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Shumaila ZEB SZABIST, Islamabad, Pakistan
At i f BSZABRSLT,Islamabad, Pakistan
Syed Shahwar HUSSA i SZABIST, Islamabad, Pakistan

Systemic Risk Drivers of Banks, Financial Services, and Insure
Firms

The mainpurpose of the study is twofold. First, it empirically examines the systemic
injected by the banks, financial services, and insurance firms into the financial sys
BRICS and Pakistan. Second, this study contributes to the literature of drivsisterhic
risk in the financial system of BRICS and Pakistan. A total of 334 financial institu
(banks, financial services, and insurance firms) of BRICS and Pakistan constitt
sample of this study. The data is obtained from Thomson Reuters iainaataStream foi
the period 2002 0 1 7 . Delta Conditional Value ¢
estimate the systemic risk produced by banks, financial services, and insurance firr
panel regression is used to investigate the drivers of rsigstask for all financial
institutions, banks, financial services, and insurance firms. The findings proved that
are more systemically important that the financial services, and insurance

Furthermore, size of the financial institution, thedeage ratio, the liquidity ratio, and tt
market to book value ratio appears positively and significantly related to the systerr
of financial institutions. However, the tierl ratio is negatively and significantly relat
the systemic risk of finacial institutions. The identification of empirical determinants
each segment of the financial system may help the policymakers and regulators tc
the financial regulations with an aim to minimize systemic risk within the financial sy:
The literature regarding systemically important financial sectors and determinants
young in BRICS and Pakistan. The study has opened new avenues for the syste
especially in Pakistan, BRICS, and other developed countries of the same nature.

Systemic Risk, Value at Risk, Conditional Value at Risk, Quantile Regression




<<< I B E M 8 I1. International Congress of
Business, Economics and Marketing

www.ibems.org 18-20 April 2019 - Istanbul

Fizza RZVI - University of the Punjab

Ostracism at Workplace Reduces Affective Commitment to Incr
Emotional Exhaustion in the Employees

Workplaceostracism is generally found to produce negative behavioral and organiz:
outcomes. It does not only effect the social affiliation of the employees withir
organization but also results in such psychological reactions which hamper «
performarce of the employees. Past researches have sufficiently enlightene
antecedents and outcomes of the phenomenon. The objective of the present res
however, to investigate the factors which lead to the ultimately lower employee out
or emotioral distress. Therefore, the current research investigates the mediating ef
organizational commitment which leads to emotional exhaustion when the employe:
ostracism. Quantitative approach was used to conduct the research. The
guestionnae was developed for data collection. The data was collected from
employees of different sectors of Pakistani industry in two waves to reduce the cc
method bias. Initially, the model tests the relationship between ostracism and ai
commitmen. Furthermore, the study tests the relationship of affective commitmen
emotional exhaustion. Moreover, the mediating role of affective commitment ¢
employees on the above relationship was tested using Process Macro. The result:
using Hays (2013) method of mediation, confirms the negative relation between osti
and affective commitment of the employees. Moreover, the mediating role of aff
commitment is also established, such that, ostracized individuals in the organizatior
reduced affective commitment towards the organization due to which emotional exh:
is increased in the employees.

OstracismEmotional Exhaustion
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¥zl em GENG¢

Are They Really Relevant? An Evaluation On The
Relationship BetweeKnve st ment Envi
Knstitutional Set

Business environment encompasses all internal and external factors which affi
achievements of businesses. In this respect, economic, technical, political, legal an
aspects of doing businessake up the business environment. A business environ
where starting and operating a business is easy offers a favourable climate for bus
According to the latest debate on the subject, the concept of business environmen
enlarged to inelde macroeconomic stability, rule of law, protection of rights and rerr
of bureaucratic barriers. This approach on the topic highlights the importan
institutional setting as a whole. It is likely to say that there has been a consensus
scholas on the topic.

Policy recommendations concerning industry and businesses have found a commor
on favouring business environment by providing democracy, protection of rights and
law. Good governance, transparency, prevention of corrugtidrtisation of economic
institutions which are also called second generation reforms have been at the centr
policy approach. Indicators developed by international organisations are in line wii
point of view. Global Competitiveness Indexvdoped by World Economic Forum at
Doing Business by World Bank attach great importance at business environme
environmental conditions.

Those policy recommendations considered as a part of growth have 2 sided caus
can be said that countsewho have established such an environment are deve
countries and conversely those who have not yet achieved it are developing co
Providing this institutional setting is more likely to be the result than the cause. Ca
possible for develping countries to achieve growth by providing institutional setting? (
it that easy to provide the elements of institutional settig@n taken into account rece
body of research, there are both opponents and supporters of this view. Followtiaited
literature review, relationship between business environment and institutional settir
be discussed and findings of the indicators developed by international organisatic
empirical evidences will be elaborated therein.

Busines€nvironment
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Corporate Image: Ankara Metropolitan Municipality Municipal
Police Department Case Study

Image is an effective tool in establishikgeping and changing relationships. The surv
and development of the organizations which may express themselves properly and
positive impression against the organizations and people that they are in commut
with, becomes easier. The orgaations that seek profit, thus in competition with e
other, are carrying out corporate image studies with purposes such as introduci
expressing themselves, differentiating from others, becoming preferable etc. W
public institutions are neprofit organizations but they pursue their studies in order to 1
a reliable and reputable impression by pursuing their responsibilities against the corr
to which they appeal. As an institution lasting from Ottoman Empire until today whi
rich in value with its historical meaning and background, Municipal Police Organiz
may be specified as one of the institutions that requiregsptession and corporate ima
study the most, on the contrary of being a reputable and respectable insiiuttoa
community. Within this scope, it performs European Union funded project and tr
contact with different sections of the society with its projects specific to disabled cit
consumers and children. At the same time, it carries out studiifferent channels o
social media which is one of the most effective communication tools these
Coordination Board, which was organized with the participation of the municipal
organizations that perform duty in the different cities and cosiatier urkey, is supporte
by studies such as Municipal Police Workshop. In this way, various fields that are ef
in the formation of the corporate image are simultaneously used and a positive imp
is tried to be formed on behalf of all orgartinas. In the case stugdihe specified project:
and other activities are tried to be explained in detail.

Corporate ImageCity Police,Municipal Police Organization
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Neuromarketing: Improvednderstanding Of Consumer Behavic
Through BrainBased Neuro Activity

Neuromarketing: Improved Understanding of Consumer Behavior Through-Baard
Neuro activity Sami Alsmadi (BA, MBA, Ph.D.) Professor of Marketing Faculty
Economics & AdminSciences Yarmouk University Irbid Jordan 2019 Neuromarketin
Improved Understanding of Consumer Behavior Through BBaised Neuro activity
Abstract Recently, there has been a growing interest in exploring consumer be
directly through examining maraditional, braifbased, approach, which draws heavily
the basic knowledge of human neuroscience. This multidisciplinary approacl
developed over the past 30 years into a new marketing topic, known afterwa
Neuromarketing. This paper examirtee relevant literature to provide insights into !
potenti al for i mproving our under st a
responses directly through observing bila@sed neuro activities rather than relying meil
on traditional methods of exanmng perceived consumer behavior. This approach, kn
as ANeuromar ketingo, invol ves tracing

using Magnetic Resonance Imaging (MRI) technology. The paper also provides a gt
to marketers and conswer specialists for better understanding of consumer respon:
various marketing activities. Neuromarketing seems to offer an opportunity to te
effectiveness of advertisements before spending huge money on promotion. It
business more integent. Given the scope and nature of the scientific literature or
topic, however, this paper does not go in details into the neuroscience field but
focuses on the functionality of the <c
consguent responses. Practically, both traditional and nontraditional methods of me
consumer behavior are viewed as complementary rather than substitutes. Ke
Neuromarketing; consumer behavior; Brain activity; Neuroscience.

Neuromarketing, Consumer Behavior
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Emerging Transformational Products: A Strategic Conceptualizi

The emerging domain of transformational marketing suggests that individusds@aties
appreciate consumption practices that help them grow and improve. This research ¢
some of the potential contributions of the discipline of design in develc
transformational goods and services. Following an analysis of several sulcerasiples
of transformational marketing worldwide, a series of product design principal
facilitating customer transformation are identified. A conceptual model present:
classifies those principles based on their potential roles in creating &athcerg a)
individual and b) collective transformations. Theoretical and managerial contributiol
discussed.

Transformational Marketing, Product Design, Customer Transformation
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A Study For Measuring The E&ffc t s Of fi Wor
Mar ketingo Acti viti e-Speédraif
Passengers

Due to the rapid developments in recent information technologies, the distance between
shortened and communication becomes easier. Astage, the fact that there is no commer:
gain concerns in all kinds of information and advice coming from the source of pe
communication of family, friends and ot h
Mout h Communi c atmuaication farm.sThig situatgpn reveafs the strategy ca
WOMM (Word of Mouth Marketing). WOMM is used to provide a reason for people to be al
talk other people about products or services and it is used to make them easy to create.
greaterconfidence in messages that do not have commercial concerns in dataioig process o
products or services to be purchased. Therefore, information and opinions shared by co
through oral communication are quite effective. Firms change theirrgnefss in this directiol
because they observe the effect of consumers on buying behavior from word of mouth m:
which is less costly and effective than traditional marketing.

According to marketing experts, the easiest way to sell a product isltesadhe basic needs tt
consumers identify as sensitive points and the existence of the hidden weaknesses o
psychology. The companies, which set out from the concept of marketing, have tried to m
goods they produce and the services thdgrdhto a brand, from the past to the present. /
consumers have begun to share when they are satisfied or encounter a problems with any
any service that they bought. Now, in the new strategies applied, firms see their customers
buyerand people who market their products to other customers. This strategy will enable tF
of the product and brand to communicate their satisfaction by word of mouth communicatic
thus, the product and brand satisfaction information will spreadlyagand the product and brar
mentioned above will gain superiority over competing products and brands and their sa
increase rapidly.

The HST (High Speed Train), which was first opened on March 13, 2009 between-Enkakai
line and then expaled its transportation network with Kongan k a r a , -KEosnkyiak, e hl
Ankara and Kony& s t a n b-Gpeed Hineg, hreached approximately 45.000.0000 numb
passengers by the end of last year and it increases the importance of passengers'epoéf
transportation vehicles. In this paper, the effect of word of mouth communication on
passengers will be investigated by faodace survey, and the results will be analyzed by S
program and the results will be interpreted.

Organizational Cimate, Perception, Effectiveness, Participatory Management.
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A Research On Social Media Use As A Marketing Tool For Wol
Entrepreneurs

With the widespread use of theternet and smart phones, social media, which has
used intensively for many purposes such as creating a social environment in o
communicating, sharing information, documents and photographs, has also been u
marketing tool. Social medliis a platform that provides participants with interac
possibilities such as profile creation, information, document, video, photo sh
commenting. Social media environments are an environment in which consume
businesses come together easilbhrough social media, companies can reach
customers and increase loyalty of existing customers. Social media, a new marketi
for companies, has become an environment where consumers can comment on the
and services they use and expl#igir intentions or negative ideas. For this reason, it
become important for companies to exist in social media environments, to follo\
respond to consumers' comments, and to solve their problems. Only compani
produce goods and services di nse social media as a marketing tool. In addition to t
enterprises, women who work falime, parttime or housewives in their working life ha
started to use social media effectively by using social media as marketing tools ¢
instagram andafcebook in the sale of goods and services. The aim of this study is to
the obstacles and problems faced by women entrepreneurs in using social mec
marketing tool and to develop solutions to these problems. Qualitative research mett
usedin the research. Qualitative research method is a research method in whic
collection techniques such as interview and observation are collected and analyzec
structured interview form was created by scanning the literature. The data wasdbya
filling the semistructured interview form with women entrepreneurs who sold good:
services via Instagram and Facebook. The obtained data were categorized by
analysis technique. The most important limitation of the study is that interwieresmade
with women entrepreneurs selling only goods and services on Instagram and Faceb
to time constraints.. Despite this limitation, it is thought that the study will prc
significant contribution to the people and enterprises who are pumiuse or use soci:
media as a marketing tool.

Woman Entrepreneur Social Media Marketing
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An Evaluation On Economic Crisis Perception Of Consumer
Buying Durable Consumption Goods

Nowadays, transportation and communication due to technological develomifecttthe
production and consumption relations of countries and accelerate the competition k
countries.Countries are divided into thremategories as developed, underdeveloped
undeveloped countries in terms of their competitiveness in production and service ¢
Competition between developed countries affects undeveloped and underde\
countries more deeply in economic flucioas which leads to social, psychological €
economic crisis in society. These negative developments strengthen the percej
persons that the economic situation is deteriorating; so it lead them to tend to redu
spending. Persons takes measureprepare for unexpected situations, cut their spen
reduce their consumption and protect their current situation. These measures te
persons cause to reduce consumption, stop production, increase unemployment ant
overall economic outlda This situation transforms a chronic problem in develof
countries. This problem leads to more evident reflections in the behavior of pers
developing countries. In this study, it is aimed to reveal the level of awareness ab
differentiation in consumer behaviors related to the perception of economic ¢
Qualitative research method was used in the research. It is a research method of gt
data collection methods such as qualitative research, observation and interview.
reseach, a situation analysis was made to determine the awareness level of cor
about purchasing behavior. Sestiuctured questions were used in the intervi
Interviews with consumers were conducted on a voluntary basis in order to reve
current siuation of the consumers in the interviews and observations with the consi
By analyzing the data obtained in the research, content analysis was done, da
categorically structured and frequency and percentage ratios were determined. The
of the study were discussed in the light of the data obtained from the literature. As
of the research, some suggestions have been expressed in order to shape the cor
preferences and consumption habits of the consumers on their realmesgugeather thau
on the basis of economic crisis perception.

Economic Crisis, Crisis Perception, Durable Goods
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Consumption Habitudes Changed From Traditional Marke
Supermarkets

The physiological needs that form the basis of the hierarchy of needs are the cor
needs for consumersSince centuries, neighborhood markets that meet most of
nutritional needs from the basic needs of consumers have an important role in ~
culture. Along with globalizing consumption habitudes, changing consumer behavi
caused supermarkets be created as competitors to neighborhood markets. Along wi
changing consumer culture, consumers who have been paying attention to the col
"organic" in recent years have turned to the neighborhood markets again and this s
has creat# a chaotic situation between consumers and traditional shopping. In the
neighborhood markets were examined with advantages and disadvantages of super
The neighborhood markets established on certain days of the week can not comp
supemarkets in terms of continuity. However, the district markets, where organic prc
are offered and the alternative is more popular than supermarkets due to th
competitiveness, are preferred to supermarkets. Considering the other possiffiditess
by consumers to supermarkets causing tension between the district markets and coi
the reasons such as consumer preference, traditional or modern cultural asset, pric
product variety have been observed.

Neighborhood Markets, ConsemBehavior, Modern Shopping
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A Model Making a Difference in Retail Sector: A Conceptual Sti
on Omni-Channel Marketing and Historical Development

Today,researches emphasize that consumers are seeking different and innovative ¢
With the development of technology, it has been seen that future consumer expe
and user habits have changed. This situation affects the rapidly changing and dg\
retail sector. All kinds of retailers that meet the needs of the society follow
technological developments and develop themselves on how to apply this techno
their product range. In addition, retailers care about the change and developaestira]
products.

This situation; increasing the costs, but also complicates the business activitie:
confusion requires service providers to turn tcommerce. Retailers have started
perform their sales by providing the easiest accettgetgervices demanded by consum:
With the introduction of ommerce, the period of physical merchandising has start
close and all channels are searched for. All the retailers, who want to say that we
customers, have tried to create tramgd®mn channels to the consumers and on the o
they have tried to develop and increase these channels. Consumers have startec
their needs by accessing the products and services they demand from personal co
mobile devices or tablets. it possible to say that although there is not a full respon
Turkish, the consumer is an integrated method which is offered to have a cc
experience in all channels. Retailers are raising their sales figures by offering a
consumer experienct® create brand awareness and brand loyalty. The consume
access a product that he likes in the shop online or offline or buy a product that
online. Thus, consumer satisfaction is carried to higher levels. Omni channel mar
which is al® referred to as the holistic channel strategy, provides consumers wi
opportunity to understand and analyze the consumer behavior analysis. Busines
develop marketing strategies have the opportunity tmaeket by personalizing th
consumer'shopping experience. In this study, it will be tried to emphasize the impor
of retail marketing for retailers; will be explained with the differences in rmuatiketing
and historical development process will be explained. Examples of integratedekc
strategies applied today will be given to companies that do not use integrated ¢
strategy.

OM-NI Channel Marketing, Holistic Channel, Marketing, Consumer
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Evaluation Of Turkey Health System Performance With Stror
Principal Components Analysis (201Q2016)

The sustainable health system depends orfti@ent use of resources. The effectiven
and performance of the health system in our country is of great importance in recen
The primary aim of the advanced health systems is to ensure that the health
provision that covers all individls of the society can be sustained in a contint
development by using its resources effectively (efficiently) and aiming to be equal in
to health service provision and in a fair understanding of the financing of the servic
aim of this studywas to evaluate the performance of the Turkish Health System by
the OECD data to create an index with a strong principal components analysis. Sinc
of the data used in the study were -@ftright-to-right distorted by years and there we
incorrect end values in the data, strong principal components analysis was used ir
years instead of classical principal component analysis. Nmeé&y health data wer
analyzed. At the end of the process by decreasing the variable, the nineteenaniditbs
in the first basic component describe 90% of the total variance. According to the
values, the performance of the Turkish health system has become negative (bad
20102012 period and positive (good) in the 2€A®BL6 periods. In gendrarurkey does
not take macreize migrations, coup attempts, economic manipulations, etc. i
struggled with problems and is constantly developing from its position in 2010
development of health resources and the development of Turkish healdm:
performance are likely to continue with the introduction of city hospitals projects.
country will continue to continue its development with its industry, economy
manpower and to achieve its goals. However, in order for all these to contirige
necessary to maintain and improve the health of the community.

Turkish Health System, Performance Measurement, Strong Principal Components Analysis
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Role of Internet In Hogistic To Enhance International Trade

With the emergence ofew digital technologieand real time information update a
exchange through webased deices, elLogistics have transformed the traditional mett
of transportation and trade logistics with integrated applications and the use of sc
means to enhance the commercial trading process. Several technologies art
developed to conduct intamtional transactions and keep track of their shipment, v
negotiating with freight companies, retailers and suppliers, the following come into pl
the effectiveness of elLogistics: Data interchange in real time, smart transportation
and intgration of elogistic with supply chain system.

In fact, the essence of all these technological innovations is based on a very old bz
marketing mix. The core of the marketing mix that started in the form of 4P (Product,
Promotion, andPlace) and made 7P (in additiom 4P People, Physical Evidence &
Process) putting the right product or a combination thereof in the place, at the righ
and at the right price In globalized economic life, the fact that the products are at th
time and at the right place in the direction of the marketing mix has increase
importance of logistics day by day.

The increasing importance of technology and logistics has become the focus of i
rather than using internet in logistics aciedt Within the scope of this researcHogistics
activities will be discussed in the perspective of international trade and the importa
the conceptual level will be emphasized.

ELogistic, Smart City, Real Ti me Dat a,
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Determination of Financial Performance In The Retail Trad
Sector With Multiple Criteridecision Making Method

Performance, expressed as efficient service, efficient production and stamina, is ¢
importance not only for the enterprises but also for the investors and the economy
country. Financial performance reflects tiesults of the financial health of businesse:
the specific period. It is not possible to decide on how the financial performance
enterprises should be measured and what are the main indicators of financial perfc
that is the process ofdetaming the operating and financial characteristics ofa firm fi
accounting and financial statements. In this study, the financial performances
enterprises traded in BIST were analyzed through the tables for2B0B3period. In the
study, the calcutad financial ratios of the enterprises were analyzed with TOPSIS m
and the performances of the enterprises were scored on the calculated rates. The |
the analysis of the performance scores of the enterprises in the retail trade sect
examined.

Financial Performance, Retail Trade Sector, TOPSIS Method
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The Factors of Affecting Impulsivi@urchasing in Female
Consumers; An Application in Cosmetic Industry

Today, the cosmetic industry is growing globally. Female consumers buy cosmetic pi
not just only out of need, but sometimes also to reward themselves, to feel likekey
to a certain social rank, or to improve their mood. This type of impulsive, interne
sudden purchase is known in the literature as impulsive buying. Realizing f
consumers6 feelings and their sudd eare
developing certain strategies in this field. The act of impulsive buying may be related
mood of the consumer at a time, or may be triggered by the strategies used by retai
brands. Discounts, loyalty programs, products in front of afdhdecash points, speci
offers, and social media feeds may generate the need to buy impulsively. Th
impulsive buying in this research can be seen in various forms in the literature as
instinctual, or compulsive. In this study, the factaifecting the impulsive buying behavi
of female consumers in Turkish cosmetic industry have been examined. The data
gathered through surveys and analyzed via SPSS statistics software. The resi
suggestions will be discussed.

Cosmetic IndustryFemale Consumers, Impulsive Purchasing
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The Effect of Industryt.0 on Marketing Strategies

The world and humanity have been constantly changing and developing throughout
Especially, developments in the field of industry are the triggers of developments in
fields such as economic operatianethods of doing business, technology, product
consumption and marketing. The first of these developments began with the pres
steam power in the 18th century. During this period, the world began to industr
thanks to the steam power prodan, the hands of manufacturers of small manufact.
have passed into the hands of manufacturers. The second industrial revolution was
with the mass production of oil and electricity being used in production. The third indt
revolution wasexperienced as a result of the rapid developments in the field of eleet
electronics, computers and internet. With the development of information
communication technologies, automation has been achieved in production. Tt
revolution of the mformation society is expressed as Industry 4.0. The concept us
Germany for the first time in 2011 was the beginning of a new era. Industry 4.0
digitalization of industry. This is a very striking situation, as digitalization of a comp.
workplaces and processes has been digitized. With this digital transformation, f
objects and systems will be connected to each other in a common and effective way
new levels may be production, marketing, growth, employment, investments
opportuwnities for the business world. Research has also shown that the most im
economic impact innovations; mobile internet, information systems automation, intel
objects, cloud technology, advanced robot technology, -tireensional printers, suchs
inavosyonlar. Marketing strategies, which are an important function of the enterprise:
changed with the industrial revolutions. First of all, proehartered marketing turned in
consumeicentered marketing and then hunwantered marketing. Otine other hand, ir
the process of adaptation to digital economy brought by digital transformation, it is
issue for the enterprises to transform the high technology they have into comg
advantage. It is impossible for the digital transfornratibat has taken place within ti
frame of all these rapid changes and developments to have no effect on the tra
marketing strategies, methods and techniques of the enterprises. In this study, the
this study is to present the effect of digitransformation which is called as Industrial -
on marketing strategies in conceptual framework.

Industry, Industry 4.0, Marketing Strategies, Digital Marketing
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Learning Organization Concept: Determination of Levels of
Learning Organization Becoming A Study of Private Banks ir
Turkey

The aim of this study is to elaborate the concept of learning organization ahdviathe
level of learning organizations of private banks in Turkey are. For that, firstly the lite
was searched, the conceptual dimension was examined and then the subject of
banks was examined. The concept of learning organization in ¢eaerde defined a
organizations that follow all changes and innovations in its environment, are of
continuous learning and thus continuously increase their knowledge capacity. Bank
considered as learning organizations in the study. In thedworn our country the bank
should be institutions that continuously develop themselves in order to be able to |
better quality and efficient service to the customers. In fact, besides the banks, nowe
is a necessity for all institutions tme open to continuous learning and to develop t
knowledge. In the age of information and technology we are in, it is an important ne:
for all institutions to be open to learning new information and to develop themselves
in this way they carcompete. Learning organizations are those which are able to
conclusions from their experiences, which are open to learning and applying
knowledge, use them to adapt to changing market conditions, and provide training fi
employees for thispurpose. By developing learning capabilities and capaci
organizations that can keep up the developments and changes of their sectors car
success in their jobs. In this study, at least 100 private bank employees will be surv
order to detrmine whether the private banks in our country are learning organize
"Five Point Likert Scale" will be used in this questionnaire. Responses to questionn:
this scale are 1 = Strongly Disagree, 5 = Strongly Agree. As a result of this swrdgy
the subjects such as the education levels of bank employees, information learning ce
and performances, continuous learning, team work, employee compliance
organizational learning criteria will be tried to be analyzed. The effects of mgp
conditions in the bank on the level of employees' learning will be examined. As a
deficiencies in the banks will be determined and solutions will be tried to be introduce

Learning Organization, Team Work, Continuing Learning, Banking
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Personality and Leadership

Although leadership as a word has entered the world literature in the fourth century
been used frequently in the last two centuries. In particulagaheept of leadership afte
1950 has been discussed theoretically, and in recent years it has become a concep
been emphasized by attracting the attention of both administrative and organiz
theorists and practitioners. In many studies,a$ been found that leaders who lead
organization, influence the members of the organization and create a vision pl
important role in organizational effectiveness and success. In this context, the |
characteristics and the factors affectiegdership are examined by many science fie
especially management sciences, psychology, and social psychology. Similarly, the
of personality, which is unique to an individual and which can be defined as all
innate and later acquired giti@s that make the individual unique, is also the subjec
many different fields of science. A lot of research has been done to determine wheth
are common personality traits to reveal leadership. In the first studies, there v
consistent retionship between leadership and personality traits. Nowadays, with
such as the fivactor personality test, A and B type personality analysis, and TCI ¢
which is widely used for the identification of personality, have started to be found
consistent relations between personality and leadership. Considering the different
obtained in the studies on this topic, matelyses of the existing studies were perforr
to obtain broader and more inclusive results. In this theoretical stuggs been tried t
determine whether the common personality traits affecting the leadership by compai
results of the researches which are usedfaegor personality analysis scale, TCI scale
type and B type personality scale. Considering palisonality models and leaderst
approaches examined, it is seen that the personal characteristics of the leader are ir
I n this context, the expression that i
doing but al so igdseen &snap accurate ceprdsentatiorsod personal
having a significant effect on leadership behavior.

Leadership, TCI scale, Five Factor Personality Theory, Type A and B Personality
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#Hashtag Effect in Digital Marketing: Measurement of Intentior
Purchase and Instagram Shopping Example

To provide product awareness, which is foeal point of the rapidly gorwing digite
market network, to create visibility and awareness. Under the conditions of the digit.
social media tools have become an unbearable tool to achieve these goals. Produc
advertisements, tags(#) andeusomments thaat consumers will know by change o
chance social media use are designed not only by consumers but also -bgadimenerce
companies themselves and presented to the consumers. Due to the increasing impa
social media, in this adie, the effects of advertisements, other user comments and te
effect on purchasing intentions of consumers have been investigated and it he
investigated whether or not consumers are conscious of purchasing in line with s
Since the focusf the study was on Instagram, the survey was applied to 915 Inst:
users, but the availability of 905 surveys was provided. The survey was conducted
through Google Forms. In order to evaluate the results of the questionnaire, frequal
perentage distribution analysis were applied for the demographic features and Sl
statistical program was used. Correlation analysis was applied on the variables witt
and depandance analysis. The validity of hypotheses is verified.

Digital Marketing, Instagram Shoppinng, Tags Effect
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The Future Customer Of T
Generationo

Thanks toadvancing technology and advancing science, many concepts are now me
with different definitions. After the internet has entered our lives, numerous change
been experienced in many areas and will continue to be experienced with great
Thanks to the internet technology, which has made the world a small town, there
longer any distances nor limits. The companies dealing with trade are not delayed ur
influence of the virtualized world.-Eommerce activities, which enable compangesarry
out all their transactions over the internet, provided great opportunities for entrepr
and the ecommerce market has started to grow and develop rapidly. When you think
shopping, people who have shoppers in their minds can changenthge by using the
phone, computer or tablet via internet. It has always been difficult to change pt
habits. However, the first generation of the generation of generations known as
generation and the next generation of Z generation to gdttasshopping on the intern
did not take much time. Increasing the quality of the features that protect the cu
rights such as security levels, product supply and returnscofnenerce companies hi
increased the demand for virtual markets. Moreother ability of individuals who shop o
the internet to share their product satisfaction quickly and effectively in the sam
increases the customeustomer interaction. The-eammerce company executives
constantly updating themselves with amltsthat help customers increase their confide
in the product, such as commenting, scoring and chatting. The aim of this stud
investigate how the -8earold Alpha generation, which is now the oldest of the dic
locals after the Z generation, wile related to virtual markets. In this context, the stu
on virtual markets and the alpha generation were reviewed and the literature revie
done and the shopping rates on internet taken from statistical institutions were evalu
the light ofall these findings, the level of virtual markets should be discussed in the
10-15 years. Furthermore, it is tried to predict the viewpoints and usage rates of
generations, which are new concepts in the literature, to virtual markets.

Virtual Market, Alpha Generation

20



<<< I B E M 8 I1. International Congress of
Business, Economics and Marketing

www.ibems.org 18-20 April 2019 - Istanbul

Hil al S GKi K & r & Ktvarsitg PhD Candidatehsciftci@gmail.com
Cihat KARTALT Kér é k k a | e-dricihat katal@yalog.com
Teée¢l i n DURWEK AN K al et-dwukan@hetmad.corh y

Stress Resources Of The Employees In Banking Services
Determination Of The Stress Resources Of The Employee
in Ankara PTT

The share of the service sector in the world economy has increased especially in3(e
years. As a matter of fact, the labor force working in the service sector in our c
constitutes more than half of the total labor force ratio. This ratio also indicate
increasing importance of the service sector and the stress issue olisehedmployee:
in this sector. There are many pens in PTT tolls that provide services in the Posta
and Logistics fields, which increases the workload for employees. The numt
transactions in the tolls, especially in monetary transactions,uite diigh. These
redundancies and monetary transactions trigger stress in box office workers a
pressure on employees when evaluated with other sources of stress. There
developments in information technologies and some routing activitiemdiing these
transactions with these devices. Many transactions that can be made from the cou
be made via ATM and Interactive Mail Check (IPC); In addition, in the-paxgio area, the
efforts of directing the services received from the toll botdhke technology products a
observed with the Kargomatik application, which can be taken from certain points
cargo receivers up to a certain amount and size.

Within the scope of this study, the stress sources of the personnel working
healquarters and branches of the PTT in Ankara were determined. For this purp:
Mayerson Stress Source Scale owas use
SPSS 20.0 program. In this scale; stress donors; "social de stressors caused b

rel ationetf el gr estedtfi on" (relatetd adam stréssors framet
interpretation of the information refl
stressors, including physics, noise and air pollution from the envimnmefour basic
groups.

Stress Resources, Banking Service
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Effective Online Marketing Techniques

One of the most prominent features of our age is the accelerated lifestyles. Th
important factor causing these lifestyles is the developments in technology. The
progress in technology influences all individuals and consumers and all the social ar:
concern them. In this respect, the world of marketing should be able termassumel
lifestyles, perceptions and emotions that are undoubtedly changing and transforming
the oldest marketing approach, where consumers' needs are shaped by the prodt
impact and the contribution of technology to the present worldchmis evolving to the
marketing approach aimed at meeting the demands and needs of consumers in the |
is great. As a matter of fact, internet, computers and smart phones have enabled bt
to reach consumers more quickly and easily and hantibuted to the emergence of ne
generation marketing methods. Digital media, which is the area of online marketing,
easy access to information, product and output. Therefore, businesses should be
follow and use the technology closely irder to take place in the market where ther
excessive information loads, product variety is increasing rapidly and there ar
competition environments. Businesses, regardless of what online marketing techniq
are using, must keep up with tiperiod they are in and fulfill the requirements of
period. Otherwise, it is not possible for businesses to protect their assets. In the
study, the most effective online marketing techniques used today and the purposes
use will be explmed with examples. The aim of this study is to determine the
effective online marketing techniques and to contribute to the related literature. In ac
another aim targeted in the study is to evaluate the measures that can be taken by
the missing aspects of the most effective online marketing techniques that the bus
can use.The most effective online marketing techniques used today are social
marketing, display advertising, email marketing, search engine optimization (SBQe |
marketing, affiliate marketing, pay per click (PPC) advertising, viral marketing, elect
custumer relationship managementCleM), blog marketing and marketing automati
can be listed as. As a result, it is thought thatbihginesseshat will take place with ar
effective strategy in the online arena will be more successful when they combi
options such as creating the right content, using the right visual use, actively usi
networks suitable for them, creating safe online environmeuitis effective online
marketing techniques.

Marketing, Internet, Technology, Online Marketing Techniques

22



<<< I B E M 8 I1. International Congress of
Business, Economics and Marketing

www.ibems.org 18-20 April 2019 - Istanbul

z Technical Uni v

Tuj ba DEBMKRE
déz Technical Uni v

e
Tolga AKSOYT Yeél dé

The Review of Financial Literacy:@d& Technical Univercity as a
Example

The Reviewof Financial Literacy: ¥d& Technical Univercity as an Example ABSTRA(
Nowadays, fast developing technology increases the variety of financial instrul
Therefore, individuals need to have more information before they make a decisio
increasen the financial knowledge level of individuals provides them more savings
give them the ability to make more solid decisions. Thus, individuals effect not
themselves but the society as well by increasing the level of their own financial lit
The behaviours of univercity students on this manner attracts more curiosity cons
the fact that their effects on the near future is relatively higher than the other individ
the society. This study 1 s f osrsamplds frans 1(
di fferent faculties and the | evel of
Questionnaire fundamentally consists of 7 sections, which are Economics and F
Private Banking, Pension and Insurance, Financial $ableestment, Tax and Legislatic
and Mathematics and Calculation of Interest, and 38 questions. Questionnaire ¢
evaluate the knowledge level of budget, fund management, financial decisions &
choice of financial instruments.

Financial Liter ac vy , Financi al Behaviour, Yel de
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An Assessment On The Relationship Among Consumption, Pr«
Disposal And Happiness

In marketing science, it is argued that incoatene does not guarantee happin
and that consumed goods and services consumption types are effective in the hapy
the individual. However, it is seen that researches about consumer behaviors are
more on the prpurchase behaviors, and pgsirchase behaviors have relatively lit
interest. In this study, in addition to consumpetion, the relationhips among ¢
orientation, the types of product disposal and happiness are discussed. Within the
the study, firstly the concept of piness and the main factors affecting happiness
explained. Then, researches on the role of consumption on happiness is examined.
trashing, recycling, repairing, selling in second hand, gift and donation behaviors as |
disposal behaviorand saving orientation is explained and possible relationships of
with happiness are explained. At this point, it is argued that saving orientation,
expresses the given importance of individual in life to savings, can have a role in the
of product disposal behaviors on happiness. At last suggestions are developec
researches.

Consumption, Saving, Product Disposal, Happiness
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Green Marketing Perception @Gfenerations And Green Purchasi
Behavior: Research In The Western Mediterranean Region

Green marketing is the whole of marketing activities that aim, plan and manage, ¢
from raw material supply required for production, designemyironmentally friendly
products, and conducting processes that extend to the end of the product's
environment friendly.

In this study, the perception of green marketing activities by X, Y and Z generations,
are thought to constitute todagsciety in general, and the green purchasing behavi
these generations will be emphasized.

Within the scope of the study, the literature focusing on green marketing and
purchasing behavior will be scanned and then communication withXth¢é and Z
generations living in three provinces (Antalya, Burdur and Isparta) in the We
Mediterranean region will be started. The outputs obtained as a result of the resea
shed light on the green purchasing behavior of the generations hrglide the sectol
representatives working in this area.

Generations, Green Marketing, Green Purchasing Behavior
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Wehicle Rotation Problem In Personnel Transport Services

Transportation (logistics) services are an important part of staff support activities
provision of the transportation activities of thmersonnel and the transportation
accordance with the requirements of the company management and personnel ' wis
can only be done with a very wa4linctioning transportation service. For this reas
personnel transportation services, which anesmiered to be very important functions
terms of personnel support activities in enterprises, need to be carefully planned, co
and coordinated. In this study, tool rotation problem and results developed for pet
transport services of an enprise were studied. The management of the company rec
the selection of the shortest and most appropriate route for personnel service vehic
loading capacities of the vehicles used in transportation, road conditions, c
conditions, depenndg on the personnel, and the maximum benefit of passenger capac
the current situation, the company provides the transportation services of its personi
45 vehicles. These vehicles bring the staff to work at 7:30 am and move from oper:
17:30 pm and take the staff home. In the study, the amount of fuel consumed by veh
the basis of AYTLO and on the route
problem was created as the problem of determining vehicle routes to be foliomefur
moving points that do not exceed the capacity and distance constraints connecte
central node in order to minimize the total distance travelled by all vehicles. As a re
the solution, the company can carry its employees in lesswithdess fuel consumptior
Transportation costs have declined by 8%. The satisfaction of the staff has inc
According to the results, severttyo stops from four regions and foifiye vehicles carry
all personnel.

Personnel Transportation SereicVehicle Rotation Problem, Transportation Planning
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Gamification Concept: Theoretical Framework And Case Stut
FromTurkey

Gamification is the application of gaming mechanisms togaming activities in order t
change human behavior and give them new skills. Gamification is a new concept
world. It is seen that the concept has an increasipgrtance after 2010. Gamification h
an increasing importance in the business world. It is made more attractive by chang
element of play and changing the perception towards it. To give an example

commercial sense; gittigidiyor.com user fileopoint system is an example of gamificatic
The points earned by the user with the positive comments indicate the progress
points. The element of the month in retail stores is another example of gamific
Employees wish to reach the besagd in the list without any obligation. This gives f
company high efficiency. In addition to all these, the business world also develops di
miodes. Many techniques have been applied, such as giving gift points, badges, ai
applications.In tls research, the concept of gamification, which is used in different are
research and which has recently concentrated the attention of the researchers
studies, has been examined theoretically in order to be a guide fort he institutionarth
to use this application. Game elements, types of players, game design process e»
yemeksepeti.com game that uses gamification to be implemented in Turkey to ha\
examined in terms of game design elements.

Game, Gamification, Game Design
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Pension Scheme Management and The Perception Of C
Servants In Ogun State

The research investigated the past and present pension scheme administration in O
with the aim of assessing tihmadequacies of the old pension management practice anc
the new pension regime has been able to address such inadequacies. The st
descriptive survey. A multistage sampling is conducted to sample the opinion ¢
selected senior civil servanégd pensioners in Ogun State. Sidveloped questionnait
and personal interview were the research instruments. OLS regression is the analytic
for the study. The study found no significant difference in the outcome of the old an
pension reghe in Ogun State as most of the inadequacies have not been add
Funding pattern in the new pension act has not significantly brought relief to pensio
Ogun State and The new pension regime has not significantly managed the flaws in
recads and disbursement in Ogun StatealRie (0 > p < 0.05) indicate that the fundi
pattern and pension records and disbursement are statistically significant to de
effective pension management. Guided deregulation of the scheme is recommel
allow a level playing ground for the major players in pension scheme management
State.

Penson Scheme Management, Peroapt
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Classification Of Foreign Exchange Rates With Mad&zonomic
Indicators Of Selected Countries

The macreeconomic effects of exchange rate systems are one of the most discusse
of economic theory. In a country, the direct or indirect effects of the current exchan
system on economigrowth, foreign trade balance, inflation, unemployment, mone
policy and productivity are discussed in theory. Based on the detailed classification
exchange rate systems of the IMF, Fisher classifies the exchange rate systems as
These ee fixed and floating exchange rate systems and intermediate exchange rate
between these two. In this study, it is aimed to investigate whether there is a differ
the classification of macreconomic indicators of selected countries and foreixchange
rates. In this study, the relevant literature, the explanations of the methods and data
the experimental findings were given respectively. In the present study, the perc
changes in imports and exports of goods and services, amdtib of public net borrowint
and current account balance series to GDP were used for selected countries in 20:
the study performed box's m Test and found that covariance matrices of the grouj
not homogenous. For this reason, multiple sqgga di scr i mi nat i on
performed instead of multiple linear discrimination analysis from decomposition an:
As a result of the analysis, it was concluded that the exchange rate systems were ¢
by 52.6% with the six variables seted representing the macr@conomic indicators o
the countries. According to the results of the study, 55.6% of the 18 countrie
implement fixed exchange rates in the first Group (10 countries), 27.5% of the 69 co
that implement intermedig regimes in the second group (19 countries) and 72.1% c
86 countries that implement floating exchange rates in the third group (62 countries
classified correctly. According to these results, the macroeconomic indicators of co
applying foating exchange rate systems make more accurate classification.

Exchange Rate Systems, Ma&woonomic Variables, Discriminant Analysis
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Do Your Decisions Belong To You? One Of The Important
Techniques Of Guerrilla Marketing: Dark Marketing

With the changing and improving technology and the framework of society, the
"marketing" has started to undergo some alterations, too. Every technological perioc
own marketing definition. Marketing, at first, appeared with marketing 1.0 and ir
period researchers centered in products were made. Marketing 2.0 tiaphaged after
decades, has focused on consumers. With the improvement and introduction of tecl
in individuals lives, the focus of the marketing has moved to the people and the
Marketing 3.0 has appeared. In the process we exist today, witlhyrelpanging trends an
technological improvements,marketing has turned its attention to the human senses
mentality of the new period, through the perspective of the marketing 4.0, develoy
have started to be followed and to be practiced wrthis study, we will focus on dar
marketing. Dark marketing is a widely preferred marketing practice, especially i
digitalizing world, with increasing competitive environment and government bans.
marketing concept is a guerilla marketing apgtdiien that has similarities with marketir
applications such as Undercover Marketing, Stealth Marketing and Buzz Mark
Businesses in the light of dark marketing concept; the works carried out to place goc
/ or services in the subconscious ofiinduals by means of persons who are recogni
and followed by a famous figure or society. In the light of this marketing con
businesses and marketers should pay attention to; It is done without realizing tl
applied marketing activity is feltsaa marketing activity. The purpose of dark marketin
to sell the product to the customer in accordance with the wishes and / or needs
individuals or in a way that will give them a request / need. Dark marketing activitie
used from past torpsent. It was mainly used for alcoholic products for tobacco
tobacco products that banned from marketing and advertising activities in our coun
in the world. Nowadays, it is started to be used and preferred in many fields togeth
developng, changing and transforming technological developments and social structt
our study, we tried to explain the dark marketing concept and its applications, whi
mentioned in more examples. In addition, we have tried to explain the concepkc
marketing, which is a new and effective marketing for both our country and the
businesses and personal brands.

Dark Marketing, Guerilla Marketing, Marketing
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Investment And Financing Problem in
Turkish Shipbuilding Industry

This study has basically two aims. First, to draw attention to the fact the
shipbuilding industry between marine industries is one of the most important sec
improve our seafaringrhe second aim is to underline thia¢ knowledge, experience ai
international success gained so far should be supported by the state and the privat
to address the issue of investment, the difficulty in access to finance and the need to
financial barriers to the sector.

Sine marine industries are generally considered in terms of income gene
sectors; shipbuilding industry is one of the most important actors in the maritime sec
this study, the current situation of the shipbuilding industry and the activities
development of other countries in this field were examined. In addition, the dei
supply, incentive and cost issues in the industry were mentidhedoroblems of resourc
allocation in terms of ship investments and financing of firms in the produsgicior were
tried to be put forward.

The subject is supported by a field study thke importance of investment at
financing for the shipbuilding industry. Survey method was used as data collectiol
The evaluation of some investment and financing @safs was requested from soi
member companies managers afKish Shipbuilding Sector Association, which represe
a large part of the Turkish shipbuilding industifre questionnaire also includas open
endedquestion and onmultiple-choice questiofior the future ofthe sector. The finding
show that the financing problem is at the top of the sector's needs. It is notewort
access to finance should be easier and that reducing financing costs will pave the
investments. It was emphasizétht the development of shipbuilding industry should
adopted as a national policy.

It is hoped that the analyzes, results and recommendations in the study will cor
to the shipbuilding industry and will be a resource for similar research.

Maritime, Marine Industry, Shipbuilding Industry, Investment and Financing Problem
Shipbuilding Industry
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The Effects Of Knowledg8ased Assets And BusineSgapabilities
On Organizational Performance: A Research

This is an empirical study which aims to determine the effects of knowlsmiprl asset
and business capabilities on organizational performance The study was conducted |
guestionnaire method in 180 manufacturing businesses operating in the city ce
Antalya province. In the study, model test was conducted with partialdgaate method
According to the obtained findings, it was observed that knowlbdged assetsas a
direct and positive effect on business capabilities. Furthermore, it was observe
knowledgebased assets and business capabilities have direct and positive eft
organizational performance. Therefore, 3 created research hypotheses wasdaand
research model that was created was completely confirmed. According to the ol
results, it was observed that having important knowldsged resources by the busines
is an important strategic asset which contributes both in the improveshdnisiness
capabilities and organizational performance. It should be kept in mind that this stuc
conducted under certain limitations. The most important limitation was that the stuc
conducted only in the manufacturing businesses of Antalyammewiue to time and co
limitations. Since this study was not conducted in manufacturing businesses ir
provinces, the generalization of these results was prevented. In the future, different
can be obtained from the studies that would be wcted in manufacturing businesses
other provinces and those results can be compared with these.

Knowledge Based Assets, Business Abilities, Organizational Performance
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Visual Publishing Business Investmegistablished in Turkey in
The Context Of Public Diplomacy

In the 1990s, nebi ber al policies influenced
opi ni ono, sthtée powersdnrirgernational relations, became effective an
conceptblbifcidi pl omacyo became widespre
With the concept of public diplomacy; it is desired to change the perception of the te
societies with information, culture and media tools without any necessity. Witl
development of the public diplomacy contefhe most important media of the me
industry has been the visual broadcasting enterprises, the power of diplom:
international relations. Because it is aimed to transfer the messages correctly and 1
the masses with the Asoft power o feat
The aim of this study was to examine television investment in Turkey, which is us
visual business and public diplomacy. After the establishment of Prime Ministry F
Diplomacy, Turkish Radio and Television Corporation (TRT) costs of its newisen
investment, business structure were investigated. The administrative, financial,
resources and organizational structures that the institution changed after these inve
were evaluated.

Multiple data sources (balance sheet, statisticgumients, activity reports etc.) we
analyzed by qualitative research methods. With s#mrctured interviews, the subject w
tried to be clarified.

The results showed that; only public television company in Turkey has opened for
diplomacy. These enterprises were found to be-profit organizations that financ
operating costs with the general budget of the TRT. Although these enterprise
contribution to broadcasting in Turkey, shortcomings have been identified in theieds
structure.

Media, Public Diplomacy, Visual Broadcasting Business Investment
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The Effect of Organizational Climate &mtrepreneurial Orientatio
in the Context of Extraversion Personality Characteristics

While the elements of competition are getting more and more concentrated in the
world, enterprises that want to keep up with this struggle and try to madotatinuity and
design their structures according to innovative and entrepreneurial characteristics.
point, the most basic action to be made is to create a workforce that has entrepr:
spirit or entrepreneurship and / or to include employedéh wthese qualifications
Employees with an entrepreneurial spirit can only produce results that make a difi
when it is combined with a supportive organization climate. In the identificatic
employees with an entrepreneurial spirit, the personaiaits of the employees ai
undoubtedly the decisive factor. When we look at the definition of entrepreneurshij
stated that entrepreneurial people are able to influence the people by establishir
sentences thanks to their verbal abilitieghhenergy, extroverted, brave, ambitious :
persuasive people (Gencg¢r, 2011:6) . T
will be more prone to entrepreneurial orientation. In the definition of entrepreneurshi
inevitable that people wh entrepreneurial orientation have high levels of innovat
taking risk and foresight (Miller 1983:2, Covin et. al., 1989:77). Our developing co
has important future goals, depends on the achieving of this leap and the added valt
employeesvho have this spirit and the organizational climate which will make this ¢
sustainable. From this perspective, the main purpose of the research is to examine t
of organizational climate on entrepreneurial orientation in the context of andumal's
extraversion feature. The population of the research involves employees of a b
operating i n the information technol
Technical University. In this respect, the number of participants includé istudy was
175. Questionnaires were conducted during the data collection process. The quest
consists of three scales. Organizational climate scale part developed by Bock et. (2C
Coda et. al., (2015) and the entrepreneurship orientatee part was prepared by Cov
and Slevin (1989). Validity and reliability analyzes of both scales will be performe
order to determine the extraversion, The Big Five Personality Scale which was cre:
Costa and McCrae (1987) was used based opdhsonality scale which the validity ar
reliability study will be evaluated by Somer et. al., (2002).

Organizational Climate, Entrepreneurship Orientation, Outbound Personality

34



<<< I B E M 8 I1. International Congress of
Business, Economics and Marketing

www.ibems.org 18-20 April 2019 - Istanbul

Cemalettin AKTEPE Ha c € B a yUnigemsityV e | i
Hil al Sgkikér eKkEdl e Uni v e rhsciftd@gmail.eomD  (

CRM Applications In ELogistics Activities And Determinant
Of Customer Satisfaction

For firms, the basic way to be different in the perspective of customer relatic
management is to provide customer value, customer loyalty and customer satisfact
provide all these elements is now possible not only by utilizing technology but al
integrating with technology at a high level. Utilizing technological developsnén
possible in many sectors very quickly. The continuity of the firms, while the technolc
focused on the customer, the fAhuman f
focus. In other words, an enterprise that has achieved customer kydlhas been able
be technologyoriented must be able to implement a strong customer relatio
management practice to place it on a sustainable basis. In the last 20 years, the iner
commerce activities and the economic and technological @awelnts in the global sca
and the °deme electronics sadece of t|
payment, but also in many stages in the realization of a commercial activity. Fro
point of view, the dogistics sector has plagiean important role in customer satisfaction
an electronic commerce transaction. With the integration of information proce
technologies into logistics activities, expectations regarding customer satisfactior
increased. In general, the main etaetinants of customer satisfaction ifdogistics have
been accepted aspayment, dracking and the design of web pages (ease of use
addition to these, otherlegistics areas such as distribution rate, personnel service q
and delivery time oproducts are also determinants of customer satisfaction level. i
study, epayment, €ollow-up and web page design (ease of use) factors, which ai
main determinants of customer satisfaction Hlogstics, have been tried to determine
what tent they affect customer satisfaction. For this purpose, a survey was con
among consumers aged between 19 and 50 years living in Ankara and benefiting fro
logistics activity at least once. The first part of the 4vest questionnaire consistd
different personal and demographic variables. In the second part, the relationship k
information communication technology (ICT) consisting epayment, dracking and
website design (ease of use) with customer satisfaction and the intenhbisyrefdtionship
has been tried to be determined.

E-Logi sti cs, Cust omer Rel ationship Mar
Technologies (ICT), Customer Satisfaction
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The Effects Of HealtiConsciousness, Environmental Concern
Product Safety, Social And Personal Norms On Consumers Or:
Product Purchase Intentions

Chemical additives and inadequate agricultural methods have been used during prc
in order to respond to the agriaual product demands of the rapidly growing wo
population and to obtain more products for this purpose. This has led to an increas
amount of products obtained, but accompanied by serious health and enviror
problems. Since consumers are eavaf this negative situation, they demanded prod
that do not contain additives and do not harm human and environmental health and t
organic product market, in which organic products are produced and sold, has been
many previous studg it has been determined that consumers demand organic produ
to reasons such as healthy living and not harming the environment. The aim of this ¢
to determine the effects of health consciousness, environmental concern, product
socialand personal norms on organic product purchase intention and whether the p
intention has a impact on actual purchase and repurchase intention. In this cont
sample to be used for the research is determined as the consumers who are |
Gumushane and buy organic products. The survey form which was formed with
framework of the research was applied fatte face between 24 December 2018
January 2019 to 473 consumers |living
the andysis after the elimination of 41 incomplete and incorrectly filled questionnaires
data were analyzed by SPSS 21 and Structural Equation Model (AMOS 24) and
determined that health consciousness, product safety, social and personal norr
positive effect on organic product buying intention and also organic product b
intention has positive effect on actual purchase and repurchase intention. In a
according to the another result obtained in the research environmental concernascto
effect on purchase intention.

Organic Product, Health Consciousness, Environmental Concern, Norms, Pui
Intention
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Effects Of Visual And Verbal Sharings Of Instagram
| nfl uencer s OnBraBd Astituadk Arglw é
Electronic WordOf-Mouth

With the advent of internet networks in our lives, the developments in communi
technologies have enabled social media platforms such as Facebook, Instagram anc
to gain importance. Thienportance of social media platforms has led to the emergen
influencer who are known as the celebrities of the digital word and have thousands
millions of followers. In particular, the visual and verbal content messages shai
Instagram infuencers are monitored and shared by many users. Thus, the Ins
influencers increase the number of followers. This situation attracted the attention
brands and they started to communicate with the consumers and contint
communication througthe influencers on these platforms. Therefore, brands aim to «
the behaviors of consumers such as interest, attitude, purchase and message st
using the Instagram influencers. In this study, it is aimed to determine the effects
visual and verbal contents of the Instagram influencers in relation to any brand, on
switching, brand attitude and the intention of electronic word of mouth marketing
research sample was identified as Instagram users between the ages of 18 andr38s
the Y Generation. An online questionnaire form was applied to 520 participants be
15.11.2019 and 22.11.2019. However, 484 questionnaires were included in the ¢
because some participants did not use instagram and some questionnairesongrkeia
and incorrect. The obtained data were analyzed with SPSS 21 and Structural E
Model (AMOS 24) and it was concluded that while the visual contents sharing of Inst
influencers had positive effect on brand attitude, brand switching aottoglie word of
mouth marketing, verbal contents had negative effect.

Social Media, Influencer Marketing, Instagram, Visual Content, Verbal Content
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Examination Of Customesatisfaction Elements On Social Medi
Reviews About Hotel Enterprises

Social media is a widely used communication tool by enterprises and individuals in
years. Enterprises actively exist in popular social media tools like Facebook, T
YouTube, Instgram, etc and creates own corporate accounts. Corporate social
accounts used as an effective tool for increasing interaction between enterpri
customer. Also hotel enterprises is actively use their social media accounts to m
annourement, give wpo-date informations, share pictures, videos and other con
about hotel. Customers are follow the various corporate social media accounts ¢
enterprises and share service experience reviews wtih hotel and other people
satishction and dissatisfaction. The aim of this study to determine the customer satis
elements on reviews which commented on corporate social media accounts o
enterprises. 460 customer reviews on corporate social media accounts of five ssanf
Marmaris were analyzed by content analysis method. By analyzing the previous
about customer satisfaction at hot el
hotel Facebook pages general satisfaction elements was determined. MAXQUDQ#ACAr
Pro qualitative data analysis program was used to analyze, code and classify of d:
similar satisfaction elements obtained from customer reviews analyses classified t
and sukcodes. According the research results, the most frequenthessaqal satisfactio
core elements on customer reviews are respectively staff, foods, other, guest roon
facilities, service quality, location and drinks. Under the staff core element, being
gentle, respectful and being smiling selements wth under the foods core element, ta
delicious and sufficiency of food types selements was determined the most impor
satisfaction elements at hotel enterprises.

Customer Satisfaction, Hotel Management, Customer Reviews, CAntdysis
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Mutia Sobihah Abd Halini Universiti Sultan Zainal Abidin, Malaysia

Exploring Spiritual Tourism Indicators for Sustainable Tourisr

This paper presents the study being conducted to develop spiritual tourism indicadostdmable
tourism development. The main purpose of this paper is to investigate the characteristic, crit
concept of spiritual tourism from the perspectives of tourism supply and marketing. An explc
research based on-itepth interviews withexperts qualifying were conducted across Turkey
Malaysia. The survey in phase two will be distributed to 100 tourists in Istanbul, Turkey and
Kuala Lumpur, Malaysia for pilot test. Phase three, case study will be conducted at five ¢
Turkey and five cities in Malaysia to conformity of the indicators. The main contribution o
study is this study will be the first ever study which is not only helping Turkey and Malay
sustain its tourism development but as well as to developntligiduals or tourists weleing
through the balanced development of mind, body and soul. This study also to formulate ¢
tourism framework and design spiritual tourism indicators for the sustainable developrr
Turkey and Malaysia tourism inding.

Spiritual Tourism Sustainable TourisnTurkey Malaysia
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The Impact Of Hotel Green Practi®sn Consumer Attitudes:
A Perspective Based On Consumer Skepticism

The impact of hotel green practice on consumer attitudes: a perspective based on ¢
skepticism To meet consumer sd& (gr e e rdevalopmest,
more and more enterprises are carrying out green practice, especially for hotels. The green
of hotels can be divided into 2 broad categories. One is green practice of increasing or redt
cost of enterprises, and the otherrisan practice of increasing or reducing the consumption cc
customers. Some scholars have pointed out from the attribution theory that consume
speculate onthe publcer vi ng moti vation of companies
pradices are to protect the environment. While on the hand, it is also possible for consul
speculate on the motivation of firgerving, believing that the green practice is to gain more pr
and doubting the motivation authenticity of green practidefortunately, the existing resear:
seldom considers the &effect of green pr
Therefore, from the perspective of consumer skepticism, we examine the impact of hote
different price imagesonconsemn s 6 atti tudes towar d h eotiemted
green practices. The results of two experiments show that compared witpriciglimage hotel
low-price image hotel will lead to higher consumer skepticism when adopting the gredrepré
reducing Hotel cost. However, there is no significant difference in consumer skeptici
environmental protection between lgwice image hotels with low price and high price wt
adopting the green practice of increasing enterprise costs. Nelesghif the cost of green practi
is passed on to consumers, compared with-pigled hotels, lowprice hotels will lead to highe
consumer skepticism when adopting a green practice of increasing consumer cost. Whil
adopting green practices toduee consumer costs, hotels with low price will lead to lo
consumer skepticism than the hotels at a high price. This research extended consumer sl
theory into hospitality field and contributing to the research of green marketing.

Green Practte, Consumer Skepticism, Consumer Attitude
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The Effect Of Information AndCommunication Technologies (ICT
On Unemployment: An Application On Turkey

Information and Communication Technologies (ICT) is one of the most impc
technological developments affecting human life. These technologies can play

important role in economy because of the ability to reduce the cost of production. F
reason, it is important to investigate the impact of ICT on economic indichtothis

study, estimates are made using the Delayed Distributed Autoregressive. )(/ARidel
method with annual data from 1980 to 2017. Thus, the impact of ICT on unemployn
Turkey has been tested. According to model predictions, the effect of short term ICT
unemployment rate is positive in the current period and two semesteraegative in on
and three years. while This effect is 3.4 and 2.8 in the current period, it hast$eand-

4.8 respectively after one and three years. Therefore, the impact of ICT on unempl
in the research period has changed with the yeathe short term, and this effect

positive in the long run.

Information and Communication Technology (ICT), Unemployment Rate, Delayed Distr
Autoregressive Model (ARDL), Turkey Economy
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A Conceptual Study on the Perception Organizational Effective
of Leader

The consequences and effects of intense competition after globalization, the pressur
employee and the stress created by it canteenal conflicts.Such a situation is one of tf
important factors that decrease the employee productivity. In this sense, it can be <
organizational climate is a key concept for organizations in reducing the stre
employees and increasingeth efficiency. Also, the organizational climate; it is believ
that the leader contributes to the perception of effectiveness created by the orga
with its many roles such as its role on the employees, pointing to the \&lués
organization,distinctive and continuityln this study; In the context of organizatior
climate, it is aimed to examine conceptually the factors on which the perceptions
leader within the organization are based. According to this purpose; the percep
leadership with a participatory management approach that stands out in the provi:
organizational climate points to the importance of the study.

Organizational Climate, Perception, Effectiveness, Participatory Management.
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The Role Of Firm Market Orientation On The Relation Betwee
Customer And Selling Orientations Of B2B Salespeople And Tl
Creativityin Sales

In B2B environment the role of sales has become providingustomers with tailoret
solutions instead of just presenting the products or services and negotiating the pric
diversity in customerso6 needs and wan
the customers and many organizations focus rameasing creativity in sales both
individual and corporate level. The purpose of this study was to study how firm n
orientation influences salespersonos

relationship with creativity in sales. brder to evaluate the research model, a question
was developed by gathering scales which were reported as valid and reliable in p
research and applied as an online survey to B2B sales professionals. The da
analyzed with partial least ggresbased structural equation modelling (PEEM)

procedur es, using SmartPLS. The findi
has significant effect on creativity in sales. Furthermore, as a result of the study
found outthatfirmmak et ori entation influences

positively rather than their sales orientation. These results may lead to imf
implications for the effective implementation of strategies by organizations in bu:
markets and ab inspire researchers in marketing for enhancing the understanding
additional studies.

Firm Market Orientation, Customer Orientation, Sales OrientatiGreativity in Sles,
Salespeople
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The Factors Affecting Demand For Housing Loans In Turkey

The aim of the study is to reveal what factors and how that affected the demand for |
loans in Turkey. Inthestudy, firstly, the existence of long ahdrtterm relationships
between variables are investigated through the Augmented Grange rCausality Test t
Johansen Cointegration Methodand Vector Error Correction Model (VECM).
investigated through VECNdased impaetesponse analysis and vart& decompositiot
how housing loans are affected. The study coversthe period 20120181 12. The
variables included in the model are housingloans, weighted average interest rate af
housingloans by deposit banks, unemployment rate, consumederwedi index and th
house price index. Johansen cointegration findings show that there is -deron
equilibrium relationship between all the variables. The findings show that the incre
the interest rate, unemployment rate and house price indeeadedhe demand for housi
loans in the long term. Increases in the consumer confidence index, increase the der
housing loans in the long term. According to the estimation results of the modt
deviations which causes shéerm imbalance in #ndemand for housing loans, approact
long term equilibrium value with %1,42speed of adaptation. Augmented granger ca
test based on VECM show that the variables are interest rate, unemployment rate, c
confidence index and house price in@ddfect housing demand in short term. Accordincg
the findings of the impulseesponse analysis, the demand for housing loans decrea
the case of a standard deviation shock in the interest rate, unemployment rate and
price index, while the deamd for housing loans is increasing in the case of the shock
consumer confidence index. Findings of the variance decomposition show that the e
interest rate and house price index variables are quite high in explaining the shu
housing bans.Considering that interest rates affect investment decisions to a great e
is a significant finding that high interest rates decrease the demand for housing I
addition, it should be emphasized that low interest rates will lead to ia heising loans
while leading to higher house prices

Housing loans, Vector Error Correction Model, Johansen Cointegration Test
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Sector Size and Consumer Trends of Turkish Wedding Sect

Most people give too much importance to marriage which is a a combinatis
traditionalism and modernism in Turkey. Due to timgortance, both the ceremony a
the new house preparation are carried out with great care by the couples and ev
families. This importance naturally causes certain expenditures and makes the v
industry a big industry. The examination of teector, where both services and goods
exist, is important for professionals and researchers. In literature, there is not a
scientific work on the sector and the wish to be investigated in the name of marketi
consumer behaviors is the siagt point of the study. This research is done for detecting
size of the wedding industry and trends of consumers in Turkey. For this purp
guestionnaire consisting of 41 questions was prepared and presented to consum
were married in 20132019. In addition to the questionnaire, interviews were condu
with married couples. In conclusion, some basic information has tried to achiev
inferences has made about the wedding industry in Turkey.

Consumer Behaviour, Marketing, Wedding Sector
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Today's Two Popular Mixable Concepts: Societal Marketi
And Social Marketing Criticism

Societal ma r k entanagegnent of thelr activities éosnake prdfit while tak
social benefits into consideration under these conditions. Societal marketing is a cer
oriented philosophy and is based on customers' satisfaction artetfamgonsumer well
being in exchangdor customers' shoterm requests to achieve the company's gc
Societal marketing should include both social responsibility activities and sustain
activities of busi nesses. Some cos met
production & the products that are environmentally friendly and not harmful to ht
health; as well as production of the green products that support recycling, support ¢
the social responsibility activities with voluntary responsibility (philanthrophy) #éetsv
are examples of societal marketing. Social marketing, which is activated bprofdn
organizations or public institutions, includes programmes designed to use comr
marketing techniques which provide voluntary behavior change for the welfaitee (
society. Public spots and activities of rgovernmental organizations, such as reduc
obesity, preventing cigarette smoking, increasing sports activities in the daily life «
consumer, directing public transport instead of using individual sneEareduce emissior
to nature, are some of the issues of social marketing. In this study, two different cc
which are known as societal marketing and social marketing have been examine
purpose of this research carried out in studies of sbameteketing and social marketing
Turkey is to determine whether there are any semantic differences and to reveal the
profile of the studies. As a sample about a research done on this subject in Turkey 1
written about marketing and also tt@esis in National Thesis Center in the marketing f
have been tackled. In the research findings other meaningful usage of the st
differences have been determined. It is thought that this study will contribute to the
studies of the resedrers in order to prevent the differences and contradictions ir
practice outside the definition of societal marketing and social marketing.

Societal Marketing, Social Marketing, Literature Review
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The Investigation On The Implementation Of Administrative
Tutelage From Legal And Economic Perspective

Relations between the central governance and local governances are highly rele
terms of their economic, historicahd sociecultural background. Administrative tutelac
particularly in unitary structured states, is the controlling mechanism that local goveri
between central governance. In this study, first of all central governance anc
governances are deéd and than the relations between these authorities are discuss:
when the history of Turkey local governance is searched, both the effect of global
and European Union have important contribution to the advancement in implemente
local authority regulations. Some of those; 6360 numbered Municipality, 5393 num
Municipality Act, 5216 numbered Metropolitan Municipality Act and 5302 numb:
Special Provincial Act. etc. In addition examined the financial control of the administ
on local governances. With the decree law dated 01 September 2016 and numbel
Financial statements before and after the appointment of trustees to 93 municipalitit
examined. In Public Administration Audit Reports prepared by the Court of Acc
(20122017), topics such as where the resources are used in municipalitie
appropriateness of costs, investment costs, realization of investments, public servic
examined. As a result, from its first emerge till today, how did the adminigtratielage
its existence within the administrative system, has been explained and criticisms
independent administrative authorities are mentioned.

Administrative Tutelage, Administrative Control, Thaegrity Of TheAdministration,
Decentralized Management, Centralized Management.
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The Effect of Online Brand Communities on Brdrmayalty

Brand is an important factor for businesses to increase their sales and provide corr
advantage. Brand loyalty reflects the consumer behavior that focused on buying a ps
brand regarding to a particular product category. Brandtlpals a key role in marketin
and indicates brand shift probabilities against the changes in price or specifications
brand. Recently, social media has been one of the main channels for businesses tc
with their customers. Businesses todagvitably use online brand communities so a:
reach and communicate with customers and create long term relationships t
interaction mediated brand loyalty. Turkey is one of the top ranked countries in the w
terms of social media usage raf€Bus, it is vital for businesses which operate in Turke
understand consumer behavior on social media. The number of consumers who v
engage in brand communities are increasing day by day due to the benefits
communities as rapid informatiodiffusion and fulfilling the need of belongingne:
However, there are limited studies concerning online brand community related expe
of customers and the relationship between community elements and brand |
Moreover, little is known abouthé effects of online brand communities on marker
activities in Turkey. This study aims to investigate the effects of online brand commt
on brand loyalty in order to fill the gap in the literature. Following the research obje
we conducted 34Tace to face surveys in Ankara and Aksaray. We directed ques
regarding the demographics of the customers in the first part of the questionnail
customers were asked to report social media, and online brand community usage si
in the secod part. We asked customers to indicate their experiences on online
community, and brand loyalty in the last part. The scale in the third part o
guestionnaire was adapted from Laroche, Habibi, Richard and Sankaranarayanan
To determine theffect of online brand community elements on brand loyalty Multival
Regression Analysis is going to be executed.

Social Media Marketing, Online Brand Communities, Brand Trust, Brand Loyalty.
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Investigating Corporate Sustainability with Innovation an
Financial Performance: Evidence from Borsa Istanbul

Nowadays, with the rapid development of technology and atpgravation of globa
competition, limited resources in the world are harmed and resources are consumed
In order to create lonterm and lasting value for all stakeholders in companies,
adaptation of economic, environmental and social fadtothe company's activities ar
decisionmaking mechanisms reveals the importance of corporate sustainability act
At the same time, it is necessary to use innovation together with sustainability,
companies need to rehabilitate and improver thetivities continuously in order to us
their resources efficiently and effectively and to gain competitive power. Sustainabili
innovation are regarded as a driving force in the growth, progress and developn
economies. The aim of this study to investigate the corporate sustainability w
innovation and financial performance for BIST firms. For this purpose, firms listed in
in the year 2017 have been analyzed by logistic regression method and investic
terms of quality and dir¢ion. The companies are divided into two groups according t
listed on BIST Sustainability Index. R & D intensity and number of trademark registr:
have been regarded as innovation performance indicators and several financial rati
been seleetd as financial performance indicators. Logistic regression analysis re\
significant differences between the two groups.

Corporate Sustainability, Sustainability Index, Innovation Performance, Final
Performance, Logistic Regression
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Evaluation of Turkish Cement Firms by Fuzzy AHP and
TOPSIS

Evaluating financial performance is very important for both business and stakeh
From anoperational point of view, it is possible to take action to increase the perforr
and position against opponents. Shareholders and business owners can revie
investment decisions and evaluate their risks based on their performance results. H
annual performance evaluations can be affected by investments, sectoral fluctuatic
general economic situation. Therefore, financial performance assessments coverir
than one year may be reliable. Thus, a change can be seen according to yeiarstudy,
it is aimed to compare the financial performance of cement companies in BIST. In o
make this comparison, balance sheets between 2013 and 2016 were evaluated. |
subcriteria under 4 main criteria, 17 companies were evaluateiteri@rhave beer
established in accordance with the literature review and the ideas of the experts in
evaluate the cement companies. First of all, the weight of the criteria and the import:
the criteria were determined by the Fuzzy Analyierarchy Process. Afterwards, tl
balance sheet data of the cement companies were analyzed by TOPSIS method
enterprises were ranked according to their performance.

Fuzzy AHP, TOPSIS, Financial Performance, MCDM
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On Recent Advances in New Political Economy

In this study, | discuss recent developments in the new political economy. In this col
first outline the fundamental characteristics of the posipoktical economy and reviey
how it differs from the conventional use of the term, political economy. Next, | di
problems related to obscurantism in social sciences, both in its soft and its hard fort
describe how the two forms of obscurantistate to the new political economy. Finally
review advances in ANarrative Economi
weigh in prospective practices of the new political economy.

New Political Economy
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A Conceptual View On Market Rationality In Terms Of
Behavioral Finance

There has been an ongoing debate on individual and market rationality and there
different perspectives on this issue. The first is traditional finance andeitend is
behavioral finance. According to traditional finance, human behavior is rational i
decisionmaking phase defined by the expected benefit theory. This is where indiv
always put their limits on their feelings to maximize their interestd act just like
mindless robots by using their minds like super calculators. On the other hand, this
rationality is hypothetical according to behavioral finance, and in reality individual
subject to mental restrictions when they have to nad@sions that are included in tl
theory of expectation. Expectation theory is a descriptive explanation of how people |
and is a constant column for behavioral finance promoters. According to trad
financing, as well as the choices of indivadls, markets are, rational and this is effectivi
reflecting the right prices that support the effective market hypothesis. Behavioral fi
on the other hand, discusses such market rationality and observed market anomalie
not explained byarameters of effective market assumptions. In this sense, the purg
this study is to examine the answer to the question of whether the markets are rat
not, and to address the effective market hypothesis and market anomalies. Becaus
markets are rational, with all market rules, dynamics and mechanisms as traditional
is supposed to be, they should be questioned. There is no doubt that the
experimentally observable market abnormalities. The real question is whether trastds
the inadequacy of the market, different reasons or by chance. Two investigation
made to explain the anomaly. On one hand, Fama and French argued that anomali
be attributed to asset pricing theory or chance. On the one hand, Famaraiddfgeied
that anomalies could be attributed to asset pricing theory or chance. On the other h
perspective defended by Kahneman and Tversky explains the anomalies that are fo
behavioral prejudices as a trap for investors when they buyedind’ise aim of this article
is to examine how behavioral prejudices affect investors' investments and to exarnr
answer to the question of markets rationality by mentioning effective market theoi
market anomalies.

Traditional Finance, Behavioral Finance, Market Rationality
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Seeking in Marketing Education: An Example of Developir
Course Material

The technological devel opments in toc
digital field are reflected in the field of education. Therefore, different quests areiegne
The importance of continuing education is increasing and it encourages the indivi
update himself / herself and learn innovations faster. Another element of the chang
change of generations. The X, Y, Z and Millennium generations acheaftits of different
learning styles, and it brings new learning tools as well. Concepts such as social le
learning with project support and modular learning have emerged in this context besi
learning in the classroom or in the workplacethis regard, apart from traditional learni
in universities and other institutions, different efforts are needed. There is a ne
enrichment of the course materials and different applications in points such as att
attention of the student, aming interest to catch the student. In fact, this need
enrichment is necessary and important in terms of online learning materials. We wa
learn the views of learners about learning with video in the classroom. This study
with theg nGaurksed i ARr oj ect f or Preparin
within the scope of the Scientific Research Project at Maltepe University. This proje
created a new material (videos) for the marketing course and its application and ev
by considering the students' reactions, developing new learning materials and dev
the appropriate learning model and examining its effects. This is an explorative re
that was considered as a multidisciplinary study. The first phase is the tiealiaathe
literature review. In the second phase a video learning material has developed
professional production stage. In the third and final phase the prepared course mate
shown to the students at bachelor degree and the study is etldedfaceto-face survey
and analyze.

MarketingDevelopment,Course, Material Development,Changing World,Learning
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Usage Of Digital Maturity Model And Digitabovernment Project:
In Audit Function

The digital transformation of the private sector in the last years has started in
institutions as well. The public sector has become increasingly dependent on Infor
Systems in service delivery, improvent and operation. As a natural result, the numbe
digital state (dGovernment) transformation projects and the number of informi
systems used are increasing. The success ratg@feznment projects carried out in t
world and Turkey is not at ¢htargeted level. IT audit is considered as a solutio
eliminate the negative factors affecting the success -Government projects or t
contribute to the successful completion of the projects by keeping these factors
control. It is seen that governance model has been developed in the countries whic
agendasetting in dGovernment and both efficiency and performance are atte
concurrently in dGovernment projects such as South Korea, America, France
Australia. A similar approach togiace in the 2012019 National €5overnment Strateg
and Action Plan of our country. An action has been planned under the responsibility
Court of Accounts. For this purpose, the Digital Maturity Assessment M2O®MR was
devel oped by ™ Bfward RechBologies Research Institute. The mu
has been structured in different competence and capability groups and contains a |
guestions which are building blocks of the model. In addition it covers all IT activitie
digital servicesiperations. The DOMR Model has been developed with the participati
its stakeholders, in line with the ecosystem needs and the current level of digital m
takes into account the digital transformation approach and adopts the principle c
governance. In line with the DOMR governance mechanism, the implementatiol
carried out in seven public institutions, and nonconformities were identified with so
proposals and reported with maturity and impact assessments. It will be possibketd
the model with the wider use of the model including investment planning, assuran
guidance stages and with the right project (s), the right product will be provided wi
necessary information security andthte holistic and thus the projéatiure situation anc
the loss of investment can be prevented. In this paper, Digital Maturity Assessment
DOMR will be explained within the framework of information technologies and a
applications and results of public institutions relatedhéorhodel will be evaluated.

Information Technology, Audit-@overnment, Digital Transformation
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Role Model Leader Of E£ommerce: Jeff Bezos

Societies neetkaders to ensure their continuity. Every society has to train its leade
leader sets excellent goals and objectives and leader affects people to achiev
standar ds. To i mpress them, | eader sh

If a person can fully experience the characteristics of leadership, it can be a go
model for other people. Role models are very important examples for the people ¢
All their knowledge and experience are inspiring. Their work styles and behaereates
a new culture. This culture is transferred to future generations by people. One
problems of our country is a shortfall of people that could potentially be a role mode
number of people receiving as leading examples is very small. folesréneir motivation
is very low. They can't feel the need to develop themselves. Our people have b
approach closed and prejudiced against learning and innovation. We can give an ¢
through the eeommerce sector. In our country, entrepreners want to work in the-e
commerce sector start to work without having the necessary managerial skills. They
lot of mistakes when they work. The simplest of these errors is that they cannot real
e-commerce is not just putting pictures oe ttreen. In order to achieve success in e
sector, we need to introduce our new managers to the experienced leaders of our
Quialified leaders can cultivate high quality managers. One of the leading role mod
the ecommerce industry is JeBezos. One of these features is his imagination. Jeff, w
the richest person in the world but not the owner of the more expensive watch in the
has been the financier of a clock that will run 10000 years in America. This is an e»
of leadeship. This is to show managers that wealth and grandeur are not importar
important to note that what is important is to maintain permanence by acting
imagination. As a result of the inferences we have explained above, we realize that
are important. It is even more important to identify role model leaders and to take tf
examples. In order to achieve success in all areas as a country, we need to train ne\
in the footsteps of role model leaders.

Leader,E-Commerce, Role Model
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The Effects of Sharing Economy on NAriation Revenues ¢
Airports and Analysis of No#viation Revenues of Turkish
Airports

The concept of sharing is as old as human civilization. leResed for centuries, but recently the
has been a lot of attention that digital technologies provide for the sharing and collaboration
libraries emerged in the 18th century and allowed people to borrow and lend books t
neighbors. Nowadaysvidespread internet access and online commerce and increased techn
comfort have enabled the same principles to be scaled to global platforms. With the sharing
which is common in more developed countries and spreading all over the wotlgt day, people
rent or share their goods such as cars, houses, bicycles, electronic goods, sports gooc
internet for certain fees. Nowadays, Uber is the best known for renting vehicles of car owner
the owners of the housing are the bestwkmdor renting accommodation facilities like Air Bnl
Thanks to the car rental or sharing, travelers are no longer confronted with car parking

airports, lost time in public transport or taxi fares in a foreign country. Although this may
reasmable for passengers, this is not the case for airport operations. The revenues of the ai
not consist of the flight service provided to the passengers only. They also generate rever
passengers' activities other than flights at airports eMtwain half of the revenues of airports con
of nonaviation revenues. Within the aforementioned aviation revenues, parking revenue
become an important item. In this study, it is aimed to conceptually explain the sharing ec
and to analyze theffects of the vehicle sharing business model, which is the most importai
significiant activity of the sharing economy, on the tammation revenues of the airports in t
world and to analyze the naviation revenues in our country. In this stuthg literature and thi
reports of various organizations were analysed and the resulted. While airport parking revel
declining due to the widespread nature of car sharing economy, the sharing of the vehicle

legal regulations issued in ourwtry cannot serve the airport passengers by losing the legality

Sharing Economy, Non Aviation Revenues
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The Need For A New Audit Approach In Human Resourc
Management

Traditional humanresources management was dealing with issues such as recru
training, social rights, efficiency measurement in performance, labor turnover spee
problems related to these issues. Today, human resources define human as a co
element of beiness and the sustainability of the business is considered as equal v
continuous development of the employees. The current management understandin
personnel management in the enterprises and their activities in this framework
overlap with this understanding of Modern Human Resources Management. The
performed in enterprises with regard to the human resources function are mostly car
in the form of payroll arrangement and personnel affairs. For this purpose, the con
operating in the basic elements such as payment of the salary regularly as well as |
of overtime work, annual leave, notice, severance and compensation rights etc.
employees, which are all included in the Labor Law no. 4857 consider thaaréndylly
performing their duties in human resources management. However, issues rel
employees are not just about payroll services and there are no data set, relate
employees, proving that the employees are paid according to their positionfioe q u
for equal wor ko principle i s adopt e
corporations. While this is the case, the approach to the ethics and ethics concept
enterprises comes into play right at this point. Morality is the witdhe attitudes ant
behaviors that were brought by human beings by birth or acquired, as a social beir
birth during the interaction with others. The moral standards that can be defined as
value, norm, commandment and prohibitions arecsttiiat are determined by the socie
are the preconditions for living in harmony with the society, adopted by human being
the moment when one is born and that are not written anywhere. In this paper, tr
function within the framework of HumaResources Management will be discussed al
conceptual level and all business processes related to the subjects that concern el
of the enterprises will be +evaluated in terms of universal moral principles suct
improving the quality of workife, institutionalization of organizations, equality, freedc
justice and rights.

Human Resources Management, Audit, Audit Standards in Human Resources
Standards, Business Ethics, Moral Standards in Business
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Integrated Marketing Cube: A Descriptive Study

Competition, sociaultural changes and technology concepts shaped by globaliz
development in customewareness and internet; enforced the companies to foct
customers and as a result, customer orientation became mandatory for companies
concept of Alntegrated Marketingo has

of separated partsecoming together to act as one, combining to each other in ort
become more effective. The point t hat
approaches is integration. Therefore, in this descriptive study, primarily we will try tc
the aswer of what will be integrated, how we will do this integration within the scof
Integrated Marketing. In the field of integrated marketing, the communication dimens
generally considered as the primary and mostly single intervention area. Ar
communication dimension is limited as messages given to the customers. On th
hand, in the literature, integrated marketing were sometimes discussed and evall
strategic level. In this study, we try to develop a multidimensional approachkatihdie
used by companies in which custorogiented, integrated marketifigpsed strategi

management prefered within t he whol ¢
Management 0 was taken as the starting
Management methodol ogies, developed ac

gained a significant accumulation and progressed. For this purpose, the concepts o
Management, especially Integration Management, Risk Management and

Management are mentioned in this study. These concepts were used as main it
designing the dimension of processes in the context of integrated marketing. The pi
Al ntegrat ed Mar k daimensianal &prbaehofor integrated nmarketiig
this approach, it is aimed to manage all-sebs of the dimensions and dimensions itse
that can be adjusted and also combined with each other with a Cube model, that is ti
an integrated way. The 3 Dimemrsi 08s de
Knowledge Management Areas (knowledge and management areas such as c
relationship, customer experience, corporate identity, brand/image and perc
man a g e me n Eunctiona &regds: (Anctional units/departments in orgeional
structure) AProcesses (integration pr
integration management and risk manag
Mar keting Cubeo approach, requi r eignedto
guide the establishment and continuation of a healthy, customested structure an
operational proceses within the whole company.

Integrated Marketing ,Customer Oriented, Project Management
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Qualitative Analysis of Agricultural Sector Empowermen
Strategies to Cope with Climate Change from the Viewpoir
Agricultural Experts

The agricultural sector in Iran and the majority of countries around the world has a
responsibility for food security. Livelihoods of about 26% of the villagers directly a
significant percentage of other Iranian citizens indirectly depends on tkalagal sector.
The agricultural sector is always faced with significant risks in the production proce
recent years, one of the major risks that threaten agriculture is climate change. Che
temperature, rainfall and wind patterns have reduted number of renewable wat
resources and increased drought and desertification. Part of the impacts of climate ¢
inevitable, but partly due to adaptation by farmers could be adapted. Given the con
impacts of climate change, farmers néeddapt to reduce negative impacts and incrt
opportunities. Various factors, such as individual, social, economic, andgdtatad, affect
the adaptation behavior of farmers in this regard. But appropriate government polici
plans are needed ton@ower the agricultural sector. These Strategies should be ider
in the first place. The purpose of this qualitative research was to identify these Str
from the viewpoints of agricultural experts using the granted theory method. The sta
population of this research was experts, informants and agricultural advisers in

province. Sampling was started using the snowball method and purposefully. The
studies were continued until saturation and the data were collected throughabbse
semistructured interviews, and field notes. In order to analyze the data, the prc
Strategies were first coded. In the next step, using the comparative analysis mett
extracted strategies classified in six separate categories namedraftisigdand
implementing preventive and corrective policies, learning from nature and stc
unstable interventions, supporting and providing facilities to farmers, conducting p#c
oriented and needy research, training and empowering farmers anchangd¢ion of Crog
pattern.

Agricultural Production, Climate Change, Farmer Adaptation, Empowering Policies
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A Research to Identify Consumers Shopping Preference:
The Web Site, WittOmnichannel Marketing Approach

Together with globalization, the swift change and development of technology ha
changed the lives of societies. Some societies have easily adapted to this speed &
have resisted technological changes.pag of this change, electronic marketing has b
added to traditional marketing activities and facéace sales all over the world. Tode
28% of the world trade volume is composed of electronic commerce. For this r
Internet shopping has causeshif in addition to creating expectation, excitement in rr
sectors and firms. This dilemma, on the one hand, has created consumers who a
Internet shopping very quickly, while on the other hand, the commercialization ¢
electronic environment ro the other side has created a consumer audience w
approaching to make purchases on the internet due to the lack of a comprehensive ¢
legal infrastructure. In this study, a research was conducted to determine the tende
the masses to rka purchases / not to make purchases on the internet, which is one
ve omnichannel marketing belirle marketing activities, and to measure their thougr
behaviors. For this purpose, questionnaires were applied to over 400 people i
provincess uch as Ankar a, Keréekkal e, Kzmir,
as whatsup, instagram, facebook and twitter. @B@stionnaires which are suitable 1
statistical analysis from the returned questionnaires were included in the analysiata
subjected to statistical analysis in SPSS 20.0 program were evaluated and interpre
purchasing behaviors of the consumers who patrticipated in the survey were exarnr
terms of their demographic data in terms of shopping preferences ovetetimet and the
problems faced by the consumers shopping in the electronic environment were trie
determined

Omnichannel Marketing, Electronic Marketing, Costumer Purchase Preference
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A Mobile Navigation Application: Electronic Service Qualit
Psychological Engagemenferceived Benefits and Custon
EngagemenBehaviour Intentions

Purpose: Customer Engagement (CE), has been come into the scopes of the organizati
rising of the internet and digitalization. This term is also accepted as a key performance indi
the last decade (Li, Juric, Brodie, 2017). Customerfirm relationships which foster interactior
of a customer with a firm, with prospects and with other customers, whether they are trans
or nontransactional in nature, are defined as CE by (Kumar et al., 2010). CE whiobgbasto
shape digital marketing strategies of the firms, can mainly be seen in digital channels where
dynamic communication is possible between the firms and the customers. According to the ¢
provided by Statistica, 2.7 million pleopfge using smart phones by the end of the year :
(Statista, n.d.). With such proliferation of the mobile devices, the interactions betwes
customers and the firms trough digital channels have also been increased anormously. F
aimingtoimproe customersdé engagement creating v
mobile application platforms. In the report issued by Manifest in 2018, it is stated that, 77%
smart phone users are also using the mobile navigation applicationko,(R818). In this study
we aim to examine a commonly used mobile navigation application in the scope of ClI
electronic service quality, which is an effective factor in the usage decision of the custc
handled with the perspective of the servicer ket i ng t heory (Gr°nro
by the customer will be held with the perspective of the uses and grafitifications theory(Kat:
1973). Design: According to the literature review we have made, we concluded that, the sitit
organismi responce ($-R) model will be appropriate in inspecting the CE behaviour intent
along with the stimulants and organism. ¢
guality characteristics (service quality, information qualglystem quality), as stimulus; custorn
perceived benefits (learning benefits, hedonic benefits, personal integrative benefits,
integrative benefits) mediated by pyschological engagement as organism and, CE be
intentions (feedback intentiongllaboration intention) as responses. Originality: The online mc
navigation application, toward which millions of people show CE behaviours like commentir

giving feedback, havendt been i nvest irgaur
proposed study will be the first investigating CE behaviour intentions for this online appli
specially.

Customer Engagement Behaviour, Online Navigation Application, Percived Benefits
Customer, Feedback Intentions, Collaboratiorehitons
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The Effect of Using Famous People on the Intention of Buying
Conceptual Study

Advertising, which is the mode of communicatiohmarketing, are tools used to cre:
new behaviors or to encourage consumers. in advertisements; Since it mostly mani
behavior of the consumer rather than the content of the commercial offer, it is one
many strategies that are known to ussl-known people in advertising activities in orc
to make brands look different from their competitors. Companies often try to influen
consumer's buying intent by playing ads that have messages of their products and
often in terms of cradility or high-ranking people (vocalists, series / film actors, Intei
phenomena, etc.). Because the welbwn people, sometimes due to their own person
characteristics of the brand creating a new brand image, sometimes used to dire
develgpment activity. The most important reason for this; advertising the perso
characteristics of the celebrities by transferring them to the product or service witl
logic of transferring meaning. In this way, it is desired to ensure the rementibeattihe
brand when it is in place by providing permanence in the consumer. In this study
academic review of publications and articles that examine the impact of the use of c
on advertising behavior in advertising and advertising.

Famaus PeoplePurchase Intention
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From Industry 4.0 to Society 5.0

The process of development of the industry which is necessary for the societtafiext
with the industry 1.0 and this process started with the invention of the steam engine
18th century. the second stage of the community 2.0 is connected to a series ¢
production by switching to electricity. industrial 3.0 was introdudé the hand of the
German industry is 4.0, the transition is made through autonomous machines anc
environments. at this stage, the transition of the hand of the Japanese community to
not only the machine, but also the human beinghéhcase brought by the wand at -
turkey and the world the process of where the industrial revolution, industry 4.0 revo
what is that to make the TAA business, industry 4.0 of environmental aspects and fi
and finally society 5.0 A is diredde In today's world this season and in Turkey

increased the development of adaptation to this process.

Indusrty 4.0, Society 5.0
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An Overview to The Changes of The Decisions About Str
Ban and Striké?ostponement During The State of Emerge!
Period in Turkey

When we look at the important topics of the labor law field of labor, the concept of
from the basic elements of the wora@mployer relationship and the collective bargain
agreement with the aim of regulating collective labor relations through collective pre
as well as the collective labor relatioimsthe context of this conceptrikes, strike bans
strike delays, etc. many stieadings are encountered. In contempolegal systems, th
limits of the right to strike, which strengthens the working class's hand in the strugt
the rule of rights between workers and employers, vary according to theesociomic
and political conditions of the countrielideed, inour country T.C. Constitution 5¢
Article 1. In the event of disagreement, workers have the right to strike during coll
bargaining.o 2 of the same substance.
manner contrary to the rules of wéking, in a manner that destroys stg¢gesocial anc
national wealttwith the expression " the right in question is narrowed down to an inde
limit. Many restrictions and prohibitions were imposed on the right to strike with the
No. 6356 on tradenions and collective bargaining; in particular, the decision to post
the strike wunder the pretext of Anat
discussions because it is mostly used as a mearditi€gd intervention in Turkeybut it
hasalso been the subject of many cases.

In this context; The strike concept plays an important role in breaking down the i
rights imposed on the worker following a fair resolution of the conflict of rights bet\
the worker and the employer and tlodtesning of the superiority of the contractual freed
of the employer in favor of the worker. For this reason, first of all, the reasons for ex|
the concept of strike which has a critical duty in the healthy functioning of the prodi
process byeferring to its objective definition will be examined within the frameworl
the Constitution, Labor Law, Trade Unions and Collective Labor Agreement Law No.
and Decree Law issued in the process of OHAL. In this study; A general assessm
be made by referring to the concrete examples of the prohibited strike prohibited a
deferred provisions, which will be extended by the Decree Law, which started

i mpl emented in our country foll owi ngndt
ANati onal Heal t ho reasons added recert
political stability disruptiveo strike

be interpreted in favor of the sahici and employer will be examinedhanefffects of thes:
practices on workeemployer relations and production process will be examined.

Decision, Emergency Period, Strike Ban, Strike Postponement
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Taxation and Accounting of Financial Leasing Transactio

Together with the impact of technology, rapid interaction and interactive money arou
world also appear in the capitadarket. In this distribution, financial techniques usec
money and financial markets are developed and increased in use. With the im
globalization and technology, the need for technology for the development of the
economy and the demand foew investments and tools have been increased. Optiol
the optional financial leasing in the medium and loegn alternative to the increase in t
needs of the alternative finance technique has entered into economic life. Financial
is the fnancial relationship arrangements between the lessor, the tenant and th
between the three parties. As an alternative company, leasing is aimed at d
investments by providing a link to businesses. Turkish English of our country as a fir
instrument in advancing Turkey leasing company. In time, distances are som
insufficient and savings in the economy require cyclical fluctuations. It is taken the
day is in the day, the importance of the financial leasing transactions thatpmgress,
and how the transactions are made and taxed and the advantages in our taxation 1
be discussed. We are committed to an affordable and reliable leasing transaction de
on the old or new position of the goods from domestic andhiatienal sales.

Financial Leasing, Taxation And Accounting
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Development of Barikg andBank Accounting

The banks are among of todayds most i
who demand funds and supply funds. With the increase in globalization, it has becor
difficult for the developing countries to maintain theaonomic stability. In this contex
the structure of the banks which increased the productive capacity of the count
played a role in economic growth and development, tried to be strengthened w
reforms. One of the issues to be addressed sid@ghese reforms is the concept
banking risk and management. The financial instability in the developing economies
world has revealed the need for risk management when it is considered with
framework of unlimited capital mobility. Thistaation has created internationally accep
compromises all over the world. This compromises, which minimize risks and in
common arrangements, have played an active role in the formation of Basel committ
measurement and management of risk amking is provided by analysis of accur:
accounting records. The reliability of the accounting records has also increased du
common calculation systems. As a result of the development of the accounting infor
system, the control of reportsitgished by banks, which prevented manipulative rep:
was also made effective. The transferring of the financial statements with reliab
accurate sources and the evaluation of risk made it necessary to transfer the stuc
field of bank accoumg. When we look at the bank accounting, it is seen that a diff
method is used from the companies that are engaged in commercial activities. Undol
this difference caused the commercial enterprises to record their activities in accc
with the general accounting standards and the banks to evaluate their transac
accordance with the standards set forth in the Bank's Law. When the banking cor
taken as a systematic whole, it is concluded that the analysis of our financial syisieim
is strengthened by the regulations made after the devastating effects of the 200:
should be conducted. With these analyzes, reliable data sources will be created
management will be contributed to the future.

Banking Risk Manageant, Banking, Bank Accounting
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Planned Obsolescendgapitalism AndeEnvironmental Crisis

As the market conditions become more difficult and the competition has increased
led the enterprises ook for ways to survive. One of these ways is planned obsoles
Planned obsolescence concept; Packard (1960) and the produichdifspread is calle
deliberate reduction. Producers; They use the planned obsolescence method to incr
reinforce their own image by turning the intuitive buying behaviors of consumers
advantages. The conceptually planned obsession was introduced in 1920 as a car
on light bulb production. This cartel firstly instructed the engineers to give more ttie
product so as to produce more products, and to make them unusable after @hgHilest
engineering application of this instruction is the new light bulbs, which are advertis
bulbs, which last for 2500 hours. Another example is nylon womecdks sdn the 1950s,
when women's nylon stockings were first introduced, women were so interested tha
said that the sellers could not meet this demand. In the face of this situation, the prc
as in the case of the bulb, planned to start withioe planned wear, and then instructed
engineers whom they had ordered for durable socks before to make the socks. Ot
aimed at determining the reactions of young consumers by revealing the perspec
enterprises towards the sector andstoners in relation to planned antiquity in our coun
At the same time, the effects of the concept of planned antiquity as a reflect
capitalism on the environment are revealed.

Planned Obsolescence, Capitalism, Environmental Crisis
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Evaluation of Nylon Bag Purchasing Behaviors of Consun
Following Transiton To Paid Nylon Bag Period In Shoppin
For Sustainabl®evelopment

Profitability depends on reducing the conflict between being beneficial to societ
sustaining iIits existence, al so the bu
society and the next generation during producti@specially, many environment:
problems such as air, water and soil pollution are formed as a result of the mistak
taken or late taken measures by the business firms. Natural and fertile farmland h
transformed into unproductive urban areas thuthe unplanned urbanization. Forests h
been destroyed and the chemical wastes formed during the production process of bt
have been mixed with nature and have given harm both to the nature and society.
the global warming effect, extretinary climatic changes and natural events have occ
Sustainability means determining the living standards of the society through us.
natural resources while not giving harm to them so that they can meet the needs c
generations. For thipurpose, businesses must act proactively to ensure environr
sustainability before economic and social sustainability. Therefore, studies on recycl
very valuable. In order to reduce the use of nylon bags which can be lost in nature |
yearsand to contribute to the environmental sustainability, paid nylon bag applicatic
been started. Nylon bags are one of the most harmful products to nature and
Therefore, its use assuredly must be stopped or limited. For this reason, apgleatioms
cloth bag, paper bag or net were started in shopping centers instead of nylon ba
purpose of this study is to determine how consumers perceive the use of a paid ny
which is one of the measures taken to limit the use of nylon badgswhather this
application leads to behavior change in consumers' use of nylon bags. In this s
survey was applied to the consumers via internet. According to the findings of the s'
has been concluded that the thought of sustainability affieetsonsumer positively, an
the use of paid nylon sachet reduces
result of the observations and faoeface interviews, valuable information about 1
missing sides of the paid nylon bag applicatiogiven. It is thought that the study will ac
value to the subsequent researches on environmental sustainability.

Sustainable Development, Environmental Sustainability, Consumer Behaviors
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The Effects and the Results of the Brand Story on Narrat
Engagement: A Focus Group Reseach on Is Bank Custot

Storytelling is apowerful communication tool that brands frequently use in marketin
connecting with their customers emotionally and expressing themselves more clear
most enduring brands are the ones using storytelling most efficiently; in other wort
mostwellkk nown brands are what wedd | i ke t
s.382). According to the relevant literature, an attractive and persuasive brand story
bear four major elements: authenticity, conciseness, reversal and humoliterEtere
also emphasizes that storytelling could establish an emotional connection betwe
brand and its customers. (Caroline, 2006; Chiu vd., 2012; Stephen ve Malcolm,

Kabuk- u, 2017) . Al t hough there hadrand
relations (Chiu vd., 2012; Ballester ve Sabiote, 2016; Lee ve Jeong, 201
Transportation Theory, they are only
TV ads. This study investigates t htee

engagement through the brand story used in Is Bank 89th year ad via inspect
opinions and experiences of Is Bank customers. The study used purposive s:
method. The data was collected from one focus group of Is Bank customers, of whic
participants. The recorded data were analyzed via qualitative research method. Ac
to the results, five categories emerged under two themes: the elements infl
customersd6 narrative engagement and .f
Under the former, theme four categories were acquired: authenticity, conciseness,

and humor ; and wunder the |l atter t hen
attitudes towards Is Bank. The findings of the study illustrate that the mastntél
el ement for narrative engagement w a

engagement has an enhancing effect on their already positive outlook towards Is
Marketing managers, who want to make an emotional connection between currengip

customer s and their brands, can <crea
attenti on, and prompt their customer
researchers, whodéd want to i nvest iTheary,

should collect data from a larger number of participants in different cities; could foc
the effectiveness of stories based on the various advertising media channels ins
television channel; and coagtorids. i nvestic

Brand Story, Narrative Engagement, Brand Attitude, Purchase Intention, Storytelling
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Conceptualization And Measurement Of CustoRelationship
Management

To face the competition and maximize their profits, some companies have opted
implementation of effective business strategies such as Customer Relationship Mane
(CRM). The implementation of a CRM promotes on the baed a management of ti
interactions of a company with its current customers and its potential customers anc
other hand makes it possible to distinguish the best segments of customers in order
a durable relation with them. But how to mgaacustomer relationships has becom
major concern for managers. In addition, the CRM has given rise to confusi
misinterpretation. This study has a dual purpose, conceptualize the acronym CR}
better understanding of its functioning and finakplain how to measure its performan:
To achieve this, based on the literature review and CRM concepts, we will class
CRM approaches in the enterprise and the dimensions to measure its performan:
study revealed that technological evolutiwas brought new forms of CRM such as So
CRM (sCRM), eCRM and mobile CRM (RCRM).We were able to obtain as results t
customer value with its different components for a CRM service can impact cus
satisfaction, its intention to use CRM serviegsl its intention to purchase. In conclusi
each company defines its commercial strategy and implements the means to act
objectives. In this study CRM systems and effects on organizational outcomes \
discuss based on existing literaturethie field. The aim of the study is to examine CF
conceptualization and related organizational effects such as creating customer val
purchase intention. Literature review will be use in identifying CRM systems and cus
focused outcomes. Thereéy antecedents and outcomes of CRM systems in organiz:
will be analyze depending on the literature. Keywords: Customer Relationship Manag
(CRM), Customer value, purchase intention, intention to use.

Customer Relationshiga nage ment ( CRM), Cust o mlatentiod &ad Use
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Concept of Key Person In Enterprises Akhlysis of Key
Person Risks With Examples In The World

In recent years, the activities or explanations of senior managers, who are identifie
the companies and are the most recognized faces of the company, have a material il
their companie due to the multiplier effect of social media. Nowadays, one of
employees of the enterprises can make a lot of decisions about the enterprise ant
become the black box of the enterprise. This position is also called a key person. 1
personis the savior, who knows where to find the information, who knows what the
methods and tools are. It is also defined as an individual with a unique ability to sust
success of a company. This individual may have the technical knowledge neftestas
investigation and development of products that keep the company at the highest lev
field. The death or disability of this key person can seriously undermine the comp:
key person occurs when the risk is largely dependent on the kplep# a business. Thi
risk is typically found in small to mediwsized enterprises (SMEs), but also in compal
of all scales. Key human risk arises when an individual's presence, absence, or
affects a firm's value in a meaningless way. Thetnpoominent examples of key pers
risk are seen in some of the world's largest companies. WPP, the world's largest ad\
company, dropped 27% in April after a sudden and abrupt resignation of its found
Martin Sorrell. His firm Tesla's shardell 14% on September 28th as a result
misinterpretations by Elon Musk on Twitter. It is thought that 20 of the world's

valuable companies, including eight companies such as Amazon, In this study, it is
to define the risks caused by key merality and key personality in the enterprises an
reveal the effects of the examples in the world on the enterprises. In the first part
study, the concepts of key personality and key personality risk in enterprise
emphasized. In the secopdrt, examples of companies in the world are given and the
of key people are explained. In the last section, solutions for risk management a
personality risks are presented qualitatively in the light of literature research.

KeyPersonality, Key Person Risk, Risk Management
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Customer Relationship Management in Logistics

The change in the business world over the last 50 years has broughtamagement principle
and practices along with new commercial flows and business models. Customer relal
management (CRM) is a popular business management application that has emerged as ¢
rising customer demands and expectations and siag@ompetition environment. In this stuc
the concept of CRM is discussed and the place and importance of CRM in the logistics
which is one of the most popular sectors of today and the future, has been tried to be det
First of all, CRM las been defined based on the sources in the literature and what eleme
mentioned in the CRM concept has been determined. In addition, the main CRM strategie
literature are described. These strategies can be expressed as three major celksttomship
management applications extending from CRM defined at a narrow and tactical level tc
defined at a broad and strategic level. Also it was stated that there will be a difference accc
the sector in the selection of strategies, andptith to be determined for CRM depends on
factors such as competition conditions, target market and etc. where the company is locate
continuation of the study, the structure of the logistics sector and the types of services it
are exarmed. Regarding to that, how a CRM strategy for the logistics sector should be t
discussed by examining the factors of the customer relations belong to the industry. As a re:
determined that the CRM approach should be at a comprehensivarategic level for such
sector like logistics where customer relations are -tengn, customefocused work is requirec
flexibility and interparty compliance are important. It is recommended to deepen the study
examine real logistics CRM apghtions from the sector for future researches.

CRM, Logistics, CRM Strategies, Customization
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Scale Development and Construct Validation of the Chint
Consumer Insecurity

Security is the most basic need in human psychological needs (diet, sleep, etc. are all phys
needs) and is the most important component of personality (Mag@48). However, Chines
insecurity in recent years appears to be showing a pathological outbreak trend. Insecurity ¢
have become the collective subconscious of the Chinese people. How high the sense of inst
Chinese consumers is, and hownteasure it scientifically, is the core problem to be solved in
study. Based on the literature review, this study refines the main dimensions and meas
items of consumer insecurity through-depth interviews with 32 consumers. A total of 1(C
content analysis units were analyzed in 32 deep interview records, and summarized t
dimensions of consumer insecurity: healthy insecurity, social insecurity;insedurity,
environmental insecurity and experience insecurity. After thetgsting, he study conducted

formal survey of the questionnaire. A total of 3052 questionnaires were collected, 2389 of
were valid, and the effective rate was 78.28%. The data were randomly divided into two equ.
1194 questionnaires were used foralllity analysis and exploratory factor analysis, 1195 sam
were used for confirmatory factor analysis. The fitting degree of the conceptual model ol
from exploratory factor analysis and the actual observation data is tested. Finally, a mekesu
of Chinese consumer insecurity with 19 items in five dimensions is obtained. The new scale
used in combination to measure the Chinese consumer's insecurity index or split it to be use
stimulated consumer's insecurity measurement. Tliea®d social dimensions of the scale foc
on measuring the intrinsic insecurity of the individual, which is similar to what is measured

Rindfl eischds scale. The other 3 dimensio
on consurar insecurity.

Chinese Consumer Insecurity, Scale Development, Construct Validation
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Customer Satisfaction In Social Media Marketing:
An Application On The Instagram

Social media are socigplatforms where users publish content that they prod
communicate with friends, share information, hobbies and similar elements. Now
social platforms and social media tools become indispensable for people as the ini
rapidly spreading. Comumication, shopping and many other elements started t
realized through social media tools. Instagram, which is one of the social media too
established(founded) by two people named Kevin Systrom and Mike Krieger in tt
months of 2010 in oradeto enable people to share photos with each other. But nowe
Instagram has become a platform we often visit to shop. Customer satisfaction or, i
words, customer pleasure is very important for businesses in any sector. To m
expectations rad needs of the customers and consumers in the best way and to st
from competitors is the basic principle for businesses. In order to measure cu
satisfaction, it should be known by the businesses who the customers are and v
concept of atisfaction means. Quality and product viewpoints varies from consurnr
consumer. Therefore, a customer's dissatisfaction does not mean that each custorr
satisfied. In this study, social media marketing, which has become quite popular nov
has been examined and it has been tried to determine the satisfaction levels of cu
when shopping is made via Instagram which is one of the social media tools.
context, a survey study was conducted in order to measure the satisfactic
dissatisfaction experienced on shopping via Instagram by the consumers living
province of Ankara between March 2019 and April 2019 and accompanied by findint
satisfaction levels of the customers in social media marketing were revealed aftée.tl
The results point out which social media tools are now widely available and point ¢
importance of Instagram in social media marketing. It is thought that the study finding
shed light on the subsequent studies in this area.

SocialMedia, Customer Satisfaction, Consumer Behavior
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Factor Analysis Of Entrepreneurship Obstacles Of The
Womenin The Rural AregNorth West Of Iran)

Rural women account for nearly 50 percent of the rural population, and they pl
important role in the process of rural development. Entrepreneurship is one of the
contributors to the development of all regioaspecially in rural area. There are a lot
obstacles in achieving the entrepreneurship for rural women. To achieve a good ent
regard, these obstacles should be removed by effective policy and planning. The fi
in any planning is to studyhé current condition by a scientific method. This descript
survey study aimed to investigate obstacles of Entrepreneurship among Rural Wao
the Hashtrood Township (East Azerbaijan province/North West of Iran). The stat
population consisted @l rural households in Hashtroud Township (N= 10769) which
of them were identified based on Cochr
stage randomized sampling method. The research tool was a reseaadeeuestionnair
which its valdity was confirmed by a committee of experts in the similar field and to ¢
its reliability, a Cronbachdos Al pha c
study. The research tool consisted of 28 obstacles which rural women rated eacle®
importance based on a fievel Likert scale. The results showed that all of these obst
had an average higher than 2.5 and means higher than average importance for ther
analysis revealed that six factors named as Gender DiscrimindteR, of Access tc
Financial Resources, Lack of Knowledge and Skill, Lack of EnoughCR®ifidence, Lack
of Infrastructure, Having Multiple Works in Home have explained 58.59 perce!
entrepreneurship obstacles variance in the rural area.

Rural Develpment, Rural Women, Entrepreneurship Obstacles, Hashtroud Townshig
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A Managerial MetaphoQualification Prioritization By AHP
Method For Swiss Army Knife Employees

The metaphor Hrife EinSowiosyse eAr myhi ch 1 s ge

who can perform different roles at different times and places of life is used in thid@tt
employees who have different skills rather than having a specialization in a single f
competence and for whom are needed by organizations and some specific job fields
them is teachers who need to have both academic/technical, persahasoaial
competencies. The aim of this study is to identify the apparatus of 8wiss Knife by

means of teachers who should have rgutlifications and then by weighting the
hierarchically with Analytic Hierarchy Process technique, to determine vehitihwould

be as important as knife which is the most important apparatus of SwngsKnife as it is
the first one that comes to mind. Finally, it will be discussed what kind of administ
measures should be taken by the employer or the supermisodér to keep the knif
sharpen of the employee.

Swiss Army Knife, Analytic Hierarchy Process (AHP), Teacher, Qualification

76



<<< I B E M 8 I1. International Congress of
Business, Economics and Marketing

www.ibems.org 18-20 April 2019 - Istanbul

Ceran ARSLAN OLCAYi Ankara University Faculty of Poitical Sciences

New Generation Free Trade ArazsEuropean Union within
the Concept of Economic Integration Models

The acceleration of globalization, with the decrease in the costs of inform
communication and transportation, changed the nature of the world economy. Ther:
shift in thepower of developed countries to developing countries which affected the
of world trade. Multilateral trade agreements under the umbrella of World ~
Organization (WTO) started to loose strength and global trade actors started to
towards egional trade agreements (RTA). The EU, as a global actor, in order
responsive to the changes worldwide, also started to transform its trade structure gr
Shift in world trade patterns towards upmarket andegh products enforced the glok
economies to invest in R&D, innovation and design which also affected the neel
expectations of European business. In addition, obligations in terms of technical, cor
environmental and labor standards forced the EU for harmonized system der
European economic integration which started as a customs union and then was cony
more advanced models of integration such as single market, economic and moneta
within al most 60 year s, now put rdoridecting
foreign trade relation. With the necessity for complementing the multilateral systt
WTO, and increasing the integration degree for trade, EU started to make its
agreements under deeper and more comprehensive Free Trade Areas (HIUSS
strengthening the global power has been one of the healing methods of EU as i
worl dés biggest trader which accounts
the tendencies of EU toward new generation free trade areas in theflighbnomic
integration models and examine the global role of EU while the changes in world ec
been taken into account.

Free Trade Areas, European Union, Economic Integration
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Does Digital Banking Improve Saving Level of Countrfes
Evi dence From Tur k¢

The importance of countries' saving levels is indicated by many economists on \
pl atforms. On the ot her hanndestments are redirectt
to digital banking at Turkish banking sector. After the year 2001, with the realization
postponed investments as parallel to improving economic conditions, the investme
Information Technologies (IT) were increasedrurkey. And most of the IT budgets we
routed to digital banking such as internet banking and mobile banking . Macroecc
changes and tightening regulations in Turkish banking sector has forced banks to ac
technology investments in order tociease efficiency, while rapid development in

technological field around the world has created the necessity of adapting the prodt
services offered by banks to changing customer habits.. Since digital banking has

crucial for banking secto, it i s expected to create
economic condition. The purpose of this study is to examine whether digital banking,
has a growing importance in today's banking sector, contributes to the level of sav
the cauntry.. The analysis covers annual time series of ZW& because of lackness
elder data. Johansen Cointegration analysis and Gragner Causality test were used
to determine the impact of digital banking on saving levels of Turkey for-2008 In an
environment that nearly most of the IT investments are used for digitial banking

Turkish banking sector, we except tha
macro eceonomic condition. We have used investment product amountassdeposits
investment funds, stocks in GDP as digital banking indicator. But all of the tests tt
used, have showed us that digital ban
level. Banks have a crucial role for economic growth. Functidmsnks can not be limite
with just making money on customers. Banks should act with this consciousness. | :
to Banking Regulation and Supervision Agency (BRSA) and The Bank Associati
Turkey, to lead a study or campaign which would have ptedeto government fo
supporting saving activities of digital banking which may include; * Informative s«
advertisements * Informative meetings for households and firms * Differentiation on !
downward direction (BSM\banking and insurance transactitax) via internet bankin
and other digital channels. * Differentiation on interest rates and commisions via

channels

Digital Banking
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The Effectof Retro Markeingon The Purchaa g B e h a
Universty Students

Retro marketing is based on taking advantage of peoldetfing for power. Retrc
mar keting first proposed by Stephen B
goods or services belonging to the p
definition, retro marketing is nostalgmudent marketinghat revitalizes past brand
models and products. In retro marketing, brands try to reach consumers through c
past. In doing so, it benefits from brand awareness in the consumer. What drive
marketing is the surplus of demand for older prodirctsonsumer buying behavior i
recent years. Retro is the synthesis of old and new. It is the design of objects in old s
with new technology. In this way, both for the people who live in that period and the
who do not witness the period bubg by listening to that period or watching them latel
becomes a strong motivation. However, young consumers can behave much diff
from the middle age group when making a purchase decision.In this study, it is ail
determine the perspectivéthis young consumer groupto retro marketingwho has very
loyalty to brands and products and the effect of retro marketing on the purchasing de
of the young generation.In order to determine the effect of retro marketing on purc
decisions buniversity students, the students who study at the state and private univt
in Ankara have been interviewed by using easy sampling method in MarchARGIL¢
2019. In the first part of the survey, questions were taken to determine the demo
characteristics of the students.In the second part, questions were asked abol
Products and Retro Marketing perspectives to determine purchasing behavior
dataobtained from the study were collected and coded under specific and meaningfi
The results of the study are expected to lead to future studies in this area.

Retro Marketing, Nostalgia, Young Market, Consumer Behavior
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Foreign Bank Participation and Banki@gncentration in Transitiol
Countries

The link between foreign bank presence and financial inclusion is a relatively- (
researched area, while the empirical literature offers limited evidence on the img
banking concentration in terms of howdan bank presence affects financial access.
paper empirically investigates the impact of banking concentration and be
competition on financial inclusion through foreign banks for a panel of trans
economies covering the period 26Pd15. Gien the predominant share of foreign bank:
their banking systems, transition economies provide an ideal setting for examining th
Accordingly, fixed effects panel estimation is applied to scrutinize whether ba
concentration and banking comipien affects the impact of foreign bank presence
financial inclusion as measured by financial sector outreach, i.e. ATM per capita.
empirical analysis, Lerner index and fibank asset concentration are utilized as a pi
for banking competitio and banking concentration, respectively. The empirical finding
the study reveal that the positive impact of foreign bank penetration on financial oL
tends to be weakened with an increase in banking concentration in a country. In pa
the joint interaction coefficients between foreign bank presence and variables of
competition and concentration turned out as statistically significant with negative
Hence, overall, the estimation results imply that lower levels of competititie ibanking
sector tend to exert a negative impact on financial inclusion as a market structure
few dominant major players, yielding to monopoly profits, is unlikely to enhance fine
inclusion. Future studies comprising individual bank leveladanhd/or broader cros:
country analysis may provide a profound understanding on the relationship be
financial inclusion, foreign bank penetration, banking concentration and ba
competition.

Foreign Banks, F i n a n ConcentratioK, nBahkimg Campetitio
Transition Economies
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The Role And Importancef Logistics Management In
Increasng The Compétivenesof Enterpises

Logistic, in the process of meeting tkensumer demand, provides the realization ¢
mutual information flow between the customer and the producer in terms of acquit
and storage of raw materials for production, the production, the storage of the new p
after the production, supplyf the products to the customer and reactions of the custc
to this newly produced production.Therefore, in this process of mutual informatior
businesses have to actualize an efficient logistic management.Businesses, while pel
their logistic activities, should attempt to get the leadership over the other comj
businesses by decreasing their cost sand by differentiating their own productior
others. These firms which have cost leadership in the market might increass
competitive pwer by using the differentiation of their productionfrom
others.Businesses have to be successful at every stage of their operations in orc
realized, to be able to compete with the irrival sand to be successful in this comg
today. To achdve their purpose, businesses have to satisfy the varying demar
increasing expectations of the customers. Businesses which want to incres
competitiveness and to get an edge over the others in this competition have to give
to logistic ativities and logistic management. A successful logistic manageme
considerably necessary for the businesses not only to be able to make quatified,and
complete production but also for a healthy communication with the customer. In this
the effect and importance of the logistic management on the increase of competitive
has been explained. At the work, some businesses operating in Kayseri Or¢
Industrial Zone have been researched in order to better analyze the relationship |
logistic management and competitive power.

Logistics
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Global Crisis: The Instance of Turkey and Mexico Purpo:

This study aims Turkey and Mexico to examine the general economic develoj
investigate the effects of the global crisis on these countries and policies against th
to compare two developing countries with macroeconomic indicators. Method: In w
examined before separately in Mexico and Turkey general structure etdmemy,the
level at which they were affected by the global economic crisis and how the measur
receive of two contries and the last part was evaluated together. All data related
countries were prepared with the help of data sets of natiowhindernational official
institutions.(IMF,OECD,TCMB,Mexico Centrel Bank) Findings: Following the glc
crisis, the US recession had a major impact on Mexico's foreign trade. Mexico's
volume of goods and services declined from 1,974% in 200,Q&7 percent in 2008, ar
to -10,855 percent in 2009. The global crisis has spread from USA to Europe ove
Decline in growth rates in the EU countries, Turkey's foreign trade has been ad
affected. Exports of goods and services decreased 4%, 2008 from 8,084% in 200
to a negative value 0#4,478% in 2009. Because of the stagnation of the labor m
during the crisis, unemployment rates peaked in Mexico and Turkey. Me
unemployment rate increased from 3,610% in 2007 to 3,8882008 and to 5,329 i
2009. The unemployment rate in Turkey increased from 9,183% in 2007 to 10,20% i
and to 13,053% in 2009 Results: B8sed global financial crisis, as seen in m
countries, Turkey and Mexican economies also dragged major recdssterms of GDF
developments, inflation, employment, foreign trade and balance of payments, the im
the global crisis was most felt in 2009 in both countries. In the face of this
expansionary economic policies have been seen in Turkey artd/ Interest rates wel
reduced, new liquidity sources were provided, and active employment programs
expanded. In this context, both countries improved with the help of expansionary p
Assessment Related Of Future: Because the economiesunfries strengthened to
certain extent, lessons that the global crisis on Turkey and the Mexican governme
result of they make significant changes, and efforts to extend these policies will redi
risk of having problems to face any financigbts.

Global Crisis Sample Of Turkey and Mexico, Global Crisis: Two Developing Coul
Turkey and Mexico, Turkey and Mexico Economies in the Global Financial Crisis
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Recruitment Process And Thise of Technology In The
Recruitment Process

Globalization and the technological development it brings with it, affect every aspect
lives. In the first instance, education which is one of the basic institutions of soci
internetbasededucation forces the business world to adapt rapidly to this compe
environment based on high technology. The concepts and practices related to
resources, which is one of the most important elements of the enterprises, are also
by techmwlogical developments. In Human Resources Management, from hirir
performance management, many processes are now being dormaseeb The mail
objective of the Human Resources Management is to deliver the institution's goals
most efficient wayWith the belief that human beings will play the most important rol
this realization, Human Resources Management is directed to human relations.
human resources management focuses on business related problems and human
and tries to ense that the organization is prepared and successful for the fi
Nowadays, Human Resources Management is moving away from personnel mana
and with the requirements of the era, it is going into new expansions. The main 1
Modern Human ResourseManagement is to create an organizational environment
encourages employees to achieve the highest efficiency while satisfying their own ne
this study, firstly, the classical human resource procurement process is discussed. L
relatiorship between Human Resources Management and Technology was discuss
relationship was conceptually dealt with in the HR 2.0 axis and the consistency betw
guestionnaire and the theory and practice were measured.

Human Resources Managementidachnology, Web 2.0, HR 2.0
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Security Control Areas for Information Technology Audit

Security control in terms of information technology supervision, aims to protec
functioning of information system activities and data. It contributes to the identifici
analysis, reduction or elimination of potential risks.

Scope of ITsecurity audit, the main process areas include security management, pl:
strategy and governance, monitoring, risk management, roles and training,
configuration and event and problem management.

It is important for the security management pescéo identify and maintain IT securi
roles, responsibilities, procedures, policies and standards. Security management
includes monitoring of security systems and applications and performing periodic f
for specific security weaknesses orents, followed by the implementation of correct
actions. Effective security management is based on protecting all information and IT
to minimize the effects of security vulnerabilities and incidents. IT security activities s
be carried out mder the supervision and support of senior management. In the IT se
plan, the system and application infrastructure work, risk and compliance requireme
taken into account. This plan should be approved by management and shared with
paties. Ensure that all user (human, application, system) authentication and acces
are up to date. User passwords should be set to be strong by systems if possible. N
controls must be made against unauthorized accesses to the user'saddrditgess right
maintained in a centralized structure. All accounts and related privileges, inc
privileged user rights, must be regularly reviewed and checked. Furthermore, the ci
modification, cancellation, destruction, distribution, cexéfion, storage, entry, use al
archive processes of cryptographic keys should be checked. Proactive testing, mo
and followup should be performed through IT security applications.

An effective reporting is important for extraordinary accounngdea&tions. Securit
violations should be recorded, classified and necessary security measures should t
Information systems and applications should be made more secure against curren
by using effective security protection technologies. Rréve measures should be tak
from malware (viruses, trojans, malware, worms, spam, etc.). Ensure that netwa
system security architectures are installed and operated. However, it should be enst
sensitive process data is transmitted safely.

As a result, the IT security check ensures that there is a security vulnerability to thre
a check. The security function of the systems and applications finds their strengt
weaknesses. Control targeting, aiming at establishing effective cfdrolulnerabilities.

IT Audit, Cyber Security, Ensure System Security, Information Technology, S
Control Areas
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Value of Information Systems Audits for Business and
Information Technologies

With the business and life world, information technologies are becoming more anc
intertwined. It serves in every, aspect of business and life such as infrastructure
information communication, mobile, internet of jetts, data centers, cloud, artifici
intelligence, marketing, sales, business intelligence, accounting, reporting, CRN
advertising, ecommerce. The organizations responsible for the planning, develop
procurement, installation, service, maintec& and reporting of information systems ¢
applications in a public or private enterprise or organization are information techr
units. Information technologies are needed more and more every day. Contin
increasing work and addiction, along wisome benefits, also imposes responsibilities
these units. To provide quality products and services that are compatible with busin
strategy targets and meet the expectations of the stakeholders are the leading ones.
Informationtechnology management needs to focus on a number of strategic goals |
both internal and external expectations; such as to provide effective and efficient sc
to the business needs and expectations in a timely manner, to support competitior
keep pace with the developing technology, to present projects on time and in e
guality, to meet IT service level agreement (SLA) requirements, to provide high ¢
service at low cost and to ensure continuity of service. It also has intdujeatives to
ensure the integrity of information and system infrastructure, the integration of syste
much as possible and efficient operation and monitoring. Moreover, it is also respc
for compliance targets such as managing IT risks, comphyitiy legal regulations an
policies, assisting with audits and controls, and providing data and information.

The main purpose is to create added value for the institutions by effective and e
operation of information systems and resources. Buseres$dT processes in a corpore
structure require entb-end control. Information technology controls and audits are
opportunity for themselves to meet this need. These controls allow administrators to
current situation for all relevant stakédhers, as well as the owners of the relevant proc
Thus, catching the future and opportunities in a timely manner allows to avoid rit
much as possible.

In summary, a constructive information systems audit provides positive contributic
businessand information technology stakeholders. They guide to some extent t
improve and improve the current situation of their processes. Business, control

coexistence means more success and gain.

IT Audit, Value of Information Systems AuditssiBass Impact, Information Technolog
Information Systems
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