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ABSTRACT

Although many studies discussed Marketing Mix from different areas like (P. Yasanallah ,et al ,2012;
Thomas, 2010; Gandolfo, et al. ,2009) but no one discussed it's relation with the political changes so this paper
aims to investigate the challenges to multinational companies and its impact on the marketing Mix after Egyptian
Revolution. In order to do so, The researcher investigated a field study taking a sample participants of 110
managers and specialists from the studied companies and gave them a questionnaire about the Challenges to
multinational companies. It was found a positive and statistically significant relationship between Challenges to
multinational companiesand itsimpact on the marketing Mix. So multinational companies should change marketing
policiesaccording to political, Economic and Legal changes and the regime in every country they invest in.

COKULUSLU SIRKETLERIN KARSILASTIKLARI ZORLUKLAR
VE BUZORLUKLARIN MISIR’'DAKi PAZARLAMA
POLITIKALARINA ETKISI

0z

Pazarlama karmasi ile ilgili farkli alanlarda pek ¢ok ¢alisma yapilmasina ragmen, (P. Yasanallah ,v.d.,
2012; Thomas, 2010, Gandolfo, v.d.. ,2009) hi¢ kimse pazarlama karmasinin siyasi degisimlerle olan iliskisini
incelememigstir. Bu c¢alismanin amact ¢okuluslu sirketlerin karsilastiklar: zorluklar ve bu zorluklarin Misir
Devriminden sonra pazarlama karmasina olan etkilerini aragtirmaktir. Bu arastirmanin yapilabilmesi i¢in
incelenen gsirketten 110 yédnetici ve uzmamin katildigi bir saha ¢alismasi yapilmis ve katilimcilara ¢okuluslu
sirketlerin karsilastiklar zorvluklarile ilgili bir anket uygulanmistir. Cokuluslu sirketlerin karsilagtiklar: zovluklar ve
bu zorluklarin pazarlama karmasina olan etkileri arasinda olumlu ve istatistiki olarak onemli biriliski b ulundugu
goriilmiistiiv. Sonug¢ olarak, ¢okuluslu sirketler pazarlama stratejilerini yatirum yaptiklar her iilkedeki siyasi,
ekonomik, yasal degisikliklere ve rejime gore degistirmelidir.

1 Jazan University, Community college, 42145, Jazan, Saudi Arabia, phone: 00966557619459, Fax: (+966)73235398 , E-mail:
theprof82@yahoo.com Ahmedeid82@jcba.edu.sa
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1. CHALLENGESTO MULTINATIONAL COMPANIESAND ITS
IMPACT ON THE MARKETING POLICIES IN EGYPT

The world is seeking for changing quickly and many organizations find it difficult to
pursue this change and understand the origins of the game of international competition. Many
organizations are seeking to survive and stay in the field by drawing effective strategies, which
fit with the global changes and international challenges.

Globalization, the macro-level gradual integration and growing interdependence of
national economies, driven by the reduction and elimination of trade barriers, increased trade,
travel, and technological innovations, has facilitated and compelled firms to internationalize
many value chain activities. Cawvusgil et. al.(2008)

As the world witnessed a series of political challenges, social and economic, in light of
the new global economic conditions, especially the emergence of the Arab revolutions, the
division of Sudan, the global financial crisis, economic blocs, international competition, the
spread of multinational corporations, the new roles of international organizations.

All of this led to the increasing of the attention of the need for marketing in general, and
international marketing, in particular, and eincreasing the need for marketing information in an
effort to invade the international markets, and this of course after the development of companies
products and activate the marketing functions to ensure the flow of goods and services to home
and abroad.

And through the development and continued progress in the various business activities |,
industrial activities, services activities, and especially technological activities,  competitive
advantages could be measured by the extent of the ability of creativity and innovation and
renewal, which is consistent at the same time with the requirements of foreign markets, opening
broad areas for growth for institutions and opening many markets and that is because the greatest
importance of international marketing, which is considered an indicator of the organization's
success in entering global markets. Consequently, the institutions which have developed
marketing activities can compete efficiently and effectively in markets, and that is reflected in
the great success of the institutions of developed countries such as American institutions,
German institutions, and Japanese institutions...etc.

Increasing environmental challenges have critically changed the way we do and perceive
the business. Challenges like rapid change, the rise of internet, workforce diversity,
globalization, changing legislation, evolving work and family roles, skill shortages, and the rise
of service sector have not only impacted the organizational structures but also changed the nature
and role of every business functionality. (Gomez-Mejia et al, 2001).

The economic justification for the presence of any organization whatever was its goal is
its survival and growth in the market. This depends mainly on its ability of Marketing in the
markets that serve it, regardless of whether marketing is locally or internationally, whereas
international marketing is an opportunity for many institutions for growth and expansion by
working within it, as the international marketing is considered broad and complex.
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Planning is important because of the instability, or the rapid and continued change of
environment in which the organization operates. Some examples of change are The issuance of
new laws, the new changes that occur in the economy, and the changes that occur in the needs
and desires of consumers. These changes are out of the control of marketing manager and at the
same time have a significant impact on the success or the failure of the organization.

And the international marketing environment means all the variables and elements which
effect on the marketing decision-making process in the different working circumstances between
different countries and different states. The international marketing environment characterized in
general by the phenomenon of movement and free exchange of goods, services, capital, values,
cultures and other things.

Although there are a lot of marketing variables but marketing decision-making focuses
primarily on four key strategies which can be called The Marketing Mix. These variables are
production, pricing, promotion, distribution.

The International marketing mix has the ability to compromise and deal with the special
variables of the marketing activity. The elements of the international marketing mix are the same
elements of local marketing, but the design of these elements is linked to global markets, as an
attempt to harmonize with global demand for products. The elements of the international
marketing mix must be characterized by continuity because of the dynamic nature in which
international marketing activity operates, so it must be re-examined from time to time, depending
on the factors and changes of the international marketing environment.

2. THE IMPORTANCE OF THE RESEARCH

This can be illustrated by the importance of the research at the academic level and
practical level, in the following manner:

A - At The Academic Level:

The marketing management occupies a prominent place in the organizational structure of
international companies, that's due to their growing need for doing studies and market analysis,
also for having knowledge of the reactions of consumers, customers and competitors. The
interest of marketing management increases when the institution become larger, its production
increases, and its market expands. Some institutions supervise on organizing and monitoring its
sales by itself or assign the distribution process to specialized institutions. The choice of these
methods depends on several factors including the institution's financial ability, organizational
ability production volume and variety, and the size of customer numbers, etc.

This research is important at the academic level as it studies the problems and constraints
of marketing management on the international level and provides appropriate solutions for it
through:

A.l. Estimate the strategic place for the role of the consumer and its association with the
survival of the company, growth, and stability.
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A.2. Build a good reputation at the local level, and at the international level of the
company.

A.3. Contribute to the promotion of production on a large scale, which creates a large
abundance.

A.4. Identify the impact of free trade zones on the movement of markets and exports.

A5. Identify the impact of economic blocs on the future of the movement of global
marketing.

B- At The Practical Level:

The global developments Led to transforming the field of Business Administration in
order to become the administration of international business, where the global media, the
Internet, means of developed communication in addition to electronic commerce and the global
road network led to turn the continents and countries into one global community, which affect
the local and global shopping that can be clear through:

B.1. Marketing management gives great interest in creating products that are designed in
the light of a specific role to solve some of the purchasing problems of consumers.

B.2. Exporting is a good way to get hard currency which countries need to import
products that can't be produced locally, and thus it is considered a good national gain which
leads to rising the standard of living and development and raising the purchasing power of
consumers.

B.3. International Marketing allows the sale of the surplus of the institution abroad and
creates opportunities for employment, it is an especially vital necessity.

B.4. Deweloping countries take benefits from the direct foreign investigations
economically and socially and politically, even though the investing countries in developing
countries do so only for their advantages.

B.5. Supporting of the wheel of development, because the international marketing needs
many skills, and is subject to a number of other considerations

B.6. Achieving the possibility of Contacting with the global stock markets.

B.7. Achieving the ability to study and analyze markets and respond to the needs of the
global consumer.

B.8. Contacting with international markets, using all technical means available in foreign
markets.

B.9. Planning and developing desired and needed products by consumer or investor in
foreign markets.

e —
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3. THE INTERNATIONAL CHALLENGES FACED BY

MULTINATIONAL COMPANIES
A. Marketing Policies

A new concept has Appeared in the marketing science that was not found before, which
is presented as the social networking (Facebook, YouTube, Twitter IPhone, | pad ) and it has
become the language of understanding, dealing and communicating with people in various
fields, whether it was political, economic, legal, social or cultural, which led to the reshaping of
relations between states, people and governors as it is being used in election campaigns, the Arab
revolutions, in the political environment, in the legislation of the legal environment , product
promotion and delivery of the markets, whether local, regional or international economic
environment . so the multinational companies are affected by sales, earnings growth, expansion
and marketing policies etc....

Therefore, the practice of the multinational companies for their activities in various
countries around the world makes the process of marketing decision-making very important and
has a pivotal role in the success or failure of these organizations. Since, the rapid environmental
changes, whether it was technological, political, legal, social or economic need decisions which
reflect the pattern of the Organization's response to these changes. Thus planning for the local
market differs from planning for the international markets and this is due to the following
factors:

A.l, The different nature of the business environment, which every kind of planning
deals with, as well as the different environment between different countries and the different
degree of progress and growth of industry structure, competition, laws, conventions and
economic conditions and the concept of market's rule, all of these leads to the variety of planning
tools and multiple alternatives and strategic choices according to the multiplicity of the business
environment.

A.2, The different methods of implementation of the strategies that are selected from state
to state, for example, the implementation of the marketing strategy for the same product differs
from a country to another depending on the state which the product is marketed in, as a result of
the different values, beliefs, and rules that govern the market.

A.3, Strategic plans for the international economy varies and complicates as a result of
the enormous challenges and problems of the different cultures and degree of risk, where these
strategies depend on a unique competitive advantage. So the organization's success depends on
the full understanding of the features of competitive and comparative advantages, such as the
advantage of lower costs in a country or a particular location as a result of the availability of
skilled workers or raw materials or markets. This advantage can be found on technology
processes that the organization depends on or can be found on administrative practices and thus
the organization succeeds in achieving growing.

The international marketing is associated with many other external activities, for
example, international marketing is linked to the external environment which includes many
factors and variables of economic, social, cultural, political, etc. The international marketing is
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linked to foreign markets where there are consumers with a multiple and diverse cultures that
often influence the behavior of consumers in those markets. International marketing associated
with the methods of promotion, distribution, and pricing which vary according to the nature of
systems, laws, and regulations in foreign markets. The international marketing is also linked to
the external customer who resides in foreign markets differs from the internal market in the
characteristics, trends, and needs. As in figure (1) Environmental Analysis Framework (EAF)

During the Cold War, Muslims were cultivated as allies and partners on many fronts,
such as the Mujahedeen in Afghanistan. At the time, Ronald Reagan lauded them as ‘the moral
equivalent of our founding fathers’. When the Cold War ended these allies were dropped.
Samuel Huntington’s ‘clash of civilizations’ article in 1993 signaled a major turn by targeting
the Islamic world (in fact, the Confucian—Islamic alliance with specific reference to the
cooperation between China and Pakistan). Erstwhile allies and partners were redefined as
enemies; yesterday’s freedom fighters became, literally, today’s terrorists. In response to this
policy shift and continuing Israeli and American politics of tension and aggression in the Middle
East followed a Muslim backlash, of which 9/11 is a part. The Cold War ‘arc of crisis’ has
become an ‘arc of extremism’ with flashpomts in the Middle East and Central Asia. Satellite TV
channels in the Arab world contribute to awareness among Muslims. Muslim organizations
increasingly demonstrate high militancy and swift responses, for instance to the Danish cartoons
and statements by Pope Benedict. The Lebanon war in 2006 has shown Israel’s weakness and
Hezbollah’s strength as part of a regional realignment away from the American-supported Sunni
governments to Iran, Syria, and Shites. The US siding with Israel’s stance in the region
contributes to its self-isolation. James,(2004 ).

The "multinational process” implies that the international marketing process is not a mere
repetition of using identical strategies abroad. The four Ps of marketing (product, place,
promotion, and price) must be integrated and coordinated across countries in order to bring about
the most effective marketing mix. In some cases, the mix may have to be adjusted for a particular
market for better impact. Coca-Cola’s German and Turkish divisions, for example, have
experimented with berry-flavored Fanta and a pear-flavored drink respectively. In other cases, a
multinational marketer may find it more desirable to use a certain degree of standardization if the
existing market differences are somewhat artificial and can be overcome. As in the case of
General Electric Co.’s GE Medical Systems, it went too far in localizing its medical imaging
products to compete with local competitors. Its managers designed and marketed similar
products for different markets. Over customizing such big-ticket products is an expensive and
wasteful duplication of effort. The World, Erase Its Border,” Business (2000, 113-114)

B. Environmental Analysis Framework:

Figure (2): The marketing environment can clearly show the Environmental components.
Which could be illustrated as follows:

B.1. Political environment:

Political factors can influence marketing decisions by determining the rules by which
business can be conducted. The relationship between government and business organizations can
have major implications not only for the respective parties but also other companies (Jobber
2004: 146)

e —
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Furthermore, for the foreign company entering into a new market, the laws, rules, and
regulations need to be understood before the entry, because Businesses to-day need to follow
both official regulations and also regulations pressed by special-interest groups. However, in
some cases, companies can even benefit from the newly established laws (Kotler 2000: 151). A
product related to public safety, such as bicycle helmet, can be made mandatory for all citizens
in which case the manufacturer of this product naturally benefits.

The poor political performance combined with high level of corruption led the
government to collapse and created political instability.

President Abdel Fattah Al-Sisi continued to wield both executive and legislative powers
in 2015, with no elected legislature in place since the July 2013 coup against then president
Mohamed Morsi, which also dissolved the parliament. The new, overwhelmingly government
parliament was scheduled to hold its first session in early 2016.

Journalists frequently face interference in the course of their work. Domestic media rights
organizations documented numerous cases of obstruction of coverage, illegal detention, and
outright attacks in 2015, and the rate of violations spiked in the last quarter of the year, during
and after parliamentary elections. Many such incidents also took place during January 2015
demonstrations marking the fourth anniversary of former president Hosni Mubarak’s ouster;
numerous journalists were assaulted, detained, or had their equipment confiscated while covering
the events. The Association for Free Thought and Expression (AFTE), an Egyptian NGO,
documented dozens of physical attacks against journalists in 2015, committed by both security
forces and civilians. Journalists have been detained for long periods of time without charge, and
some have reported torture or other mistreatment in custody. According to an August 2015
Amnesty International report, Mahmoud Abu Zeid, a freelance photojournalist who has been
held in pretrial detention since August 2013, said he was tortured by security agents and has been
denied medication necessary to treat hepatitis.

Authorities restricted reporting on security issues through a variety of means during 2015.
Among them was a new counterterrorism law, issued by al-Sisi in August, that prohibits
journalists from publishing information related to militant violence if it contradicts official
government accounts. Violations can result in heavy fines and a one-year ban from the practice
of journalism. The measure makes it extremely difficult for journalists to freely report on areas
affected by terrorism and insurgency, particularly the Sinai Peninsula.

B.2. Economic environment

The economic environment can have a critical impact on the success of companies
through its effect on supply and demand. Companies must choose those economic influences that
are relevant to their business and monitor them. Three major economic influences should be
examined on the marketing environment of companies: economic growth and unemployment,
the development and implications of the single European market, and the economic changes that
are accompanying the transition to market economies of eastern bloc countries (Jobber 2004:
132). The analysis of economic environment can let companies know the financial situation of
the target country in order to forecast the potential market demand, the buying power and the
foreign investment situation in the target market.
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As Egypt marks the fifth anniversary of the 2011 revolution on 25 January, it looks back
on five years of rapid political change, social dislocation, and economic turmoil. How has
Egypt’s economy fared since 2011, and what is the outlook for the next five years? By numbers
alone, on the eve of the revolution, Egypt’s economy looked fairly healthy. During the mid-
2000s, growth in gross domestic product (GDP) averaged an impressive seven percent annually.
In 2010, the country had accumulated foreign currency reserves equivalent to $35bn (sufficient
to cover 8.6 months’ worth of imports) according to the Central Bank of Egypt (CBE), and in the
same year GDP per capita stood at $2,600 according to World Bank indicators, an increase of
almost 50 percent on $1,400 in 2006.

However, these headline figures masked the fact that the growth was not evenly shared.
Much of it was consumption-led rather than investment-led and concentrated in capital-intensive
fields like petrochemicals and energy that tended not to create many jobs. Combined with
corruption and red tape, this resulted in a large informal economy — a 2014 study from the
Egyptian Centre for Economic Studies put it at two-thirds the value of the formal economy.
World Bank figures show that in 2010 poverty rates were running at about 25 percent, up from
16.7 percent in 1999. So while political and social exclusion may have been factors in causing
the revolution, economic exclusion shouldn’t be underestimated.

In the aftermath of the revolution, uncertainty over the final outcome led to economic
contraction and sluggish growth. Over the past five years, Egypt has shifted through being
governed by the Supreme Council of the Armed Forces (SCAF) to president Mohamed Morsi,
who was in turn removed by SCAF, and now by Abdel Fattah Al-Sisi. The currency has
depreciated and Egypt has required substantial infusions of funding from the international

community after imposing capital controls in 2011. 101

The value of the Egyptian pound (LE) has fallen from 5.5 LE to the US dollar in January
2010 to 7.8 LE this January and substantially less on the black market. In November 2015, the
CBE reported net reserves of $16.4bn, or 3.4 months’ worth of imports. As a rough measure of
international confidence in the Egyptian economy, World Bank indicators show foreign direct
investment (FDI) inflows amounted to $4.8bn in 2014, slightly up from $4.2bn in 2013, but far
below the $11.6bn of 2007. Middle East Eye. We Could lllustrate some variables effected on
Marketing Mix as a Following:

. Foreign Investment:

Foreign investment in Egypt deteriorated after the revolution from 6.8 to 2 USD Billion
for the fiscal year 2010/11. The main indices of Egypt“s stock exchange (EGX 30 and EGX 100)
both dropped by 10.5% and 14% after the revolution, (ECES, June 2011). As well as the
growing deficit in the trade balance, which exceeded the 28 billion dollars in 2011, and the fall in
foreign direct investment is less than 2 billion dollars after they had crossed the $113 billion a
few years ago (CBE, Annual report, 2011).

. Debt crisis

The debt represents 15.2 % GDP; this indicator comes from the best global levels, which
ranged from 15.3% for the dewveloping Asian economies and 66.0 % for North and Central
European countries. Moreover, the indicator of debt service/exports of goods and services
recorded 5.7 %, i.e. less than the global levels forecast for 2011 that ranged between 11.0 % for

e —
Challenges To Multinational Companies And Its Impact On The Marketing Policies In Egypt




Turkish Journal of Marketing C.:1 S.:2 Y1l:2016, ss. 94-119

Sub-Saharan Afiica and 55.8% for North and Central Europe, according to the IMF*“s World
Economic Outlook (IMF*s World Economic Outlook - Sept. 2011).

. Balance of Payments and External Trade

There are two basic factors that contributed to the overall deficit: the current account
deficit which retreated by 35.9 percent to a record US$ 2.8 billion (against US$ 4.3 billion a year
earlier), and the capital and financial account that unfolded a net outflow of US$ 4.8 billion
(against a net inflow of US$ 8.3 billion).

. Unemployment

Egypt's unemployment rate in the last quarter of 2010 was 9.5 percent; it has risen to 11.9
percent in the first quarter under the impact of the political unrest (CAMPAS, 2011). The World
Factbook estimated a 3.2% increase in the unemployment rate in Egypt to currently be at a level
of 12.2% instead of 9% just a year ago; this shows the shocking effect that the Arab Spring has
had on Egypt's unemployment rate (Hagen, 2011). HAGEN, E. 2011. Egypt Not A Refugee
Heaven. Ahram Online. Awvailable on: http//english.ahram.org.eg/News/14661

Unemployment at 12.5 percent in mid-2016 (up from 9 percent prior to 2011) is a
particular concern, with higher rates among the youth and women. Furthermore, recent increases
in the population growth rate is placing additional pressure on infrastructure and services. This is
creating additional impetus for reforms to generate economic growth and to respond to the needs
of the population and their expectations of improvements in well-being.

B.3. Social and cultural environment

The population in developed economies is expected to be stable or shrinking. A major
demographic change that will continue to affect the demand for products and services is the
rising proportion of people over the age of 45 in the EU, and the decline in the younger age
group. Moreover, within Europe, cultural differences have implications for the way in which
business is conducted which need to be recognized when interacting with European customers
(Jobber 2004: 138, 141).

Furthermore, understanding of the social and cultural factors is also the way to know the
customer needs for companies. If companies know more the consumer's life standard and their
characteristics, it is more convenient to make decisions on the customizing products.

B.4. Technological environment

Technology can have a substantial impact on people’s lives and companies’ fortunes.
Monitoring the technological environment may result in the spotting of opportunities and major
investments in new areas (Jobber 2004: 152). The key to successful technological investment is
market potential and technological change can also pose threats to those companies that
gradually find they cannot compete effectively with their more advanced rivals.

B.5. Legal environment
Egypt was under a state of emergency from 1981 until May 2012, and for three months
following The 2013 Coup. The Emergency Law grants the government extensive powers of
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surveillance and detention. A state of emergency and nighttime curfew have been in place since
October 2014 in Northern Sinai, with repeated three-month extensions. A decree extending the
measures in July 2015 followed coordinated attacks by the region’s IS affiliate that killed dozens
of soldiers. Freedom of movement and property rights were severely affected by the
government’s counterinsurgency efforts in the Sinai n 2015. In addition to the curfew,
checkpoints, and other travel restrictions, the military has summarily demolished buildings in the
town of Rafah to create a buffer zone along the border with the Gaza Strip, displacing thousands
of families and destroying over 3,000 homes and other structures as of late 2015. Authorities also
pumped seawater into smuggling tunnels in the area, raising health and environmental concerns.

The authorities continued to arrest and prosecute journalists during 2015, subjecting them
to deeply flawed legal proceedings that disregarded their fundamental rights. According to CPJ,
23 journalists were behind bars in Egypt as of December, with the number reaching 36 at its
highest point during the year. In April, 13 journalists were sentenced to life in prison, and one
was sentenced to death, following convictions for plotting against the state during a 2013 sit-in at
Cairo’s Raba’a Square, which ended when a violent crackdown by security forces Kkilled
hundreds of civilians. After months of delays and obstructions in the appeals process, Egypt’s
Court of Cassation granted the journalists a retrial in December, though they remained in
custody. In January 2015, an appeals court granted a retrial to three employees of Qatar’s Al-
Jazeera television network who were detained in late 2013 and subsequently sentenced to
lengthy prison terms for supposedly spreading false news and aiding the Muslim Brotherhood,
now deemed a terrorist organization. One of the reporters, Peter Greste, an Australian citizen,
was deported in February 2015. The others—Mohamed Fadel Fahmy, an Egyptian-born
Canadian citizen, and Baher Mohamed, an Egyptian national—were released on bail later that
month but convicted again at their retrial in August, along with Greste in absentia. In September, 103

Fahmy and Mohamed were released under a presidential pardon. A number of other journalists
faced the imminent threat of detention in connection with pending charges or convictions in
absentia.

 Egypt was the world’s second-worst jailer of journalists in 2015, according to the
Committee to Protect Journalists (CPJ), with 23 reporters behind bars as of December.

* A new counterterrorism law banned the dissemination of material that contradicts
Defense Ministry accounts of militant attacks, severely curtailing journalists’ ability to
report on national security topics.

 The already high rate of media freedom violations spiked during the parliamentary
election period, which lasted from October through early December.

e The struggling public broadcaster continued to lose viewership during the year, as
audiences turned to private channels based both in Egypt and abroad.

After mentioning the different kinds of environments and its effect on marketing policies
you can see how environmental changes can affect the marketing policies from this illustration
of the Egyptian environmental changes after the Egyptian revolution.

The reflection of The Egyptian revolution on Business Environment and Especially on
Marketing Policies can be summarized as Follows:

. low foreign direct investments
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. a high budget deficit
. a high debt rate
. a high unemployment rate

. a high poverty rate

. a low standard of living.

. increase the inflation rate

. increased level of poverty

. increase level of food prices

. low revenues from exports

. The Egyptian foreign exchange reserves have been dropping rapidly, as they were

$36 billion pre-revolution and $15 billion post-revolution.

. Egypt has lost around two billion U.S. dollars in tourism revenues due to this
political unrest

. Tourism revenues dwindled by 47.5 percent in the second half of the year,
compared with the first

. The tourism sector is one of the country's economic pillars; Egypt in 2010 had
14.7 million tourists, but after January 25th tourism revenues dropped by 60 percent

Preliminary Egypt's data at end of September 2015 showed a decrease in total assets and
total liabilities, compared to the position of end-June 2015, to achieve net liabilities of about US$
97.8 billion versus US$ 93.6 billion. Egypt's total financial assets decreased by about US$ 4.7
billion, to reach US$ 42.8 billion in September 2015, down by 9.9 percent compared to June
2015. Meanwhile, total financial liabilities amounted to US$ 140.6 billion, decreasing by about
US$ 0.5 billion or 0.4 percent, compared with June 2015. Central Bank of Egypt — External
Position (External Position of the Egyptian Economy July/September 2015/16)

New era of monetary policy amidst foreign exchange shortages and high inflation The
fiscal year 2016 saw several important milestones so far after a new Central Bank Governor
assumed office in November 2015, introducing a shift from an accommodative monetary policy
to a tight one amidst a stubbornly high inflation, easing capital controls and initiating new import
rules in the aim of solving Egypt’s chronic foreign exchange shortages. This came along
pressures on the Central Bank of Egypt’s gross official reserves despite GCC deposits. Inflation
remains stubbornly high, largely due to supply bottlenecks and the Egyptian Pound depreciation.
The Headline Consumer Price Index for urban areas rose by 11.0% on average in FY 2015 and
by 9.6% on average during the first half of FY 2016.

Capital markets under downward price pressures amidst weaker investor sentiment across
the region Egypt’s capital markets followed a downward trajectory over the year 2015, mainly
dragged by weaker investor sentiment across the MENA region, lingering local security and
geopolitical concerns and speculation about an interest rate hike by the US Federal Reserve.
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Accordingly, the Egyptian Exchange price index of the 30 most highly capitalized and liquid
stocks saw its first contraction in four years. The fixed income market registered sharp price
declines that swept out the previous year’s gains, and the cost of msuring debt expanded
significantly. The bourse main benchmark index (EGX 30) tumbled by 21.5% in 2015 to close at
7,006.01 at year-end. In parallel, Egyptian sovereign debt papers saw downward price
movements in 2015, with Z-spreads widening significantly, tracking price falls across the region.
Egypt’s five-year CDS spreads, a reflection of market perception of country risks, widened
significantly by 196 bps over the year to close at 478 bps at end-2015, following a notable
contraction of 323 bps in 2014.

Egypt’s capital markets were at the image of regional tensions and the adverse effects of
the drop in oil prices. Egypt’s 5-year CDS spreads, a reflection of market perception of country
risks, reported a 196 basis points expansion to reach 478 basis points. The Egyptian Stock
Exchange saw a 27.5% drop in prices in 2015, driven by weaker investor sentiment across the
region, some adverse local security developments and lingering geopolitical concerns after the
terrorist act that brought down the Russian passenger plane in Egypt on October 31, 2015. The
latter according to Moody’s would have credit negative implications for the country’s balance of
payments and pose downside risks to the country’s outlook. These unfavorable market spillovers
were partly offset by Saudi Arabia’s pledge towards the end of 2015 to raise its investments in
Egypt and to contribute to providing Egypt with petroleum needs for the next five years.(Egypt
economic report February 24, 2016)

External Position of the Egyptian Economy July/September 2015/16

4. SAMPLE AND SOCIETY OF THE RESEARCH 105

Information was collected from respondents like marketing and sales managers in
addition marketing and sales specialists We picked 110 managers and specialists from the
studied companies to be our sample participants. we gave them a questionnaire which they
answered during their break time in the field study which the researcher made after illustrating
the questionnaire. The field work had taken almost ten days.

Research limits have been done in the evaluation of marketing policies of multinational
companies in the Arab Republic of Egypt. The study targeted multinational companies operating
in the Arab Republic of Egypt that work with exporting capital amounted to about 35 billion
pounds and investment costs amounted to about (50) billion pounds, which have contributed to
the provision of (145,879) thousand jobs, according to the statistics of 2012 according to the
report of the General Authority for Investment and Free Zones. also among the foreign
companies operating in the industrial sector. There are (502) multinational companies. They
represent (76.29) and the rest is completely foreign companies and shared companies for the rest.
The researcher just confined to multinational companies operating in the industrial field without
exposure to fully foreign companies or multinational companies in free zones.

As in table (1) Distribution of multinational industrial companies according to the type of
industry , it is clear that a number of multinational companies operating in the industrial field
have numbered about 175 to 2012 with investment costs exceeded 11 billion pounds, and
because of the costs of investment, covered by companies operating in the food industry, which
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amounted ( 2782 million ). The researcher focused on studying the field of food Industries. The
study was limited to choose this field, in accordance with the following criteria: -

1. Investment costs.
2 . Total employment.

Where investment costs occupy the first place for the food industry, while labor takes
second place as the food industry is one of the most important areas affected by the global
variables.

5. REVIEWOF LITERATURE

Diane (2009) provides a provocative look at how CTM theory and practice are
superseded by the creativity, flexibility, and innovation of day-to-day entrepreneurship. The
paper validates a framework for the analysis of marketing practices specific to entrepreneurs.

P. Yasanallah ,et al (2012) Studies the Status of Marketing Mix (7Ps) in Consumer
Cooperatives at Province from Members’ Perspectives. As a result, hypotheses on price,
location, promotion, product, operation management and physical assets show lower than the
average status of these elements were confirmed. The only hypothesis that was rejected was the
hypothesis related to the personnel element. This shows the proper condition of this element of
marketing mix.

Thomas (2010) results indicate that adaptation is greatest for distribution, followed by
price, promotion, and product. Product adaptation is influenced by market factors, price
adaptation is influenced by market and industry factors, promotion adaptation is influenced by
market factors, and distribution adaptation is influenced by company factors. The results of the
research can be used to both understand and manage the extent of adaptation necessary for
products in international markets.

Gandolfo, et al. (2009) The objective is to extract and synthesize ‘best evidence’
regarding marketing mix standardization practices in multinational corporations and to identify
evidence regarding the performance impact of marketing mix standardization. this review is
useful for management practitioners in multinationals seeking to integrate operations across
borders. findings of a systematic review of the literature on marketing mix standardization in
multinational corporations.

Carl Arthur (2000) Study mentioned that the standardization versus customization issue
in international marketing has important organizational aspects that are often neglected in the
literature.

Chan S. Yeua,et al (2012) study focused on the 4P approach of marketing mix which is
based on product, price, promotion and places analysis. McDonald's marketing strategy in China
and India were used for this study. The study found that the McDonald's has adopted a different
kind of its 4P in their international marketing mix based on both, localization and globalization
approaches.
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Frank Germann (2013) analysis reveals important moderators: more intense industry
competition and more rapidly changing customer preferences increase the positive impact of the
deployment of marketing analytics on firm performance.

Recep (2012)study has supposed to assist marketers in their efforts to behave in an ethical
fashion. It is assumed that local conditions of markets may be different, but some global markets,
ethics, and social responsibility principles should be applicable to all markets

Craig (2005)findings indicate that export wventure management characteristics and
adapting to foreign market needs as barriers to export were the significant predictors of export
marketing performance.

4.1. Research Question

What is the relationship between Environmental Variables and marketing Mix?

6. STATISTICALANALYSIS

The study aims to examine Challenges to multinational companies and its impact on the
marketing policies such as Production, Pricing, Distribution, and Promotion. To achieve the goal,

The researcher took a sample participants of 110 managers and specialists from the
studied companies and gave them a questionnaire about Challenges to multinational companies
and its impact on the marketing policies, their response to the questionnaire is shown in table (2)
The questionnaire responses:

And to know the impact of the Egyptian revolution and Challenges to multinational
companies and its impact on the marketing policies, the researcher is trying to test the following 107

hypotheses of the study by Theses Variables:
Instability of Government regulations
Instability of political environment
Economic fluctuations
Lack of security and stability
A. Hypotheses:

A.l, There is no statistically significant relationship between Instability of Government
regulations and marketing policies.

A2, There is no statistically significant relationship between Instability of political
environment and marketing policies.

A.3, There is no statistically significant relationship between Economic fluctuations
and marketing policies.

A4, There is no statistically significant relationship between Lack of security and
stability and marketing policies.
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B. Data Analysis

After encoding and unloading and entering data for the computer, the researcher used the
nineteenth version of the statistical program: Statistical package for social science (SPSS) to
conduct statistical analysis of the study data as follows:

B.1. Hypothesis “1” testing:

There is no statistically significant relationship between Instability of Government
regulations and marketing policies.

The researcher has to verify this hypothesis by studying the following: -

1- Simple linear regression model to study the effect of Instability of Government
regulations ( the independent variable), and marketing policies in multinational companies (
dependent variable )

Measuring the impact of the independent variable on the dependent variable using simple
regression:

The analysis of the simple linear regression refers to the relationship linear form between
the independent variable and the dependent variable, and the proportion of the impact of the
independent variable Instability of Government regulations on the dependent variable marketing
production policies. The SPSS program helps in determining the level of significance of P-value
as shown in table (3) The regression relationship between the Instability of Government
regulations and the marketing production policies. From the table we could conclude that :

The significance of the estimated regression model where the F- value is (933.39) for the
regression model of the dependent variable on the independent variable at significance level
(0.00).

The regression coefficient signal is positive for the independent variable, it means that the
relationship between the independent variable and the dependent variable is a direct correlation,
in the sense that the increase in the independent variable leads to an increase in the dependent
variable.

The increasing of the intermediate variables which are related to Instability of
Government regulations by one unit leads to an extrusive change in achieving the cultural
adaptation by (0.588) unit approx.

The level of significance of T-test for the independent variable with the dependent
variable is (0.00), which is less than the level of significance of 5%, and this proves the
existence of a statistically significant relationship between Instability of Government regulations
and marketing policies.

The coefficient of determination R2 Shows the percentage of interpretations that the
independent variable can interpret for the changes that affect achieving marketing polices
(0.661). Regression model can be formulated for the independent variable (Government
regulations and marketing policies) as follows: - Y= 19.17+0.588X

e —
Turkish Journal of Marketing Vol.:1 Issue:2 Year: 2016 pp. 94-119

108



Ahwmed Tid GHAREEB

L ___________________________________________________
B.2. Hypothesis “2” testing:

There is no statistically significant relationship between Instability of political
environment and marketing policies.

The researcher has to verify this hypothesis by studying the following: -

1- Simple linear regression model to study the effect of Instability of political
environment  (the independent variable ), and marketing policies in multinational companies (
dependent variable )

Measuring the impact of the independent variable on the dependent variable using simple
regression:

The analysis of the simple linear regression refers to the relationship linear form between
the independent variable and the dependent variable, and the proportion of the impact of the
independent variable Instability of political environment on the dependent variable marketing
policies. The SPSS program helps in determining the level of significance of P-value as shown in
table (4) The regression relationship between the  political environment and the marketing
policies in multinational companies. From the table we could conclude that :

- The significance of the estimated regression model where the F- value is (640.52) for
the regression model of the dependent variable on the independent variable at significance level
(0.00)

- The regression coefficient signal is positive for the independent variable, it means that
the relationship between the independent variable and the dependent variable is a direct
correlation, in the sense that the increase in the independent variable leads to an increase in the

dependent variable. 109

- The increasing of the intermediate variables which are related to Instability of political
environment by one unit leads to an extrusive change in The marketing policies by 0.511 units
approx.

- The level of significance of T-test for the independent variable with the dependent
variable is (0.00), which is less than the level of significance of 5%, and this proves the
existence of a statistically significant relationship between Instability of political environment
and marketing policies.

- The coefficient of determination R2 Shows the percentage of interpretations that the
independent variable can interpret for the changes that affect marketing policies (0.661).

- Regression model can be formulated for the independent variable (Instability of
political environment ) as follows: - Y=22.68 + 0.511 X2

B.3. Hypothesis “3” testing:

There is no statistically significant relationship between Economic fluctuations and
marketing policies.

The researcher has to verify this hypothesis by studying the following: -

1- Simple linear regression model to study the effect of Economic fluctuations (the
independent variable), and marketing policies in multinational companies (dependent variable)
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Measuring the impact of the independent variable on the dependent variable using simple
regression:

The analysis of the simple linear regression refers to the relationship linear form between
the independent variable and the dependent variable, and the proportion of the impact of the
independent variable Economic fluctuations on the dependent variable marketing policies. The
SPSS program helps in determining the level of significance of P-value as shown in Table (5)
The regression relationship between the Economic fluctuations and the marketing policies in
multinational companies . From the table we could conclude that:

- The significance of the estimated regression model where the F- value is (480.18) for
the regression model of the dependent variable on the independent variable at significance level
(0.00)

- The regression coefficient signal is positive for the independent variable, it means that
the relationship between the independent variable and the dependent variable is a direct
correlation, in the sense that the increase in the independent variable leads to an increase in the
dependent variable.

- The increasing of the intermediate variables which are related to Economic fluctuations
by one unit leads to an extrusive change in The marketing policies by 0.774 units approx.

- The level of significance of T-test for the independent variable with the dependent
variable is (0.00), which is less than the level of significance of 5%, and this proves the
existence of a statistically significant relationship between Economic fluctuations and marketing
policies.

- The coefficient of determination R2 shows the percentage of interpretations that the
independent variable can interpret for the changes that affect Marketing policies (0.501).

- Regression model can be formulated for the independent variable (Economic
fluctuations) as follows:- Y=24.86+0.774 X"3

B.4. Hypothesis “4” testing:

There is no statistically significant relationship between Lack of security and stability and
marketing policies.

The researcher has to verify this hypothesis by studying the following: -

1- Simple linear regression model to study the effect of Lack of security and stability (
the independent variable), and  marketing policies in multinational companies ( dependent
variable )

Measuring the impact of the independent variable on the dependent variable using simple
regression:

The analysis of the simple linear regression refers to the relationship linear between the
independent variable and the dependent variable, and the proportion of the impact of the
independent variable Lack of security and stability on the dependent variable marketing policies.
I —
Turkish Journal of Marketing Vol.:1 Issue:2 Year: 2016 pp. 94-119

110



Ahmed Eid GHAREEB

|
The SPSS program helps in determining the level of significance of P-value as shown in Table
(6) The regression relationship between the Lack of security and stability and the marketing
policies in multinational companies . From the table we could conclude that :

Through the above table, it can be concluded that:

The significance of the estimated regression model where the F- value is (420.16) for the
regression model of the dependent variable on the independent variable at significance level
(0.00)

- The regression coefficient signal is positive for the independent variable, it means that
the relationship between the independent variable and the dependent variable is a direct
correlation, in the sense that the increase in the independent variable leads to an increase in the
dependent variable.

- The increasing of the intermediate variables which are related to Lack of security and
stability by one unit leads to an extrusive change in The marketing policies by 0.654 units
approx.

- The level of significance of T-test for the independent variable with the dependent
variable is (0.00), which is less than the level of significance of 5%, and this proves the existence
of a statistically significant relationship between Lack of security and stability and marketing
policies.

- The coefficient of determination R2 shows the percentage of interpretations that the
independent variable can interpret for the changes that affect promotion policies (0.664).

- Regression model can be formulated for the independent variable (Lack of security and

stability) as follows:- Y=24.86+0.654 X3 —

6. RESULTS

Within the theoretical framework of the study and in the light of the results of the field
study of marketing policies of multinational companies in the Arab Republic of Egypt and its
role in the local, regional and global challenges, the analysis of data and testing hypotheses of
the study, the overall results of the research could be determined as follows:

A. There is a significantly positive statistical relationship between Instability of
Government regulations and Marketing policies in multinational companies; where the results of
the analysis show the following:

A.l, There is a correlation between the independent variable (Instability of Government
regulations) and the dependent variable (Marketing policies) because the level of significance is
less than 5% and this indicates the presence of correlation between the dependent variable and
the independent variable.

A2, There is a direct correlation (positive) between the independent variable and the
dependent variable where the signal of the correlation coefficient is positive, and this means that
there is a positive relationship.

A.3, Signals of the regression coefficient are positive for the independent variable, which
means that the relationship between the independent and dependent variables is positive; which
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means that the increasing of the independent variable leads to increasing of the dependent
variable.

B. There is a significantly positive statistical relationship between Instability of political
environment and Marketing policies in multinational companies; where the results of the
analysis show the following:

B.1, There is a correlation between the independent variable (Instability of political
environment) and the dependent variable (Marketing policies) because the level of significance
is less than 5% and this indicates the presence of correlation between the dependent variable and
the independent variable.

B.2, There is a direct correlation (positive) between the independent variable and the
dependent variable where the signal of the correlation coefficient is positive, and this means that
there is a positive relationship.

B.3, Signals of the regression coefficient are positive for the independent variable, which
means that the relationship between the independent and dependent variables is positive; which
means that the increasing of the independent variable leads to increasing of the dependent
variable.

C. There is a significantly positive statistical relationship between Economic fluctuations
and Marketing policies in multinational companies; where the results of the analysis show the
following:

C.1, There is a correlation between the independent variable (Economic fluctuations

) and the dependent variable (Marketing policies)because the level of significance is less
than 5% and this indicates the presence of correlation between the dependent variable and the
independent variable.

C.2, There is a direct correlation (positive) between the independent variable and the
dependent variable where the signal of the correlation coefficient is positive, and this means that
there is a positive relationship.

C.3, Signals of the regression coefficient are positive for the independent variable, which
means that the relationship between the independent and dependent variables is positive; which
means that the increasing of the independent variable leads to increasing of the dependent
variable.

D. There is a significantly positive statistical relationship between Lack of security and
stability and Marketing policies in multinational companies; where the results of the analysis
show the following:

D.1, There is a correlation between the independent variable (Lack of security and
stability) and the dependent variable (Marketing policies) because the level of significance is
less than 5% and this indicates the presence of correlation between the dependent variable and
the independent variable.
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D.2, There is a direct correlation (positive) between the independent variable and the
dependent variable where the signal of the correlation coefficient is positive, and this means that

there is a positive relationship.

D.3, Signals of the regression coefficient are positive for the independent variable, which
means that the relationship between the independent and dependent variables is positive; which
means that the increasing of the independent variable leads to increasing of the dependent
variable.

CONCLUSION

This paper focuses on the impact of Challenges to multinational companies on the
marketing policies in multinational companies by using the Egyptian data and testing on it. The
main objective of the study is first to investigate if there is any coordination between Challenges
to multinational companies and the marketing policies in multinational companies. It was found
that Challenges to multinational companies had an effect on the marketing policies. Furthermore,
the estimation results proved the validity of the Hypotheses as it was found a positive and
statistically significant relationship between Challenges to multinational companies. Challenges
to multinational companies made a lot of problems that had its effect on the marketing policies in
multinational companies:

e Unemployment remains high. Corruption and cronyism continue as factors in the
Egyptian economy’s inability to create jobs and the prevalence of informality and social
exclusion.

e A major obstacle to this has long been corruption and cronyism. 113

e The Egyptian private sector and Multinational Companies Have been dominated by a
relatively small number of large firms that enjoy privileged positions and are able to
employ monopolistic practices to generate easy profits.

e The Egyptian armed forces themselves continue to own and operate many factories and
businesses unrelated to military needs. Taken together, this means the armed forces
control much of the economy.

e Increasing taxes
e The economy is suffering From the lack of tourists some sectors make little to nothing
e Prices are exploding

e Egypt suffered from corruption and bad economic performance
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Figure 1: Environmental Analysis Framework (EAF)

Source: Austin, James E. (1990).
Techniques.

Figure 2: The Marketing Environment
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Table 1: Distribution Of Multinational Industrial Companies According To The Type Of

Industry
_ Investment Issued Capital Companies Total
Fields
Costs Employment
The Amount
Percentage - Percentage | Number
In Million

Engineering 2103 176 1281 36.6 64 11324
Industries
Chemical

Industries 1799 20.9 1527 20.0 35 5356

U (22 2782 204 1489 13.1 23 5661
industry

Metal industries 1755 21.3 1553 10.9 19 5316

The

pharmaceutical 1263 7.8 571 10.3 18 3479
industry

The texile 515 40 291 5.7 10 4627
industry

Building materials 1202 8.0 581 34 6 917

Total 11419 %100 7293 100 175 36680

Source: General Authority for Investmentand Free Zones, Annual Report 2012, p 66.
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Table 2: The Questionnaire Responses

Phrase Agree Agree | Neutral | Don’t | Don’t Agree
Completely Agree | Completely

Free access to information 20 10 10 25 35
Fighting corruption and eliminate it 18 14 13 20 35
Press and media freedom 10 6 4 70 20
Increasing investment opportunities 15 5 8 18 54
Open new relations with neighboring countries 21 9 17 23 30
Preventing monopolistic practices 17 4 14 29 35
Facilitating the movement of exports and imports and 14 38 20 10 8
removing all obstacles
Amendments taxes to be in favor of the investorand the 22 8 27 12 30
consumer
Reduction of customs duties 14 9 21 35 20
Encouraging economic openness 13 9 19 22 36
Using electronic Trade and Marketing 9 7 18 26 40
Accessing to regional and global markets 7 5 15 40
Reducing costs and use flexible pricing 5 12 31 33 17
Development of methods and new channels of distribution 21 33 19 17 13
Using interactive promotional methods with customers 18 29 13 19 14
To achieve a competitive advantage and a strategic position in 16 20 20 28 12
the market by strengthening the elements of production and 118
access to the overall quality of the product ]

Table 3. The Regression Relationship Between The Instability Of Government Regulations And

The Marketing Production Policies

Reqression Coefficient of
Independent variable gress T Value significance determination F Value significance
coefficient R2
Constant 19.17 19.52 0.00
Instability of Government 0.661 933.39 0.00
regulations 0.588 30.55 0.00

Table 4. The Regression Relationship Between The Political Environment And The Marketing

Policies In Multinational Companies.

. Regression L Coefficient of L
Independent variable T Value T significance A Value F significance
Constant 22.68 21.67 0.00
Instability of political
environment 0.511 2531 0.00 0.572 640.52 0.00
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Table 5. The Regression Relationship Between The Economic Fluctuations And The Marketing

Policies In Multinational Companies

. Regression L Coefficient of L
Independent variable GO Value T | significance I Value F significance
Constant 24.68 22.09 0.00
0.501 480.18 0.00
Economic fluctuations 0.774 2191 0.00

Table 6. The Regression Relationship Between The Lack Of Security And Stability And The
Marketing Policies In Multinational Companies

8 Regression Value S Coefficient of S
Independent variable coefficient T significance determinationR2 Value F | Significance
Constant 20.18 19.09 0.00
' 0.664 420.16 0.00
Lack of security and | ¢4 2091 0.00
stability
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Bu makale futbolun, futbol endiistrisine dogru gecirdigi evrim iizerine yazilmistir. Bir sportif faaliyet olan
futbolun, yirminci yiizyilin ikinci yarisinda, paradigmal bir kayma géstererek, iktisadi ve ticari bir alan haline
gelisi, taraftar kavraninin miisteri kavramina doniismesine neden oldugu asikardir. Bu degisimle beraber yeni bir
izleyici kitlesi olusmusg, beden egitimine dayali spor faaliyeti olan futbol ise tiyatral bir hale gelmistir. Bu degisi me
ayak wyduran futbol kuliipleri yollarina devam ederken, iktisadi altyapisini degistiremeyen kuliipler ise yollarina
devam edememigtir. Makalede degisen sosyo kiiltiirel yapi ve futbol kuliiplerinin bu degisime olan imtiayi duruslari
tartisilmis, belli bir tipolojiye ve diizene sokulmus futbolun metodolojisi anlamlastiriimaya ¢alistimistir.

Anahtar Kelimeler: Futbol, Futbol Endiistrisi, Federasyon, FIFA, UEFA

A RESEARCH ON INDUSTRIAL FOOTBALL

Abstract

This article has been written on the evolution of football to the football industry. Football, a sporting
activity, became paradigmatic in the second half of the twentieth century and became an economic and commercial
space, causing the concept of supporters to turn into a customer concept. With this change, a new audience has
formed and soccer, which is a sports activity based on physical education, has become a theatrical one. While this
change has continued on the roads of soccer clubsthat can keep pace, the clubsthat can not change theireconomic
infrastructure can not continue their way. The socio-cultural structure changing and football clubs' changing

situation and the imitations of the football clubs were discussed, and the methodology of football was tried to be
understood.

Keywords: Football, Soccer Industry, Federation, FIFA, UEFA
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1. Cahsmamn Kuramsal Cercevesi

Egemen smif maddi tretim araglarmi denetledigi gibi, kitlelerin diistinsel yapilarmi yani
yeni bir fkir {iretiminde kullamlabilecek tiim alanlar1 ve kitle iletisim araglarmi denetler.
Egemen smiflar diger smiflarm iyi niyet ve rizasmi kazanabilmek icin ideolojik aygitlar iiretir ve
toplumsal olaylarda egemenligini bu aygitlar iizerinden tekrardan yiirlitir. Kapitalist {tiretim
iliskilerinde ideoloji  altyapidan soyutlanarak ele almamaz buna bagh olarak ideolojik
problemlerin  temel buldugu yer alt yapida {retim bigciminde ve tirlerinde gizlidir. (Marx,
2000:15) Kiiltlirden s6z eden bilerek ya da bimeyerek yonetimden de séz ediyor demektir.
Felsefe ve din biim ve sanat yasam tarzlar1 ve toreler gibi birbirinden farkh bu kadar ¢ok seyin
ve bir ¢agm nesnel tmninin tek bir kiltiir sozciigliyle Ozetlenisi daha en bastan tiim bunlara
tepeden bakarak bir araya toplayan tanzim eden Olglip bicen organize den bir idari bakisi ele
veriyor anlammdadr (Adorno, 2007:121). Giintimiizde genel egilimin sonucunda geleneksel
olarak [kiiltire has kabul edilen alanlarm maddi Uretime giderek daha da yaklastigm
sOyleyebiliriz. Bu durum, kiiltiiri yonetime iliskin olarak sodylenenlerden muaf tutmaz. Yonetim
artik toplumsal kuvvetlerin alanndan uzakta salt devletlerle ya da yerel idarelerle ilgili bir kurum
degildir (Adorno, 2007:123). Max Weber “Wirtschaft und Gesellschaft” adh eserinde ge¢ donem
eserlermin bigimsel olarak tanmlayict yontemi uyarmca her kurumun niteliksel ve niceliksel
olarak genisleme egilimini biirokrasiye igkin olarak tanmlar yani biirokrasiler kendilerinden
yola c¢ikarak kendi yasalarma uyarak yayilmalari gerekmektedir. Weber’e gore “Biirokrasinin
uzmanlk bilgisi karsismda yalnizca ekonomi alanndaki ilglilerin uzmanhg {stiindiir. Ciinkii bu
ilgililern olgular1 tam olarak bilmeleri, onlarm alannda dogrudan dogruya ekonomik bir varolus
s0z konusudur. Resmi bir istatistikteki yamlglar hatayr yapan memurlar agismdan dogrudan

ekonomik sonuglar dogurmaz.” 121

Yukarida bahsettigimiz baglam kapsammnda; endiistri doneminin Oncesinde oynanan ve
sunulan futbol anlayis1 biiyiik Olgiide diizensizdi, herhangi bir sekle sahip olmamakla birlikte
kurallar1 konulmamustt. Bazen yiizlerce kisnin katildigi isaretlenmemis alanlarda veya koy ve
kasabalarm caddelerinde oynanrdi Bunun tam tersi “Modern Futbol” ise ileri derecede diizene
sokulmus ve sistemlestirimistir. Evrensel kurallara gore oynanan bir merkezden yonetilir. Doruk
noktas1 camiya diizeyinde degil, yerel baglar ¢ok kuvvetli olmakla birlikte ulusal ve uluslararasi
diizeydedir. Katlm i¢in degil, seyirlk olmasi i¢cin yeniden diizenlenir.(Hal, 1999). Futbolun
degisik bir yone dogru siiriiklenmesinde ve taraftarhgi konusunda Avrupayr baz alan bircok
calsma bulunmaktadwr. Futbolun endiistriyel hali iizerine birgok cahsma yapimaktadr. Her
seyden Once futbol konusunda son yillarda yapilan ¢ahsmalarm bir bolimii oyunda artan piyasa
hakimiyeti ve sekillenen iliskilere dair cahsmalardr (Boniface, 2007) Futbol, kiiresellesen ve tek
brr kdy haline gelen diinya ile kiiresel iletisim ile birbirinden farkh iilkelerde oldukca Onemli bir
yer kazanmig ve kiiltiir endiistrisinin basat oyunlarmdan biri haline gelmistir. Yeni ekonomik ve
kiiltiirel politikalar sonucunda diinya ¢apmda popiiler olan bu spor artk diinya ¢apmda bir sanayi
kompleksine doniigmiis ve kendini yeni bir kimlkle yaratmustr (Hobsbawn, 2008:90).
Endiistriyel futbolun gelisme siirecinde, Ingiliz Futbol Federasyonu’nun 19.yiizyilm ortalarmda
kurulmasi ile birlikte futbolun yaylma hizmm artmasma ve genis kitleler tarafindan en ¢ok takip
edilen spor dah halne gelmesine taniklk ediyoruz. Aristokrasinin hakim oldugu bu oyun, hizla
tabana yaylmis ve endistriyellesme siirecine girmistir. Futbol ve kiiresellesme kitabmi yazan
Pascal Boniface, bu kiiresellesmeyi, tipik Britanya sporunun diinya sporu haline gelmesi olarak
tanmhyor. Giiniimiizde futbol sektoriinin boyutu, sektoriin biiylikk bir endiistiiriye doniismesini
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de beraberinde getirdigi asikardr (Bigakci, 2012:46). Ama bu endiistri sanmldigmmn aksine,
bilingli ve bir o kadarda saglam temeller iizerine kurulmustur. Futbol en biiyik mabetlerine
koltuk sayis1 yiiz binleri bulan stadlara 1950 1 yillarda kavusmustur, ama o donemde endiistriyel
br is kolundan s6z etmek, boyle bir tamma uygun kosullarm hazr oldugunu o6ne siirmek
miimkiin degildi. Bugiin agizlara pelesenk olan endiistriyel futbol ashnda varhgmn cok biiyiik
bir bolimiinii televizyona bor¢ludur (Yolag, 2002:101). Futbolda profesyonel bir yapiya
kavusmakla mag¢ seyirciliginin ortaya ¢ikmasi arasmda yakm bir iligkiler diiglimii bulunmaktadir.
Kitleler eski donem futbolundaki gibi oyunda degil triblinlerde yerlerini alrlar. Bugiin
gordiigiimiiz anlamda endistri futbolun giindelik pratiklerdeki tezahiirleri pahali biletler, reklam
gelirler, yildiz futbolcular, amatorkiigiin bitimi ve profesyonellife doniisme ve fahis fiyatlar
icinde barmdran bir yatrmm alam olmasidr. Takmmlarm zengin sirketler veya i3 adamlarmmn
eline gegmesi ve diger bicimlermin imkansiz haline geldigi futbol bu anlamda masumiyetini
yitrmistir (Arkk, 2004:220). Bu manada kendisi gosteri toplumu kavramsallastrmasi ve metaya
donme siirecleri icerisinde amnilabilir. Futbolun ozellikle 1980 1 yillarm sonunda gosteri ve
televizyon futbolu haline getirilip gOsterilesmesinde televizyon ve canli yaym gelirlerini
hatrlamak ¢ok Onemlidir. Ne var ki futbolda sponsorluk ve televizyon hakimliginin bagladigi 90
I yillara gelene kadar, ticari futbolun ancak kiiciik belitileri goriiir. Bu iki donemi birbirinden
ayrmak gerekirse futbolun eski donemlerinden 90’lara gelene kadar, futbolda iktisadi Ogeler
zaman zaman iptidai ya da gelismis bigcimleriyle yer bulabimisti. Ama Ozellikle 90 h yillarm
baglamasiyla birlikte futbol bir ticari sektdre doniigmiis ve kapitalist modellemeyle karlihigm
distinmustiir (Hatipoglu,2007:123)

Tablo 1. Endistriyel Futbol Ekonomisi Devleri

Sira(Bir onceki yil sirasi) Kliip Gelir (Milyon sterlin) Gelir (Milyon Euro)
1(2) Real Madrid 186.2 275.7
2(1) Manchester United 166.4 246.4
3(3) AC Milan 158 234
4(5) Juventus 154 229
5(4) Chelsea 149 220
6(7) FC Barcelona 140 207
709 Bayern Munich 128 189
8(10) Liverpool 122 181
9(8) Internasonel 119 177
10(6) Arsenal 115 171

11(12) AS Roma 89.0 131
12(11) Newcastle United 87.1 128.9
13(14) Tothenham United 70.6 104
14(17) Schalke 04 65.8 97

15(n/a) Olympic Lion 62 92

16(13) Celtic 62.6 92.7
17(16) Manchester City 60.9 90.1
18(n/a) Everton 60 90

19(n/a) Valencia 57.2 84.6
20(15) SS Lazio 56.1 83.1

Kaynak: Tugrul Aksar/Kutlu Merih (Literatir Yaymnlari)
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Ulkemizde oldugu gibi Avrupa futbolunda da biiyiikler lehine oldukca haksiz bir rekabet
var. Bu rekabette geri kalmamak i¢in gelirlerin artiriimasi gerekmektedir. Endistriyel futbolu en
iyl devam ettiren kliipler Tablo 1’de verilmektedir.

Iktisadi anlamda rekabet etmek futbol devleri icin olduk¢a zor bir durum. Ancak aym
durum Tirk futbolu i¢in daha da zorlasiyor. Tirk futbolundaki vizyon ve misyon eksikligi
entelektiie]l anlamda yol almmasmi da zorlastrryor. Futbol gelirlerini biiyiitmek kolay bir is
olmamakla birlikte bu isi ¢ok iyi yapan kuliiplerde bulunmakta. Onlarm bu pratiklerine bakmak
futbolda kapitalist bir devlesmeyi isteyen kuliipler i¢in zorunluluk halini ahyor. Ornegin
Manchester United bu kuliipler arasmdaki en iyi Orneklerden. Sportif anlamda son bes yida
Avrupada en biiylik isleri yapmasalarda gelirlerinde bir azahs, bir diislis olmuyor. Diinyanin her
tarafinda logolu liriin satabiliyor ve Avrupanmn en fazla geliri olan kliipleri arasmda ik ikiye
girebiliyor. Diinyanmn en biiylikk sponsorlarmdan biiylk destekler alabiliyor ve ticari gelirlerinde
bir diizenlik s6z konusu. (Aksar, 2006:10) Avrupada gelirlerini yiikselterek endiistriyel futbolu
en basarih yiirliten kliipler, Tablo 2’de gosterilmektedir.

Tiirkiye’de ise futbol pastasmin biyiikligii yaklasik hesaplamalarla 449 milyon dolar
civarlarmda. Bu gelirlerin en biiyilk pastasm televizyon yaym haklan getirmektedir. Tribiin
gelirleri belli bir seviyede ve daha yukari ¢ikartilamiyor, saha ici reklam gelirleri ve sponsorluk
anlagmalar1 da aym sekide. Avrupa futbol pastasm Dbiyikligi ise 10 Milyar Euro
civarlarmdadr. Dolayisiyla 450 milyonluk bir pastayla kiyaslandigi zaman Tirkiye futbolunun
tamamen endiistriyel hale geldigi sdylenemez ( Aksar, 2006:12).
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C___________________________________________________________________________
Tablo 2. Avrupada Gelirlerini Yiikselterek Endistriyel Futbolu En Basarii Yiriiten Klipler

Kaynak: (Futbol Ekonomisi Tugrul AKSAR- Kutlu Merih, Literatiir Yaymlari, Mayis 2006)

Turkish Journal of Marketing Vol.:1 Issue:2 Year: 2016 pp. 120-130

Sira Kliipler Ulke Piyasa Degeri Borg Piyasa| Gelirler Faaliyet Kari
(Milyon Dolar) degeri % (Milyon (Milyon Dolar)
Dolar)
1 Man. United Ingiltere 1.251 0 315 105,7
2 Real Madrid Ispanya 920 0 287 26,3
3 Ac Milan Italya 893 7 270 -8
4 Juventus Italya 837 3 262 23.6
5 Bayern Munih | Almanya 627 0 202 48
6 Arsenal Ingiltere 613 13 211 418
7 Inter Milan Italya 608 19 203 6,2
8 Chelsea Ingiltere 449 30 264 -7,2
9 Liverpool Ingiltere a4 4 170 57
10 N.united Ingiltere 391 24 166 37
11 Barcelona Ispanya 389 40 206 71
12 O.Marcelia Fransa 305 0 107 15
13 Toteham Ingiltere 298 1 122 17,6 124
14 Schalke 04 Almanya 295 11 111 26,2
15 Celtic Iskogya 273 23 127 8.8
16 Man.City Ingiltere 262 32 114 73
17 As Roma Italya 252 0 132 -24.7
18 Aston Villa Ingiltere 236 40 103 6,5
19 g.Rangers Iskogya 225 36 105 14.9
20 SS Lazio Italya 224 57 121 -100,9
21 O.Lyon Fransa 209 100 139 6,3
22 B.Dourtment Almanya 197 18 119 -40,3
23 Fc. Porto Iskogya 187 3 140 -145
24 Leeds United Ingiltere 135 33 85 -48,2
25 Ajax Hollanda 126 25 78 6,1
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Tablo 3. Tirkiye’de Futbol Pastasmin Biyikligi

Tiirkiyede Futbol Pastasimin Biiyiikliigii Milyon Dolar
Televizyon yayn haklan 139
Siiper Lig Isim Hakk: satisi 20
Tribiin Gelirleri 75
Sponsor Celirleri 60
Saha i¢i reklam pastasi 30
Puan Odiilii 45
Federasyon Kupasigelirleri 15
Diger gelirler 65
Toplam 449

Kaynak: Futbol ekonomisi Tugrul Aksar- Kutlu Merih, Literatiir Yaymlart May1s 2006

Endiistriyel futbolun ilgilendigi kesimlerin tasnifi dort ana smifta toplanabilir. Futbol
klipleri ilgilenilen futbolu piyasaya siirmekle yiikiimlidiirler. Buna karsihlk olarak bir esyaya
doniisen bu arzi satan federasyon ve diital yaym sirketleri yerlerini almistirlar. Bunu satm alan
iZleyiciler ve taraftarlar bir diger tasniflenmis grubu olusturmaktadirlar. Stadyumlarm birer
ticaret kompleksine donistiirtildiigiinii ve kliiplerin yan {iriinlerinin satismm yapidigi bu siirecte
Ozellikle yeni iletisim olanaklar1 iizerme biiyikk yatrmlarda bulunmaktadr. Klipler yeni gelisen
teknolojilerle beraber internet iizerinden bilet satmaktadwlar. Bir sonraki asama ise web
tizerinden ik naklen yaym olacaktr. Futbol topunun yeni sahipleri internet, isletim haklar,
parah erisim, sponsorluk, e — ticaret gibi yeni mecralar olmustur( Authier, 2002:35)

125

Futbol endiistrisinin bir diger boyutu ise futbol kuliiplerinin sirketleserek halka sunulmasi
olmustur. Siketlesen kuliipler futbolun tamamen disma c¢ikarak borsa ve menkul kiymet
piyasalarma girmislerdir.
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Tablo 4. Avrupada Endistriyel Futbolu Borsada Paylasan Kote Kuliipler

Ulke Takim Borsa
Ingiltere Aston Villa Londra Borsas1
Bringham City-Charlton Atletic Londra Borsasi- AIM
Millwall Londra Borsasi- AIM
Newcaste United Londra Borsast
Preston Londra Borsasi
Southhempton Londra Borsasi
TothenhamHostpur Londra Borsasi- AIM
Watford Londra Borsasi- AIM
Arsenal OFEX
Danimarka Aalborg Boldspiklub OMX Kopenhag Borsas1
SIF Fudbold Sopport OMX Kopenhag Borsasi
Brondby OMX Kopenhag Borsas1
Arhus Elite OMX Kopenhag Borsas1
Iskocya Celtic Londra Borsas1
Heart of Midlothian Londra Borsasi
Glasgow Rangers OFEX
ftalya Roma ftalya Borsas1
Juventus ftalya Borsas1
Lazio Italya Borsas1
Portekiz Porto Lisbon Borsasi
Sporting Lisbon Borbas1
Almanya Borussia Dortmund Frankfurt Borsas1
Hollanda Ajax Amsterdam Borsasi1
Tiirkiye Besiktas IMKB
Fenerbahge IMKB
Galatasaray IMKB
Trabzonspor IMKB

Kaynak: Futbol Ekonomisi Tugrul Aksar- Kutlu Merih, Literatiir Yaymlart May1s 2006
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Futbolun gelirlerinin degismesi dogal olarak 100 milyon dolarlk biit¢eleri de glindeme
getiriyor.100 milyon dolarhk biitceleri dernek statiisiinde Orgiitlerle yonetmek yonlendirmek
sadece vergi avantaji veya birtakim yoOnetsel, yasal haklar ayricalklar taniyor seklinde bir
mantikla yiirlitmek giinimiizde kesilikle miimkiin degl. Bu ylizden bir yandan rekabetgi
dengenin st noktaya tasmarak futbol pastasmdan daha fazla pay alabimek diger taraftan
kurumsallagabilmek ve daha rekabet¢i bir noktaya gelebilmek i¢in sirketlesmek —diinya
futbolunda kagmimaz bir yere geldi Ancak sirketlesmenin ne Olglide kuliiplerin  sorunlarma
merhem oldugu hala tartisimaktadr. Yani, bugun futbolun anavatam olarak goriilen ve futbol
kuliiplerinin  sirketlestizi yer olarakta karsimiza ¢ikan Ingiltere’ye baktigmizda islerin  g¢okta
yolunda gitmedigi goriimektedir. Ornek vermek gerekirse; Leeds Uniteds 220 milyon dolar
bor¢la iflas etmistir. Bugiin Chelsea Avrupann hemen hemen ik sralarda gelen kuliiplerinden,
Roman Abramovich’in Chelsea’ye aktarmis oldugu rakam 440 milyon dolar ve buna Ingiliz
Futbol Federasyonu gbz yumabiliyor.

Borsann tam anlamiyla kuliipleri kurtardig kamsi tamamen yanlg. Tirkiye’de ise
uygulanan alaturka model ile kuliipler daha da zora giriyor. Ashnda sirketler Sermaye piyasasi
kurullarmdan uzun vadeli ve ucuz fon saglamak amaciyla o piyasalara girerler. Tirk futbol
kuliiplerine bakildiginda asagidaki verilere ulastyoruz.

Tablo 5. Halka Arzdan Bu Yana Sportif AS’lerin Odedikleri Temettii Ve Halka Arz Geliri
Karsilastirma Tablosu

Halk Halka Yill H Bu 1271
a Arzdan Bu Arzdan Bu k Ortalama Yillik Halka Arz | alka Arz giine Kadar Halka |
Sportif Yana Toplam | Yana Toplam Briit Ortalama Briit Gelirleri | Gelirleri | .. Halka Acikhik
As Briit Temettii | Briit Temettii Temettii Teme‘f'tii Tutar1 Bin TI) (Bin Oden_en A_rz Oram
Tutar1 (Bin Tutar1 (Bin Tutar1 (Bin Usd) Usd) Gelirleri (%)
TI) Usd) (Bin TI) (Usd %)
GS
Sportif 137.844 91.836 34.461 24.615 28.327 20.799 441,83 16
AS
FB
Sportif 56.557 37.705 28.279 20.199 39.280 30.030 125,56 15
As
TS
Sportif 7.019 5.014 14.039 10.028 32.812 24.000 20,89 25
AS
Besiktas
Sportif 2.553 1.824 638 456 18.774 13.781 13,23 15
AS
Toplam 203.973 136.439 77.417 55.298 119.193 17.75

Kaynak: Futbol Ekonomisi Tugrul Aksar- Kutlu Merih, Literatiir Yaymlann Mayis 2006

Bu tablo Tirk futbolunun Oniimiizdeki yillarda Oniinin neden kesilecegini ¢ok acikga ortaya
koyan bir tablo. Galatasaray As halka arzdan bugiine kadar 137.8 milyon TL yani 91 milyon
dolar temettii 6demis. Tabi %16 s1 halka agik oldugu icn % 84 1 kulibe , %16 s1 da halka
gitmistir.  Yilhk ortalama temettii 24.6 milyon dolar. Bunun kuliip disma ¢ikan kismm 14.7 milyon
dolar. Yani 2002 den 2005 e kadar gegen siire icerisinde Galatasaray Sportif As halka arzdan
yaklagik 20.7 milyon dolar halka arz geliri elde etmistir, %71’1 bunun karsihginda 14.7 milyon
dolar iade etmistir. (Aksar, 2006:24)
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Tablo 6. Sportif AS’lerin Gelir Yapis1 (TL)

Trabzonspor AS Fenerbahce AS | Galatasaray AS | Besiktas AS

Yayin Gelirleri 6.307.309 18.397.771 20.006.126 18.691.127

Sponsorluk ve Reklam 1.398.990 11.450.273 13.224.795 9.372.096
Gelirleri

Isim Hakki Gelirleri 911.661 3.467.713 4.912.545 2.180.515

Stadyum Hasilatlar: 383.427 12.449.514 8.893.899
Sampiyonlar Ligi Gelirleri

Lisansh Uriin Satis1 3111377 5.666.361

Seyahat Satis1 3.539.894

Toplam 9.117.162 49.041.748 38.143.466 50.121.406

Kaynak: Futbol Ekonomisi-Tugrul Aksar/Kutlu Merih Literatiir yaymlar1 Mayis 2006

2. Endiistriyel Futbolun Krizi

En iyi futbolu kimler oynuyor sorusu soruldugunda Brezilya basi c¢eken iilke olmaktadir.
Fakat Brezilya da bugiin futbolun sorunlart en biiyiik sekillerde yasanmaktadr. Brezilyanm en
yildiz oyuncular1 disar1 kaciyor, kendi iclerinde sorunlar yasiyor. Avrupa futbolunda da cok ciddi
bir endiistriyel futbol krizi yasanmaktadr. Omnek vermek gerekirse Iskoc ligi kendisini tasfiye
edip Hollanda ya da Ingiltere ligine baglanmak istiyor. Ciinkii endiistriyel futbol dyle biiyikk bir
ekonomiyi gerektirmektedir ki ‘“catchment area” denilen toplama havuzlar,  seyirci gelirleri,
ekonomik alt yapisi,  sponsor kaynag bitce Olgegini ayakta tutmaya yetmemektedir. Bu
biitgenin ileri asamalarda Hollanda ve Belcika gibi iikeler icinde yetmeyecegi diisiiniilmektedir.
Bir iilkenin 50 milyondan daha biiyik bir niiffusu yok ise 16-18 takimhk bir siiper ligi, birinci
lige finanse etmek kapasitesine sahip olamiyor.(Merih, 2006:40)

Isvigre ve Belgika da iflas eden klipler bulunmaktadrr. iflas eden kuliipleri kurtarabilmek
icin taraftarlar arasmda Fon toplanmaktadr. Ayrica seyircinin kagist Onlenememektedir. Biiyiik
Kliipler heniiz kazanamadiklari paralari harciyor ve bor¢ batagndan ¢ikamuyorlar. Ispanyada
kraln takmm Real Madrid para bulmak icin tesisleri elden ¢ikarrken, italyada Fiorentina, Roma,
Parma, lazio gbi kliplerden iflas sesleri yikselmektedir. Tiirkiyede sirketlesmis Adanaspor iflas
etmis ve klibii kapatimustr. Sirketlesmis Istanbulspor da devletge haczedimis ve satis
beklemektedir.(Aksar, 2006:39) Iingitere de klipler iflas ediyor ve bir idareye baglanmak
isteniyor. Iskogya Almanya ve Belgika liglerinde de iflas ve ¢okiis sesleri geliyor.

3. SONUC

Stadyumlarm daha oOnceleri sadece sportif faaliyet vermek iizere msa edildigi
bilinmektedir. Yeni dénemde insa edilen stadyumlarm yeni konumlandiriimasi sanki buralarm
brer stiidyo ve sov alamymis gibi gostermektedir. Bunun en Onemli sebebi artkk futbolun en
biliyik gelirni kazandigi dijital yaym kaynagma duymus oldugu saygidandr. Klasik futbol
anlaysmda karsimiza c¢ikan taraftarm, endiistriyel futboldaki karsih@i miisteri olmustur. Ciinki
artlk klasik futbol anlayis1i terk edilmis ve doniisiimiinii saglayamayan kuliipler ya liglerden
cekilmek zorunda kalmis, ya da kiime dismislerdir, buda endistriyel futbola uyum saglama
C_______________________________________________________________________________|
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zorunlulugu ve miisteri kazanma nosyonunu beraberinde getirmisti. Futbolun hayatimizda ki
0zii degismis, profesyonel futbol beraberinde endiistriyel futbolu ve bos zamanlarm yeni insa
malzemelerini beraberinde getirmistir. Taraftarlarm miisterilesmesi, serbest piyasa ekonomisi ile
birleserek futbolun sadece oyun olmadigmi, yan iirlinleri, borsasi ve halka arzlar ile bir kurum
oldugunu bizlere soylemektedir. Yalniz endiistriyel futbol biiyiicken beraberinde kendi krizlerini
de getirmektedir. Seyirciler mag biletlerini pahal bulduklarmdan stadyumlara gitmemekte ve
kuliipler taraftar-miisteri iliskisi anlammda kan kaybetmektedirler. Kuliipler ise endiistriyel
futbolu siirdiirebilmek i¢in kazanamadiklar1 paralari harcamakta ve bir bor¢ batag icerisine
girmektedirler. Endiistriyel futbolda cirolarm ve {icretlerin ¢ok yiiksek olmasi finansal dengeleri
ciddi bir sekilde bozmaktadwr. Kar maksimizasyonu ve gelir tahmininde bulunamayan kuliipler
vergilendirmede biiylik sikntilar yasamaktadr. FIFA ve UEFA bu durumu diizeltmek, kliplerin
endiistriyel futbolun altmda kalarak batisma seyirci  kalmamak icin  cesit  yOntemler
sunmaktadr. Futbolun artk oyun olmaktan c¢ikarak bir ise doniistiigii ve enddistriyelleserek
kendini 1ilerlettifi ¢ok acik. Endiistriyel futbol diginda kalam ezerek yok eden, bir paket
futboludur ve canh yaymlarla bize sunulan profesyonellesmis bir is koludur.
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Giiniimiizde tiiketici davraniglari ve is diinyasi her gegen giin karmasik hale gelmektedir. Bu karmasikliga
bir agiklama getirebilmek, pazarlama ¢abalarini daha etkin kilmak ve daha hizli ve dogru kararlarverebilmek igin
pazarlamanin bir teoriye ihtiyacit vardir. Teori bir fenomeni agiklarken ayni zamanda ongorii yetenegine sahip
sistemli yapilar araciligiyla bilimsel anlayisi gelistirmektedir. Pazarlama teorisinin agiklanmasi ve formiile edilmesi
pazarlama faaliyetlerinde ortaya ¢ikan sorunlara ¢cok daha etkili olarak ¢oziimler ortaya koymamizi saglayacak ve
bu sorunlara iliskin temel nedenleri ortaya ¢ikarmamiza yardimci olacaktir. Bu ¢alismanin amact pazarlama
teorisi alaninda tartisilan konularin ortaya ¢ikarilmasi ve pazarlama teorisine farkli bakis agilart kazandirmaya
calisan yaklagimlarin incelenmesi ile pazarlama teorisi alanindaki temel goriislerin ortaya ¢ikarilarak, bu gériislere
iliskin temel argiimanlarin ézetlenmesidir.

Anahtar Kelimeler: Pazarlama Teorisi

ATHEORITICALSTUDY ON DISCUSSIONS ABOUT
MARKETING THEORY AND DIFFERENT POINT OF VIEWS ON
MARKETING THEORY

Abstract

The consumers’ behaviours and the world of businessis becoming more and more complicated. Marketing
needs a theory to explain this complication, to make the efforts in marketing more efficient and to make quick and
right decisions. While a theory is explaining a phenomenon, it is also developing the scientific understanding via
systematic structures with predictive ability. Explanation of marketing theory and formulation provide more
efficient solutions to the problems appearing in marketing efforts and it helps to find out the basic causes of these
problems The aim of the study is to reveal the issues discussed in marketing theory and to find out the basic opinions
about marketing theory by examining approaches which gain different point of views along with summarizing the
basic arguments on these views.

Key Words: Marketing Theory
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1. Giris

Bir teori diislince sistemi ve tertibi ya da olgular veya gercekleri agiklamak isteyen bir
distince sistemi olarak  tanmlanmaktadr. Teornin amaci fenomeni agiklayabilme ve
ongorebilme  yetenegine sahip sistemli yapilar aracihgiyla bilimsel anlayis1  gelistirmektir.
Yapilan detayh bir analiz, biiylik bilimsel buluslarm birgogunun gelistirilmis teoriler olmadan
ortaya ciktigm gostermekti. Ornegin  James Watt'm buhar makinasmu  buldugu  yillarda
termodinamigin 151 transferi teorisi daha kesfedimemisti ve Watt’'m bulusu tamamen kendi
gozlemine dayaniyordu. Is1 transferi teorisinin kesfedilmemesine karsm o donemde fena
caligmayan buharh makineler yapimistt ve kullambmust. Ancak termodmamik 1s1  transferi
teorisinin  gelistirilmesiyle  birlikte bu teormin temellerine dayah olarak gelistirilen buharh
makineler eski buharlh makinelere kiyasla ¢ok daha istiin bir hale gelmisti Bu sebeple, bir
icadin bulunmasi sanat olarak ifade edilebilir. Bu icada dayah teori gelistirilirse bu sanat bilime
doniistiirilmiis olur (Baker, 1995).

Karmagikk diinyaya bir aciklama getirebilmeye yoOnelik olan entelektiiel arzunun tatmin
edilebilmesi ve operasyonel performanslarmuzm artwrilabilmesi i¢in  pazarlamann bir teori
gelistrmeye ihtiyact vardr. Pazarlama teorismin agiklanmasi ve formiile ediimesi ile birlikte
pazarlama faaliyetlerinde ortaya ¢ikan sorunlara ¢ok daha etkili olarak ¢Oziimler ortaya
koyabiliriz ve bu sorunlarm altmda yatan temel ve daha Onemli problemlere dikkatimizi
yogunlastrabiliriz. Aym zamanda gittikce karmasiklasan i diinyas: icinde hizh ve dogru karar
verebilmek i¢in pazarlamanm teoriye ihtiyac1i vardwr (Halbert,1975).

Bu calsmann amaci “Pazarlama Teorisi” alannda tartislan konularm ve teoriye iliskin
sorunlarm ortaya c¢ikariimasi ve pazarlama teorisine farkh bakis agilart kazandrmaya calisan
yaklagmlarm incelenmesi ile pazarlama teorisi alanmdaki temel goriislerin ortaya c¢ikarilarak, bu
gorlislere iligkin temel argiimanlarm Ozetlenmesi ve pazarlama alanma kazandrdiklart bakig

acilarmin incelenmesidir.
2. Pazarlama Teorisine iliskin Tartismalar

Pazarlama teorisi alannda tartisilan konularm basmda pazarlamanmn sanat mu yoksa bilim
mi oldugu konusu gelmektedir. Pazarlama bilim olarak ele alnrsa ancak o zaman teori iiretme
gerekliligi ortaya c¢ikacaktr. Ciinkii bilim, bir takim genel kurallar ile bir veya daha fazla
merkezi teoriler etrafinda organize olan smiflandridmig  ve sistematik  bilgt  toplulugudur
(Buzzell, 1963).
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Bilimi diger branslardan ayran sey onun sadece bir tammlama getirmekle yetinmeyip

aym zamanda nesnelerin ne oldugu ve nasil olduguna iliskin agiklamalar getirmeye c¢aligmasidir.

Bu yiizden biimin ana amaclarmdan birisi de Oneri ve diisiincelere temel olusturabilecek prensip

ve kurallart elde edebimek i¢in yapilarm bolimler arasndaki iligkilerini ve etkilesimlerini

ayrmtilartyla  ortaya c¢ikarabilmektr (Baker, 1995). Bu dogrultuda, pazarlamann bilim olup
olmadigina dair {i¢ yaygin goriis vardr (Erdogan vd., 2011: 6):

* Pazarlamanm bilim olmadigini ve asla da bilim olamayacagini diistinenler,
* Pazarlamanm bilim olduguna inananlar,

* Pazarlamann zamam geldiginde bilim niteligne erisecegini diisinenler ya da bunun
kendilerini ilgilendirmedigini  diistinenler. Bu ekol icerisinde pazarlamann bilimsel yOntemi
kullanip  kullanmadigma gore degerlendirilmesi gerektigini diigiinenler de vardwr. Pazarlamann
biim mi yoksa sanat mm olduguna dairr tartismalarm taraflan genellkle eger uygulayici
konumdaysalar bunun bir sanat oldugunu, akademik alanda yer aliyorlarsa bunun bir bilim dal

oldugunu savunmuslardir.

Literatirde = pazarlamayr sanat olarak gdren akademisyenlerden, Vaile (1949)
pazarlamann bir sanat dah olarak kalacagmi Hutchinson (1952) pazarlamanin miihendislk, tip
ve mimarliga benzeyen bir sanat dah oldugunu ve oOzellikle pazarlamacilarm tipgilar gibi
davranmas1 gerektigini, c¢ilinkii saglk alaninda ¢ahsanlarm 1yi birer pratisyen oldugunu ve bu 133
pratisyenlerin  isinin  birgok biim dalndaki buluslari  sorunlarm ¢Oziimii i¢in  uygulamak
oldugunu; Levitt (1962) bilimin pazarlamacilar tarafindan karar verme ve riskleri azaltma gibi
konularda yalmizca smrh bir arka plan olarak kullanilabilecegini, ancak pazarlamacilarn esas
amacmm pratk uygulamalar olmasi gerektigini ve bu yilizden ulagimasi gereken en yiiksek
formun bilim degil sanat oldugunu; Taylor (1965) aym sekilde pazarlama iginin bir sanat
oldugunu ancak bununla birlkte bir pazarlamacilarm uygulama esnasmda = gdzlemlerini
yaymlayabilecegini ve deneyleri yonetebilecegini ifade etmistir. Literatirde pazarlamayr bilim
olarak goren akademisyenlerden ise Homans (1967) bilim tammma atifta bulunarak bilimi bilim
yapanin ama¢ olup sonuclarmm olmadigmi, bilimi nsa eden olgunun bilimsel metot oldugunu,
pazarlamanmn da arastrmalarnda bilimsel metodu kullandigi icin en azmdan potansiyel bir bilim
olarak goriilmesi gerektigini sdylerken; Bartels (1968) ise pazarlama diisiincesinin  basit
arastrma ve bulgular ile basladigmi ve giderek gelisme gosterip disiplin halini aldigmi ve sonug
olarak bilim haline geldigini sOylemistir. Genelde kabul goren goriise gore bilimin amaci, temel
ongoriiler gelistirimesini  saglayan calsmalardan prensip ve kurallar tiiretmesidir. Pazarlamayi
sanat olarak goren ekol bu goriise istinaden pazarlamanin dogal bilimlerden ¢ok farkh oldugunu
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ve pazarlamann temel Ongoriileri saglayacak yeterli bir homojenlik derecesine sahip olmadigm
soyler (Baker, 1995). Pazarlamann bilim oldugunu 6ne siiren goriis ise pazarlamanmn mantikh ve
gecerli Ongoriilerde  bulunabilmek icin  yeterli homojenlige ve stabillige sahip oldugunu
savunmaktadr. Onlara gore temel bilimler olan kimya ve fizikte Olgiimler kullandabildigi gibi
pazarlamada da kullanmlabilecektr. Ancak tam Olgiimiin (kesinligin) izafi bir konu olmasi
sebebiyle kimya ve fizikteki Olclimlere gore benzerlk gostermeyecektir (Lee, 1965). Kotler
(2012) ise pazarlamay1r karh bir sekilde hedef pazarn ihtiyaglarmm tatmin edilmesine yonelik
olarak ve bu degeri de teslim etmeye yonelk bir bilim ve sanat olarak tanimlamistir.

Esasmda bu tartismalant Ozetledigimizde pazarlamanin sanat oldugunu diisiinenlerin
uygulama tarafina; pazarlamayr bilim olarak goérenlerin ise akademik tarafina vurgu yaptiklari
aciktr. Pazarlamayr bilim olarak nitelendirenler pazarlamayr teorileri, prensipleri kurallari ve
kavramlar1 olan bilgi toplulugu olarak gormektedirler.

Pazarlama teorisi alanmdaki diger tartigmalardan birisi ise teori olusturmada tiimevarm
ya da timdengelim metotlarmm hangismin kullanlmasma dair olmustur. Tiimevarrm metodu
deney ve gozlem sonucu elde edilen bilglerden yola c¢ikarak, ikeler ve yasalar ortaya ¢ikarma
yontemidir. Bagka bir deyisle 6zelden genele, olay ve orneklerden- kanunlara gitme yoludur.
Tiimevarmm temel ikesi pargalart i¢cin dogru olan, biitiinii icinde dogrudur seklinde isler.
Tiimdengelim ise tiimevarmn tersine genel ikelerden 6zel durumlara men bir akil yiiriitme
seklidir. Burada Once herhangi bir genelleme ele almir, sonra bundan yola ¢ikarak 6zele milir ve
yeni bir yargiya varir (Skipper ve Hyman, 1990). Tiimdengelimin temelinde biitiin i¢in dogru
olan parca icin de dogrudur ikesi yatar. Zaltman vd. (1985) yaratici disiince i¢in hem
timevarim hem de tiimdengelim diisiincesinn  es zamanh olarak bir arada kullaniimasi
gerektigini  belirtmigler ve tlimdengelim disiince bigcimini 6ne ¢ikarp tiimevarm diigiincesinin
geri plana itilmesi durumunda gercekliginin kaybedilme riski ile karsi karsiya kalmacag
sonucuna varmsglardr. Skipper ve Hyman (1990) ise pazarlamacilarm modern tiimdengelim
becerilerini  repertuarlarma  almadiklari  siirece hicbir zaman pazarlama teorisine  bilimsel

saygmlhk kazandramayacaklarmi iddia etmislerdir.

Pazarlamada ¢ok fazla deneysel arastrma olmasma ragmen ¢ok azmm genellestirilebilir
nitelkte olmasi da pazarlama teorisi alannda tartisilan konulardan birisidir. Aymt zamanda
pazarlama biliminin varhg ile ilgili tartismalarm birgogu ya da pazarlama biimi ile ilgil
tartismalar da kanun tarzi genellemelerin varlig etrafinda ortaya ¢kmustwr. Her bilim ana fikri

kapsayan fenomenler arasmda temel standartlarm ve kurallarm oldugunu varsayar. Bu temel
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standartlarm kesfi kanunlar ve kanun tarzi genellemelerin ortaya c¢ikmasm saglar. Teoriler test
edilebilir bazi kanun tarzi genellemeleri de kapsayan sistematik baglantih agiklamalar oldugu
icin standartlar ve kurallar aym zamanda teori gelistirmek i¢in bir zorunluluktur (Kerin ve
Sethuraman, 1999). Hunt (1973) bir genellemenin kanun tarznda bir genelleme olarak ele
almabilmesi i¢cin asgari gerekli kosullarm genellemenin  deneysel kavramlara sahip olan ve
boylece deneysel analize tabi tutulmaya izin veren ifadelerden olusan hipotezleri saglayabilme
yetenegine sahip evrensel bir kosul formundaki bir iliskiyi belirtmesi oldugunu ifade etmistir.
Leone ve Schultz (1980) ise literatiirii incelemisler ve kesin bir sekilde pazarlamada evrensel bir
genellemenin  olmadigmi  ifade etmislerdir. Ayrica pazarlamadaki genellemelere iliskin  yapilan
aragtrmalarda pazarlamann genis bir alannda genellemenin olmadigmi ve birgok genellemenin
de 1izole edimis pazarlama karmasi elemanlarma odaklandigmi ve pazarlama karmasmmn
etkilesim etkilerinin gormezden geldigini de tespit etmislerdir. Sheth ve Sisodia (1999) ise
pazarlama Ogreticilerinin  birgogunun  kanun tarzi genellemeler olarak goriilebilecek deneysel
olarak gecerli olan birtakim kurallar1 tammladiklarm belirtmektedirler. Bu ifadeden deneysel
olarak gecerli kurallarm gerekli bir kosul oldugu anlagimaktadr. Kerin ve Sethuraman (1999)
pazarlama hakkmndaki pazarlama genellemelerini literatirde su sekilde belirtmislerdir:

1. Tekrar tekrar yinelenenler, herkesge bilinen gerg¢eklerin pazarlama bilimi gelistirmekte

cok smrl kullanimlar1 vardir.
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2. Belirli ya da minferit bir olaya uygulanacak ve genelleme yapilmayacak kadar
spesifiktirler.

3. Ifadeler dogrudan, iktisat gibi dier disiplinlerin alanmdadr ve fiyatlandrmanm
ekonomik yonleri ifadeleri gibi pazarlama i¢in daha ylizeysel kalmaktadir.

Ayrica kimi yazarlar bilim i¢in zorunlu olan seyin kanun benzeri tim ifadelerin ahsildik
gerekliliklere sahip olmasi gerektigni bunun i¢in bu ifadelerin tesadiifi genellemeleri harig
tutmak zorunda oldugunu soOylemigler ve bununla Dbirlikte sosyal bilimlerde kanun tarz
ifadelerin bu tiir bir kritere sahip olmadigm iddia etmislerdir (Alan, 2011). Esasmda sosyal
bilimlerdeki kanunlar dogasi geregi olasiiksal ya da istatistikseldir. Ancak Rescher (1970) eger
bir disiplin kendi alannda tarafsSiz ve akla uygun bir tarzda cahlsiyorsa agiklama ve oOngoriileri
ortaya koyabiliyorsa o zaman biim olarak degerlendiriimesi gerekmektedir demistir. Hunt
(1976) ayrica pazarlamann bilim olup olmadigmmn belirlenmesinde kanunlarm hayati bir rol
oynadigmi  belirtmistir.  Pazarlamada  kanunlarm  gelistiriimesini  pazarlama  fenomeninin
aciklanmasi i¢in bir gerekliik olarak gbrmiistiir. Hunt’a gdre kanunlar ya da kanun tarz ifadeler

pazarlama fenomeninin kontroli ve bilimsel anlayis1i igin gerekli olan 6ngorii giiclinii temin
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eder. Kanun tarz ifadeler genellestirilmis bir sarta bagh olmadw. Eger bir olay ya da bir takim
kosullar mevcut ise o zaman ikinci olay ya da diger bir takim kosullarm eslk edecegni belirten
“Eger...0 zaman” formu ve birr takim deneysel icerie sahip olmahdwr. Deneysel icerigin
gerekliligi bir kanunun gercek diinya ile birtakim gozlemlenebilir baglanttya sahip olmasmi
saglamaktadr. Ayrica bir yasa olarak kabul edilebimesi i¢cin ifade bilimsel bilginin genis bir
alanma dogru sistemli olarak entegre ediimelidir.

Pazarlama teorisinin  gelistiriimesine  iliskin  hangi  bilimsel felsefenin  uygulanmasi
gerektigi de tartislan konular arasmdadr. Ornegin Hunt (1990) bilimsel gergekligin pazarlama
aragtrmast ve teorisine kilavuzluk i¢in uygun bir bilimsel felsefe oldugunu savunmaktadir.
Bilimsel gerceklik pazarlama teorisi ve aragtrmasi i¢in gergegin uygun bir hedef oldugunu ve
kesinlk olmamasma ragmen bilimin gergek diinyayr anlayabilecegini savunur. Bilimsel realizm
en genel haliyle, bilgi edinme faaliyetlerinden bagimsiz bir dinyann var oldugunu ve bilimin
onu kesfetmenin en iyi yolu oldugunu varsayar. Hunt (1976) bir teori eger tam olarak bir
gercekligi temsil ediyorsa gegerlidir demektedir. Hunt bilimsel realizmin pazarlama ve sosyal
bilimlere uygulanmas1 ile birlikte bilimsel realzmin fenomenin aciklanmasmnda, tahmin
edilmesinde ya da toplumdaki pragmatik problemlerin ¢Oziimine yardim edilmesinde uzun
donemli basarilara sahip teorilerin ortaya ¢ikmasm kalci hale getirebilecegni savunur. Ancak
Hunt’'m yaklasmm kati br poztivist yaklagimdir. Biitlin dogrulara bilimsel realizm yoluyla
ulasilacagm iddia etmek gercekei bir iddia olmaktan uzaktwr. Bilimsel realizm kati gergeklere
sahiptir. Ancak sosyal bilimlerde dogal bilimlerdeki gibi kati gerceklere ulasmak pek miimkiin
degildir. ~Sosyal bilimlerin ugrasi alanmn Ozellkle insan davranglari olmast ve insan
davranglarmm da degisken olmasi gergcedi bilimsel realizmin sosyal bilimlere uygulanmasmm
gliclestirdigi agiktr. Burada relativizmden de bahsetmek gerekir. Relativizm bilgi anlayisinda
mutlak ve nesnel gercek anlayismdan ayrilir, bilginin kesiliginden ve genel gecerliliginden
stiphe eder. Biitlin bilgilerin goreli oldugu Onermesi bu akimmn bashca argiimamdr. Bu yoniiyle
de bilimsel realizmle ¢atisma igindedir (Peter, 1992).

Pazarlama teorisi alanmda tartigilan konularm bir digeri de pazarlama teorisine kaynak
teskil eden pazarlama bilgismin ne oldugudur. Pazarlama teorisi gelistirebilmek i¢in giincel
pazarlama bilgisine ihtiyag duyuldugu aciktr. Ancak pazarlama bilgisinin ne olduguna iliskin
ackk bir kabul heniiz bulunmamaktadwr. Rossiter (2001) pazarlama bilgisimden pazarlama
becerilerini ve Ortik bilglyi dislamis ve pazarlama bilgisi ile pazarlama becerileri arasmda gozle
gorilir  bir ayrma gitmist. Pazarlama  bilgisini  akademik pazarlama  bilgisi  olarak
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smirlandirmus, pazarlama bilgisini gercek bilgi olarak goérmiis, pazarlama bilgisinin kuralc1 bir
role sahip olmasi gerektigini sOyleyip, kullanicilarma belirli bir durumda en iyi hareket yolunu
bulmalar1 konusunda yardimci olmasi gerektigini belirtmistir. Rossiter’e gore pazarlama bilgisi
tahmin, plan, analiz yapma, karar verme, motive etme, iletisim kurma ve uygulama gibi
pazarlama becerileriyle aym sey olmayp, uygulayicmmn onu kullanabilme yeteneginden
bagmsiz olmasidwr. Bdylece pazarlama bilgisinin - dokiimanlanabilecegini ve diger kisilere
aktarilabilecegini savunmustur. Ancak Wierenga (2002), Rositter’in pazarlama bilgisine dair
tammlamasm  elestirmis  ve  pazarlama  bilgisnin  akademik  pazarlama  bilgisi il
smirlandrimasmm hem gereksiz hem de {retken olmadigmi belirtmistir. Pratikte pazarlama
karar vericilerinin  elinde sistematik akademik aragtrmalardan kaynaklanan yazh  bilgi

topluluguna gore daha zengin bir pazarlama bilgisi hazinesinin var oldugunu vurgulamistur.

Pazarlama teorisi alanindaki diger birr tartisma ise oldukg¢a taktiksel konularla ilgilendigi,
stratejik konularla ilgilenmede yetersiz kaldigi seklinde olmustur. Gronroos (2006) pazarlamada
iliski pazarlamasi, hizmet pazarlamasi gibi yeni alanlar ortaya c¢ikarken aym zamanda {ist diizey
yonetinde pazarlamanm etkisinin azalmakta oldugunu belirtmistir. Isletmelerde giderek artan
sayida pazarlama profesyonelleri yonetim kurullarmda daha az temsil edimekte oldugunu, 2004
yiinda biiylk Amerikah firmalarla yapilan bir arastrmada firmalarm yOnetim kurullarmm
zamanlarmm  %]10’unundan daha azmi pazarlama ve misterilerle ilgii konular tartismak icin 137
harcadiklarmm tespit edildigini belirtmektedir. Esasnda pazarlamann stratejik  konularla
ilgilenmeye agrhk vermesi kararlarm daha iiretken ve daha etkili olarak almmasmi
saglayacaktr. Bu durumda ise pazarlamann isletmenin basarisma saglayacag katki daha fazla

olacaktr.
3. Pazarlama Teorisine iliskin Sorunlar

Pazarlama teorisi ile ilgli sorunlara bakidiginda, Burton (2005) pazarlamada teori
gelistrmesinin - yavas  ilerlemesine dair problemin yillardrr tartisiimakta oldugunu belirtir  ve
pazarlama bilgismin mevcut haliyle Ozellkle is diinyas1 tarafindan degerli goriilmedigne dair
kantlarm oldugunu sdyler. Burton’a gore pazarlama egitimi ve sirket performansi arasinda nadir
olarak bir iliski goriilmektedir ve Amerka ve Ingiltere’deki biiyikk sirketlerin kurullarmm ¢ok
azmda pazarlama midiirleri  bulunmaktadr. Akademisyenler tarafindan olusturulan ve
pazarlama yonetimi destek sistemlerini tasarlamayr da igeren pazarlama bilgisi akademik ve
uygulamadaki pazarlama bilgisi arasmdaki ucurumdan dolayr elestiriimektedir. Pazarlama
akademisyenleri icin teori Uretmedeki yetersizlik sikmtih konulari da beraberinde getirmektedir.
Bunlardan birisi pazarlama akademisyenlermin entelektiiel olarak teori iiretebilme kapasitesinde

olmadigidir.
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Pazarlamadaki teori gelistirilmesmin  yavashgmm en Onemli nedeni pazarlamadaki
teorisyen yetersizligidir. Bartels (1983) pazarlamadaki teori yetersizliginin izlerinn 1960’lara
geri  doniilerek  stiriilmesi  gerektigini  ifade etmisti. 1960’larda  Amerikan uygulamacilar ve
akademisyenlerin organize bir sekide goreceli olarak etkisi ortaya c¢ikmustr. Bartels
pazarlamann ik doénemindeki Ogreticilermin iktisat¢lar oldugunu ve ik olarak 1925 yilinda
Ulusal Reklam Ogreticileri  Birliginin - kuruldugunu ~ belirtmistir. Bu  birligin ik zamanlarda
akademik tarafi gicli iken daha sonraki donemlerde teorik bilgiden ziyade uygulamah
aragtrmaya Onem verdiklerini gostermistir. 1950’lerin sonunda ve 1960’larm basmnda lisans
diizeyinde pazarlama ve pazarlama diisiincesinin gelisimini vurgulayan tarihsel agidan dersler
cikartimistr ve Amerika’daki pazarlama Ogretimine yaklasim daha uygulamali daha pratk hale
gelmis ve bu durum 1960’lardaki Ingliz isletme okullarmm yayimasiyla —uyumluluk
gostermistir.

4. Pazarlama Teorisine Farkh Bakis Acillan Kazandirmaya Cahsan Yaklasimlar

Pazarlama teorisine farkh bakis agilarn kazandwmaya cahsan yaklagimlara bakildiginda
ise bunlardan birisinin hizmet odakli bakis agismn pazarlamaya uyarlanmasidr. Uriin odakl
bakis ag¢ismmn dretilen drlinlerin  somut {rlinler olmasmi, iiretim ve tiketimin birbirinden
ayridigmi, standardizasyonun ve dayanikhhigin gerekli oldugu nitelikler olarak belirtimektedir.
Vargo ve Lusch (2004) iiriinlerin bu ozelliklermin sadece iireticilerin gbziiyle bakildiginda dogru
oldugunu belirtmistir.  Tiiketicilerm katilmm olmadan {iretimis olan standart {iriinler sadece
pazarlama maliyetlerini artrmakla kalmayp aym zamanda degisen tiiketici ihtiyaglarma da
cevap vermekten uzak kalacaktr. Hizmet odakh goriis ise, tiiketici ihtiyaglarma en iyi sekilde
cevap verecek olan sunumlarn yapilabimesi i¢in olabildigince tiiketicilerin siirece dahil
edimesini, yani tiiketiciye gore uyarlanan sunumlar ifade etmektedir. Hizmet odakh goriis
tiketici merkezli olmasmdan ¢ok daha fazla seyi ifade etmektedir. Bunun anlamu tiiketicilerle is
birligi yaparak, ihtiyag ve isteklerini miisterilerden Ogrenerek sunulan tekliflerin  miisterilerin
bireysel ve degisken ihtiyaglarma gore adapte ediimesidir. Hizmet odakh goriiste degerin ciktiya
yerlestirilmesinden ziyade tiiketiciler tarafindan tammlanmasi ve onlarla birlkte olusturulmasi
istenmektedir (Day, vd., 2004). Hizmet odakh goriigle birlkte yap ve sat anlayisi, anla ve
karsiik ver anlayisma doniigmiistir. Geleneksel olarak miibadele pazarlamanin merkezi kavranu
ikken yeni degismelerle birlkte mibadele tedarikgiler ve miisteriler arasmdaki iliskiyi
kolaylastiran merkezi kavram olarak ele almmaya baglanmustir (Vargo ve Lush, 2004).

Pazarlama teorisine farkh bakis acilarn kazandwrmaya cahsan yaklagimlardan bir digeri
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ise sanatn pazarlama teorisi gelistrmede kullamlabilecegine iliskin yaklagimdr. Bu yaklasim
sanatsal bilginin smrlandriimig, rasyonel diigiincenin, geleneksel smirlarm otesini kesfederek
pazarlamann alternatif anlayisma ulagsmak i¢in pazarlamacilar1 cesaretlendirebilecegini  iddia
etmektedir. Bu yaklasgim benimseyenler isletme c¢evresinin global ve teknolojik etkilerden
dolayr degismis oldugunu ancak pazarlama plam, stratejisme ait modellerin bu degisime ayak
uyduramadigim savunmaktadilar. Ayrica pazarlamanin tiiketici merkezli felsefeye dayanmakta
oldugunu ve bu felsefe kavrammndan, fiyatlama politikasma, promosyondan yeni fikirlerin ortaya
ckarimasma kadar tim iligkili aktivitelere kilavuzluk ettigini belirtmektedir. Teknoloji ve
globallesmenin  artan  etkisi, isletme c¢evresmin ve pazarlama ihtiyaglarmm  yeniden
kavramlagtirimasm  gerektirmektedir. Su an gegerli olan tikketici ve endistri {iriinleri i¢in
gelistirimis  pazarlamann gegerli prensipleri 50 yil Once gelistirimisti. Bu ylizden pazarlama
karmas1 gbi c¢erceveler ie 21. Yiizyl bilgi temelli organizasyonlarm gereklilikleri arasnda
uyusmazlk olmasi gercegine saswrmamak gerekir (Fills, 2009). Kotler (1979) de pazarlama eger
sanatsal distinceyi benimsemesi durumunda pazarlama teorisinin ¢ok daha etkili olacagm
belirtmistir. Gergekten de motivasyon, liderlik, vizyon ve yenilkle baglantih olan sanat temell
bir pazarlamamann ortaya ¢ikarilmast pazarlamada bir paradigma degisimini  ortaya
cikaracaktrr.

Pazarlama teorisine farkh bakis ag¢ilari kazandwmaya g¢alisan yaklasimlardan bir digeri de 130
elestirel teorinin sahip oldugu bakis acismin pazarlama teorisine kazandwimasidir. Elestirel
teori, sadece toplumu anlamak ve agiklamak amach geleneksel teorinin tersine toplumu bir
biitiin olarak elestirmek ve degistrmek amach bir sosyal teoridir (Calhoun, 1996). Alvesson
(1994) elestirel teori kiiltiirel geleneklerin  ve giicli temsilcilerm nsanlar1  belirli  bagmb
kalplara sokabilecegine, dini dogmalari, bilingsiz fantezileri ve siirecleri, akiclign ve bilginin
kavramlarm smirlaylp baskilayabilecegini savunur. Elestirel teori elestirel bir sekilde bilincin
baskm fikirlerini ve sekillerini incelemek suretiyle bireylerin 6zerk olmalarma ve kendilerini
aydmlatmaya dogru yardim eden bilginin bir tiirlinii gelistrmeyi amaglar. Pazarlama teorisi
tikketicilerin - ¢ikarlarm korumamakla elestiribmistir. Jonsson (1979) yiinda akademik literatiirde
ele alman birgok pazarlama metodunun tiiketicilerin 0zglir ve egemen pozisyonunu zayiflatmay
hedefledigini kesfetmistir. Ornegin Jonsson tiiketicileri otomatik olarak, ahskanhkla, diirtiisel ve
bilincli farkindahlk olmadan hareket ettrmeye yonelik pazarlama kitaplarmda yer alan
metotlardan bahsetmektedir Alvesson ve Willmott (1996) gore ise sanatin olusturulmasinda ve
elestirimesinde  kullamlan  tekniklerin ~ degerlendirilmesi daha Onemli bir yonde pazarlama
hakkinda diisinmeye yardimci olabilir ve bdylece bilginin yeni katmanlar1 ortaya ¢ikarilabilir.

Omegin elestirel teori bu tekniklerden birisidir. Elestirel teorinin pazarlamadaki yiiksek
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potansiyeline ragmen c¢ok az ilgi gérmis oldugu tespit edilmistir. Elestirel teorinmn, kapah
diisiinme bicimlerini agmayr ve elestirel yaklasimm Oniinde engel olan geleneksel yaklagim
tarzlarm yikmayr hedefledigi i¢in, geleneksel felsefi kategorileri kullanmakla beraber, bunlar
yeniden formiile ederek dolagima soktugu ya da baska bir dizlemde birgok teorik kategoriyi
sorunsallastrdigi  belirtiimelidir. Calhoun (1996) clestirel teori, sadece toplumu anlamak ve
aciklamak amach geleneksel teorinin tersine toplumu bir biitiin olarak elestirmek ve degistirmek
amach bir sosyal teoridir demektedir. Elestirel teori ekonomi, toplumbilim, tarih, siyaset bilimi,
antropoloji ve psikoloji gibi bilimlerin de dahil olacagi bigimde biitiin biiyik toplum bilimlerini
icne alarak toplumu anlamayr gelistirmelidir. Arndt (1985) pazarlama teorisinin tutucu, pasif ve
aprizm ve mikro ekonomik teori tarafindan kavramsal olarak kolonilestirildigini soyler. Elestirel
teori acismdan pazarlama teorisinin ele almmasi gerektigini savunanlar hakim pazarlama teorisi

ve pratigi, smrrli onyargili ve baskict oldugunu belirtir.

Pazarlama teorisine farkh bir yaklagimda bilgi teknolojisindeki ilerlemelerin pazarlama
teorisinde  devrimsel nitelikli  gelismelerin ortaya ¢ikmasmi  sagladigma  iliskin - gOriisten
gelmektedir. Hauser (1985) yeni teknolojmin pazarlama kavrammm gozlemlenmesinde ¢ok
daha biiyiik kesmnlk ile pazarlama stratejisi ve planlamasma c¢ok biiyiik bir giic getirecegne hi¢
stiphe yoktur demektedir. Ayrica pazarlamadaki bu devrimin sadece daha biiyikk kesinlkten ve
teknolojik gilicten kaynaklanmamakta oldugunu, aym zamanda matematiksel teorisyenler gibi
beklenmedik bir kaynaktan da geldigini sdylemektedir. Hatta daha da ileri giderek onde gelen
isletme okullarmda matematiksel teorisyenler deneysel veriye dayanarak pazarlamaya dair bakis
acilarin1 sorguladigini vurgulamaktadir.

5. Sonu¢

Teormin amact bir fenomeni acgiklayabime ve Ongdrebilme yetenegine sahip sistemli
yapilar araciigryla bilimsel anlayis1 gelistrmektir. Pazarlama teorisinin  acgiklanmasi ve formiile
edimesiyle birlkte pazarlama faaliyetlerinde ortaya ¢ikan sorunlara ¢ok daha etkili olarak
¢Ozliimler ortaya koyabilmemiz ve bu sorunlarm altmda yatan temel nedenleri agiga cikarmamiz
miimkiin olacaktr. Ancak pazarlamann geng bir disiplin olmasi ve pazarlama olgusunun dogasi

pazarlaman teorisinin olugturulmasini giiclestirmektedir.

Bu c¢alsmann amaci “Pazarlama Teorisi’ alaninda tartislan konularm ve teoriye iliskin

sorunlarin ortaya ¢ikarilmasi ve pazarlama teorisine farkh bakis agilart kazandrmaya

calisan yaklagimlarm celenmesi olmustur. Pazarlama teorisi alanndaki tartismalarm basinda

pazarlamanm bilim mi yoksa sanat mu oldugu konusu gelmektedir. Pazarlamanmn sanat oldugunu
I ——
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distinenler uygulama tarafina; pazarlamayr bilim olarak gorenler ise akademik tarafina vurgu
yapmaktadir. Esasmda pazarlama uygulama yonii olmasi sebebiyle sanat olarak
goriilebilecekken; belirgin bir ana fikre sahip olmasi, tanmlanabilir ve smiflandirilabilir olmasi
ve bilimsel metodoloji kullanlarak incelenebilmesinden dolay1 da bilim olarak goriilmelidir.
Pazarlama teorisi alanndaki bir diger tartisma ise teori olusturmada tlimevarm ya da
timdengelim metotlarmm hangisinin  kullamlmasma dair olmustur. Sonu¢ olarak 1yi bir teori
ortaya koyabilmek i¢in hem tlimevarrm hem de tiimdengelim diisiincesinin es zamanh olarak bir
arada kullanimas1 gerekmektedir. Pazarlamada cok fazla deneysel arastrma olmasma ragmen
cok azmnm genellestirilebilir nitelikte olmast da pazarlama teorisi alannda tartiglan konulardan
birisi olmustur. Teoriler test edilebilir baz kanun tarzi genellemeleri de kapsayan sistematik
baglantih agiklamalar oldugu i¢in standartlar ve kurallar aym zamanda teori gelistirmek igin bir
zorunluluktur. Leone ve Schultz (1980) literatiirii incelemisler ve kesin bir sekilde pazarlamada
evrensel bir genellemenin olmadigm ifade etmislerdir. Sosyal bilimlerdeki kanunlarm dogasi
geregi olasihksal ya da istatistiksel olmasi kanun tarzi bir genellemenin ortaya koyulmasmdaki
en Onemli engeldir. Pazarlama teorisinin gelistirimesine iliskin  hangi bilimsel felsefenin
uygulanmas1 gerektigi de tartislan konular arasmdadw. Hunt (1990) bilimsel gercekligi
pazarlama arastrmast ve teorisine kilavuzluk i¢in  uygun bir bilimsel felsefe olarak
savunmaktadr. Ancak Peter (1992) bilimsel realizmin kati gerceklere sahip oldugunu soylemis,

sosyal bilimlerin ugragi alann insan oldugu ger¢eginden yola c¢ikarak sosyal bilimlerde dogal 141
bilimlerdeki gibi kati gerceklere ulasmann pek miimkiin olmadiZim belrtmis ve bilimsel
realizm yerine Dbilimsel relativizmi savunmustur. Pazarlama teorisine kaynak teskil eden
pazarlama bilgisinin ne oldugu da teori alaninda tartisilan konular arasmda olmustur. Rossiter
(2001) pazarlama bilgisinden pazarlama becerilerini ve Ortiik bilgiyi dislamis ve sadece
akademik bilglyi pazarlama bilgisi olarak ele almistr. Buna karsm Wierenga (2002), Rositer’in
pazarlama bilgisine dair tammlamasmi elestirmis ve pazarlama bilgisinin akademik pazarlama
bilgisi ile smrlandmrilmasmm hem gereksiz hem de iiretken olmadigm belirtmisti. Son olarak
pazarlama teorisi alanindaki difer bir tartisma ise pazarlamann oldukga taktiksel konularla
ilgilendigi, stratejik konularla ilgilenmede yetersiz kaldig1 seklinde olmustur.

Pazarlama teorisine farkh bakis acilart kazandrmaya calisan yaklasimlara bakildiginda
bunlardan birisi hizmet odakh bakis agis1 olarak goriilmektedir. Eski bakis acist olan iirlin odakh
bakis acist liretilen {irlinlern somut trlinler olmasmi, iretim ve tikketimin birbirinden ayrildigm
ve standardizasyonunu ifade ederken; hizmet odakh bakis agis1 tiketici ihtiyaglarma en iy
sekilde cevap verecek olan sunumlarn yapilabilmesi i¢in olabildigince tiiketicilerin siirece dahil
edilmesini, yani tiiketiciye gore uyarlanan sunumlar1 ifade etmektedir. Pazarlama teorisine farkh
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bakis acilarn kazandrmaya c¢alsan yaklagimlardan bir digeri ise sanatm pazarlama teorisi
gelistirmede kullanilabilecegine iligkin  yaklasindr. Kotler (1979) pazarlama eger sanatsal
diistinceyi benimserse pazarlama teorismin ¢ok daha yaratici olacagm belirtmistir. Pazarlama
teorisine farkh bakis agilarn kazandwrmaya c¢alisan yaklagimlardan bir digeri de elestirel teorinin
sahip oldugu bakis acismmn pazarlama teorisine kazandmimasidr. Sadece toplumu anlamak ve
aciklamak amach geleneksel teorinin tersine toplumu bir biitiin olarak elestirmek ve degistirmek
amach bir sosyal teori olan elestirel teori agisindan pazarlama teorisinin ele almmasi gerektigini
savunanlar hakim pazarlama teorisi ve pratignin smirh, Onyargli ve baskict oldugunu One
stirmiiglerdir. Son olarak pazarlama teorisme farkh bir yaklasida bilgi teknolojisindeki
ilerlemelerin  pazarlama teorisinde devrimsel nitelikli gelismelerin ortaya ¢ikmasim sagladigma
liskin goriisten gelmektedir. Bu gorlise gore pazarlama teorisindeki devrim sadece daha biiyik
kesinlikten ve teknolojikk gilicten kaynaklanmamakta olup, aym zamanda matematiksel
teorisyenler gibi beklenmedik bir kaynaktan da gelmektedir.

Pazarlamann bilim olarak goriilmesinde, entelektiiel anlamda saygmik kazanmasinda
ve isletmeler tarafindan daha fazla Onemsenmesinde pazarlama teorisinin olduk¢a Onemli oldugu
aciktr. Pazarlamada teorisi pazarlamacilarm yikksek pozisyonlarda olmasi gerektidi gercegini
isletmelere  gosterecektir. Diisik seviyeli yetenekler uzun donemli kullamm i¢in ¢ok smirh
olmaktadr. Pazarlama problemlerine iliskin etkileyici diisinme becerisi ve yetenegi bu durumu
degistirecektir. Uzun donemde basart teori odakl, pazarlamacilara bircok yeni fikir ve yaklagim
saglamak suretiyle elde edilebilecektir.

Bu dogrultuda, akademik basarmm Olgiitii diinya genelinde yapilan yaymmn niteliginden
¢ok yapilan yaym sayisi ile Olglimekte, literatiirde sosyal bilimler alannda tanmmus dergilerin
pratik cahsmalan teorik cahsmalara gore tercih ettigi goriimektedir. Bu durum ise, sosyal
bilimlerde ve Ozellklede pazarlamada teorinin gelismesini  yavaslatacak, teorisyenlerin

eksiimesine ve teori derslerine yeterince 6zen gosterilmemesine yol acacaktir.
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Bu ¢alisma, misyonunun bir geregi olarak toplumsal sorunlara ¢éziim ve ihtiyaglara fayda iiretmeyi
benimseyen sivil toplum kuruluslarimin, bu dogrultuda yiiriitecekleri farkindalik, kamu oyu olusturma, propaganda,
ikna etme, ve harekete gecirme gibi amaglara matuf kampanyalarinin planlanmasi, organize edilmesi, yiirtitiilmesi
ve sonuglarinin degerlendirebilmesi gibi yonetsel fonksiyonlarinin tiimiine entegre edilmis kritik ve analitik bir
metodoloji onermektedir. Siire¢ yonetimi yaklasimiyla ortaya konan bu modelin, teorik bilgiye katkisi, kritik ve
analitik diigiinmeyi ayni metodolojide birlestirmek olarak ozetlenebilirken, buna ilave olarak bireys el ve bilissel bir
stire¢ olan kritik ve analitik diisiinme metodolojisini, organik ve sistematik bir karar alma ve yonetimsiireci olarak
sunmast da sivil toplum kuruluslari i¢in uygulamaya doniik bir katki olarak kabul edilebilir.
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In this study, it is proposed a critical and analytical methodology integrated managerial functions like
planning, organizing, implementing and controlling for NGOs to raise awareness, to build public opinion, to
canvass, to persuade, to actuate and to activate by campaigning. It contributes literature by integrating critical and
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1. GIRIS

Hizla degisen c¢evresel kosullarm beraberinde getirdifi 6zgiin ya da jenerik sorunlara,
toplum menfaatine c¢Oziimler ya da toplumsal ihtiyaglar1 karsilayabilecek sosyal faydalar
tiretebimek i¢in, sivil toplum kuruluslarnt (bundan sonra STK) yeni ve yenilik¢i yaklagimlara
ihtiya¢ duymaktadirlar. STK’larm kampanya planlar ve yonetirken, uluslararasi ve yerel siyaset,
kamu-6zel ortakliklar, ¢6ziim Onerileri konusunda lobiler yapmak veya genis kamuoyu
kitlelerine benimsetmek, finansal kaynak tedarik etmek, pazarlamak, mali kaynaklar1 yonetmek,
bilitce analizi yapmak, proje yiirliitmek, degerlendirmek ve izlemek, etki degerlendirmesi ve
dogrulayict eylem gbi konularda belrgin  egitim ve kendini gelistrme ihtiyaclan
hissedilmektedir (Pop 2012).

Bu cahsma ile STK’larm farki amaglarla diizenleyecekleri kampanyalary, zaman ve smirh
diger kaynaklar1 optimize ederek, etkin, etkili ve verimli bir sekilde yonetebilmeleri i¢in kritk ve
analitik diislince metodolojilerinden  yararlanlarak  bir siire¢  yaklagmm Onerilecektir.  Kritik
diisinmenin bireysel bir biligsel siire¢ oldugu goze alndignda, kurumsal bir karar alma ve
kararlarm uygulanmasmda nasil kullamlabilecegi STK 0Ozelinde, grup karar ve yoOnetim siiregleri

a¢gisindan ele almmaktadir.
2. KRITIK VE ANALITIK METODOLOJIYE GENEL BAKIS

Kritk (elestirel) diisiinme, anlayismuzi netlestirmek ve gelistrmek i¢in  diisiincelerimizi
ve bagkalarmmn disiincelerini dikkatli bir sekilde smamak i¢in kullamlan biligsel bir siirectir.
Kritik-analitk ~ diistinmek Oncelikle nasil disiindiigiimiiz tizerinde distnmektir (Paul & Elder,
2001).

Kritkk diisiinme siireci neye manip nanmayacagmiza karar verme siirecidir (Ennis 1989).
Dogru, gergek, hakh ya da iyi diye ileri siiriileni, irdeleme, tartisma ve tartma yoluyla, gergegi
ortaya c¢ikarmaktr. Dogruyu, ger¢egi bulma ihtiyacmdan dogar. Kritkk diislinmeyi her zaman
kmama, yadsima, reddetme gbi olumsuz tutumlarla bir arada diisinmek hatahdr. Amaci
yadsmmak, reddetmek veya ykmak degil, gercege ulagsmak, ya da en azmdan farkh secenekleri

tammmak ve tantmaktir.

Kritik-analitk ~ diisinmek,  disinme  siirecini  yeniden  kurmaktw.  Kritik-analitik
diisinmek, bir mizag ya da kisiik Ozelligi degil, yontemler dizisidir. Bu nedenle Ogrenilebilir,
Ogretilebilir, gelistirilebilir (Cottrell, 2011). Kritik disiinmeyi bilissel becerilerin ki unsuru
lizerinden tammlamak da miimkiindiir. Bunlardan ilki, dinya ve diger msanlarla etkilesim i¢inde
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problem ¢6zmek, ikincisi ise arka plandaki bilgnn besleyip, kabul edilebilir ¢ikarmlarm
destekledigi muhakeme siirecidir. Bu siire¢ tlimevarmm, tiimdengelim ve deger yarglama yoluyla
bir dizi sebep sonug iliskisi ortaya koymamizi saglar (Hajhossemy, 2012). Bununla birlikte baz
farkh tanmmlarda, kritik disinmeye duygusal boyutlar da eklenmektedir (Bkz. Brown &Rutter,
2006, Ford et al, 2005). Bu goriiste olanlar, kritk diistinmenin becerilerden ve bilesik
faaliyetlerden daha fazla bir sey oldugunu, bir genel tutum ve aliskanlklar dizisi, elestirel
olmann birr disa vurumu, dinyada ve diinyayla bilikte hareket etme ve bunu hissetmekle ilgili
bireysel bir egilim oldugunu iddia etmektedirler.

Bazi yazarlar ise zhinsel beceriler (analiz, sebep-sonug, degerlendirme, tiimdengelim ve
timevarim muhakemesi) ile duygusal egilimleri ayrarak, kritk distinebilmek icin bir nsann
bunu hem istemesi hem de yapabilecek durumda olmasi gerektigi ifade edimektedir (Facione
and Facione & Giancarlo 2001; 2005) Kritik disiinebimek Ogrenilebilir, stirdiirilebilir ve
gelistirilebilir  bir beceridir. Birgok aragtrmact kritk disiinmeye dogru egilimlerin, kritik
diiginme performansmda Onemli bir rol oynadignda hem fkirdirler (Facione, Facione, &
Sanchez, 1994; Facione 2004).

Kritk ve analitk metodun karakteristk Ozelliklerini belirflemeye calisrken kritik

diisinen bireyin Ozellikleri bir esin kaynag olabilecektir. Buradan hareketle kritik diigiinen bir
bireyin evrensel standartlar1 olarak; agikhk, dogruluk, kesmlik, ilgilk, dermlk, disinme 147

Ozgirligli, mantikhlk, anlamhlik ve adalet (Hindery, 2001) kastedilmektedir. Bu evrensel
standartlara sahip bir entellektiielin temel Ozellikleri ise algakgoniilliiiik, empati, cesaret,
bagmsizk, entegrasyon, Oziyle birlesmis durus, mantiFa olan giiven, tarafSizhk, diiriistliik
olarak smralanabilir (Paul & Elder, 2008). Bunlardan kritk ve analitik metodoloji ile kampanya
yonetim siireci gelistirmek isteyen bir STK yoOnetiminin sahip olmasi gereken sartlari asagidaki
gibi sralayabiliriz:

e Hakikati Aramak: STK yonetimi, kendi menfaatlerine ya da baslangigtaki goriislerine
aykm bile olsa, hakikati arama noktasmda cok istahli ve azimli olmahdir.

o Adanmishk: STK’nn tammladimi misyon ve vizyona inanmasi ve potansiyel glicline
glivenmesi gerekir.

o Agik Gorighiliik: STK yonetimi farkh goriislere a¢ik ve hosgoriilii, 6n yarglara degil
ihtimaline karsi bile hassas ve bagkalarmmn haklarma sayg gosteren bir anlayista
olmalidir.

e Olgunluk: STK yonetimi, netameli konular veya birden fazla yolla ¢6ziimii miimkiin
sorunlar veya standartlara, ahsimis tekdiize rutinlere ve zayif delillere dayanarak ortaya
cikmis hiikiimler karsismda anlamli bir sorgu ve ifade gelistirilebilmelidir.
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e Objektiflik: STK yonetimi biitin taraflara, goriislere, paydaslara esit mesafede durmak
zorunda degildir. Bununla birlikte, biitliin taraflara konusma/dinleme firsat1 vermelidir.

o Meraki ve Soru Sormayir Tesvik Etmek: STK yonetimi iiyeler ve goniilliler arasmnda,
hemen bir karsiik almak miimkiin olmasa bile ne, nasil ise yarar konusunda siirekli bir
merak ve soru liretme egilimini desteklemelidir.

e Analitik Olmak: STK yonetimi, potansiyel olarak toplumsal sorunlara karsi duyarh
olmah, olasi sonug ve yan etkileri kestirebilmeli, karsi karsiya kalman sorun ¢ok zor
olsa bile, muhakeme i¢cin imkanlar1 kullanma ve delilleri smamada sonuna kadar israrci
olmalidir.

e Sistematik Olmak: STK yonetimi, toplumsal konularda soru ve sorunlara organize,

odaklanmus, diizenli ve gayretli bir sekilde yaklasma egilimine sahip olmaldir

3. KAMPANYA YONETIMINDE KRIiTiK VE ANALITIK METODOLOJi
3.1. Kampanya Yonetimine Genel Bakus

Geride braktigmz 40 yilla birlikte, Halkla Iliskiler kendine has metodlartyla, iletisimin
spesifik bir boyutu olmaktan, bir yOnetim fonksiyonuna evrimisti. =~ Halkla iliskilerin bir
yonetim fonksiyonu olmasi ile birlikte kapsadigi konular da, 6rnegin kampanya yonetimi, daha
yonetsel bir bakis agisi ile ele almir hale gelmistir.

Kampanya yonetimi, en genel manada Onem ve oOnceligi olan bir konuda bir karar
vericinin, kamuoyu olusturma, farkindalk gelistirme, destek saglama, ikna etme, yaygmlastirma,
tutum degistrme ve harckete gecirme hedeflermn bir ya da bir kagma ulasabimek igin
yapilabilecek  faaliyetlerin  planlamasi,  kaynaklarm  optimize  edilmesi, uygulanmasi  ve

degerlendirilmesi stirecidir.
3.2. Kritik-Analitik Kampanya Yénetim Siireci

Bu cahsmada detaylarnn ile ortaya konulan STK’lar i¢in kritik ve analitk kampanya
yonetim siirecine biitiinsel yaklasim Sekil 1°de verilmektedir. Bundan sonraki asamalarda Sekil

1’deki evreler ve evrelerdeki basamaklar ayrmtilar1 ile agiklanmaktadir.
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Sekil 1. Kritik-Analitik Kampanya Yonetim Siireci
3.2.1. Sosyal Faydanin Tanimlanma Evresi

Sorunlar1 ile bas edebilen bir toplum gelismis bir toplumdur. Sorunlartyla bas edebiimek
icin toplumu olusturan unsurlarm, farkh ortak amaclar etrafinda kiimelenerek olusturduklar sivil
orgiitlenmeler ise, toplumsal problem c¢6zmede, kamu yonetiminden daha etkil, hizh ve esnek
yaklagim  ve  yontemler — gelistirebilmektedir. STK’lar toplumsal sorunlari ¢ozerken ya da
misyonlarma uygun olarak faaliyet gosterirlerken fayda {retmek {izere sosyal ¢ahsmalar
yaparlar.

Sosyal ¢alisma ugrasismin genel gayeleri olarak, bireyi ve toplumu huzura kavusturmak,
refah diizeyini yikkseltmek ve hayat Kkalitesini gelismek sayilabilir. Insanlarm i¢ huzura
ermelerne yardimeir olmada, sosyal cahsma bir uzmanlk alam olarak, insani ve sosyal sartlarm
gelismesi icin de bir gorev ifa etmektedir. Geleneksel olarak sosyal ¢alisma yapanlar, kritik ve
analitk bir metod benimsemedikce, bireysel yoOnlendirmelerin etkisiyle, kisisel sorunlar
arenasnda ugrasmakla karsi karsiya kalmaktadirlar (Farley, Smith, & Boyle, 2000).

3.2.1.1. Beyin Furtinast (Toplumun Neye Ihtiyact Var?)

STK yonetimi, sosyal ihtiyag/fayda alanlarmi belirleyebilmek i¢in  beyin firtmasi
yontemine bagvurabilir. Beyin firtmasi toplamda en fazla 10-15 STK yoneticisi ve goniilliisiiniin
katlmi ve deneyimli bir moderatoriin yonlendirmesi ile yapilacak tamamen Ozgiir tartiyma
ortamlaridr. Moderatoriin - aym zamanda STK’nin yoneticisi olmamasit hatta miimkiinse
disaridan  birisi olmasi tercih edilebil. Bu ortamlarda fikirler olabilirlk  siizgecinden
gecirilmemeli, filtreye tabi tutulmamahdr. Kisa climleler halindeki fikirler karton levhalara ayn

. ____________________________________________________________________________|
Kampanya Yonetiminde Kritik ve Analitik Metodoloji: STX lar i¢in Bir Siive¢c Yonetimi Modeli

149



Turkish Journal of Marketing C.:1 S.:2 Y1l:2016, ss. 145-162
]

ayrt yazlarak tiim katimcilarm goriip okuyabilecekleri bir sekilde toplanti odasmmn duvarlarma
asihr. Toplantmm basmda moderatdr soyle bir soruyla oturumu baslatabilir. “ Icinde yasadigimiz
ve sorunlari, sorunlarimiz olan bu toplumun neye ihtiyact var?” ya da “bu toplum icin bir fayda

liretmek istedigimizde bu en kesin olarak ne olurdu?”

Bir beyn firtmas1 toplantismda, hicbir goriis dislanmamah, hafife alnmamahdir.
Karsiiklh konugsmaya ve tartigmaya firsat verimemelidir. Toplanttya ara vermemek i¢in, baz
icecek ve hafif yiyecekler salonda hazir bulundurularak, katimcilarm Ozgiirce yararlanmasi
tesvik edilebilir. Video veya ses kaydi dogalligi bozabilecegi i¢in pek tavsiye edilmemektedir.
Dgaridan  ilgisi olmayanlarm  toplanttyt  kesmelerme izin  verilmemesi uygundur. Toplanti
uzunlugu ile ilgili kesin bir siire olmamakla birlikte 3 saati agmamasmna gayret edilebilir.

Temponun yavagladig, goriis ifade etme hiz ve skhgmm distigi gézlendiginde
moderator, katihmcilardan o ana kadar ortaya atimis gorislerden “en eglenceli fikir hangisidir?”
diye sorabilir ya da ‘“en akla gelmeyecek fikri” se¢melerini isteyebilir. Bir uzlasma sonunda en
akla gelmeyecek fikir segildikten sonra “en olmayacak fikir hangisidir?” diye sorabilir. Daha
sonra ortami daha amaca dogru yonlendirmek icin “en olmayacak fikirden nasil bir kampanya

konusu ¢tkaril” diye sorabilir.

Biitiin fikirler kartonlara yazilr ve duvara asilir. Belirgin sorulara cevap olarak verilmis
fikirler aym renkli kalemlerle yazlarak daha sonraki tasnifte kolaylk saglanr. Ornegin birinci
sorunun cevaplart siyah renkli kalemle, ikinci sorunun cevaplart krmizi vb. Toplantt sonrasmda

bir heyet tartismada ortaya ¢ikan gorlsleri dokiiman haline getirerek STK yOnetimine sunar.
3.2.1.2. Misyonumuz Ne Diyor?

Misyon STK icin “nicin variz, ne yapmak istiyoruz, nasil yapryoruz, digerlerinden
farkimiz nedir?” sorularma verilen cevaptwr. Her STK’nin bir misyonu vardir, bununla birlikte
bazi STK”lar bunu tammlayarak ve yazh hale getirerek oOrgiit icinde benimsenmesi, Orgiit kiiltiir
ve kimliginin bir pargasi olmasi i¢in gayret gostermektedirler.

Misyonun yazih olarak ifade edilmesi ve Orgiitli olusturan tiim sani unsurlar tarafindan
benimsenip, paylasiimasmmn saglanmasi kampanya yonetiminden bagmsizdr ama bir ugak i¢in,
havalanmak i¢in gerekli mesafedeki pist ne ifade ediyorsa tanmlanmis yazih bir misyon da
kampanya yonetimi i¢cin onu ifade eder. Kampanya karari misyondan yola ¢ikar. Beyin firtmasi
lle ortaya ¢ikan “toplumsal sorun, ihtiyag ve fayda” ile ilgili goriisler, asagidaki sorular isigmda
karar vericiler tarafindan siizgecten gegirilir:
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e Hangi sosyal ihtiyaglar1 karsilamak misyonumuzun bir pargasidir?

e Misyonumuza gore bu sosyal ihtiyaglar1 6nem ve onceliklerine gore nasil srralayabiliriz?
3.2.1.3.Vizgyonumuz, Nereyi Gosteriyor?

Vizyon, STK olarak kendimizi gormek istedigimiz yerdir. Yani gelecekle ilgili
hayallerimizdir. Misyon ile vizyonun durumu bir yumurtann aki ve sarist gibidir. Her ne kadar
yumurtann aki ve sarist yerine gore ayri ayrt kullandabilse de, bir yumurtadan séz edebilmek
icin ikisine de ihtiya¢ vardir.

Misyon filtresinden gegcen sosyal ihtiyag/fayda veya kampanya fikirleri, vizyon

filtresinde de siiziilir. Bu asamada karar vericilerin cevap vermesi gereken sorular sunlardir:

e Bu konuda bir kampanya yiiriitmek bizi varmak istedigimiz yere gotiirme potansiyeline
sahip midir?

e Hangi kampanya/sosyal ¢alisma bizi ulagsmak istedigimiz yere daha hizli ve kolay
ulastirr?

3.2.2. Kritik Dogrulama Evresi
3.2.2.1. Objektif Delil Toplama (Bilimsel Arastirma)

STK yonetimi icin beyin firtmas:t ile fikir olusturma ve misyon/vizyon filtreleri ile bunlar
151
arasmda se¢im ve tercih yapmak kritk metodolojide yeterli degidir. Bir sosyal fayda ve buna
bagh kampanya fikri ile ilgili kesin bir karar veriimeden once karar vericilerin girdi olarak

kullanacaklar1 deliller asagidaki sekilde swralanabilir:
« Sezgi,
* Otoriteyle irtibatlandrma, uzman gorisii, teknik rapor vb.
* Anckdot, kisisel deneyim,
e Arastrma.

Genel olarak Halkla Tliskiler, 6zel olarak kampanya yonetiminin gecirdigi evrimin dogal
bir sonucu olarak bilimsel arastrma, STK yoOnetiminin kararlarma rehberlik etmede Onemli bir
rol ve deger kazanmustr. Tesbit edilen toplumsal ihtiyac1 (sosyal fayda) dogrulayan bilimsel
aragtrmalar, STK”larm detaylara inerek durumu ve Onemli paydaslari anlamaya calstigi ve
kendi kendini degerlendirdigi, kampanyann basariya ulasmasit i¢in gerekli admmlardan ilkidir
(Smith, 2009).

Aragtrma, STK yoneticilerine, lizerinde konusulan konu hakkmnda daha genis ve derin bir
kavrayls saglamann yannda, kurumsal amaglara ulagmada stratejlkk planlama yapmaya da
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rehberlik edebilir. Bu siirecte arastrma, paydaslarm STK’yr ya da sorunu nasil gordiklermi
belirlemede de gerekli olan bir asamadir (Stacks. 2010).

Bilimsel metodolojiye uygun olarak yiiriitilecek arastrmalar ya dogrudan STK’nn
goniilliileri, paydaglar, yakm ve uzak insan cevresinden ya da kampanya konusuna bagh olarak
belirledigi hedef kitleden veri toplanmasi temeline gOre tasarlanabilir. Bu tiir arastrmalara
birincil kaynak aragtrmalart denilir. Bundan farkh olarak birincil kaynak veri toplamanmn
oldukca maliyetli veya zaman alic1 oldugu durumlarda s6z konusu sosyal ihtiyag/fayda ile
dogrudan ya da dolayh olarak ilgii bulunan daha Onceki arastrmalarm sonuglar, — farkh
amaglarla toplanmis ve tasnif edilmis veriler, yazh, basih, gorsel isitsel diger materyallerdeki
bilgi ve belgelerin temel veri olarak kabul edilecegi ikincil kaynaklarla da yetinilerek objektif
kanit toplanabilir.

STK yonetimleri, birincil ve ikincil kaynaklardan asagidakilere benzer sorulara cevap
bulabilmek i¢cin arastwrma yiiriitebilirler:

e Toplum neleri ihtiya¢ olarak goriiyor?

e Daha oOnce aym toplum i¢in yapimis arastrmalar hangi sosyal ihtiya¢ /faydalart
tanimlamigtnr?

e Daha Once sosyal ihtiyag/fayda temelli hangi kampanyalar, kim tarafindan yiiritiilmiistiir,
nasil sonu¢clanmistir?

e Toplumda s6z konusu sosyal konuda hangi tutum ve davranglar goriiliiyor?

e Toplumda degstirilmek istenen tutum ve davranglar nelerdir?

e Paydaglarimiz/goniillillerimiz sosyal ihtiyag/fayda konusunda ne diisliniiyor?

e Paydaslarmiz/goniillilerimiztoplum s6z konusu sosyal ihtiyag/faydanm ne kadar
farkindad r?

e Goniilli ve paydaslarmzla s6z konusu sosyal ihtiyag/fayda ile ilgli olarak yapilacak

cahsmalarda isbirligi alanlarimiz ve diizeyleri nelerdir?
3.2.2.2.Uzman Paneli

Birincil kaynaklardan veri toplamanin pahal ve zaman ahlcy ikincil kaynak bilgilernin
yetersiz  oldugu durumlarda kullanlabilecek bir yargisal gorlis toplama yontemi Delfidir.
Konunun  uzmanlari ile yapilabilecek delfi temelli online panellerle sosyal faydann
dogrulanmas1 saglanabilir.

Delfi yonteminde, bir grup katimciya belli sorularla aym mekanda bulunmaksizin cevap
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vereb ilecekleri bir panel icra edilir. Delfi yonteminin temel ikeleri, sosyal temasm Ozgiirce fikir
beyan etme iizerindeki olumsuz etkilerini gidermek, panelistlere geri bildirim saglamak ve
fikirleri gézden gecirme imkam vermektir (Lock 1987).

Delfi yonteminde katihmeilara, bireysel olarak cevaplamak iizere posta veya daha giincel
haliyle mternet iizerinden bir sorundaki degiskenlerle ilgili goriisleri sorulur. Cevaplar toplan,
Ozetlenir fakat bu asamada bireylerin verdikleri cevaplar desifre edilmez. Sonuglar belli bir
analize tabi tutulduktan sonra (6rnegin mod, ortalama, medyan, sapma vb) katimmcilara tekrar
gonderilerek gorislerini  gozden gecirmek veya degistirmek isteyip istemedikleri sorulur. Bu
turlar bir uzlasma veya ortak gorlislerm ¢ogunluk kazanmasma kadar devam edebilir (Aaker,
Kumar, Day 1995).

STK yonetimi, sosyal faydayr veya toplumsal ihtiyaci veya bunlardan tiiretimis kampanya
temasmit dogrudan veya dolayh olarak konu ile ilgili olan uzman, taraf ya da paydaglara sorarak
teyid edebilir. Bu amacla tasarlanacak mternet ortammnda  bir panel ile “foplumun .........
konusundaki ihtiyact size gore hangi omnem ve onceliktedir?” diye sorulabilir. Panelistlerin
gorlislerinin  belli bir sabit Olgek dahilinde toplanmasiy, daha sonraki turlar icin analizi
kolaylastirabilir. Acik uclu sorular yoneltilerek de uygulanabilecek paneller, degerli ve 0zgiin
geri doniisler icermekle birlikte, analiz agisndan biraz daha karmasik ve zaman alci olacaktir.

Ornegin “Size gore daha huzurlu bir toplumda yasamak icin, sivil toplum kuruluslarmin 153

vapabilecegi en oncelikli ti¢ sosyal ¢alisma nedir?” diye yoneltilen agik uclu bir sorunun analiz
edilerek bir sonraki tur i¢cin hazir hale getirilmesi, sabit bir Olgekle hazrlannig soruya gore daha

teknik ve zaman alicdrr.

3.2.2.3. Kritik Sorgulama

Kritik sorgulama swasiyla Uic yontemden olusmaktadr: Analizz  gbzlem ve yansitma.
Asagida her biri ayrmtilar1 ile verilmektedir.

Analiz (¢oziimleme), genel anlamda bir maddeyi onu olusturan elemanlara ve parcalara
ayrmak demektr. Bunu disinmeye uyarladigmizda, fikirlerin, goreceli bir hiyerarsik yap1
icinde netlestirilmesi  ve aralarindaki iligkilerin agik ve gorilebilir hale getirilmesidir. STK
yonetimi  Onceki asamalarla One c¢ikan bir kampanya temasvfikrini asagidaki swa ile analiz

edebilir;

* Sosyal fayda ya da ihtiyag olarak ©ne ¢ikan kavrami onu olusturan unsurlara ayrmak ve
bu unsurlarla, ana kavram arasmdaki iliskileri tanmlamak. (Par¢alarin toplam: biitiiniin
kendisinden farkl bir sey olabilir mi?)

* Sosyal ihtiyag/fayda olarak tesbit edilen fenomenin boyutlary, ¢ercevesi ve kapsamim
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tammlamak.

* Kampanya fikrine kaynaklk eden kavramun iliskili oldugu dier kavramlar1 tanmlamak.

« Kampanya fikrine temel olan kavramu alt unsurlart ve diger kavramlarla olan iliskilerini,
bir teorik gergeve, zihin haritas1 veya sekil/diyagramlarla gorsel hale getirmek.

Gozlem, bu asamada STK yonetimi sosyal ihtiyag/fayda olarak once ¢ikan fikrin delillerini
asagidaki sray1 izleyerek smayabilir. Onceki asamadaki teorik g¢erceveden hareketle kampanya
kapsamm tammlamaya calisarak varsa birbiriyle kopuk, belirsiz veya ilgisiz kavram ve unsurlari

tanimlayabilir.

e Bunun bir sosyal ihtiyag/fayda oldugu yoniindeki deliller nelerdir?

e Bu deliller hangi 6lclide bilimsel ve objektiftir?

e Bir kampanya yiiriitmeden s6z konusu sosyal faydaya ulasma imkani var nudi?

e Eger varsa, kampanyaya alternatif diger yontemler nelerdir?

¢ Bu konuda bir kampanya yiirlitmenin firsat maliyeti nedir?

e Kampanya temasi, sosyal fayda/ ihtiyagla giicli bir baglanttya sahip midir?

e Kampanya temas: sosyal fayda/ ihtiyacin tiim alt unsurlarmi kapstyor mu?

e Kapsamiyorsa agikta kalan unsurlarm, biitiin i¢cindeki yeri ve 6nemi nedir?

e Kampanya temasmmn biitin alt unsurlann kapsayacak sekilde yeniden tanimlanmasi

gerekiyor mu?

Yansitma (sebep sonug), nedensellik, Sosyal ihtiyac1 karsilayacak fayda bir sonug olarak
diisiiniildiiginde, bu sonuca gotiirecek sebepler/degiskenleri tammlama asamasdr. Eger
sebeplerin/degiskenlerin sonucu tam olarak ortaya c¢ikaracagma dair bir inang yoksa orada bir
catlak var demektir.

STK yonetiminin, bu asamada asagidaki sorular1 cevaplamasi gerekmektedir:

- S6z konusu sosyal faydaya ulastracak sebepler/degiskenler (veya ifade edilmemis

varsayimlar) nelerdir?

Beklenen/hedeflenen sosyal faydann bu degiskenlerden ortaya cikacagma iligkin deliller

nelerdir? Bilimsel arastrma sonuglar, uzman gorisleri vb.

Bu delillerin bilimsel agiklama giicli ve objektifligi hangi diizeydedir?

S6z konusu sebep-sonug iliskisini etkileyebilecek diger ¢evresel faktorler nelerdir?

- Cevresel faktorleri kontrol altnda tutabilme ya da etkilerini en aza indirebilme giiciimiiz
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hangi diizeydedir?
3.2.3.Analitik Planlama Evresi

Analitik planlama, soyut ve belirsiz fikirleri daha somut ve anlamh igerikler haline
sokmaktr. Analitik planlamann temelinde ¢oziimleme yatmaktadwr. Coziimlemeden amag, daha
karmasik ve belirsizi daha basite daha belirliye indirmektir. Mantiksaldwr, tek bir yanta ya da
olan az sayida ¢Oziime ulastrr. Fikirleri ve uygulamalar birlestirir. Diisiince  ¢izgilerinin
kesistiZi bir noktaya goOtlirlir. Analitk planlama, analitik disiincenin planlamaya doniik
uygulanmasidir. Kampanya yonetiminde:

- Kampanya konusu yalnlastirilr,

Kampanyanin bilesen ve 6geleri bulunur,

Bilesen ve O0geler arasmdaki iliskiler ortaya cikarilr,

Bilinmeyenlerin boyutlar tanimlanir,

Yeniden birlestirilerek bir biitiin haline getirilir ve kampanya senaryosu yazhr (ana hatlar

ile basmdan sonuna kampanya siirecinin yazl hale getirilmesi).

STK yonetimi bir fayda/maliyet analizi yaparak kampanyayr bastan sona kendisi mi
yiiriitecek yoksa profesyonel ajanslarla isbirligi mi yapacak buna karar vermelidir. Bu iki ug 155
secenegin arasinda faaliyet tiirline bagl, kismi olarak da, profesyonel hizmet ve damigmanhk
almmas1 tercih edilebilr. Bundan sonra detayh olarak aciklanan planlama asamalari,

kampanyanin bizzat STK tarafindan yiiriitiilecegi varsaymi ile detaylandirilmustir.
3.2.3.1. Kampanya Amag ve Hedeflerin Belirlenmesi

Analitik  planlama  asamasmda, karar verici ve uygulayicilar, kampanyann basariya
ulasmasmi saglamak icin amaglari ve hedefleri, sosyal faydayr olusturan alt unsurlari ayri ele
alarak tammlamahdirlar. Kampanya amaglarni ve hedefleri daha genis Orgiitsel inisiyatiflere
baghdr. Hedefler yazih ve kamu odakh olmal, bir objektif delillere arastrmaya dayanmali ve
zamanlama ve Olgililebilir ¢iktilar olarak net bir sekilde tanmlanmaldr (Smith 2009). Bu
kosullart temel alan amag¢ ve hedeflerin olusturulmasi, kampanyann cevaplayacag miisahhas
sorular1 belirledigi gibi kampanya etkilligini degerlendirmek i¢in Olgiitler de saglayacaktir.
Kampanya amag¢ ve hedeflerini belirlerken; uyumlu, Olciilebilir, kabul edilebilir, anlasilabilir,
azill olarak ifade edilebilir olmalarina dikkat edilmelidir (Tengilimoglu, Oztiirk, 2013).

3.2.3.2. Hedef Kitlenin Belirlenmesi

Kampanyann analitik planlamasmda en Onemli asamalardan biri de hedef kitlenin
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belirlenmesidir. Hedef kitle belirlemenin  avantajlarmi  dort  grupta  toplamak — miimki{indiir
(Tengilimoglu ve Oztiirk, 2013: 174):

e Kampanya ile ilgili biitlin gruplarmm 6nceden saptanmasi,
e Biitce ve kaynak kullanimmda Onceligin belirflenmesi,
e {letisim arac ve tekniklerinin secilmesi,

e Mesajlarm etkin bigimde hazrlanmasina yardimci olur.

Hedef kitle asagidaki smiflandrmalara gore belirlenebilir (Tengilimoglu ve Oztiirk,
2013:175):

e Ic ve Dis Hedef Kitle,

e Birinci, Tkincil ve Marjinal Hedef Kitle,

e Mevcut ve Potansiyel Hedef Kitle,

e Destekleyen, Kars1 Tavir Takman ve Kararsiz Hedef Kitle.

3.2.3.3. Kampanya Strateji ve Taktiklerinin Belirlenmesi

Stratejiler, bir kampanya siiresince gecgerli olan planlama unsurlar, bir anlamda
kampanya tutumlaridr. Genel olarak STK’larm kampanyalarmda kullanabilecekleri —stratejiler
Tablo 1°de verilmektedir. STK yonetimleri sadece kampanya konu ve kapsammi degi, aym
zamanda kendi imkanlar1 ve zaman kisttlarmi goze alarak bu stratejilerden bir ya da bir kagm

benimseyebilirler:

Taktikler kampanyanm farkh asamalarmda, donemsel olarak kullanilabilecek eylem ya da
kampanyanmn davramssal boyutudur. STK yonetiminin analitk planlama yaparken, kampanyada
kullanacag taktikleri 5N (ne, nicin, nerede, ne zaman, nasil) 2K (kim tarafindan, kaca)
diizeneginde tanimlamasi1 gerekmektedir. STK’lar tarafindan kampanyalarda yaygm olarak
basvurulan baz taktikler Tablo 1’de birarada goriilebilir.
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Tablo 1. Kampanyalarda Kullanilan Strateji ve Taktikler

Kampanya Stratejileri Kampanya Taktikleri
e Paydaglarla isbirligine gitme, koalisyon e Ozel giin ve geceleri firsat bilme
olusturma e Basm bildirileri yaymlama
e Sponsorluk yapma o Medyabilgi paketleri olusturma
o Faaliyetlere kitlesel katilum artirma e Basin toplantilar1 yapma
e STK’nin kendi orgiit performansiyla yetinmesi e Postaile material dagitum

o Aksiyoner/eyleme doniik olma

e Onleyici eylem gelistirme

e Diizeltici davranig gelistirme
Oyalama/ zaman kazanma stratejisi
Savunmaya ¢ekilme

Acmdirma/ merhamet uyandirma
Siirekli hiicum

Brosiirler hazirlayip dagitmak

TV haberlerinde miilakat verme

Biiltenler hazirlayp yaymlama

Umuma yonelik konusmalar organize etme

Kamu hizmeti ¢agrilar1 yapma

TV magazin ve diger programlarda miilakat vermek
Radyo reklamlar1 yapmak

TV reklamlar1 yapmak

Internet tizerinden reklamlar e-mektup, mesaj, banner
Kampanya web sitesiolusturmak

Dolayh Internet sayfalari tasarmm, bloglar

Kurumsal web sitesi

Video paylasmu

Sosyal medya duyurulari, reklamlar

° Soszal ag sitelerinden zararlanma

Kaynak: Hardy, Waters 2012”den uyarlanmustir.

3.2.3.4. Performans Kriterlerinin Belirlenmesi

Kampanya sona erip, sonuclarm degerlendirilmesi asamasma gelindiginde, kampanyanmn

basarih olup olmadignmn, hangi Olgekler kullanarak oOlglilecegi analitk planlamann Onemli bir

unsurudur. Asagida genel olarak kampanya degerlendirme kriterleri verilmektedir:

Hedef kitlenin farkmdalk diizeyindeki degisimin  Olclilmesi  (birincil  kaynak
arastrma),

Hedef kitlenin kampanya konusuna bagh olarak tutum degisiminin Slgiilmesi (birincil
kaynak arastrma),

Reklam faaliyetlerinin basarist (sloganlarin tekrari, gorsellerin yaygmlastirilmas: vb.,
Belirgin degerlendirme Olgiitleri (kampanyadan kampanyaya farklilik gosterir),
Medyada olugan izlenim (igerik analizi),

Katihime1 yarigmalary, panelleri vb.,

Satig, ziyaret, difer temas yontem ve sayilari,

Web sitesi ziyaretleri tiklanma oranlari,

Kampanya telefonlarmnin aranma sikhgi ve sayisi (Hardy, Waters 2012).

Bunlara ilave olarak analitk planlama asamasmnda, geri bildirim siirecinin tammlanmasi da

onemli bir tamamlayict unsurdur. Bu amagla yapilacak bir etiitte asagidaki soru ve konular

acikhga kavusturulmahdir:
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e Hangi dis kaynaklardan geri bildirim saglanacak?

e Ne tiir geri bildirim saglama yollar1 kullanilacak?
» Internet temelli (forum, zyaret¢i defter vs)
*  Grup tartigmalar
* Medyaya yansmalar

e Geri bildirimler kim tarafindan degerlendirilecek?

3.2.3.5. Eylemlerin Tanimlanmast

Eylem planlamasma ge¢ildiginde artk kampanyanin detaylart 1iyice ortaya ¢iknus
olacaktr. Bu nedenle Sekil 2°de verilen tiim eylemler SN (ne, neden, nerede, ne zaman, nasil) ve
2K (kim tarafindan ve kaca) diizeneginde detayh olarak geleneksel yontemlerle veya bu amaca
matuf bilgisayar yazim programlart ile belirlenmelidir. Buradaki is paketlerinin swras1 ardigik
degil, mantksaldr. Bazen alt pakette yer alan bir eylem, bir iist paket eyleminden daha once
baslayp bitebilir. Zaman planlamasi ile ilgili olarak PERT ve benzeri modeller kullanilabilir.

Hazirlik Eylem Paketi

Gorev ve sorumiuluklann  tamianmas

Organizasyon Eylemleri Paketi Entellektiiel Uretim Paketi

o . = Kampanya sorumiusunun  atanmas = Kampanya ana temas
panya Tonia = Gireviendirmelerin yapidmas
yam * Kampanyz zlogan, sioganian

Ana kumanda merkezi = Bilgi iglem merkezinin kuruimas « Kampanys logosunun tasanm

Yerel komite merkezieri = Yerel birimlerin ve alt gruplann tanmianmas: * kampanyada kulandacak gdrselfizitzel materyalienn
profesyonel Ajanslaria ishifii yapiacak alaniann befirenmesi » iggicl intiyzon 7 tesbit] B . iiretiimesi

Dizgi/basks igler : zmpa:v:djé:ﬁ:j"'{"w:":::a::a'""_;:; i SEIET = bu kapsamda difer tarafiara yiritidecek ibikler
e s T ET TR panys g ; " '}‘ c a; = Bu kapzamda yaplacak hizmet abmian

reydasiann 1 » Profesyonel ajznsiara iThirigi zeminie = Kullandacak yamh metinerin dretiimesi

aydagiann tanimianmas = Konusma metinlerinin yazimas:

Medya plantamasi yapimas: = Basin bildirisi, biiften, gazete vb materyallerin

Detayh programn hazranmas
Onceki kampanys/propagandz  bilgilernin gézden gegirimesi

Medya Eylemleri Paketi
= (itlesel medyada gdrinme [TV}

Teknik Isler Paketi o EETE W EE)

= Teknik Sorumiunun Befifenmesi = itlesel medyada duyuima (Radyo)
= Bilgi iglem merkezi ekibi = Telefonla propagands

= Yazhm donanm ihtiyacmn tesbit ve tedariki = Outdoor propaganda

= postalama ilefnin yapdmas = Postalama [brogiir, mektup)

= Telefon zindirer = Elden dagtm

= Intemnet sitesi tazanmi = Elektronik kampanya

= Zozyal medya ve mesaj gruplannin olusturuimas = Web sitesi

= Zozyal medya siteler

® K=3 mesaj senvisi

= twitter

« Elektronik posta

= Gérsel/fizitsel paylagmiann hazranmaz |

Sekil 2. Analitik Planlamada Eylem Paketleri

Kaynak: Fisher, Cutts, Fieldhouse, 2011°den uyarlannustir.
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3.2.4. Uygulama Evresi

Kampanya kapsammda planlanan faaliyetlerin uygulanmasi, STK™nn yonetsel ve orgiitsel
performansmm, etkinlk ve etkillignin smandig bir asamadwr. Bu asamada yonetimin objektif
bir fayda/maliyet analizi ile baz yOnetsel fonksiyonlar, profesyonel ve bagimsiz ajanslara
devretmesi s0z konusu olabilir. Boyle bir karar verildiginde, planlama ve uygulama asamalarmm
detaylar1 ile ugrasmak zorunda kalmayacak STK yonetiminin, en az bunlar kadar 6nemli kriterler
gelistirerek belli periyodlarla ajans faaliyetlerini yakindan izlemesi, gerektiginde miidahil olarak
kampanyann amagclar dogrultusunda, planlar dahilinde ve en uygun kaynak kullanmu ile
ylriitiildiiglinden emin olmak zorundadir.

Uygulama asamasmnda paydaslarla kampanya siiresince stirekli bir iliski onemli  ve
gereklidir. Bu iligkilerde miitekabiliyet, paydaslara slkran ve minnet duyma, sorumluluk,
taahiitleri yerine getirme, raporlama, giincel veri ve bilgler saglama, besleyici iliskiler ve
paydaglar1 karar almada On planda tutmak gbi tutumlar, paydaslarla kampanya yiirlitmenin
adabmdandir (Kelly 2001).

STK’lar atelye cahsmalari, yuvarlak masa toplantilar, karar verme siirecleri
simiilasyonu, damsma ve diger uzman panelleri, kamusal istirak, damsmanhk hizmetleri, kogluk
ve kolaylagtirma, arastrma yardmmlar, odak grup oturumlary, interaktif egitin programlari gibi
bircok yontem kullanmaktadirlar (Bennet, Dunne & Carre 2000). 159

Ozellikle geng STK’lar icin kampanyann mali yonetiminde etkinlk ve seffaflik
zorunludur. Medyada goriiniir hale gelmek STK’lar icin Onemli bir Oncelik haline gelmistir.
Bununla birlikte bilgi ve iletisim teknolojilermin medya algt ve yapismi oldukga degistirmesi,
STK’larda kidemli ve gen¢ liye ve goniilliler arasmda medyada goriiniirlik agismdan bir goriis
farkhhgma sebep olabimektedir. Kidemli iiye ve goniilliler geleneksel medyada goriiniir
olmaya 6nem ve Oncelk veririken, gen¢ tiyeler yeni kusak medyayr Oncelemektedirler. Aslnda
bunda yash iyelerin bilgi ve iletisim teknolojilerindeki egitim ve pratik ihtiyaglarmmn kisa
donemde kargilanamamus olmasi da sebep olarak gosterilebilir. Bu durumda ortaya c¢ikan egitim
ihtiyacmn dogru tesbit edip zamaninda giderebilmek Onemli bir husustur (Bennet, Dunne & Carre
2000).

3.2.5. Kritik Degerlendirme Evresi

Entegre ve basarih bir iletisim ve kampanya yoOnetimi icin harekete gecen bir ¢ok
kampanya yoneticisi, hedef Kkitle {iizerinde olusan etkiyi ispat etmek hususunda kendisini bir
baski altmda hissetmektedir (Hardy, Waters 2012). Biitinsel olarak kampanyann
degerlendiriimesi, belirgin izleyici kitlesi iizerindeki etki, ana mesajlarm yankilar, kampanyanmn
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degerlendirilmesindeki ana  Olgilitlerdir.  Bununla  birlkte kamuoyunun tutum degisikliklermi
Olemekteki zorluk ve maliyetler nedeniyle basn yaym kapsammnda tema ve modeller yoluyla
kampanyann degerlendirilmesi daha yaygm bir kullamm alam bulmaktadr (Bengston & Fan
1999). Tutum Olgekleri olduk¢a karmasik bir yapida birincil kaynak arastrmalar
gerektirdiginden, daha oOnce planlama asamasmda tanmlannus diger performans kriterleriyle
kampanya sonuglari degerlendirilecektir. Bunlar dismda geleneksel olmayan baz yontemlerle de
kampanya degerlendirildigi goriilmektedir. Ornegin tasarruf edilen para, kampanya sonunda
toplanilan para ve STK’nn devamhlig1 gibi.

Kritkk bir kampanya degerlendirmesi, objektif performans kriterlerine ilave olarak toplanan
geri bildirimlerin analiz edilmesini ve Orgiitsel bir 6z elestiri siirecini de gerektirmektedir. Geri
bildirimlerin analizi ile genel bir yapi analitk planlama altmda verilmisti Orgiitsel 6z elestiri
yapilirken kampanya sonucunda gelinen noktanm, STK’nin vizyon ekseninde nereye tekabiil
ettigl, bunun neye mal oldugu ve firsat maliyetinin ne oldugu a¢ikhga kavusturulmalidir.

4. SONUC

Kritik ve analitikk diislinme bireyin diisiinme ve hayat kalitesini yiikselten biligsel bir
strectir. Kullandigi metodoloji ise, grup karar siireclerme uyarlanabilecek niteliktedir. Bununla
birlikte, kritk ve analitk metodolojinin grup karar ve yonetim siireclerindeki rolii ve degeri il
ilglli yeterli bilimsel kamt buluinmamaktadr. Bu c¢algma, bir misyon etrafinda Orgiitlenmis
STK’lara, misyonlarma uygun sosyal fayda iiretmek amacma matuf kampanyalar yaparken, takip
edebilecekleri uygulamaya doniik, kritk ve analitk bir siire¢ yonetimi sunmaktadr. Basta zaman
olmak tizere bir ¢ok kist ve smrlliklar nedeniyle, Onerilen siirecin basarisi ile ilgili ampirik
kanmtlar bu ¢ahsmaya dahil edilememisti. Kritlkk ve analitik metodolojnin grup siireclerinde
kullanmu ile ilgili teorik bilgiyi gelistirici ve uygulayicilart destekleyici ¢aligmalara ihtiyag
duyulmaktadr.

e —
Turkish Journal of Marketing Vol.:1 Issue:2 Year: 2016 pp. 145-162

160




Sedat YUKSEL

KAYNAKCA
Aaker, D.A., V. Kumar, GS. Day (1995). Marketing Research, 5th Ed., New York: John Wiley & Sons.

Bengston, D. N., & Fan, D. P. (1999). An innovative method for evaluating strategic goals in a public agency.
Evaluation Review, 23 (1), 77-100.

Bennett, N., Dunne, .E., Carre , C., (2000). Skills Development in Higher Education and Employment. Buckingham:

Society for Research into Higher Education and Open University Press.

Bloom, B. S., Englehart, M. B., Furst, E. J., Hill, W. H., & Krathwohl, D. R. (1956). Taxonomy of educational

objectives. The classifications of educational goals. Handbook I: Cognitive domain. New York: McKay.
Brown, K. & Rutter, L. (2006). Critical Thinking for Social Work, Exeter, Learning Matters Ltd

Cottrell, S. (2011). Critical Thinking Skills Developing Effective Analysis and Argument, 2nd Ed., London:
Palgrave Macmillan

Ennis, R. H. (1989). Critical thinking and subject specificity: clarification and needed research. Educational
Researcher, 18, 4-10.

Facione, P (2004). Critical Thinking: What it is and Why It Counts. Insight Assessment California: California
Academic Press accessed on-line @ www.insightassessment.com/t.html July 2005

Facione, P., Facione, N. & Giancarlo, A. (2001). The disposition to ward critical thinking its- character,
measurement and relationship to critical thinking skill, California academic Press, Journal of informal Logic. vol.20,

No.1, pp, 61-84.

Facione, P, Facione, N & Giancarlo, C (2005). The Motivation to Think in Working and Learning. Insight 161

Assessment California: California Academic Press accessed on-line @ www.insightassessment.com/t.html July
2005

Facione, N., Facione, P. & Sanchez, M. (1994). Critical-thinking disposition as a measure of competent clinical
judgment: the development of the California Critical Thinking Disposition Inventory. The Journal of Nursing
Education, 33, 345-350.

Farley, O. W., Smith, L. L., & Boyle, S. W. (2000). Introduction to Social Work (9th edn). Boston: Allyn and

Bacon.

Fisher, J., Cutts, D., & Fieldhouse, E. (2011). The electoral effectiveness of constituency campaigning in the 2010
British general election: The ‘triumph’ of Labour? Electoral Studies 30, 816828

Ford, P. et al (2005). Practice learning and the development of students as critical practitioners - some findings from
research, Social Work Education, 24 (4), 391-407

Hajhosseiny, Mansureh, (2012). The Effect of Dialogic Teaching on Students' Critical Thinking, Disposition,
Procedia - Social and Behavioral Sciences 69, 1358 — 1368

Hardy, Eva E. & Richard D. Waters (2012). Identifying the norms of professional practice: Reviewing PRSA’s
Silver Anvil award-winning campaigns, Public Relations Review, 38, 898— 905

Hindery, R.R. (2001). Indoctrination and Self-deception or Free and Critical Thought. USA WA: Edwin Mellen Pr

e —
Kampanya Yonetiminde Kritik ve Analitik Metodoloji: STXK lar i¢in Bir Siire¢c Yonetimi Modeli


http://www.insightassessment.com/t.html%20July%202005
http://www.insightassessment.com/t.html%20July%202005

Turkish Journal of Marketing C.:1 S.:2 Y1l:2016, ss. 145-162
]

Kelly, K. S. (2001). Stewardship: The missing step in the public relations process. In R. L. Heath (Ed.), Handbook
of Public Relations. Thousand Oaks, CA: Sage.

Lock, A. (1987). “Integrating Group Judgments in Subjective Forecasts”, Judgmental Forecasting, G. Wright, P.
Ayton (Eds), London, John Wiley & Sons,s. 109-127.

Paul, R. & Elder, L., (2001). Critical Thinking, Tools for Taking Charge of Your Life, Englewood Cliffs: Prentice
Hall.

Paul, R. & Elder, L, (2008). The Miniature Guide to Critical Thinking Concepts and Tools. Dillon Beach:

Foundation for Critical Thinking Press

Pop, luliana (2012). Developing suitable methods in think tank and NGO training, Procedia - Social and Behavioral
Sciences, 46, 4061 — 4064

Smith, R. D. (2009). Strategic Planning for Public Relations. Mahwah, NJ: Lawrence Erlbaum.
Stacks, D. W. (2010). Primer of Public Relations Research (2nd ed.). New York: Guilford Press.

Tengilimoglu, D., Y. Oztiirk (2013). Isletmelerde Halkla liskiler, Ankara: Segkin Yaymcilik

e —
Turkish Journal of Marketing Vol.:1 Issue:2 Year: 2016 pp. 145-162

162




TUjoM

IMPROVISATIONAL MODEL OF BUSINESS REGISTRATIONFOR
BRANDING SERVICES IN CONGO-BRAZZAVILLE

Turkish Journal of Marketing C.:1 S.:2 Y1l:2016, ss. 163-194

Alain Michael MOMO!? Received Date (Basvuru Tarihi): 04/05/2017

Accepted Date (Kabul Tarihi): 16/05/2017

Published Date (Yaymn Tarihi): 03/06/2017
ABSTRACT

Protracted Congo brand name’s inability to attract investors spells ruin. The research problem is that
despite the potential role that can play Information Systems (IS) improvisation in service branding in developing
countries, Department of Trade and Industry (DTI) of Congo-Brazzaville does not have a normative model for
online business registration. Such insufficiency stunts Congo’s brand name as investment destination. The study
purpose is to propose a normative model of online business registration for service branding. The study was
conducted atthe DTI Congo-Brazzaville using a mixed methodology. Findings reveal that 75% of respondentswere
male and 25% female. This variable leads to a conclusion that in the absence of normative model, the intention to
adopt an online business registration system for re-branding DTI Congo is largely based on male employees’
favourable attitudes towards e-commerce. 81.8% of respondents agreed that IS improvisation will close the gaps
between the growing usage of e-commerce in the business world and the current total vacuum of it at DTI Congo.
The major limitation is that the study does not recommend any specific e-commerce technology to DTI Congo, but
as an institution, DTI Congo should evaluate the pros and cons of different e-commerce technologies, and then
decide on the most appropriate one. In terms of originality, replacing brick -and-mortar business registration
service by the online one at DTI Congo reflects a true contribution of this study to theories of brand personality,
sustainability and green supply chain in a way far more impactful than recycling papers in the bin.

Keywords: Marketing, IS Improvisation, Nation Branding, DTI Congo-Brazzaville, Normative Model.

KONGO-BRAZZAVILLE’DE MARKALAMA HIZMETLERI ICIN TiCARIi SiCiL
DOGACLAMA MODELI

(074

Kongo marka adinin uzun siiredir yatirimcilar: cezbedememesi yikim anlanmina gelmektedir. Arastirma
problemi, gelismekte olan iilkelerde markalama hizmetlerinin Bilgi Sistemlerinde (IS) oynayabilecegi potansiyel
role ragmen, Kongo-Brazzaville Ticaret ve Sanayi Bakanlhiginin (DTI) ¢evrimigi ticari sicil i¢in normatif bir
modelinin olmayisidir. Béyle bir eksiklik Kongo marka adimin bir yatirnm bélgesi olarak geligmesini
engellemektedir. Bu ¢alismanin amact markalama hizmetlerinde ¢evrimig¢i ticari sicil i¢in normatif bir model
onermektedir. Bu c¢alisma Kongo-Brazzaville Ticaret ve Sanayi Bakanhiginda karma yéntem kullanilarak
yiiriitiillmiistiiv. Bulgular, katilimcilarin 75%’inin evkek, 25% 'inin kadin oldugunu ortaya koymugstur. Bu degisken

normatif bir modelin yoklugunda, DTI Kongo nun yeniden markalama i¢in ¢evrimigi ticari sicil sistemini
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benimseme niyetinin biiyiik ol¢iide erkek ¢alisanlarin e-ticarete karsi olumlu tutumlarina dayandig: sonucuna yol
agmaktadir. Katilimcilarin 81,8%'i IS dogag¢lamasinin is diinyasinda e-ticaretin kullanilmasinin artisi ve DT]
Kongo 'dakimevcut total bosluk arasindaki aciklart kapatacagi konusunda hemfikir olmuglardir. Bu ¢alismanin ana
kisitlamast DTI Kongo i¢in herhangi bir ézel e-ticaret teknolojisi onerisinde bulunmamasidir. Ancak bir Kurum
olarak DTI Kongo, farkli e-ticaret teknolojilerinin avantaj ve dezavantajlarint degerlendirmeli ve daha sonra en
uygun olana karar vermelidir. Ozgiinliik agisindan, DTI Kongo 'daki geleneksel ticari sicil hizmetlerinin cevrimici
hizmetlerle degistirilmesi, bu ¢calismanin marka kigiligi, siirdiiriilebilirligi ve ¢evreci tedarik zinciri teorilere olan

gercek katkisim kagut geri doniigiimlerinin yapilmasindan ¢ok daha etkili bir bi¢imde yansitacaktr.

Anahtar kelimeler: Pazarlama,, IS Dogag¢lama, Ulusal Markalama, DTl Kongo-Brazzaville, Normatif Model.
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1. INTRODUCTION

The case study boundary includes the Ministetre du Commerce et des
approvisionnements, which refers to the DTl Congo-Brazzaville. The DTI Congo claims to be in
the junctions of all economic activities of the country. It also oversees the promotion of e-
commerce and SMEs’ development nationwide (Ministére du Commerce, 2014). However, to
lighten DTI Congo’s duties, the Congolese government created the Centre for Business and
Administrative Procedures (CFBAP): Centre de Formalités des Entreprises (CFE) under decree
n° 94-568 of 10 October, 1994 and modified it by the decree n° 95-183 of 18 October, 1995.
Though DTI Congo-Brazzaville’s mission includes promotion of business and e-commerce, its
Website http://www.congo-info.com/minister/35 does not offer any e-commerce support to all
stakeholders including suppliers, entrepreneurs, SMEs, and consumers. More than that, the
Congo-Brazzaville’s CFBAP is placed under joint authority of the DTI and the Ministry of Small
and Medium-Sized Enterprises (SMEs) (Yétéla, 2012). Sadly, ground observation reveals that
the Ministry of SMEs in Congo-Brazzaville does not have a dedicated Website either (Chambre
de Commerce, d’Agriculture, d’Industry et de Métier de Brazzaville, 2014).

Hence, regardless of the CFBAP’s efforts of simplifying the business registration process
to less than an hour, Congo-Brazzaville is still ranked 185th out of 189 countries for the ease of

doing business (Doing Business, 2014). Further, lack of economic diversification translates that 165

90 percent of the country’s Gross Domestic Product (GDP) is from oil revenue and all the
remaining sectors account for only 10 percent (Yétéla, 2012). Such disproportions amongst
economic sectors show msufficient economic diversification in terms of SMEs’ support, owing

to the government’s utter reliance on petroleum sector to generate income.

Practically, business registration services in Congo-Brazzaville are sub-devised into three
sections. The first section is for new business registration, the second deals with modification of
legal status of an existing business and the third is about cancelation and de-registration of
business. In the first section of new business registration, which is the main interest of the study,

required documents include the followings as indicated in Table I.
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Table 1. Documents Required To Register Business in Congo-Brazzaville

No Natural person Corporation

01 | Birth certificate or any identification document 2 certified copies of corporate status

02 Long stay Visa (for foreigners) 2 copies of capital subscription declaration
03 Marriage certificate (if applicable) 2 copies of management team list

04 Police clearance 2 police clearances for each person in the list
05 Permanent residence (if applicable) Corporate name

06 Banking details Banking details

07 Copy of lease agreement Investment, job and environment strategy
08 Act of acquisition (if applicable) Provisional operating account for the 3 years
09 3 passport format pictures Registration fees

10 Business name (must differ from applicant’s) Equipment strategy

11 Business registration fees Lease agreement

12 3 passport format pictures for each applicant
13 List subject to change based on business nature

Entrepreneurs and small business owners are subjected to business registration fees. In
Congo-Brazzaville, the Act N° 36-2011 of 29 December 2011 stipulates financial regulations of
2012 fixes business registration fees for nationals and foreigners. Section 8 of the Act N° 36-
2011 of December 29 2011 stipulates that entrepreneurs and small business owners are subjected
to a single tax payment included in business registration fees. The tax is collected by the CFBAP
for the Congolese government, and after payment the CFBAP issues the applicant with a
merchant’s card, a business registration statement with registration number, a business
accounting registration number, and a commerce registry and real estate credit number (Yétéla,
2012). However, Section 9 of the Act N° 36-2011 of December 29 2011 stipulates that
entrepreneurs and small business owners are subjected to business fees as described in Table II.

Table 11. Business Registration Fees Classification in Congo-Brazzaville

No Nature of transaction Fees in $USA
01 Close Corporation (CC) 200.00

02 Corporation (Pty) 600.00

03 Capital Company (CC Pty) 1,000.00
04 De-registration or modification 0.00

05 Non-EECAS business pay plus 1% of minimum capital 2,000.00
06 Agricultural and marine transport business get 50 % discount Flexible

Arguably, paying relevant business registration fees at the CFBAP office is just one step
within the process. Such fees only enable the registered business to have unique business
numbers (Yétéla, 2012). A study conducted by PMC Cabinet (2006) about investment barriers in
Congo-Brazzaville reveals that before being operational, entrepreneurs and small business

owners whose businesses have unique numbers should comply with further requirements
stipulated in Table 111
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Table I11. Further Compliance After Business Registration

No Requirement Where to apply for Cost in $USA
01 Notary Business Rules Notary PLy: 750.00
CC Pty: 1,000.00
02 Notary subscription deed Notary 2 % of capital
Pty:3 % of capital +1.00 for
each page
03 Business rules registration Taxation office CC Pty: 3 % of capital + 10.00
for each page
04 Foreigner’s Identification card Immigration 210.00
05 Classification in newspaper Local newspaper 100.00
Offices Flexible
Forest 4,000.00
Mines 1,000.00
06 Regulated activity permit Geology 2,000.00
Fishery Flexible
Construction 405.00
Tourism 90.00
07 Business start-up statement Labour Department Flexible
: General: 1,000.00
08 Investment chart purchase Investngr??ggz:mission Special: 500.00
Abstracted: 200.00
09 Work permit ONEMO 205.00
10 Importation license DTI 0.00

In some instances, entrepreneurs engaged in the business registration process do not
know what the requirements are for a particular sector of the economy. For example, it is not
known with precision how much one should pay at the CFBAP when applying for an agricultural
and marine transport business registration. The CFBAP being a self-centred organisation, small
business owners, entrepreneurs and SMMEs data are merely a control tool for the Congolese
government. Kotler (2003: 349) argues that organisations such as the CFBAP that fail to develop
new services, e.g. an online business registration system, are putting themselves at great risk of

brand deficiency.

The study answers the calls for a normative model for online business registration, as a
part of the marketing function aimed at branding the CFBAP. Distinguished and refereed
academic literature have concluded that e-commerce adoption within the governmental agency
can contribute to branding nation. A few examples are Chan and Al-Hawamdeh (2002),
Papathanassiou, Arkoumani and Kardaras (2003), Nikoloyuk, Marche and McNiven, (2005),
Cumming (2011), Danzig (2002), Simpson and Docherty (2004) and Kotler (2003). The problem
is that despite the potential role that can play Information Systems (IS) improvisation in service
branding in developing countries, Department of Trade and Industry (DTI) of Congo-Brazzaville
does not have a normative model for online business registration. From the above, the constructs

are summarised in Figure 1.
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Figure 1. Problem Conceptualisation of IS Improvisation For Service Branding

Further discourse on how such innovation is expected to transform the organisation into a
market-driven and its potential to re-brand the country as investment destination is discussed
next.

2. OVERLAPS OF E-COMMERCE, BRICOLAGE AND IMPROVISATIONAL
BRANDING

Given the usefulness of IS in service branding, attention has turned to the junctions of e-
commerce, bricolage and improvisation. From branding perspectives, it becomes imperative to
demarcate the owverlaps of e-commerce, bricolage, and improvisation in the organisation (Baker,
Miner & Eesley, 2003). Figure 2 illustrates conceptual inter-relations. In the process of e-
commerce new product development, IS improvisation may involve bricolage, however,
bricolage in the organisation would occur when e-commerce planning precedes execution (Dyba,
2000).
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Asset to innovate:

* Computers, Printers, Scanners
* Internet and connectivity

* Application Server

* Databases and storage

* Payment gateway

* SQL, ASP servers, etc

I

Improvisation

Bricolage E-Commerce

Resource to improvise:
* Training
* Information & Communication
* Expertise
* Team work
* Norms and governance

Figure 2. Overlaps of E-Commerce, Bricolage And Improvisation

The social phenomena under study is based on the awareness from Jazz and theatre
improvisation. Even though many musicians from Wemba to Olomide of Congo emerged from
improvisation on the stage (Congo Vision, 2015); it is arguable that IS improvisation is not to be
assumed to be automatically associated with innovation and performance (Radio France
International, 2015). Should there be, such direct transposition may rely heavily on descriptions
of improvisation, which is termed as improvisation metaphor, and might not yield desired results
(Chelariu, Johnston& Young, 2002). Arguably, IS improvisation alone does not necessarily re-
brand the organisation as innovative. However, there are five managerial dimensions to consider
for the effectiveness of improvisation (Thomson & Pian, 2003:79).

Faraj and Sproul (2000) argue that expertise, which encompasses specialised skills and
knowledge that team members bring to the team work is the first dimension. Similarly, Amabile
(1996) posits that field-relevance and job-related critical skill rely on team members’ reasoning,
perception, experience and education. Using musical concert as an example to explain team
expertise, experienced musicians like Wemba and Olomide on the stage create a perception that
improvisation is easy owing to the fact that they dedicate long hours of rehearsal before
performing (Vukasovic, 2013:57).
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In fact, discipline during long hours of rehearsal stands behind either Wemba or
Olomide’s successful performance on the stage. In Olimide’s orchestra, musicians are timeously
aware about improvisational moves; therefore they plan to improvise and continuously rehearse
on improving improvisational abilities during the concert (Moorman & Miner, 1998). However,
because fans assume that musical talents are spontaneous to either Olomide or Wemba, often
they undermine efforts invested in terms of discipline during long hours of rehearsal that
precedes a stunning performance. More than that, considering that Olomide’s musicians have
practice playing musical instruments for many years, they are able to instantly and
simultaneously combine improvisational activities like playing, singing and dancing together
(Moorman & Miner, 1998).

In the course of time, they have developed listening and communication skills in specific
areas such as politics, economy, musical and social life. Because musicians on the stage do not
know their fans’ feedback in advance, thus longer rehearsal period before the concert, better they

will anticipate when responding to the fans.

As i Olomide’s orchestra, good command of musical instruments is positively related to
improvisational activities in team efforts. It is arguable that the lack of expertise among the team
members will hinder the process of improvisation because it requires diverse set of skills in a

team for a new product to be developed.

Perhaps the reason that research on IS improvisational for service branding has become
somewhat self-sustaining is team work. This second dimension enables anyone to improvise, but
like any game, if the players do not learn and obey the rules, no one will play with them (Halpern
& Close, 1994:34).

Although improvisational branding is unlikely, it still requires infrastructure, practice,
expertise, and knowledge of the rules of collaboration. Team improvisation is not just a function
of having the “right” expertise on the team. Rather, expertise must be coordinated within the
team and its interdependencies should be managed effectively. The success of Koffi Olomide’s
improvisational performances depended on good team spirit of the entire orchestra because
choreography performance depends on the interdependent work of other musicians and dancers
(Sparks, 1994). When Olomide performs on the stage, every musician from the orchestra is
responsible for the other; musicians look after one another and take the pressure off each other

rather than increase it (Frost & Yarrow, 1990).
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A successful performance of Olomide is a collaborative creation that cannot be
understood by simply analysing every musician of the orchestra individually. Similarly,
teamwork skills of team members in the organisation associated with quality improvisation
include trust among members, a common goal, a shared responsibility, a common vocabulary,
and the ability both to lead and to follow (Molnar, 2009).

Still on the list is that the collaboration needed for innovative team improvisation to
brand an organisation is based on both cognitive and affective factors (Vera & Crossan, 2005). It
is agreeable that on the cognitive side, when improvisers share a collective mind, this fact
enables better coordination when trying to come up with new processes of product development.
Under pressure caused by processes to observe when developing a new product, effective teams
are able to adapt and anticipate other members’ information needs because of a shared
understanding of the situation. Owvercoming teamwork as an improvisational challenge creates
transactive memory. Wegner (1987) defines transactive memory as the set of knowledge
possessed by team members, coupled with an awareness of who knows what. It is an implicit
part of the improvisational technique of rotational leadership, which means that musicians let
different people take the lead depending on the needs of the situation on the stage. From the
abowve, it is agreeable with Vera and Crossan (2005) that the greater the teamwork quality in
terms of trust and cooperation in the organisation, the more positive the relationship between

171
collective improvisation and innovation.

The third dimension of improvisational branding is team members’ creative and
spontaneous nature (Vera & Crossan, 2005:209). For example if managers want team members
to free-associate and embrace improvisational branding in a novel combination of optimisation,
logistics and negotiation decision support tools, then they have to create an environment in
which employees are not going to be punished for mistakes made when trying to develop that
new products (Ghose, Hyland, Colins, Lau & Ditsa, 2005). To ensure this environment, team
members would rely on the principle of “agree, accept, and add” and to “make do” with

whatever they have at hand (Weick, 1993). Halpern et al. argue that (1994: 35)

“anything can happen in improvisation”, however; “the only rule that
can never be broken is the rule of agreement.”

Similarly, Frost and Yarrow (1990:110) argue that blocking team members’ ideas is a
denial of the possibility of encounter. Hence, the rule of agreement creates a context in which
team members improvising are required to accept, support, and enhance the ideas expressed by

others (Seham, 2001). The nascent improvisational literature indicates that blocking the ideas of
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other team members could be considered as form of aggression (Johnstone, 1979) because
answering ‘“no” to new ideas erases any possiility of new products to be developed (Vera &

Crossan, 2005:209).

A basic rule of improvisation in music performance on the stage requires musicians to be
attentive to what is happening around them, meaning to be “present” and alert (Spolin 1963,
Johnstone 1979). Being present at the spur moment embodies the fourth dimension of
improvisation:  real-time  information and  communication. When Koffi = Olomide’s
choreographers perform a common move based on the song rhythms in the moment, insufficient
attention and alertness to the rhythms coming from fellow choreographers leads to contradictory
moves; creates conflict and frustration of both the performers and the audience. If one
choreographer is planning ahead and thinking about the next direction to go, and is not paying

attention to what is going on in the moment, he will miss opportunities for discovery.

Similarly, employees in the organisation with 1S improvisational wherewithal need to
learn to be attentive and alert to what is happening in the now of the firm. However, developing
a system that highlights information (visibility and exchange), optimisation and negotiation
requires infrastructures that provide improvisational teams with relevant real-time information in

the context of market dynamics (Ghose, et. al., 2005).

Based on the practice of Congolese musicians and choreographers, the last dimension is
that team members in an organisation cannot only learn from the principles of Olomide’s
choreographers and translate them to organisational business operations; they rather need to
improve the effectiveness of their improvisational process through training that addresses the

elements needed to improvise (Vera & Crossan, 2005:209).

Given the above, one can argue that training not only has the capacity to increase
employees’ creativity, spontaneity, expertise, and teamwork quality; but also creates the context
that supports improvisation, namely experimental culture, real-time information, communication,
and transactive memory. Improvisational training needs to start by developing an understanding
of what improvisation is and positioning it as a recommended choice. Even though effective
deployment of optimisation technologies for branding has emerged, technology adoption model
should be based on the firm’s resource and its capabilitics to rebrand (Vera & Crossan,
2005:209).
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3. THE RESOURCE-BASED VIEW MODEL FOR SERVICE BRANDING AND
INNOVATION

The resource-based view (RBV) model was first introduced in 1959 in strategic
management with the idea that a broader set of resources should be used in studying the firm
(Penrose, 1959). In spite of the RBV’s novelty, Penrose’s idea did not gain momentum at the
time. In the course of time, Wernerfelt (1984:172) introduced the concept that the firm’s
resources can be studied as its source of competitive advantage. Put differently, one can argue
that the firm’s assets, such as computer systems, skilled workers, brand name, the firm’s
improvisational knowledge, in-house knowledge of technology and customer relationships

management, can lead to long-term performance of the organisation.

Further, Barney’s (1991) work on the RBV indicates that brand names’ competitive
advantage (CA) occurs when a brand implements a system adding value in the process, creating
strategy not simultaneously being implemented by other firms. Within that perspective,
establishing the primacy in the nowvelty of systems implementation is important because it
prevents competitive convergence of competing brands. It is arguable that a brand’s resource
should be valuable, rare, inimitable and non-substitutable (VRIN) in order to attract stakeholders
(Barney, 1991:102). 173

The rationale of RBV is that the model examines technology adoption in the organisation
based on the firm’s resource and its capabilities to rebrand. One can argue that resources should
be classified into tangible, intangible, and personnel-based resources. Drawing from Figure 1,
the RBV model dwells in the junctions of the firm’s capabilities include competencies such as
employees’ training, expertise, communication skills, and organisational culture of excellence in
the combination of the resources at hand. Ray, Barney and Muhanna (2004) agree that according
to the RBV model in Figure 3, assets to innovate namely computers, printers, scanners, Internet
and connectivity, application server, database and storage and payment gateway, are major
components in formulating an innovating e-commerce model aimed at re-branding an

organisation.
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Figure 3. The Resource-Based View Model of E-Commerce

4. ORTHODOXY OF IS IMPROVISATIONAL BRANDING

Despite the growing usage of e-commerce in the business world, little evidence exists of
academic research that proposes online business registration model (or Information Systems) for
branding Government DTl in Congo (Ramnarain & Govender, 2013). Nneka (2015:17) argues
that this limitation could be due to inadequate expertise and creativity from the improviser to
react swiftly in the process. In the digital branding context, improvisation has rather a positive
connotation. Kokt and Koelane (2013: 3099) argue that owing to limited digital marketing
resources, many organisations still use traditional marketing methods and this could be the case

for most Government department in Congo-Brazzaville.

In the contrary, DTI South Africa invested in digital marketing resources, which included
an advertisement database, a control database, and a communications network, in order to track
much-needed entrepreneurs and boost the economy. Arguably, DTI South Affica’s online
business registration platform played crucial role i the country’s competitive branding as
investment destination (Doing Business, 2016). Furthermore, e-commerce improvisation created
an opportunity for DTI South Africa to enforce Social Media Marketing (SMM). According to
Wonjun and Chang Wan (2011), social media marketing campaigns in Facebook, Twitter and
YouTube have the potentials to ignite corporate website traffic. Considering Congo’s 105
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percent increase of national mobile cellular subscriptions (The World Bank, 2015), social media
is more likely to contribute to an important shift from a traditional and institutional marketing to

an emotive, personalised and digital one (Parson, Zeisser, & Waitman, 1998:31).

A study sponsored by the city of Brazzaville revealed that there are only five marketing
firms in Congo-Brazzaville (1ZF, 2015). The study further concluded that both companies and
DTI Congo should invest in digital marketing resources in order to promote nation branding,
attract entrepreneurs and online consumers to share product experience in across their social
networks (lllumine Marketing and Media, 2010). Increased Internet users rate from 1.9% in 2008
(The World Bank, 2008) to 6.6% in 2015 (The World Bank, 2015) would be catalytic to the
spread of electronic Word of Mouth (e-WoM) (Kichatov & Mihajlovski, 2010). It can be argued
that e-WoM would resonate with new product launch information, for instance in the Congo,
because the link for such information would come from a trusted source, which could be DTI
Congo’s e-commerce Website. Drawing from the works of Kokt and Koelane (2013), it is
arguable that e-commerce improvisation would enable organisations to migrate from paid media

to earn media.

E-commerce improvisation within an organisation as argued by Shemi (2012), Garud and
Karnege (2003:277) is a “deliberate and substantive fusion of the Website design appeal and its
functionality that would enable the institution to operate dynamically online 24/7”. Thus, the 175

degree of e-commerce improvisation would depend on the substantive convergence between the
organisation’s  Website  planning, designing and implementation activities.  Arguably,
improvisation within business operations is positively related to the time gap between planning,
designing, and implementing (Ferneley & Bell, 2005). Considering that e-commerce
improvisation is a creative process, spontaneity and extemporaneity are often overemphasised in
the literature (Shemi, 2012). Drawing from the works of Dutta, Lanvinand Wunsch-Vincent
(2014:7-8) and in view of the argument by Shemi (ibid.), effective e-commerce improvisation in

an organisation would be guided by employees’ intuition, and the real time nature of the action.

In tune to that, despite the fact that e-commerce improvisation might arise because of
serendipitous events in the product-development value chain; it would likely be an intentional
process involving consciousness of employees’ action. In his work, Baker (2007:695)
acknowledges that when employees act by improvisation the organisation’s e-commerce Website
planning, design, and implementation phases would converge. Such convergence would be an
ongoing process to obtain a novel outcome (Johnson, 2005:364). However, the quality of

outcomes would influence the organisation and vice-versa.
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In general, the nowvelty of the outcome would highlight the change in terms of service
delivery mode without modifying the essence of what is being delivered (Johnson, ibid.). Lévi-
Strauss (1966) argues that e-commerce improvisation in the organisation requires the use of
resources at hand. In such extent, improvisation is akin to bricolage but still requests the
fulfilment of its fundamental dimensions namely creativity (Tseng, Lee & Chu, 2015:48-49),
novelty (Baker & Nelson, 2005), intuition (Tseng, Lee & Chu, 2015:50), substantial convergence
(Secchi, 2012), extemporaneous (Secchi, 2012) and absence of plan in the action (Tseng, Lee &
Chu, 2015:50). Similarly, Ciborra (2002) correlates scenarios in South Africa, USA and EU state

members, where the merit of IS improvisation enabling service branding in public organisations.
5. RESEARCH DESIGN AND METHODOLOGY

The nature of research dictated a mixed method where quantitative and qualitative
methodologies were used (Leedy, 1989:140). A sample size of N = 260 DTI Congo full-time
employees from the total of 800 was used (Stat Trek, 2010). The targeted population comprised
of 800 DTI Congo full-time employees who live in Brazzaville and Pointe-Noire, including
males and females. For efficiency purposes, this study stratified DTI Congo full-time employees
from the part-time and sub-contractors. According to Struwing and Stead (2001:122), stratified
sampling technique enables the possibility to divide members of the population into
homogeneous subgroups (strata) before sampling. The rationale was to improve the
representativeness of the sample by reducing sampling error. The study used survey
questionnaire to elicit information by requiring respondents to answer objective questions
(Brace, 2004:9). However, to avoid conclusions from single transitory of data, a focus group
meeting was used. Eight (8) DTI Congo full-time employees selected according to their level of
IT awareness and position were invited for discussion to gain a broader understanding of the
research problem (Brace, 2004:5). The outcome of the discussions was themes that informed the
questionnaire and the sampling. Observation technique was also applied in the form of field
work in Brazzaville and Pointe-Noire to experience what it is like when there is no other
alternative to register a business but to follow the only lengthy and bureaucratic process of

traditional business registration.
6. FINDINGS

The research questions were inspired by a literature study and discussions with industry

practitioners and selected numbers of academics. The literature survey informed the
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underpinning theory and the discussions yielded useful information used to understand that there

was indeed a lack of adequate understanding of online business system user’s safety.

The survey questionnaire was developed from research overarching question: how does
the DTl Congo-Brazzaville intend to improve business registration using e-commerce
technology as a branding tool? The above stated question formed a basis for the focus group

discussions as well.

The study used descriptive statistics, which refer to statistics that are used to describe
relevant research data (Cherry, 2011:1). The rationale for descriptive statistics in this study thesis
is to summarise the data collected in a clear and understandable manner (David, 2011). The
research described single as well as associated variables. Single variables were associated with a
theory-building concept and was analysed under the frequency section, whereas associated
variables were associated with the theory-testing concept, which was analysed under the
correlation section. However, the study surveyed 260 DT employees, asking each of them 55
questions. To avoid staggering with 14300 answers, the researcher used SPSS 22 data analysis
involving the reproduction of data from unmanageable details to manageable summaries in order
to reach meaningful conclusions (Babbie & Mouton, 2009: 459).

The response rate was 61 % because some respondents living in the city of Pointe-Noire
were unable to return the questionnaire at work. However, the researcher attempted to trace their 177

homes to collect the questionnaires. Unfortunately, that was not possible owing to the lack of
proper street names and house numbers in the city of Pointe-Noire. Nevertheless, participating in
this study represented national pride for the majority of respondents, who wish to create more

awareness about Congo brand name as reliable investment destination.
6.1. Respondents’ Gender Representation

The rationale for this information was to evaluate DTI Congo employees’ IS
improvisation mindsets by gender gap.

Table 1V. Respondents” Gender Representation

Frequency | Percent | Valid Percent Cumulative Percent
Male 120 755 755 755
Valid  Female 39 245 245 100.0
Total 159 100.0 100.0

(N=159)

The results in Table IV reveal that among 159 respondents, 75% were male and 25%

female. This shows that male respondents were dominant in this sample. Further scrutiny in this
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variable leads to a conclusion that in the absence of normative model, the intention to adopt an
online business registration system for re-branding DTI Congo is largely based on male
employees’ favourable attitudes towards e-commerce. This attitude is in return influenced by a
belief in tandem with the Resource-Based Theory (RBT) (Thamarai, Arasu &
Sivagnanasundaram, 2011:3). One can interpret that the belief has two components: belief about
online business registration system adoption and belief in the self. Belief in online business
registration system meant trusting that implementing online business registration system at the
DTI Congo will enable local SMEs to gain a competitive advantage. Furthermore, belief in the
self refers to male employees’ capacity to improvise with resource at hand for successful online

business registration aimed at branding Congo-Brazzaville.
5.2. Information Systems Improvisation as Nation Branding Tool

The rationale of this data was to evaluate how DTI Congo employees will combine their
expertise and creativity to react swiftly in the product process. Another reason of this data was to

correlate whether 1S improvisation has the potentials to brand Congo-Brazzaville as business

destination.
Table V. Information Systems Improvisation As Nation Branding Tool
Frequency Percent | Valid Percent Cumulative Percent
Strongly agree 79 40.7 40.7 49.7
Agree 51 32.1 32.1 81.8
Valid Disagree 9 5.7 5.7 87.4
Strongly disagree 20 12.6 12.6 100.0
Total 159 100.0 100.0
(N=159)

Table V above reflects that 49.7% of respondents strongly agreed; and 32.1% agreed;
which totals 81.8% (49.7% plus 32.1%) who believe that IS improvisation at DTl Congo is
possible. However, 5.7% disagreed and 12.6% strongly disagreed, which totals 18.3% (12.6%
plus 5.7%) who do not believe this. The marketing connotation of the above assertions imply that
the e-commerce improvisation perceived will close the gaps between the growing usage of e-

commerce in the business world and the current total vacuum of it at DTI Congo.

One can interpret that such limitation is because of expertise and creativity that will be
required from improvisers to react swiftly in the business process. Shemi (2012) and Garud &
Karnge (2003:277) share the opmion that online business improvisation at DTI Congo will be a

“deliberate and substantive fusion of the Website design appeal and its functionality enabling the
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institution to operate dynamically online 24/7”. Thus, the degree of online business
improvisation will depend on the substantive convergence between the organisation’s Website
planning, designing and implementation activities. Indeed, the more improvisational an activity
in business process, the narrower the time gap between planning, designing, and implementing
will be. Considering that online business improvisation is a creative process; spontaneity and

extemporaneity will be required from DTI Congo employees.

Despite the fact that online business improvisation might arise because of serendipitous
events in the product development value chain; it will likely be an intentional process involving
consciousness of employees’ action. Indeed, when employees act by improvisation, the
organisation’s online business Website planning, design, and implementation phases will

converge.

Such convergence will be an ongoing process to obtain a novel outcome, namely the
online business permit. The quality of that outcome will influence the organisation and vice-
versa. The novelty of the outcome will highlight the change in terms of service delivery mode
without modifying the essence of what is being delivered. Lévi-Strauss (1966) argues that e-
business improvisation in the organisation requires the use of resources at hand. In that context,
improvisation is akin to bricolage but still requests the fulfilment of its fundamental dimensions

such as creativity, novelty, intuition, substantial convergence, extemporaneous and absence of 179

plan in the action. Similarly, Ciborra (2002) correlates scenarios applicable in Congo-Brazzaville
where the merit of online business bricolage underscores the transformation of organisations

from self-centred to market-driven, promoting lifelong learning.
5.3. Focus Group Analysis

The purpose of focus group discussions was to remove much of the subjectivity from
summaries and to simplify the detection of trends, which answered research questions (List,
2005:1). As stated earlier, eight respondents were selected and invited for focus group

discussions, which paved a vista for further academic discourse.

* What are the benefits you associate with normative model of online business
registration system for DTI Congo?

During discussions around this question, respondents mentioned various benefits that will
come with an online business registration system at DTI Congo. However, respondents
mentioned that the model will a bench mark enabling the organisation to reach people worldwide

in a way that even an expensive advertising media would not. They agreed on one point that
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online business registration will rebrand the country, increase DTI Congo’s product and service
information visibility.

Furthermore, respondents agreed also that online business registration at DTI Congo will
connect entrepreneurs to CFBAP, the Ministry of SMEs, the Department of Labour (DoL), the
Taxation Office, the High Court, the Congolese Chamber of Commerce (CCC), the National
Centre of Statistics (NCS) and the Social Security Department (SSD). Such connections will be
on 24/7 basis and will enable electronic payments and VAT declarations, therefore reducing

SMESs’ operation costs, lead time and removing the incidence of occupational crime.

In addition, owing to the current trend of the “Knowledge-Based Economy” (KBE) where
power shifts to consumers, participants emphasized that online business registration adoption
will create an opportunity for DTI Congo workers to acquire a range of computer skills and to
continuously adapt these skills. However, the aim of this question was to ascertain participants’

basic understanding of the potential online business registration model before further scrutiny.
* How will DTI Congo’s online business registration system transform the process?

During the focus group discussion, all eight participants agreed that an online business
registration system will transform the business process at DTl Congo. However, the aim of this
question was to ascertain respondents’ understanding of the anticipated transformation from the
current procedure. Respondents argued that in the brick-and-mortar business registration process,
applicants have to follow every step from (1) receiving and forwarding application, (2) relevant
directorate will be concerned with inputs evaluation, which would determine whether the output
is satisfactory, or not, (3) outbound logistics, (4) marketing activities and (5) front office staff to

help customers in collecting the outcomes.

Participants agreed that all the above-mentioned steps would be automated and integrated
in an optimised online business registration system. Arguably, optimisation is a process of
making a system as fully functional as possible (Ghose, et al, 2005). Thus, optimised online
business registration system will shorten negotiations through e-logistics. As such, DTI Congo
will achieve a conservative-relational competitive advantage, through the offering of a new
product that delivers a superior customer-specific solution, which will be electronic submission
of the application, electronic payment of the application fees and electronic delivery of the
business permit. From the above, suggesting the actual normative model of online business

registration became imperative.
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5.4. Normative Model of Online Business Registration For Branding DTI Congo

There was always a possibility of finding a solution to any problem that DTI Congo
might encounter in its daily efforts to re-brand the country. Currently, the department faces a
unique option enabling business registration: brick-and-mortar. Data analysis showed there was
insufficient SMEs support in Congo-Brazzaville; yet the development of any country depends on
economic diversification. There was a need for solutions to be found for local SMEs in order to

improve the country’s economic diversification.

The current research suggests this online business registration normative model, which is
illustrated in Figure 4, for DTI Congo. This normative model is a hybrid model inspired from the

resource-based view model (RBV) for e-commerce innovation promoting service branding.

Online Business Registration
e.g., https://www.dticongo.cg

Inputphase Process phase Outputphase

Confidentiality; Access Identification & Digitized business permit;
control; Integrity checks; Data Verification; Secure Digital marketing;
input; Files uploads; contracts; Order shipment; Competiveness of SMEs;
Submission Payment gateway; Credit Ease ofdoing business;
card processing; Digital Citizens satisfaction;
signature; Encryption Secured delivery of services
Ease of use Attitude

Online Business Registration Readiness in Congo-Brazzaville

Variables

Culture
Values, Beliefs, customs, norms

Relational capabilities, Process, Policies & Procedures

Knowledge, Education & Training

Information Technology infrastructures

Figure 4. Proposed Online Business Registration Model For Branding DTl Congo
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This normative model is presented based on online business registration readiness at DTI
Congo. Online business registration readiness refers to DTI Congo’s propensity to embrace and
use new technologies for SMEs support and improving the ease of doing business (Chih Chen &
Han Li, 2010).

6. DISCUSSIONS

Online business registration readiness requires working relationships between DTI Congo
employees’ attitudes towards the technology and their intentions to use it. On the other hand, the
technology itself should be useful and easy to use. Attitudes refer to DTI Congo employees’
positive or negative feelings about online business registration adoption, which in turn shapes e-
commerce behavioural intention. However, attitudes, intentions, usefulness, and ease of use
should be related to different variables representing market dynamics and demographics of

Congolese end-users.

Culture as a variable includes Congolese values, norms, customs, and beliefs towards e-
commerce. Various authors elaborated on the relationships between culture and e-commerce
adoption. Al-Gaith, Sanzoni, & Sandhu (2010:14) argue that consumers’ culture is positively
related to e-commerce Website security and privacy, which in return depends on trust and the
level of education. Javalgi (2004:563) states that recently, researchers have attempted to examine
Internet adoption by using Hofstede’s five cultural dimensions, which include individualism,
power distance, uncertainty avoidance, masculinity, and long-term orientation. Congolese
attitudes towards e-commerce fit ito some of HofStede’s five cultural dimensions of the
Internet. Female entrepreneurs believe that Internet technology belongs to men, while some of
their fellow men state that registering a business online in Brazzaville might create a feeling of

uncertainty.

Another variable that has been considered in this normative model is dynamic service
capabilities, which is borrowed from the RBV model. Considering that the RBV model is
primarily a static theory which does not address how DTI Congo would integrate resources and
capabilities to drive online business registration improvisation, the model links dynamic service
capabilities with online security and safety of Congolese end-users. The rationale of the linkage
is that since service firms such as DTl Congo operate in a constant changing business
environment, it would arguably be better to go beyond the RBV model to explain the

implementation of the innovation.
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DTI Congo’s dynamic capabilities will include its abilty to integrate, build, and

reconfigure Internet security measures, which would reinforce the accessibility of the online

business registration system. Such achievement would underline that the firm has addressed

internal and external competencies and positioned its resources beyond the base set of valuables,

rare, inimitable, and non-substitutable that the RBV model focuses on. Indeed, a secure online

business registration service would enable DTI Congo’s ability to adapt with market trends,

innovate the process, adjust marketing strategies, and maintain competitive advantage while

using the basic tenets of the RBV model. Further, this model is demarcated from the simple RBV

model by emphasising on the critical role of managerial capabilities of DTI Congo managers to

determine what value is and not what the employees interpret value to be.

Moreover, DTI Congo’s ability to coordinate internal and external competencies
underlines cooperation and interdependence of vertical and horizontal directorates. Collaboration
between new business registration section, business modification section and business de-
registration section will be enforced in this normative model. Thus, the relationships between
stakeholders, namely the DTl Congo, the Ministry of SMEs, the CFBAP, the DoL, the taxation
office, the high court, the NCS, the SSD, the trade unions and the IMF will be improved (Lee,
Kang, & Kim, 2007).

Relational capabilities are a variable associated with product process, policies, and  1g3

procedures at DTI Congo. DTI Congo’s conservative relational competitive advantage would
depend on its ability to turn around resources at hand and capabilities into value creation process.
Prahalad and Ramaswamy (2004) argue that the firm can create value by integrating customers
in the product process. It is arguable that Congolese entrepreneurs want to get involved in an
experience with DTl Congo in the product process, instead of just doing simple transactions. In
the case of Congolese entrepreneurs’ nvolvement, one believes that the increase of value co-
creation in the product process at DTI Congo will provide unique and inimitable knowledge,

which will become a new source of economic rent for the organisation.

Similarly, Ramaswamy and Gouillart (2010) emphasise the role of the firm’s capabilities
that allow it to engage in co-creation activities. Arguably, online business registration being an
innovation represents a key factor of business networks between SMEs and the service provider.
Considering that an online business registration system has potentials to increase the country’s
rating for ease of doing business, DTI Congo’s ability to project the value creation in the product
process might lead to funding opportunities for SMEs through partnership and sponsorship
linkage. Lee, Lee, and Pennings (2001) argue that partnership linkage is a cooperative

relationship between the partners that give and take their own resource and capabilities over long
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periods. However, sponsorship linkage is a one-sided relationship defined as technical, financial,

and human support to a business without compensation.

Information technology infrastructures, knowledge, education and skills can be combined
to generate dynamic integrative capability for DTl Congo. Mengue and Auh (2006) define
integration as dynamic capability that firm level resources possess and are embedded in social
interactions, firm-level system, and routines. Dynamic capability is an integrative capability
comprising of all assets needed to improvise and to innovate. The former includes expertise,
attitudes, training; the latter includes computer systems, trust, and creativity. The above blended
form of resources and capabilities is positively related to transforming the entire business
registration process in Congo-Brazzaville, because resource integration creates value. For
example, the cable service industry used network infrastructure to only deliver cable television
(TV) service to homes until the year 2000 (Kim et al., 2015). Using integrating capabilities,
those same firms currently deliver Internet and telephone service, which provide more value to

customers.

It is believed that under dynamic integrative capabilities, DTI Congo might progressively
offer the combination of services such as online tax payment, online advertisement for SMEs and
e-customs declaration effectively. Value creating activities at DTI Congo would require resource
integration and relational capabilities so that the customer, as co-creator of value, integrates
fewer resources as necessary (Michel, Brown & Gallan, 2008).

Online business registration behaviour is the innovative service that would be offered at
https/Amww.dticongo.cg.  Gallouj and Weinstein (1997) argue that service innovation has two
essential elements, namely enhanced technological characteristics, and extended competency. At
DTI Congo, enhanced technological characteristics include tangible and intangible technical
skills that will be used to improvise during product process. These characteristics will be
embodied in e-commerce technologies, knowledge, experience, and values inside and outside the
organisation. They are directly related to the primary activities of the value chain in the
organisation, and simultaneously represent dominant designs that will lead to the standardisation
of business registration marketplace and market space. Extended competencies refer to unique
value-creating systems and DTI Congo employees’ activitiecs to be performed during online
business registration improvisation and bricolage. The https//mwww.dticongo.cg  which is DTI

Congo’s potential secure e-commerce Website, will cross the organisation’s traditional
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boundaries and offer quality performance of innovative product gathering and processing data,

while linking customers with all relevant directorates.

The input phase in this normative model represented the summary variables
(confidentiality, access control, integrity, checks, data input and submission), which represented
e- business registration steps. Therefore, the concept of input served as a powerful tool; since the
elements included all the steps that users should follow in the systems to electronically register
the business. However, the most important step would be to log on to the
https//www.dticongo.cg. Thereafter, the user would register as customer in the Website with
their private e-mail address, from which the system would prompt them to click the link to
activate their registration with the https/Aww.dticongo.cg. Once back again in the
https://Awww.dticongo.cg, customers would log in with their activated credentials, namely user
name and password. At this stage, online business registration starts by selecting new company
option, where the newly to be registered business data will be typed in. After the data input
stage, customers should be allowed to view, edit and save the data before electronic payment and

submission to the DTI Congo.

The process phase includes identification and credit checks of the customers applying for
company registration. At this stage, payment will be processed, during which secure verifications

between DTI Congo’s bank, credit card issuing organisation and customer’s bank will exchange 185

confirmatory data. During data exchange, encryption and digital signature will play crucial role
for customer’s data safety. Once confirmatory data match, order shipment will mitialise to enable

electronic product shipment to customer.

The output phase will deliver to the applicant and stakeholders much needed document
and other information. The outcomes will include an online business permit delivery to the
customer’s private e-mail address and cellular phone notification about the outcomes. This first
e-mail notification would be a blended form of DTI Congo resource combination and capabilities
relating positively to the service innovation. Links under this first e-mail to customers should
lead to social networks, potentially enabling digital marketing, which would be positively related
to the SMEs SCA. Considering the short lead-time in the process, the ease of technology, and the
perceived usefulness of the e-commerce Website, it is believed that highly satisfied customers
will vehicle e-word of mouth about the innovation, which will improve Congo-Brazzaville’s ease

of doing business ratings.

However, in the context of this normative model, constant feedback will be important

because relational capability is intangible; e-commerce technologies are constantly changing,
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therefore acquiring knowledge and information from external sources about the model becomes
critical. Through dynamic interactions with customers and stakeholders, DTI Congo will be
responsive to both evolutionary and revolutionary e-commerce technologies in the market.

However, the next sections elaborate on the conclusions.
7. CONCLUSION

Protracted Congo brand name’s inability to attract investors spells ruin. The research
problem is that despite the potential role that can play IS improvisation in service branding in
developing countries, despite wherewithal, Department of Trade and Industry (DTI) of Congo-
Brazzaville does not have a normative model for online business registration. Such insufficiency
stunts Congo’s brand name as investment destination. Thus, the study uses the lens of
improvisational knowledge and Resource-Based View model to explore IS improvisational
model as a means to rebrand services at the DTl Congo-Brazzaville. Therefore, the main study
outcome is to propose normative model of online business registration for service branding.
However, this paper has three major contributions namely theoretical, methodological and

practical contribution.

Theoretically, this study will advance conceptualisation of IS improvisation and bricolage
and brand personality theories for public organisation in many ways. Firstly, the study extends
previous research by examining the implications of creating an online business registration
model for re-branding government department in developing country. Secondly, the research
highlights the relationships between IS improvisation and branding theories in public
organisations.

Thirdly, there is a recognition of global warming theory in the establishment of online
improvisation theory in public organisation. Current climate change blamed for most of natural
disasters such as tsunami, floods sweeping towns and inhabitants, volcanic eruptions spreading
ashes in the air and blocking air traffic for weeks and pollution. The study argues that online
business registration adoption in public organisation is an evidence of environmentally friendly
practices; which support green value chain initiatives. Online business registration system has
the potential to replace paperwork by paperless in the business process. Thus, replacing
traditional business registration service by online one, at DTI Congo reflects a true theoretical
contribution of this study to brand personality theory and sustainability theory in a way far more

impactful than recycling papers in the bin.
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Fourthly, current offline business registration at DTl Congo undermines business ethics.

The CFBAP, which is DTI Congo legitimate agency to register businesses issues business permit

applicant four different numbers for one registered business: registration number, accounting

registration number, commerce registry number and real estate number. The plethora of numbers

increases the incidence of unethical business practices, poverty, opportunistic behaviour,
corruption, occupational crime and heavy bureaucracy, which erode the department’s efficiency,
accountability and agility. Arguably, successful IS improvisation theory at DTI Congo advances

green value chain theory in a sense that IS improvisation will introduce paperless process,

protect ecological structure of the environment, enforce corporate social responsibility theory

and lean organisation theory.

Fifthly, successful IS improvisation theory at DTl Congo will contribute to nation
branding theory. The country is known for being at the bottom of the pile when it comes to the
ease of doing business ratings. These findings are cause for concern especially as there is
growing awareness that Congolese business’ mability to compete in a fiercely competitive
international economy spells ruin. Online business registration system will boost the DTI
Congo’s profile; re-brand the department, mprove the country’s ranking i terms of ease of
conducting business and significantly reveal value bundling of well-established IS infrastructure
in a government department and its capacity to utilise such infrastructure as competitive nation

187
branding; and label the country as investment destination in Central Africa.

Methodologically, this study was based on data collected through participant observation,
focus-group meeting, survey questionnaire, existing academic literature and analysis of archival
and policy documents of business registration in Congo-Brazzaville. The study is
methodologically innovative because it was conducted in English speaking country while the
survey questionnaire was distributed in French speaking country. The innovative point lies on
the fact that respondents’ first language is French, thus, English and French back-to-back
translation was utilised for better understanding of the questionnaire. However, ethical
considerations such as voluntary participation of respondents, freedom in the process,
respondents’ safety, security, anonymity, confidentiality and secure storage and transport of data

from Congo-Brazzaville to South Africa were highly observed.

Practically, results of this study can help to implement normative marketing model of
online business registration re-branding DTl Congo. Considering that online business
registration has the potentials to permeate SMEs’ value cham, the application of this research
findings can transform SMEs’ performance, and improve the functional relationship between

inbound and outbound logistics and increase sales and marketing activities of Congolese SMEs.
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This research output has the potential to ignite the creation of Congolese Business
Intelligence Centre (BIC), which does not exist yet. The BIC will be a learning curve for
entrepreneurs and enable local SMEs to accumulate knowledge from foreign markets and
promote their expansion. Indeed, learning business practices from other businesses outside
national boundaries would give local entrepreneurs experience and result in a more differentiated
view of foreign markets. Practically, the study itself is very informative  for DTl Congo because
current business sector re-structuring efforts include recent Congo-Brazzaville government
critics for introducing drastic measures targeting foreign-owned businesses. The study argues
that simply introducing drastic measures targeting foreign-owned business do not lead to
competitive advantage of local SMEs. Instead, that leads to competitive convergence amongst
local businesses. Rather, DTI Congo should re-brand itself by creating corporate personal brand
identity when dealing with local entrepreneurs to offer local SMES much needed support
including the adoption of an online business registration system. The study practically reveals
available e-commerce tools that DTI Congo can potentially purchase, to re-brand and position its

business process for quality service delivery to target segments.

This study has some limitations. The study focused on proposing a normative model for
online business registration at DTl Congo-Brazzaville only and its relative benefits to the
organisation. Hence, does not examine online business registration service users’ benefits.
Arguably, this research does not recommend any specific e-commerce technology to DTI Congo,
but as an institution, DTl Congo should evaluate the pros and cons of different e-commerce
technologies, and then decide on the most appropriate technology for its potential e-commerce
website, which should be managed at Brazzaville’s head office. It is the first time that such a
study has been conducted in South Africa, which proposes online business registration model
aimed at re-branding the government department in Congo-Brazzaville in order to make

Congolese brands more competitive.

Given Whetten’s framework for the assessment of any academic research, the conclusion
of this research study both answers the study’s questions and generates new ones (Whetten,
1989). The study was considered to be a social constructed one and therefore assumed adopting
ontologically subjective and objective position. The findings display some shortcomings and
these limitations should be recognised when interpreting the findings, while also recognising
opportunities that they present for further research in the areas of legislation reforms and nation

branding.
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One of the challenges of branding a nation as investment destination is the need to
separate politics and business in the country. The Act N° 36-2011 of 29 December 2011, the
section 8 of the Act N° 36-2011 of December 29 2011 fixing business registration fees lower for
nationals and higher for foreigners and are politically motivated. However, no research has been
conducted to establish the impact of politically motivated business registration fees policy on

nation branding.

Currently, nation brands are equated to corporate brands because nations represent
umbrella brands where sub-brands such as tourism, investment, export, transport and
manufacturing can grow. In Congo-Brazzaville, there is a research gap in terms of a model that
explains how Congo as brand can be integrated within sub-brands in order to build sustainable
brand equity for the nation brand and its affiliate brands.
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