinden toplanabilmesi
sinirlari mevcuttur.

KOBI'lerin sahipleri veya Ust/orta diizey yoneticileri ile yiiz ylize ve cevrimici
anketler yapilmis, veriler 3 ay gibi bir stirede toplanmistir. Ornekleme yéntemi
olarak tesadifi olmayan 6rnekleme ydntemlerinden kartopu ¢rneklem yéntemi
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kullaniimistir. Bunun nedeni, her ne kadar ulasilabilen bir ana kitle gibi gorul-
se de arastirmanin yapildigi dénem itibari ile (Pandemi Streci) KOBI sahip ve
yoneticilerine referans olmadan ulasmak mumkin olmamaktadir. Bu sorunu
asmak amaciyla ulasilan érneklem elemanlarindan referanslar alinarak sadece
referanslar Gzerinden ilerlenmistir. Toplamda 397 KOBI'ye anket uygulanmistir
ve bu anketlerden 387 tanesi calismaya dahil edilmistir. Ana kdtle sayisi olarak
Sosyal Gulvenlik Kurumu ve Turkiye is Kurumunun 2020 verileri temel alinmistir.
Bu rapora gére izmir ilinde bulunan KOBI sayisi 2019 yilinda 129.437 adet iken
2020 Ocak ayinda adet 130.334 olmustur (TEPAV, 2020).

3.1 Vleri Toplama Araci

Arastirma probleminin coézilmesi adina birincil veri toplama tekniklerinden
anket yontemi kullanilarak nicel bir arastirma tasarlanmistir. Anket formu iki bo-
limden olusmaktadir. ik béliimde isletmelerin daha yakindan tanimlanmasi adi-
na, sahiplerin veya yoneticilerin egitimleri, cinsiyetleri, isletmelerin aile isletmesi
olup olmadigina dair bilgiler yer almaktadir. Anketin ilk bélimunde isletmelerin
bir yil 6nceki gerceklestirmis olduklari ciro sorulmus fakat bircok isletmenin cevap
vermekten kacinmasindan dolayi soru analizlerden ¢ikariimistir.

Anketin ikinci bélimande ise girisimsel pazarlama boyutlarindan aglar ara-
clhigyla deger yaratma, informel pazarlama arastirmasi ve pazara yakinlk bo-
yutlarini 6lgmek icin soru ifadeleri bulunmaktadir. Tablo 2'de géraldiga Gzere
aglar araciligiyla deger yaratama 3 ifade, informel pazarlama arastirmalari icin 3
ifade ve pazara yakinlik boyutlari ile ilgili 3 ifade olmak Gzere toplam 9 adet ifade
bulunmaktadir. Olcekte bulunan tim ifadeler ¢zgiin olarak Kilenthong ve arka-
daslari (2015) tarafindan gelistiriimis olup, Turkceye ise Tekin (2019) tarafindan
cevrilmis ve doktora tezinde kullanilmistir. Olcek 7'li Likert 6lcegdi olarak dizen-
lenmis ve ifadelere katilma duzeyi 1- “Kesinlikle Katilmiyorum”, 7- “Kesinlikle
Katiliyorum” seklinde belirlenmistir.
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Tablo 2. Girisimsel Pazarlama Boyutlan Olcegi

1 | Rakiplerimizden 6greniriz

2 | Uriin ve hizmetlerimizi gelistirip pazarlarken yogun bir sekilde sektérdeki kilit ark-
adas ve is ortaklarindan yardim aliriz

3 | Pazarlama kararlarimizin cogu, kisisel ve profesyonel aglarimizda bulunan kisilerle
yaptigimiz bilgi alisverisine dayanmaktadir.

4 | Yeni Urtin ya da hizmet sunmada *formel pazar arastirmasi ya da analizine pek
ihtiyag yoktur.

5 | Pazarlama kararlarimiz, formel pazar arastirmalarindan cok **informel musteri geri
bildirimlerine ve gorismelerine dayanir.

6 | Pazarlama kararlarini alirken sezgilere giivenmek énemlidir

Pazara yeni bir Grlin ve/veya hizmet sunmamizin sebebi genellikle musteri talebidir.

8 | Cogunlukla (hammadde, alt yapi vs.) tedarikgilerimizin tavsiyelerine dayanarak yeni
Urdn ve hizmetler sunuyoruz.

9 | Pazarlama kararlari alirken agirlikli olarak tecriibelerimize giveniriz.

*Formel Pazar arastirmasi bir bilimsel bicime dayanan, belirli dlcme araclari ile toplanan (ORN: anket,
derinlemesine mulakat, odak grup goértismesi vb.) verilerin analiz edilip yorumlanmasidir.

**Informel Pazar arastirmasi, herhangi bir sistematigi olmayan isletmelerin pazardaki gtinlik rutin iligki-
leri sonucunda elde ettigi (ORN: rakipler ile iliskiler, musteri geri bildirimi, saha ekibinden iletilen bilgiler
vb.) verilerin kullaniimasidir.

3.2 Veri Analizi

Veri analizi bélumunde éncelikle SPSS paket programiyla yapilan tanimlayici
istatistikler ile sahiplerin/ydneticilerin ve KOBI'lerin demografik profili belirlenmis-
tir. Toplanilan verilerin dagilimi ve ic tutarlihk katsayisi analiz edilmistir. Girisimsel
pazarlamayi olusturan boyutlardan olan aglar araciligi ile deger yaratma, informel
pazarlama arastirmasi ve pazara yakinlik boyutlarinin ic tutarlilik katsayisi (Cron-
bach’s a) sirasiyla 0,745, 0,736 ve 0,816 olarak hesaplanmistir, o degeri 0,70'ten
buytk oldugundan tutarl oldugu séylenilebilir (Nunnaly, 1979).

Verilerin bir diger kontroll ise normal dagilima uygunluk testleri ile olmustur. Gi-
risimsel pazarlama boyutlari 6lceginin normal dagilima uygunlugunu test etmek icin
yapilan analizler sonucunda basiklik ve carpiklik degerleri ortaya konmustur. Verilerin
basiklik degerleri-1,005 ile 1,443 arasinda carpiklik degerleri ise -1,302 ile -0,381
arasinda yer almaktadir. Bu degerler +2 ve -2 degerleri arasinda yer aldigindan dolayi
verilerin normal dagilima uygun oldugu séylenilebilir (Fidel, 2009). Girisimsel pazarla-
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ma boyutlarinin katilimcilarin ézelliklerine gére farklilasip farklilasmadiklarina dair tes-
pitlerin yapilmasi icin parametrik testler uygulanmistir. Sonrasinda boyutlarin birbirile-
riyle olan iliskileri korelasyon analizi ile tespit edilmistir. Boyutlarin dogrulanmasi adina
Lisrel 8.0 programi ile dogrulayici faktor analizi ile modelin 6lcimU gerceklestiriimistir.

4. Bulgular

Katiimailarin ve KOBI'leri daha iyi tanimak adina frekans analizleri yapilmig-
tir. Tablo 3'de bulunan bilgilere gére KOBI sahipleri ve ydnetici kademelerinde
erkek egemen bir yapi oldugunu gorilmektedir. isletme sahibi olan katilimcilarin
%51,7'si isletmelerinin aile sirketi oldugunu belirtmistir. Kendi isini yapma sebep-
lerinden biri olan aileden stregelen is kavrami Tlrkiye'de son derece yaygin bir
sekilde devam etmektedir. Katiimcilara yoneltilen dnemli sorulardan biri ise giri-
simcilik veya pazarlama egitimi ile ilgili sorudur. Bu soruya istinaden KOBI sahip-
lerinin veya orta/tst kademe ydneticilerinin cogunun (%69) girisimcilik ile ilgili bir
egitim aldigini gérilmaistir. Ayrica egitim dizeyleri bakimindan Lisans/On lisans
egitimi alanlar %40,1 oranla en biyitk ortalamaya sahiptir. Yuksek lisans yapmis
KOBI sahip veya yéneticilerin orani ise sadece %7,8 olarak tespit edilmistir.

Tablo 3. Demografik Bilgiler

Cinsiyet f %
Kadin 70 18,1
Erkek 327 81,9
Toplam 387 100.0
Aile isletmesi f %
Evet 200 51,7
Hayir 187 48,3
Toplam 387 100.0
Girisimcilik Egitimi f %
Evet 267 69.0
Hayir 120 31.0
Toplam 387 100.0
Egitim Durumu f %
ilkogretim 65 16,8
Lise 137 35,4
Lisans/On lisans 155 40,1
Yuksek Lisans 30 7,8
Toplam 387 100
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Aglar aracilidiyla deger yaratma, informel pazarlama arastirmasi ve pazara
yakinlik boyutlarinin élgtim modelinin dogrulugunu ortaya koymak adina dogrula-
yicl faktor analizi yapilmistir. Lisrel 8.0 programi ile yapilan modele iliskin degerler
Sekil 1'de gdsterilmistir. Buna gore, gézlenen degiskenler ile értik (gizil) degisken-
lerden olusan 6lcme modeli ortaya konmustur. Ortilk degiskenlerden gézlenen
degiskenlere tanimlanan yollara iliskin standardize edilmis degerlerin tima 1'in
altindadir bu da her bir gdzlenen degiskenin ortik degiskenler hakkinda iyi bir
temsil yeteneginin bulundugunu gostermektedir. Model igin ortaya konan baska
bir deger ise t degerleridir. t degerleri 0,5 dizeyinde kritik deger olan 1,96 Uze-
rindedir. Gzlenen degiskenlerin R? degerleri ise bir baska énemli degerlerdendir.
Agdlar araciligiyla deger yaratma 6rtik degiskenini birinci ifade en az acgiklarken
(0,3025), ikinci ifade en cok (0,7396) aciklamistir. informel pazarlama arastirmasi
ortuk degiskeni en az (0,36) altinci ifade, en ¢ok (0,7225) besinci ifade tarafindan
aciklanmistir. Son olarak pazara yakinlk 6értuk degiskeni ise en az (0,5476) seki-
zinci ifade tarafindan, en cok (0,6724) dokuzuncu ifade tarafindan aciklanmistir.
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Sekil 1: Dogrulayici Faktor Analizi
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Modelin &lctlmesine iliskin bir diger énemli bulgu ise model uyum iyiligi
degerlerinin tanimlanmasidir. Tablo 4'te gosterilen uyum iyiligi degerleri genel
olarak modelin iyi bir uyum igerisinde oldugunu géstermektedir. Ayrica modelin
p degeri (0,01195) RMSEA < 0,05 olmasi durumunda 0.01 ve 1 arasinda olma-
siiyi bir uyumu gostermektedir. Ki-kare degerinin serbestlik derecesine (1,762)
orani 2'nin altindadir ve iyi uyumu géstermektedir. RMSEA ((%90 glven araligi),
0,0444) degeri <0,05 tir. Normlastirilmis uyum indeksi (NFl: 0,967), karsilastir-
mali uyum indeksi (CFl: 0,985), uyum iyiligi indeksi (GFI: 0,976) ve dizeltilmis
uyum iyiligi indeksi (AGFIl: 0,955) degerleri> 0,95 oldugundan dolayi model iyi bir
uyumu gostermektedir (Hair, Black, Babin, Anderson ve Tatham, 1998; Jéreskog
ve Sorbom, 1996; Schermelleh-Engel, Moosbrugger ve Miller, 2003; Raykov ve
Marcoulides, 2012).

Tablo 4. Model Uyum lyiligi Degerleri

Uyum Oliisii Degeri Uyum lyiligi
2/ (sd=24) 1,762 iyi Uyum
RMSEA 0,0444 iyi Uyum
SRMR 0,0368 lyi Uyum
NFI 0,967 iyi Uyum
NNFI 0,977 lyi Uyum
CFI 0,985 iyi Uyum
GFI 0,976 lyi Uyum
AGFI 0,955 iyi Uyum

Girisimsel pazarlamanin sdéz konusu boyutlarinin ortak noktasi pazarlama
cevresi ile daima bir iletisim halinde olmasidir. Aglar araciliyla deger yaratma,
informel pazarlama arastirmasi ve pazara yakinlk boyutlari isletme sahipleri/y6-
neticilerinin veya calisanlarinin cevreleri ile girdikleri iletisim sonucunda topladik-
lari bilgiler dogrultusunda ortaya cikan boyutlardir. Bu boyutlarin teorik olarak
birbirileri ile iliskileri ortaya koyarken deneysel olarak da test edilmistir ve Tablo
5'te boyutlarin birbirleri ile iliskilerinin analiz edildigi, pearson korelasyon analizi
sonuclari mevcuttur.
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Tablo 5. Boyutlarin Korelasyon Analizi Sonuglari

Boyutlar 1 2 3
informel Pazarlama Arastirmasi (1) 1

Aglar Araciligiyla Deger Yaratma (2) 0,130* 1

Pazara Yakinlik (3) 0,332** | 0,162** 1
* p<0,05 **p<0,01

Korelasyon analizi sonuclarina gére tim boyutlar arasinda pozitif yonlu ve
anlaml bir iliski oldugu ortaya konulmustur. informel pazarlama arastirmasi ve
aglar aracihgiyla deger yaratma boyutlari arasinda p<0,05 diizeyinde pozitif yon-
|G ve anlamli bir iliski varken, pazara yakinlik boyutunun diger iki boyut ile p<0,01
diizeyinde pozitif yonlu ve anlamli iliskisi mevcuttur.

Kadin ve erkek KOBI sahip/yéneticileri acisindan girisimsel pazarlama bo-
yutlari farklilik testleri ile analiz edilmistir. Orneklemin cinsiyet dagiimlari den-
gelenememesi isletme sahiplerinin agirlikla erkek olmasindan kaynaklanmakta-
dir. Tablo 6'ya goére informel pazarlama arastirmasi ve pazara yakinlk boyutlari
konusunda kadin ve erkekler arasinda anlamli bir farklilik vardir. Erkekler bu s6z
konusu boyutlari daha fazla 6nemseyen grup olmustur. Aglar araciigiyla deger
yaratma konusunda ise gruplar arasinda herhangi bir farklilasma tespit edileme-
mistir.

Tablo 6. Cinsiyet Gruplari Bagimsiz T- testi Analizi Sonuclari

Cinsiyet N x SS p
informel Pazarlama Arastirmasi Kadin 70 4,65 1,04
0,048*
Erkek 317 4,97 1,25
Aglar Araciligiyla Deger Yaratma | Kadin 70 4,92 1,28 0.824
Erkek 317 488 | 1,26 '
Pazara Yakinlik Kadin 70 5,06 1,24
0,015*
Erkek 317 5,44 1,17

* p<0,05
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Girisimcilik egitimi alan sahip veya yoneticiler agisindan girisimsel pazarla-
ma boyutlarina bakisi 6lcmek adina bagimsiz 6rneklemlerde t testi uygulanmis-
tir. Tablo 7'de géruldugi Uzere girisimcilik/pazarlama egitimi alan katilimcilarin
informel pazarlama arastirmasi ve pazara yakinlik boyutlari agisindan anlamli bir
farklilik olusturmaktadirlar, girisimcilik egitimi alan KOBI sahip/yéneticileri infor-
mel pazarlama arastirmasi ve pazara yakinlik konusunda daha glcld olduklar
ortaya konmustur.

Tablo 7. Girisimcilik Egitimi icin Bagimsiz Orneklemlerde T- testi
Analizi Sonuclan

Boyutlar Sgiiéir::c“ik N X SS p
informel Pazarlama Hayir 120 4,72 1,21
Aragtirmasi Evet 267 4,99 |
Agdlar Araciligiyla Deger | Hayir 120 4,94 1,14
Yaratma Evet 267 4,86 132 | 77
Pazara Yakinlik Hayir 120 5,1 1,23

Evet 267 5,49 1,15 00037
* p<0,05

KOBI sahipleri veya yoneticilerine yoneltilen sorulardan bir digeri ise egitim
dazeylerini tanimlamaya yonelik olan “egitim durumu” sorusudur. Tablo 8'e ba-
kildiginda en cok lisans/6n lisans mezunu (155) varken en az ylUksek lisans yap-
mis (30) sahip veya yoneticiler mevcuttur. Tek yonli varyans analizi sonuclarina
bakildiginda aglar araciliiyla deger yaratma boyutu (p=0,034 <0,05) ile egitim
dizeyi arasinda anlamli bir farklilik oldugu tespit edilmistir. informel pazarlama
arastirmasi ve pazara yakinlik boyutu egitim duzeyi ile birlikte farklilasmadigr tes-
pit edilirken aglar araciligi ile deger yaratma boyutu lisans/6n lisans mezunlari
tarafindan daha fazla énemsendigi ortaya konmustur.

38 Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



KOBIlerde Girisimsel Pazarlama Boyutlarinin incelenmesine Yonelik izmir llinde Bir Arastirma

Tablo 8. Egitim Diizeyleri ANOVA Analizi Sonuglari

f, x, degerleri

ANOVA Sonuclari

Grup N X Var.K. KT Sd KO F p
informel ilkégretim 65 [5,12 | Gruplar arasi 5,69 3 11,895 1,27 | 0,283
Pazarlama
Ara§t|rmas| Lise 137 4,96 Gl'Up |g| 570,386 383 1,489

Lisans/On lisans | 155 | 4,80 | Toplam 576,071 | 386

Yuksel Lisans 30 |4,75
Aglar ilkogretim 65 [4,59 | Gruplararasi | 13,863 3 4,621 2,91 |0,034*
Aracihigiyla [ —
Deger Lise 137 |4,79 | Grup ici 607,500 | 383 | 1,586
Yaratma Lisans/On lisans | 155 |5,10 | Toplam 621,363 | 386

Yuksel Lisans 30 |4,88
Pazara ilkégretim 65 5,60 | Gruplar arasi | 8,794 3 12,9311 2,08| 0,102
Yakinlik - .

Lise 137 {5,45 | Grupici 539,878 | 383 | 1,410

Lisans/On lisans | 155 | 5,20 | Toplam 548,672 | 386

Yuksel Lisans 30 |5,37
* p<0,05

Bir baska bulgu ise, aile isletmeleri tarafindan iliskilerin daha iyi kullanihp kul-
laniimadiginin tespit edilmesidir. Bagimsiz 6rneklemlerde t-testi uygulanarak KO-
Bi'lerin aile isletmesi olup olmadigina gére boyutlarin farklilik gdsterip gdsterme-
yecegi test edilmistir. Tablo 9'a gére aile isletmesi olan KOBI'ler ile aile isletmesi
olmayanlar arasinda girisimsel pazarlama boyutlarindan olan informel pazarlama
arastirmasi, aglar araciligiyla deger yaratma ve pazara yakinlik boyutlari arasinda
herhangi bir farklilik tespit edilememistir. Boyutlarin 6nemsenme veya uygulan-
ma dizeyi aile isletmesi olup olmamasi ile iliskili olmadigr anlasiimistir.
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Tablo 9. Aile isletmesi Olup Olmamasina Gore Bagimsiz
Orneklemlerde t-testi Sonuclari

Boyutlar Aile isletmesi | N X SsS p

informel Pazarlama Arastirmasi | Evet 200 4,89 1,26 | 0,744
Hayir 187 4,93 1,17

Aglar Araciligiyla Deger Yarat- | Evet 200 4,81 1,28 | 0,220

me Hayir 187 4,97 | 1,24

Pazara Yakinlik Evet 200 5,42 1,09 | 0,361
Hayir 187 5.31 1.28

Yapilan veri analizlerini takiben son olarak girisimsel pazarlama boyutlari-
nin “distk” ve "yiksek” olarak algilandigr kimelerin &zelliklerine bakilmustir.
S6z konusu boyutlari ayirmak Uzere hiyerarsik olmayan kiimeleme yéntemlerin-
den, iki asamali (Two-Step Cluster) kimeleme analizi ydntemi kullanilarak, boyut
toplamlari distik (medyan:4,21, ortalama: 4,08) ve yiksek (medyan:5,44, orta-
lama:5,50) olarak iki kiimeye ayriimistir. Kimelerin kalitesi icin golge istatistigi
degerine bakilmaktadir, golge istatistigi degeri 0,70 olarak hesaplanmistir. Bu de-
ger 1'e yakin deg@er aldigindan dolayr kime kalitesinin iyi oldugunu soyleyebiliriz
(Yilanci, 2010:458). iki asamali kiimeleme analizinin kullanim nedeni kiimeler
ile ilgili bir bilginin bulunmadigi ve ydénteme gdre kiime sayisinin belirlenmesidir.
Boyutlarin dustik olarak algilandigi kiime 120 (%31) katiimcidan, boyutlarin yik-
sek olarak algilandigi kiime ise 267 (%69) katiimcidan olusmaktadir. Bu analizin
amaci boyutlarin algi dizeylerine gére kiimelere ayrilarak kiimeler icinde degisen
demografik ézelliklerin yorumlanmasidir.
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Tablo 10. Kiimeleme Analizi Sonuclari

Ozellikler Diisiik Diizey Yiiksek Diizey
Cinsiyet f % f %
Kadin 30 25 40 15
Erkek 90 75 227 85
Aile Isletmesi

Evet 61 50,8 139 52,1
Hayir 59 49,2 128 47,9
Girisimcilik Egitimi

Evet 76 63,3 191 71,5
Hayir 44 36,7 76 28,5
Egitim Dulizeyi

ilkégretim 17 14,2 48 18
Lise 45 37,5 92 34,5
Lisans/On lisans 52 43,3 103 38,6
Yuksek Lisans 6 5 24 9

Tablo 10'a gore kadin sahip/yoneticilerin disik dizey kiimesinde orani ge-
nel katilimdaki oranina gére artmis, yiksek diizey kiimesinde ise genel ortalama-
dan daha dusUk bir orana sahip olmustur. Aile isletmesi olan isletmelerde ise hem
distuk hem de yuksek dizey kiimelerinde oranlari genel dagiima yakin olarak
seyretmistir. Girisimcilik egitimi alan sahip/yoneticiler ise distk dizey kiimesinde
genel ortalamaya gore daha az oranda yiksek diizey olarak belirtilen kiimede ge-
nel katilim oranina goére daha yUksek bir oranda oldugu gértlmastar. Son olarak
egitim dlzeyinde ilkégretim mezunlari kimeler arasinda farklilik géstermemekle
birlikte dzellikle yiksek lisans mezunlarinin orani boyutlarin yiksek dizeyde algi-
landigi kimede daha fazla artis gdstermistir.

5. Sonug

Son yillarda piyasalarda yasanan énemli degisiklikler isletmeleri yeni arayis-
lara strtklemistir. Cesitli belirsizlikler barindiran is ortami ve bununla birlikte tU-
ketim aliskanliklarinin hizli degisimi KOBI'ler icin girisimsel dzelliklerinin ortaya ¢i-
karilmasina neden olmustur. isletmeler pazarlama konusunda da girisimci olmayi
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tercih etmeye baslamiglardir. iste bu noktada girisimsel pazarlama isletmeler icin
onemli firsatlar barindiran bir yaklasim olarak ortaya konulmustur.

Arastirmanin amacina yonelik olarak girisimsel pazarlamanin boyutlarindan
olan informel pazarlama arastirmasi, aglar Uzerinden deder yaratma ve pazara
yakinlk boyutlari incelenmistir. Test edilen dlcme modeli birinci dizey dogrulayici
faktor analizi ile iyi uyum degerlerine sahip olduklarini gostermistir. Bu sonug
Kilenthong, Hills ve Hultman (2016:136) tarafindan tespit edilmis olan deneysel
sonuclar ile értiismektedir. S6z konusu boyutlarin literattrde belirtilmis olan birbi-
rileri ile olan iliskileri deneysel olarak toplanan veriler tarafindan da dogrulanmis-
tir. Buna gore bu U¢ boyut arasinda pozitif yonlt ve anlamli bir iliski bulunmakta-
dir. Bu bulgunun Kilenthong, Hills ve Hultman (2015:8) tarafindan tespit edilmis
bulgular ile paralellik gésterdigi gérilmistir. Buna goére KOBI'lerin piyasaya yakin
olarak kurduklari iletisim sonucunda sagladiklari bilgiyi, informel pazar arastir-
masi ve misterilere deger yaratma faaliyetlerinde kullanmalari gerekliligi ortaya
konmustur. Girisimsel pazarlama faaliyetlerinin getirdigi bu kazanimlar KOBI'lerin
rekabet glclerine dnemli derecede katki saglamaktadir.

KOBI'lerin sahip/yéneticilerinin aldiklari egitimin girisimsel &zelliklerin orta-
ya cikariimasinda etkisi oldugu goértlmustdr. Girisimcilik, pazarlama egitimi alan
katiimcilarin girisimsel pazarlama boyutlarini daha yuksek dizeyde algiladiklari
gorilmuUstar. Bunun gibi egitimlerin isletmeler icin girisimci yapilyl daha éne ¢i-
kardigr da yeniden ortaya konmustur. Egitim ile ilgili olan baska bir ¢arpici nokta
ise KOBI sahip/yéneticilerin lisans veya yiksek lisans mezunu olanlarin girisimsel
pazarlama boyutlarindan aglar Uzerinden de@er yaratma boyutunu daha yiksek
diizeyde algiladiklarinin tespitidir. Tekin (2019:71) tarafindan yapilan calismada,
isletme veya pazarlama egitimi sonucunda aglar GUzerinden deger yaratma boyu-
tunda farklihk olmadigi tespit edilmistir. Bu calismada elde edilen énemli bulgu
Universitede kazanilan akademik bilginin yansira, on lisans/ lisans okuyan birey-
lerin egitim hayati sirasinda kazanilan iletisim becerileri veya strdurdlen iliskileri
sayesinde olusturduklari genis iliski aginin ticari hayatlarinda ne kadar 6nemli
oldugunu ortaya koymustur. Ulasilan bu bilginin kullanimi dogrultusunda tni-
versitelerin kurumsal olarak égrenci aglari arasindaki iliskileri strdrulebilir olarak
destekleyecek girisimlerde bulunmalar 6nerilmektedir.

KOBI'lerin rekabet edebilmeleri icin kit olan kaynaklarini verimli bicimde kul-
lanmak ve hizli hareket etme zorunlulugu bulunmaktadir. Bu kisitlardan dolayi

42 Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



KOBI lerde Girisimsel Pazarlama Boyutlarinin incelenmesine Yonelik izmir llinde Bir Arastirma

informel pazarlama arastirmasi, aglar Gzerinden deger yaratma ve pazara yakin
olma faaliyetleri isletmelere 6nemli faydalar saglayacaktir. Kimeleme analizine
(Golge istatistik degeri 0,70) gore girisimsel pazarlama boyutlarini “yuksek” du-
zeyde algilayan katiimcilar genelde girisimcilik egitimi almis, 6n lisans/lisans me-
zunu ve “erkek” sahip ve yoneticilerden olusmaktadir.

Olcme modelinin dogrulanmasi ve girisimsel pazarlama boyutlarinin (infor-
mel pazarlama arastirmasi, aglar Uzerinden de@er yaratma ve pazara yakinlik)
iliskileri ve yapisal 6zelliklerine gore hangi sekilde farklilastigini belirlemeyi amac-
layan arastirmanin sonraki asamasinda bu boyutlarin, yenilikcilik, girisimcilik,
performans gibi kavramlar ile iliskileri incelebilir. Ayrica girisimsel pazarlamanin
hangi boyutlarinin biylk isletmeler tarafindan hangi sekilde algilandigi ve biyuk
isletmelerin performansina etkisi arastirilabilir.
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1. Giris

Girisimci olmak insanlik tarihi kadar eski bir 6zelligi ifade etmektedir. Sanat-
tan tarima, modadan ekonomik is hayatina kadar her alanda farkl bakabilen,
yenilik getirebilen, risk alan ve yaraticilik 6zelligi bulunan bireyler hayallerinin ve
fikirlerinin pesinden giderek onlari gerceklestirme arzusuyla hareket etmisler-
dir. Tarihi ticaret yollarinda kurulan hanlar, kervansaraylar, ticaret limanlarinda
gemicilerin ihtiyaclarina yonelik faaliyetlerin her biri ilk ve orta caglardaki basit
girisimcilik érneklerini olusturmaktadir. Sanayi devrimine kadar bir arastirma ko-
nusu olarak incelemelerde siklikla yer almayan girisimcilik kavrami 18. YUzyilin
ortalarinda Cantillon’un modern girisimcilik teorisi ile arastirmalara konu olmaya
baslamistir (Coulter, 2001). Bu teoride girisimciligin ticari ve ekonomik olarak ele
alindigr ve 6zellikle belirsizlik ortamina ve gelecekteki firsatlara yaptigi vurgu dik-
kat cekmektedir. Gunumdizde ele alinan girisimcilik kavraminin temeli bu yaklasi-
ma dayanmaktadir. Yillar icerisinde yapilan binlerce akademik inceleme ile gelisen
ve bu gelisimi kiresel ve ekonomik sartlara gére halen devam eden girisimcilik is
hayatinin temelini olusturmaktadir.

20. yuzyll sonlarina dogru ¢ok daha fazla akademik ve bilimsel calismaya
konu olan girisimcilik farkl bakis acilari ve farkli kosullar icin de inceleme konu-
su olmustur. Kadin girisimciligi, i¢ girisimcilik, sosyal girisimcilik, yeni girisimcilik
gibi inceleme konularina ek olarak yari zamanli (hibrit) girisimcilik tim girisimcilik
faaliyetleri arasinda dikkat ceken ve 6nem arz eden bir kavramdir (Bayram ve Ka-
ya-Harmanci, 2018: 1828). istatistiklerin cogunda is giicii piyasasi tcretli olarak
baskasl icin calisanlar ve kendi namina calisanlar olarak ikiye ayrilmistir (Bégen-
hold, 2019: 134). Yari zamanli girisimcilik yaklasiminda bu ayrima her ikisini de
iceren hem kendi namina hem de baskasi icin Ucretli olarak calisan bir sinifin da
eklenmesi gerekliligi belirtiimektedir (Ozafsarlioglu-Sakalli, 2019: 178).

inovasyon kavraminin temeli eskisinin yerine yenisini koymanin yani sira ye-
nilestirmek yani daha iyi ya da Gstin &zelliklere sahip olani ile yenilemek seklin-
dedir. inovasyon stiphesiz ki inovatif davranislarin sonucu olarak ortaya clkmak-
tadir. inovatif davranislar ise bireysel, grupsal, drgitsel ve cevresel faktérlerden
etkilenmektedir (Capraz vd., 2014: 51-52). inovasyonu ve inovatif davraniglari
etkileyebilecek bu faktorlerden birisi de bireysel faktérlerden girisimcilik 6zel-
likleridir. Bireyin girisimcilik ¢zelliklerini tam zamanl bir iste calisirken ne denli
gelistirebilecegi ve inovatif davranislarinin da bu 6zelliklerinden ne derece etkile-
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necegine dair ddstince bu arastirmanin tasarlanmasindaki motivasyonu olustur-
maktadir.

Yari zamanli girisimciligin is yerindeki inovatif davranislar Uzerindeki etkisini
arastirmak amaciyla hazirlanan bu 6zgln calismada 6ncelikle degiskenlerle ilgili
literatUr taramasi gerceklestirilmistir. Daha sonra ise kamu kuruluslarinda calisan-
larin yari zamanli girisimcilik 6zellikleri ile inovatif davranislar sergileme diizeyleri
arasindaki iliski ve yari zamanli girisimcilik 6zelliklerinin inovatif davranislar Gze-
rindeki etkisi Gzerine yapilan arastirmanin bulgularina yer verilmistir. Son olarak
da elde edilen bulgular ve sonuclar literatirdeki diger calismalar g6z éniine ali-
narak tartisiimistir ve kamu gorevlileri ve yoneticileri icin dikkate alinmasi gereken
bazi tavsiyelerin Uzerinde durulmustur.

2. Literatiir Taramasi

2.1. Yari Zamanli Girisimcilik

Yari zamanli girisimcilik bir kisinin tam zamanli bir iste calisirken es zamanli
olarak bir girisimcilik niyetinde ya da faaliyetinde bulunmasi seklinde ele alin-
maktadir. Tam zamanli girisimcilik ya da geleneksel girisimcilikten farkli olarak
girisimci bireyin énceligi tam zamanli ve Ucretli olarak calistigi isidir. Is fikri veya
girisimcilik niyeti ise bireyin es zamanli olsa da ek olarak yurtttigu bir faaliyeti
ifade etmektedir (Marshall vd., 2019: 2).

Yari zamanli girisimcilik yaklasimi ilk olarak Petrova (2005) tarafindan ortaya
atilmistir. Yari zamanli girisimcilik kimi calismalarda (Folta vd., 2010; Thorgren
vd., 2014; Solesvik, 2017) hibrit girisimcilik ya da melez girisimcilik (Ozafsarliog-
lu-Sakalli, 2019) olarak da ele alinmaktadir. Folta vd., (2010) ve Petrova, (2011)
yarl zamanl girisimcilik ve kismi girisimciligin hibrit ya da melez girisimcilikten
ayrildigi belirtilse de Marshall vd., (2019) yart zamanli ve hibrit girisimciligi es
anlamli olarak ele almislardir. Tanimlari ve konuyu ele alis bicimleri gézden geci-
rildiginde kavramlar bir bireyin hem tam zamanli ve Ucretli bir iste calistigini hem
de cesitli motivasyonlar ve cesitli amaclarla bir girisimcilik faaliyeti icinde bulundu-
gunu ya da bu niyetini ifade etmektedir (Petrova, 2005; Folta vd., 2010; Petrova,
2011; Solesvik, 2017; Marshall vd., 2019).

Bir girisimcilik faaliyetine basladiginda halen baskasi igin Ucretli ve tam za-
manli olarak calisan girisimciler yari zamanli girisimciler olarak tanimlanmaktadir.
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Bireylerin yari zamanli girisimcilik faaliyetlerine; ek gelir elde etmek, parasal ol-
mayan faydalar saglamak ve kendi isinin patronu olmak seklinde t¢ farkli amacla
basladiklari belirtiimektedir. Kendi isini kurmak isteyen girisimciler yari zamanli
girisimcilik sayesinde hem girisim faaliyetlerini mali acidan destekleyebilir hem
girisimlerinin basarisini bir yandan sinayabilir hem de basarisizlik durumunda tam
zamanli calistigi isten de ayrilmamis olurlar. Boylelikle geleneksel girisimciligin en
buytk unsurlarindan olan risk faktdrina bir nebze de olsa azaltma yoluna gidebi-
lirler (Folta vd., 2010). Yari zamanli girisimcilerden girisimlerinin basarisini sinayip
devam etme niyeti olanlar tam zamanli girisimci olma egilimindedirler. Ancak
basarisindan tam emin olmayanlar ya da yeteri kadar tatmin olmayanlar ise risk
faktortint azaltmis olsalar da tam zamanli ve Gcretli calistiklari islerini strdUrGrler
(Solesvik, 2017). Petrova (2012) ise tam zamanli girisimcilige gegis ya da Ucretli
isine devam etme tercihinin basariyla alakali oldugunu ifade etmistir. Basarili ve
yetenekli girisimcilerin Ucretli islerinden ayrilarak girisimleri ile daha cok ilgilene-
cekleri buna karsin daha az yetenekli ve girisimcilik 6zellikleri daha dusuk olan-
larin ise girisimcilikten vazgecerek Ucretli islerine devam edeceklerini belirtmistir.

Thorgren vd., (2014) tam zamanl bir ise sahip calisanlarin bir girisimcilik
faaliyetinde bulunmasinin arkasinda tutku duydugu bir konuda calisma istegi
oldugunu belirtmektedirler. Yari zamanl girisimciligin parasal olmayan faydalar
saglamak amaciyla gerceklesen kismi da bu tutku ile aciklanabilir. Gelir kaygisi ve
isiyle ilgili mutsuzlugu olmayan bireyler bile yogun ilgi duyduklari ya da tutkulu
olduklari konular ile ilgili girisimlerde bulunabilir.

Yari zamanli girisimcilerin niteliklerinin de incelendigi bazi arastirmalarda
(Schulz vd., 2016; Xi vd., 2017) yari zamanl girisimcilerin tam zamanli girisimci-
lerden daha egitimli ve degisime karsi daha esnek olduklari belirtiimektedir. Ayni
anda tam zamanli bir iste calisan yari zamanli girisimcilerin bilgi birikimleri, bece-
rileri ve 6zellikle Ucretli calistiklari islerdeki tecrtibeleri onlari tam zamanli girisim-
cilerden daha basarili hale getirebilmektedir. Bu durum da kurulan isletmelerin
daha uzun 6mdrlt olmalarini saglamaktadir (Schulz vd., 2016; Xi vd., 2017). Ay-
rica yari zamanli girisimcilerin tam zamanl girisimcilere gére mali sikintilari daha
kolay astiklari ve finansal kaynaklara da daha kolay ulasabildikleri ve bu sayede
daha ¢6zim odakli olabilecekleri de belirtiimektedir (Petrova, 2012).

Yari zamanli girisimcilik her zaman girisimcilige salt bir gecis araci olarak go-
ralmemektedir. Yari zamanli girisimcilerin cogunun is fikrinin arkasinda bir hobi
ya da ilgi alani yatmaktadir (Viljamaa vd., 2014). Benzer sekilde Block ve Landgraf
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(2016) da yari zamanli girisimciligin ardindaki motivasyon unsurunun bagimsizlik
ve kendini gerceklestirme unsuru oldugu sonucuna ulasmislardir. Dzomonda ve
Fatoki (2018) ise yari zamanli girisimcilige tesvik nedeni olarak hem ek gelir hem
de parasal olmayan faydalar saglama istegi oldugu sonucuna ulasmislardir. Folta
vd., (2016)nin yari zamanli girisimciligin motivasyon nedenleri arasinda saydigi
ek gelir elde etme, kendi isinin patronu olma ve parasal olmayan faydalar sagla-
ma nedenlerinin de farkli calismalarca da desteklendigi gorilmektedir. Solesvik
(2017) ise bu konuyla ilgili yari zamanli girisimcilerin homojen bir yapida olmadik-
larini, beklenti ve niyetlerinin farklilik gésterdigini belirterek yari zamanli girisimci-
lerin cesitli olabileceklerini ifade etmistir.

Gerek bireysel gerek orgitsel ve cevresel faktorler yari zamanli girisimcilik
niyetini ve egilimini etkilemektedir. Schulz vd., (2016)'ne goére yari zamanli giri-
simcilik faaliyetlerinin tam zamanl girisimcilik faaliyetlerinden daha basarili olma
ihtimalinin yuksek olmasi tum girisimsel faaliyetlerin énemli bir kismini yari za-
manl girisimcilik faaliyetlerinin olusturmasi bu kavramin énemini arttirmaktadir
(Bayram ve Kaya-Harmanci, 2018).

2.2. Inovatif Davranislar

inovasyon ile ilgili ilk calismalarda Schumpeter (1934: 65) inovasyonu yen bir
Urn, hizmet, is streci ya da pazarlarla ilgili yeni alternatiflerin yaratilmasi ve uy-
gulanmasi olarak tanimlamistir. inovasyon cevresel degisime paralel olarak 6rgut-
teki yenilesme ve degisim ya da cevresel degisim ve gelisimlerin 6ngorulerek 6r-
gutin yenilesmesidir (Kanter, 1984: 20). Bu degisim ve gelisim faaliyetleri yeni bir
fikir, Grtin, hizmet ya da streclerin benimsenerek gelistirilmesini ifade etmektedir.

inovatif davranislar ise; grup ya da 6rgit icinde fayda saglayabilmek ama-
ayla bilingli sekilde yeni fikirlerin yaratiimasi, tanitiimasi ve uygulanmasi seklinde
tanimlanmaktadir (Janssen, 2000: 288). Yeni teknolojiler arastirmak, yeni yollar
ve yontemler denemek, gelistirmek ve hatta dnermek, yeni yontemlerle yeni fikir-
leri uygulamaya gecirmek (Yuan ve Woodman, 2010: 324) inovatif davranislara
ornek olarak gosterilebilir (Kilic ve Erdem, 2018: 83).

Bir strec olarak ele alinmasi gereken inovatif davranislar; firsat kesfetme,
fikir Gretme, fikir savunma ve uygulama asamalarindan olusur (Scott ve Bruce,
1994: 582; De Jong, 2007: 8). inovatif davranislar bireysel diizeyde baslasa da
orgatun tamamini ilgilendirmektedir. Orglitsel bircok faktér inovatif davranislar
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ile iliskilidir (Capraz vd., 2014: 54-56). inovatif davranislari resmi is roli (Kanter,
1988), sosyal Un (Leary ve Kowalski, 1990), 6rgtsel iklim (Scott ve Bruce, 1994),
paydaslarla etkilesim dtzeyleri (Getz ve Robinson, 2003) ve liderlik (De Jong,
2004) ile iliskisini ortaya koyan arastirmalara rastlamak mumkundur (Capraz vd.,
2014: 54).

Bircok orgutsel faktor tarafindan etkilenen veya bunlarla iliski icerisinde olan
inovatif davranislar bireysel 6zellikler ve kisisel faktorlerden de etkilenmekte ya
da bunlarla da benzer sekilde iliski icerisinde olabilmektedir. icsel ilgi ve kisisel
beklentiler (Yuan ve Woodman, 2010) yaraticilik (Amabile, 1996; Woodman vd.,
1993) bireysel fayda saglama istegi (Sutton ve Hargadon, 1996) bu kisisel faktor-
lere 6rnek olarak gosterilebilir. Bunlara ek olarak girisimcilik niyeti ya da egilimi
de inovatif davranislarla iliskili ve inovatif davranislar Uzerinde etkisi olan bireysel
faktorlerin en énemlilerindendir (Marshall vd., 2019).

inovatif davranislar; bireylerin is rolleri ile ilgili yeni fikirler Gretmelerini (Lee
ve Meyer-Doyle, 2017), islerinde gerek is arkadaslari ile gerek Gstleri ile isbirlikleri
ya da koalisyonlar olusturmalarini (Marshall vd., 2019) ve inovatif uygulamalar ve
uyarlamalar yapmalarini icermektedir (Kanter, 1988; Scott ve Bruce, 1994). inova-
tif fikirlerin Uretilmesi 6rgut icerisinde gelisimi artirici bir etkiye sahiptir (Kirkman ve
Rosen, 1999). Ayrica inovatif yaratici davranislarin baslangici da fikir Gretebilme ile
baslamaktadir (West, 2002). Yeni trtin ve hizmetlerin gelisimi, mevcut faaliyetlerin
iyilestiriimesi ve problemlere ¢6zUm saglama gibi faaliyetler inovatif davranislarin
fikir Gretme asamasi kapsamindadir (Paulus, 2002; Nijstad ve De Dreu, 2002).
Koalisyon olusturma; Uretilen fikrin savunulmasi ve ardindan bu fikrin hayata geci-
rilmesi icin dogru kisilerle kurulan temasi ya da isbirligini ifade etmektedir (Kanter,
1988). Bu asamada fikir Gzerinde degisiklikler ve gelistirmeler yapilabilmektedir ve
uygulamaya gecilmeden 6nceki davranislari icermektedir (De Jong ve Den Hartog,
2010; Capraz vd., 2014). inovatif davranislarin son asamasi ise uygulama asama-
sidir. Bu asamada ise Uretilen fikrin, gerekli destekler ve isbirlikleri ile gelistirilmesi,
kayda deger bir caba ve sonuc odakli tutumlarin sonucu (Capraz vd., 2014) olarak
inovatif is sonuclari ortaya citkmaktadir (Kanter, 1988; Marshall vd., 2014).

2.3. Yari Zamanli Girisimcilik ve inovatif Davranislar iliskisi

LiteratUr incelendiginde yari zamanli girisimcilik ve inovatif davranislar degis-
kenlerini ayni calismada inceleyen yalnizca bir calismaya rastlanmistir. Bu arastirma
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Marshall vd. (2019)'nin arastirmasi olup calismalarinda yari zamanli girisimcilik ve
inovatif davranislarla birlikte, 6rgut iklimi ve bireysel hedefleri de incelemislerdir.
Arastirmacilar bu iki degiskenin yari zamanli girisimciligin inovatif davranislar tize-
rindeki etkilerindeki rolint de inceledikleri model sonugclarina gore guclu iliskiler
elde etmislerdir. Ayrica inovatif davranislarin bireylerin yari zamanli girisimcilik
iliskisinden giclu ve pozitif yonlt bir sekilde etkilendigi sonucuna ulasmislardir
(Marshall vd., 2019). inovatif davranislarin bireysel ve 6rgitsel bircok faktérden
etkilendigine dair arastirmalardan énceki bélimde bahsedilmisti.

Calisanlarin inovasyon sirecine saglayacaklari katki (De Jong ve Den Hartog,
2007) bireysel dzellikler arasinda yer alan yari zamanli girisimcilik 6zelliklerinden
de etkilenebilecegi dustntlmektedir. Yari zamanli girisimcilerin essiz 6§renme
ozelliklerine sahip olmalari (Dyer, 1994) bireysel gelisim gostermeleri ve inovatif
davranislar sergilemelerinde kritik 6neme sahip olabilir. Yeni fikirler, firsatlar ve
yeni bilgiler icin strekli bir arayis icinde olan (Politis, 2005) yari zamanl girisimci-
ler is hayatlarinda oncelikli olarak inovatif davranis becerilerini gelistirmektedirler
(Marshall vd., 2019). Yari zamanli girisimcilik 6zelliklerinin inovatif davranislar et-
kileyebilecegi kanisi olusturan literatUr bilgisi 1siginda arastirma modeli asagidaki
sekilde kurgulanmis, hipotez ve alt hipotezler belirlenmistir.

Literatdr 1s1§inda olusturulan arastirma modeli Sekil 1'de gdsterilmistir.
Bagimsiz degisken olan yari zamanli girisimcilik 6zelliklerinin bagimli degisken
olarak ele alinan inovatif davranislar Gzerindeki etkisi bu calismanin arastirma
modelini olusturmaktadir. Ayrica inovatif davranislarin ¢ boyutu da bagiml de-
giskenin alt unsurlari olarak ele alinmaktadir. Bu boyutlar; fikir Gretme, uygulama
ve koalisyon olusturma boyutlarindan olusmaktadir (Marshall vd., 2019).

Yan Zamanh P
Inovatf
Girisimcilil :" e

Davramslar

Sekil 1. Arastirma Modeli

H,: Yar zamanl girisimcilik 6zellikleri inovatif davranislar anlamli ve pozitif
yonla olarak etkiler
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H,,: Yari zamanli girisimcilik 6zellikleri fikir Gretme boyutunu anlamli ve po-
zitif yonla olarak etkiler

H,,: Yari zamanl girisimcilik ¢zellikleri uygulama boyutunu anlamli ve pozitif
yonll olarak etkiler

H,.: Yari zamanli girisimcilik 6zellikleri koalisyon olusturma boyutunu anlamli
ve pozitif yonlU olarak etkiler

3. Metodoloji

Bu calismanin arastirma kismi ile ilgili bilgilerin yer aldigi bu bélimde
arastirmanin amaci, modeli, evreni ve 6rneklemi, kisithliklar ve varsayimlari,
kullanilan veri toplama araci ile yapilan pilot uygulama ve destekleyici nitel
arastirma sonuglarindan bahsedilmistir. Daha sonra ise arastirma bulgulari yer
almaktadir.

3.1. Arastirmanin Amaci

Bu calismanin amaci yari zamanli girisimcilik 6zelliklerinin inovatif davranislar
Uzerindeki etkisini arastirmaktir. Bu amag dogrultusunda kamu gérevlilerinin yari
zamanli girisimcilik 6zelliklerinin ve inovatif davranis dizeylerinin belirlenmesi 6n-
celikli hedef olarak belirlenmistir.

3.2. Olcme Araclari

Bu arastirmada veri toplayabilmek icin anket yontemi kullaniimistir. Anket
formlar 3 bolimden olusmaktadir. ilk bélimde demografik ézelliklerin oldugu
alti ifade yer almaktadir. ikinci bélimde ise yari zamanli girisimcilik 6zelliklerini
tespit etmeye ydnelik ve katiimailarin “sosyal hayatlarini g6z éntinde bulundura-
rak” cevapladiklari on ifadeden olusan yari zamanli girisimcilik 6lcegi bulunmak-
tadir. Marshall vd. (2019) yari zamanli girisimcilik 6lcegindeki yedi ifadenin dagiti-
c/aynistirici ifadeler olduguna kanaat getirmis ve istatistiki analizlerde bu ifadeleri
kapsam disi birakmislardir. Arastirmacilarin tavsiyesi ve yapilan faktér analizleri
ile bu tavsiyeyi destekleyen sonuglara ulasilmasi ile on ifade icin yanitlar elde
edilmis olsa da yari zamanli girisimcilik 6zelliklerini daha net ortaya koyan Uc ifa-
denin sonuclari istatistiki modelde kullanilmistir. Daha sonraki arastirmacilar icin
Olcegin tamami asagida Tablo 1'de yer almaktadir. Hem Marshall vd., (2019)'un
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calismalarinda hem de bu calismada 6lcegin 2, 5 ve 8 numarali ifadeleri istatistik
testlerde kullaniimistir.

Anket formunun Uctncl ve son bolimuinde ise inovatif davranislari lgmeye
yonelik on iki ifade yer almaktadir. Bu ifadeler ise katilimcinin “tam zamanli isini
g6z 6ninde bulundurarak” verecegi yanitlar kapsamaktadir. inovatif davraniglar
Olcegi Uc boyuttan olusmaktadir. 1, 2, 4 ve 5. sorular fikir Gretme boyutunu; 3, 6,
10 ve 12. sorular uygulama boyutunu; 7, 8, 9 ve 11. sorular ise koalisyon olustur-
ma boyutunu olusturmaktadir.

Kullanilan 6lcekler Marshall vd. (2019) ve Jansen vd. (2006)'nin calismalarin-
da kullandiklari 6lceklerdir. Arastirmacilar calismalarinda olcekleri gecerli ve gu-
venilir olarak teyit etmislerdir. Yart zamanl girisimcilik 6lcegi Marshall vd. (2019)
tarafindan daha 6nce yapilan farkli arastirmalardan ifadeler olusturarak elde edil-
mistir. inovatif davranislar 6lcegi ise Jansen vd. (2006) tarafindan gelistirilen ve
ayrica Marshall vd. (2019) tarafindan da kullanilan 6lcektir. Kullanilan 6lcekler
ingilizce dilinde oldugu ve yapilan arastirmalarda Tirkce uyarlamalarina rastlan-
madigi icin bu calismada kullanilmak Uzere Turkce uyarlamalari da yapilmistir.
Turkge uyarlamasi yapilan olgeklerin uyarlama calismalari geregi iki ayri dil bilim
uzmanindan da destek alinmistir. Olcek ifadeleri dncelikle Tirkceye daha sonra
tekrar ingilizceye cevrilerek anlam farkliliklari ve kelime kullanimindan kaynakla-
nabilecek hatalar dnlenmeye calisiimistir. Dil uzmanlari ile hem fikir olunmasinin
ardindan belirlenen ifadelerin anlasilirigini kontrol etmek amaciyla arastirma ev-
reni ile benzer 6zelliklere sahip 40 kisilik bir grup Gzerinde pilot uygulama ya-
pilmistir. Pilot uygulama ile ilgili detayl bilgi asagida pilot uygulama kisminda
yer almaktadir. Olceklerin Turkce uyarlamalari gerceklestirildikten sonra etik kurul
onayi icin belgeler hazirlanmis ve Yozgat Bozok Universitesi, Etik Komisyonu'nun
21.05.2020 tarih ve 10/13 karar numarali evrakiyla etik uygunluk onay belgesi
edinilmistir.

Olcek ifadeleri 5'li Likert tipinde diizenlenmis ve 1-en diistik katilim derecesi
5-en yuksek katilim derecesi olacak sekilde; 7. Hicbir zaman 2. Nadiren 3. Bazen
4. Cogu zaman 5. Her zaman olarak tasarlanmistir. Arastirmada kullanilan, dog-
rulayici faktor analizi ile gecerliligi ispatlanan 6lcekler asagidaki gibidir.
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Tablo 1. Arastirmada Kullanilan Olcekler

Sosyal hayatinizla ilgili;

Asagidaki ilk 10 ifadeye ne 6lclide katildiginizi belirtin. 3145
1. Yardim kuruluslarina katilinm
2. Girisimdi bir is fikri ararim
3. Cesitli yerel yonetimlere katilinm (dernek, vakif, site yonetimi, ticaret odasi vb.
yonetim kurulu Gyeligi gibi)
4. Alle veya arkadaslarla evdeki aktivitelere katilinm
5. Tam zamanli yaptigim ise ek olarak bir yandan bir is kurma ve strdirme fikri
ararim
6. Sivil toplum kuruluslarina ya da cesitli kulplere katilinm
7. Spor veya edlence etkinliklerine katilinm
8. Kar amacli / kar amach olmayan bir girisim (isletme) kurmak isterim
9. Tam zamanli olarak calistigim is ile ilgili sosyal aktivitelere katiliim
10. Kendi isimin patronu olmak isterim
Tam Zamanl olarak calistiginiz isinizde; 3lals

Asadidaki ifadelere ne 6lctide katildiginizi belirtin.

11.

Amirlerime/is yaptigim kisilere sundugum hizmetleri genellikle yeni &nerilerle
genisletmeye calisinm

12.

isimi bagkalarinin yapmadigi sekilde yapmanin yollarini diizenli olarak denerim

13.

Amirlerimden gelen ve is tanimim &tesinde olan talepleri yerine getiririm

14.

Gorevlerimi yerine getirmek icin yeni ve yaratici fikirler Gretirim

15.

Baskalarina yeni fikirlerimi anlatir ve savunurum

16.Yaptigim isin basarisini arttirmak icin yeni teknikler, siirecler ve teknolojiler

arastirnm

17.

Daha etkili ve verimli olabilmek icin is streclerime sik sik kiictik uyarlamalar
yaparim

18.

isim ve arkadaslanim arasinda sinerji yaratmaya calisinm

19.

is siireclerimi genellikle amirlerim/is yaptigim kisilerin ihtiyaclarina daha iyi
uyacak sekilde uyarlarim

20.

Iyilestirmeler yapabilmek icin gérevlerimle ilgili siirecleri sik sik gdzden geciririm

21.

islerin yapilma seklindeki kiicik degisimlerin biiyiik etkileri olabilecegine inani-
rm

22.

Baskalarinin basarili islerini izler ve neleri iyi yaptiklarini belirleyerek kendi isime
uyarlarim
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3.3. Arastirma Evreni ve Orneklemi

Kamu gorevlilerinin ticari isler ile ilgilenmesi 657 sayili kanunun 28. Maddesi
ile sinirlandiriimistir (Devlet Memurlari Kanunu, 1965). Kamu kurumlarinda go-
rev yapan personeller bu agidan ¢zel sektor calisanlarindan daha kisith hareket
edebilmektedir. Bu calismada kamu kurumlarinda gérev yapan ve bahsedilen ki-
sitlamalara ragmen girisimcilik dzellikleri tasiyan kisilerin inovatif davranislar gelis-
tirme ihtimalleri distndlerek kamu gérevlileri secilmistir. Kamu gorevlileri evreni
daha da daraltilarak Ankara ili merkez ilcelerinde gdrev yapanlar olarak belirlen-
mistir. Ankara hem baskent olmasi hem de sosyal ve ekonomik bircok imkana
sahip olmasi nedeniyle secilmistir. Sehrin kamu kurum ve kuruluslari acisindan en
yUksek cesitlilige sahip olmasinin da katilimcilarin cesitliligini arttirabilecegdi disu-
nalmasttr. Ankara’daki kamu kurum ve kuruluslarinda calisanlarin evren olarak
belirlendigi bu arastirmada evrenin tam sayisina ulasilamamistir. Veri toplama sa-
reci 2020 Aralik ile 2021 Mart aylari arasinda gerceklestirilmistir.

Arastirma evreni belirlendikten sonra Ankara’daki kamu kurum ve kurulusla-
rindan ulasilabilen ve ydénetimlerinden anket dagitimi icin izin alinabilenlere fiziki
anketler dagitilmistir. Ayrica 2020 yili baslarindan beri tim dunyayi etkisi altina
alan Covid — 19 kuresel salgini sebebiyle uzaktan calisan ya da dénusumli ca-
lisan personele de ulasabilmek amaciyla cevrimici anketler de hazirlanmistir. Bu
anketler de ayni sekilde yonetimlerinden izin alinan kurumlarda yoneticiler tara-
findan cesitli dijital iletisim yéntemleriyle ulastirimistir. Gerek fiziki gerekse cevri-
mici anketlerin kac kisiye ulastigi tespit edilemedigi icin anketlere dair geri donus
oranlari tespit edilememistir. Arastirmada kolayda 6rnekleme yontemi tercih edil-
mistir. Fiziki anketlerden tutarsiz ve 6zensiz olarak yanitlandigi tespit edilen 33
anket kapsam disina cikarildiktan sonra toplam 456 gecerli anket elde edilmistir.
456 gonillt katilimar bu arastirmanin érneklemini olusturmaktadir. Her ne kadar
arastirma evreninin sayisi bilinmese de elde edilen 6rneklem sayisi %95 guven
seviyesi ve %5 hata payinda evreni temsil etme kabiliyetine sahiptir (Saunders,
2000).

3.4. Pilot Uygulama

Arastirma kapsaminda hazirlanan anket formlarinin kontroli amaciyla aras-
tirma evreni ile benzer 6zelliklere sahip 40 kisilik ktctk bir grup Uzerinde pilot
arastirma yapilmistir. Hazirlanan anket formlari génalla katiimcilara dagitiimig ve
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tim ifadeler Uzerindeki fikirleri istenmistir. Gerek ifadelerin anlasilirligr gerekse
gdzden kacma ihtimali olan yazim yanlislarinin tespitine yonelik bu pilot uygula-
ma sayesinde metinler icerisindeki iki farkli yazim yanlisi tespit edilmis ve duzel-
tilmistir. Turkce uyarlamasi yapilan élcek ifadelerine dair anlasiimayan bir ifade
belirtiimedigi fark edilmis ve anket formlarinin son hali hazirlanmistir.

3.5. Arastirmanin Kisitliliklari ve Varsayimlari

Veri toplama sirecinin Covid-19 salgini dolayisiyla olusan uzaktan calisma
ve donisimli calisma zamanina denk gelmesi dolayisiyla daha az personelin is
basinda olmasi durumu dogal olarak daha az katilimciya ulasiimasina yol acan
bir kisitlilik olusturmustur. Yukarida bahsedildigi gibi cevrimici iletisim kanallariyla
kamu gorevlilerine ulasiimaya calisilsa da arastirma evreninin ne kadarina ulasildi-
ginin bilinmemesi de kisitlayici bir unsur haline gelmistir.

Bu arastirma kapsaminda yapilan anketlere verilen cevaplarda katilimcilarin
gercek fikir ve goraslerini bildirdikleri ve ifadeleri tam olarak anladiklari da calis-
manin varsayimlarini olusturmaktadir.

3.6. Arastirma Bulgulari

Bu kisimda 6ncelikle katiimcilarin cesitli Sosyo-demografik ozelliklerini tespit
edebilmek icin frekans analizleri gerceklestiriimistir. Daha sonra dlceklerin tanim-
layici istatistikleri ile uygunluk, gecerlik ve glvenirlik analizlerine yer verilmistir.
Son olarak da arastirma degiskenleri arasindaki iliskiyi tespit etmek icin korelas-
yon analizleri ve bagimsiz degiskenin bagimli degisken Gzerindeki etkisini belirle-
yebilmek icin de regresyon analizleri yapiimistir.

3.6.1. Sosyo-Demografik Bulgular

Veri analizlerinde 6ncelikle frekans analizi yapilmistir. Katilimcilarin demog-
rafik yapisi Tablo 2'de ayrintili bir sekilde yer almaktadir. Katilimcilarin cinsiyetle-
rinde ve medeni durumlarinda birbirlerine yakin sayilabilecek oranlar mevcuttur.
Agirlikh bir kismin (%45,6) 31 ile 40 yas araliginda oldugu dikkat cekmektedir.
Egitim dUzeylerine bakildiginda ise blylk bir oranda (%67,5) katilimcinin lisans
mezuniyetine sahip olduklari gérilmektedir. Maas araliklarinda da 3000-6000
TL arasi ve 6001- 9000 TL arasi gruplarin katiimcilarin %96,3'tn0 olusturdugu
tespit edilmistir. Toplam calisma suresine gore katilimcilarin yariya yakini 5-10 yil
kideme sahiptir.
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Tablo 2. Demografik Yapi

Demografik Ozellikler Frekans | Yiizde(%)
Cinsiyet Kadin 207 45,4
Erkek 249 54,6
Toplam 456 100,0
Yas 21-30 yas 70 15,4
31-40 yas 208 45,6
41-50 yas 152 33,3
51 yas ve lizeri 26 5,7
Toplam 456 100,0
Medeni Durum Evli 210 46,1
Bekar 246 53,9
Toplam 456 100,0
Egitim Diizeyi On Lisans 48 10,5
Lisans 309 67,5
Lisans Ustii 99 21,7
Toplam 456 100,0
Maas Araligi 3000-6000 arasi 189 41,4
6001-9000 arasi 250 54,8
9001 ve lzeri 17 3,7
Toplam 456 100,0
Toplam Calisma Siiresi | 5 yila kadar 81 17,8
5-10 yil 221 48,5
11-16 yil 144 31,6
16 yil ve uzeri 10 2,2
Toplam 456 100,0

3.6.2. Tanimlayici Istatistikler, Gecerlik ve Giivenirlik Analizleri

Tablo 3’te arastirma kapsaminda elde edilen verilerin tanimlayici istatistikleri
yer almaktadir. Tabloda ortalama, standart sapma ve varyans deg@erleri yer almak-
tadir. Bunlar degiskenlerin yapisini veya karakteristigini tanimlamak adina veril-
mistir. Ayrica verilerin normal dagilim gosterip gostermedigini tespit edebilmek
adina carpiklik ve basiklik degerlerine yer verilmistir. (Nakip, 2003: 236). Calis-
mada elde edilen degerler ile verilerin normal dagilim goésterdigi kabul edilmistir

(Yazicioglu ve Erdogan, 2004: 156; Secgin, 2014: 91).
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Tablo 3. Tanimlayia istatistikler

ifadeler Ortalama (x) Ss Varyans | Carpikhik | Basikhk
YZG1 3,0263 0,79516 0,632 0,032 -1,226
YZG2 3,2741 0,86028 0,740 0-,268 -1,111
YZG3 3,4978 0,88454 0,782 0-,386 0-,545
iD1 3,0439 0,81081 0,657 0,168 0-,910
iD2 3,4232 0,84035 0,706 0-,281 0-,703
iD3 2,9737 0,75837 0,575 0,044 -1,257
iD4 3,4013 0,76109 0,579 0-,490 0-,634
iD5 3,5504 0,83184 0,692 0-,379 0-,468
iD6 2,9079 0,66321 0,440 0,103 0-,731
iD7 3,4386 0,88241 0,779 0-,227 0-,786
iD8 3,4474 0,95932 0,920 0-,067 0-,967
iD9 3,5855 0,87287 0,762 0,174 0-,774
iD10 3,0636 0,82430 0,679 0,165 0-,913
iD11 3,5088 0,96984 0,941 0-,061 0-,970
iD12 3,3202 0,83765 0,702 0-,029 0-,710
YZG-ORTALAMA 3,2661 0,79673 0,635 0-,260 -1,084
iD-ORTALAMA 3,3054 0,71641 0,513 0-,195 -1,254
iD1-ORT 3,3547 0,72466 0,525 0-,237 -1,126
iD2-ORT 3,0663 0,68047 0,463 0-,029 -1,088
iD3-ORT 3,4951 0,83508 0,697 0-,165 -1,139

YZG: Yari zamanli girisimcilik, ID: Inovatif davranislar

Arastirmada kullanilan élceklerin glvenirlik katsayilari (o) tablo 4'te verilmis-
tir. Elde edilen sonuclara goére olcekler ve boyutlari yiksek derecede glvenlidir
(Nunnally ve Bernstein, 1967: 248):

Tablo 4. Guvenirlik Analizleri

ifade Sayisi Giivenirlik
Olcek / Boyut (N) Katsayisi (c)
Yari Zamanli Girisimcilik 3 0,934
inovatif Davranislar 1. Boyut 4 0,915
inovatif Davranislar 2. Boyut 4 0,902
inovatif Davranislar 3. Boyut 4 0,927
inovatif Davranislar Ortalama 12 0,966
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Verilerin gecerliligini belirleyebilmek icin 6ncelikle aciklayici faktdr analizleri
yapilmistir. Yari zamanl girisimcilik ifadelerinden 2, 5 ve 8 numarali ifadeler ayni
faktorde toplanmistir. Diger ifadeler ise farkl faktorlere diizensiz bir sekilde da-
gilmis ve capraz faktér yakd olusturmustur. Marshall vd., (2019)'un da calismala-
rinda kullandiklari bu (¢ ifade disindaki ifadeler hem bu arastirmacilarin onerileri
hem de elde edilen analiz sonuclarina gére kapsam disinda cikartilmistir. Marshall
vd., (2019) da calismalarinda benzer bir yapiya ulastiklar icin bu ifadeleri da-
gitici/farkhilastinici olarak nitelendirmistir. Bu nitelendirme elde edilen sonuclarla
desteklenmistir. Agiklayici faktor analizi sonuclarina gére yari zamanl girisimcilik
ozellikleri %75,10 KMO-Barlett degeri ve %88,56 aciklanan toplam varyans ile
gecerli olarak kabul edilmistir. inovatif davranislar 6lcegi ise teorik yapisi ile uyum-
lu bir sekilde g faktorde toplanmistir. Bu dlcege ait KMO-Barlett degeri %95,9
ve aciklanan toplam varyans ise %81,72 seklinde hesaplanmistir.

Tablo 5. Aciklayici Faktoér Analizi Faktor Yiikleri

ifadeler Faktor | Faktor Yiikleri
YG1 YG 0,938
YG2 YG 0,957
YG3 YG 0,928
iD1 iD1 0,919
iD2 iD1 0,913
iD3 iD2 0,910
iD4 iD1 0,868
iD5 iD1 0,872
iD6 iD2 0,856
iD7 iD3 0,918
iD8 iD3 0,906
iD9 iD3 0,875
iD10 iD2 0,894
D11 iD3 0,925
iD12 iD2 0,866

YG: Yar zamanli girisimcilik, ID: inovatif davranislar
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Elde edilen veri setinin normal dagilim gosterdigine ve glvenilir olduguna
dair yapilan analizlerin ve aciklayici faktor analizleri ile faktor yapisinin belirlenme-
sinin ardindan faktor yapisinin gecerligini dogrulayabilmek amaciyla dogrulayici
faktor analizi yapilmistir. Yapilan dogrulayici faktér analizine dair simgesel goste-
rim Sekil 2'de yer almaktadir. DFA sonucunda elde edilen faktor yukleri ,817 ile
,907 arasinda degerler almistir.

(e ) (e (e )

A S S
¥G1 YG2 YG3

I 800
,905 el 857
{ \
[ v |
\ )

4907

io1 iD2 iD4 D5 iD2 iD6 iplo | | ip12 ‘ 07 | | ips || IDs || ;11
(et (e ) (e ) (e (e ) (o) (o) (et ) (e )\ e )/ era ) ets )

YG: Yari zamanli girisimcilik, ID: inovatif davranislar, e: Standart hata

Sekil 2. Dogrulayici Faktor Analiz Modelinin Simgesel
Gosterimi

Tablo 6'da dogrulayicl faktor analizi uyum indekslerinin kabul araliklari ve
analizler sonucunda elde edilmis degerler yer almaktadir. Hesaplanan degerlere
gore CFl, TLI ve NFI degerleri mukemmel uyuma sahipken; X2/df, RMSEA, GFl,
RMR, RFI, PNFI ve AGFI degerleri ise kabul edilebilir uyuma sahiptir. En cok dikkat
edilen deger olan X%/df degerinin mikemmel uyum degerinin iki ve altindaki
degerlerde mikemmel uyuma isaret ettigi belirtiimesine ragmen bircok arastir-
mada bes ve altindaki degerler de kabul edilebilir olarak nitelendirilir (Munro,
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2005; Hooper vd., 2008). DFA sonuglarina gore faktor yapisinin istatistiki olarak

dogrulandigi s6ylenebilir.

Tablo 6. Dogrulayici Faktdr Analizi Uyum indeksleri ve Elde
Edilen Degerler

Uyum lyiligi Kabul Araliklan Elde Edilen
Indeksi Miikemmel Uyum Kabul Edilebilir Uyum Deger
X2/df 0 < y2/df <2 2<y2/df<5 3,869
RMSEA .00 < RMSEA < .05 .05 < RMSEA < .08 0,079
GFI 95 < GFI < 1.00 90 < GFI<.95 0,921
RMR RMR<0,05 0,016
CFI 95 <CFl <1.00 90 <CFl <.95 0,971
TLI (NNFI) .95 < TLI (NNFI) < 1.00 .90 < TLI (NNFI) < .95 0,961
RFI 95 <RFI<1.00 .90 <RFI <.95 0,948
PNFI .95 < PNFI < 1.00 .50 < PNFI .95 0,705
AGFI .90 < AGFI < 1.00 .85 < AGFI <.90 0,877
NFI .95 <NFI < 1.00 .90 < NFl <.95 0,962

Kaynaklar: Browne ve Cudeck (1993), Baumgartner ve Homburg (1996), Bentler (1980), Bentler ve
Bonett (1980), Marsh vd. (2006), Hu ve Bentler (1999), Schermelleh-Engel ve Moosbrugger (2003),
Kline (2011), ilhan ve Cetin (2014), Munro (2005), Simsek (2007), Hooper ve Mullen (2008).

3.6.3. Korelasyon Analizleri

Arastirma degiskenlerinin aralarinda anlamli bir iliskinin olup olmadigini tes-
pit edebilmek amaciyla korelasyon analizleri yapilmistir. Yari zamanl girisimcilik
ozelliklerinin inovatif davranislarin hem geneliyle hem de her bir boyutu ile pozitif
yonla ve 0,01 seviyesinde anlamli iliskiler icerisinde oldugu sonucuna ulasiimistir.
Bu iliskilerin her biri gtclu iliskilerden olusmaktadir.
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Tablo 7. Korelasyon Analizleri (N= 456)

YG iD iD1 iD2 iD3
YG Pearson Correlation 1
Sig. (2-tailed)
iD Pearson Correlation 0,900"" 1
Sig. (2-tailed) 0,000
iD1 Pearson Correlation 0,898™ | 0,960"" 1
Sig. (2-tailed) 0,000 0,000
iD2 Pearson Correlation 0,841 | 0,952 | 0,877 1
Sig. (2-tailed) 0,000 0,000 0,000
iD3 Pearson Correlation 0,851"" | 0,965"" | 0,889"" | 0,873"" 1
Sig. (2-tailed) 0,000 0,000 0,000 0,000

**_Correlation is significant at the 0.01 level (2-tailed).

YG: Yari zamanli girisimcilik, iD: inovatif davraniglar

3.6.4. Regresyon Analizleri

Arastirma modelinde bagimsiz degisken olarak ele alinan yari zamanli giri-
simcilik 6zelliklerinin inovatif davranislar Gzerinde ve alt unsurlari Uzerinde etki-
sinin var olup olmadigini test edebilmek amaciyla dogrusal regresyon analizleri
yapiimistir. Arastirma modelinde ortaya konan hipotezin (H1) ve alt hipotezlerin
(H1a, H1b, H1c) test edilebilmesi icin uygulanan bu analizlerde anlamli ve pozitif
yonla iliskiler saptanmistir. Yari zamanl girisimcilik 6zellikleri bagimli degisken
olan inovatif davranislarin her bir boyutunu; 0,707 ile 0,806 dereceleri arasinda
etkilemekte iken inovatif davranislar genelini de 0,809 dizeyinde ve pozitif yonli
olarak etkilemektedir. Daha acik bir ifadeyle yari zamanli girisimcilik 6zelliklerin-
deki bir birimlik degisim inovatif davranislar Gzerinde ayni yonlt ve %80,9'luk bir
degisime neden olmaktadir. Bu etki dizeyi oldukca gucli bir etki duzeyini ifade
etmektedir. Elde edilen tim etki duzeyleri anlamli olarak hesaplanmistir Tablo
8'de verilmistir (p<0,000).
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Tablo 8. Regresyon Analizleri

R? p Hipotez

Bagimsiz Degisken Bagiml Degisken Sonucu
Yari zamanli girisimcilik inovatif davranislar 0,809 | 0,000 H,-Kabul
Yari zamanli girisimcilik Fikir Gretme 0,806 | 0,000 H,,-Kabul
Yari zamanli girisimcilik Uygulama 0,707 | 0,000 | H, -Kabul
Yari zamanli girisimcilik Koalisyon olusturma 0,725 | 0,000 | H,-Kabul

4. Sonug ve Oneriler

Bu calisma yari zamanli girisimcilik ¢zelliklerinin isyerindeki inovatif davranis-
lar ile bir iliski icerisinde olup olmadigini ve yari zamanli girisimciligin inovatif dav-
ranislar Gzerinde nasil bir etkisinin oldugunu tespit edebilmek amaciyla hazirlan-
mistir. Amag dogrultusunda kamu kurumunda gorev yapan personel, girisimcilik/
yari zamanl girisimcilik faaliyetleri 657 sayili Devlet Memurlari Kanunu uyarinca
daha kisitli oldugu icin secilmistir. Daha acik bir ifadeyle 6zel sektor calisanlari bir
iste tam zamanli olarak calisirken bir yandan bir girisimcilik faaliyetinde bulunabi-
lirken kamu personeline gore yasal olarak daha serbesttir.

Amac¢ dogrultusunda arastirma hipotezini test edebilmek amaciyla basit
dogrusal regresyon analizi yapilmis ve elde edilen sonuclara gére arastirma hipo-
tezi kabul edilmistir. Regresyon analizi sonuclarina gére yari zamanli girisimciligin
inovatif davranislar tzerinde %80,9'luk cok giicll, pozitif yonlt ve anlamli bir
etkisi mevcuttur. Benzer sekilde yari zamanl girisimcilik inovatif davranislarin fikir
Uretme, koalisyon olusturma ve uygulama boyutlari Gzerinde de %80,6, %72,5,
%70,7, duzeylerinde yine anlamli, pozitif ve glicli etkilere sahiptir. Yari zamanli
girisimcilik ozelliklerine sahip bireylerin fikri anlamda daha Uretken, daha cok
ishirligi yapan ve koalisyon olusturan ve yaratici fikirlerini daha ¢ok uygulayan
bireyler oldugu sonucu bu arastirmanin sonuclarini olusturmaktadir.

LiteratUrde bu iki degiskeni birlikte ele alan yalnizca Marshall vd. (2019)'nin
calismalarina rastlanmistir. Bu calismaya atif yapan calismalar da incelenmis fakat
ayni degiskenlerin bir calismada yer almadigi fark edilmistir. Bu calismada ulasilan
sonuglara gére Marshall vd. (2019)'nin ulastiklari iliski ve etkiye paralel sonuclar
elde edilmistir. Yari zamanli girisimciligin inovatif davranislari ve fikir Gretme, koa-
lisyon olusturma ve uygulama boyutlarini anlamli ve pozitif yonlu etkilemesi Mar-
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shall vd., (2019)'nin calismalari ile uyum gdstermektedir. Bir baska deyisle ilgili
calisma sonuclari bu calismada elde edilen sonuclarla desteklenmistir. Ulasilan so-
nuclarin mevcut ve kisith literattrle uyum icerisinde oldugu soéylenebilir. Arastirma
degiskenleri literatlrde bir arada siklikla kullanilmamis olsa da farkli degiskenlerle
birlikte incelendikleri calismalar da arastirilmistir. Yart zamanli girisimcilik ile ilgili
calismalarda; yari zamanli girisimcilik ile tam zamanli girisimcilik iliskisi (Petrova,
2012; Folta vd., 2010; Schulz vd., 2016; Raffiee ve Feng, 2014; Viljamaa vd.,
2014) ve yari zamanl girisimciligin yapisini, sosyo-demografik ve kisisel 6zellikler
ile iliskisini (Thorgren vd., 2016; Schulz vd., 2016; Dzomonda ve Fatoki, 2018;
Block ve Landgraf, 2016)) inceleyen calismalar dikkat cekmektedir. Bu calisma-
larda yart zamanli girisimcilik ya bagimli degisken olarak ele alinmis ya da diger
degiskenlerle iliskisi incelenmistir. inovatif davranislari etkileyen degiskenlerden
cift yetenekli liderligin (Kilic ve Erdem, 2018) kesfedici ve uygulayici 6zellikleri ile
birlikte dustndldigunde yari zamanli girisimciligin benzer 6zelliklerinin de inova-
tif davranislari etkilemesi literatirdeki benzer calismalara da yakin sonuclar elde
edildigi anlami tasimaktadir.

Yari zamanli girisimcilik 6zelliklerine sahip bireylerin daha egitimli (Xi vd.,
2017; Schulz vd., 2016) olduklari ve inovatif davranislari olumlu yénde etkileye-
bilecekleri icin daha yUksek pozisyonlarda degerlendirilmesi gerektigi sdylenebilir.
Lider ya da yonetici pozisyonlara getirilen bireylerin yari zamanli girisimcilik 6zel-
likleri tasimasi 6rgtit icerisinde daha fazla inovatif davranis gelistirilmesine olumlu
katkilar saglayacaktir.

Yari zamanli girisimcilik; tam zamanli olarak bir iste calisanlarin ne dizeyde
girisimcilik ¢zelliklerine sahip olduklari ile ilgilidir. Uzerine yapilan calismalar ol-
dukca kisithdir. Bu calisma ile yart zamanli girisimcilik 6zellikleri uygulamali olarak
incelenmistir. Arastirmalarin kisitliligi ve inovatif davranislar Gzerindeki etkisinin
ortaya konmasi bu arastirmayi 6zgtn bir hale getirmektedir.

Bu calisma kapsaminda yari zamanli girisimcilik 6zelliklerinin inovatif davra-
nislar Gzerinde gUcla bir etkisi olduguna ulasiimasi 6rgdtler, yénetimler ve dzellikle
kamu yoneticileri icin dikkate alinmasi gereken bir husustur. inovatif davranislarin
gelistirilmesi orgatler icin énem arz etmektedir. Gerek is streclerine gerek in-
san iliskilerine dair gelisim inovatif davranis kapsaminda ele alinmaktadir. inovatif
davranis dlzeyi yiksek calisanlar hem Ustlerine hem de is streclerine olumlu kat-
kilar saglamaktadirlar. Ayrica yaraticiligi da iceren inovatif davranislarin gelistiril-
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mesi 6rgutler icin gereklidir. is tanimi sinirlari icinde kalmayip farkli konularda da
katki saglamaya calisan inovatif bireyler 6rgatler tarafindan 6zellikle tercih edil-
mektedir. TUm bu 6zelliklerin yari zamanli girisimcilik &zelliklerince etkilendigi du-
sinuldugunde yari zamanli girisimciligin desteklenmesi, tesvik edilmesi ve hatta
onann acilmasi gerektigi distntlmektedir. Ozellikle kamu personelinin farkli bir
iste, calisan ya da isveren olarak is hayatinin icinde yer almasinin sinirlandiriimasi
inovatif davranislari da olumsuz yénde etkileyebilmektedir. Bu sinirlandirmalarin
her gecen glin daha da zor bir hale gelen is diinyasinda esnetilmesinin inovas-
yonu arttirabilecegi distnulmektedir. Daha esnek sartlarda girisimcilik 6zellikleri
daha da gelisen bir calisanin 6rgatiine daha cok katki saglayacagdi séylenebilir.
Bu acidan bakildiginda kamu gdrevlilerinin yari zamanl girisimcilik 6zelliklerinin
mimkin oldugunca artirlmasi tavsiye edilmektedir. isyerindeki inovatif davranis-
larin artirlmasinin érgtte olumlu yénde katkilar saglayacagi icin bireylerin tam
zamanli isleri disinda yari zamanl girisimcilik faaliyetlerinin desteklenmesi tavsiye
edilmektedir.

Veri toplayabilmek icin kullanilan yari zamanli girisimcilik 6zellikleri ve ino-
vatif davranis 6lceklerinin Turkce uyarlamalari da bu calisma kapsaminda gercek-
lestirilmistir. Uyarlanan olceklerin 6zellikle ulusal ydonetim literatdrine katki sagla-
yacak olmasinin da bu calisma icin ayrica bir deger yaratacadi dusintlmektedir.

Uzerine yapilan kisitl calisma olmasi 6zellikle yari zamanli girisimcilik kavra-
minin ¢ekici bir tarafini olusturmaktadir. Oldukca ylksek sayida olan yart zamanli
girisimcilerin (Bayram ve Kaya-Harmanci, 2018) dikkate alinmasi ve daha fazla ve
nitelikli calismalarda arastiriimasi gereklidir. Bu baglamda daha sonraki arastirma-
alara bu arastirmada olusturulan modelin 6zel sektor calisanlarinda da test edil-
mesi tavsiye edilebilir. Yari zamanli girisimcilik 6zelliklerinin 6rgut icerisinde daha
farkli konulari da etkilemesi muhtemeldir. Yari zamanl girisimcilik &zelliklerinin
farkl degiskenler ile iliskisi ve farkli degiskenler Gzerindeki etkilerinin arastiriimasi
da 6nerilmektedir.
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1. Giris

insanlik tarihinde her daim yer bulan rekabet kavrami kiiresellesmeyle birlikte
ozellikle ekonomik alandaki etkisini artirmis ve isletmelerin daha rekabetci olma-
larini zorunlu kilmistir. Ustelik diinyayr biyiik bir kdy haline getiren kiresellesme
ile rekabet sinirlari asmis ve uluslararasi boyuta tasinmistir. Ulusal pazarda kendi
halinde Uretim ve ticaret faaliyeti yapmak isteyen bir isletme bile uluslararasi re-
kabetten etkilenmektedir. Klresellesmenin beraberinde getirdigi bu ekonomik
dizen isletmeleri uluslararasilasmaya yodneltmektedir. Firmalarin ulusal sinirlar
disina faaliyetlerini yaymasi olarak ifade edilebilecek uluslararasilasmanin ilk ba-
samag ihracattir (Erkutlu ve Eryigit, 2001: 149).ihracat ile (ilke sermayesinde, is-
tihdaminda ve refahinda artis meydana gelecektir. ihracati artan Glke uluslararas
pazardaki konumunu guclendirecektir. Uluslararasi pazarda rekabet edecek islet-
melerin hizla degisen pazarda esnek, degisime acik, dinamik ve rekabetci olmasi
beklenmektedir. Uriin yasam egrilerinin gittikce kisaldigi giiniimiizde isletmeler,
inovasyon ile rekabetciliklerini artirarak rakiplerinden ayrisabilmekte ve boylelikle
yasam sirelerini uzatabilmektedir (Stiygtin, 2020: 351). inovasyon, isletmelerin
yeni pazarlara girmesini ve mevcut pazarini genisletmesini sagladigi, verimliligini
ve karliigi arttirdigi icin énemli bir rekabet araci olarak kullaniimaktadir (Ozsagir
ve Cltcl, 2015: 119). inovatif faaliyetler ihracati kolaylastiriyorsa, o zaman, ih-
racatl artirmak icin, bir Glkenin enerjisinin en azindan bir kismini inovasyon icin
elverisli bir ortam olusturmaya harcamasi faydali olacaktir (DiPietro ve Anoruo,
2006: 131).

Bu calismanin amaci, inovasyonun Ulkelerin ihracat performansi Gzerine
etkisini, inovasyon belirleyicileri Gzerinden arastirmaktir. Bu kapsamda, Kiresel
inovasyon Endeksi’'nde ele alinan inovasyon belirleyicileri Gzerinden, inovasyon
ve ihracat performansi arasindaki iliski incelenerek literatirdeki tartismaya katki
saglanmasi beklenmektedir. Bu cercevede, dncelikle inovasyon, inovasyon belirle-
yicileri ve inovasyon ile ihracat performansi iliskisine deginilmistir. Ardindan aras-
tirmanin yéntemine yer verilmis ve arastirma bulgulari cercevesinde sonuclar ve
gelecek calismalar icin 6neriler sunularak calisma sonlandiriimistir.

2. inovasyon ve ihracat Performansi iliskisi

Klresellesme ile birlikte bilgi ve iletisim teknolojilerindeki gelismeler, tuketici
pazarinda oyunun kurallarini degistirmis ve rekabeti artirmistir. Rekabette ayakta
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kalmak icin fark yaratmak énem kazanmistir. Bu noktada inovasyon fark yarat-
manin bir yolu olarak gériilmektedir. inovasyon literattriinde cok énemli bir yere
sahip olan Oslo Kilavuzu’nda inovasyon; isletme ici uygulamalarda, is yeri organi-
zasyonunda ya da dis iliskilerde yeni veya énemli derecede iyilestirilmis bir Gran,
strec, pazarlama yontemi ya da organizasyonel yontemin gerceklestiriimesi ola-
rak tanimlanmistir (OECD, 2005: 50). Tanimda da vurgulandigi Gzere Oslo Kilavu-
zu inovasyonu; Urdn, pazarlama, streg ve organizasyonel olmak Gzere dért ana
tarl Uzerinden ele almaktadir. Diger taraftan, farkli siniflandirmalar cercevesinde
her gecen gin literatlrde yeni inovasyon turleri kendine yer bulmaktadir. Yikici
inovasyon, tersine inovasyon, sosyal inovasyon, acik-kapali inovasyon, is modeli
inovasyonu gibi farkli inovasyon tirleri bunlara érnek olarak verilebilir.

inovatif faaliyetler blyimenin itici glici haline geldiginden ve yenilik dreten
Ulkeler, Gretemeyenlere gore daha hizli biyiduginden, kuruluslarin inovasyon
performansini artirabilmek icin inovasyonun belirleyicileri hakkinda kapsaml bir
anlayisa sahip olmasi gereklidir (Kamasak, 2015: 1331).Literattrde mikro eko-
nomik &zellikler ve sirketler arasi baglantilardan makro ekonomik performansa
kadar cesitli inovasyon belirleyicilerine yer verilmistir (Avermaete vd., 2003: 10).
Ulkelerin ve firmalarin yaratici ve inovatif cabalarini lcmede bir fikir birligi yoktur.
Ar-Ge harcamalari, Ar-Ge faaliyetlerinde bulunan personel sayisi, alinan patent-
lerin sayisi, Urtin inovasyonlarinin sayisi, yeni Urlnlerle ilgili satis tahminleri vb.
gostergeler isletme tarafinda bu amacla kullaniimaktadir (Bhattacharya ve Bloch,
2004: 156). Makro tarafta ise Ar-Ge harcamalari, yuksekogretime kayit, ener-
ji kullanimi, internet kullanimi, etnik cesitlilik, finansal gelisim, kurumsal kalite,
egitim, ticarete aciklik, kurumlar vergisi orani, gelir vergisi orani, ileri teknoloji
calisan sayisi, girisim sermayesi, dogrudan yabanci yatinm, patentler gibi ino-
vasyon belirleyicilerine yer verilmektedir (Griffiths ve Kickul, 2008; Khan ve Roy,
2011; Malik, 2020). inovasyon belirleyicilerinden yola cikan ve ulusal inovasyon
sistemlerinin gorece gucli ve zayif yonlerini degerlendirebilmek ve Ulkelerin ele
almalari gereken alanlari belirlemelerine yardimci olmak adina Avrupa inovasyon
Karnesi, Kiresel inovasyon Endeksi, Yenilikci Ekonomiler Siralamasi gibi bir kisim
endeksler kullaniimaktadir. S6z konusu endeksler; altyapi, kuruluslar, makroeko-
nomik ortam, egitim, saglik, isglcUu piyasasi, finansal piyasalar, bilgi ve iletisim
teknolojileri, is yapma kolayhg, dis ticaret, yabanci yatirimlar, regtlasyonlar, Ar-
Ge, surdurulebilirlik, yaratici ¢iktilar, bilimsel ¢iktilar, lisans ve patentler gibi fak-
torlere vurgu yapmaktadir. Bu faktorler, inovasyonun ortaya cikisinda ve 6l¢im-
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lemesinde girdi ve cikti faktorleri ana bagliklarinda ele alinmaktadir. Faktorlerin
bilinmesi, ekonomilere hangi alanlari gelistirmek Uzerine yogunlagsmalari gerekti-
gi hususunda katki saglamaktadir. inovasyonun, mikro diizeyde isletmeler makro
diizeyde ise Ulkelerin ihracatlar Uzerine etkisi, arastirmacilarin ilgisini ceken bir
konudur. inovasyonlar strdirilebilir ekonomik biyiime, sosyal kalkinma ve re-
kabet glct alanlarina yaptigr katki ile Glke ekonomileri igin cok édnemli bir yere
sahiptir. Diger taraftan, isletmelerin pazar ve misterilerle, Urtnlerle, tedarik ve
dagrtimla ilgili alt amaclari gerceklestirmek suretiyle inovasyon araciligiyla rekabet
avantajl saglama ve performans artisi yakalama ana hedeflerine ulasabilmektedir
(Uzkurt, 2017: 110,115). inovasyon, Uriin farklilastirma, yeni pazarlara girme,
maliyetleri distrme, verimliligi artirma gibi yarattigi degerler ile isletmelerin reka-
betciliklerine katki saglamaktadir. inovasyon araciligiyla saglanan rekabet avanta-
jI, kiresellesmeyle birlikte dnemini artiran uluslararasilasma strecinde isletmelere
katki saglamaktadir. Kaynak gereksinimi ve risk faktorleri g6z énine alindiginda
uluslararasilasma surecinde ilk basamak olarak ihracat tercih edilmektedir (Pan ve
David, 2000: 536). Genis bir alana hitap eden inovasyon literattrtndn bir kismi
da inovasyonun isletmeler ve Ulkelerin ihracat performanslarina etkisini ele al-
maktadir. Calisma kapsaminda inovasyon ve Ulke ihracati iliskisi ele alindigindan
agirlikli olarak bu alana iliskin literatlre yer verilmistir.

Ledesma (2000), ticaret ortaklarinin Ar-Ge harcamasinin, ticaretle ilgili ulus-
lararasi Ar-Ge yayilmalari yoluyla ihracat Uzerinde olumlu bir etkisinin olup ol-
madigini panel veri analiziyle test etmistir. Calisma sonucunda Ar-Ge yayllma-
larinin ticaret ortaklarinin rekabet glctnG ve ihracatini artirdigi hipotezi kabul
goérmuUstdr. DiPietro ve Anoruo (2006), inovasyon, teknoloji, teknoloji transferi
ve is girisimlerinin, bir Glkenin ihracatinin toplam degeri ve bir Glkenin ihracatinin
bilesimi Gzerinde herhangi bir etkisinin olup olmadigini test etmek icin regres-
yon analizini kullanmistir. Calisma sonuclari ilgili degiskenlerin, bir Glkenin ihracat
degeriyle pozitif bir sekilde iliskili oldugunu gostermistir. Costantini ve Mazzanti
(2012), Avrupa Birligi'nin ihracat rekabet glicintn cevresel dizenleme ve ino-
vasyonlardan ne sekilde etkilendigini arastirmistir. Bu amacla, teknolojik veya
cevresel iceriklerine gore siniflandiriimis bes imalat sektérinun ihracat dinamikle-
rine uygulanan teorik tabanli bir cekim modeli benimsenmistir. Calisma sonuclari
cevresel inovasyon cabalarinin, yesil ihracati tesvik ettigini ve pozitif etkiledigini
ortaya koymustur. Uzay vd. (2012), 1995-2005 déneminde Turkiye'deki imalat
sanayii sektorlerinin Ar-Ge harcamalari ile ihracat de@erleri arasindaki iliskiyi pa-
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nel veri analizi ile test etmistir. inovasyonun belirleyicilerinden biri olarak Ar-Ge
harcamalarinin ihracat Gzerindeki etkisinin gecikmeli olarak ortaya ciktigi tespit
edilmistir. Chen (2013), ABD'de verilen patentlere iliskin verileri ve 1975-2001
déneminde 105 Ulkeden yapilan imalat ihracati verilerini kullanarak, inovasyonun
ticarete konu olan Urdn sayisini ve her bir Grindn ihracat degerini ne élclide et-
kiledigini arastirmistir. Calisma sonuclarina gore, inovasyonun ihracat Uzerindeki
etkisi, dustk gelirli Glkeler icin yUksek gelirli Ulkelere gére daha guclidur. Daha
yenilikci Glkeler daha blyuk miktarlarda ihracat yapmakta ve daha yiiksek fiyatlar
talep etmektedir, bu da yeniligin ihracatin Grtn kalitesini artirdigini géstermek-
tedir. Sungur vd. (2016), Ar-Ge isglcl, Ar-Ge harcamalari, patent ve inovasyon
faaliyetlerinin, Turkiye ihracatina etkisini 1990-2013 dénemi icin analiz etmistir.
Analiz sonuclarina gore, patent sayisindan ihracata ve Ar-Ge isglcinden ihracata
dogru tek yonlu nedensellik iliskisi, Ar-Ge isguct ile ihracat degiskenlerinin pozitif
bilesenleri arasinda cift yonlt iliskinin var oldugu sonucuna ulasiimistir. Karakaya
vd. (2017), 2008-2013 yillar arasinda Turk imalat Sanayii sektérleri icin ihracat
yogunlugu ve Ar-Ge yogunlugu arasindaki iliskiyi incelemistir. Calisma sonucun-
da, Ar-Ge yogunlugundan ihracat yogunluguna dogru tek yonli nedensellik ilis-
kisi bulunmustur. Tekin ve Hancioglu (2018), tlkelerin ihracat performansi Gzerin-
de etkili olan inovasyon belirleyicilerini arastirdiklari calismada, Avrupa inovasyon
Karnesi'nde yer alan 36 dlkenin 2008-2015 ddénemindeki verilerini panel veri
analizi ile incelemistir. Arastirma sonuclarina gore, inovasyon ile ihracat perfor-
mans! arasinda pozitif iliski tespit edilmistir. ihracat performansina etki eden ino-
vasyon belirleyicilerinin fikri varliklar, girisimcilik, baglantilar, arastirma sistemleri
ve insan kaynagi oldugu sonucuna ulasiimistir. Polat (2018), Ar-Ge harcamalart,
Ar-Ge isglicl, inovasyon ve reel efektif déviz kurunun ihracata etkilerini, Asya
Ulkelerinin 1996-2016 yillari arasindaki verilerini kullanarak incelemistir. Calisma
sonucunda, inovasyonun ihracat Uzerindeki etkisinin incelenen Ulkelerden yalniz-
ca Kazakistan, Hong Kong ve Singapur'da pozitif ve istatistiksel olarak anlamli
oldugu bulunmustur. Akyol ve Demez (2020), inovasyonun yiiksek teknoloji Grin
ihracati Gzerindeki etkisini, yeni sanayilesen Ulkeler grubu tzerinden analiz etmis-
tir. 1996-2015 dénemine iliskin sekiz Glkenin verisini ele alan calisma sonucunda,
inovasyon faaliyetlerinin ytksek teknoloji Grtn ihracati Gzerinde olumlu bir etki
olusturdugu tespit edilmistir. Sey ve Aydin (2021), Turkiye ekonomisinde ylUksek
teknolojili mal ihracati ile inovasyonu temsil eden Ar-Ge harcamalari ve patent
basvuru sayilari arasindaki iliskiyi 1990-2018 ddénemi verileri Gzerinden incele-
mistir. Sonuclar, Turkiye ekonomisi icin degiskenler arasinda uzun dénemli pozitif
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bir iliskinin ve Ar-Ge harcamalarindan yuksek teknolojili mal ihracatina dogru tek
yonll bir nedensellik iliskisinin varligini ortaya cikarmistir.

LiteratUrde inovasyonun isletmelerin ihracat performansi Gzerine olan etki-
sini ele alan calismalarin daha agirlikta oldugu ve bu iliskiyi makro dizeyde ele
alan calismalarin ise daha ziyade Ar-Ge ve patent kavramlari Gzerinden aradaki
iliskiyi inceledigi gortlmektedir. Bu cercevede inovasyonun ulke ihracatina etki-
sini Kiresel inovasyon Endeksi‘nde yer verilen farkli degiskenleri dikkate alan bu
calisma ile inovasyonun diger belirleyicilerinin ihracat Gzerine etkisi arastiriimistir.

3. Model, Veri Seti ve Yontem
3.1. Model

Calismada kullanilan temel modele Denklem 1'de yer verilmistir.

Expj; = C + B1GDPw;, + B,GDP;, + B3ino;,
+ ByLxchy + BsExp;_; + ¢, M

Denklem (1)'de, Exp;; orneklem ulkelerinin toplam ihracatini, GDPw;,
diinya ekonomisinin gayri safi yurtici hasilasini (GSYIH), GDP;; érneklem lkele-
rinin GSYIiH'ni, inol-, orneklem tlkelerin inovasyon endeksini (ve alt bilesenlerini),
Exch;, 6rneklem ulkelerinin reel doviz kur endeksini ve hata terimini ifade et-
mektedir. Ayrica modele bagimli degiskenin bir dénem gecikmesi (Expoj_1) kont-
rol degiskeni olarak eklenmistir. Temel denklem, Gc farkli fnoi[ degiskeni (ktresel
inovasyon endeksi ile bu endeksi olusturan kuresel girdi endeksi ve kiresel cikt
endeksi) kullanilarak tahminler yapilmistir. Kiresel inovasyon endeksinin alt bile-
senlerine Sekil 1'de yer verilmistir.

_ Brresel
Inovaston
Endeksi
@
[
Inovasyon Inovasyon
Girdi Alt Ciktr Al
Endeksi Endeksi
2Insan s i 6Bilgi ve -
1 Kurumlar sermayest 3.Altyvapm -l-hPaza.n]jl' HJ'I.; lisi telnoloji i a-.rn?um
Ve arastuyma i Eh ciktilan giktilar

Sekil 1. Kiiresel inovasyon Endeksi Bilesenleri
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Sekil 1'e gore Kiresel inovasyon Endeksi; inovasyon Girdi Alt Endeksi ile
inovasyon Cikti Alt Endeklersinden olusmaktadir. Calismada, s6z konusu bu alt
endeksler de dikkate alinarak alt endekslere analizde yer verilmistir.

3.2. Veri Seti

Calismanin veri seti, 2013-2019 dénemine ait yillik dengeli panel verilerden
olusmaktadir. Kiresel inovasyon Arastirmalari (Global Inovation Index-Gll) verileri
2013 yili itibar ile basladigindan s6z konusu dénem bu sekilde belirlenmistir.
Calismada, Ulkelere ait GSYiH verileri Avrupa Birligi’nin (AB) Avrupa Istatistik Ofisi
(Eurostat) veri tabanindan, diinya ekonomisinin GSYiH verisi Diinya Bankas! veri
tabanindan (World Bank Data), reel déviz kuru endeksi Uluslararasi Odemeler
Bankas! (BIS- Bank for International Settlements) veri tabanindan ve Ulkelerin
inovasyon endeksleri Kiiresel inovasyon Arastirmalari (Global Inovation Index-Gll)
veri tabanindan elde edilmistir. Analizde kullanilan degiskenlerin kisaltmalari ve
temin edildikleri veri kaynaklarina iliskin ¢zet bilgilere Tablo 1'de yer verilmistir.

Tablo 1. Analizde Kullanilan Degiskenler

Degiskenler Kaynak
Exp Dolar cinsinden veriler olup ve logaritmasi alinmistir. | Dinya Bankasi
Gdp,, Dolar cinsinden veriler olup ve logaritmasi alinmistir. | Dinya Bankasi
Gdp Dolar cinsinden veriler olup ve logaritmasi alinmistir. | Eurostat

Kiresel inovasyon
Ino 0-100 aras! puanlanan endeksdir. Endeksi

Kiresel inovasyon
Ino_input 0-100 aras! puanlanan endeksdir. Endeksi

Kiresel inovasyon
Ino_output 0-100 arasi puanlanan endeksdir. Endeksi
Exch Reel Doviz Kur Endeksidir. BIS

3.3. Yontem

Zaman serileri analizlerinde oldugu gibi panel veri analizlerinde de kullanilan
degiskenlerin birim kok icermemeleri gerekmektedir. Bu nedenle calismada, 6n-
celikle ele alinan serilerin duraganlik testleri yapilmistir.
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Dengeli panel veri analizinde kullanilabilen Levin, Lin ve Chu (LLC-2002) Bi-
rim Kok Testi, homojen bir birim kok testidir. Tm birimlerin ayni otoregresif pa-
rametreye sahip oldugu varsayimindan hareketle Ho “Seride genel bir birim kék
vardir” hipotezi test edilmektedir. Hipotezin testi icin (¢ farkli denklem olusturul-
mustur. Bu denklemlerden; Denklem 2 sabitsiz, Denklem 3 sabitli ve Denklem 4
sabitli ve trendli modelleri ifade etmektedir.

AYj =Y +uy )
AYj =0+ pYy g +uy (3)
AYj = o + oyt +pYp g +uy, (4)

Denklem 2 homojen paneli, Denklem 3 sabit parametre ile heterojen paneli,
Denklem 4 heterojen sabit trendi ve bireysel trendi icermektedir. Denklem 3 esas
alinarak genel LLC modeline Denklem 5'te yer verilmistir.

pi
AYi1=0Yuat+ Z 1911 AYir+ @pidn+us (5)
=1

Denklem 5'te d,,,, her bir birim icin kukla degiskenleri, o, bu degiskenle-
rin parametrelerini ifade etmektedir (Levin, Lin ve Chu, 2002: 4). Denklem 5'te
AY; ve Y ;'in AY;,_; ile degiskenlerinden kalintilar elde edilmekte, L terimi

(L=1,.... ,P;) optimal gecikme uzunlugunu ifade etmektedir(Tatoglu, 2012:
200).Beck-Katz (1995) Tahmincisi, birimler arasi korelasyonu dizeltmek icin kul-
lanilan ve biylk asimptotik temelli standart hatalar Ureten Panel Diizeltilmis Stan-
dart Hatalari (PCSE- Panel Corrected Standard Errors) yonteminin kictk panel-
lerde de kullanima uygun oldugunu géstermistir (Tatoglu, 2012: 260). Beck-Katz
Tahmincisi‘nde ilk olarak model en kiglk kareler ydntemi ile tahmin edilmektedir.
Kalintilar icin birinci dereceden otoregresif model ile dizeltme yapildiktan sonra
kalintilardan panel dizeltilmis standart hatalar elde edilmektedir (Tatoglu, 2012:
260). Kalintilardan elde edilen standart hatalar icin su strec yarattlmektedir.

U =1y iy .. i3 iy, olmak Uzere degiskenlerin tamami 7 elemanli vektorler

olup yTxN boyutlu bir matristir. f degerinin panel diizeltilmis varyans kovaryans
matrisi su sekilde ifade edilmektedir.

PCSE

Var BFF = 0 x) ' xV x(xx)!
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4. Bulgular

Oncelikle serilere birim kdk sinamalari yapilmistir. Yapilan sabit modelli LLC
birim kok test sonuclarina Tablo 2'de yer verilmistir.

Tablo 2. Levin, Lin ve Chu Birim Kok Test Sonuclari

istatistik Olasilik
Exp -5.61350 0.0000
Gdp -8.40290 0.0000
Ino -9.35513 0.0000
Ino_input -11.6277 0.0000
Ino_output -11.7530 0.0000
Gdpw -4.96048 0.0000
Exch -7.63056 0.0000

*Newey-West bant genisligi secimi icin Bartlett-Kernel ¢ekirdek tahmincisi kullaniimistir.Optimal
gecikme uzunlugu icin Schwarz Bilgi Kriteri (Schwarz Information Criterion-SIC) dikkate alinmistir.

Yapilan birim kok testine gore tim seriler dizey deg@erlerinde duragandirlar.
Bu nedenle serilerin, duzey degerleri ile regresyon tahminleri yapilmistir.

Regresyon tahmini dncesinde modelin birim/zaman etkileri arastiriimistir. Bu-
nun icin F ve LR testleri yapilmis ve modelde birim etkisinin énemli oldugu tespit
edilmistir. Analizde ele alinan 6rneklem belirli bir Glke grubunu (AB Ulkeleri ve
AB'ye Uyelik streci devam eden Trkiye'yi) kapsadigi icin, 6nsel olarak sabit etkili
model tercih edilmistir’. Son olarak yapilan korelasyon analizi sonucunda model-
de icsellik sorununun olmadigi gézlemlenmistir.

Calismada kullanilan modelde degisen varyansin varligi Breusch-Pagan
(1980) degisen varyans testi; otokorelasyonun varligini Bhargava, Franzini ve Na-
rendranathan’in Durbin-Watson (D-W) testi ve Baltagi-Wu'nun (1999), LBI (B-W)
otokorelasyon testleri ile analiz edilmistir. Yapilan analiz sonuclarina Tablo 3'te
yer verilmistir.

1 Panel veri analizlerinde sabit etkili veya tesadufi etkili modellerden hangisinin kullaniimasi
gerektigine karar verilmesinde Hausman ve Mundlak model belirleme test istatistikleri
kullaniimaktadir. Uygulamali literatire gore, eger belirli bir tlke grubu, yerel yonetimler ya da
sirketler Uzerine bir panel veri analizi calismasi yapiliyorsa sabit etkili panel veri analizi tesadufi
etkili panel veri analizine tercih edilmektedir (Baltagi, 2008: 12,14). Ayrica, Hausman Test
istatistiklerine gore {Model1, 26.49579 (0.00), Model 2, 18.24728 (0.00) ve Model 3, 24.01457
(0.00)} sabit etkiler modeli tercih edilmistir.
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Tablo 3. Degisen Varyans ve Otokorelasyon Testleri

Degisen Varyans Otokorelasyon

Breusch-Pagan Durbin Watson | Baltagi-Wu
Modeller %2 Prob d statistic LBI
Model 1 6.05 0.044 0.853 1.007
Model 2 4.01 0.044 0.754 1.008
Model 3 4.21 0.039 0.853 1.006

Analiz sonuclarina gére modelde degisen varyans ve otokorelasyon sorunu
oldugu kabul edilmistir. S6z konusu bu sorunlar icin hata teriminde degisen var-
yans ve otokorelasyon varliginda standart hatalan dizelten yontem (Beck-Katz)
kullanilmistir. Yapilan tahmin sonuclari Tablo 4'te gosterilmistir.

Tablo 4. Beck-Katz Tahmin Sonuclari

Degiskenler Model 1 Model 2 Model 3
C -14.01990* -28.16538* -18.21259*
Gdpw 1.579660* 2.617039* 1.906203*
Gdp -6.63E-07* -1.81E-06* -1.13E-06*
Exch 0.004188* 0.001806* 0.001644*
Exp (1) -0.734863* 1.110441 -0.740999*
Ino 0.002020*

Ino_output 0.001247*

Ino_input 0.002657*
N 168 168 168

R2 %98 %98 %98

* % 1anlamlilik dizeyini ifade etmektedir.

inovasyonun ihracata etkisini arastirmak icin olusturulan ¢ modelde de,
diinya ekonomisinin GSYIH'nin artmasinin ihracata etkisi pozitif yénde ve an-
lamlidir. Dinya ekonomisinin buytmesi (yani dinya Ulkelerinin gelirlerinin art-
masi halinde) AB Ulkelerinin ve Turkiye'nin ihracatinin da artacagi seklinde yo-
rumlanmaktadir. Yine (ic modelde de, Ulkelerin GSYiH'nin artmasinin ihracata
etkisi negatif yonde ve anlamlidir. Ulke gelirlerinin artmasi, Glkelerin Grettikleri
mallara karsi ic talebin artmasina ve buna bagl olarak ihracatin azalmasina ne-
den olmustur. Reel déviz kurunun artmasinin ihracata etkisi pozitif yonde ve an-
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lamlidir. Iktisat literatiriindeki genel kabul, reel déviz kurundaki artisin ihracat
negatif yonde etkilemesidir. Ancak ihrac edilen Grlnlerin talep esnekliginin dusik
oldugu disundlmektedir. Boylece reel déviz kuru etkisinin oldukca sinirli kalma-
si muhtemeldir. Reel déviz kurunun katsayisi incelendiginde (sirasiyla 0.004188,
0.001806 ve 0.001644) tic modelde de ihracat Uzerindeki etkisinin oldukca k-
clik oldugu goriilmektedir. inovasyon degiskenlerinin ise benzer sekilde tic mo-
delde de ihracat Gzerinde ki etkisi oldukca dusuktdr. Kiresel inovasyon endeksi,
inovasyon girdi alt endeksi ile inovasyon ¢iktr alt endekslerinin, AB Ulkelerinin ve
Turkiye'nin ihracatini pozitif yonde ve anlamli bir sekilde etkilemektedir. Modele,
kontrol degiskeni olarak eklenen Exp(1) degiskeni, bagiml degiskenin bir dénem
gecikmeli degeridir. Exp(1) degiskeni, Model 1 ve Model 3'te ihracati negatif ve
anlamli bir sekilde etkilemektedir. Model 2 de ise etkisi anlamsizdir.

5. Sonug¢

inovasyon, disa acik bir ekonomiye, yalnizca biyiime ve kalkinmaya dogrudan
katkisi ile degil ayni zamanda dolayli olarak uluslararasi ticaret Gzerindeki olumlu
etkisi yoluyla da katki saglamaktadir (DiPietro ve Anoruo, 2006: 135).Yapilan ca-
lismalarda inovasyonun, isletmelerin ihracat performansini (Roper ve Love, 2002,
Kongmanila ve Takahashi, 2009; D'Angelo, 2012; Cetin ve Gedik, 2017; Citca,
2017; Kilic ve Yorikoglu, 2020) ve Ulke ihracatini (DiPietro ve Anoruo, 2006; Cos-
tantini ve Mazzanti, 2012; Chen, 2013;Karakaya vd., 2017; Tekin ve Hancioglu,
2018; Polat, 2018; Akyol ve Demez, 2020) pozitif yonde etkiledigi tespit edilmistir.

Calismada oncelikle degiskenlere ait serilerin duraganligi arastiriimistir. Ya-
pilan LLC birim kok testi sonucunda serilerin duragan olduklari tespit edilmistir.
Duragan serilere, Beck-Katz tahmincisi kullanilarak PCSE analizi yapilmistir. Ana-
lizden elde edilen sonuclara gére inovasyon, Turkiye ve AB-27 Ulkesinin ihracatini
pozitif ve anlamli bir sekilde etkilemektedir. Bu cercevede, inovasyonun belirleyici-
leri olarak endeks kapsaminda yer verilen kurumlar, insan kaynagi, altyapi, pazar
ve is piyasasinin gelismisligi gibi girdilere yatirim yapilmasi yaninda bilgi, teknoloji
ve diger yaratici giktilara yonelik destek mekanizmalarinin artmasi inovasyon eko-
sistemini besleyecek ve boylelikle gerek isletmeler dizeyinde gerekse toplamda
Ulke ihracat performansinin artmasina katki saglayacaktir. Calisma, inovasyon ve
ihracat performansi arasindaki iliskiyi makro dizeyde ele almasi, glincel verilere
dayali olmasi ve inovasyonun farkli belirleyicilerini dikkate almasi agisindan litera-
tlre katki sunmaktadir. Gelecekte yapilacak calismalarda daha genis bir dénem
araligi, farkl belirleyiciler ve farkli tlke gruplari Gizerine analizler yapilabilir.
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ABSTRACT

Purpose: This study aims to understand the similarities and dissimilarities among categories of deep tech entrepreneurship
and to be a starting point for academia to further explore the significance of the deep tech field.

Methodology: We have surveyed 126 deep tech startups and used hypothesis testing to understand how attributes
such as needs, education level of the founders, financing types differs based on deep tech startup categories.
Findings: We have discovered that while the location of the deep tech startup, the education level of the founders, the
past entrepreneurship experience of the founders, and the sales footprint characteristic of the deep tech startup vary
according to the deep tech category, the needs of the deep tech startups are similar for each category.

Practical Implications: The results are expected to help practitioners make their decisions more accurately while
investing or collaborating with deep tech startups. Similarly, policymakers can use the results to develop more relevant
policies to support the deep tech entrepreneurship ecosystem.

Originality: This study is unique in terms of; 1) defining deep tech in academia 2) understanding how deep tech
attributes are related with deep tech categories. 3) exploring deep tech in a developing country.

Keywords: Deep Tech, Entrepreneurship, Startup
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Derin Teknoloji Girisim Kategorileri Arasindaki Benzerlik ve
Farkliliklarin Analizi: Tiirkiye Ornegi

0z

Amag: Bu calisma, derin teknoloji girisim kategorileri arasindaki benzerlikleri ve farkliliklari anlamayi ve derin teknoloji
alaninda bundan sonra gerceklestirilecek akademik calismalar icin bir baslangi¢ noktasi olmayi amaglamaktadir.
Yontem: ihtiyaclar, kurucularin egitim seviyesi ve finansman tipi gibi 6zelliklerin derin teknoloji kategorileri bazinda nasil
degistigini anlamak amaciyla 126 derin teknoloji girisimi ile anket yapilmis ve hipotez testi uygulanmistir.

Bulgular: Derin teknoloji girisimlerinin bulundugu lokasyon, kurucularin egitim seviyesi, kurucularin gegmis girisimcilik
deneyimi ve derin teknoloji girisiminin satis ayak izi ézelliklerinin derin teknoloji kategorisine gore farklilik gosterdigi
gorulmustar.

Sonug ve Oneriler: Sonuclarin, uygulayicilarin derin teknoloji girisimlerine yatirm yaparken veya onlarla is birligi yapar-
ken kararlarini daha dogru vermelerine yardimci olmasi beklenmektedir. Benzer sekilde politika yapicilar da derin teknoloji
girisimciligi ekosistemini desteklemek icin daha etkili politikalar gelistirmek icin bu calismadan faydalanabilir.
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1. Introduction

For some, deep tech is a new phenomenon and marks the future (Sinclair,
2020), while for others, it is not new at all (de la Tour et al., 2017); rather, its
roots date back more than 2,500 years, starting with a thinker who sparked the
development of arithmetic by using symbols to numerically keep track of objects
(Gourévitch et al., 2020). Even if we do not go that far back, the technologies
that have fueled the recent digital industrial revolution (de la Tour et al., 2017),
or simply put, enabled college students to develop multi-billion dollar companies
such as Microsoft and Facebook, can be considered deep technologies.

Nevertheless, the digital revolution is coming to an end as the tech companies
run out of business models and value propositions that they can create with digital
technologies; therefore, investors are seeking the next wave of opportunities to
bet on (Harlé et al., 2017b). They seek opportunities not only on the next wave
comprised of companies developing deep technologies, but also the following
wave where post-digital tech companies will start another industrial revolution
creating new value propositions and business models based on deep technologies
that will be commercialized and accessible (European Startups, 2021).

This has given deep tech enough prominence that even governments
are starting to pay attention: Governments are noticing because deep tech is
expected to create a significant number of new, highly skilled jobs, which will
trigger nation-wide economic growth (Luca, 2020; Kirchhoff & Spencer, 2008;
Steenhuis & de Bruijn, 2006; Frenkel, 2012; Adhikari et al., 2014), create new
markets (Boston Consulting Group & Hello Tomorrow, 2019), and promote the
global economy (Adhikari et al., 2014). On top of these, deep tech has the
potential to solve the most pressing global challenges, including ones involving
the environment, society, and health (Portincaso et al., 2020). Biontech is a great
example of deep tech’s potential to solve a global health, societal and economic
crisis starting with the COVID-19 pandemic (European Startups, 2021). Moderna
and Ginkgo Bioworks have also shown a similar potential to change the shape of
the future of humanity (Portincaso et al., 2020).

To realize these benefits, an entrepreneurship mindset is needed to transform
inventions from lab science to commercial products in the market (Portincaso et
al., 2020), as in the COVID-19 case. In this respect, European Commission (2021)
emphasizes the importance of providing resources for innovators to be able to
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boost the economy in the years to come. According to Harlé et al. (2017b),
what deep tech entrepreneurs need the most are market access, technical
knowledge and expertise, business knowledge, talent acquisition, funding and
access to facilities. These requirements arise from functional needs that are very
specific to deep tech: the long time to market, the intensity of procuring high
capital, the building of complex and risky technologies, and the uncertain path
to commercialization (de la Tour et al., 2017).

However, most of these insights have come from technical reports on deep
tech industry analysis published by consulting/research companies or institutions,
which were conducted in specific regions for business purposes. To the best
of our knowledge, there is no empirical research study that profiles deep tech
start-ups, especially based on their deep tech categories. Therefore, our aim is to
present our observations about the deep tech industry in Turkey and to interpret
them in a way that is meaningful for global practices.

In the pages that follow, the relationship between the deep tech categories
and the aspects that are critical to the success of deep tech entrepreneurship
is explored. The study is organized as follows: Section 2.1 gives an overview of
deep tech and high tech literature, discusses various definitions of deep tech
and proposes a deep tech definition that is used throughout the article. Section
2.2 gives an overview of deep tech entrepreneurship throughout the world.
Section 2.3 gives an overall picture of deep tech in Turkey, where the survey data
was collected. Section 3 gives details regarding data collection method, survey
participants, research hypotheses and results. Finally, in Section 4, the results and
their implications are discussed. We believe that the findings of this study shed
light on research in the deep tech field and that it will be significantly useful for
researchers, practitioners, and policymakers.

2. Literature Review

2.1. Definition of Deep Tech

Despite the fact that the roots of the term “deep tech” go back a few
decades to a book on technical and scientific communication (Lutz and Storms,
1998), the term itself was first used by Chaturvedi (2015), the venture capital
firm Propel(x)'s CEQ, in its current meaning. Later on, it was widely adopted by
the business world and is gaining traction with academia, albeit only recently.
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To help clarify what deep tech is and isn't, according to Chatuverdi (2015),
deep tech is about scientific discovery and meaningful engineering innovation.
It is not a business model innovation on digital technologies, such as what Uber
Technologies, Inc., and other companies which are based on the sharing economy
approach. Deep tech is also not a process, product, service, or function innovation
that uses digital technologies (Harlé et al., 2017a). In other words, deep tech
companies are not traditional technology startups that create a customer
experience (Tavsan & Erdem, 2018). They do not focus on quickly building a
minimum viable product (MVP) and acquiring customers (Sinclair, 2020), or relying
on the Internet, which made its first debut in the 1990s (SGInnovate, 2019).

Yet, "what deep tech isn't” seems clearer than “what it is” (European
Startups, 2021). When we look at what deep tech means and what a deep tech
company is doing, we see that one of the most essential qualities of a deep tech
company is that it aims to solve the most critical global problems in areas such
as health, mobility, agriculture, environment and business (Harlé et al., 2017a;
SGInnovate, 2019; Chaturvedi, 2015; European Startups, 2021) and to transform
the world by solving them (Chaturvedi, 2015; Different, 2020; Sinclair, 2020).
While aiming to achieve these challenges, deep tech companies push the scientific
and engineering limits (Chaturvedi, 2015; Harlé et al., 2017a; Biert, 2020; Deep
Tech Europe, 2020), conducting scientific research in labs with teams of gifted
research scientists and engineers (SGInnovate, 2019; European Startups, 2021,
Gourévitch et al., 2020) to come up with advanced technologies that are unique
and difficult to imitate (de la Tour et al., 2017; Luca, 2020; Kingon et al., 2002)
and providing a significant competitive edge (Biert, 2020). They aim to change
either the technology or the product field (Aleixo and Tenera, 2009). Science and
engineering go hand in hand throughout the innovation process (Portincaso et
al., 2020) and novel science and R&D-heavy products are developed (Different,
2020; Boston Consulting Group and Hello Tomorrow, 2019).

Another aspect of deep tech is that it needs relatively larger funds than
most other start-ups (SGInnovate, 2019; Harlé et al., 2017a; Portincaso et al.,
2020) and burns cash over a longer period of time (European Startups, 2021)
compared to other technologies. The deep tech startups need large investments
(de la Tour et al., 2017) to get their products to market (Biert, 2020). In 2018,
developing prototypes cost between $200,000 to $1.4 million each (Gourévitch
et al., 2020).

90 Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



An Analysis of Similarities and Dissimilarities Among Categories of Deep Tech Entrepreneurship: Evidence from Turkey

Commercialization risk is another area where things work differently for
deep tech companies. It is uncertain whether the commercial application of the
technology will even work (de la Tour et al., 2017; Aleixo and Tenera, 2009)
especially at the beginning. The R&D risk level is also a critical aspect that defines
deep tech; it is faced even before the market and commercialization risks, which
are equally important yet suspended at the beginning of the development process
(Sinclair, 2020; European Startups, 2021; Deep Tech Europe, 2020). Most of the
time, deep tech involves R&D risk and commercialization risk simultaneously,
except for some cases like biotech that has mostly R&D risk (European Startups,
2021) because the market is there right at the beginning. Long development
cycles that prolong the time to commercialization also determine the very nature
of deep tech startups. It requires a considerable time to develop a working product
(Biert, 2020; Harlé et al., 2017a; de la Tour et al., 2017; Boston Consulting Group
& Hello Tomorrow, 2019) and come up with a working value proposition and
business model (SGInnovate, 2019).

Putting it all together, to be able to call a tech “deep,” it should: 1) Be
a unique and advanced technology requiring extensive scientific & engineering
research, 2) Aim to tackle critical global issues that traditional technologies
cannot solve, 3) Need a large investment that is spent over the long term, 4)
Involve massive commercialization and R&D risk, and 5) Have long development
cycles.

On the other hand, there already exists a concept similar to deep tech
that has a wider and older footprint in the literature: high tech. According to
some, high tech and deep tech are almost the same concept (Gourévitch et al.,
2020; Luca, 2020). Almost all the high tech definitions revolve around R&D cost
intensity (Steenhuis and de Bruijn, 2006), which is calculated as R&D expenditures
divided by a denominator, such as value-added or production (OECD Directorate
for Science, Technology and Industry, 2011) indicating the high tech level of
a product, company (Luca, 2020) or process (Steenhuis & de Bruijn, 2006).
Newness and complexity are also referred to as aspects of high tech (Steenhuis
and de Bruijn, 2006). Long development periods, high risk & high returns are
other aspects of high tech (Hervé, 2010). Some researchers identify high tech
criteria such as “computer intensity” (Upward et al., 2013), making the concept
limited for a narrow time frame, which means it can become obsolete quickly.
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By exploring the literature more fully, it becomes apparent that the definition
of high tech seems to have a broad range (Steenhuis and de Bruijn, 2006) that not
only includes deep tech, but crosses the border into the traditional technology
arena. For instance, the life-cycle-based definition by Bacon et al. (1994), explains
that high tech industries have short development cycles, as opposed to the long
term cycles necessitated by deep tech characteristics. This is understandable, since
it refers to the continuously updated computer hardware products and the fierce
competition that pushes the companies to make incremental improvements and
market the technologies constantly at the time. However, technology has phases
where it starts raw at first, then becomes an infrastructure, and then creates
new business models and marketplaces (Sinclair, 2020). In the first phase, radical
innovation occurs where there is high risk and uncertainty (Aleixo and Tenera,
2009). In the second and third phases, the technology is being improved by using
innovation approaches that are less radical and more incremental, making the
product life cycles shorter and shorter. The technology, which started as deep,
becomes a commodity (Sinclair, 2020). Therefore, radical innovation creates a
pioneering deep tech product within a long product life-cycle and transforms
into incremental innovation with shorter life-cycles as the product becomes more
and more commercial. Therefore, the deep tech product emerges as a traditional
tech product on this journey. Because of this, in this article, tech products in
the phase of short life cycles will not be referred to as “deep tech.” The semi-
conductor sector is an excellent example of this journey, which started in 1951
as deep tech and became the fastest-growing sector with short development
cycles and huge competition. As a result, The Santa Clara Valley became known
as Silicon Valley (Huffman and Quigley, 2002).

As much as it would be convenient for high tech to finally have a settled
definition, itis stillinconsistent and relative (Steenhuis and de Bruijn, 2006) despite
the long history. Some high tech definitions have very high inclusivity ranges,
revealing that high tech industries are about innovation and entrepreneurship
(Hsiao et al., 2013). Considering the broadness of definitions of high tech
throughout the literature, it can be determined that deep tech is a subset of
the high tech ecosystem. In this study, articles from the high tech literature have
been used based on the similarity of their high tech definition to this study’s
proposed deep tech definition, that is: Deep tech is a unique and advanced
technology which requires extensive scientific and engineering research, aims
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to deal with the most critical global issues that cannot be solved by traditional
technologies, needs large investments that are used over the long term, has
huge commercialization and R&D risk, and is developed in long cycles.

2.2 Deep Tech Entrepreneurship in The World

The underlying idea of treating deep tech as an entrepreneurial subject is
to find a way to respond to the challenging task of taking a complex technology
out of the lab and making it available to industries and people (El Ghak et al.,
2020). Deep tech entrepreneurship is the tool for highly educated scientists and
engineers (Braguinsky et al., 2012) to transform new scientific knowledge and
cutting-edge technologies into economic and social benefits (EI Ghak et al.,
2020). After a long period of investing in digital technologies that have been
relatively simple to understand and fast to scale, in recent years investors have
turned toward investing in intensive science and engineering deep tech startups
(SGInnovate, 2019).

Merging scientific knowledge and experience to create innovations
(Braguinsky et al., 2012), deep tech entrepreneurship has been the most
significant factor spurring current economic growth (Luca, 2020). It has footprints
mostly in the US and Europe, followed by China (SGInnovate, 2019). Deep tech
companies have been recently getting more investments than other types of tech
companies: According to Boston Consulting Group & Hello Tomorrow (2019),
there are 8,682 companies in 69 markets globally, and private investment in
deep tech has shown 22% growth between 2015 and 2018, from a size of
$9,854 billion to $17,886 billion (Gourévitch et al., 2020). The investments rose
by ten times in a broader time scale between 2012 and 2017 (SGInnovate, 2019)
and have been directed towards several sectors.

In the US, $35.7 billion were invested in deep tech, and half of the
amount went into the life sciences sector (Portincaso et al., 2020; Different,
2020), showing that the US will be leading deep tech in the foreseeable future
(SGInnovate, 2019). In Europe, the European Union is funding deep tech with
€10 billion annually. As a result, the total value of European deep tech companies
has reached €700 billion. A small portion of these companies has had more than
$1 billion valuations (European Startups, 2021), 40% of the companies in the
growth phase are profitable, and almost the same number of them are on their
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way to break even in 2 years (Bogen et al., 2020). The trend seems destined to
keep its upward direction considering the supportive actions of The Advisory
Board of the European Innovation Council (European Commission, 2021).

Deep tech entrepreneurship exists for a wide range of specialties, such as
Internet of Things (IoT) and Industry 4.0 technologies (Alonso, 2021), aircraft
and spacecraft technologies (OECD Directorate for Science, Technology and
Industry, 2011), distributed-ledger and blockchain technologies (Shoeibi, 2021),
biotechnology (Portincaso et al., 2020), advanced materials, nanotechnology
(Different, 2020), photonics (Boston Consulting Group and Hello Tomorrow,
2019), electronics (Sinclair, 2020), augmented & virtual reality (AR & VR)
(Different, 2020), medical technologies, quantum computing technologies,
renewable energy technologies, artificial intelligence (Al), robotics, agriculture
technologies, and autonomous technologies (SGInnovate, 2019; Chaturvedi,
2015). As it may seem, the problems that can be tackled with deep tech range
from autonomous governance of data (Yanik and Kilig, 2018) to curing cancer
(Portincaso et al., 2020).

Although they appear to be successfully working with a broad range of
technologies, deep tech startups have several challenges that may cause them
to fail (Krishna and Subrahmanya, 2015). Collaboration is one of the areas
where deep tech companies struggle. An ecosystem of startups, universities,
government agencies, venture capital investors, foundations, and corporations,
which is a value network rather than a value chain (Rosenstand, 2020), is crucial
for deep tech startups (Portincaso et al., 2020) because they need access to
information, talent, expertise, and funds (de la Tour et al., 2017; Bogen et al.,
2020) that are distributed in terms of geography, sector, and function (Boston
Consulting Group and Hello Tomorrow, 2019). To overcome the difficulty of
connecting with those scattered resources, many deep tech companies choose
to reside in clusters (Adler et al., 2019), such as in science and technology parks
(Chen and Altantsetseg, 2017), the most famous example being Silicon Valley
(Rosenstand, 2020). However, there are many discussions about whether these
parks actually deliver the value initially promised (Kilic, 2020), meaning that these
challenges still persist for deep tech at a certain level.

As far as partnerships with established corporations go, deep tech companies
need them to supply critical business skills, such as procurement, achieving scale
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(Harlé et al., 2017b) and internationalization (Bogen et al., 2020) because most
of deep tech entrepreneurs are scientists who are phenomenal at research and
development, but may lack marketing knowledge on how to package their new
technology as a commercial product or service (SGInnovate, 2019), which is the
key to success (Marvel, 2013). Almost all of the deep tech entrepreneurs want
to work with corporations, yet only 57% of them are doing so in practice (Harlé
et al., 2017b), and half of these companies rate their experience as “mediocre
or worse” (de la Tour et al., 2017). In comparison, European startups find
Small-Medium Enterprises (SME) more flexible than established corporations for
partnerships.

Another challenge that deep tech entrepreneurs face is getting access to
funds. The investment journey is somewhat different from regular tech startups
(Boston Consulting Group and Hello Tomorrow, 2019). Although digitalization
and artificial intelligence are expected to make deep tech’s development cycles
faster (European Startups, 2021; Gourévitch et al., 2020), the current situation
shows very long commercialization cycles—hence the need for investor
patience (SGInnovate, 2019), which, unfortunately is difficult to find. There is a
heterogeneous capital gap in deep tech (Different, 2020), and deep tech founders
quickly discover that they must procure their own financing, get financial help
from friends and family, or seek government sources for the first stage of
funding (Bogen et al., 2020; Harlé et al., 2017b). Because the evaluation of
complex technologies creates barriers (SGInnovate, 2019) and high information
asymmetries (Grilli, 2014) for investors, along with the extended return periods
and high failure rate (Krishna & Subrahmanya, 2015), obtaining early public
funding is critical for deep tech entrepreneurship (European Startups, 2021).

Regulations are also another challenge for deep tech entrepreneurship
(Krishna and Subrahmanya, 2015). In Europe, for example, regulations are
complex and prevent companies from transferring their technology into business
(El Ghak et al., 2020). Policies can also make internationalization difficult for deep
tech startups (Hsiao et al., 2013). In addition to the content of the regulations,
their transparency and the predictability of regulations is critical, as well (Bogen
etal., 2020). Licensing, which is a prerequisite for deep tech companies to attract
funds (Phillips and Brigham, 2007), is another area that needs simplification, as
the current processes are very complex and tiring (SGInnovate, 2019).
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Overall, deep tech entrepreneurship is developing significantly worldwide,
especially in America, Europe, and China, with the sizes of investment playing a
critical role. Deep tech entrepreneurs are trying to solve a wide range of problems,
and several deep tech categories have evolved over time. In the meantime, deep
tech entrepreneurs have been facing challenges that are specific to the nature of
deep tech in areas of collaboration, funding, and regulations.

2.3. Deep Tech Entrepreneurship in Turkey

With a population of 82.6 million, Turkey generated $761.8 billion GDP
within 2020 (World Bank, 2021). The country has 84 science and technology
parks where 5,846 firms reside with 58,922 employees executing 36,535 R&D
projects as of 2020 (Duran et al., 2021). The deep tech scene itself is not very
deep at all. Most being located in one of these parks, there are 1,200 deep
tech startups, 131 of which have received a total investment of $126 million
from various sources (Duran et al., 2021). Other Turkish deep tech startups that
chose to locate in foreign locations such as the US, Europe, and the UAE have
received a total investment of approximately $1.7 billion (Duran et al., 2021).
The situation of Turkey’s local deep tech startups compared to the ones located
abroad supports the fact that transnational startups have a better chance of
survival (Krishna and Subrahmanya, 2015).

According to the data collected in this study, it is seen that Turkish deep tech
companies are developing technologies in categories of Artificial Intelligence &
Data, lIoT & Sensors & Augmented/Virtual Reality, Drones & Robots, and New
Materials & Nanotech & Biotechnologies. More than 70% have founders
who have a M.Sc. or Ph.D. degree, and almost all Ph.D. degree founders are
academicians. The companies are not performing well in terms of funding:
Almost 65% of them haven't received any funds. They are mostly dependent on
founders’ money or get support from family and friends just like their peers in
other countries (Grilli, 2014).

Having examined the overall picture of deep tech entrepreneurship in
Turkey, it can be stated that the total deep tech market is quite small compared
to developed economies in the world. In addition, the deep tech investment
environment is not well developed in Turkey and may not be currently working
well for deep tech entrepreneurship in Turkey.
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2.4. Hypothesis development

The majority of the deep tech companies are located in a science and
technology park or an incubator (Grilli, 2014). In order to analyze this fact based
on the deep tech categories, the following hypothesis was constructed:

H,: There is a relationship between the location of a deep tech company
(being in science and technology park, incubator) and deep tech category.

Deep tech is a know-how and technology-intense industry. Hence, the
founders tend to be at high education levels. However, in order to see if this
expectation differs among deep tech categories, we analyzed the following two
hypotheses:

H,: There is a relationship between the education level of the founder and
the deep tech category.

H,: There is a relationship between the presence of an academician among
deep tech company founders and the deep tech category.

Hervé (2010) and Braguinsky, et al. (2012) state that prior entrepreneurship
experience can be important in surviving in the deep tech industry. The
following hypothesis was developed to test if past experience is related to the
category:

H,: There is a relationship between the presence of past entrepreneurship
experience of the founders and the deep tech category.

Sales is the main motivator of companies in every industry; thus, it is
especially crucial for startups. In the questionnaire, they were asked if they
started selling their products in local or international markets. The hypothesis
below was developed to understand the relationship of their sales footprints to
the deep tech category they belong to.

H,: There is a relationship between the sales footprint characteristic of a
deep tech startup (overseas sales, domestic sales, no sales) and the deep
tech category.

One of the aims of this study was to understand the needs of the deep tech
startups. The goal was to enable policy makers and stakeholders in this industry
to benefit from the results. Based on this goal, we developed the following
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hypothesis to see if there is a relationship between the needs and the deep tech
category:

H,: There is a relationship between the needs of the deep tech startups and
the deep tech category.

3. Methodology
3.1. Data Collection Method and Instruments

This study is based on descriptive research through a quantitative study on
data collected via questionnaires from deep tech startups in Turkey. There are 28
questions in the questionnaires which have close-ended categorical answers and
can be grouped as follows:

e Company age/location, deep tech category, sector

e Human resources (number of managing partners, founders’ gender/
educational level, founders’ academic status, founders’ previous
entrepreneurship experience, number of research & development staff)

e Information on financial resources (firm’s financial source type, previously
raised investment amount, previously raised public grant amount,
preferred future financial source)

e Sales (presence of import / export sales)
e Difficulties, barriers and needs

The deep tech concept is new and there is a lack of academic studies in
the field, thus no relevant scale has been found in the literature. Therefore, we
developed our survey questions based on interviews with experts in the area and
the reports written by consulting companies and institutions (Boston Consulting
Group & Hello Tomorrow, 2019; de la Tour et al., 2017) throughout the world.

3. 2. Sampling

1243 deep tech start-ups were identified by screening business reports
and communicating with all of the science & technology parks and incubation
centers via e-mails and phone calls. Surveys were sent to all of the founders via
e-mails and follow-up calls were made. 126 deep tech startups responded to the
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guestionnaire as of December of 2020. The participant deep tech startups are
quite young; i.e., younger than 3 years old. Additionally, the ratio of founders
having Masters and Ph.D. degrees is around 35%.

16,27% [RERVY 15,87% 23,83%

m 2020 2019 m2018 w2017 2016 and before

Figure 1: Deep tech startups based on foundation years

Moreover, 85% of the startups are located in science and technology
parks, and the majority of them are in incubation centers. As Grilli (2014) states,
technology incubators and science parks provide deep tech entrepreneurs
with the physical and knowledge assets necessary for innovation and growth;
therefore this profile parallels initial expectations.

Lastly, the highest number of startups that participated in our survey worked
in the Artificial Intelligence & Data deep tech category, followed by loT & Sensors
& Augmented/Virtual Reality, New Materials & Nanotech & Biotechnologies, and
Drones & Robots respectively.

0 () 0
25,95% 29% 27,48%
u Artificial Intelligence & Data loT & Sensors & Augmented/Virtual Reality
u Drones & Robots # New Materials & Nanotech & Biotechnologies

Figure 2: Deep tech startups based on categories

3.3. Hypothesis Testing and Results

We have used the Chi-square method in order to test the hypothesis since
we have categorical variables in our data set. Significance level 0.10 is chosen for
this study. Below are the test results:

H,: There is a relationship between the location of a deep tech company
(being in science and technology park, incubator) and deep tech category.
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Chi-square analysis (Hair et al., 2006) was conducted to determine
the profile of each category in terms of location. The results of the analysis
show that they are (Pearson chi-square = 10.804, p = 0.095, at the p < 0.1
significance level) significantly related. Table 2 displays the distribution of the
data, which shows that most of the /oT & Sensors & Augmented/Virtual Reality
startups and New Materials & Nanotech & Biotechnologies startups are located
in an incubator.

Table 2: Location of the deep tech startups based on deep tech
category

Located in Science | Located in

Deep tech Category & Technology Park | Incubator | None | Total
Artificial Intelligence & Data 13 13 8 34
loT & Sensors & Augmented/

Virtual Reality 10 22 6 38
Drones & Robots 10 9 4 23
New Materials & Nanotech

& Biotechnologies I 24 ! 36
Total 44 68 19 131

H,: There is a relationship between the education level of the founder and
the deep tech category.

H,: There is a relationship between the presence of an academician among
deep tech company founders and the deep tech category.

The results indicate that there is a significant relationship between the deep
tech category and the education level of the founder (Pearson chi-square =
17.189, p = 0.001, at the p < 0.05 significance level). Moreover, presence of
an academician as a founder is significantly related to the deep tech category
(Pearson chi-square = 18.425, p = 0.005, at the p < 0.05 significance level).
When the data was analyzed in detalil, it can be seen that in New Materials &
Nanotech & Biotechnologies category, both the education level and the number
of academicians as a founder are higher.
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Table 3: Distribution of deep tech startups based on their category
and education level/having an academician as a founder

Founder is an | Founder is not
Deep tech Category B.S. | M.S. | PhD. academician | an academician
Artificial Intelligence & Data | 10 10 14 11 23
loT & Sensors & Augmented/
Virtual Reality 1 18 ? 8 30
Drones & Robots 12 8 3 2 21
Nev.v Materials & Nanotech 5 1 20 20 16
& Biotechnologies
Total 38 | 47 46 41 90

H,: There is a relationship between the presence of past entrepreneurship
experience of the founders and the deep tech category.

The hypothesis test findings reveal that they are significantly related to each
other (Pearson chi-square = 6.944, p = 0.074, at the p < 0.10 significance level).
The results are in parallel with the results of H2 and H3; i.e. in New Materials
& Nanotech & Biotechnologies category, past experience is higher. One reason

could be how challenging it can be to succeed in this category.

Table 4: The number of startups which have past past-
entrepreneurship experience

Past-entrepreneurship | No past-entrepreneurship
Deep tech Category experience experience
Artificial Intelligence & Data 19 15
loT & Sensors & Augmented/ 13 75
Virtual Reality
Drones & Robots 9 14
New Materials & Nanotech 2 14
& Biotechnologies
Total 63 68
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H,: There is a relationship between the sales footprint characteristic of a
deep tech startup (overseas sales, domestic sales, no sales) and the deep
tech category.

Chi-square analysis (Hair et al., 2006) reveals that there is a significant
relationship (Pearson chi-square = 18.609, p = 0.005). One interesting result
that can be derived from Table 5 is that, the highest number of companies which
have no sales up to now are in the New Materials & Nanotech & Biotechnologies
category. This is because these are relatively young companies and the technology
is very complex, requiring industry-specific material and laboratories. The highest
number of companies that made sales internationally were in the Al&Data
category.

Table 5: Sales footprint characteristics based on the deep tech

category
Deep tech Catedo Have sales in the | Have sales in the | No sales up
P gory international markets | local markets to now

Artificial Intelligence & Data 16 12 6

loT & Sensors & Augment- 14 19 5
ed/Virtual Reality

Drones & Robots 7 10 6
New Materials & Nanotech 5 13 18

& Biotechnologies

Total 42 54 35

H6: There is a relationship between the needs of the deep tech startups and
the deep tech category.

The analysis shows that there is no significant relationship between them
(Pearson chi-square = 25.835, p = 0.213, at the p < 0.05 significance level).
However, financing is the highest need with 77%, which is followed by market
access with 58%, talented personnel with 36%, partnering with 25.4%, and
laboratory and testing facilities with 21%, consecutively. These findings also
parallel the literature review (Grilli, 2014).
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4. Conclusions and Future Research

Being the sources of cutting-edge inventions and innovations (Luca, 2020),
deep tech promises the world a new industrial and societal revolution. It has
the potential to solve our global challenges and fix the problems humanity has
faced since the first industrial revolution. However, this research’s findings also
provided insights as to how things seem to vary for the different categories of
deep tech (Sinclair, 2020).

Firstly, it can be revealed that, startups that focus more on hardware and
materials (Drones & Robots, New Materials & Nanotech & Biotechnologies)
than software (Al & Data) in R&D activities, tend to locate more in science and
technology parks and incubators. A reason for that might be the need for bigger
initial phase support in terms of labs, physical spaces, collaboration, and tax
incentives (Kilic, 2020). Findings also show that the educational level of founders
varies depending on the category of deep tech startups. The same applies to
the number of academicians among the founders. New Materials & Nanotech &
Biotechnologies category’s ratio (Founder is an academician / Founder is not an
academician) was 1.25, which is 2.6 times more than the closest category. New
Materials & Nanotech & Biotechnologies depended relatively more on scientific
research and hard lab activities. Therefore, the deeper the technology, the higher
the need for highly educated scientists and engineers (Braguinsky et al., 2012).

Deep tech entrepreneurs merge scientific knowledge and experience to
create innovations (Braguinsky et al., 2012). The research has demonstrated that
past entrepreneurship experience varies according to deep tech categories. New
Materials & Nanotech & Biotechnologies category was well ahead of the others
with an experience/no experience ratio of almost 1.5. A/ & Data followed with a
ratio of 1.3, roughly.

The sales footprint was also found to have a relationship with deep tech
categories. It was observed that the international sales ratios in the New
Materials & Nanotech & Biotechnologies category suffered most in international
and overall sales, and Drones & Robots came in second. Longer development
cycles (Biert, 2020) and the more uncertain commercialization paths (de la Tour
etal., 2017) of these two categories, in relation to the other two, can be counted
as a reason for this result.
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Having mentioned the dissimilarities based on deep tech categories, a
notable result of this study was that all deep tech startups have similar needs.
Funding is the number one need of deep tech startups; more than 75% of them
mentioned that they needed more access to funding. Despite the revelation that
the capital gap is heterogeneous (Different, 2020), the need for capital looks to
be homogeneous. In addition, almost half of deep tech startups exhibited the
need for access to markets, in consistency with the business reports (Harlé et al.,
2017b). Nearly 35% of them needed skilled labor as training in specific areas,
which is key to forming and sustaining a startup (Krishna & Subrahmanya, 2015).
Lastly, it is known that collaboration is a crucial subject for deep tech startups
(Portincaso et al., 2020) and 25% of survey participants mentioned that they
needed to find partners for their startup.

These observations have several implications for research and applications
on deep tech entrepreneurship. Firstly, we believe that our overall work is one
of the first steps in academia to develop an academic definition of deep tech.
We think that a clear definition will unlock further research studies on the topic.
Secondly, to our knowledge, this study is a pioneer effort that is expected to
create a bridge between the relatively mature literature on high tech and newly
emerging literature on deep tech. In our view, this will help researchers to utilize
the knowledge created in the high tech literature and adapt it to the deep tech
literature. Moreover, we propose revealing the similarities and dissimilarities of
deep tech categories, which provides a solid starting base for future research on
deep tech.

The findings of our research have considerable managerial implications
as well. Firstly, category-based differences identified in this research might
help policymakers develop more effective regulations for deep tech startups.
The New Materials & Nanotech & Biotechnologies category differs from other
categories significantly and might require specific regulations and /or public
funding processes. Actually, funding is a burning issue for all categories of deep
tech. Considering the long development and commercialization periods, it is
recommended that deep tech entrepreneur candidates secure a sufficient initial
investment before they start developing the technology. It is also important for
science and technology parks that host deep tech entrepreneurs to prioritize
helping their residents have access to investors and public funds. The right
policies could help deep tech startups deflect their high initial phase risks in
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taxation and provide simpler processes for setting up their companies (Bogen et
al., 2020). Moreover, our research reveals that partnerships are critical for deep
tech startups. It is recommended that policymakers foster an environment of
cooperation and collaboration instead of encouraging one-to-one relationships
between startups and incumbent companies (Harlé et al., 2017a). As it is known
that a significant number of partnerships don't satisfy deep tech startups, focusing
on the strategic and cultural fit is critical for success (de la Tour et al., 2017).
Lastly, due to the high educational requirement of deep tech startups, especially
in the New Materials & Nanotech & Biotechnologies category, employees with
high qualifications are critical. We agree with El Ghak et al. (2020) that policy
makers should take the necessary steps to align the university system with deep
tech entrepreneurship needs.

Our work has some limitations. Despite these, we believe it could be the
starting point for the developing deep tech literature. We recognize that our
work is limited by insights coming from a relatively small sample size. In addition,
the sample was taken from a developing country, Turkey. Even though the
survey results seem consistent with global business reports, data from regions
such as Europe, the US, and China can present a more precise picture of deep
tech entrepreneurship. Even so, we believe that this study holds an additional
value of including one of the developing countries, which has been sometimes
neglected by academic or business research. Although the present study has only
investigated the similarities and dissimilarities among deep tech categories, the
identification of causes behind the dissimilarities and similarities among deep
tech categories might have important managerial and academic implications and
needs further investigation.

The current wave of deep tech entrepreneurship is a great opportunity
for the world to overcome ever-increasing global challenges. It may even be
a greater opportunity for developing countries because it has the potential
of helping them catch up to the global economies more quickly by skipping
a few steps instead of following the entire technology path (Thiel, 2014). We
hope that our research will be helpful in this promising pursuit of a better world
by fostering deep tech entrepreneurship and reaping its benefits equally and
globally.
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Purchase Intentions of Turkish Electric Vehicle in Perspectives
of Consumer Ethnocentrism and Consumer Innovativeness: A
Pre-assessment
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ABSTRACT

Purpose: This paper aims to assess the purchase intentions of forthcoming Turkish electric vehicle (TEV), in the context
of consumer ethnocentrism and consumer innovativeness.

Methodology: Multiple linear regression analysis was applied to data consisting of 303 observations acquired through
a face-to-face survey along with the reliability and validity analyses of the utilized scales.

Findings: Purchase intentions of TEV were found to be affected positively by consumer ethnocentrism and functional
innovativeness, which is one of the four dimensions of consumer innovativeness.

Practical Implications: We propose that the marketing management of TEV emphasizes the domestic origin of TEV in
its national marketing program, and functional attributes be put forward over symbolic attributes to attract innovative
consumers.

Originality: In this paper, we empirically tested how consumer ethnocentrism and various motivations to adopt
innovations can influence the purchase intentions of TEV.

Keywords: consumer ethnocentrism, consumer innovativeness, electric vehicle adoption, Turkish electric vehicle.
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Tiiketici Etnosentrizmi ve Tiiketici Yenilikgiligi Acisindan Yerli
Elektrikli Otomobili Satin Alma Niyetleri: Bir On Degerlendirme

oz

Amag: Bu calismanin amaci hentiz pazarda satista olmayan yerli elektrikli otomobili (YEO) satin alma niyetlerinin tuketici
etnosentrizmi ve tuketici yenilikciligi agisindan degerlendirmektir.

Yontem: Ylz ylze anket yontemiyle toplanmis 303 gézlemden olusan veriye, 6lceklerin glvenilirlik ve gegerlilik analizle-
rinin yaninda ¢oklu dogrulsal regresyon analizi uygulanmistir.

Bulgular: YEO'yu satin alma niyetleri tuketici etnosentrizmi ve tuketici yenilikgiliginin bir boyutu olan fonksiyonel yeni-
likcilikten olumlu yénde etkilenmektedir.

Sonug ve Oneriler: YEO'nun pazarlama yénetimine ulusal pazarlama programinda, YEO’nun yerli menseini vurgulamasi
onerilmektedir. Buna ek olarak, yenilikgi tiketicileri cekmek igin sembolik 6zelliklerden daha ziyade islevsel 6zellikler 6ne
cikariimalidir.

Ozgiin Deger: Bu calismada, tiiketici etnosentrizmi ve yenilikleri benimsemede farkli motivasyonlarin YEO'yu nasil etki-
leyebilecegi gorgul olarak test edilmistir.
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1. Introduction

Increasing greenhouse gas emissions is identified as a major problem of
economies worldwide due to its irrevocable damages to the environment. The
effect of the transport sector on the problem is quite notable. While sources
of fossil energy are also getting scarcer, electric vehicles (EVs) are regarded as
important solutions. Although EV adoption has been expanding rapidly, especially
in the settings of developing countries, many obstacles are considered to be
existing to adopt EVs including favorable policies, the lack of infrastructure,
consumer awareness, economic incentives, affordable prices, etc. (imre et al.,
2019). For example, in Turkey, the present share of EVs and hybrid cars count for
only 0,3 % of all registered automobiles in the country as of 2020 (TUIK, 2020).
Therefore, much more effort is required to raise EV adoption to the desired level.
Another way to raise EV adoption might be to promote domestic brands since the
patriotic thought is arising as an important factor to influence consumer behaviors
in countries with high nationalism (Guo and Bunchapattanasakda, 2020), and
also in more expensive product categories (Li and Wyer, 1994; Herche, 1992).

Consumer Ethnocentrism (CE) is likely to influence domestic purchases more
for expensive product categories (Li and Wyer, 1994), particularly for cars, as they
contribute more to the economy (Balabanis and Siamagka, 2017). Herche (1992)
also empirically found that CE explained more variance (R2=0,3) in purchase behavior
of car owners than in that of computer owners (R?=0,1) over a comparison of
two product categories; cars and computers. This relationship was also empirically
confirmed by Wel et al. (2018) within the Malaysian context. For this reason, CE
could be a pivotal determinant of domestic vehicle purchase intentions.

On the other hand, EV industry is a growing market and EVs seem relatively
novel inside the automotive industry, especially in developing countries.
Whereas numerous brands have created their own EVs in the market, purchase
intentions of EVs have also been associated with CE in countries with high levels
of nationalism. In China, for instance, a positive correlation between CE and
purchase intentions of Chinese EVs among Chinese consumers was found (Guo
and Bunchapattanasakda, 2020). In another study conducted on a sample of
Chinese consumers, Bjorck and Lu (2019) reached similar results. While many
countries are being compelled to develop policies to expand EV usage in a
national base, and while several car brands have created their own EVs, CE as
a widely searched determinant in consumer behavior is also neglected in EV
adoption research except for few studies.
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Extensive research has also shown that personality traits, perceptions, and
characteristics of consumers are influential on EV adoption (Khazaei, 2019, He et
al., 2018, Morton et al., 2016) as well as instrumental/functional perceptions of EV
attributes and pro-environmental behaviors (Asadi et al., 2020, Tu and Yang, 2019,
Quak et al., 2016, Schuitema et al., 2013, Egbue and Long, 2012). Since EV is
commentated as a new technology in transport, authors paid attention to the concept
of consumer innovativeness (Cl) in views of personality trait, tendency/perceptions, or
actualized behavior in EV adoption research. Although pro-environmental behavioral
effects are commonly acknowledged factors, taking consumer innovativeness as a
determinant in EV adoption seems to be quite rare. Moreover, an extensive view
comprising consumer-product relationship as pointed out by Vandecasteele and
Geuens (2010) concerning different motivations of innovativeness is lacking. Schuitema
et al. (2013) adopted this view of consumer innovativeness as we did in this study.

Previous studies conducted on Turkish samples indicated that Turkish consumers
generally display high and moderate levels of ethnocentrism on average (Akin et
al., 2009; Erdogan and Uzkurt, 2010; Acikdilli et al., 2017; Zaren et al., 2020).
This implies that ethnocentric emphasis can be used to market TEV and ensure its
adoption domestically. For this reason, we thought CE might influence the purchase
intentions of EV. In brief, the purpose of this study is to contribute to the EV adoption
literature by evaluating whether and to what extent the purchase intentions of TEV
are influenced by CE and Cl. We propose that these two main concepts are likely to
influence EV adoption in the Turkish case by virtue of TEV's distinctive feature, the
first EV with a Turkish brand (refers to CE) electric vehicle (refers to Cl).

The structure of this paper is as follows: In Section 2, the concept of TEV,
the present situation of EV industry in Turkey, and the theoretical background
about CE, Cl, and adoption behavior of EVs as innovations are presented. Section
3 includes sample selection, data collection, measures, and analysis. In Section
4, the reliability and validity of scales utilized and hypothesized relationships
are discussed. Finally, results and implications as well as the limitations and
suggestions for further research, are presented in Section 5.

2. Literature Review

2.1. About Turkish Electric Vehicle

A basic classification is made among electric vehicle (EV) types in the
literature as battery-electric vehicles (BEV), plug-in hybrid electric vehicles (PHEV),
and hybrid electric vehicles (HEV). PHEV and HEV are electric vehicles with two
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engines: an internal combustion engine and an electrical engine driven by a
battery. However, BEV has one full electric engine driven by a battery (Schuitema
et al., 2013: 40). Turkish electric vehicle (TEV), the product investigated in this
study, is a battery-electric vehicle. It is called TEV as it is the first electric vehicle
(actually the first automobile) that will originate from and will be manufactured
in Turkey. However, the automotive industry is the pioneer in exports of Turkey
(Ergocun, 2020). Hence, TEV is the first vehicle with intellectual property rights
owned by a Turkish company.

The very first attempt by the government to create a Turkish brand vehicle
in 1961, with the brand name “Devrim” meaning “Revolution” in Turkish, was
unsuccessful. A second attempt to produce a national vehicle was the case of
“Anadol”. This brand name referred to Anatolia, the peninsula of land where
most Turkish citizens live today. Anadol brand named vehicles were produced and
sold in Turkey for 16 years with an ethnocentric marketing orientation. However,
they were developed by a foreign company named British Reliant Motor upon
the order of Otosan Automobile Industry Inc., and engines of Ford were used to
manufacture them (GUnes, 2012). Since then, creating a domestic vehicle brand
has become a national issue in Turkey. TEV is expected to contribute to the national
economy of Turkey with a reduction of USD 7,5 billion in the current account
deficit and an increase of USD 50 billion in GDP (Investment Office, 2020).

The first two prototypes of TEV were exhibited in December 2019, which
are one C-SUV and one Sedan. They will be launched by Turkey's Automobile
Joint Venture Inc. (TOGG). Moreover, TOGG will have also produced five different
models by 2030 (Invenstment Office, 2020). TOGG is a consortium consisting of
four local companies (BMC, Zorlu, Anadolu Group, Kék Group) and TOBB (the
Union of Chambers and Commodity Exchanges of Turkey) as a coordinator (Gonl
etal.,, 2021). Long before the introduction of TEV, Aktan (2010) found that while
perceived risks negatively affected the purchase intentions of a prospective local
car brand, product image positively affected it. Limited research was found about
TEV as it is a novel product. In Kocagdz et al. (2020)'s qualitative study, 44,6% of
respondents thought the first two prototypes of TEV were successful, and 24,1
% thought they were somewhat successful as they are not seen in the market
yet. Also, respondents stressed some functional features of TEV (electrical, fast
recharge) along with its design in general. In another study, Cl and CE significantly
explained the purchase intentions of TEV (Avci, 2020).
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According to Automotive Distributers’ Association (ADA), while EV sales
increased by 92,2%, HEV sales also increased by 18,0% compared to the previous
year, as displayed in Table 1. Diesel sales decreased due to the declining trend in
vehicles with more emission values. However, petrol and diesel engine vehicles still
have the highest shares in the market, while EV and HEV shares are summated by
only 2,9% (Erce, 2020). One reason why the EVs are adopted in low shares is the
non-homogenous spread of EV charging stations in Turkey (Gonul et al., 2021). In
spite of this low share of EVs in Turkey, 30% of all passenger vehicles are estimated
to be EVs in 2032 globally (Rietmann et al., 2020: 5). As of October 2020, there
are eleven models on sale in the Turkish EV market including BMW i3, Audi eTron,
Renault Zoe, Jaguar | Pace, Smart ForTwo, Mini Cooper SE, Tesla Model S, Tesla Model
X, Tesla Model 3, Mercedes Benz EQC, Porcsche TAYCAN and that number tends
to increase in time along with the number of EV charging stations (TEHAD, 2020).

Table 1. Vehicle Sales in Turkey according to Engine Type”

ENGINE 2019 End of June 2020 End of June

TYPE Quantity Share Quantity Share Change
Petrol 57.666 36,9% 101.998 50,1% 76,9%
Diesel 87.680 56.1% 86.684 42,6% -1,1%
Autogas 6.110 3,9% 9036 4,4% 47,9%
Hybrid 4.832 3,1% 5.704 2,8% 18,0%
Electric 90 0,1% 173 0,1% 92,2%
Total 156.378 100% 203.595 100% 30,2%

*Source: Automotive Distributers’ Association Press Release, July 3, 2020

2.2. Consumer Ethnocentrism

Ethnocentrism, originally a sociological concept, states the separation of
ingroups (groups that individuals feel belonging) and outgroups (those regarded
as opposite to ingroups). Based on this concept, Shimp (1984) used the term
“consumer ethnocentrism” to express cognitive and emotional evaluations
of consumers towards products of other countries. Hence, CE is a complex,
multifaceted construct that includes cognitive, normative, and affective
orientations of consumers towards foreign products (Shimp, 1984).
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The concept enounces the beliefs held by consumers about the
appropriateness and morality of purchasing foreign-origin products (Shimp and
Sharma, 1987: 280). It is expected that those with higher ethnocentric tendencies
believe that purchasing domestic products is more moral and appropriate and
vice versa for foreign-origin products. Thus, Shimp (1984), who first discussed
the concept, pointed out that purchasing foreign-made products harms the
domestic economy, causes people to lose their jobs, and is inconsistent with
patriotic thought and the belief that domestic products are superior to offerings
from other countries.

CE has long been researched in marketing literature in many countries
bearing divergent ethnic identities (Watson and Wright, 2000; Kaynak and
Kara, 2002; Balabanis and Diamantapoulos, 2004; Wang and Chen, 2004;
Shankarmahesh, 2006; Erdogan and Uzkurt, 2010; Banna et al.,, 2018). A
common finding is that consumers with high ethnocentric tendencies hold more
positive attitudes toward domestic products and are more willing to buy them.
Consumers with high ethnocentric tendencies refuse to purchase imported
products and even castigate others to buy them (Sharma, 2015, p. 381). It is
commonly acknowledged that ethnocentric consumers are more disposed to
have positive attitudes towards domestic products while they have developed
more negative attitudes towards foreign products (Netemeyer et al., 1991,
Watson and Wright, 2000, Kwak et al., 2006). These positive attitudes motivate
consumers to be more willing to buy domestic products (Nguyen et al., 2008,
Han and Guo, 2018).

However, the relationship between ethnocentric tendencies and attitudes
of consumers toward foreign and domestic products might change according
to the country of origin of the product, product category (Balabanis and
Diamantopulos, 2004), and also quality evaluations of consumers about
the product (Huddleston et al., 2001; Wang and Chen, 2004; Ranjbarian et
al., 2010). Balabanis and Diamantopulos (2004) found that the effect of CE
on British consumers’ preference for different products of different countries,
including Britain, was differentiated on various product categories such as
TV sets, cars, food, toys, etc. This study asserted that CE explained domestic
product preferences. But when consumers preferred foreign products, it
was rather related to product category, not CE. Hence, they concluded that
CE was related to domestic product preferences but only sometimes related
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to foreign product preferences; mostly, it was even unrelated (Balabanis and
Diamantopulos, 2004).

As the empirical evidence suggests, the impact of CE on buying intentions of
domestic products becomes more important in buying more expensive products
(Li and Wyer, 1994). Because it is acknowledged that consumers can better
justify domestic purchases for expensive products since they contribute more
to the economy (Balabanis and Siamagka, 2017). Conversely, consumers could
value foreign products above domestic ones, especially in developing countries
with high imports. Thus, the general attitude towards foreign products in these
countries is likely to be positive (Douglas and Nijssen, 2003). It indicates a lack of
consensus regarding the relationship between product category and CE.

In summary, extant empirical evidence indicates that domestic products
somehow benefit from CE. Nevertheless, as Balabanis and Siamagka (2017: 167)
inquired, “Do all domestic products benefit equally from CE?”. For example,
when consumers judge the product for having low quality, the impact of CE
on purchase intentions of domestic products tends to be weaker. Thus, the
importance of a product to the consumer is likely to influence ethnocentric
perceptions (Erdogan and Uzkurt, 2010: 396). Hence, it is hypothesized that:

H,: CE is positively related to the purchase intentions of TEV.

2.3. Consumer Innovativeness

Consumer innovativeness has been discussed in different veins for decades
in the literature. Bartels and Reinders (2011) assess consumer innovativeness
in three categories due to the systematic literature review about the concept:
Innate innovativeness (personality trait), domain-specific innovativeness (depends
on product category), and innovative behavior (real purchase, trial, or purchase
intention of innovations). They detected that most researchers used at least one
of these aspects in their study.

Firstly, Cl was evaluated as an observed behavior regarding the relative time
of adoption as in diffusion theory of innovation (Rogers and Shoemaker, 1971).
Rogers defines innovativeness as “the degree to which an individual or other unit
of adoption is relatively earlier in adopting new ideas than the other members
of the system” (Rogers, 2003: 22). This view divides adopters into five distinct
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categories according to their relative time of adoption: Innovators, early adopters,
early majority, late majority, laggards. These groups adopt an innovation in time
respectively (Rogers, 1983).

Cl was also discussed in personality as innate innovativeness rather than
observed behavior. Midgley and Dowling (1978) first made this distinction
between innate and actualized innovativeness. They considered the adoption
of innovation as a complex function of product interest, individual situations,
and personal characteristics, but most importantly, the communication between
individuals for the majority of the population (Midgley and Dowling, 1978: 234).
Midgley (1977: 49) described innate innovativeness as: “Innovation is the degree
to which an individual makes an innovation-decision independently of the
communicated experience of others.”. Thus, CE is a personality trait that people
naturally have, not an acquired tendency. In brief, all members of society have a
lesser or greater degree of innovativeness (Bartels and Reinders, 2011: 602). In a
similar vein, Steenkamp et al. (1999) defined CE as a predisposition to buy new
and different products/brands rather than insisting on previous choices. Thus, Cl
is likely to affect the adoption of innovative products. However, the strength of
this effect is moderated by some other factors such as innovation characteristics,
marketing, and others (Steenkamp et al., 1999: 56).

Goldsmith and Hofacker (1991) criticized the arguments used to measure
innovativeness in previous research. These arguments are the relative time of
adoption and treating it as a global personality trait in a broad view. Due to
the idea that these views do not provide practical insights about innovativeness
to marketers, especially in specific product classes, they developed a self-report
measure of the concept called domain-specific innovativeness. It aimed to
measure innovativeness according to the product category interested. They found
that domain-specific innovativeness mediated the relationship between innate
innovativeness and (actualized) innovative behavior (Goldsmith et al., 1995).
Moreover, Roehrich (2004) discussed innovation in two dimensions: Hedonist
innovativeness and social innovativeness, based on two main motivational needs,
namely the need for stimulation and the need for unigueness.

Literature suggests that consumer innovativeness has different motivational
bases. For this reason, there has been no consensus about the nature of
it yet (whether it is a personality trait, an observed behavior, or a tendency).
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Vandecasteele and Geuens (2010) present a new approach and scale that
embraces different motivational sources of innovation. The authors asserted that
consumer innovativeness is a part of and covered by innate innovativeness, which
is a broader category, based on the conceptualization of Foxall et al. (1998: 41),
“a tendency to buy new products in a given product category soon after they
appear in the market and relatively earlier than most other consumers in their
market segment” (Vandecasteeele and Geuens, 2010: 309). These motivations
are displayed in different dimensions such as functional, hedonic, social, cognitive
innovativeness in one structure of motivated consumer innovativeness (MCl).
These are explained in more detail below.

Functional innovativeness (fMC]) focuses on functional attributes of
innovations like quality, reliability, usefulness, efficiency etc. Hedonicinnovativeness
(hMCl) focuses on sensory and affective attributes and gratification of innovations
such as escape from routine, excitement, pleasure, fun. Social innovativeness
(sMCl) arising from the social need of differentiation focuses on the attributes of
innovations such as being unique, prestigious, visible, symbolic, trendy. Cognitive
innovativeness (cMCl) is based on cognitive goals like exploration, understanding,
intellectual creativity, focuses on contributing to expanding the knowledge,
thinking, insight, reason, mental stimulation (Vandecasteele and Geuens, 2010).

Im et al. (2003) found that innate innovativeness as a personality trait had less
influence on new product adoption in the consumer electronics category than the
personal characteristics of age and income. However, Bigné-Alcaniz et al. (2008)
found a positive relationship between domain-specific innovativeness and online
shopping behavior. Hirunyawipada and Paswan (2006) also found that cognitive
and domain-specific innovativeness increased actual new product adoption. In
another research, in which the MCl scale is used, three dimensions of MCl except
for cognitive innovativeness were significant predictors of attitude towards drone
food delivery services (as an innovation), and functional innovativeness positively
influenced behavioral intentions to use the innovation (Hwang et al., 2019). Cha
(2020) also found that hedonic and social innovativeness dimensions positively
affected attitude towards using robot-serviced restaurants. In brief, literature
mainly suggests that consumer innovativeness positively affects behavioral
attitudes and intentions on new product adoption, regardless of the disagreement
about its nature. However, since different motivations could influence adopting
innovations depending on product characteristics (Vandecasteele and Geuens,
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2010: 317), we believe that it is worth noting the previous research regarding the
adoption of EV as an innovation which is in special line with the aim of our study.

2.4. Adoption of Electric Vehicles as Innovation

EVs as sustainable innovations have the potential to reduce carbon dioxide
emissions and to provide fuel efficiency. Hence, they have the power to reduce
the negative effects of transportation on global warming (He et al., 2018). A
considerable amount of literature has been published on the adoption of
EVs. We mostly focus on the research that approach the issue in terms of the
adoption of innovation in this study. The mainstream research emphasized that
the probability of adoption of EVs mainly depends on their functional attributes
(Asadi et al., 2020). EVs as products of new transportation technology could be
evaluated in terms of consumer innovativeness since it might attract the attention
of innovative consumers (He et al., 2018). Morton et al. (2016) found that
negative functional attitudes towards EVs significantly reduced EV preference
while consumer innovativeness (actualized) increased EV preference, despite the
low explanatory power of their models.

Another research to detect the early adopter group of EVs in Germany
indicated that the first users of EVs in Germany were likely to be middle-aged
men with families who care about the environment and new technology and live
in rural and suburban areas. Factors such as the ease to recharge the battery due
to having their own garages and driving high annual number of kilometers make
EVs attractive to this group (PIotz et al., 2014). According to Khazaei (2019),
consumer innovativeness (cited as personal innovativeness in their study) positively
impacted the purchase intention of EVs, along with the other variables such
as social influence, price value, and performance expectancy. However, Tu and
Yang (2019) revealed that personal innovativeness did not significantly affect the
adoption of EVs. Schuitema et al. (2013) also focused on functional/instrumental
attributes of EVs such as recharging time, purchase price, performance, reliability,
running costs, and driving range were important on their adoption when
consumers had functional motives to adopt them. Moreover, they stated that the
relationship between functional attributes and the intention to adopt EVs was
mediated by hedonic and symbolic functions (Schuitema et al., 2013: 47). He et
al. (2018) also found that consumer innovativeness and environmental concern,
which were thought as personality traits positively impacted the adoption of EVs.
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In summary, we aimed to explain the purchase intentions of TEV with CE and
Cl. Because CE was thought to be much more important in expensive product
categories like vehicles. Furthermore, Turkish consumers generally displayed
moderate and high scores of CE according to the previous research. Additionally,
as TEV is an innovative product, the purchase intentions of TEV were associated
with the innovative tendencies of consumers. These cover different functional,
social, cognitive, and hedonic motivations to adopt innovations, as Vandecasteele
and Geuens (2010) stated. We hypothesized that:

H,: fMCl is positively related to the purchase intentions of TEV.
H,: sMClis positively related to the purchase intentions of TEV.
H,: cMCl is positively related to the purchase intentions of TEV.
H.: hMCl'is positively related to the purchase intentions of TEV.

Figure 1 below illustrates the proposed research model.
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Figure 1. Proposed Research Model
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3. Research Method
3.1. Sample Selection and Data Collection

The population of the study is Turkish people above 18 who are employed
and have a regular income and live in a rural area as it is in compliance with Pl6tz
et al. (2014) who defined the potential customers of EVs are likely to live in rural
and suburban areas rather than metropolitans. The primary data needed for this
research were gathered from customers who live in Afyonkarahisar and have
their own income via face-to-face survey method using convenience sampling.
Afyonkarahisar is a city where most of the residents live in rural areas. Interview
forms were collected by four students trained about data collection, and surveys
were applied to respondents within a period of three weeks in April 2018. Surveys
were conducted in two big shopping malls in the city depending on the consent
of respondents. In concern with detecting the necessary sample size, at least a
5:1 cases-to-variable ratio, but a 10:1 ratio is considered acceptable (Hair et al.,
2014). We had 34 metric variables in our question form. A total of 400 surveys
were distributed, and 360 of them were collected; 303 of them were ready for
analysis. Particular attention was paid to choosing the respondents from those
who have their own income as they are the potential customers of TEV, not from
those who are students.

The sample of the study consists of people older than 18. 74,9% of
respondents are male, and most of them have at least a high school degree. 41,3
% of respondents have a monthly income of more than 3000 TLs (more than
the minimum wage in Turkey). More than 50 % of them define their occupation
as “freelancers”. This group mainly consists of small business owners working
for no one and day laborers. Demographic characteristics of the sample are
displayed in Table 2.
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Table 2. Sample characteristics

Variable Item Count %

Gender Female 76 24,1
Male 227 74,9

Age 18-26 39 12,9
27-35 99 32,7
36-44 60 19,8
45-53 78 25,7
>54 27 8,9

Income < 1000 TLs 6 2,0
1001-1500 TLs 21 6,9
1501-2000 TLs 69 22,8
2001-2500 TLs 42 13,9
2501-3000 TLs 40 13,2
3001-3500 TLs 26 8,6
> 3500 TLs 99 32,7

Education Primary school 84 27,7
High school 97 32,0
Bachelor 113 37,3
Postgraduate 9 3,0

Occupation Worker (Blue Collar) 37 12,2
Public servant 41 13,7
Freelancer 154 50,8
Er(l)\l/laatr(; Sector (White 55 18.2
Retired 16 53

3.2. Measures
The survey contains four main parts: Reduced 10-item Consumer

Ethnocentrism Tendencies (CET) Scale, Motivated Consumer Innovativeness

(MCI) Scale,
characteristics.

items to measure purchase intentions, and demographic
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Reduced CETSCALE is a reduced version of the 17-item CETSCALE (Shimp
and Sharma, 1987) and different translated versions of the 17- item CETSCALE
were used in some studies conducted in Turkey (Armagan and Gursoy, 2011;
Arl ve Madran, 2011; Erdogan and Uzkurt, 2010; Kaynak and Kara, 2002) and
in some other countries (Netemeyer et al., 1991; Bawa, 2004; Luque-Martinez,
2000; Supphellen ve Rittenburg, 2001). In this research, the 10-item scale was
used not to distract the respondents. This reduced version was used by authors
such as Nielsen and Spence, (1997), Steenkamp and Baumgartner (1998),
Lindquist et al. (2001). However, it has not been used in any Turkish studies in
the marketing literature as far as we see. The translated items of Turkish version
of CETSCALE were adapted from Poyraz (2014).

MCI scale consists of four dimensions reflecting divergent motivations
to adopt innovations. These are functional, social, hedonic, and cognitive
innovativeness constructs that each of which contains five items. The items of
Turkish version of the scale were adapted from Ozoglu and Bulbal (2013). This
scale was used by some other Turkish authors (Kog et al, 2017; Kavak et al.,
2016).

Lastly, four items were generated by the authors to measure the purchase
intentions of TEV by referring to the studies of Lai et al. (2015) and Schmalfuf3
et al. (2017). We also obtained the demographic characteristics of respondents
such as age, income, education, occupation, and gender. Besides demographic
characteristics, we measured all variables in a response format with a five-point
Likert scale from strongly disagree (1) to strongly agree (5). Both English and
Turkish versions of the scales were given in Appendix.

3.3. Analysis

We reached a total of 360 consumers, and 57 surveys that missed data
were excluded. Hence, 303 observations were ready for analysis. All measures
consisted of metric variables. We did not prefer structural equation modeling
in this study because of poor model fit under the cutoff value of 0,90 for the
indices GFI: 0,781; CFl: 0,866; TLI (NNFI): 0,853 (Hair vd., 2014: 582). Instead, we
conducted multiple linear regression analysis since our data met such assumptions
of linearity, multivariate normality, homoscedasticity, and no multicollinearity
based on the visual inspection of data (Tabachnick and Fidell, 2007). We also
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applied reliability analysis, exploratory factor analysis (EFA), and construct validity
analysis to test the reliability and validity of the scales.

In order to test whether ethnocentric and innovative tendencies of consumers
influence purchase intentions, we conducted a multiple linear regression analysis
with ordinary least squares (OLS) estimation method. In this test, the dependent
variable was the purchase intention of TEV and the independent variables were
four dimensions (functional, social, hedonic, cognitive) of Cl and CE. An EFA with
varimax rotation method also was applied to the CETSCALE and MCl scale both
to control the dimensionality of scales and the validity of measurements. Results
are indicated below.

4. Findings and Discussion

Regarding the validity of constructs, factor loadings only higher than 0,4
are taken for interpretation (Hair et al., 2014: 115). EFA results of CETSCALE
indicated a measure of sampling adequacy (MSA) of 0,87. Hence the data
is appropriate for factor analysis. Barlett's measure was also significant
(p<0,001). Two factors explain 61,98 % of the total variance. Although the
multidimensionality of CETSCALE is also evident in certain research (Douglas and
Nijssen, 2003; Chryssochoidis et al., 2007; Teo et al., 2011; Jiménez-Guerrero
et al., 2014), the original CETSCALE measurement suggested a unidimensional
structure. But construct validity (both convergent and discriminant validity) of
the two-factor structure was violated. Therefore, we confined the CETSCALE
items into one factor in EFA as it is already a reliable and validated scale. The
total variance explained of one factor was 50%. The summary statistics for
reduced CETSCALE are indicated in Table 3. The construct validity of the scale
was also confirmed in terms of convergent and discriminant validity. AVE for the
scale is 0,50, which is right in the threshold. That confirms convergent validity.
We evaluated the discriminant validity by examining if the AVE score for one
construct is greater than the squared correlation estimates of that construct
(Hair et al., 2014: 620). In Table 5, AVE scores are displayed on the diagonal.
And squared correlations are displayed off-diagonal. AVE of CE is greater
than its squared correlation estimates, which provides sufficient evidence for
discriminant validity.
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Table 3. Summary of Reduced CETSCALE

Item

Items Mean | SD |Loading| o |AVE
Consumer Ethnocentrism 0,89]0,50
1. Only those products that are unavailable in Turkey

should be imported. 2,92 |1,23| 0,538
2. Turkish products, first, last, and foremost. 3,03 |1,25| 0,628
3. Purchasing foreign-made products is un-Turkish. 3,51 |1,16| 0,689
4. ltis not right to purchase foreign products because it

puts Turks out of jobs. 3,28 |1,22| 0,753
5. Areal Turk should always buy Turkish-made prod-

ucts. 3,29 |1,20| 0,818
6. We should purchase products manufactured in

Turkey instead of letting other countries get rich off

us. 3,57 |1,19| 0,767
7. Turks should not buy foreign products, because this

hurts Turkish business and causes unemployment. 3,90 |1,00( 0,773
8. It may cost me in the long-run but | prefer to support

Turkish products. 3,80 |1,08| 0,677
9. We should buy from foreign countries only those

products that we cannot obtain within our own

country. 3,83 0,98 | 0,646
10. Turkish consumers who purchase products made

in other countries are responsible for putting their

fellow Turks out of work. 3,76 |1,09| 0,734

SD: Standart Deviation. AVE: Average Variance Extracted.

Table 4 displays the summary statistics of MCl and purchase intentions
measurements. Cronbach’s Alpha levels for all constructs are above 0,80,
which indicates a high internal consistency. From the EFA conducted on the
MCI scale, an MSA value of 0,88 was gained, and Barlett's measure was also
significant (p<0,001). 4 factors were extracted, and they explain 67,60% of total
variance, which is a factor structure that is very close to that of the original scale
(Vandecasteele and Geuens, 2010). This result is consistent with that of Ozoglu
and Bulbul (2013) which contains a sample of 402 respondents in Turkey. Our
results suggested items load on (sMCI), (hMCl), (cMCI), and (fMCI) dimensions
by complying with the theory. So, consumers perceive consumer innovativeness
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in motivations close to what is suggested theoretically in the original MCl scale,
although these results cannot be extrapolated to all Turkish consumers.

Additionally, all AVE scores displayed in Table 4 are greater than 0,50, and
their squared correlation estimates are shown in Table 5. This result confirms the
convergent and discriminant validity of the MCl scale. Moreover, items that we
used to measure purchase intentions indicate reliable and valid structure because
of the sufficient o and AVE scores.

Table 4. Summary of MCI Scale and Purchase Intentions Measures

Item
Items Mean | SD | Loading | a |AVE
Social Innovativeness 0,891]0,68
1. l'love to use innovations that impress others. 3,33 [1,18| 0,74

2. | like to own a new product that distinguishes me

from others who do not own this new product. 3,38 | 1,211 085

3. I prefer to try new products with which | can pres-

ent myself to my friends and neighbors. 319|122\ 08

4. | like to outdo others, and | prefer to do this by
buying new products which my friends do not 2,84 (1,29 0,83
have.

5. | deliberately buy novelties that are visible to oth-

ers and which command respect from others. 310 11,281 083

Functional Innovativeness 0,81(0,57

1. If a new time-saving product is launched, | will buy

it right away. 3,68 1,02| 0,69

2. If a new product gives me more comfort than my

current product, | would not hesitate to buy it. 38210971 082

3. If an innovation is more functional, then | usually

buy it. 3,82 |1,00| 0,81

4. If | discover a new product in a more convenient

size, | am very inclined to buy this 40410871 069

5. If a new product makes my work easier, then this

new product is a “must” for me. 371 m n/a

Hedonic Innovativeness 0,9110,65

1. Using novelties gives me a sense of personal

. 3,83 [0,98| 0,75
enjoyment.
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2. It gives me a good feeling to acquire new prod-

3,88 [1,02| 0,80
ucts.

3. Innovations make my life exciting and stimulating. | 3,87 [1,00| 0,83

4. Acquiring an innovation makes me happier. 4,00 {0,92| 0,85

5. The discovery of novelties makes me playful and

cheerful. 4,02 1099 0,78

Cognitive Innovativeness 0,85]0,55

1. I'mostly buy those innovations that satisfy my

analytical mind. 3951092 048

2. Ifind innovations that need a lot of thinking
intellectually challenging and therefore | buy them | 3,81 |0,93| 0,77
instantly.

3. | often buy new products that make me think

. 3,81 [0,96| 0,81
logically.

4. | often buy innovative products that challenge the

strengths and weaknesses of my intellectual skills. 380 10971 084

5. Iam an intellectual thinker who buys new prod-
ucts because they set my brain to work.

Purchase Intentions 0,8210,65

393 1096 | 0,76

1. I'have an intention to purchase the domestic

electric vehicle when it comes onto the market. 3,50 | 1,21 0.79

2. I'would love to buy the domestic electric vehicle

when it comes onto the market. 343 |1.25] 078

3. I'would buy the domestic electric car even if it's

price is slighlty higher than the alternatives. 2,95 11,271 081

4. 1 would like to sell my present car to buy the do-

mestic electric car when it comes onto the market. 310 11,29 086

SD: Standart Deviation, n/a: Not Avaliable. AVE: Average Variance Extracted.

In order to test whether the purchase intentions of TEV are influenced by
CE and four dimensions of Cl, we utilized multiple linear regression analysis.
The regression model was significant (R?= ,087, F (5, 297) = 5,66, p< ,001).
Variance inflation factors (VIF) were also presented in the last column of Table
6. All values are far less than the threshold value of 10, which means there are
no serious multicollinearity problems (Hair et al., 2014: 200). In Table 6, results
indicate that CE (B=,203, p<, 05) and fMCI (B=,212, p<, 05) were both positive
and significant estimators of purchase intentions of TEV. The constant term was
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also significant, which has an intuitive meaning that other factors than CE and
Cl could also influence the purchase intentions of TEV. Hence, H1 and H2 were
supported. However, H3, H4, and H5 were not supported. These results are in line
with that of Avcl (2020) research in which CE and Cl were empirically suggested
to influence the purchase intentions of TEV. However, it can be criticized that
he measured consumer innovativeness in one dimension with only three items.
This approach could be insufficient to understand the different motivations of
consumers to adopt an innovation.

Table 5. Correlation Matrix

Variable Mean | SD 1. 2. 3. 4, 5. 6.

1. Consumer Ethnocentrism | 3,49 | 0,80 | (0,50)

2. Social Innovativeness 3,17 | 1,04] 0,01 [(0,68)
3. Functional Innovative-
ness 3,81 [0,75] 0,06 | 0,03 [(0,57)

4. Cognitive Innovativeness | 3,86 |0,75| 0,07 | 0,05 | 0,36 |(0,55)

5. Hedonic Innovativeness 3,92 |10,84| 0,06 | 0,12 | 0,29 | 0,20 |(0,65)

6. Purchase Intentions 3,24 |1,01] 0,06 | 0,01 | 0,07 | 0,05 | 0,04 |(0,65)

The diagonal shows AVE scores (in brackets) of the related constructs. Squared correlations are
shown off-diagonal.

Our results revealed that TEV might benefit from CE in domestic sales (H1
is supported). Hence, the nativeness stress can be implicated in the domestic
marketing program of TEV. Although the positive effect of CE on purchase
intentions of domestic products is mostly evident in different product categories,
studies regarding this effect on EV purchase intentions are quite limited. For
example, Guo and Bunchapattanasakda (2020) indicated CE was significantly
related to the purchase intentions of EVs in China. However, ethnocentric U.S.
consumers had more positive attitudes towards U.S. car brands than Japanese
ones (Brodowsky, 1998). Moreover, the effect of CE is greater on a more expensive
product category like cars than computers (Herche, 1992). Such previous research
supports our findings when we take EVs within an expensive product category.
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Table 6. Multiple Linear Regression Analysis Results

Variable B SEB b t p VIF
Intercept 1,327** | 0,385 3,443 0,001

Consumer Ethnocentrism | 0,203* 0,073 0,161 2,785 0,006 1,118
Social Innovativeness 0,001 0,057 0,001 ,021 0,984 1,774

Functional Innovativeness | 0,212* 0,099 0,158 2,134 0,034 1,642
Hedonic Innovativeness 0,06 0,082 0,049 0,725 0,469 1,495

Cognitive Innovativeness 0,042 0,096 0,031 0,443 0,658 1,090

*p<0.05. **p<0.01.

Moreover, functional motivations are influential on the adoption of TEV as an
innovation (H2 is supported). This result implies that respondents who prioritize
functional attributes of innovations are likely to be potential customers of TEV
in the context of our sample. Authors generally place emphasis on functional/
instrumental attributes about the adoption of EVs. For example, Graham-Rowe
et al. (2012) explored EV users prioritized functional attributes such as running
costs, vehicle range, and performance features over environmental concerns. In
another research, the functionality of EVs is proved to be an essential but indirect
determinant to adopt them potentially (Schuitema et al., 2013).

Similarly, battery range and costs are the major concerns of consumers
about EVs (Egbue and Lang, 2012). Skippon and Garwood (2011) reached
similar results. They identified higher purchasing cost, lower range, and long
recharging times as the main obstacles to prefer EVs over conventional vehicles.
These results suggest that marketers should mind functional attributes of TEV
over both conventional vehicles and other EVs. Noppers et al. (2014) also
empirically suggested the instrumental attributes on adoption of EVs along
with the environmental attributes. However, they also discourse EV use is not
an all-functional experience in essence, and it may have symbolic attributes
(contributions to self and social status). Furthermore, they consider these
symbolic attributes might be more critical to adopt EVs in the actual behavior of
consumers. In our study, hMCl and sMCI which refer to symbolic attributes were
not found to be significant (H3 and H4 are not supported). This might be due
to the fact that we asked directly to identify motivations to adopt innovations.
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Because when asked directly, consumers might not have been aware of their actual
motivations of behavior or tend to give socially desirable responses (Noppers et
al., 2014). Finally, as argued by Vandecasteele and Geuens (2010), cMCl that
is defined as adopting innovations for cognitive reasons like expanding one’s
knowledge and mental stimulation, is distinguished from the other dimensions.
Because few innovations are primarily adopted based on cognitive motives (H5
is not supported). Therefore, EVs are not bought for cognitive motives as well
(Schuitema et al., 2013).

5. Conclusion and Suggestions for Further Research

In conclusion, we have identified that purchase intentions of TEV are
affected by CE and fMCI dimension of MCI. Our findings propose marketers of
TEV put more emphasis on its nativeness and functional features in its national
marketing program. Because ethnocentric consumers have more intentions to
purchase the prospective TEV. Marketers can generate a particular marketing
program by targeting this group since they might be the early adopters of TEV.
Potential customers will also likely have functional motivations to adopt TEV as
an innovation. That might suggest they prioritize TEV if it has superior functional
attributes over alternatives. However, we failed to confirm that consumers may
also have symbolic (hedonic or social) motivations to adopt TEV. The underlying
reason could be this study is a pre-assessment such that TEV has not been seen
on roads yet.

For this reason, consumers might not be aware of its potential contributions
to their self and social status. After TEV is launched and customers experience
the product, researchers can put more emphasis on this issue. Another reason
might be that they are directly asked what motives them to adopt innovations.
Consumers may avoid directly saying “buying an innovation to impress others
is @ good motivation” even if this is the actual motivation, or they even might
not be aware of their actual motivation. So, we suggest that this issue could be
evaluated in future research, especially by using indirect methods to identify the
actual motivations.

An important limitation of this study is that this is a pre-assessment, which
means the featured product is not for sale in the market yet. Hence it needs
support from further research when the product is launched to the market, since
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the perceptions of consumers might change in time. For example, experiencing
the product might break down a prejudice or, reversely, be disappointing. Another
issue that limits our research is that we did not consider the prospective price of
TEV. The price could be an essential determinant of the purchase intentions of
an innovation.

Moreover, this product is expected to contribute to the national economy via
exports. For this reason, evaluating TEV on a sample of only Turkish consumers
is yet another limitation of the study. For further research, there is a need to
understand the attitudes of foreign consumers toward the product in terms of
CE, Cl, and other issues such as price, competition, and product/country image.
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APPENDIX

Constructs (English Version)

Constructs (Turkish Version)

Reduced CETSCALE
1. Only those products that are unavailable in
Turkey should be imported.

Azaltilmis CETSCALE

1.

Sadece “Turkiye'de olmayan Uriin-
ler” ithal edilmelidir.

2. Turkish products, first, last, and foremost.

Tarkiye'de Uretilen Grtinler her zam-
an benim icin 6n sirada yer alir.

3. Purchasing foreign-made products is un-Turk-
ish.

Yabanci Urdnlerin satin alinmasi
yakisiksiz bir davranistir.

4. Itis not right to purchase foreign products
because it puts Turks out of jobs.

4.

Yabanci Urinler satin almak dogru
degildir, ciink( vatandaslarimizi
isinden eder.

5. Areal Turk should always buy Turkish-made
products.

Gercek bir Turkiye vatandasi her
zaman yerli mali GrGnler satin al-
malidir.

6. We should purchase products manufactured
in Turkey instead of letting other countries
get rich off us.

6.

Diger Ulkelerin bizden daha ze-
ngin olmasina izin vermek yerine
Turkiye'de Uretilmis Urdnleri satin
almaliyiz.

7. Turks should not buy foreign products, be-
cause this hurts Turkish business and causes
unemployment.

Vatandaslarimiz yabanci drinleri
satin almamalidir, ctinkd bu Turki-
ye'nin islerini bozar ve issizlige sebep
olur.

8. It may cost me in the long-run but | prefer to
support Turkish products.

8.

Uzun dénemde bana maliyeti olabilir
ama yerli Grtnleri desteklemeyi tercih
ederim.

9. We should buy from foreign countries only
those products that we cannot obtain within
our own country.

10.Turkish consumers who purchase products
made in other countries are responsible for
putting their fellow Turks out of work.

9.

Sadece kendi tlkemizde elde ede-
medigimiz Uruinleri yabana Glkel-
erden satin almaliyiz.

10.Yabanci tlkelerde tretilmis Grinleri

satin alan tuketiciler, kendi tlke
vatandasinin is kayiplarindan sorum-
ludur.

Social Innovativeness

Sosyal Yenilikcilik

1. I'love to use innovations that impress others.

1.

Baskalarini etkileyecek yenilikleri satin
almayi severim.

2. llike to own a new product that distinguishes
me from others who do not own this new
product.

Baskalarindan ayiracak yeni bir Griine
sahip olmayi isterim.

3. | prefer to try new products with which | can
present myself to my friends and neighbors.

Kendimi arkadas ve komsularima
gosterebilecegim yeni Urinleri dene-
mek isterim.
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4. 1 like to outdo others, and | prefer to do this 4. Arkadaslarimin sahip olmadiklari yeni
by buying new products which my friends do Urtinleri alarak onlarin éniinde olmayi
not have. isterim.

5. | deliberately buy novelties that are visible to | 5. Baskalarinin gérebilecegi ve saygin-

others and which command respect from
others.

ligimi artiracak yenilikleri kesinlikle
satin alinm.

Functional Innovativeness

Fonksiyonel Yenilikcilik

1.

If a new time-saving product is launched, | will
buy it right away.

1.

Zaman tasarrufu saglayacak yeni bir
Uran, piyasaya ciktiginda hemen satin
alirm.

2. If a new product gives me more comfort than | 2. Daha konforlu yeni bir Griind satin
my current product, | would not hesitate to almak konusunda tereddit etmem.
buy it.

3. If an innovation is more functional, then | 3. Daha fonksiyonel yeni bir GriinG satin
usually buy it. alma konusunda tereddit etmem.

4. If | discover a new product in a more conve-  |4. Daha kullanisl yeni bir Griin bulursam
nient size, | am very inclined to buy this onu satin almayi tercih ederim.

5. If a new product makes my work easier, then > '.?'ﬁ”' gaTa dka tl;olaqugpra;ak yeni |b|r
this new product is a “must” for me. lurunu dimak benim Icin bir zoruniu-

uktur.

Hedonic Innovativeness Hedonik Yenilikcilik

1. Using novelties gives me a sense of personal | 1. Yenilikleri kullanmak bana haz verir.
enjoyment.

2. It gives me a good feeling to acquire new 2. Yeni Urdnler almak kendimi iyi hisset-
products. tirir.

3. Innovations make my life exciting and stimu- | 3. Yenilikler hayatimi heyecanli ve canli
lating. kilar.

4. Acquiring an innovation makes me happier. 4. Sgeyrenlllge sahip olmak beni mutlu

5. The discovery of novelties makes me playful | 5. Yeniliklerin kesfi beni mutlu eder.
and cheerful.

Cognitive Innovativeness Bilissel Yenilikcilik

1. I'mostly buy those innovations that satisfy my | 1. Cogunlukla sorunumu ¢bzmeye
analytical mind. yardim eden yenilikleri satin alirm.

2. 1 find innovations that need a lot of thinking | 2. Bilgilerimi gelistirecek yenilikleri bulur
intellectually challenging and therefore I buy ve bu yenilikleri hemen satin alirm.
them instantly.

3. I often buy new products that make me think 3. Ben man‘uksall 9'?.“3'( Cjugunmeye
logically. sevk eden yeni Grlnleri siklikla satin

alinm.

4. | often buy innovative products that challenge |4. Yeteneklerimi gelistirecek yeni trin-

the strengths and weaknesses of my intellec-
tual skills.

leri siklikla satin alirim.
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5. Iam an intellectual thinker who buys new 5. Zihnimi calistiran yeni Grtnleri satin
products because they set my brain to work. alan bir insanimdir.

Purchase Intentions Satin Alma Niyeti

1. I'have an intention to purchase the domestic | 1. Yerli elektrikli otomobil piyasaya
electric vehicle when it comes onto the mar- ciktiginda alma niyetim var.
ket.

2. I'would love to buy the domestic electric 2. Yerli elektrikli otomobil piyasaya
vehicle when it comes onto the market. clktiginda almayi cok isterim.

3. Yerli elektrikli otomobilin fiyati

3. I'would buy the domestic electric car even if benzerlerinden yiiksek olsa bile, onu

its price is slighlty higher than the alternatives.

almak isterim.
4. 1 would like to sell my present car to buy the | 4. Yerli elektrikli otomobil piyasaya
domestic electric car when it comes onto the ¢lktiginda simdiki aracimi satip, onu
market. almak istiyorum.
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