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Projesi Tanitim Yazist

‘E-ticaret  Ekosisteminde Genglik® isimli  2021-2-TR01-KA220-YOU-
000048793 sozlesme numarali Erasmus+ 2021 2. cagr1 doneminde kabul edilen e-
ticaret konulu stratejik ortaklik projesidir. Projenin koordinasyonunu Esnaf ve Sanat-
karlar Dernegi (genel merkezi) yapmaktadir. Proje ortaklar;; Makedonya’dan Yunus
Emre Enstitiisii Uskiip temsilciligi, Kosova’dan ‘Esnaf® Isdamlar1 ve Esnaflar Derne-
gi, Almanya’dan Miistakil Sanayici ve Isadamlar1 Dernegi Berlin subesi, Tiirkiye’den
Ankara Ostim Teknik Universitesi ile beraber yiiriitimektedir. Projede 6zet olarak e-
ticaret platformu, girisimcilik kitabi, girisimclik fikirleri yarismasi, girisimeilik fikirle-
ri tamtim filmi, e-ticaret calistayi, e-ticaret egitimi ve gala program bulunmaktadir.
Ayrica proje ortagl kurularm bulundugu iilkelerde ulusdtesi proje toplantilart ve e-
ticaret faaliyetleri her ortaktan iki temsilcinin katilimu ile gerceklestirilecektir.

https://www.facebook.com/eticaretekosistemindegenclik
https://www.instagram.com/eticaretproje/
https://twitter.com/eticaretproje

Yapilan faaliyetler;

1. 1. Ulusotesi proje toplantis1 Makedonya iilkesinde, Yunus Emre Esntitiisii
Uskiip temsilciliginin ev sahipliginde diizenlendi. Iki giin siiren caligmalar-
da; proje toplantisi, proje afisi ve logosunun kararlastirilmasi, kurumlar arasi
tanigma, kurumlarin faaliyetlerinin tanitimi, e-ticaretin gliniimiizdeki durumu
ve genel ticari bilgiler sunumu, ticaret ve basmla ilgili kamu ve 6zel ku-
rumlarm ziyaretleri yapildi.

2. 2. Ulusitesi proje toplantisi Kosova iilkesinde, ‘Esnaf’ Isdamlar1 ve
Esnaflar Derneginin ev sahipliginde diizenlendi. iki giin siiren galigmalarda;
proje toplantisi, gelecek faaliyetlerin planlamasi, girisimeilik fikirleri
yarigmasimn duyurusu, e-ticaret platformuyla ilgili istisare, ticaret ve basinla
ilgili kamu ve 6zel kurumlarin ziyaretleri, 6rnek e-ticaret firmasi ziyareti ve
incelemesi yapildi.
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3.

E-ticaret platformu B2B bir Pazar yeri olarak tasarlandi. Bu faaliyet
ESDER tarafindan proje koordinatérii Ahmed Cihad CELIKUS un koordi-
nasyonunda yapildi. Platform {izerinden proje ortag: iilkeler ve ortak ku-
rumlarin lyeleri basta olmak {izere tiim diinyadan firmalara agiktir. Plat-
fomda iiyelik ve komisyon iicreti bulunmamaktadir. Internet sitesinin adresi
collectivebazaar.net dir.

Kisa film cekimi, faaliyeti ‘Girisimcilik Fikirleri’ yarigmasi sonucu de-
receye giren kigilerin fikirlerini anlattiklar1 tamitim filmi olarak planlandi.
Yarigmaya basvurunun diisiik olmasi sonucu bu tanitim i¢in Ostim Teknik
Universitesi dgrencilerinden secilen yenilik¢i fikirlerin tanitim  filmi
cekilmistir. Bu film ile 6grencilerin fikirlerini yatirimcilar ile bulusturmak
hedeflendi. Filmdeki 8 kisinin fikirleri oylama yapilarak iginden ilk ii¢ kisi
secilecek ve galada odiil verilecektir. Filmi https://www.youtube.com/
watch?v=9ELSmsmpoPw adresinden izleyebilirsiniz.

Yapilacak faaliyetler;

1.

Girisimcilik el kitabi proje ortagi Ostim Teknik Universitesinden dgretim
tiyesi Dr. Dogus YUKSEL ve dgretim gorevlisi Bahattin Gokan TOPAL
editorligiinde hazirlanmistir. Bu kitap is kurmak, isini dijitale tagimak ve e-
ticaretini gelistimek isteyen genglere yonelik hazirlandi. Kitabin dijitali
iicretsiz olarak proje otagi kurumlarin internet sitelerinden indirebilir.

. E-ticaret egitimi faaliyeti genclere yonelik bir haftalik bir egitim kampi

olacaktir. Bu faaliyet ESDER tarafindan Ankara/Tiirkiye’de diizenlenecektir.
Proje ortaklarindan beser geng katilimciya e-ticaret konusunda uzman akad-
emisyenler tarafindan hizlandirilmis egitim verilecek, ilgili kurumlar ziyaret
edilecek ve geziler ve sosyal-kiiltiirel faaliyetler diizenlenecektir.

. Cahstay e-ticaretin ana konu basliklarinda diizenlenecektir. Bu faaliyet

ESDER ve Ostim Tek. Uni. igbilirgi ile yapilacaktir. Tiirkiye’de geng gi-
risimciligi tesvik etmek igin dzellikle 6grenciler ve ISKUR, KOSGEB, Ti-
caret Bakanlig1, iiniversiteler, isadamlari ile basin davet edilecektir.

3. Ulusétesi proje toplantis1 Macaristan iilkesinde benzer faaliyetler ile
gerceklestirilecektir.

. 4. Ulusotesi proje toplantis1 Tiirkiye iilkesinde Esnaf ve Sanatkarlar

Derneginin ev sahipliginde diizenlenecektir. Diger ulusotesi toplantilarinda-



kine benzer faaliyetler diizenlecektir. Bu toplantimiz gala program ile ayni
tarihte diizenlenecektir.

. Gala program proje sonunda Ankara’da diizenlenecektir. Galada; e-ticaret
platformu, girisimcilik kitabinin tanitimi, girisimceilik fikileleri tanitim
filminin ilk gésterimi, proje hakkinda bilgilendirme, girsimcilik fikileri 6diil
takdimleri verilecektir. Programin giriginde e-ticaret yazilimi, kargo, finans
ve ilgili firmalar stand agacaktir.
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Project Introduction Letter

The project named "Youth in E-Commerce Ecosystem" with contract number
2021-2-TR0O1-KA220-YOU-000048793 is a strategic partnership project on e-
commerce accepted in the Erasmus+ 2021 2nd call period. The coordination of the
project is carried out by the Craftsmen and Artisans Association (ESDER) (head-
quarters). Project partners include the Yunus Emre Institute Skopje Representation
from Macedonia, the 'Craftsmen' Business and Craftsmen Association from Kosovo,
the Association of Independent Industrialists and Businessmen Berlin Branch from
Germany, and Ankara Ostim Technical University from Turkey. In summary, the pro-
ject includes an e-commerce platform, an entrepreneurship book, an entrepreneurship
ideas competition, an entrepreneurship ideas promotional film, an e-commerce work-
shop, e-commerce training, and a gala program. Additionally, transnational project
meetings and e-commerce activities will be carried out in the partner countries with
the participation of two representatives from each partner organization.

https://www.facebook.com/eticaretekosistemindegenclik
https://www.instagram.com/eticaretproje/
https://twitter.com/eticaretproje

Activities carried out;

1. The first Transnational project meeting was hosted in Macedonia, at the
Yunus Emre Institute Skopje Representation. During the two-day sessions,
activities included project meetings, finalization of the project poster and
logo, interagency introductions, presentations on institutional activities, an
overview of the current state of e-commerce and general commercial infor-
mation, as well as visits to public and private institutions related to trade and
the press.

2. The second Transnational project meeting was hosted in Kosovo by the
'Craftsmen' Business and Craftsmen Association. Over the course of two
days, activities included project meetings, planning for future activities, an-
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nouncement of the entrepreneurship ideas competition, consultations regard-
ing the e-commerce platform, visits to public and private institutions related
to trade and the press, as well as visits and inspections of exemplary e-
commerce companies.

3. The e-commerce platform was designed as a B2B marketplace. This activi-
ty was coordinated by ESDER under the coordination of project coordinator
Ahmed Cihad CELIKUS. The platform is open to companies from partner
countries and partner institutions as well as from around the world. There are
no membership or commission fees on the platform. The website address is
collectivebazaar.net.

4. The short film shooting activity was planned as a promotional film where
the winners of the 'Entrepreneurship Ideas' competition would present their
ideas. Due to low participation in the competition, innovative ideas were se-
lected from students at Ostim Technical University for this promotional film.
The aim was to connect students' ideas with investors. Voting will be con-
ducted on the ideas presented in the film, and the top three will be selected
for awards at the gala. You can watch the film at https://www.youtube.com/
watch?v=9ELSmsmpoPw.

Activities to be conducted:

1. The entrepreneurship handbook has been prepared by Dr. Dogus
YUKSEL, a faculty member from project partner Ostim Technical Universi-
ty, and Bahattin Gokan TOPAL, a lecturer. This book is aimed at young
people who want to start a business, digitize their business, and develop their
e-commerce skills. The digital version of the book can be downloaded for
free from the websites of project partner institutions.

2. The e-commerce training activity will be a one-week training camp for
young people. This activity will be organized by ESDER in Ankara, Turkey.
Five young participants from each project partner will receive accelerated
training on e-commerce from expert academicians, visit relevant institutions,
and participate in tours and socio-cultural activities.

3. The workshop will be organized around the main topics of e-commerce.
This activity will be carried out in cooperation with ESDER and Ostim
Technical University. Especially aimed at promoting young entrepreneurship
in Turkey, students, and representatives from institutions such as ISKUR,
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KOSGEB, the Ministry of Trade, universities, businessmen, and the press
will be invited.

. The third Transnational project meeting will be held in Hungary with
similar activities.

. The fourth Transnational project meeting will be hosted by the Craftsmen
and Artisans Association in Turkey. Similar activities to the previous trans-
national meetings will be organized. This meeting will be held on the same
date as the gala program.

. The gala program will be held in Ankara at the end of the project. The pro-
gram will include the introduction of the e-commerce platform, the presenta-
tion of the entrepreneurship handbook, the premiere of the entrepreneurship
ideas promotional film, information about the project, and awards for entre-
preneurship ideas. At the beginning of the program, e-commerce software,
logistics, finance, and related companies will set up stands.
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ON SOZLER

Krymetli okur,

Sizi bu heyecan verici ve farkli bakis agilarinin yer aldigi kitabin sayfalarinda agirla-
maktan biiyiik mutluluk duyuyoruz.

Girigimcilik, ekonomik firsatlarin kesfedilip yeni degerlere doniistiiriildiigii bir organi-
zasyonun olusturulmasi i¢in iiretim faktorlerinin bir araya getirildigi bir siirectir. Bu
stirecte teknolojik gelismelerin getirdigi e-ticaret, dijital pazarlama ve sosyal medya
kavramlar1 ortaya c¢ikmustir. Giliniimiizde tiim girisimlerin yasamlarm siirdiirme ve
biiyiime stratejilerinin igerisinde e-ticaret, dijital pazarlama ve sosyal medya kavram-
lar1 yer almaktadir.

Bu kavramlar 6zelinde ortaya ¢ikmig girisimler dahi bulunmaktadir. Bu kitap, girisim-
ciligin geleneksel temellerini ele almakla birlikte dijital cagin gerekliliklerini yakala-
mak isteyen tlim girisimcilere, sektdr ¢aliganlarina, akademisyenlere ve Ggrencilere
151k tutmay1 amaglamaktadir.

Kitabimizin, dijital ¢agin gerekliliklerini yakalamak isteyen tiim girisimcilere, sektor
calisanlarina, akademisyenlere ve dgrencilere bilgi ve ilham kaynagi olacagim diisiin-
mekteyiz.

Dr. Ogr. Uyesi Dogus Yiiksel & Ogr. Gor. Bahattin Gékhan Topal
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FOREWORDS

Dear reader,

We are delighted to welcome you to the pages of this exciting book that offers differ-
ent perspectives.

Entrepreneurship is a process in which production factors are brought together to cre-
ate an organization where economic opportunities are discovered and transformed into
new values. In this process, concepts such as e-commerce, digital marketing, and so-
cial media have emerged due to technological advancements. Nowadays, e-commerce,
digital marketing, and social media are part of the survival and growth strategies of all
ventures.

There are even ventures that have emerged specifically around these concepts. This
book aims to shed light on all entrepreneurs, industry professionals, academics, and
students who want to catch up with the necessities of the digital age, while also ad-
dressing the traditional foundations of entrepreneurship.

We believe that our book will be a source of information and inspiration for all entre-
preneurs, industry professionals, academics, and students who wish to catch up with
the necessities of the digital age.

Dr. Dogus Yiiksel & Bahattin Gékhan Topal
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Sevgili Okur,

[s diinyas1 son 20 yilda hi¢ olmadig1 kadar biiyiik bir hizla degisiyor. Yasan bu degi-
simle birlikte girisimcilik kavram da yeni boyutlar kazanmakta ve yeniden tanimlan-
maktadir. Dijitallesme ve internetin yaygmlagmasi, girisimcilerin yeni firsatlar kes-
fetmesine imkan saglarken, ayn1 zamanda rekabetin de artmasina neden olmaktadir.
Bu dinamik ortamda basarili olmak i¢in girisimcilerin sahip olmalar1 gereken temel
bilgi ve becerileri de ele alan “E-Ticaret, Dijital Pazarlama ve Sosyal Medya Kapsa-
minda Girisimcilik” adli bu kitap OSTIM Teknik Universitesi akademisyenlerinin
editorligiinde siz girisimcilere rehberlik etmek i¢in hazirlandi.

Esnaf ve Sanatkarlar Dernegi Genel Merkezi tarafindan Tiirkiye Ulusal Ajans destekleri
ile yiiriitiilen E-Ticaret Ekosisteminde Genglik projesinin bir ilerleme {iriinii olan bu kitap,
girisimcilik seriivenine adim atanlar i¢in bir kilavuz niteligindedir. Temel kavramlardan
baslayarak fikir gelistirme, i3 modeli olusturma, pazar analizi yapma ve finansal planlama
gibi konular ele almaktadir. Ayrica, dijital diinyada is yapmanmn hukuki zeminini anlatir-
ken, e-ticaret ve dijital pazarlama konularinda derinlemesine bilgi sunmaktadr.

Her bir boliim, pratik bilgilerle desteklenmis ve gercek diinya 6rnekleriyle zenginlesti-
rilmistir. Bu sayede, teorik bilgilerin yan sira is diinyasinda karsilagabileceginiz pratik
sorunlara ¢éziim bulmaniza yardimci olmay1 amaglamaktadir.

Girigimcilik yolculugunda okurlara rehberlik edecek bu kitabin, basarili bir is kurma ve
yonetme siirecinizde bir ara¢ olarak kullanmasini umuyoruz. Unutulmamahdir ki, her
basar1 hikayesinin arkasinda oncelikle 6zveri, bilgi ve cesaret yatmaktadir. Sizler de
hayalinizdeki isi kurmak, dogru yolda ilerlemek adma o ilk adimi atmak icin bu kitab1
bir baslangi¢ noktas1 olarak gorebilirsiniz. Teorik bilginin deneyimlendigi, 6grenmenin
ve girisimciligin 6n plana alindig, 6zgiin proje ve ¢oziimler iiretmeye odaklamldigy,
yetenek ve yetkinlik bazl bir tigilincii nesil, girisimci ve yenilik¢i {iniversite modeli olan
OSTIM Teknik Universitesi olarak girisimcilerimizi her alanda destekliyoruz.

Keyifli okumalar dileriz.

OSTIM Teknik Universitesi Rektorii
Prof. Dr. Murat Yiilek



Dear Reader,

The business world is changing at an unprecedented pace over the last 20 years. With
this change, the concept of entrepreneurship is also gaining new dimensions and being
redefined. The spread of digitalization and the internet enables entrepreneurs to disco-
ver new opportunities, while also leading to increased competition. In this dynamic
environment, this book titled "Entrepreneurship in the Scope of E-Commerce, Digital
Marketing, and Social Media," edited by academics from OSTIM Technical Univer-
sity, is prepared to guide you, entrepreneurs, by addressing the fundamental knowled-
ge and skills you need to succeed.

This book, which is a progress product of the E-Commerce Ecosystem in Youth pro-
ject conducted with the support of the Turkish National Agency by the Union of Tra-
desmen and Craftsmen Associations Central Office, serves as a guide for those embar-
king on the entrepreneurship journey. It covers topics from basic concepts to idea de-
velopment, business model creation, market analysis, and financial planning. Further-
more, it provides in-depth knowledge on e-commerce and digital marketing while
explaining the legal framework of doing business in the digital world.

Each chapter is supported by practical information and enriched with real-world
examples. Thus, it aims to help you find solutions to practical problems you may en-
counter in the business world, in addition to theoretical knowledge.

We hope this book, which will guide you on your entrepreneurial journey, serves as a
tool in establishing and managing a successful business. It should be remembered that
behind every success story lies dedication, knowledge, and courage. You can consider
this book as a starting point to establish the business of your dreams and to take that
first step on the right path. As OSTIM Technical University, which adopts a third-
generation entrepreneurial and innovative university model focusing on talent and
competence, we support our entrepreneurs in all fields.

We wish you enjoyable reading.
Sincerely,

OSTIM Teknik Universitesi Rektorii
Prof. Dr. Murat Yiilek



Sevgili Okuyucu,

Elinizdeki bu eser; is diinyasinda basariya adim atmak isteyenler i¢in girisimcilik ve e-
ticaretin kesisimindeki énemli noktalar1 ele alan bir detayli bir rehberdir. Alaninda
uzman akademisyenler tarafindan kaleme alinan eserde zengin igerikler 6nemli konu-
larm basliklara ayrilarak sunuldu. Is diinyasinda yeni ufuklar agmak ve gelecegin ba-
sarihi girisimcilerini desteklemek i¢in bu kitapla ticari bir yolculuga ¢ikacaksiniz. Ki-
tap isletmelerden Ogrencilere, iireticiden tiiketiciye kadar her kesime hitap ediyor.
Okuyucularma 6nemli basliklar1 derinlemesine sunan bu kitapta; girisimcilikte temel
kavramlar, igletme kurma siireci, is planinin 6nemi anlatirlirken pazarlama stratejileri
ve dijital pazarlamay1 inceleyecek, son olarak fikir gelistirme, is plani, sosyal medya
ve rekabet analizi gibi bir¢gok konuda uzmanlarmin hazirladig: bilgileri okuyacaksiniz.

Girigimcilik ve e-ticaret, glinlimiiziin is diinyasinda biiyiik bir 6neme sahiptir. Girisim-
cilik, yenilik¢ilik ve risk alma ruhuyla yeni isletmelerin kurulmasimi tesvik ederken, e-
ticaret ise dijital platformlar {izerinden iiriin ve hizmetlerin alim satimim kolaylastirir.
Bu ikisi bir araya geldiginde, isletmelerin daha genis bir miisteri kitlesine ulagmasini,
pazarlarin1 genisletmesini ve biiylimesini saglar. Girisimcilik ve e-ticaret, kiiciik iglet-
melerin kiiresel pazarlarda rekabet edebilmesine olanak tanirken, biiylik sirketlerin de
dijital doniisiim siireglerinde oncii olmalarini saglamaktadir. Bu nedenle, girisimcilik
ve e-ticaretin i§ diinyasmdaki onemi giderek artmaktadir ve gelecekte de bu trendin
devam etmesi beklenmektedir. Girisimcilik ve e-ticaretin yam sira dijital pazarlama ve
sosyal medya da is diinyasinda dnemli bir rol oynamaktadir. Dijital pazarlama, islet-
melere dijital kanallar araciligtyla potansiyel miisterilere ulagsma ve marka bilinirligini
artirma imkan1 sunar. Sosyal medya ise, isletmelerin hedef kitleleriyle etkilesim kur-
masini, miigteri memnuniyetini artirmasini1 ve marka sadakatini geligtirmesini saglar.
Bu nedenle, girisimcilerin ve isletmelerin dijital pazarlama ve sosyal medya stratejile-
rine yatirim yapmasi, rekabet avantaji elde etmeleri agisindan hayati dneme sahiptir.
Gelecekte, bu alanlardaki 6neminin daha da artmasi ve i diinyasinin dijitallesme siire-
cinin hizlanmas1 beklenmektedir.

Ahilik gelenegi, esnafin diiriistliik, dayanmigsma ve kalite prensipleriyle ticaret yapmasi-
n1 saglar. Giiniimiizde e-ticaretin yiikselisiyle birlikte, Ahilik degerleri igletmeler igin
rehber niteligi tagir. Ahilik ve e-ticaretin birlesimi giivenilirlik ve kalite standartlarina
dayali aligverig deneyimi sunar, bu da miisteri memnuniyetini ve sadakatini artirir. Bu



birliktelik, geleneksel degerlerin modern ticarette de onemini korumasini ve isletmele-
rin siirdiiriilebilirliklerini artirmasini saglar.

Esnaf ve zanaatkar Ahilik gelenegi gegmisten giiniimiize toplumun ekonomik ve kiil-
tiirel yapisinda belirgin bir iz birakmistir. Bu gelenegin temelindeki degerler, isletme-
lerin diiriistliik, dayamgma ve kalite prensipleriyle hareket etmesini saglar. Girigimci-
lik, esnaf ve zanaatkar gelenegiyle paralellik gosterir. Her ikisi de yenilik¢ilik ve risk
alma ruhunu igerir. Esnaf ve zanaatkarlar, kendi islerini kurarak ve gelistirerek, giri-
simcilik ruhunu yasatirlar. E-ticaret, gliniimiizde isletmelerin dijital diinyada varhk
gostermesini saglayan énemli bir aragtir. Esnaf ve zanaatkarlar da bu dijital doniisiime
ayak uydurarak {riin ve hizmetlerini ¢evrimici platformlarda sunabilirler. Sosyal
medya ve dijital pazarlama ise igletmelerin ¢evrimici varligim giiclendirmek ve miiste-
rilerle etkilesim kurmak igin etkili araglardir. Esnaf ve zanaatkarlar, sosyal medya ve
dijital pazarlama stratejilerini kullanarak iirlinlerini tanitabilir ve daha genis bir kitleye
ulasabilirler.

Esnaf ve Sanatkarlar Dernegi (ESDER), esnafimizin giiclenmesi ve dijital doniisiim
stireclerinde destek olmak amaciyla 6nemli bir rol iistlenmektedir. ESDER olarak, e-
ticaret ve girisimcilik alanlarinda gerceklestirilen projeler ve egitimlerle esnafimiza
yonelik destekleri siirekli olarak artirmaktayiz. Kitabin hazirlanmasinda, ESDER ve
OSTIM Teknik Universitesinin destek ve katkilar1 énemli bir rol oynamustir. Bu eser
yiirtitmekte oldugumuz ‘E-Ticaret Ekosisteminde Genglik’ projesi kapsaminda yapil-
mistir, degerli proje ortaklart ve katilimcilarina tesekkiir ederiz. Emegi gegen herkesi
tebrik ediyorum.

Kitabin size ilham vermesini ve diisiindiirmesini umarim!

Mahmut Celikus
Esnaf ve Sanatkarlar Dernegi
Genel Baskan
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Dear Reader,

This book is a concise guide for anyone looking to venture into the intersection of
entrepreneurship and e-commerce. By highlighting the power derived from the combi-
nation of the entrepreneurial spirit and e-commerce, it aims to explore how businesses
can succeed in the digital world. You will embark on a commercial journey with this
book to open new horizons in the business world and support the future successful
entrepreneurs. [ hope this book will be a useful handbook, especially for students and
young people.

In this book, which presents important topics in summary information to its readers,
you will explore basic concepts in entrepreneurship, the process of starting a business,
the importance of a business plan, and briefly examine marketing strategies and digital
marketing. Lastly, you will read information prepared by experts on various topics
such as idea development, business planning, social media, and competitive analysis.

Entrepreneurship and e-commerce hold great importance in today’s business world.
While entrepreneurship encourages the establishment of new businesses with an inno-
vative and risk-taking spirit, e-commerce facilitates the buying and selling of products
and services on digital platforms. When these two come together, they enable busines-
ses to reach a broader customer base, expand their markets, and grow. Entrepreneurs-
hip and e-commerce allow small businesses to compete in global markets and enable
large companies to be pioneers in their digital transformation processes. Therefore, the
importance of entrepreneurship and e-commerce in the business world is increasing,
and this trend is expected to continue in the future.

The tradition of craftsmanship, based on honesty, solidarity, and quality principles,
allows artisans to conduct trade. With the rise of e-commerce today, the values of
craftsmanship serve as a guide for businesses. The combination of craftsmanship and
e-commerce provides a shopping experience based on reliability and quality standards,
which increases customer satisfaction and loyalty. This alliance ensures that traditional
values retain their importance in modern commerce and enhances the sustainability of
businesses.
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The Craftsmen and Artisans Association (ESDER) supports our artisans in strengthe-
ning and digitalization processes. As ESDER, we continue to add new projects and
trainings on e-commerce and entrepreneurship. The support and contributions of ES-
DER and OSTIM Technical University have played a significant role in preparing this
book. I congratulate everyone involved.

I hope this book inspires and stimulates you!

Mahmut Celikus
President of the Tradesmen and
Craftsmen Association



Degerli Okuyucular,

Internetin yayginlasmasi ve teknolojinin ilerlemesiyle birlikte, ticaretin ¢evrimigi plat-
formlara kaymasi, is diinyasinda koklii bir doniisiimiin parcgasi olarak karsimiza ¢ik-
mistir. Giliniimiiziin hizla degisen ve gelisen dijital ekonomisinin temel taglarindan biri
olan e-ticaret sayesinde diinya capinda tiiketicilere ulagmak, diigiik igletme maliyeti
avantaji saglamak, kesintisiz hizmet sunmak, daha kolay ve esnek aligveris deneyimi
saglamak, kisisellestirilmis pazarlama stratejileri uygulamak, birgok farkli iiriin ve
hizmeti tek bir ¢at1 altinda sunmak kolaylasmis; isletmelerin rekabet¢i olabilmeleri
igin dijital ortamlarda varlik gostermeleri kagmilmaz bir hale gelmistir. Iste bu yeni
diinyada yer almak isteyen isletmelerin ve girigimcilerin, e-ticaretin sundugu firsatlar-
dan yararlanabilmesi i¢in bu alandaki bilgi ve becerilerini siirekli olarak giincellemele-
ri ve gelistirmeleri gerekmektedir.

Tiirkiye Ulusal Ajansi olarak, Avrupa Birligi’nin egitim, genclik ve spor alanlarindaki
hibe programlar1 olan Erasmus+ ve Avrupa Dayamsma Programlar1 kapsaminda
hem kigiler hem de kurum ve kuruluslar igin uluslararasi i birligini tesvik etmek ve
desteklemek misyonuyla faaliyet gosteriyoruz. Katilimcilar, yurt disinda yasamanin,
caligmanin, egitim almanin ve seyahat etmenin essiz deneyimi sayesinde Ozgiiven
kazanirken mesleki ve sosyal beceriler de edinmektedirler. Ilaveten farkli kiiltiirleri
kesfedip diger iilkelerden insanlarla sosyal ve mesleki alanlarda is birligi iginde calig-
maktadirlar. Kurum ve kuruluslar ise bu projeler sayesinde farkl iilkelerden kurumlar
ile birlikte ¢aligmakta, yeni metodolojiler, pedagojik yaklagimlar ve teknolojik uygu-
lamalar1 kesfetmekte, kurumsal kapasitelerini gelistirmekte ve uluslararasi alanda daha
cekici ve taninir hale gelmektedirler.

Kurum ve kuruluslarimza, Erasmus+ ve Avrupa Dayanigma Programlar1 kapsaminda
yiiksekogretim, mesleki egitim, okul egitimi, yetiskin egitimi, genglik ve spor alanla-
rinda yapacaklar1 projeler karsiliginda hibe destekleri sunulmaktadir. Dijitallesme bu
projelerin dort onceliginden biridir. Giiniimiiziin dijital ¢aginda, e-ticaret alaninda
saglam bir temel olusturmak icin, igletmelerin, dijital doniigiim siirecine basarili bir
sekilde uyum saglamalarina firsat veren projelerde yer almalar1 hayati 6nem tagimak-
tadir. Bu dogrultuda, Tiirkiye Ulusal Ajansi olarak, isletmelerin ve girisimcilerin
e-ticaret alanindaki potansiyellerini en iist diizeye ¢ikarabilmeleri i¢in her zaman yan-
larinda oldugumuzu belirtmek isterim.
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Son olarak bu kitabin hazirlanmasinda emegi gegen herkese tesekkiir ederim. Okuyu-
cular1 e-ticaret yolculuklarma projelerle ivme kazandirmalar1 i¢in Tiirkiye Ulusal
Ajanst’nin sundugu firsatlar1 incelemeye; sosyal medya alanindaki @ulusalajans ad-
resli hesaplarimiza ve internet sayfammza (https://www.ua.gov.tr) davet ediyorum.

Ilker Astarci
Tiirkiye Ulusal Ajansi1 Baskani
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Dear Readers,

With the proliferation of the internet and technological advancements, the shift of
commerce to online platforms has emerged as part of a profound transformation in the
business world. E-commerce, which is one of the cornerstones of today's rapidly
changing and evolving digital economy, has made it inevitable for businesses to estab-
lish a presence in digital environments in order to reach consumers worldwide, benefit
from the advantage of low operating costs, provide uninterrupted service, offer easier
and more flexible shopping experiences, implement personalized marketing strategies,
and streamline the provision of a wide range of products and services under one roof.
Therefore, businesses and entrepreneurs who aim to participate in this new world need
to continuously update and improve their knowledge and skills in order to take ad-
vantage of the opportunities offered by e-commerce.

As the Turkish National Agency, we operate with the mission to promote and support
international cooperation for both individuals and institutions within the framework of
the European Union's grant programs in the fields of education, youth, and sports,
namely Erasmus+ and European Solidarity Corps Programs. Participants gain self-
confidence and acquire vocational and social skills through the unique experience of
living, working, studying, and traveling abroad. Additionally, they explore different
cultures and collaborate with people from other countries in social and professional
fields. Institutions and organizations, on the other hand, collaborate with institutions
from different countries through these projects, discover new methodologies, pedagog-
ical approaches, and technological applications, enhance their institutional capacities,
and become more attractive and recognizable internationally.

For our institutions and organizations, grant support is provided for projects in the
fields of higher education, vocational education, school education, adult education,
youth, and sports within the scope of Erasmus+ and European Solidarity Corps Pro-
grams. Digitization is one of the four priorities of these projects. In today's digital age,
it is crucial for businesses to participate in projects that allow them to successfully
adapt to the digital transformation process, thereby laying a solid foundation in the e-
commerce field. In this regard, as the Turkish National Agency, I would like to em-
phasize that we are always here to support businesses and entrepreneurs in maximiz-
ing their potential in the e-commerce field.
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Finally, I would like to thank everyone who contributed to the preparation of this
book. I invite readers to explore the opportunities offered by the Turkish National
Agency to accelerate their e-commerce journeys through projects; follow our social
media accounts @ulusalajans and visit our website (https://www.ua.gov.tr).

Ilker Astarci
Tiirkiye Ulusal Ajansi1 Baskani
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GIRISIMCILIK EL KITABI




Temel Girisimcilikte Kavramlar

Girigimcilik, insan dogasinin ve fitratinin en temel 6gelerinden biridir. Girisim ruhu,
girisim coskusu ya da farkli tamlamalarla ifade edilen bu 6ge, sosyal bir varlik olan
insan i¢in temel gereksinimleri saglamak iizere iiretmek islevinin de énemli bir para-
metresi durumundadir. Insanin temel gereksinimleri, ihtiyaglar hiyerarsisinde ifade
edildigi gibi beslenme ve barinma ile baslar. Hem beslenme i¢in gereken besinin temi-
ni hem de barinma i¢in gereken yuvanin insasi, iiretimi gerektirir. Su hélde “iliretim”
temelinde mesele ele alindiginda, girisimciligin; emek gibi, sermaye gibi, toprak gibi
en onde gelen iiretim parametrelerinden biri oldugu kabul edilmektedir (Oz, 2020).
Girigimciligin temel kavramlarinin ele alinacagi bu boliimde gerek is diinyasinda ge-
rekse de akademide yani literatiirde yaymlanmis ve girisimcilik konusunda kullanilan
tabirler, terimler ortaya cikartilacak ve terimler siniflandirilarak agiklanmaya calisil-
mustir. Is diinyasinda var olan girisimcilik ve girisimcilige dair kavramlar, yapay zeka
kullanimu ile siniflandirilmis ve tanimlanmustir. Literatiir tarafinda kullanilmakta olan
kavramlar ise bibliyometrik analiz ile “web of science” sitesinde var olan anahtar ke-
limeler baz alimmistir. Sonraki boliimde ise dijital doniisiime dair degisen paradigma-
larda yeni girigimcilik tabirleri tammlanmaktadir.

Bu béliimde, Chat GPT ad1 verilen ve Open Al yani agik kaynak kodlu yapay zeka
iiretimi yapan bir sivil toplum kurulusunun ortaya koydugu yapay zeka programi kul-
lanilmaktadir. 1k olarak yapay zeka Chat GPT tarafindan ele alinan programa yonelti-
len soru, girisimcilik kavramlarmin siiflandirilmasi olmustur (Chat GPT, 2023). Bu
durumda “girisimcilik” kavramlari, siniflandirmak igin birkag baglik altinda toplanabi-
lir: Isletme kurma siireci: Is plani, is modeli, risk ydnetimi, finansman, pazarlama stra-
tejileri, iirlin gelistirme ve inovasyon, satis ve dagitim kanallari, miisteri iligkileri yo-
netimi (Chat GPT, 2023). Girisimcilikte Temel Kavramlar 3 Girigimci ozellikleri:
Yaraticilik, liderlik, motivasyon, karar verme, risk alma, problem ¢6zme, iletigim, ekip
y&netimi, takim calismas1 (Chat GPT, 2023). Is ortamu: Girisimcilik ekosistemi, huku-
ki mevzuat, vergi sistemleri, tegvikler ve destekler, sektdrel yap1 ve trendler, kiiresel
ekonomik geligsmeler, teknolojik yenilikler (Chat GPT, 2023). Isletme yonetimi: Stra-
tejik yonetim, finansal yonetim, kaynak ydnetimi, operasyonel yonetim, insan kaynak-
lar1 yonetimi, marka yOnetimi, miisteri iliskileri yonetimi (Chat GPT, 2023). Pazarla-
ma: Pazar arastirmasi, pazar segmentasyonu, hedef miisteriler, deger Onerisi, marka
yonetimi, fiyatlandirma, dagitim kanallari, promosyon (Chat GPT, 2023).

Inovasyon “Yenilikgi” olarak terciime edilen inovasyon, bir isletmenin veya organi-
zasyonun, yeni veya gelistirilmis bir {irlin, hizmet, i modeli veya siire¢ yoluyla de-
ger olusturmasini saglayan bir siiregtir. Inovasyon, isletmelerin rekabet avantaji elde
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etmelerine, biiyiimelerine ve siirdiiriilebilirligini saglamalarma yardimci olur. Ino-
vasyonun 10 farkl: tiirii ve tamimlar1 asagidaki gibidir (Keeley, 2015): Uriin inovas-
yonu: Mevcut lriinleri gelistirerek veya tamamen yeni bir iiriin gelistirerek pazara
sunulmasidir. Siire¢ inovasyonu: Mevcut liretim siireglerini iyilestirerek veya tama-
men yeni bir liretim siireci gelistirerek maliyetleri azaltir ve verimliligi artirir. Pazar-
lama inovasyonu: Yeni bir pazarlama stratejisi, tanitim yontemi veya miisteri hiz-
metleri sunarak miisteri ihtiyaglarim1 karsilamayi hedefler. Organizasyonel inovas-
yon: Isletme yapisinda, ydnetim yontemlerinde veya isletme Kkiiltiiriinde yeni veya
gelistirilmis bir yaklasim benimseyerek isletmenin performansini artirir. Model ino-
vasyonu: Isletmenin is modelinde yeni bir yaklasim benimseyerek isletmenin faali-
yetlerini, miisteri iliskilerini veya gelir modelini yeniden yapilandirarak isletmenin
performansini artirir. Teknolojik inovasyon: Yeni bir teknoloji veya teknolojik siireg
kullanarak iiriin, hizmet veya isletme faaliyetlerinde verimliligi, performansi ve/veya
kaliteyi artirir. Tasarim inovasyonu: Uriin veya hizmet tasariminda, sekil, renk, mal-
zeme gibi degisikliklerle kullanict deneyimini iyilestirerek ve rakiplerinden ayrisa-
rak yeni firsatlar yaratir. Is birligi inovasyonu: Isletmenin farkli sektérlerde veya
farkl iilkelerdeki isletmelerle is birligi yaparak yeni firsatlar yaratir. Finansal ino-
vasyon: Finansal {iriin veya hizmetlerde yeni bir yaklagim benimseyerek miisterilere
daha iyi hizmet sunar ve isletmenin performansini artirir. Sosyal inovasyon: Sosyal,
kiiltiirel veya cevresel sorunlar1 ¢ozmek i¢in yeni yaklagimlar gelistirerek igletmenin
toplumsal sorumluluunu ortaya koyan yenilikgi yaklasimlardir. Ulkeler diizeyinde
de inovasyon ve deger artis1 konusu ele alinmaktadir ve karsilagtirmalar yapilmakta-
dir. Bu baglamda, Kiiresel Inovasyon Endeksi gibi endeksler ile iilkeler karsilasti-
rilmakta ve politika yapicilara inovasyonun iilkeler diizeyinde arttirilmasi i¢in dnem-
li ipuglart verilmektedir (Ceylan & Oz, 2022).

Miisteri iligkileri Yonetimi

Miisteri Iliskileri Yénetimi (MIY) veya Ingilizce adiyla Customer Relationship Mana-
gement (CRM), isletmelerin miisterileriyle olan etkilesimlerini yOnetmesini, analiz
etmesini ve optimize etmesini saglayan bir stratejidir. MIY, miisteri odakli bir yakla-
stm1 benimseyerek miisterilerin ihtiyaglarini ve beklentilerini anlamaya ve onlara daha
iyi hizmet sunmaya yonelik bir siiregtir. MIY, miisteri bilgilerini toplayarak, miisteri-
lerin davraniglarini ve ihtiyaclarini analiz ederek miisterilere 6zellestirilmis bir hizmet
sunmay1 amaglar. Boylece, miisteri sadakati artirilir, miisteri memnuniyeti yiikselir ve
isletme performansi artar. MIY siirecinde, miisteri verileri merkezi bir veri tabaninda
toplanir ve analiz edilir. Bu veriler, miisterilerin satin alma aligkanliklari, tercihleri,
iletisgim bilgileri ve diger demografik bilgileri gibi gesitli 6zellikleri igerebilir. MIY,
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isletmelerin miisteri iletisimi, pazarlama, satig ve miisteri destek siire¢lerini yonetme-
lerine yardimci olur. Bu sayede, isletmeler miisterileriyle daha iyi bir iligki kurabilir,
miisterilerine 6zel teklifler sunabilir, hedeflenmis pazarlama kampanyalar1 diizenleye-
bilir ve miigteri sikayetlerini daha hizli ¢6zebilir.

Pazarlamada 7P

Pazarlamanin 7P'si, pazarlama stratejilerini olusturan 7 farkli unsuru ifade eder. Bu
unsurlar sunlardir: Uriin (Product): Satisa sunulan iiriin ya da hizmetin kalitesi, dzel-
likleri, ambalaji ve marka gibi unsurlar1 kapsar. Fiyat (Price): Uriin ya da hizmetin
fiyat1 belirlenirken, maliyetler, rakiplerin fiyatlari, talep, arz ve pazarlama stratejileri
gibi faktorler goz oniinde bulundurulur. Yer (Place): Uriin ya da hizmetin satiginin
gerceklestirilecegi yerlerin belirlenmesi, dagitim kanallarinin tespiti ve {iriinlin stok
yonetimi gibi faaliyetleri kapsar. Tutundurma (Promotion): Uriin ya da hizmetin pa-
zarlanmasi i¢in yapilan tim faaliyetleri kapsar. Reklam, satis promosyonlari, halkla
iligkiler, dogrudan pazarlama gibi farkl araglar kullamlabilir. Insanlar (People): Miis-
terilerle dogrudan temas hilinde olan ¢alisanlarin niteligi, egitimi, miisteriye sunulan
hizmet kalitesi gibi unsurlar1 ifade eder. Siireg (Process): Uriin ya da hizmetin satin
alma, kullanma ve satig sonrasi hizmetleri gibi tiim siireclerin etkin yonetimi. Fiziksel
Kanit (Physical Evidence): Uriin ya da hizmetin sunuldugu fiziksel ortamlarin (maga-
za, ofis, web sitesi vb.) tasarimi, ambiyansi, dekorasyonu ve miisteriye sunulan dokii-
manlar, sertifikalar gibi unsurlar1 kapsar.

Fikir Yaratma

Is diinyasinin ve isletmelerin en temel gercedi olan degisimleri takip edebilmek ve
yakalayabilmek i¢in uygulanmas1 gereken yontemler, organizasyonlarda hayati neme
sahiptir. Isletmeler arasindaki rekabetin dogas1 geregi her bir isletme rakibinden bir
adim 6nde olmali ve organizasyonda biiyiik bir avantaj elde etmelidir. Bu dogrultuda
gelisen teknolojilerle beraber isletmelerin kiiresel pazardaki nig alanlarmi analiz ede-
rek bu alanlar1 doldurabilmek amaciyla atihmlar gerceklestirmesi, geleneksel yakla-
simlardan uzaklasarak daha ¢agdas yaklagimlari benimsemesi ve igletmenin temelinde
yenilik ile hareket etmesi gerekmektedir. Gilinliimiiz kosullarinda isletmeler igin yeni-
lik¢i bir yapi ile is yapabilmek, pazardaki konumlarim korumak ve gelistirmek acisin-
dan gereklidir. Isletmelerin organizasyon yapilarini yenilik temelli olusturmasi ve
inovasyon kavramim orgiit kiiltiirlerinin en temel parcasi héline getirerek eylemlerine
yon vermesi en dnemli hususlardandir. Isletmelerin kiiresel rekabet ortaminda var
olabilmelerinin temelinde yer alan inovasyon kavrami ve inovasyonlar1 tetikleyen
fikirlerin yaratilmas: siireci iizerinde ¢okca durulan konulardandir. Isletmelerde yeni
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fikirlerin yaratilmasi, igletmenin biiyiimesi, siirdiiriilebilirligi ve rekabet avantaji elde
etmesi i¢in son derece 6nemlidir. Yeni fikirler sayesinde isletmeler, miisterilerin talep-
lerine hizli cevap verebilmekte, teknolojik gelismelere ve pazar kosullarina uyum sag-
layabilmektedir. Giiniimiizde isletmelerden beklenen, dinamik bir yapida olmasi ve
yeni fikirlere agik hareket etmesidir. Bu dogrultuda mevcut ¢aligmada isletmelerde
yeni fikirlerin yaratim ve gelisim siireci anlatilmaktadir. Gergeklestirilen ¢aligma ile
bir fikrin olusum siireci, fikirlerin degere doniisecegi zamanlar ve fikirlerin yaratim
stirecinde olusan firsatlar ele alinmaktadir. Fikirler yaratildiktan sonra gelistirilme
asamasma gecilmekte ve gelistirilmesi planlanan fikirlerin yenilige doniisiim siireci
baglamaktadir.

Kiiresel rekabet ortami ve ¢ok hizli yasanan teknolojik gelismeler, isletmelerin pazar-
da daha etkili olabilmesi ve biiyiiyebilmesi i¢in fikre olan ihtiyaglarmi her gegen giin
artirmaktadir (Damanpour ve Wischnevsky, 2007). Siddetli rekabetin yasandigi, belir-
sizligin hat sathada oldugu kompleks pazar yapilarinda isletmelerin siirdiiriilebilir
rekabet avantajimi elde edebilmelerinin en 6nemli yolu inovasyondan ge¢mektedir.
Inovasyonlara ulasmada ise en dnemli adim fikirlerin yaratilmasi adimidir (Lynch,
2000, Wickham, 2001). Inovasyon ve fikir kavramu birbirleriyle ilintili kavramlardir.
Bir is fikri inovasyonlarla birlikte girisimcilik eyleminin de ilk asamasimni olusturmak-
tadir. Girisimcilik konusunda yapilan tanimlamalara bakildiginda girisimciligin en dar
anlamda fikirlerin yaratilmasi ve beraberinde gelistirmelerin yapilmasi ile tirline do-
niistiiriilmesinin yer aldig1 goriilmektedir (Zhao, 2006). Bu dogrultuda isletmelerde
fikir yaratma ve gelistirme siireglerinden bahsetmeden once fikir kavramu tammlan-
maktadir. En basit anlanu ile fikirler, bir {iriine doniisebilecegi ongdriilen tohumlar
olarak ifade edilmektedir (KOSGEB, 2020). Baska bir ifadeye gore fikir, girisimcile-
rin inovasyon siireglerinde amaglarina ulagsmak maksadi ile gelistirdikleri beyin firtina-
larmnin ¢iktisin1 olugturmaktadir (Cevher, Yiksel, 2014). Fikir kavrami sézlik anlami
olarak, diinya modellerinin yaratilmasina olanak taniyan ve bu dogrultuda etkin bir
sekilde onlarin planlarina, amaglarina, sorunlarina ve isteklerine bagl olarak hareket
eden ugrastir (Wikipedia, 2023). Fikir, bir diigiince, kavram veya tasarimin zihindeki
soyut bir temsilidir. Fikirler, genellikle bir sorunun ¢6ziimii i¢in bir Oneri, bir yaratici
¢ikt1 veya bir girisim i¢in bir plan olarak ortaya cikar. En temel ifade ile fikir ise dii-
stince olarak anlamlandirilmaktadir (Tiirk Dil Kurumu, 2023). Fikir, yaraticiligi tesvik
eden, problemleri ¢ozmeye yonelik ve ilham verici olabilen kaynaklar olarak ifade
edilmektedir. Is diinyasinda, bir fikir, yeni bir iiriin veya hizmet yaratmak, bir is mode-
li gelistirmek veya is siireglerini iyilestirmek i¢in kullanilmaktadir. Bir fikir bazen tek
bir birey tarafindan ortaya ¢ikabilecegi gibi bir grup insanin is birligi ile de olusabil-
mektedir.
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Fikir Yaratma ve Gelistirme

Fikir yaratma, yeni ve yaratici fikirler olusturma siirecidir. Bir soruna ¢6ziim bulmak,
bir isletmenin biiylimesini artirmak, yeni bir iiriin veya hizmet gelistirmek gibi amag-
larla kullanilabilmektedir. Fikir yaratma ve gelistirme yeni bir iiriin gelistirme stireci-
nin baslangicinda dikkate alinmas1 gereken en énemli unsurlardan biridir. Isletmelerde
yiiriitiilecek yenilik¢i uygulamalarin hepsinden 6nce bir fikrin yaratilmasi ve gelisti-
rilmesi gerekmektedir. Bu dogrultuda isletmeler fikir yaratma siirecini sistemli ve
dikkatli sekilde uygulamaktadir (Powers, 1991). Fikir yaratma ve gelistirme siirecinin
diger siireclere gore cok daha sistemli olmasi ile birlikte agik olmasi da gerekmektedir.
Fikir yaratma siirecinde, ilk adim genellikle konu veya sorunun iyi anlagilmasidir.
Ikincil olarak miimkiin olan her tiirlii fikir diisiiniilmeye baslamr. Bu asamada, her-
hangi bir fikir elestirilmez ve her fikre agik bir sekilde yaklagilir. Daha sonra, fikirler
daha ayrmtili bir sekilde incelenir ve uygulanabilir olanlar belirlenir. Bu asamada,
fikirlerin uygulanabilirligi, maliyeti ve potansiyeli dikkate almir. Yeni bir {irlin sun-
mada fikre ihtiya¢ duyulmakta ve bazen bir fikrin yaratilmasi siirecinde yiizlerce farkli
fikir iiretilebilmektedir (Tek, 1999). Isletmeler genellikle fikir yaratma ve gelistirme
stirecini konseptlerin gelistirilmesi ve se¢imlerin yapilmasi adimlar ile birlestirebil-
mektedir (Rainey, 2008). Fikir yaratma ve gelistirme siireci inovasyonlarin en dnemli
noktalarindan biridir. Ciinkii isletmeler inovasyon adimlarini gergeklestirirken diizenli,
siiratli ve engelsiz hareket edebilirse asamalar arasi farklarin minimize olmasi da
miimkiin olmaktadir. Ancak fikir yaratma ve gelistirme siireci bu asamalardan daha
farkli ve sistematik oldugu i¢in en 6nemli parca olarak ifade edilmektedir. Fikirlerin
aranmasi, kesfedilmesi, gelistirilmesi, yaratilmasi ve uygulanmasi fikrin pazara basari-
1 bir sekilde sunulmasinda en temel faaliyetler olarak bilinmektedir (Buijs, 2007).
Inovasyon siirecinin temelinde bigimsel anlamda yenilik yer almaktadir. Yenilik, var
olan bilimsel ve teknolojik bilgi ile beraber yeni olan iiriin, bilgi, hizmet, siire¢ veya
fikir gibi uygulamalarin yaratilmas1 ve gelistirilmesi siirecidir (Galanakis, 2006, Nara-
yanan, 2001).

Fizibilite Calismasi

Ingilizcede bir isin sagligim belirten ii¢ farkli terim kullamlir. Bunlardan biri, canlilik
kelimesinden tiiretilmis viability kelimesidir. Tiirk¢eye, yasayabilirlik, dirimlik olarak
cevrilen viability (6zellikle belirli ortamlarda) varligini siirdiirebilme ve yasama bece-
risi anlamina gelir. Viability, cansiz nesnelerin hareketliligini belirtmek icin de kulla-
nilir. Cansiz nesneler olmakla birlikte bir bolgenin volkanik canliligindan bahsedebili-
riz. Is diinyasinda ise viability sirketin, is modelinin veya projesinin galismaya devam
etmesi, varhigini siirdiirebilmesi icin kullanilir. Viability, Tiirk¢eye cevrilirken farkh
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karsiliklarm kullanildigi goriilmektedir. Ornegin bir terciime uygulamasi “financial
viability”nin karsilig1 olarak finansal canlilik yerine bagska terimlerin karsiliklar1 olan
finansal uygulanabilirlik (financial feasibility) ve sermaye karliligini (return on equity)
vermekteyken diger uygulamalar higbir karsilik bulamamigtir. Halbuki canlilik ve
dirimlik 6zellikle mevcutta var olan bir sirketin finansal acidan bakildiginda varligini
siirdiirmesine bir engel olup olmadigini, sorun veya tehditlerle karsilagip karsilagma-
yacagini anlamaya galisir. Ikinci terim, sustainability kelimesinin karsilig1 olan siirdii-
rilebilirlik kavrammdir. S6z konusu kavram, bir taraftan bir igin kalici olma yetenegi
anlaminda genel bir kullanima sahipken diger yanda 6zel olarak diinya biyosferinin
yasam desteklemesinin kaliciligi anlanminda da kullamilmaktadir. ilk anlaminda &rne-
gin bir {ilkenin ekonomik biiylimesinin siirdiiriilebilir olmasi, bilylimenin uzun vadede
devam etmesini; bir projenin uzun vadeli siirdiiriilebilirligi ise bu projenin kalic1 olma-
sim1 anlatmaktadir. Diger yanda siirdiiriilebilir ekonomik biiylime terimi ¢evreye ve
dogaya az hasar veren, gelecek nesillerin ihtiyaglarini géz 6niinde bulunduran bir yak-
lagimu belirtir. Bir siirdiiriilebilirlik projesi ise ¢gevrenin ve doganin iyilesmesine yone-
lik bir ¢aligmadir. Cevre agisindan siirdiiriilebilir olmayan sirketlerin aym zamanda
kendi varliklarm da siirdiiremeyeceklerini sdyleyebiliriz. Ugiincii terim ise Tiirkgeye
Ingilizce terimin telaffuzunun degistirilmesiyle ge¢mis feasibility yani fizibilitedir.
Tiirk Dil Kurumu sozliigi Fizibilite’nin karsihig1 olarak yapilabilirlik kelimesini gos-
termektedir. Farkli sozliikler buna ek olarak uygulanabilirlik kelimesini karsilik olarak
vermektedir. Fizibilitenin diger karsiliklar1 arasinda yakin anlamlardaki olabilirlik,
olurluk, elverislilik, uygunluk, miimkiinliik terimleri ile anlamca daha uzak kalan ge-
cerlilik, imkan, uygulama olanag1 verilmektedir. Bu anlamlar, fizibilitenin siiren bir
isin veya projenin canliliginin aksine heniiz baglamamig olan bir igin baslamasinin
veya siirdiiriilmesinin miimkiin olup olmadigim arastirdigini gdstermektedir. Is ortami
her isin, her projenin rastgele yapilmasina izin vermez; séz konusu ortam engeller ve
kisitlarla doludur. Bu kisitlarin arasmda bazilar1 gercekten baglayici olurlar, digerleri
ise bir miktar serbestlik tanirlar. Dolayisiyla ise baslamadan hangi kisitin baglayici
oldugunun, hangilerinin serbest olduklarinin aragtirilmasi o isin basarilip basarilama-
yacagini anlamamizi miimkiin kilar. Yapilacak bir igin veya projenin kisitlarla karsi-
lastirilarak yapilip yapilamayacagina karar verildigi caligmaya da fizibilite analizi
veya uygulanabilirlik calismast adi verilir (TDK, Tureng, Sesli Sozliikk, Cambridge
Dictionary, Dictionary, 2023).

Is Modeli ve ig Plani Hazirlama

Caligma ile modern is uygulamalarindaki i modellerinin 6nemini ve ig planlariyla
olan iligkilerini ele alacagiz. Sistematik bir planlama asamasi olarak goriilen is modeli,
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son yillarda kavramsal 6nem kazanmig ve is planiyla yakindan i¢ i¢e ge¢mistir. Bir ig
modelinin, bir igletmenin miisterilere sundugu degeri ve bu degerden pay almaya yo-
nelik yapisal mekanizmalar1 6zetledigini vurgulayacagiz. Giderler, gelirler, kaynaklar
ve altyap1 gibi unsurlar1 kapsamasini ifade ediyor olacagiz. Caligsmada ayrica is modeli
kavramlar1 olan B2B, B2C, C2C, C2B, B2G, G2B ve G2C gibi konular ele alacagiz.
Iyi tasarlanmms bir is modelinin, isletmenin yarattig1 degerin, sunumunun ve bu degeri
zaman ic¢inde nasil siirdiirdiigiiniin mantiksal bir temsili olarak hizmet ettigini vurgu-
lar. E-is modelleri, dijital ¢agda kurumsal verimliligi, esnekligi ve miisteri ihtiyaglari-
na yanit verme yetenegini artirmaya yonelik araclar olarak tartisiimaktadir. Konsept,
genel kurumsal modelleme hedefleriyle uyumlu olup strateji gelistirmeye, firsat deger-
lendirmeye, operasyonel yeniden diizenlemeye ve paydas katilimina yardimci olur. Bir
is modeli tasarlarken ele alinmas1 gereken temel sorular1 6zetlemekte ve zamanlama,
beklenen deger, tasarim yontemleri, uygulama ve inceleme siklig1 gibi hususlar1 kap-
samaktadir. I3 modeli tasarimina yonelik tetikleyicilerin tehditleri, inovasyon siiregle-
rini veya bir isletmedeki onemli degisiklikleri icerebilecegini one siiriiyor. Miisteri,
Uriin/Hizmet, Gelir, Miisteri Etkisi, Dagitin/iletisim Kanallar1 ve Uretim/
Operasyonlarm karsilikli bagimliligini vurgulayan "alt1 temel tasi metodolojisi" etkili
is modeli tasarim i¢in bir ¢ergeve olarak tanitildi.

Is Modeli Kavrami

Literatiirdeki is modeli kavramlarma gegmeden dnce bana gére bir is modeli tanimla-
mas1 yapmak gerekirse; isletmenin ihtiya¢ duydugu tiim gereksinimlerin belirlendigi,
iligkiler agmin kurgulandig1, gider ve gelirlerin belirlendigi bir gorsel yansimadir. Is
modeli kurulusun tiretim, satig, gelir ve gideri barindiran, satig sonrasi hizmetler, miis-
teriler ve tedarikgiler ile iligkilerini diizenleyen bir kurguya sahip olmalidir. Bir is
modelinin 6zii, isletmenin miisterilere deger sunma, miisterileri deger i¢in 6deme
yapmaya ikna etme ve bu Odemeleri kara doniistiirme seklini tanimlamaktir. Genel
olarak is modeli kavramu, bir sirketin kar elde etmesi maksadiyla kullanilan is organi-
zasyonu ve uygulama yontemi olarak adlandirilir.

is Plani Kavrami

Is plany, isletmenin faaliyet alanina gore (iiriin veya hizmet) belirledigi hedeflere ula-
sabilmesini saglamak amaciyla hazirlanan, mali, idari, teknik veriler ve ihtiyagclar ile
desteklenmis bir yol haritasidir. Is plam isletmeyi aym zamanda tanitan bir dokiiman-
dir. Sirketin planlarmi ortaya koyar ve bu planin nasil yiiriitebilecegine iligkin yonlen-
dirmeye yarayan bir kilavuzdur. Sadece isletmeye degil, okuyan taraflara da bir fikir
verir is plani. Ornegin fon saglayan bir finans sirketi, hibe destegi veren bir destekle-
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yici kurulus veya igletmeye ortak olmak isteyen bir yatirimei igin karar vermeye yara-
yan 6nemli bir aractir. Is Plani, bir isin hangi iiriinler ile nerede, kimlerle, ne sekilde,
hangi olanaklar ile, hangi pazarlama plamyla, hangi organizasyon yapisiyla, nasil bir
mali planlama altinda yiiriitiileceginin dogru ve ikna edici bir bi¢imde anlatildig1 do-
kiimandir (TKDK, 2021). Is plan1 bir isletme i¢in hazirlanan, eldeki veriler ile birlikte,
kamusal ve sektorel verilerin de kullanildig1 bir 6ngérii caligmasidir. Etkin ve verimli
bir sekilde hazirlanmig olan is plani ¢aligmasi, finansal kuruluglari, tedarikgileri ve
ilgili tiim taraflar1 ikna edebilmek i¢in 6nemli bir enstriiman olarak yararlamlir (Siirii-
cii, 2018).

E-Ticaret Modelleri

E-Ticaret ve Is Modeli béliimiinde giiniimiizde aktif olarak kullanilan is modellerini
inceleyecegiz. Bu béliim igerisinde; Isletmeden Isletmeye (B2B), Isletmeden Tiiketi-
ciye (B2C), Tiiketiciden Tiiketiciye (C2C), Tiiketiciden isletmeye (C2B), isletmeden
Devlete (B2G), Devletten Isletmeye (G2B), Devletten Vatandasa (G2C) kavramlarini
aciklayacagiz.

i§letmeden i§letmege (Business to Business B2B)

Isletmeler aras: ticaret, adindan da anlasilacag: iizere birbirleri arasinda iiriin, mal,
hizmet ve benzeri ticari degeri olan iiriinlerin internet aracihi ile ticari olarak Is Mo-
delleri ve Is Plam Hazirlama 63 kullanilmasim kapsamaktadir (Erkayhan, 2021). -
letmeden isletmeye (B2B: Business to Business), bir isletmenin bagka bir isletmeye
iiriin veya hizmet sattig1 veya satin aldig1 bir is modelidir. Bu tiir bir iligki, {iriin veya
hizmetleri yeniden satacak iireticiler, toptancilar, distribiitorler ve perakendeciler ara-
sinda yaygindir. Genel olarak, B2B islemleri, belirli bir sirketin iiretim amaciyla baska
bir sirketten ham madde satin alacagi tedarik zincirinde gerceklesir. B2B is modelinde,
bir isletme bir dizi iirlin veya hizmeti bagka bir isletmeye satar (Tamplin, 2023). B2B
yonteminde ¢ok sayida isletme ile ¢caligmak s6z konusu oldugundan 6nemli olan bazi
hususlart belirtmek gerekir. Ozellikle finansal siiregler, bilgi giivenligi, stok, tedarik
yonetimi ve fiyat politikasi gibi unsurlarin belirli bir diizen icerisinde olmas1 gerekir.
B2B yontemi i¢in iyi 6rnek uygulamalar1 arasinda www.alibaba.com isimli kurulusu
gosterebiliriz.

i§letmeden Tuketiciye (Business to Consumer B2C)

Uriin ve hizmetlerin, tiiketici odakl bir yaklasim ve sistem dahilinde dogrudan kulla-
nicilardan olusan pazara sunulmasi ve satilmas1 yontemidir. Adindan da anlasilacag
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izere isletmeden dogrudan miisteriye sunulmasi evresini tanimlar. Elektronik ticaret
sistemiyle, tiiketicilerin her tiirlii hizmet ve iirline erigsebilmesini, bilgi alabilmesini,
fiyat performansini yapabilmesini, diger firmalar veya iiriin/hizmet ile karsilagtirma
yapabilmesine imkan tanir (Erkan, 2022). Isletmeciden tiiketiciye yapilan elektronik
ticaret yonteminde elektronikten kozmetige, giyimden bankacilik hizmetlerine kadar
¢ok yaygin bir alanda tiiketicilere iiriin ve hizmetler sunulur. Bu sistemde genel olarak
isletmeler tarafindan bir web sitesi tasarlarin, teknik altyapis1 ve giivenlik sistemiyle
birlikte ¢gevrim i¢i 6deme yontemi kullanilarak {iriin ve hizmetler miisterilere sunulur.
Bu sisteme www.hepsiburada.com, www.amazon.com gibi en bilinen aligveris sitele-
rini 0rnek verebiliriz.

Tuketiciden Tiiketiciye (Consumer to Consumer C2C)

Tiiketiciden Tiiketiciye yonteminde taraflarin birbiriyle iletisim halinde olduklar1 ve
ticari faaliyeti bu yontemle gerceklestirdikleri yontem olarak tanimlanabilir. Satici,
alic1 ve aracinin bir arada oldugu bir sanal platformdur. Araci olan tarafin ana hedefi
siteye iiye dahil ederek gelir modeli olusturmak, satilan iiriinler iizerinden belirli bir
komisyon almaktir. Tiirkiye’de bu sistemin en yaygin kullamildigi siteler arasmda
www.sahibinden.com, Dolap uygulamasi, diinya genelinde www.ebay.com veya
www.amazon.com gibi siteler ornek olarak verilebilir. Bu sistemde yapilan satislarda
daha yiiksek kar marj1 ve daha diisiik fiyatlarin olugmasi, daha genis bir mal ve hizmet
64 E-Ticaret, Dijital Pazarlama ve Sosyal Medya Kapsaminda Girisimcilik yelpazesi
sunmast, her iki taraf icinde kolay bir ticaret yontemi olusturmasi sagladig1 avantajlar
arasinda yer alir. Miizayede platformlari, Mal takasi platformlari, Hizmet alisverisi
platformlar1 ve Odeme platformlari bu sistem igerisinde aktif olarak tercih edilen araci
sistemlerdir (MasterClass, 2023). Covid-19 krizi sirasinda insanlar geri doniistiiriilmiis
iirlinlere yonelik talep artirmaya basladi. Evde vakit gecirmek zorunda olan insanlarin
ellerindeki tiriinleri ayiklamaya baslamasi ile kullanmadigi ama kullanilabilir durum-
daki tiriinleri satmasi igin bir firsat yaratti (Goddevrind, Schumacher, Seetharaman, &
Spillecke, 2023). Haliyle Tiiketiciden Tiiketiciye satislarda 6nemli diizeyde artig sag-
landig goriildii.

Tuketiciden i§letmege (Consumer to Business C2B)

Tiiketiciden Isletmeye (C2B) modeli, tiiketici talebine dayal olarak tiiketicilere kisi-
sellestirilmis {iriin ve hizmetler saglama is modelini ifade eder. Bir miisterinin veya
son kullanicinin, bir girketin bir ig siirecini tamamlamak i¢in kullandig1 igerigi, {iriinle-
ri veya hizmetleri yaptig1 bir modeldir. C2B ¢ok yeni modeller arasindadir, ¢ilinkii
titketici segmentlerindeki popiiler tiiketici tarafindan olusturulan medya ve igerik (sos-
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yal aglar, web siteleri, bloglar, podcast'ler ve videolar) is siireglerini degistirdi. Bugiin
tilketiciler, markalar ile ilgili diigiincelerini istedikleri zaman yayinlayabilmekte, sir-
ketlerde kendilerini pazarlamanin yeni yollarina adapte etmelidir. Facebook, Twitter,
Instagram gibi sosyal medya platformlar, igletmelerin tiiketicileri ile iletisim kurmala-
11 i¢in yenilik¢i bir yol sunmaktadir. Reklam verenlerin belirli demografik ve sosyal
ozelliklere gore hedefleyebilecekleri yeni miisteri profilleri olugturmasi saglanir. Sir-
ketler daha sonra miisterilerine kendilerine en ¢ok hitap edecek iiriinler/hizmetler hak-
kinda 6zel bilgiler saglayabilir. E-ticaret tabanli C2B modeli, miisterileri toplamayi,
tiiccarlarla toplu pazarhig ve iireticilerle miizakere etmek i¢in iireticilerden tiiketicilere
fiyat istiinliigiinii aktarmay1 igerir (Thirumalai & Mohan, 2017). C2B'nin ana 6zelligi,
titketici odakli bir yapisinin olmasidir. Daha net bir sekilde anlatmak gerekirse, dnce
tiikketici talebi yaratilacak, iiretime sonra doniistiiriilecek bir sistem olarak tanimlanabi-
lir. Miisteriler tasarim siirecine, iiretim siirecine ve fiyatlandirma siirecine aktif olarak
dahil olmaktadir (Ding, 2016 ).

i§letmeden Devlete (Business to Government B2G)

Bu e-ticaret modelinde sistem igletmelerin devlet ile olan islemlerindeki ticari ve mali
tarafin yonetilmesidir. Bir diger kisim ise iiretim ve hizmetlerinin kamu kurumlarina
satilmasina yonelik calismalardir. Isletmelerin ihalelere katilim bedelleri, Is Modelleri
ve Is Plam Hazirlama 65 giimriik islem iicretleri, vergi 6demeleri, sosyal giivenlik
O0demeleri gibi islemlerinin eiglemlerden yapilmasi bir modiildiir. Tiirkiye'de Devlet
Malzeme Ofisi sistemi, kamuda ihale sistemi ile bina, otoyol veya altyapi islemlerinin
yapilmasi, bulut tabanli veri yonetimi sistemleri, hiikiimet binalarimin dijital yontem-
lerle bakiminin yapilmasi gibi unsurlar 6rnek konu bagliklar1 arasindadir. Tiirkiye’de
iiretim yapan bir isletme kamuya mal temini saglamak istedigi durumlarda mevcut
ihaleleri takip etmenin yam sira Devlet Malzeme Ofisi’nin belirlemis oldugu esaslar1
takip ederek tedarikgi olabilir (DMO, 2023). Benzer sekilde diinyanin bir¢ok iilkesin-
de devlet ile isletmeler arasindaki bu iliskiyi saglayan sistemler kurgulanmis ve kulla-
nilmaktadir. Amerika’da da iiriin satisi ile ilgili Federal Tedarik Politikas1 Ofisi tara-
findan belirlenmis bir sistem ve bu sistemin kullanima sundugu e-ticaret platformlari
bulunmaktadir (OFPP, 2023).

Devletten i§letmege (Government to Business G2B)

Elektronik ticarette yenilik¢i yontemlerden birisi de devletten isletmeye yonelik yapi-
lan islemlerin takibi ve yiiriitiilmesidir. isletmeye 6zgii islemleri (6demeler, mal ve
hizmetlerin satis1 ve satin alinmasi vb.) ve is odakli hizmetlerin ¢evrim i¢i olarak sag-
lanmasini ifade eder (Kushnir, 2023). Bu tiir ¢gevrim i¢i devlet hizmetlerine 6rnek ola-
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rak vergi beyannamesi ve ticari isletme ruhsatlandirma bagvurular1 verilebilir. Ornegin
devlet miizayedeleri, devletin isletmelerle olan iligkilerini otomatiklestirir. Burada iki
yonlii ¢aligma miimkiindiir: hiikkimetten isletmeye ve tersi. G2B, c¢esitli veri tabanlari-
na sahip olmasina ragmen devlet kurumlarinin verileri iletebilmesini saglamak igin
girisimcilerin veya isletmelerin toplumlarinda daha biiyiik bir sosyal etki yaratmak
icin verileri kullanmalarma yardimei olacak bir uygulama da igerir. Bu alanlarda, cev-
rim i¢i bilgi ve damgmanlik hizmetleri, devlet miiteahhitligi, dijital tedarik pazar yerle-
ri, isletme lisanslari, izinler ve diizenleme giincellemeleri, elektronik miizayedeler,
vergi, sosyal sigorta 6demeleri ve raporlama, elektronik formlar, ¢evrim igi bagvuru
gonderme islevleri, sanal ig anlagsmazlig1 ¢6ziimii, ¢gevrim ici baslangic kaydi, e-devlet
kullanimi i¢in veri merkezleri, SaaS, PaaS veya laaS gibi ana bagliklar bulunmaktadir
(Turban, King, Lee, Liang, & Turban, 2015).

Devletten Vatandasa (Government to Citizen G2C)

Hiikimetten vatandasa (G2C) kategorisi, bir hitkkiimet ile vatandaglar1 arasindaki elekt-
ronik ortamda ger¢eklesen tiim etkilesimleri icermektedir. G2C onlarca farkli girigimi
icerebilir. Temel fikir, vatandaslarin hiiklimetle her yerden ve her zaman elektronik
olarak etkilesimde bulunmalarmi saglamaktir. G2C uygulamalari, vatandaslarin devlet
kurumlarina soru sormalarmi ve cevap almalarini, vergi ddemelerini, ddemeleri ve
belgeleri almalarini ve is goriismeleri ve tibbi randevular gibi hizmetleri planlamalari-
n1 saglar (Turban, King, Lee, Liang, & Turban, 2015). Hiikiimetler ayrica web iizerin-
den bilgi yayabilir, egitim verebilir, vatandaglarin ig bulmasina yardimci olabilir, an-
ketleri yonetebilir ve ¢cok daha fazlasini yapabilir. Vatandaglara devlet hizmetleri va-
tandas portallar1 araciligiyla saglanmaktadir. Hizmetler iilkeye ve iilkenin yonetim
modeline degisebilir. Tiirkiye’de e-devlet sistemi bu anlamda yaygin bir drnek olarak
sunulabilir.

is Plani

Is plan1 ve is modeli belirli kurallar dahilinde hazirlanan, {iriin ve hizmetlere iliskin
beklentileri karsilamak, gelecek hedefleri ortaya koyan bir yazili plandir. Farkl farkl
is modeli ¢alisma esaslar1 ve yontemleri bulunmaktadir. Uygun tasarlanmis bir is mo-
deli, o isletmenin yaratmis oldugu deger ve bunun sunum seklinin, bu mevcut degeri
nasil koruyacaginin mantikli bir sekilde ifade edilmesidir (Osterwalder & Pigneur,
Business Model Generation, 2010). Bu is modelleri icerisinde; Ayrisik Is Model,
Uzun Kuyruk, Cok Tarafli Platformlar, Agik Is Modeli gibi farkli kavramlar ve tasa-
rimlar bulunmaktadir.
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Is modelini tasarlamak igin tetikleyici unsurlara da ihtiyag duyulabilir. Isletme acik ya
da algilanan bir tehdit altindaysa, yenilik¢i bir siirece giriyorsa is modeli tasarimina
ihtiyag duyar. Is modeli tasarim yaparken ekiplerin yéntemleri kolayca anlayabilmesi
ve uygulayabilmesine imkan taninmali, uygulamada akici bir yontem kullanabilmeleri
saglanmalidir. Isletmenin her alaninda yenilikgei, diisiik maliyetli ve farklilagsma avan-
tajlarmin kullanimi saglanmali. Yenilik¢i fikirlerin igletmenin strateji ve yiiriitme sii-
reclerine gecisinin de kolaylastirilmasi saglanmalidir.

Genel olarak bir tanim yaparsak, is plani, girisimcilerin yatirim yapmayi diisiindiikleri
alana yonelik is fikirlerini gelistirmek, fon saglamak almak istedigi kurumlarin yoneti-
cilerine sunmak, potansiyel yatirimcilar1 bilgilendirmek {izere hazirlanmms bir rapor
biitiinii olarak tanimlayabiliriz. Is plam girisimcinin mevcut galismasin 6zetleyen bir
rapor olmakla birlikte, giiclii ve zayif yonlerini tanimlayan, oniindeki firsatlar1 ve teh-
ditleri analiz etmesini saglayan, pazar analizleri ile rakipleri tammasina imkan sunan,
finansal degerlendirmeler ile gelecek icin yol haritasi sunan bir strateji plani niteligin-
dedir. Bu bilgilere ek olarak, ihtiyag duyulan ham madde, malzeme, tedarik¢i, insan
kaynag1 gibi iiretim ve hizmet faktorlerini de etkin bir sekilde analiz i¢in veri toplan-
masia imkan sunar. Yani iiretim, hizmet, tedarik, finans, insan kaynagi, pazar analizi,
rakip analizi, finansal degerlendirmeler gibi, bir isletme icin son derece 6nemli konu
basliklarini degerlendirmek igin 6zet bir metin olarak kullanilir.

E-Ticaret ve Dijital Pazarlamada Hukuki Zemin

1991 yilinda internetin halka arzi ile bugiin elektronik ticaret (e-ticaret) olarak adlandi-
rilan bir ticaret tiirli ortaya ¢ikmustir. E-ticaret, glinlimiiz modern diinyasina kadar bir
ticari faaliyet tiirlinii gerceklestirmek i¢in hem sirketlere hem de miisterilere yardimci
olmustur. Bu gelismeler ile birlikte ekonomik iiretkenlik ve biiyiimeyi hizlandirmis ve
iilke kalkinmasinda 6nemli bir rol oynar duruma gelmistir. E-ticaret ve dijital pazar-
lama gibi dijital islemler ve is modelleri igslemlerinin yiiriitiilmesi ve bu is modellerinin
kullanilmasiyla ilgili yasal diizenlemeler de bir o kadar 6nemlidir. E-ticaret ve dijital
pazarlamada hukuki zemin, bu islemlerin yasal ¢ercevesi ve simrlar1 hakkinda bilgi
vermektedir. Tiiketicilerin haklari, gizlilik, veri koruma ve vergilendirme gibi konu-
larda yasal sinirlamalar bulunmaktadir. E-ticaret ve dijital pazarlama isletmeleri, bu
yasal diizenlemelere uygun hareket etmeli, tiiketicilerin haklarina saygi duymalidir.

E-ticaret ve dijital pazarlama sektorleri hizla biiyiimekte ve diinya ¢apinda milyarlarca
dolarlik bir endiistri héline gelmektedir. Bu sektdrlerdeki isletmelerin faaliyetlerini
diizenleyen yasal diizenlemeler ve mevzuatlar, tiiketicilerin korunmasinm ve giivenligi-
ni saglamak i¢in dnemli bir rol oynamaktadir. E-ticaret isletmelerinin yasal zemine
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uygun bir sekilde faaliyet gostermeleri, tiiketicilerin haklarmi korumak i¢in son derece
onemlidir. Elektronik imza, kisisel verilerin korunmasi, tiiketici haklar1 ve telif haklar1
gibi konularda yasal diizenlemeler ve uluslararasi anlagmalar, e-ticaret isletmelerinin
faaliyetlerini diizenlemektedir. E-ticaret ve dijital pazarlama sektorleri, teknolojik
gelismelerle birlikte siirekli olarak degismekte ve gelismektedir. Bu nedenle, yasal
diizenlemeler ve mevzuatlar da siirekli olarak glincellenmekte ve gelistirilmektedir. E-
ticaret igletmeleri ve dijital pazarlama uzmanlari, bu yasal diizenlemelere ve mevzuat-
lara uygun bir sekilde faaliyet gostermeli ve tiiketicilerin haklarini korumak i¢in ¢aba
gostermelidirler.

Sonug olarak, e-ticaret ve dijital pazarlama sektorleri, yasal zeminde diizenlenen ve
titketicilerin haklarmni koruyan bir sekilde faaliyet gostermeye devam etmelidirler. Bu
sayede, sektorlerdeki gilivenlik ve giivenilirlik artacak, tiiketicilerin memnuniyeti arta-
cak ve sektorlerin biiyiimesi ve gelismesi devam edecektir.

E-Ticaretin Temelleri

Glniimiiziin hizla degisen is diinyasinda, elektronik ticaret kavrami biiyiik bir 6nem
kazanmistir. Elektronik ticaret, isletmelerin iiriin ve hizmetlerini dijital platformlar
iizerinden sunarak tiiketicilerle etkilesimde bulundugu bir is modelini ifade etmekte-
dir. E-Ticaret, girisimciler i¢in hem yeni firsatlar hem de énemli zorluklar sunmakta-
dir. Dijital platformlar ve ¢evrim i¢i pazarlar, girisimcilerin daha genis kitlelere erisim
saglamasina olanak tanirken aymi zamanda yogun rekabet ortamini da beraberinde
getirmektedir. Girigimciler, irlinlerini ve hizmetlerini ¢evrim i¢i ortamda nasil 6ne
¢ikaracaklarmi, miisteri glivenini nasil kazanacaklarini ve stirdiiriilebilir bir is modeli
nasil olusturacaklarinmi diisiinmek zorundadir. Bu boliim, elektronik ticaret kavramini
derinlemesine anlamak ve bu alandaki temel unsurlan kesfetmek amaciyla hazirlan-
mustir. Elektronik ticaret, cagin gereksinimlerine yanit vermek iizere gelistirilen 6nem-
li bir kavramdir. Internetin yayginlasmasiyla birlikte elektronik ticaret de evrilmeye
baglamis, online aligveris platformlart ve dijital 6deme sistemleri gibi yeni araglar
hayatimiza girmistir. Elektronik ticaretin kapsami olduk¢a genistir. Geleneksel maga-
za aligveriglerinden farkli olarak, ¢esitli iirlin ve hizmetlerin ¢evrim i¢i olarak sunul-
masi, uluslararasi ticaretin kolaylasmasi ve pazara erisim imkanlarmnin genislemesi
gibi avantajlar barmdirmaktadir. Boliimde yer alan elektronik ticaretin tarihgesi, tek-
nolojinin evrimiyle birlikte nasil sekillendigini gosterirken elektronik ticaret modelle-
11, isletmelerin ve tiiketicilerin bu yeni diizende nasil etkilesimde bulundugunu ortaya
koymaktadir. Ayrica elektronik ticaretin kapsami ve unsurlari, bu alandaki genis yel-
pazeyi ve is siireclerinin nasil optimize edildigini vurgulamaktadir. Elektronik ticaretin
genel ozellikleri ve etkileri, is diinyasini1 kokten degistiren dinamikleri yansitmaktadir.
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Hem isletmelerin hem de tiiketicilerin giinliik yasantisina biiyiik etki eden bu kavram,
pazarlama stratejilerinden tiiketici aligkanliklarina kadar birgok alani gekillendirmistir.
Elektronik ticaretin yayginlagsmasinda kullanilan araglar, genel ozellikleri ve kiiresel
diizeydeki etkileri, giinlimiiz is diinyasmin nasil gekillendigine dair 6nemli ipuglari
sunmaktadir. Boliimde ayni zamanda, elektronik ticaretin karsilastigi problemler ve
diinya genelindeki ve 6zellikle Tiirkiye'deki uygulamalar1 incelenerek, isletmelerin ve
toplumun bu doniisiimle nasil basa ¢iktig1 da ele alinmaktadir.

E-Ticaret Kavrami

Elektronik ticaretin ¢esitli kurum ve kuruluslar tarafindan yapilmig bir¢ok tanimi bu-
lunmaktadir. Oncelikle Diinya Ticaret Orgiitiiniin (DTO) yapmis oldugu tanima gére
elektronik ticaret telekomiinikasyon ag1 olarak nitelendirilebilecek dijital haberlesme
ortaminda iirlin ve/veya hizmetlerin satis ve pazarlama iglemlerinin gerceklestirilmesi-
dir (DTO, 2022). OECD’ye gore e-ticaret, genel olarak birey ve organizasyonlarm
metin, ses ve gorsel imajlar1 kapsayan dijital verilerin aktarimina dayali olarak ticari
faaliyetleri yerine getirmeleridir (OECD, 2022). E-ticaret kavramini daha genis bir
acidan ele alan UNCEFACT 1n e-ticaret tanimi her tiirlii ticari liretim ve tiiketim faali-
yetlerinin yiiriitiilmesi i¢in var olan veya gelecekte olusacak {iriin, hizmet ve bilgilerin,
iretici igetmeler, tiiketici igletmeler, kamu kurum ve kuruluslari ile diger ticari olusum
ve organizasyonlar arasinda elektronik postalar, biiltenler, world wide web teknolojisi
ve veri tabanlari, akilli kartlar, elektronik para transferini saglayan fonlar, elektronik
veri transferi gibi elektronik araglar {izerinden sunulmasmin ve iletilmesinin saglan-
mast seklindedir (UNCEFACT, 2022). Elektronik Ticaret Koordinasyon Kurulu
(ETKK) ise elektronik ticareti yalnizca belirli sayida kullaniciya erigim imkén1 veren
kapali ag ortamlarmda (intranet) veya kisi, kurum ve kuruluslarin agik ag ortaminda
(internet) ses, goriintii ve yaz1 halinde sayisal verilerin islenmesi, iletilmesi, saklanma-
st prensibi ile isleyen ve bir deger olusturmay1 ama¢ edinmis ticari islemlerin tiimii
olarak tamimlamustir. En genel tanimiyla elektronik ticaret, ekonomik deger saglamak
amaci ile mal ve hizmetler ile dijital platformlarda yiiriitiilen faaliyetlerin tiimiidiir.
Elektronik ticaretin tanimu su sekilde 6zetlenebilir IGEME, 2022):

*  Kurum ve kisilerin telekomiinikasyon {izerinden sanal ortamlarda acik veya
kapali aglar aracilig1 ile yaptigi,

*  Arastirma, taahhiit, hizmetlerin veya mallarmn siparisi, 6demelerin yapilmas1
gibi faaliyetlerin yer aldig1 bir siireci kapsayan,

* Elektronik iglemlerin biitliniidiir.
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Dlnyada E-ticaret Verileri

Elektronik ticaret satiglar1 siirekli olarak artmakta ve toplam perakende satiglarinin
biiyiik bir boliimiinii olusturmaktadir. 2017 yilinda online satislar diinya ¢apindaki tim
satiglarim %10'unu olustururken 2025 yilma kadar toplam perakende satiglarimin
%25'ine ulasmasi beklenmektedir.

Kiiresellesmenin etkisiyle tek pazara doniisen diinyada igletmelerin dis pazarlara en
kolay sekilde acilmasimi saglayan e-ticaretin Onemi giderek artmaktadir. 2020'de
%25,7'lik bir artisla diinya capinda perakende e-ticaret satislar1 2021'de 4.938 trilyon
dolara ytikselmistir.

Amazon, Haziran 2022 itibartyla 1 trilyon dolarin iizerindeki degeriyle bu alanda diin-
yanin en degerli sirketi konumundadir. Amazon'a yaklasan diger tek rakip, 304 milyar
dolarla Alibaba'dir.

Tiirkiye’de elektronik ticaret sektori, her y1l bilylimeye devam etmektedir. 1993 yilin-
da ilk kez internet baglantis1 gerceklestirilen Tiirkiye’de 1997 yilinda BTYK elektro-
nik ticaretin konu oldugu bir toplant1 gergeklestirmis ve sonrasinda e-ticaret faaliyetle-
ri Tiirkiye’de de baslamstir. 1998 yilinda Dig Ticaret Miistesarligi tarafindan Elektro-
nik Ticaret Koordinasyon Kurulu kurulmusgtur. Bu kapsamda pek ¢ok faaliyet yiiriitiil-
diikkten sonra 2015 yilinda “Elektronik Ticaretin Diizenlenmesi Hakkinda Kanun”
cikarilmis ve e-ticaret siteleri faaliyet gostermeye baglamistir (Demirdogmez vd,
2018). E-ticaret hacmi, 2003 yilinda yalnizca 262.4 milyon lira iken 2011 yilinda 22.8
milyar lira olmus, 2021 yilinda ise 381.5 milyar liray1 bulmustur (ETBIS, 2021).

Dijital Pazarlama

Web 2.0 ile yeniden sekillenen internet diinyasi, girisimciligin odak konularindan biri
olan pazarlama kavranmnimn gelisimine yol agmustir. Internet teknolojilerinde yasanan
gelismeler insanlarin 2023 yili verilerine gdre giiniiniin ortalama 6 saat 40 dakikasini
internette gecirmesine, bu zamanin ise 2 saat 26 dakikasmin sosyal medya platformla-
rima harcanmasina yol agmigtir (Datareportal, 2023). Bu durum, isletmelerin dikkatini
cekmis ve dijital mecralarda hedef kitle ile bulugsmaya yonelik faaliyetler gercekles-
tirmesine sebep olmustur. Bu faaliyetleri fark eden ¢esitli arama motorlar1, web sayfa-
lar1, sosyal medya ve e-ticaret platformlar: isletmelere 6zel dijital pazarlama ve rek-
lamcilik metotlar1 ortaya koymustur (Kannan, 2017). Bu asamada {i¢ tarafli bir durum
ortaya ¢ikmustir. Isletmeler, miisteriler ve platformlarm birlikte yer aldig1 dijital pazar-
lama ekosistemi, geleneksel pazarlamadan farkli olarak her biiyiikliikte igletmenin yer
alabilecegi bir altyapiya sahiptir. Girisimlerin biiyiime asamasinda kiiciik biitceler ile
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yiiksek performans elde edebilecekleri bu yontem girisimcilik literatiirii agisindan
biiyiikk 6nem tagimaktadir. Ayni durum, olgunluk asamasi i¢in de gecerliligini koru-
maktadir.

Web 2.0 terimi, ilk defa 2004 yilinda O’Reilly Media ve Media Live International
tarafindan diizenlenen bir konferansta tanmitilmistir. Web 2.0 kavramimin genel olarak
kabul goérmiis bir tamim bulunmamaktadir (Gedik, 2020). Web 2.0, internet {izerinde
topluluklar1 bir araya getirme kapasitesi, geleneksel tasarim anlayigim kokten degisti-
ren Ozellikleri, dinamik islevselligi ve tamamen kullanic1 odakli yapist ile internetin
temel paradigmasini yeniden sekillendiren bir kavramdir. Web 2.0, bir yazilhim veya
programlama dili degil, inovasyonlarla gelistirilmis bir konsepttir (Mest¢i, 2009). Web
2.0, bilgi igeriginin verimli bir bi¢cimde iiretilmesini, dagitilmasini, paylasilmasini ve
diizenlenmesini, fikir ve bilgi akigini kolaylastrmak amaciyla destekleyen bir arag
olarak iglev gérmektedir (Brennan ve Croft, 2012:3). Toplum yagaminda degisiklikle-
re yol acan Web 2.0 teknolojisi, iletisimi gili¢lendirmis ve kullanicilarin igerik iiretme-
sini miimkiin kilmistir. Web 1.0 donemi yalnizca web site sahiplerinin igerik iirettigi,
kullanicilarin ise yalnizca okuyucu konumunda oldugu bir donemdir. Web 2.0’1n orta-
ya ¢ikisi ve teknolojik gelismeler, tiim kullanicilar1 birer igerik iireticisi haline getir-
mistir. Bu gelismeler, sosyal medya yapilarimi ortaya cikararak kullanicilarm uzun
stireler boyunca iletisim i¢inde vakit gecirdigi bir durumu ortaya ¢ikarmustir. Kullanici
davranislarma yonelik giincel durum we are social ve Meltwater tarafindan Datarepor-
tal (2023) platformunda GWI, Statista, SEMrush, Smiliarweb gibi dnemli partnerler
esliginde hazirlanan ve her yil yayimlanan raporda goriilmektedir. Diinyada giinlitk
internet kullanim siiresi ortalama 6 saat 40 dakikaya ulagmistir. Bu zamanin 2 saat 26
dakikas1 sosyal medya platformlarinda gecirilmektedir. Tiirkiye verisi incelendiginde
ise, glinde 7 saat 24 dakika internet kullanim1 ve 2 saat 54 dakika sosyal medya kulla-
nimina rastlanmaktadir.

Dijital Pazarlama ve Geleneksel Pazarlamanin Farklari

Dijital pazarlama ile geleneksel pazarlamanin farklarina asagida yer alan maddelerde
yer verilmistir; * Dijital ve geleneksel pazarlama tiirleri ilk olarak bulunduklar1 mecra-
lar agisindan farklilik gostermektedir. Dijital pazarlama faaliyetleri internet tabanli
platformlarda gerceklestirilirken geleneksel pazarlama; TV, brosiir, katalog, acik hava
reklamlar1 gibi ¢evrim dis1 mecralarda gerceklestirilir. * Dijital pazarlamada hedef
kitle secimine yonelik hassas ve detayli metrikler bulunurken geleneksel pazarlama
daha genis kitlelere ulasmaya yonelik bir strateji benimser. * Maliyetler acisindan de-
gerlendirildiginde, dijital pazarlamanmin diisiik maliyetli araclar ile gerceklestirilmesi
miimkiinken geleneksel pazarlamaya yonelik biitgeler daha yiiksektir. « Isletmelerin
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pazarlama biitcelerinin verimliligini 6lgmesi pazarlama agisindan énemli bir konudur.
Dijital pazarlama faaliyetleri analitik araclar ile detayli dl¢iimler sunarken geleneksel
pazarlamada simrh bir 6lgiim gergeklestirilebilir. « Dijital pazarlamada interaktif ve
cift yonlii bir iletisim bulunurken geleneksel pazarlamada genellikle tek yonlii bir ileti-
sim gerceklesmektedir. « Dijital pazarlama ¢aligmalari ¢esitli dijital paneller tizerinden
gerceklestirildigi i¢in kolaylikla diizenlenebilir ve degistirilebilir yapidadir. Bu durum
gelenek sel pazarlama i¢in gecerli degildir. Bu sebeple esneklik agisindan iki yontem
arasinda farklar bulunmaktadir. < Anlik aksiyonlar almak pazarlama diinyas: icin
o6nemli bir konudur. Giindem olan konularda isletmelerin dijital pazarlama yontemleri
ile aninda faaliyete gegebilmesi miimkiinken geleneksel pazarlamada medya materyal-
lerinin basimi, yayimi, dagitimi gibi siiregler anlik aksiyonlar1 engellemektedir.

Rekabet ve Pazar Analizi

Isletmelerin, rekabet giiciinii korumalari i¢in istihbarat siireclerini stratejik olarak yo-
netmeleri ve teknolojik gelismelere bagh olarak isletmelerinde yeni yaklagimlar1 be-
nimsemeleri ve uygulamalar1 gerekmektedir. Iletisim ve ulasimdaki gelismeler, hizla
degisen siyasi iklimler ve ideolojiler ile ticari engellerin azalmasi sonucu pazarlarin
kiiresellesmesi, isletmelere uluslararasi firsatlar getirmesi ile birlikte rekabetin de onii-
nii agmigtir. Rekabet, gliniimiiz isletmelerinin en kaginilmaz gii¢lerinden birisidir. Her
isletmenin bulundugu sektorde rakipleri vardir ve bu rakiplerin stratejileri, isletmelerin
stratejik planlarinin olugturulmas siirecini etkiler. Rekabet analizi, isletmenin sektor-
deki mevcut pozisyonunu gormesi, rakiplerini analiz etmesi, gii¢lii ve zayif yonlerini
kesfetmenin yani sira endiistriyel ¢evreden gelen firsatlar1 ve tehditleri belirlemesine
yardimcei olur. Girisimciler kendi rekabet ve pazarlama stratejilerini olustururken ra-
kiplerinin de stratejilerini dikkate almalidir. Rakip analizi, bir organizasyonun strateji-
sinin itici giiclidiir ve isletmelerin kendi endiistrilerinde nasil hareket ettigini veya
tepki verdigini etkiler. Girisimciler, mevcut sektordeki konumunu bilmek ve/veya
degerlendirmek i¢in rakip analizi yapmalidirlar. Faaliyette bulunduklar1 sektér ve
iriin/hizmetle ilgili yeni ve farklilagtirilmig yontemlerle rekabet avantajim siirdiirme-
nin yenilik¢i yollarii aramalidirlar. Giintimiiz isletmelerinin dijitallestigi ve rekabetin
de yogun oldugu g6z oniine alindiginda girigimciler rekabet ve pazar analizi i¢in gele-
neksel analiz yontemlerinin yan1 sira dijital teknoloji ve uygulamalar1 da etkin ve ve-
rimli kullanarak rekabet ve pazarlama stratejilerini gelistirmelidirler.

Rekabet Analizi

Rekabet analizi, igletme stratejisi ve pazarlama planinin ayrilmaz bir parcasidir. Re-
kabet analizi yapmak i¢in, dogrudan rakipler, dolayl rakipler ve pazara potansiyel
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yeni girenler dahil olmak iizere tiim rakipler belirlendikten sonra her rakibin sattig1
iiriin ve hizmetleri, karliliklari, finansal kaynaklari, pazar paylari, biiylime ve pazar-
lama stratejileri, giiclii ve zayif yanlari ile bunlarin kendi isletmeniz i¢in olast sonug-
lar1 tanimlanir.

Rakip analizi (Perry ve Ross, 2008):

1. Isletmenin rekabet avantajini veya dezavantajini ortaya koyar.

2. Rakiplerin gegmis, simdiki ve gelecekteki stratejilerine iligkin i¢gorii saglar.

3. Rakiplere karsit avantajlar elde etmek icin gelecek rekabet stratejilerinin
gelistirilmesine yardime1 olur.

Pazar Analizi

Pazarlama, bir igletmenin hayatta kalmasim saglamak, kar elde etmek icin gercekles-
tirdigi ana faaliyetlerden biridir. Pazarlama faaliyetleri, isletme hedeflerine ulagmak
icin tiiketici ihtiyaglarina hizmet etmek ve tatmin etmek i¢in tasarlanmistir. Kotler’a
(2004) gore pazarlama yonetimi, organizasyonda bireysel hedefleri karsilayan aligve-
risler olusturmak i¢in mal ve hizmetler i¢in planlama, uygulama, tutundurma, fiyatlan-
dirma ve fikirleri kanalize etme siirecidir. Pazarlama ydnetimi, stratejik bir yaklagimi
gerektirir. Bu baglamda pazarlama stratejisi; hedef pazarlar, konumlandirma, pazarla-

ma karmasi ve pazarlama harcamalarmin miktari i¢in belirli stratejileri igerir (Kotler,
2004: 5).

Dijital Rekabet ve Pazar Analizi Araglari

Isletmeler bulunduklar1 endiistrileri ve mevcut veya potansiyel rakiplerini rekabet
analizi yapmak amaciyla gesitli geleneksel teknikler kullanmaktadirlar (Prescott ve
Grant, 1988). Bu tekniklere; SWOT analizi, Tehlike-Firsat-Zayiflik-Kuvvet Matrisi
(TOWS Matrisi), BCG Matrisi (Boston Consulting Group-BCG), General Electric’in
Endiistri Cekiciligi Modeli General Electric Stoplight Strategy, McKinsey's Endiistri
Gili¢ Matrisi (McKinsey’s Industry Strength Matrix), Hofer Matrisi, Ansoff Biiyiime
Matrisi, Porter'in Bes Gii¢ Modeli (Porter’s Five Forces Model), Deger Zinciri Anali-
zi, Stratejik Durum ve Hareket Degerlendirmesi Matrisi (SPACE matrisi), Dig Faktor
Degerlendirme Matrisi (External Factor Evaluation Matrix-EFE), i¢ Faktor Degerlen-
dirme Matrisi (Internal Factor Evaluation Matrix- IFE), PEST analizi, PESTEL anali-
zi, Rekabetci Profil Matrisi (Competitive Profile Matrix-CPM), Uriin/Pazar Matrisleri,
Uriin/Portfoy Matrisi (Product/Portfolio Matrix), Uriin/Pazar Degerlendirme Matrisi
(Product/Market Evaluation Marix) ve Biiyiime/Pazar Payr Matrisi (Growth/Market
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Share Matrix) ornek olarak verilebilir (Porter, 2000; Bygrave ve Zacharakis, 2011).
Stratejik analiz ve planlama araglar1 olarak, bu geleneksel matrisler, yoneticilerin ku-
rulusun gelecekteki rekabetgi konumunu planlamasina yardimci olmak igin rekabet
senaryosu hakkinda degerli bilgiler saglar (Capps ve Glissmeyer, 2012). Bu teknikler,
geleneksel rekabet analiz teknikleri olarak ifade edilebilir.

Dijital rekabet analiz araclarma ise; SEMrush, Intelligencenode Price Optimization,
SpyFu, Owler’s Financial Competitive Analysis, Price2Spy, Prisync, BuiltWith, Wap-
palyzer, Competera, Mailcharts, Awario, Sparktoro, Mention, Hootsuite, Sprout So-
cial, Phlanx, Google Trends, SimilarWeb, BuzzSumo, Prisync, Data Crops, Octaparse,
Mozenda, import.io, omnia dynamic pricing, UberSuggest, iSpionage, Alexa, Serpstat,
WooRank ve Ahrefs 6rnek olarak verilebilir.

Girisimcilikte Sosyal Medya Kullanimi

Gectigimiz yiizyilin en énemli teknolojik gelismeleri arasinda yer alan internet, insan-
larin yasaminin ayrilmaz bir parcasi haline gelerek her gecen giin giderek daha fazla
insanin ¢evrim ici diinyada varlik gdstermesine olanak saglamistir. Ozellikle Web 2.0
teknolojisinin ortaya ¢ikmasi, internetin yapisim kullanicilarin sadece tiiketici degil
ayn1 zamanda igerik Ureticisi olabilecekleri bir yapiya doniistiirmiistiir. Facebook,
LinkedIn, Instagram ve Twitter gibi sosyal medya platformlar1 milyarlarca insaninin
baglant1 kurdugu, bilgi paylastigi ve topluluklar olusturdugu ortamlar haline gelmistir.
Isletmelerin de marka bilinirligini artirmasina, hedef kitlelerini etkilesimli bir sekilde
iletisim kurarak elde etmesine, miisterileriyle baglant1 kurmasina ve triinlerini tanit-
masina yardimci olabilen diisiik maliyetlerle pazarlama yapmasina olanak taniyan
sosyal medya platformlar kiiresel 6lgekte gelismenin ve bilylimenin en biiyiik destek-
cilerinden biridir.

Girigimcilerin sosyal medyadan faydalanabilecekleri yollar sunlardir: hedef kitleye
erisim saglama, marka bilinirligi artirma, miisteri kazanimi, sosyal medya pazarlamasi,
iletisim ve rakip analizi. Hedef kitleye erisim saglama: Sosyal medya, girisimcilerin
hedef kitlelerine kolayca ulagmalarina olanak tanir. Facebook, Twitter, Instagram ve
LinkedIn gibi platformlar, isletmelerin hedef kitlelerine ulagsmalarini ve onlarla etkile-
sim kurmalarinm saglar. Dahasi, sosyal medya platformlar1 girisimcilerin markalari
etrafinda bir topluluk hissi yaratarak miisterileriyle iliski kurmasina izin verir. Giri-
simciler, yorumlara ve mesajlara yanit vererek, promosyonlar sunarak veya 6zel ice-
rikler sunarak miisterileriyle etkilesim kurmak icin sosyal medyayi kullanabilirler
(Alrumiah & Hadwan, 2021). Marka bilinirligi: Girisimciler, sosyal medyay1 markala-
rmin bilinirligini artwmak i¢in kullanabilirler. Yiiksek kaliteli igerikler paylasarak,
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markalarinin farkindaligimi artirabilirler. Sosyal medya platformlarindan paylasilan
gorsel dgeler yarattiklar: sembolizm ve etkilesimin yani sira bu platformlardaki takipgi
sayilari, iceriklerinin izlenme, yorum ve begeni sayilari da marka bilinirligini artiran
ve kurumsal itibar1 etkileyen unsurlar olarak degerlendirilebilir (Yiiksel, O¢ ve Tolon;
2021: 179). Miisteri kazanimi: Sosyal medya, girisimcilerin yeni miisteriler kazanma-
larma yardimci olabilir. Igeriklerini paylasarak, yeni miisterilerin ilgisini ¢ekebilirler.
Ayrica sosyal medyada reklam vererek de miisteri kazanimini artirabilirler. Ciinkii
girisimciler i¢in kritik bir ara¢ haline gelen sosyal medya platformlar, kitleler ile bag-
lant1 kurulmasina, gercek zamanli geri bildirim alip pazarlama faaliyetlerini minimum
maliyetle yiiriitiilmesine ve degerli miisteri bilgilerine erigip girisimcilerin is hedefleri
ve amagclariyla uyumlu gii¢lii bir sosyal medya stratejisi olusturulmasma olanak tanir
(Luthfi & Pertiwi, 2020). Sosyal medya pazarlamasi: Sosyal medya girisimciler icin
genis bir kitleye ulasabilen, uygun maliyetli bir pazarlama stratejisi sunmaktadir. Fa-
cebook ve Instagram icin pazarlama ve reklam faaliyetlerinin ydnetilebildigi Meta
Business Suite ya da Meta Business Manager, diger sosyal medya platformlarmin
reklam panelleri iizerinden girisimciler, belirli demografik 6zelliklere ve ilgi alanlarina
yonelik hedefleme yaparak potansiyel miisteriler bulmak ve pazarlama kampanyalari-
nin etkililigini analitik veriler araciligiyla takip etmek i¢in sosyal medyay1 kullanabi-
lirler (Daud & Othman, 2019). Bu veriler, girisimcilerin miisterilerinin tercihleri, dav-
raniglar1 ve ihtiyaclar1 hakkinda i¢goriiler elde etmelerini saglar. Bu faktorleri daha
etkili bir sekilde ele almak i¢in pazarlama kampanyalarini 6zellestirmelerine olanak
tamr (Ljepava, 2022). iletisim: Sosyal medya, girisimcilerin miisterileriyle dogrudan
iletisim kurmalarma olanak tanir. Yorumlar1 yanitlayarak ve miisterilerle etkilesim
kurarak, miisteri memnuniyeti ve sadakatini artirabilirler. Ayrica girisimciler, sosyal
medya platformlar araciliiyla saglanan iletisim kanallarinin iyilestirilmesi yoluyla
islem maliyetlerinin azaltilmasi, daha iyi bilgi erisimi, iletimi saglamasi1 (Lehmkuhl &
Jung, 2013) ve pazarlama stratejilerinin iyilestirilmesi yoluyla is degeri yaratma po-
tansiyeline sahiptir (Hitchen vd., 2017; Scuotto, vd., 2017). Rakip analizi: Girigimci-
ler, rakiplerinin sosyal medya stratejilerini analiz ederek, kendi stratejilerini iyilestire-
bilirler. Rakiplerin paylastig1 icerikleri takip ederek kendi iceriklerini buna gore opti-
mize edebilirler. Pazar aragtirmalarindaki kanitlar, sosyal medya teknolojilerinden
yararlanan ticari girisimlerin rakiplerini geride biraktigini ve verimliliklerini artirdigim
ve maliyetleri azalttigin gostermistir (Harris & Rea, 2009). Sosyal medya platformlari
genel olarak, girisimcilerin miisterilerle etkilesim kurma ve isletmelerini pazarlama
sekillerini devrimlestiren bir teknoloji olarak karsimiza ¢ikmaktadir. Bu nedenle giri-
simcilerin bu teknolojik altyap1 ve sistemi, pazarlama ve biiylime stratejilerinin bir
parcasi olarak benimseyerek is hedefleri ve amaclartyla uyumlu giiclii bir sosyal med-
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ya stratejisi gelistirmeleri onem tagimaktadir. Boylelikle girisimciler, rekabet avantaji
elde edebilir ve bugliniin dijital ekonomisinde basariya ulasabilirler.

Finansal Teknoloji

Geleneksel finansman kaynaklari, 6zellikle gelismekte olan iilkelerdeki girisimciler
icin ulasilmasi zor kaynaklardan biri olarak kabul edilmektedir. Bu nedenle bu isletme
gruplari, onyiliklemeden (bootstraping) mikro finansmana ve kitle fonlamaya kadar
birgok alternatif kaynak kullanmaktadirlar. Son yillarda finansal teknoloji (FinTech),
bu alanda 6nemli rol oynamaktadir. Dijital doniisiim, finansal teknolojinin etkisiyle
finans piyasalarinda yeni sektorlerin ortaya ¢cikmasina neden olmustur. FinTech sirket-
leri, finansal agidan kisith olan sirketlere farkli yontemlerle yiiksek tutarlarda finans-
man kaynag saglamaktadirlar. Ozellikle 2008-2009 kiiresel finansal krizi sonrasinda,
finansmana erigim sorunu artmig ve bankalarin yiiksek risk kategorisinde degerlendir-
digi girisim sirketleri daha fazla finansman sorunu yagsamislardir. Bu nedenle finansal
teknolojinin isletmelerin finansmana ulagimindaki etkisi her gecen giin artmaktadir.
Girigimci sirketlerin finansman kaynaklarina erisimi ve fon saglayanlarm bu sirketleri
segme siireci, girisimcilik literatiiriinde tartisilan konular arasinda yer almaktadir
(Song ve Jain, 2021). Girisimcilik ekosisteminde basari i¢in finansal kaynaklarin
6nemi vurgulanirken (Roundy ve digerleri, 2018; Spigel, 2017), yanlis finansmanin da
sirket biliylimesini engelleyebilecegi gergegi bilinmektedir (Block ve digerleri, 2017;
Cumming ve digerleri, 2019). Fon talebinin ve arzinin eslestirilmesi zorlu bir siiregtir.
Inovasyonun hem sirketler (Dosi, 1990; Covin ve Slevin, 1991) hem de yatirimcilar
(Chemmanur vd., 2020; Knewtson ve Rosenbaum, 2020) tlizerindeki etkisi nedeniyle
bu siire¢ daha da karmasik hale gelmektedir. Siiregteki belirsizliklere ragmen inovas-
yon ve girisimcilik, ekonomik biiyiimeyi tesvik ettigi i¢in kamu politikas1 giindeminin
oncelikli konular1 arasmda yer almaktadir (Hamdan vd., 2020; Breznitz, 2021). Finan-
sal erigim, ¢cagdas firmalarin olusumu, yenilik ve girisimcilik i¢in kritik 6nem tasimak-
tadir (Cassar, 2004; Cumming ve Groh, 2018; Kerr ve Nanda, 2015). Finansmana
erigebilen girisimci sirketler, performanslarinin artmasi sonucunda istihdam yaratarak
ekonomik biiyiimeye katki saglamaktadirlar (Armington ve Acs, 2002; Benneworth,
2004; Cross, 1981; Fritsch ve Mueller, 2004; Leendertse, Schrijvers ve Stam, 2022).
Ancak yeni kurulan ya da kurulma asamasindaki sirketler i¢in finansal mekanizmala-
rin igleyisi, geleneksel ya da olgunluk asamasidaki sirketlerin finansmani ile karsilas-
tirildiginda daha karmasik bir yapidadir (Frimanslund ve Nath, 2022). Bu karmasiklik,
gecmis performanst olmayan, yenilik¢i ve belirsiz baslangic projelerini karakterize
eden dogal bilgi asimetrisinden kaynaklanmaktadir.
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Basic Concepts in Entrepreneurship

Entrepreneurship is one of the fundamental elements of human nature and disposition.
The spirit of entrepreneurship, also expressed as entrepreneurial enthusiasm or by
different phrases, is a significant parameter in providing basic necessities for humans,
who are social beings. The production function to fulfill fundamental human needs, as
expressed in the hierarchy of needs, begins with nutrition and shelter. Both the provi-
sion of necessary nutrition for nourishment and the construction of a shelter for hous-
ing require production. Therefore, when the issue is approached from the standpoint of
"production," entrepreneurship is acknowledged as one of the foremost production
parameters alongside labor, capital, and land (Oz, 2020). In this section, which will
address the basic concepts of entrepreneurship, terms and phrases used in the litera-
ture, both in the business world and academia, will be identified and classified, and
attempts will be made to explain these terms by categorizing them. Concepts related to
entrepreneurship and entrepreneurialism existing in the business world have been clas-
sified and defined using artificial intelligence through the use of machine learning. On
the literature side, concepts used are based on bibliometric analysis using keywords
available on the "web of science" site. In the following section, new entrepreneurial
terms in changing paradigms related to digital transformation are defined.

In this section, an artificial intelligence program called Chat GPT, developed by
OpenAl, a non-profit organization producing open-source artificial intelligence, is
utilized. Initially, the question directed to the program handled by artificial intelli-
gence Chat GPT was the classification of entrepreneurship concepts (Chat GPT,
2023). Accordingly, entrepreneurship concepts can be categorized under several head-
ings for classification: Business establishment process: Business plan, business model,
risk management, financing, marketing strategies, product development and innova-
tion, sales and distribution channels, customer relationship management (Chat GPT,
2023). Entrepreneurial characteristics: Creativity, leadership, motivation, decision-
making, risk-taking, problem-solving, communication, team management, teamwork
(Chat GPT, 2023). Business environment: Entrepreneurship ecosystem, legal regula-
tions, tax systems, incentives and support, sectoral structure and trends, global eco-
nomic developments, technological innovations (Chat GPT, 2023). Business manage-
ment: Strategic management, financial management, resource management, operation-
al management, human resource management, brand management, customer relation-
ship management (Chat GPT, 2023). Marketing: Market research, market segmenta-
tion, target customers, value proposition, brand management, pricing, distribution
channels, promotion (Chat GPT, 2023).
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Innovation, translated as "innovative," is a process that enables a business or organiza-
tion to create value through a new or improved product, service, business model, or
process. Innovation helps businesses gain competitive advantage, grow, and ensure
their sustainability. There are 10 different types of innovation and their definitions are
as follows (Keeley, 2015):

Product innovation: Introducing existing products by improving them or developing
entirely new products to the market.

Process innovation: Reducing costs and increasing efficiency by improving existing
production processes or developing entirely new production processes.

Marketing innovation: Aiming to meet customer needs by introducing a new market-
ing strategy, promotional method, or customer service.

Organizational innovation: Enhancing business performance by adopting a new or im-
proved approach in the business structure, management methods, or corporate culture.

Model innovation: Restructuring business operations, customer relationships, or reve-
nue models by adopting a new approach in the business model.

Technological innovation: Increasing efficiency, performance, and/or quality in prod-
uct, service, or business operations using new technology or technological processes.

Design innovation: Creating new opportunities by improving user experience and
distinguishing from competitors through changes in product or service design such as
shape, color, or material.

Collaborative innovation: Creating new opportunities by collaborating with businesses
in different sectors or countries.

Financial innovation: Enhancing business performance by adopting a new approach in
financial products or services to provide better service to customers.

Social innovation: Innovative approaches that demonstrate a business's social respon-
sibility by developing new approaches to solve social, cultural, or environmental is-
sues.

At the country level, innovation and value addition are also addressed, and compari-
sons are made. In this context, countries are compared using indices such as the Glob-
al Innovation Index, providing important clues to policymakers for increasing innova-
tion at the country level (Ceylan & Oz, 2022).
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At the core of the innovation process lies novelty in a formal sense. Innovation in-
volves the creation and development of new applications such as products, infor-
mation, services, processes, or ideas, along with existing scientific and technological
knowledge (Galanakis, 2006; Narayanan, 2001).

Feasibility Study

In English, three different terms are used to denote the health of a business. One of
these is the term "viability," derived from the word "viable." Translated into Turkish
as "yasayabilirlik" or "dirimlik," viability refers to the ability to sustain and survive,
especially in certain environments. Viability is also used to indicate the liveliness of
inanimate objects. Although inanimate, we can talk about the volcanic viability of a
region. In the business world, viability is used to denote the ability of a company,
business model, or project to continue functioning and sustain its existence. Different
translations are used for viability into Turkish. For instance, while one translation
application renders "financial viability" as "finansal canlilik" (financial viability), oth-
ers provide translations such as "finansal uygulanabilirlik" (financial feasibility) and
"sermaye karlilig1" (return on equity). However, viability, especially when viewed
financially, seeks to understand whether there are any obstacles or threats to the con-
tinued existence of an existing company.

The second term is "sustainability," which is the counterpart of the English term "sus-
tainability." While this concept generally refers to the ability of a business to be per-
manent, it is also used specifically in the context of the enduring support of life in the
world's biosphere. In the former sense, for example, sustainable economic growth of a
country means the continuation of growth in the long term, while the long-term sus-
tainability of a project implies its permanence. On the other hand, the term "sustaina-
ble economic growth" refers to an approach that minimizes damage to the environ-
ment and nature while considering the needs of future generations. A sustainability
project, on the other hand, aims at improving the environment and nature. It can be
said that companies that are not sustainable in terms of the environment will also be
unable to sustain their own existence.

The third term is "feasibility," which is translated into Turkish by changing the pro-
nunciation of the English term to "fizibilite." The Turkish Language Association dic-
tionary shows "yapilabilirlik" as the equivalent of "fizibilite." Other dictionaries also
provide "uygulanabilirlik" as a translation. Among the other equivalents of feasibility,
there are terms with similar meanings such as "olabilirlik," "olurluk," "elverislilik,"
"uygunluk," "miimkiinliikk," and those with meanings that are more distant such as
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"gecerlilik," "imkan," and "uygulama olanagi." These meanings indicate that feasibil-
ity investigates whether it is possible to start or continue a job that has not yet started,
unlike the viability of an ongoing business or project.

The business environment does not permit every job or project to be undertaken at
random; it is filled with obstacles and constraints. Some of these constraints are truly
binding, while others allow for some degree of flexibility. Therefore, researching
which constraints are binding and which ones are flexible before starting a job enables
us to understand whether the job can be successful. The study to determine whether a
job or project can be undertaken in comparison to constraints is also called a feasibil-
ity analysis or feasibility study.

Creating a Business Model and Business Plan

In this study, we will discuss the importance of business models in modern business
practices and their relationship with business plans. The business model, which is seen
as a systematic planning stage, has gained conceptual importance in recent years and
has become closely intertwined with the business plan. We will emphasize that a busi-
ness model summarizes the value a business offers to customers and the structural
mechanisms for capturing this value. It covers elements such as expenses, revenues,
resources, and infrastructure. Additionally, the study will address concepts related to
business models such as B2B, B2C, C2C, C2B, B2G, G2B, and G2C. We will high-
light that a well-designed business model serves as a logical representation of how a
business creates, delivers, and sustains value over time. E-business models are dis-
cussed as tools to enhance corporate efficiency, flexibility, and responsiveness to cus-
tomer needs in the digital age. The concept aligns with general corporate modeling
objectives and aids in strategy development, opportunity assessment, operational re-
structuring, and stakeholder engagement. When designing a business model, it sum-
marizes the fundamental questions to be addressed, covering aspects such as timing,
expected value, design methods, implementation, and review frequency. It suggests
that triggers for business model design may involve threats, innovation processes, or
significant changes in a business.

Concept of Business Model

Before delving into the business model concepts in the literature, it is necessary to
provide a definition of a business model, in my opinion. It is a visual reflection where
all the requirements of a business are identified, relationships are structured, and ex-
penses and revenues are determined. A business model should have a structure that
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regulates the production, sales, income, and expenses of the organization, as well as its
relationships with customers, suppliers, and post-sales services. The essence of a busi-
ness model is to define how a business offers value to customers, convinces them to
pay for that value, and turns those payments into profit. Generally, the concept of a
business model is referred to as a business organization and implementation method
used for the purpose of making a profit.

Concept of Business Plan

A business plan is a roadmap prepared with financial, administrative, technical data,
and needs, supporting the objectives set by the business (product or service) to ensure
reaching its targets. The business plan is also a document that introduces the company.
It lays out the company's plans and serves as a guide on how to execute those plans. It
not only provides insight into the business but also gives an idea to the readers. For
instance, it serves as a crucial tool for making decisions for a financial institution
providing funding, a supporting organization providing grant support, or an investor
looking to partner with the business. The business plan is a document that explains
how a business will be conducted with which products, where, with whom, how, with
what opportunities, with what marketing plan, and with what organizational structure
under what financial planning (TKDK, 2021). The business plan is a predictive study
prepared for a business, using both existing data and public and sectoral data. An ef-
fectively and efficiently prepared business plan is utilized as an important instrument
to persuade financial institutions, suppliers, and all relevant parties (Siiriicii, 2018).

E-Commerce Models

In the section on E-Commerce and Business Models, we will examine the business
models actively used today. Within this section, we will explain the concepts of Busi-
ness to Business (B2B), Business to Consumer (B2C), Consumer to Consumer (C2C),
Consumer to Business (C2B), Business to Government (B2G), Government to Busi-
ness (G2B), and Government to Consumer (G2C).

Business to Business (B2B)

Business-to-business trade, as the name suggests, encompasses the commercial use of
products, goods, services, and other items of commercial value between businesses
through the internet (Erkayhan, 2021). Business-to-business (B2B) refers to a business
model where one business sells or buys products or services from another business.
Such relationships are common among manufacturers, wholesalers, distributors, and
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retailers who will resell the products or services. Generally, B2B transactions occur
within the supply chain where one company purchases raw materials from another for
the purpose of production. In the B2B model, a business sells a range of products or
services to another business (Tamplin, 2023). Given the involvement of numerous
businesses in the B2B method, it is essential to highlight certain aspects, especially
aspects such as financial processes, information security, inventory, supply manage-
ment, and pricing policy, need to be organized in a specific order. Good examples of
B2B practices include organizations like www.alibaba.com.

Business to Consumer (B2C)

Business to Consumer (B2C) is a method where products and services are presented
and sold to the market consisting of end-users through a consumer-focused approach
and system. As the name suggests, it describes the direct presentation to the customer
from the business. Through an electronic commerce system, consumers have access to
all kinds of services and products, enabling them to obtain information, make price-
performance evaluations, and compare with other companies or products/services
(Erkan, 2022). In the electronic commerce method from business to consumer, a wide
range of products and services is offered to consumers, from electronics to cosmetics
and from clothing to banking services. In this system, generally, businesses design a
website, and with technical infrastructure and security systems in place, products and
services are offered to customers using online payment methods. Examples of this
system include well-known shopping websites like www.hepsiburada.com or
WWW.amazon.com.

Consumer to Consumer (C2C)

Consumer to Consumer (C2C) method can be defined as a method where parties
communicate with each other and conduct commercial activities through this method.
It is a virtual platform where the seller, buyer, and intermediary are together. The main
goal of the intermediary is to generate revenue by including members on the site and
receiving a commission on the products sold. In Turkey, among the most widely used
sites of this system are www.sahibinden.com, the Dolap application, and globally
known sites like www.ebay.com or www.amazon.com. In sales made through this
system, advantages include higher profit margins, lower prices, a wider range of goods
and services, and an easy trading method for both parties. Auction platforms, barter
platforms, service exchange platforms, and payment platforms are actively preferred
intermediary systems within this system (MasterClass, 2023). During the Covid-19
crisis, people began to increase demand for recycled products. The opportunity created
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for selling unused but usable products as people started to sift through the products
they have while spending time at home led to a significant increase in Consumer to
Consumer sales.

Consumer to Business (C2B)

The Consumer to Business (C2B) model refers to the business model of providing
personalized products and services to consumers based on consumer demand. It is a
model where a customer or end-user creates content, products, or services used by a
company for a business process. C2B is a relatively new model because consumer-
generated media and content (social networks, websites, blogs, podcasts, and videos)
have changed business processes. Today, consumers can publish their thoughts about
brands whenever they want, and companies must adapt to new ways of marketing
themselves. Social media platforms like Facebook, Twitter, Instagram offer innovative
ways for businesses to communicate with consumers. Advertisers can create new cus-
tomer profiles that they can target based on specific demographics and social charac-
teristics. Companies can then provide customers with specific information about prod-
ucts/services that will appeal to them the most. The e-commerce-based C2B model
includes gathering customers, bulk bargaining with merchants, and transferring price
advantages from manufacturers to consumers (Thirumalai & Mohan, 2017). The main
feature of C2B is its consumer-oriented structure. More precisely, it can be defined as
a system where consumer demand is created first and then transformed into produc-
tion. Customers actively participate in the design, production, and pricing processes.

Business to Government (B2G)

In this e-commerce model, the system manages the commercial and financial aspects
of businesses' transactions with the government. Another part involves efforts to sell
products and services to public institutions. It is a module for processing businesses'
transactions such as participation fees in tenders, customs processing fees, tax pay-
ments, and social security payments. In Turkey, examples of topics include the State
Material Office system, public procurement system for building, highway, or infra-
structure transactions, cloud-based data management systems, and digital maintenance
of government buildings using digital methods. When a manufacturing company in
Turkey wants to supply goods to the public, it can follow the existing tenders and be-
come a supplier by following the principles set by the State Material Office (DMO,
2023). Similarly, in many countries worldwide, systems have been developed and
used to facilitate the relationship between the government and businesses. In the Unit-
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ed States, there is a system established by the Federal Acquisition Policy Office for
product sales, and e-commerce platforms offered by this system (OFPP, 2023).

Government to Business (G2B)

One of the innovative methods in electronic commerce is the monitoring and execu-
tion of transactions directed from the government to businesses. It refers to providing
business-specific transactions (payments, sale and purchase of goods and services,
etc.) and business-focused services online (Kushnir, 2023). Examples of such online
government services include tax returns and commercial business licensing applica-
tions. For example, government auctions automate government transactions with busi-
nesses. Here, a two-way operation is possible: from government to business and vice
versa. While G2B includes various databases, it also includes an application that al-
lows entrepreneurs or businesses to use data to create a larger social impact in their
communities while ensuring that government agencies can transmit their data. In these
areas, online information and consultancy services, government contracting, digital
supply marketplaces, business licenses, permits and regulatory updates, electronic
auctions, tax and social insurance payments and reporting, electronic forms, online
submission functions, virtual business dispute resolution, online startup registration,
data centers for e-government use, and main headings such as SaaS, PaaS, or [aaS are
available (Turban et al., 2015).

Government to Citizen (G2C)

The Government to Citizen (G2C) category encompasses all interactions that take
place electronically between a government and its citizens. G2C can include dozens of
different initiatives. The fundamental idea is to enable citizens to interact with the
government electronically from anywhere and at any time. G2C applications allow
citizens to ask questions and receive answers from government agencies, make tax
payments, receive payments and documents, and schedule services such as job inter-
views and medical appointments (Turban, King, Lee, Liang, & Turban, 2015). Gov-
ernments can also disseminate information, provide education, help citizens find jobs,
manage surveys, and much more. Government services to citizens are provided
through citizen portals. The services may vary from country to country and depend on
the country's governance model. In Turkey, the e-government system can be presented
as a widespread example in this regard.
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Business Plan

A business plan is a written document prepared within certain rules, outlining expecta-
tions regarding products and services, setting forth future goals. There are various
working principles and methods for different business models. A well-designed busi-
ness model is a logical expression of the value created by that business and how it will
sustain that value proposition (Osterwalder & Pigneur, Business Model Generation,
2010). These business models include various concepts and designs such as Disinter-
mediation Model, Long Tail, Multi-sided Platforms, and Open Business Model.

Triggering factors may also be needed to design the business model. If a business is
open or perceived to be under threat, if it is entering an innovative process, it needs a
business model design. When designing a business model, teams should be able to
easily understand and implement the methods and use a fluent method in implementa-
tion. Innovation, low-cost, and leveraging differentiation advantages should be en-
sured in all areas of the business. The transition of innovative ideas into the company's
strategy and execution processes should also be facilitated.

In general, a business plan can be defined as a comprehensive report prepared by en-
trepreneurs to develop business ideas for investment, to present to the managers of
institutions they want to receive funding from, and to inform potential investors. Alt-
hough a business plan is a report summarizing the entrepreneur's current work, it is a
strategic plan that defines the strengths and weaknesses, analyzes opportunities and
threats, enables market analysis and competitor recognition, and provides a roadmap
for the future through financial evaluations. In addition to this information, it allows
for effective analysis of production and service factors such as required raw materials,
supplies, suppliers, and human resources. In summary, it is used as a summary text to
evaluate extremely important topics for a business such as production, service, supply,
finance, human resources, market analysis, competitor analysis, financial evaluations.

Legal Framework in E-Commerce and Digital Marketing

With the advent of the internet in 1991, a type of commerce called electronic com-
merce (e-commerce) emerged. E-commerce has facilitated both companies and cus-
tomers to carry out a type of commercial activity until today. Legal regulations regard-
ing the conduct of digital transactions and business models are equally important.
There are legal restrictions on issues such as consumer rights, privacy, data protection,
and taxation. E-commerce and digital marketing businesses must comply with these
legal regulations and respect consumer rights.
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The e-commerce and digital marketing sectors are growing rapidly and have become
billion-dollar industries worldwide. Legal regulations and legislation regulating the
activities of businesses in these sectors play an important role in ensuring the protec-
tion and security of consumers. It is extremely important for e-commerce businesses
to operate in accordance with the legal framework in order to protect consumer rights.
Legal regulations and international agreements on issues such as electronic signatures,
protection of personal data, consumer rights, and copyrights regulate the activities of
e-commerce businesses. The e-commerce and digital marketing sectors are constantly
changing and developing with technological advancements. Therefore, legal regula-
tions and legislation are constantly being updated and improved. E-commerce busi-
nesses and digital marketing experts must operate in compliance with these legal regu-
lations and legislation and make efforts to protect consumer rights.

In conclusion, e-commerce and digital marketing sectors should continue to operate in
a way that is regulated by the legal framework and protects consumer rights. In this
way, security and reliability in the sectors will increase, consumer satisfaction will
increase, and the growth and development of the sectors will continue.

Foundations of E-Commerce

In today's rapidly changing business world, the concept of electronic commerce has
gained great importance. Electronic commerce refers to a business model where busi-
nesses interact with consumers by offering products and services through digital plat-
forms. E-commerce presents both new opportunities and significant challenges for
entrepreneurs. Digital platforms and online markets allow entrepreneurs to reach wider
audiences, but at the same time, they bring intense competitive environments. Entre-
preneurs must consider how to promote their products and services online, gain cus-
tomer trust, and create a sustainable business model. This section is prepared to deeply
understand the concept of electronic commerce and explore the basic elements in this
field. Electronic commerce is an important concept developed to meet the needs of the
age. With the spread of the internet, electronic commerce has evolved, and new tools
such as online shopping platforms and digital payment systems have emerged. The
scope of electronic commerce is quite broad. Unlike traditional store purchases, it
offers advantages such as the online presentation of various products and services,
facilitating international trade, and expanding market access. The history of electronic
commerce in the section shows how it has evolved with the evolution of technology,
while electronic commerce models demonstrate how businesses and consumers inter-
act in this new order. Additionally, the scope and elements of electronic commerce
emphasize the wide range of this field and how business processes are optimized. The
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general characteristics and effects of electronic commerce reflect the dynamics that
fundamentally change the business world. This concept, which has a significant im-
pact on both the daily lives of businesses and consumers, reflects a wide range of areas
from marketing strategies to consumer habits. The tools used to popularize electronic
commerce, its general characteristics, and its global effects provide important clues
about how today's business world has evolved. The section also examines the prob-
lems encountered by electronic commerce and examines applications worldwide and
especially in Turkey, addressing how businesses and society cope with this transfor-
mation.

Concept of E-Commerce

There are various definitions of electronic commerce made by various institutions and
organizations. First and foremost, according to the definition made by the World
Trade Organization (WTO), electronic commerce refers to the sale and marketing
transactions of products and/or services in a digital communication environment that
can be considered as a telecommunications network (WTO, 2022). According to the
OECD, e-commerce generally refers to the commercial activities of individuals and
organizations based on the transfer of digital data covering text, sound, and visual
images (OECD, 2022). UNCEFACT, which addresses the concept of e-commerce
from a broader perspective, defines e-commerce as the provision and transmission of
any products, services, and information existing or to be produced in the future for the
conduct of all kinds of commercial production and consumption activities among pro-
ducer businesses, consumer businesses, public institutions and organizations, and oth-
er commercial entities and organizations through electronic means such as emails,
newsletters, World Wide Web technology and databases, smart cards, funds enabling
electronic money transfer, and electronic data interchange (UNCEFACT, 2022). The
Electronic Commerce Coordination Board (ETKB), on the other hand, defines elec-
tronic commerce as a set of commercial transactions that operate on the principle of
processing, transmitting, and storing digital data in audio, visual, and text formats by
intranets, which provide access only to a specific number of users, or in open network
environments (internet), aiming to create value. In its most general sense, electronic
commerce encompasses activities conducted on digital platforms with the aim of
providing economic value through the sale of goods and services. The definition of
electronic commerce can be summarized as follows (IGEME, 2022):

* A process in which institutions and individuals conduct activities via tele-
communications in virtual environments through open or closed networks,
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*  Encompassing activities such as research, commitment, ordering of services or
goods, and making payments,
» It is the entirety of electronic transactions.

E-Commerce Data Worldwide

Electronic commerce sales are constantly increasing and constitute a significant por-
tion of total retail sales. While online sales accounted for 10% of total sales worldwide
in 2017, it is expected to reach 25% of total retail sales by 2025.

With the impact of globalization turning the world into a single market, the im-
portance of e-commerce, which enables businesses to easily access external markets,
is increasing. Global retail e-commerce sales increased by 25.7% in 2020 to reach
$4.938 trillion in 2021.

As of June 2022, Amazon is the world's most valuable company in this field with a
value exceeding $1 trillion. The only competitor approaching Amazon is Alibaba,
with $304 billion.

The electronic commerce sector in Turkey continues to grow every year. In Turkey,
where internet connection was first established in 1993, the first meeting on electronic
commerce was held by BTYK in 1997, and thereafter e-commerce activities started in
Turkey. In 1998, the Electronic Commerce Coordination Board was established by the
Ministry of Foreign Trade. Within this scope, after many activities were carried out,
the "Law on the Regulation of Electronic Commerce" was enacted in 2015 and e-
commerce sites started operating (Demird6gmez et al., 2018). While the e-commerce
volume was only 262.4 million TL in 2003, it reached 22.8 billion TL in 2011, and in
2021, it reached 381.5 billion TL (ETBIS, 2021).

Digital Marketing

The internet world, reshaped with Web 2.0, has led to the evolution of the concept of
marketing, which is one of the focal points of entrepreneurship. Developments in in-
ternet technologies have led people to spend an average of 6 hours and 40 minutes on
the internet according to 2023 data, with 2 hours and 26 minutes of this time spent on
social media platforms (Datareportal, 2023). This situation has attracted the attention
of businesses and led them to carry out activities to meet with the target audience on
digital platforms. Various search engines, web pages, social media, and e-commerce
platforms have developed special digital marketing and advertising methods for busi-
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nesses (Kannan, 2017). At this stage, a three-way situation has emerged. The digital
marketing ecosystem, which includes businesses, customers, and platforms, unlike
traditional marketing, has an infrastructure that allows businesses of all sizes to partic-
ipate. For startups, this method is of great importance in terms of achieving high per-
formance with small budgets during the growth stage. The same applies to the maturi-
ty stage.

The term Web 2.0 was first introduced at a conference organized by O’Reilly Media
and Media Live International in 2004. There is no generally accepted definition of the
Web 2.0 concept (Gedik, 2020). Web 2.0 is a concept that fundamentally changes the
traditional design understanding with its capacity to bring communities together on the
internet, its features that completely change the traditional design understanding, its
dynamic functionality, and its completely user-focused structure. Web 2.0 is not a
software or programming language; it is a concept developed with innovations (Mes-
tei, 2009). Web 2.0 serves as a tool that supports the efficient production, distribution,
sharing, and organization of information content, facilitating the flow of ideas and
information (Brennan and Croft, 2012:3). Web 2.0 technology, which has brought
about changes in social life, has strengthened communication and made it possible for
users to produce content. The Web 1.0 era was a period when only website owners
produced content, and users were merely readers. The emergence of Web 2.0 and
technological developments have turned all users into content producers. These devel-
opments have created a situation where users spend long periods of time communi-
cating. Current user behaviors are reflected in the Datareportal (2023) platform pre-
pared by we are social and Meltwater in collaboration with significant partners such as
GWI, Statista, SEMrush, and Similarweb and published annually. Daily internet usage
worldwide has reached an average of 6 hours and 40 minutes. 2 hours and 26 minutes
of this time are spent on social media platforms. When the data for Turkey is exam-
ined, daily internet usage is found to be 7 hours and 24 minutes, with 2 hours and 54
minutes spent on social media.

Differences Between Digital Marketing and Traditional
Marketing

The differences between digital marketing and traditional marketing are outlined in the
following points:

» Digital and traditional marketing types differ primarily in terms of the media
they operate in. While digital marketing activities are carried out on internet-
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based platforms, traditional marketing is conducted through offline media
such as TV, brochures, catalogs, and outdoor advertisements.

*  While digital marketing offers sensitive and detailed metrics for target audi-
ence selection, traditional marketing adopts a strategy aimed at reaching
broader audiences.

* In terms of costs, digital marketing can be conducted with low-cost tools,
while budgets for traditional marketing are higher.

+ It is important for businesses to measure the effectiveness of their marketing
budgets. While digital marketing activities provide detailed measurements
with analytical tools, only limited measurements can be made in traditional
marketing.

*  While digital marketing involves interactive and two-way communication,
traditional marketing typically involves one-way communication.

+ Digital marketing activities can be easily organized and modified since they
are carried out through various digital panels. This is not applicable to tradi-
tional marketing. Therefore, there are differences between the two methods in
terms of flexibility.

* Taking immediate actions is important in the world of marketing. While busi-
nesses can take immediate action with digital marketing methods on current
issues, processes such as printing, publishing, and distributing media materials
in traditional marketing hinder immediate actions.

Competitive and Market Analysis

For businesses to maintain their competitive edge, they need to strategically manage
their intelligence processes and adopt and implement new approaches in their busi-
nesses based on technological developments. The globalization of markets as a result
of communication and transportation developments, rapidly changing political cli-
mates and ideologies, and the reduction of commercial barriers have opened up inter-
national opportunities for businesses, as well as increased competition. Competition is
one of the most inevitable forces for today's businesses. Every business has competi-
tors in its industry, and the strategies of these competitors affect the process of formu-
lating strategic plans for businesses. Competitive analysis helps businesses see their
current position in the industry, analyze their competitors, discover strengths and
weaknesses, as well as identify opportunities and threats from the industrial environ-
ment. Entrepreneurs should consider their competitors' strategies when developing
their own competitive and marketing strategies. Competitor analysis is the driving
force behind an organization's strategy and affects how businesses act or react in their



38 Entrepreneurship Handbook

industries. Entrepreneurs should conduct competitor analysis to know and/or evaluate
their position in the industry they operate in. They should seek innovative ways to
maintain their competitive advantage in the sector and product/service-related compe-
tition by employing new and differentiated methods. Given that today's businesses are
becoming digitalized and competition is intense, entrepreneurs should develop their
competitive and marketing strategies by effectively and efficiently utilizing digital
technology and applications, in addition to traditional analysis methods.

Competitive Analysis

Competitive analysis is an integral part of business strategy and marketing planning.
To conduct competitive analysis, after identifying all competitors including direct
competitors, indirect competitors, and potential new entrants to the market, the prod-
ucts and services sold by each competitor, their profitability, financial resources, mar-
ket shares, growth and marketing strategies, strengths and weaknesses, and their po-
tential consequences for your own business are defined.

Competitor analysis (Perry and Ross, 2008): 1. It reveals the competitive advantage or
disadvantage of the business. 2. It provides insight into the past, present, and future
strategies of competitors. 3. It helps develop future competition strategies to gain ad-
vantages over competitors.

Market Analysis

Marketing is one of the main activities that a business conducts to ensure its survival
and profitability. Marketing activities are designed to serve and satisfy consumer
needs to achieve business objectives. According to Kotler (2004), marketing manage-
ment is the process of planning, implementing, promoting, pricing, and channelizing
ideas for goods and services to create transactions that meet individual objectives in
the organization. Marketing management requires a strategic approach. In this context,
marketing strategy includes specific strategies for target markets, positioning, market-
ing mix, and the amount of marketing spending (Kotler, 2004: 5).

Digital Competition and Market Analysis Tools

Businesses use various traditional techniques to conduct competitive analysis of their
industries and current or potential competitors (Prescott and Grant, 1988). These tech-
niques include SWOT analysis, Threat-Opportunity-Weakness-Strength Matrix
(TOWS Matrix), BCG Matrix (Boston Consulting Group-BCG), General Electric's
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Industry Attractiveness Model, General Electric Stoplight Strategy, McKinsey's Indus-
try Strength Matrix, Hofer Matrix, Ansoff Growth Matrix, Porter's Five Forces Model,
Value Chain Analysis, Strategic Position and Action Evaluation Matrix (SPACE Ma-
trix), External Factor Evaluation Matrix (EFE), Internal Factor Evaluation Matrix
(IFE), PEST analysis, PESTEL analysis, Competitive Profile Matrix (CPM), Prod-
uct/Market Matrices, Product/Portfolio Matrix, Product/Market Evaluation Matrix,
and Growth/Market Share Matrix (Porter, 2000; Bygrave and Zacharakis, 2011). As
strategic analysis and planning tools, these traditional matrices provide valuable in-
formation about competitive scenarios to help managers plan the organization's future
competitive position (Capps and Glissmeyer, 2012). These techniques can be de-
scribed as traditional competitive analysis techniques.

Examples of digital competitive analysis tools include SEMrush, Intelligencenode
Price Optimization, SpyFu, Owler’s Financial Competitive Analysis, Price2Spy, Pri-
sync, BuiltWith, Wappalyzer, Competera, Mailcharts, Awario, Sparktoro, Mention,
Hootsuite, Sprout Social, Phlanx, Google Trends, SimilarWeb, BuzzSumo, Prisync,
Data Crops, Octaparse, Mozenda, import.io, omnia dynamic pricing, UberSuggest,
iSpionage, Alexa, Serpstat, WooRank, and Ahrefs.

Use of Social Media in Entrepreneurship

Among the most important technological developments of the last century is the inter-
net, which has become an integral part of people's lives, allowing an increasing num-
ber of individuals to exist online every day. Especially with the emergence of Web 2.0
technology, the internet has transformed into a structure where users can not only con-
sume but also produce content. Social media platforms like Facebook, LinkedIn, In-
stagram, and Twitter have become environments where billions of people connect,
share information, and form communities. Social media platforms, which can help
businesses increase brand awareness, interactively communicate with their target au-
diences, connect with customers, and promote their products at low costs, are among
the biggest supporters of global development and growth.

Ways in which entrepreneurs can benefit from social media include: accessing target
audiences, increasing brand awareness, customer acquisition, social media marketing,
communication, and competitor analysis. Accessing target audiences: Social media
allows entrepreneurs to easily reach their target audiences. Platforms like Facebook,
Twitter, Instagram, and LinkedIn enable businesses to reach and interact with their
target audiences. Furthermore, social media platforms allow entrepreneurs to build a
sense of community around their brands by creating connections with customers. En-
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trepreneurs can use social media to interact with their customers by responding to
comments and messages, offering promotions, or providing exclusive content. Brand
awareness: Entrepreneurs can use social media to increase awareness of their brands.
By sharing high-quality content, they can raise awareness of their brands. Visual ele-
ments shared on social media platforms, along with the symbolism and interaction
they create, as well as the number of followers on these platforms, views, comments,
and likes on their content can all be considered factors that increase brand awareness
and affect corporate reputation. Customer acquisition: Social media can help entrepre-
neurs acquire new customers. By sharing their content, they can attract the interest of
new customers. Additionally, they can increase customer acquisition by advertising on
social media. Because social media platforms, which have become a critical tool for
entrepreneurs, allow connections to be made with audiences, receive real-time feed-
back, conduct marketing activities at minimal cost, and access valuable customer in-
formation to create a strong social media strategy aligned with business goals and
objectives (Luthfi & Pertiwi, 2020). Social media marketing: Social media provides
entrepreneurs with a cost-effective marketing strategy that can reach a wide audience.
Through Meta Business Suite or Meta Business Manager, where marketing and adver-
tising activities for Facebook and Instagram can be managed, entrepreneurs can use
social media to find potential customers by targeting specific demographics and inter-
ests and track the effectiveness of marketing campaigns through analytical data. This
data allows entrepreneurs to gain insights into their customers' preferences, behaviors,
and needs, enabling them to customize marketing campaigns more effectively. Com-
munication: Social media allows entrepreneurs to communicate directly with their
customers. By responding to comments and interacting with customers, they can in-
crease customer satisfaction and loyalty. Additionally, entrepreneurs can reduce trans-
action costs, improve access to better information, and create business value through
improved communication channels provided by social media platforms (Lehmkuhl &
Jung, 2013) and improved marketing strategies (Hitchen et al., 2017; Scuotto et al.,
2017). Competitor analysis: Entrepreneurs can improve their own strategies by analyz-
ing their competitors' social media strategies. By following the content shared by
competitors, they can optimize their own content accordingly. Evidence from market
research shows that commercial ventures leveraging social media technologies outper-
form their competitors and increase productivity while reducing costs (Harris & Rea,
2009). Overall, social media platforms emerge as a technology revolutionizing how
entrepreneurs interact with customers and market their businesses. Therefore, it is
important for entrepreneurs to adopt this technological infrastructure and system, de-
velop a strong social media strategy aligned with their business goals and objectives,
and succeed in today's digital economy.
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Financial Technology

Traditional sources of financing are considered difficult to access for entrepreneurs,
especially in developing countries. Therefore, these groups of businesses use many
alternative sources, from bootstrapping to microfinance and crowdfunding. In recent
years, financial technology (FinTech) has played an important role in this field. Digital
transformation has led to the emergence of new sectors in financial markets through
the impact of financial technology. FinTech companies provide high amounts of fi-
nancing to financially constrained companies through different methods. Especially
after the 2008-2009 global financial crisis, the problem of access to finance has in-
creased, and startup companies, which banks classify as high risk, have faced more
financing problems. Therefore, the impact of financial technology on businesses' ac-
cess to finance is increasing day by day. The access of entrepreneurial companies to
funding sources and the selection process of those who provide funding for these
companies are among the topics discussed in the entrepreneurship literature (Song and
Jain, 2021). While the importance of financial resources for success in the entrepre-
neurial ecosystem is emphasized (Roundy et al., 2018; Spigel, 2017), it is also known
that wrong financing can hinder company growth (Block et al., 2017; Cumming et al.,
2019). Matching the demand and supply of funds is a challenging process. Due to the
impact of innovation on both companies (Dosi, 1990; Covin and Slevin, 1991) and
investors (Chemmanur et al., 2020; Knewtson and Rosenbaum, 2020), this process
becomes even more complex. Despite the uncertainties in the process, innovation and
entrepreneurship are among the priority issues on the public policy agenda because
they promote economic growth (Hamdan et al., 2020; Breznitz, 2021). Financial ac-
cess is critically important for the formation of contemporary firms, innovation, and
entrepreneurship (Cassar, 2004; Cumming and Groh, 2018; Kerr and Nanda, 2015).
Entrepreneurial companies with access to finance contribute to economic growth by
creating employment as a result of their increased performance (Armington and Acs,
2002; Benneworth, 2004; Cross, 1981; Fritsch and Mueller, 2004; Leendertse et al.,
2022). However, the operation of financial mechanisms for newly established or nas-
cent companies is more complex compared to the financing of traditional or mature
companies (Frimanslund and Nath, 2022). This complexity arises from the natural
information asymmetry characterizing innovative and uncertain initial projects without
past performance.



Diinya E-Ticaret istatistikleri

Tim diinyada 26 milyondan fazla e-ticaret sitesi var ve her giin daha fazlasi olustu-

ruluyor.

Yalmzca ABD'de 9,5 milyondan fazla e -ticaret sitesi var ve her giin daha
fazlasi olusturuluyor.

2021'de perakende e-ticaret satislar1 diinya capinda yaklasik 4,9 trilyon ABD
dolarma ulast1.

Mobil e-ticaret satiglar1, 2021'de bir 6nceki yila gore %15,2 artisla 3.56 tril-
yon dolara ulasti.

2021'de 2,14 milyar dijital alic1 vardi. Bu da diinyadaki 7.74 milyar insanin
%27.6'sim1 olusturuyor.

Insanlarin ¢evrimici aligveris yapmasinin 1 numaral nedeni, e-ticaret maga-
zalarmin sundugu iicretsiz gonderim segenegidir.

Diinyanin en biiyiik 10 e-ticaret pazari:

Cin: 2.779 milyar dolar

ABD: 843 milyar dolar

Ingiltere: 169 milyar dolar

Japonya: 144 milyar dolar

Giiney Kore: 121 milyar dolar

Almanya: 102 milyar dolar

Fransa: 80 milyar dolar

Hindistan: 68 milyar dolar

Kanada: 44 milyar dolar

10. Ispanya: 37 milyar dolar

E-Ticaret isletmeleri genelinde ortalama doniisiim oranlar1 %1,53 idi.

D Al

Aligveris sepetlerinin % 69,57'si terk ediliyor.

Yiiksek ekstra maliyetler, aligveris yapanlarin aligveris sepetlerini terk etmele-
rinin 1 numaral nedenidir.

Shopity, yaklasik 4 milyon sitenin kullandig1 pazar payimin %15'inden fazla-
sini alan 1 numaral en popiiler e-ticaret site olusturma teknolojisidir.



World E-Commerce Statistics

There are more than 26 million e-commerce sites around the world, and more are

being created every day.

There are more than 9.5 million e-commerce sites in the US alone, and
more are being created every day.

In 2021, retail e-commerce sales reached approximately $4.9 trillion world-
wide.

Mobile e-commerce sales reached $3.56 trillion in 2021, an increase of
15.2% compared to the previous year.

There were 2.14 billion digital buyers in 2021. This accounts for 27.6% of
the 7.74 billion people in the world.

The #1 reason people shop online is the free shipping option offered by e-
commerce stores.

The 10 largest e-commerce markets in the world:

China: $2.779 billion

USA: 843 billion dollars

England: 169 billion dollars

Japan: $144 billion

South Korea: 121 billion dollars

Germany: 102 billion dollars

France: 80 billion dollars

India: $68 billion

Canada: $44 billion

Spain: 37 billion dollars
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Average conversion rates across eCommerce businesses were 1.53%.

69.57% of shopping carts arec abandoned.

High extra costs are the #1 reason why shoppers abandon their shopping carts.

Shopity is the #1 most popular e-commerce site building technology with over 15%
of the market share, used by nearly 4 million sites.



Grafik 1. Dinyada Kag E-Ticaret Sitesi Var

Global Growth of eCommerce Sites by Year
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Grafik 2. Dinyadaki e-Ticaret Satislarinin Pazar Bluyuklugu Nedir
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Grafik 3. Dinyada Mobil E-Ticaret Satiglarinin Pazar Buyukligu Nedir
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Grafik 4. Kag Kisi Cevrimici Aligveris Yapiyor

How Many People Shop Online?

n billions

-:'\ 1
;‘)
5!
o0
(@]

o
wn

2014 2015




Grafik 5. insanlar Neden Online Aligveris Yapar

Top Reasons People Shop Online

Free delivery

Coupons & discounts

Review from other users

Easy returns policy

Easy checkout process

Next-day delivery
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Eco-friendliness

Ability to spread payments over time
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Grafik 6. Hangi Ulkeler En Biiyiik e-Ticaret Pazarlarina Sahip

eCommerce Sales by Country (2021)
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Grafik 7. Ortalama e-Ticaret Dontigtm Orani Nedir

Average eCommerce Conversion Rate (2015-2022)
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Grafik 8. Ortalama Aligverig Sepeti Vazgegme Orani Nedir
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Grafik 9. Odeme Sirasinda Vazgegmenin Ana Sebepleri Nelerdir

Reasons for Shopping Cart Abandonments During Checkout
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Grafik 10. Dinyanin En Popduler e-Ticaret Platformlar Nelerdir

The Biggest eCommerce Site Builders by Market Share
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ENTREPRENEURSHIP

Within the Scope of E-Commerce, Digital Marketing and Social Media
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Girisimcilik, ekonomik firsatlarin kesfedilip yeni degerlere déntsttirtldig bir organizasyonun olusturulmasi igin Gretim faktérlerinin
biraraya getirildigi bir strectir.

Bustirecte, teknolojik gelismelerin getirdigi e-ticaret, dijital pazarlama ve sosyal medya kavramlari ortaya cikmistir. Giniimuzde tim
girisimlerin, yasamlarini sirdiirme ve blyiime stratejilerinin icerisinde e-ticaret, dijital pazarlama ve sosyal medya kavramlari yer
almaktadir. Bu kavramlar 6zelinde ortaya ¢cikmis girisimler dahi bulunmaktadir.

Bu kitap; girisimciligin geleneksel temellerini ele almakla birlikte dijital cagin gerekliliklerini yakalamak isteyen tiim girisimcilere,
sektor calisanlarina, akademisyenlere ve 6grencilere 1sik tutmayi amaglamaktadir.

Entrepreneurship is a process in which production factors are brought together to create an organization where economic
opportunities are discovered and transformed into new values.

In this process, the concepts of e-commerce, digital marketing and social media brought about by technological developments have
emerged. Today, e-commerce, digital marketing and social media concepts are included in the survival and growth strategies of all
enterprises. There are eveninitiatives that have emerged specifically for these concepts.

This book; While addressing the traditional foundations of entrepreneurship, it aims to shed light on all entrepreneurs, sector
employees, academics and students who want to meet the requirements of the digital age.
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