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Dear participants, 

UIK 2024 Congress is an internationally recognized academic event. With this congress, where face-to-
face and remote participation is supported, you will have the opportunity to present your scientific 
publications. Our congress, which is attended by respected names in the scientific community, is a 
candidate congress to bring new horizons to science. 

From 13 countries 116 participants applied to the congress. Participants presented their papers for two 
days in the congress. 

We are also grateful to the esteemed participants, our keynote speakers, our referees for their support 
and contributions to the success of this congress. Thank you for attending our academic event and 
supporting us. 

The UIK 2024 congress will be held every year by raising its target higher. It will reach out to wider 
communities and increase the number of papers and participants. 

Any kind of feedback about the congress is very important to us. You can reach our congress from our 
web page, isletmecilik2024@kocaeli.edu.tr e-mail address and official social media accounts. 

10.06.2024 

UIK 2024 ORGANIZING COMMITTEE 
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SCIENCE COMMITTEE 

Sorted Alphabetically By Last Name 

Prof. Dr. Micu Adrian University of Galati Romanya 

Prof. Dr. A. Asuman Akdoğan 
Erciyes Üniversitesi / Kırgızistan-
Türkiye Manas Üniversitesi 

Türkiye 

Prof. Dr. M. Şükrü Akdoğan 
Erciyes Üniversitesi / Kırgızistan-
Türkiye Manas Üniversitesi 

Türkiye 

Prof. Dr. Veli Akel Erciyes Üniversitesi Türkiye 

Prof. Dr. Tahir Akgemci Selçuk Üniversitesi Türkiye 

Prof. Dr. Eyüp Akın Aksaray Üniversitesi Türkiye 

Prof. Dr. Murat Akın 
Niğde Ömer Halisdemir 
Üniversitesi 

Türkiye 

Prof. Dr. Ahmet Aksoy 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Semra Aksoylu Kayseri Üniversitesi Türkiye 

Prof. Dr. Cemalettin Aktepe 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Ayşe Akyol İstanbul Arel Üniversitesi Türkiye 

Prof. Dr. Ali Alagöz Selçuk Üniversitesi Türkiye 

Prof. Dr. Raian Ali Bournemouth University İngiltere 

Prof. Dr. Sanem Alkibay 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Lütfihak Alpkan İstanbul Teknik Üniversitesi Türkiye 

Prof. Dr. Remzi Altunışık Sakarya Üniversitesi Türkiye 

Prof. Dr. Faruk Andaç Çağ Üniversitesi Türkiye 

Prof. Dr. Güler Aras Yıldız Teknik Üniversitesi Türkiye 

Prof. Dr. Mehpare Tokay Argan Bilecik Şeyh Edebali Üniversitesi Türkiye 

Prof. Dr. Müge Arslan Marmara Üniversitesi Türkiye 

Prof. Dr. S. Burak Arzova Marmara Üniversitesi Türkiye 

Prof. Dr. Yonca Aslanbay İstanbul Bilgi Üniversitesi Türkiye 

Prof. Dr. Ömer Adil Atasoy İstanbul Aydın Üniversitesi Türkiye 

Prof. Dr. Canan Ay Manisa Celal Bayar Üniversitesi Türkiye 

Prof. Dr. Hasan Ayaydın Gümüşhane Üniversitesi Türkiye 

Prof. Dr. Belgin Aydıntan 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 
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Prof. Dr. Enver Aydoğan 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Nevzat Aypek 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Yücel Ayrıçay 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Tevfik Aytemiz Mersin Üniversitesi Türkiye 

Prof. Dr. Semra Aytuğ Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Şenol Babuşçu Başkent Üniversitesi Türkiye 

Prof. Dr. Canan Gamze Bal 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Mehmet Barca Ankara Sosyal Bilimler Üniversitesi Türkiye 

Prof. Dr. Nejat Basım Başkent Üniversitesi Türkiye 

Prof. Dr. Mehmet Baş 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Yılmaz Bayar Bandırma Üniversitesi Türkiye 

Prof. Dr. Gül Bayraktaroğlu Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Türksel Kaya Bensghir 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Dursun Bingöl 
Ankara Türk Hava Kurumu 
Üniversitesi 

Türkiye 

Prof. Dr. Hüdaverdi Bircan Cumhuriyet Üniversitesi Türkiye 

Prof. Dr. Kemal Birdir Mersin Üniversitesi Türkiye 

Prof. Dr. Alla Bobyleva 
Lomonosov Moscow State 
University 

Rusya 

Prof. Dr. Jaouad Boukachour University of Le Havre Fransa 

Prof. Dr. Özlem Çetinkaya Bozkurt Mehmet Akif Ersoy Üniversitesi Türkiye 

Prof. Dr. Derviş Boztosun Kayseri Üniversitesi Türkiye 

Prof. Dr. Meliha Deniz Börü Marmara Üniversitesi Türkiye 

Prof. Dr. Ahmet Vecdi Can Sakarya Üniversitesi Türkiye 

Prof. Dr. Alexandru Capatana University of Galati Romanya 

Prof. Dr. Oleksandr Chernyak 
National Taras Shevchenko 
University of Kyiv 

Ukrayna 

Prof. Dr. Ali Ceylan Uludağ Üniversitesi Türkiye 

Prof. Dr. Nildağ Başak Ceylan 
Ankara Yıldırım Beyazıt 
Üniversitesi 

Türkiye 
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Prof. Dr. Mehmet Cihangir Osmaniye Korkut Ata Üniversitesi Türkiye 

Prof. Dr. Ruziye Cop 
Bolu Abant İzzet Baysal 
Üniversitesi 

Türkiye 

Prof. Dr. Erman Coşkun Bakırçay Üniversitesi Türkiye 

Prof. Dr. Serap Çabuk Çukurova Üniversitesi Türkiye 

Prof. Dr. İrfan Çağlar Hitit Üniversitesi Türkiye 

Prof. Dr. Ayşehan Çakıcı Mersin Üniversitesi Türkiye 

Prof. Dr. Celil Çakıcı Mersin Üniversitesi Türkiye 

Prof. Dr. Ali Çağlar Çakmak 
Kahraman Maraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Mustafa Fedai Çavuş Osmaniye Korkut Ata Üniversitesi Türkiye 

Prof. Dr. Hülya Gündüz 
Çekmecelioğlu 

Kocaeli University Türkiye 

Prof. Dr. Adnan Çelik Selçuk Üniversitesi Türkiye 

Prof. Dr. Osman Çevik 
Karamanoğlu Mehmetbey 
Üniversitesi 

Türkiye 

Prof. Dr. Levent Çıtak Erciyes Üniversitesi Türkiye 

Prof. Dr. Suzan Çoban 
Nevşehir Hacı Bektaş Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Turgut Çürük Çukurova Üniversitesi Türkiye 

Prof. Dr. Thiago De Chaves State University of Santa Catarina Brezilya 

Prof. Dr. İstemi Demirağ Tallinn University of Technology Estonya 

Prof. Dr. Mehmet Demirbağ University of Essex İngiltere 

Prof. Dr. Özgür Demirtaş Kayseri Üniversitesi Türkiye 

Prof. Dr. Ertuğrul Deliktaş Ege Üniversitesi Türkiye 

Prof. Dr. Erkan Turan Demirel Fırat Üniversitesi Türkiye 

Prof. Dr. Erhan Demireli Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Yunus Dursun Erciyes Üniversitesi Türkiye 

Prof. Dr. Ethem Duygulu Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Metin Kamil Ercan 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Aysel Erciş Atatürk Üniversitesi Türkiye 

Prof. Dr. Sabri Erdem Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Bayram Zafer Erdoğan Anadolu Üniversitesi Türkiye 

Prof. Dr. Sinem Ergun Marmara Üniversitesi Türkiye 
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Prof. Dr. Alptekin Erkollar 
Swiss Federal Institute of 
Technology 

İsveç 

Prof. Dr. Burcu Erşahan 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Fatih Coşkun Ertaş Atatürk Üniversitesi Türkiye 

Prof. Dr. Hatice Seçil Fettahlıoğlu 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Ömer Okan Fettahlıoğlu 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Berrin Filizöz Sivas Cumhuriyet Üniversitesi Türkiye 

Prof. Dr. Javier Sanchez Garcia Jaume I University İspanya 

Prof. Dr. Nurullah Genç Merkez Bankası Türkiye 

Prof. Dr. Nusret Göksu 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Onur Gözbaşı Nuh Naci Yazgan Üniversitesi Türkiye 

Prof. Dr. Ambrish Gupta Fore School of Management Hindistan 

Prof. Dr. Rajeev Gupta Teerthanker Mahaveer University Hindistan 

Prof. Dr. Kenan Güllü Erciyes Üniversitesi Türkiye 

Prof. Dr. Mustafa Gülmez Akdeniz Üniversitesi Türkiye 

Prof. Dr. Gülten Eren Gümüştekin Çanakkale Üniversitesi Türkiye 

Prof. Dr. Gülgün Nazan Günay Ege Üniversitesi Türkiye 

Prof. Dr. Umman Tuğba Gürsoy İstanbul Üniversitesi Türkiye 

Prof. Dr. Salim Haddadi Universite 8 Mai 1945 Cezayir 

Prof. Dr. Slim Hammadi University of Lille Fransa 

Prof. Dr. Ahmet Hasköse Erciyes Üniversitesi Türkiye 

Prof. Dr. Adalet Hazar Başkent Üniversitesi Türkiye 

Prof. Dr. Burcu İlter İzmir Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Tahir Islam 
Prague University of Economics and 
Management 

Çekya 

Prof. Dr. İsa İpçioğlu Bilecik Şeyh Edebali Üniversitesi Türkiye 

Prof. Dr. Ömer Faruk İşcan Atatürk Üniversitesi Türkiye 

Prof. Dr. Josef Jablonsky University of Economics Prague Çekya 

Prof. Dr. Serkan Yılmaz Kandır Çukurova Üniversitesi Türkiye 

Prof. Dr. Mustafa Halid Karaarslan Karabük Üniversitesi Türkiye 

Prof. Dr. Selahattin Karabınar İstanbul Üniversitesi Türkiye 
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Prof. Dr. Korhan Karacaoğlu 
Nevşehir Hacı Bektaş Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Himmet Karadal Bolu İzzet Baysal Üniversitesi Türkiye 

Prof. Dr. Mehmet Baha Karan Hacettepe Üniversitesi Türkiye 

Prof. Dr. Fehmi Karasioğlu Selçuk Üniversitesi Türkiye 

Prof. Dr. Reşat Karcıoğlu Atatürk Üniversitesi Türkiye 

Prof. Dr. Alev Katrinli Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Bahtışen Kavak Hacettepe Üniversitesi Türkiye 

Prof. Dr. Bayram Kaya Giresun Üniversitesi Türkiye 

Prof. Dr. Cevdet Alptekin Kayalı İzmir Demokrasi Üniversitesi Türkiye 

Prof. Dr. İsmail Kayar Altınbaş Üniversitesi Türkiye 

Prof. Dr. H. Necla Keleş Bahçeşehir Üniversitesi Türkiye 

Prof. Dr. Ganna Kharlamova 
Taras Shevchenko National 
University of Kyiv 

Ukrayna 

Prof. Dr. Kemal Can Kılıç Çukurova Üniversitesi Türkiye 

Prof. Dr. İbrahim Kırçova Yıldız Teknik Üniversitesi Türkiye 

Prof. Dr. Ayşe Çiğdem Kırel Anadolu Üniversitesi Türkiye 

Prof. Dr. Muhammet Mustafa 
Kısakürek 

Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Duygu Kızıldağ İzmir Demokrasi Üniversitesi Türkiye 

Prof. Dr. Olgun Kitapçı Akdeniz Üniversitesi Türkiye 

Prof. Dr. Orhan Kocagöz 
Friedrich-Alexander-Universitat 
Erlangen-Nurnberg 

Almanya 

Prof. Dr. Leyla Leblebici Koçer Erciyes Üniversitesi Türkiye 

Prof. Dr. Sezer Korkmaz 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Turhan Korkmaz Mersin Üniversitesi Türkiye 

Prof. Dr. Haluk Korkmazyürek Toros Üniversitesi Türkiye 

Prof. Dr. Onur Köksal 
Niğde Ömer Halisdemir 
Üniversitesi 

Türkiye 

Prof. Dr. Salih Kuşluvan İstanbul Medeniyet Üniversitesi Türkiye 

Prof. Dr. İlhan Küçükkaplan Pamukkale Üniversitesi Türkiye 

Prof. Dr. Canan Madran İzmir Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Lyudmyla Malyarets 
Simon Kuznets Kharkiv National 
University Economics 

Ukrayna 

Prof. Dr. José Ramos Pires Manso University of Beira İnterior Portekiz 
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Prof. Dr. Mehmet Marangoz Muğla Sıtkı Koçman Üniversitesi Türkiye 

Prof. Dr. Bilçin Tak Meydan Bursa Uludağ Üniversitesi Türkiye 

Prof. Dr. Herman Mawengkang University of Sumatera Utara Endonezya 

Prof. Dr. Nicoleta Barbuta Mişu University of Galati Romanya 

Prof. Dr. Güven Murat Karadeniz Teknik Üniversitesi Türkiye 

Prof. Dr. Mahir Nakip Ankara Çankaya Üniversitesi Türkiye 

Prof. Dr. Süphan Nasır İstanbul Üniversitesi Türkiye 

Prof. Dr. Fatma Demirci Orel Çukurova Üniversitesi Türkiye 

Prof. Dr. Fikret Otlu İnönü Üniversitesi Türkiye 

Prof. Dr. Nuri Ömürbek Süleyman Demirel Üniversitesi Türkiye 

Prof. Dr. Semra Öncü Manisa Celal Bayar Üniversitesi Türkiye 

Prof. Dr. Bülent Öz Osmaniye Korkut Ata Üniversitesi Türkiye 

Prof. Dr. Ali Özdemir Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Lütfiye Özdemir İnönü Üniversitesi Türkiye 

Prof. Dr. Pınar Sural Özel Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Engin Özgül Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Şule Özkan 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Belkıs Özkara Afyon Kocatepe Üniversitesi Türkiye 

Prof. Dr. Ömür Özmen Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. M. Başaran Öztürk 
Niğde Ömer Halisdemir 
Üniversitesi 

Türkiye 

Prof. Dr. Sevgi Ayşe Öztürk Anadolu Üniversitesi Türkiye 

Prof. Dr. Onur Özveri Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Mahmut Paksoy İstanbul Kültür Üniversitesi Türkiye 

Prof. Dr. Recep Pekdemir İstanbul Üniversitesi Türkiye 

Prof. Dr. Ali Haluk Pınar 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Musa Pınar University of Valparaiso Türkiye 

Prof. Dr. Kishore Gopalakrishna 
Pillai 

University of East Anglia İngiltere 

Prof. Dr. Joost Platje University of Wroclav Polonya 

Prof. Dr. Musa Pınar University of Valparaiso ABD 

Prof. Dr. Sema Polatçı Tokat Gaziosmanpaşa Üniversitesi Türkiye 

Prof. Dr. Abdellah Salhi University of Essex İngiltere 
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Prof. Dr. Abdelkader Sbihi University of Le Havre Fransa 

Prof. Dr. Seval Kardeş Selimoğlu Anadolu Üniversitesi Türkiye 

Prof. Dr. Fatih Semerciöz İstanbul Üniversitesi Türkiye 

Prof. Dr. Abdullah Soysal 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Berna Taner Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. El-Ghazali Talbi University of Lille Fransa 

Prof. Dr. Marco Taliento University of Foggia İtalya 

Prof. Dr. Veyis Naci Tanış Çukurova Üniversitesi Türkiye 

Prof. Dr. Cem Tanova Eastern Mediterranean University KKTC 

Prof. Dr. Cihan Tanrıöven 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Mustafa Tanyeri Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Çağatan Taşkın Uludağ Üniversitesi Türkiye 

Prof. Dr. Mustafa Taşlıyan 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Vahap Tecim İzmir Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Mehmet Şükrü Tekbaş Türk-Alman Üniversitesi Türkiye 

Prof. Dr. Fatma Tektüfekçi İzmir Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Metehan Tolon 
Ankara Hacı Bayram Veli 
Üniversitesi 

Türkiye 

Prof. Dr. Mustafa Zihni Tunca Süleyman Demirel Üniversitesi Türkiye 

Prof. Dr. Murat Türk Osmaniye Korkut Ata Üniversitesi Türkiye 

Prof. Dr. Zeynep Türk Osmaniye Korkut Ata Üniversitesi Türkiye 

Prof. Dr. Okyay Uçan 
Niğde Ömer Halisdemir 
Üniversitesi 

Türkiye 

Prof. Dr. Şaban Uzay Erciyes Üniversitesi Türkiye 

Prof. Dr. Reyhan Ayşen Wolff Giresun Üniversitesi Türkiye 

Prof. Dr. Fahri Ünsal İthaca College ABD 

Prof. Dr. Gerhard Wilhelm Weber Poznan University of Technology Polonya 

Prof. Dr. Azmi Yalçın Çukurova Üniversitesi Türkiye 

Prof. Dr. Kürşat Yalçıner İstanbul Gelişim Üniversitesi Türkiye 

Prof. Dr. Murat Yalçıntaş İstanbul Ticaret Üniversitesi Türkiye 

Prof. Dr. Adnan Yassine University of Le Havre Fransa 

Prof. Dr. Yasemin Yavuz Erciyes Üniversitesi Türkiye 
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Prof. Dr. Okan Yeloğlu Başkent Üniversitesi Türkiye 

Prof. Dr. Salih Yeşil 
Kahramanmaraş Sütçü İmam 
Üniversitesi 

Türkiye 

Prof. Dr. Murat Yıldırım Karabük Üniversitesi Türkiye 

Prof. Dr. Rıfat Yıldız Kapadokya Üniversitesi Türkiye 

Prof. Dr. Uğur Yozgat Nişantaşı Üniversitesi Türkiye 

Prof. Dr. Fatih Yücel 
Niğde Ömer Halisdemir 
Üniversitesi 

Türkiye 

Prof. Dr. Süleyman Yükçü Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Hilmi Yüksel Dokuz Eylül Üniversitesi Türkiye 

Prof. Dr. Kamal Zuhairi Bin Zamli University Malaysia Pahang Malezya 

Prof. Dr. Cemal Zehir Yıldız Teknik Üniversitesi Türkiye 
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ÖNSÖZ 

23. Uluslararası İşletmecilik Kongresi (23. UİK) 09-11 Mayıs 2024 tarihlerinde Kocaeli Üniversitesi 
(KOÜ) İşletme Fakültesi ev sahipliğinde Kocaeli Büyükşehir Kongre Merkezinde başarılı bir şekilde 
düzenlenmiştir. 23 yıldır kesintisiz olarak gerçekleştirilen ve işletmecilik alanındaki gelişmeleri, 
araştırmaları, uzmanlık ve deneyimleri paylaşmayı amaçlayan kongre yurt içinden ve yurt dışından 
birçok akademisyen, öğrenci ve iş insanın katılımına tanık olmuştur.   

Kongrede başta Yönetim ve Organizasyon ve Pazarlama alanında olmak üzere işletmeciliğin bütün alt 
disiplinlerine ilişkin bildiriler sunulmuş, bilgi paylaşımı sağlanmış, genç araştırmacıların farklı kurum 
veya ülkelerden gelen bilim insanları ile iletişim kurmaları sağlanarak gelecekte ortak çalışma ve iş 
birliği yapma fırsatı doğmuştur. Türkiye’de düzenlenen en geniş katılımlı kongrelerden biri olan 
Uluslararası İşletmecilik Kongresi’nde, sunulan uluslararası bildiri sayısı ve davetli konuşmacı sayısı 
son yıllarda artmaktadır. 23. Uluslararası İşletmecilik Kongresinde 16 oturumda 53 bildiri sunulmuş ve 
200 akademisyen- araştırmacı katılımı sağlanmıştır. Kongrede ayrıca gerek yüz yüze gerekse online 
olarak oldukça zengin bir Keynote Speaker programı gerçekleştirilmiştir. Bu oturumlara Prof. Dr. 
Abdellah Salhi (University of Essex- İngiltere), Prof. Dr. İstemihan Demirağ (Talin University of 
Technology – Estonya), Prof. Dr. Murat Kıyılar (Marmara Üniversitesi), Prof. Dr. Erdoğan Koç 
(Bahçeşehir Üniversitesi), Prof. Dr. Ali Ekber Akgün (Yıldız Teknik Üniversitesi) ’den gelen bilim 
insanları yüz yüze oturumlarda çok değerli sunumlar gerçekleştirmiştir. Online keynote speaker 
programında ise Prof. Dr. Dilek Çetindamar (University of Technology of Sydney- Avustralya), Prof. 
Dr. Kishore Gopalakrishna Pillai (Rajagari Business School-Hindistan), Prof. Dr. Musa Pınar 
(Valparasio University- Amerika) , Doç. Dr. Berk Küçükaltan (University of Bradford-İngiltere)’den  
katılım sağlayan değerli bilim insanları sunumlarını gerçekleştirmiştir.  Kongremize farklı ülkelerden 
davetli konuşmacı olarak katılım sağlayan bilim insanları da olmuştur. 23.Uluslararası İşletmecilik 
Kongresi’nde aynı zamanda İş Dünyasının Gözünden adlı oturumda Kocaeli’nde faaliyet gösteren Brisa 
ve Petro Yağ Lubricants İşletmesi’nin üst düzey yöneticileri sunumlar gerçekleştirmiştir.  Değerli 
sunumları ve katılımlarından dolayı tüm davetli konuşmacılarımıza çok teşekkür ederiz.  

Her yıl farklı bir üniversitenin ev sahipliğinde farklı ülkelerden çok sayıda bilim insanının katılımıyla 
düzenlenen “Uluslararası İşletmecilik Kongresi’nin bu yıl Kocaeli Üniversitesi İşletme Fakültesi ev 
sahipliğinde gerçekleştirilmiş olmasından ve değerli bilimsel paylaşımlara, iş birliklerine ve dostlukların 
oluşmasına aracılık etmekten dolayı mutluluk ve gurur duyuyoruz. Bu süreçte kongremizin açılış 
oturumuna gelerek İş Sağlığı ve İş güvenliği konusunda bir konuşma yaparak kongremize katkı sunan 
Çalışma ve Sosyal Güvenlik Bakan Yardımcısı Prof. Dr. Lütfihak Alpkan’a, destekleyici tutumunu 
bizden esirgemeyen Kocaeli Üniversitesi rektörü Prof. Dr. Zafer Cantürk’e çok teşekkür ederiz. Ayrıca 
UİK Danışma Kurulu başkanı Prof. Dr. Şükrü Akdoğan nezdinde tüm danışma kurulu üyelerine, kongre 
hazırlık sürecinde bize yardımcı olan önceki dönemin düzenleme kurulu başkanı Doç. Dr. Yahya Can 
Dura’ya, Kocaeli Üniversitesi İşletme bölümü öğretim üyelerine ve araştırma görevlilerine teşekkür 
ederiz.   

 

Kongre Dönem Başkanları  

  

Prof. Dr.  Muhsin HALİS       &                Prof. Dr. Hülya Gündüz ÇEKMECELİOĞLU 
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EDİTÖRDEN 

23. Uluslararası İşletmecilik Kongresi Bildiriler Kitabı'na başlarken, bu kitabın oluşturulmasına katkı 
sağlayan tüm katılımcılara, akademisyenlere ve dest olan kurumlara teşekkür etmeyi bir borç biliyoruz. 
7-9 Mayıs 2024 tarihlerinde Kocaeli Üniversitesi'nin ev sahipliğinde Kocaeli'de gerçekleştirilen bu 
kongre, işletmecilik alanında bilgi alışverişi, işbirliği ve yenilikçi fikirlerin paylaşımı için önemli bir 
platform sundu. Bu etkinlik, işletmecilik disiplininin çeşitli alanlarında yapılan güncel araştırmaların ve 
çalışmaların tartışılmasına olanak tanıdı. 

Kongrede, farklı ülkelerden ve disiplinlerden gelen katılımcılar, işletmecilik alanında yenilikçi 
araştırmalarını sunma fırsatı buldular. Bu bildiriler kitabı, kongrede sunulan ve tartışılan çalışmaları 
içermekte olup, işletme yönetimi, pazarlama, insan kaynakları, finans, örgütsel davranış, girişimcilik ve 
daha birçok alt disipline dair geniş bir yelpazeyi kapsamaktadır. Kitapta yer alan çalışmalar, işletmecilik 
literatürüne önemli katkılar sağlayacak nitelikte değerli araştırmaları bir araya getirmektedir. Etkinlikte 
tartışılan konular, iş dünyasının güncel sorunlarına ışık tutmakta ve gelecekteki araştırmalar için ilham 
kaynağı olmaktadır. 

Bu yılki kongremizde, işletmecilik teorisi ve uygulamaları bağlamında birçok yenilikçi ve derinlemesine 
analizler sunuldu. Araştırma konuları arasında işletme yönetimi, stratejik yönetim, pazarlama 
stratejileri, insan kaynakları yönetimi, finansal yönetim, örgütsel davranış, girişimcilik, dijital dönüşüm 
ve sürdürülebilirlik gibi pek çok önemli konu yer aldı. Bu bildiriler, hem teorik hem de uygulamalı bakış 
açılarıyla ele alınmış olup, akademik dünyaya ve iş dünyasına değerli katkılar sunmaktadır. 

Kongremizdeki oturumlarda yapılan verimli tartışmalar ve kurulan yeni işbirlikleri, bu tür akademik 
etkinliklerin ne kadar önemli olduğunu bir kez daha göstermiştir. Farklı bakış açılarını ve yöntemleri bir 
araya getiren bu etkinlikler, işletmecilik alanında daha geniş bir perspektif kazanılmasına olanak 
tanımaktadır. Katılımcılarımızın sunduğu yenilikçi ve özgün çalışmalar, işletmecilik literatürüne önemli 
katkılar sağlamış ve gelecekte yapılacak araştırmalar için bir temel oluşturmuştur. 

Kongremizin başarısında emeği geçen tüm katılımcılara, keynote konuşmacılara, davetli konuşmacılara, 
düzenleme kuruluna ve destek veren tüm kurumlara teşekkür ederiz. Ayrıca, bildiriler kitabının 
hazırlanmasında emeği geçen editörler ve hakemlerimize de teşekkürlerimizi sunarız. Bu değerli 
katkılarınız olmasaydı, bu etkinliğin başarısını elde etmek mümkün olmazdı. 

Sonuç olarak, 23. Uluslararası İşletmecilik Kongresi'nin, işletmecilik alanındaki bilgi birikimini 
artıracağına ve gelecekteki araştırmalar için ilham kaynağı olacağına inanıyoruz. Bu bildiriler kitabında 
yer alan çalışmaların, işletmecilik alanında daha ileriye dönük araştırmalar gerçekleştirilmesine katkı 
sağlayacağına olan inancımız tamdır. Kitabın, akademik dünyaya, iş dünyasına ve tüm ilgililere faydalı 
olmasını dileriz. 

Saygılarımızla, 

Prof. Dr. Ayşe GÜNSEL 

23. Uluslararası İşletmecilik Kongresi Bildiriler Kitabı Editörü 
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PAZARLAMADA VERİ GİZLİLİĞİ: BİBLİYOMETRİK BİR ANALİZ 

 

Dr. Öğr. Üyesi İbrahim Halil EFENDİOĞLU 

Gaziantep Üniversitesi, efendioglu@gantep.edu.tr 

Özet  

Pazarlamada veri gizliliği, müşteri bilgilerinin toplanması, saklanması, işlenmesi ve paylaşılması 
sırasında bu bilgilerin korunmasını içeren uygulamaları ve ilkeleri ifade eder. Bu çalışmanın amacı veri 
gizliliği ve pazarlama konusunda yapılmış yayınları bibliyometrik analiz yöntemi ile incelemektir. 
Çalışmada analiz R Studio ve Bibliometrix paketi ile yapılmıştır. Yayınlar Web of Science (WoS) veri 
tabanından alınmıştır. İncelenen yayınların; başlık, anahtar kelime ve özet bölümleri dikkate alınmış ve 
bu bölümlerde "marketing" ve " data privacy" terimleri geçen yayınlar çalışmaya dahil edilmiştir. Bu 
doğrultuda, 2000 ile 2024 yılları arasında 277 yayın tespit edilmiştir. Yayınlar 39’u tek yazarlı olmak 
üzere 869 yazar tarafından yapılmıştır. En çok makale yayımlanan dergiler; IEEE Access, Applied 
Energy, Energy ve Internet of Things Journal’dır. Bu konularda, en aktif yazarlar; Chen Y, Iria J, Li F, 
ve Li Y’dir. Ayrıca en fazla yayın yapan ve en çok atıf alan ülkeler sırasıyla; Amerika Birleşik 
Devletleri, Çin ve Birleşik Krallık iken en fazla yayın yapan kurumlar; Georgetown Üniversitesi, Şangay 
Jiao Tong Üniversitesi ve British Columbia Üniversitesidir. Bunların yanında disiplinlerarası 
çalışmaların fazla olması veri gizliliği ve pazarlama kavramlarının teknolojik, sosyal ve etik açıdan iç 
içe geçtiğini göstermektedir. Diğer taraftan yayınların bir çok farklı ülkede ve farklı bakış açılarıyla 
yapılması kültürel ve ekonomik bağlamda veri gizliliği endişelerinin evrenselliğini ön plana 
çıkarmaktadır. Bu çalışma ile gelecekte “pazarlama” ve “veri gizliliği” alanında çalışma yapmak isteyen 
araştırmacılara katkı sunulması amaçlanmıştır. Dolayısıyla pazarlamada veri gizliliği, gelecekte de 
merkezi bir mesele olacağı ve endüstri için kritik öneme sahip olmaya devam edeceği öngörülmektedir. 

Anahtar Kelimeler: Veri Gizliliği, Pazarlama, Bibliyometrik Analiz 

 

DATA PRIVACY IN MARKETING: A BIBLIOMETRIC ANALYSIS 

Abstract 

Data privacy in marketing refers to the practices and principles that protect customer information during 
collection, storage, processing, and sharing. This study aims to examine publications on data privacy 
and marketing through bibliometric analysis. The analysis was conducted using R Studio and the 
Bibliometrix package. Publications were sourced from the Web of Science (WoS) database. The titles, 
keywords, and abstracts of the reviewed publications were considered, and those that included the terms 
"marketing" and "data privacy" were incorporated into the study. Accordingly, 277 publications were 
identified between the years 2000 and 2024. These publications were authored by 869 authors, including 
39 single-author articles. The journals with the most published articles are IEEE Access, Applied 
Energy, Energy, and Internet of Things Journal. The most active authors in this field are Chen Y, Iria J, 
Li F, and Li Y. Additionally, the countries with the most publications and citations are the United States, 
China, and the United Kingdom respectively. At the same time, the leading institutions are Georgetown 
University, Shanghai Jiao Tong University, and the University of British Columbia. The significant 
number of interdisciplinary studies indicates that data privacy and marketing are intertwined from 
technological, social, and ethical perspectives. Furthermore, the publications' diverse geographical 
origins and perspectives highlight the universality of data privacy concerns in cultural and economic 
contexts. This study aims to contribute to future researchers who wish to work in "marketing" and "data 
privacy." Therefore, it is anticipated that data privacy in marketing will remain a central issue and 
continue to be critical for the industry. 

Keywords: Data Privacy, Marketing, Bibliometric Analyses 
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1. INTRODUCTION 

Data privacy in marketing includes practices and policies regarding how customers' personal 
information is collected, used, shared, and protected. This concept has gained even more importance 
with the increasing concerns of consumers and the strict regulations introduced at the global level for 
protecting personal data. (Martin & Murphy, 2017). Especially with the increase in digital marketing 
activities, how businesses collect and use customer data has been scrutinized. 

Data privacy is considered an essential element of gaining and maintaining customer trust. Consumers 
expect businesses to take necessary precautions to protect their personal information. These expectations 
are established on a legal basis by regulations such as the European Union's General Data Protection 
Regulation (GDPR) and the California Consumer Privacy Act (CCPA) (Baik, 2020; Hoofnagle et al., 
2019). Such regulations focus on transparency and consumer consent in data collection, storage, 
processing, and sharing practices. 

For businesses, compliance with data privacy can be seen as more than just a legal requirement; it can 
be seen as a strategic advantage that positively affects brand image and customer loyalty (Flavián & 
Guinalíu, 2006). Protecting customer information is an ethical responsibility and critical to protecting 
businesses' reputations and complying with increasing legal obligations (López Jiménez et al., 2021). 
Customers have more trust in businesses that protect their data and respect their privacy, and they tend 
to form longer-term relationships with these businesses. Therefore, establishing, implementing, and 
constantly reviewing data privacy policies is critical for businesses. 

Data privacy strategies cover all processes related to customer data collection, use, and storage (Tene & 
Polonetsky, 2012). These include data minimization, limiting data retention time, robust data security 
measures, and developing rapid response mechanisms against data breaches (Wedel & Kannan, 2016). 
Additionally, giving consumers tools to control their data, such as options to manage information in 
their online profiles or opt out of receiving marketing communications, is an essential part of data 
privacy practices. 

Accordingly, data privacy in marketing is a fundamental building block for a business's success in 
today's digital economy. Businesses must develop comprehensive and transparent data privacy policies 
and effectively implement these policies to meet consumers' privacy expectations and comply with legal 
regulations. This approach increases customer trust while minimizing potential legal risks and 
reputational damage.  

This research is designed to construct a theoretical model by conducting a bibliometric literature review 
on the intersection of marketing and data privacy. It accomplishes this by meticulously analyzing 277 
publications identified in the Web of Science (WoS) database from 2000 to 2024, including marketing 
and data privacy in their title, abstract, or keywords. The study seeks to address several key research 
questions: 

RQ1: What types of documents on data privacy and marketing are cataloged in WoS? 

RQ2: How are the data privacy and marketing articles distributed over time in WoS? 

RQ3: What is the yearly average citation count for data privacy and marketing documents in WoS? 

RQ4: How does the output of authors in the field of data privacy and marketing evolve in WoS? 

RQ5: Which institutions are the leading contributors to data privacy and marketing research? 

RQ6: From which countries do the most significant contributions to data privacy and marketing 
literature originate? 

RQ7: Which countries' publications receive the most citations in data privacy and marketing? 

RQ8: What are the most cited works globally in data privacy and marketing? 

RQ9: What keywords are most common in the literature on data privacy and marketing in WoS? 

RQ10: What collaboration networks exist among authors in the data privacy and marketing field in 
WoS? 
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The organization of this study is as follows: Initially, it outlines the concept of data privacy within the 
context of marketing as discussed in the literature. This is followed by an in-depth examination of these 
concepts from a marketing viewpoint. Subsequently, the methodology section describes the process of 
bibliometric analysis. Finally, the findings of this research are elaborated upon, highlighting the study's 
contributions. 

 

2. DATA PRIVACY IN MARKETING 

Data privacy in marketing covers concerns about how consumers' personal information is collected and 
used and the measures taken to protect that information (Lee et al., 2011). Data privacy in marketing 
refers to the protection of customers' personal data collected and utilized by businesses for marketing 
purposes. The GDPR poses challenges to small and medium-sized enterprises (SMEs) in ensuring the 
safeguarding of customers' personal information (Hanáková, 2021). With the advent of artificial 
intelligence (AI) in marketing, including natural language processing, machine learning, and deep 
learning, there is a growing need to address data privacy issues related to AI's collection and utilization 
of customer data (Ferm et al., 2022). The evolving landscape of data privacy in marketing requires a 
multidimensional approach that considers societal roles, psychological aspects, and economic 
implications to effectively address contemporary privacy challenges (Kelly et al., 2017). Applications 
in this field help businesses gain customer trust and ensure that legal obligations are fulfilled. 

Data privacy in marketing is not just a legal requirement but also a significant opportunity for businesses 
to strengthen customer relationships and enhance their brand image (Malthouse et al., 2013). Data 
privacy in marketing goes beyond being a mere legal obligation; it presents a substantial opportunity for 
businesses to fortify customer relationships and bolster their brand image. As highlighted in various 
research papers, the collection and ethical handling of customer data for personalization processes are 
crucial in maintaining consumer trust and loyalty (Ferm et al., 2022; Nayal, 2022). By prioritizing data 
privacy, companies can mitigate privacy concerns, reduce consumer backlash, and increase the 
willingness of customers to share their data for personalized marketing efforts (Hemker et al., 2021). 
Moreover, safeguarding user data is paramount for businesses of all sizes, regardless of geographical 
location, emphasizing the importance of implementing robust data privacy policies to create a secure 
environment for customers (Patnaik, 2022). Ultimately, by respecting data privacy, firms can not only 
comply with regulations but also gain a competitive edge through enhanced customer relationships and 
brand reputation. By meeting and exceeding customers' privacy expectations, businesses can gain a 
competitive advantage, fostering a positive brand perception and potentially attracting new customers 
who value data privacy. 

In marketing science, understanding the dynamics between data privacy and consumer behavior is 
crucial, as it highlights how consumer trust, influenced by privacy practices, directly impacts purchasing 
decisions. In contrast, consumers' privacy concerns significantly affect their brand preferences and 
online activities (Kesan et al., 2015). Technological advancements, particularly in artificial intelligence 
and machine learning, play a pivotal role in data analysis and gathering customer insights, necessitating 
strict adherence to data privacy throughout these processes (Kopalle et al., 2022). Similarly, utilizing 
big data analytics calls for applying data privacy principles to ensure the ethical handling of large 
datasets. Ethical marketing strategies that prioritize data privacy enhance brand image and foster 
consumer transparency and trust, necessitating the integration of privacy principles in marketing 
campaigns (Behzadinasab et al., 2020). 

Furthermore, as businesses navigate the complex legal compliance landscape across various 
jurisdictions, it's crucial to remember that data privacy is not just about regulations and obligations. It's 
about respecting and valuing the rights of consumers. Establishing best practices for data management, 
including the secure storage, processing, and disposal of customer information, is fundamental to 
maintaining consumer trust (Talesh, 2018). Moreover, empowering consumers through education about 
their data rights and providing them with tools to manage their privacy preferences are critical steps 
toward fostering an environment of respect and transparency in the digital age (Anant et al., 2020). This 
approach not only protects consumer rights but also enhances the overall value and integrity of 
businesses in a highly connected world.  
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Data privacy in marketing is of paramount importance for several critical reasons: 

 Customer Trust and Reputation: Customers expect to trust brands with their personal 
and financial information. Data breaches can severely undermine this trust and cause 
significant damage to a brand’s reputation. Security enhances customer loyalty and 
protects brand integrity (Aiello et al., 2020). 

 Regulatory Compliance: Many countries have stringent regulations concerning personal 
data protection. For instance, the General Data Protection Regulation (GDPR) in the 
European Union and the California Consumer Privacy Act (CCPA) in the United States 
mandate businesses to adhere to high data security standards. Non-compliance can result 
in substantial fines and legal repercussions (Fazlioglu, 2021). 

 Competitive Advantage: Companies that excel in data security can gain a competitive 
edge. Customers are more likely to engage with businesses that they believe will 
safeguard their data (Cui et al., 2024). 

 Mitigation of Financial Risks: Data breaches can be costly for companies. Data security 
helps mitigate potential breach costs and losses, including direct and indirect costs 
(Algarni, 2021). 

 Operational Continuity: Data breaches can significantly disrupt business operations. 
Data security is critical to maintaining business continuity and minimizing operational 
interruptions (Gazzola et al., 2023). 

 Data Analytics and Targeting: Marketing strategies are often built upon customer data. 
Secure and accurate data collection, storage, and analysis are essential for effective 
marketing campaigns. Data security ensures the reliability and integrity of these processes 
(Naim et al., 2023). 

 Ethical Responsibility: Companies have a responsibility to use their customers' data 
ethically. This is not only a legal obligation, but also a way for businesses to fulfill their 
social responsibilities (McCoy et al., 2023). 

 Personalized Marketing: Customer data forms the basis of marketing strategies. 
Collecting, storing and analyzing this data securely and confidentially is essential for 
effective marketing campaigns. Data privacy enables personalized and targeted offers to 
customers (Martin et al., 2020). 

Data privacy in marketing is essential. Protecting customers' personal information has become vital in 
gaining and maintaining consumer trust. As modern marketing strategies primarily rely on personal data, 
managing this data securely and ethically represents both an obligation and a competitive advantage for 
businesses. Enhancing customer trust strengthens brand loyalty, avoids legal sanctions, and protects the 
company's reputation. Therefore, while data privacy shapes the ethical and legal framework of 
marketing activities, it also offers opportunities for deepening customer relationships and business 
development. 

 

3. METHODOLOGY 

This study investigates the intersection of marketing and data privacy within the marketing discipline. 
It employs a descriptive research approach to detail a particular event, phenomenon, or situation by 
describing its inherent characteristics, as defined by Donthu et al. (2021). The data for this study were 
sourced from the Web of Science (WoS) database, which serves as a reliable resource for conducting 
citation analysis. The analysis was performed using the Bibliometrix package and Biblioshiny 
application in R Studio, utilizing the R programming language. This bibliometric analysis tool is 
advantageous for research purposes, enabling the discovery of new knowledge, conceptual progressions, 
data volumes, citation networks, and the identification of trends among researchers, institutions, or 
countries over time, according to Aria and Cuccurullo (2017). 

The scope of this research encompasses articles identified by searching for the keyword combination 
"marketing AND data privacy" in the title, keywords, and abstract sections within the Scopus database 
from 2000 to 2024. This database search was conducted in February 2024. Since 2024 is ongoing, the 
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results cover the period until February 2024. The study's findings offer insights into the analyzed 
publications, including their distribution over the years, the level of activity by country, keywords, 
citation frequencies, and more, all illustrated graphically. 

 
4. FINDINGS 

4.1. General Findings Regarding Publications 

Studies on marketing and data privacy registered in the WoS database have been published by 869 
authors in 216 different sources between 2000 and 2024, as seen in Table 1. The main findings and 
characteristics of a bibliometric analysis conducted on marketing and data privacy literature spanning 
from 2000 to 2024. The analysis encompassed 277 documents, including articles, book chapters, and 
proceedings papers, derived from 216 sources such as journals and books. The dataset exhibited an 
annual growth rate of 1.7% in publications, with the average document age being approximately 4.31 
years. Each document received 23.9 citations on average, contributing to 14,115 references across the 
dataset. From a content perspective, 528 Keywords Plus (ID) and 1,185 author's keywords (DE) were 
identified, highlighting the diverse topics covered. The research community involved 869 authors, 39 of 
whom had published single-authored documents. There were 41 single-authored documents, and the 
average number of co-authors per document was 3.58, indicating a collaborative trend in this field. 

Furthermore, 35.02% of the documents involved international co-authorships, demonstrating the global 
nature of research collaborations. Articles were the most prevalent document type, with 262 instances, 
followed by book chapters and proceedings papers, numbering 8 and 7, respectively. This overview 
reflects the dynamic and collaborative effort within the scholarly community to explore the intersection 
of marketing and data privacy over the analyzed period. 

 

Table 1. Main Information about Publications 

 

Description Results 

MAIN INFORMATION ABOUT DATA 
 

Timespan 2000:2024 

Sources (Journals, Books, etc) 216 

Documents 277 

Annual Growth Rate % 1,7 

Document Average Age 4,31 

Average citations per doc 23,9 

References 14115 

DOCUMENT CONTENTS 
 

Keywords Plus (ID) 528 

Author's Keywords (DE) 1185 

AUTHORS 
 

Authors 869 

Authors of single-authored docs 39 

AUTHORS COLLABORATION 
 

Single-authored docs 41 
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Co-Authors per Doc 3,58 

International co-authorships % 35,02 

DOCUMENT TYPES 
 

Article 262 

Book chapter 8 

Proceedings paper 7 

 

 

4.2. Publications over the Years 

The analyse illustrates the distribution of academic publications on the topics of marketing and data 
privacy from 2000 to 2024, organized by year. At first glance, it's evident that research in these areas 
has significantly increased over time. Starting with just 2 articles in 2000, the number of publications 
rose to 50 by 2021 and peaked at 54 in 2023. This increase demonstrates a growing interest in marketing 
and data privacy topics and the rising importance of research in these fields. 

The absence of publications from 2001 to 2005 may indicate that the subject attracted relatively less 
attention in academic circles during this period. However, from 2007 onwards, particularly after 2011, 
a noticeable increase in the number of publications is observed. This trend can be associated with 
growing concerns over data privacy amid the expansion of big data, online marketing, social media, and 
mobile applications. 

The period from 2016 to 2023 marks an even more pronounced acceleration in the number of 
publications. The surge in publications after 2019 suggests that the digital transformation in marketing 
activities has created new challenges and discussions around data privacy. Regulations like the GDPR, 
coming into effect during this period, could have significantly increased awareness and research needs 
in the field of data privacy.  

The three articles listed for 2024 indicate that the year has not yet been completed, suggesting that the 
number could increase by year-end. Overall, the dataset highlights an upward trend in research on 
marketing and data privacy, emphasizing these areas as significant topics for future academic work. This 
trend signals that data privacy will continue to be a central issue in marketing strategies, driven by 
ongoing technological advancements and the continuous evolution of consumer behaviors.  

 

Figure 1. Annual Publications 
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4.3. Average Citations Per Year 

Table 2 presents the "Average Citations Per Year" for marketing and data privacy publications from 
2000 to 2024. The table includes four columns: the year of publication, the mean total citations per 
article (MeanTCperArt), the number of publications in that year (N), the average citations per year 
(MeanTCperYear), and the number of years since publication (CitableYears). 

4.3.1. Highly Cited Early Works: Publications from 2000 and 2007 have significantly high average 
citations per year, with 3.88 and 7.39, respectively, despite being some of the earliest works in the 
dataset. This suggests that these early publications have been foundational or highly influential in 
marketing and data privacy. 

4.3.2. Peak Citations in 2015: 2015 stands out remarkably with an average of 308.67 total citations per 
article and an impressive 30.87 average citations per year, despite being relatively recent with only ten 
citable years. This indicates that the works from 2015 have been exceptionally well-received and cited, 
suggesting they may have introduced significant advancements or critical insights into the field. 

4.3.3. Declining Citations in Recent Years: There is a noticeable decline in the average citations per 
year for more recent publications, particularly from 2020 onwards. The average citations drop to as low 
as 0.56 by 2023 and slightly increase to 1.33 by 2024, although the latter is based on only one citable 
year. This trend could be attributed to the shorter time frame available for these publications to be cited 
and the ongoing saturation of the field with new research, making it harder for individual works to stand 
out. 

4.3.4. Varied Citation Trends: The fluctuation in the mean total citations per article and the average 
citations per year across different years highlights the dynamic nature of research impact in the field. 
For example, a sharp increase in citations for articles published in 2015 contrasts with relatively modest 
citation rates in other years, reflecting the varying influence of research over time. 

Table 2. Average Citations Per Year 

Year MeanTCperArt N MeanTCperYear CitableYears 

2000 97 2,00 3,88 25 

2007 133 1,00 7,39 18 

2008 79,33 3,00 4,67 17 

2009 0 1,00 0,00 16 

2011 13,17 6,00 0,94 14 

2012 4,67 3,00 0,36 13 

2013 8,86 7,00 0,74 12 

2014 43,67 3,00 3,97 11 

2015 308,67 6,00 30,87 10 

2016 38,6 10,00 4,29 9 

2017 36,15 13,00 4,52 8 

2018 30,5 12,00 4,36 7 

2019 44,57 21,00 7,43 6 

2020 15,89 37,00 3,18 5 

2021 13,94 50,00 3,48 4 

2022 9,07 45,00 3,02 3 

2023 1,13 54,00 0,56 2 

2024 1,33 3,00 1,33 1 
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4.3.5. Increasing Publications Over Time: The number of publications (N) shows an increasing trend, 
peaking at 54 in 2023. This growing research volume underscores the expanding interest and ongoing 
development within marketing and data privacy. 

The table reflects the evolving landscape of marketing and data privacy research, indicating periods of 
significant influence and shifts in research focus over time. The high citation rates for specific years 
suggest the introduction of groundbreaking work, while the overall increase in publications highlights 
the field's growing relevance and expansion. The recent decline in average citations per year for newer 
publications may suggest the need for time to assess their impact or indicate the increasing challenge 
for new research to achieve prominence in a rapidly expanding field. 

 

4.4. Most Relevant Sources 

According to Table 3, the top three journals with the most publications on marketing and data privacy 
are IEEE Access with 11 articles, Applied Energy with six articles, and Energy alongside IEEE Internet 
of Things Journal, each with five articles, indicating a strong emphasis on the intersection of technology, 
energy, and data privacy within the marketing discipline. Analyzing Table 3 for marketing and data 
privacy publications from 2000 to 2024 using bibliometric methods in R provides a comprehensive 
overview of the critical journals and outlets contributing to this field. Table 3 showcases a diverse range 
of sources, indicating a broad interest and interdisciplinary approach to the study of marketing and data 
privacy. 

4.4.1. Interdisciplinary Focus: The presence of journals from various disciplines, such as IEEE 
Access, Applied Energy, and IEEE Internet of Things Journal, underscores the interdisciplinary nature 
of research in marketing and data privacy. This reflects the integration of technological, legal, and 
energy-related perspectives in addressing data privacy issues within marketing. 

4.4.2. Leading Sources: IEEE Access, with 11 articles, emerges as the top source, highlighting the 
significant impact of technology and engineering research on the marketing and data privacy discourse. 
This is followed by Applied Energy and journals focusing on the Internet of Things and computer law, 
which further indicates the technological underpinnings of current data privacy concerns. 

4.4.3. Specialized Research Areas: The table reveals specialized research areas within the broader 
marketing and data privacy fields, as seen in publications like Computer Law & Security Review and 
IEEE Transactions on Knowledge and Data Engineering. This suggests a strong focus on data privacy's 
legal and technical aspects in marketing. 

4.4.4. Emerging Trends: Various sources, including those focused on sustainable energy and smart 
grids, point to emerging trends in marketing and data privacy research. These trends likely reflect the 
growing importance of data privacy in the context of energy consumption, innovative technology, and 
the Internet of Things. 

4.4.5. Global Research Contributions: The diversity of journals, from IEEE Transactions to Business 
Horizons and the Journal of Research in Interactive Marketing, indicates global research contributions 
and a multifaceted approach to studying marketing and data privacy. This encompasses contributions 
from the fields of law, information systems, engineering, and marketing itself. 

Overall, Table 3 highlights the dynamic and evolving nature of marketing and data privacy research, 
marked by interdisciplinary contributions and the influence of technological advancements. The wide 
array of journals involved underscores the complexity of data privacy issues in marketing, necessitating 
insights from various fields to address the challenges and opportunities presented by digital technologies 
and regulatory changes. 

 

. 
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Table 3. Most Relevant Sources 

 

Sources Articles 

IEEE ACCESS 11 

APPLIED ENERGY 6 

ENERGY 5 

IEEE INTERNET OF THINGS JOURNAL 5 

COMPUTER LAW & SECURITY REVIEW 4 

IEEE TRANSACTIONS ON KNOWLEDGE AND DATA 
ENGINEERING 4 

IEEE TRANSACTIONS ON POWER SYSTEMS 4 

BUSINESS HORIZONS 3 

IEEE TRANSACTIONS ON SMART GRID 3 

JOURNAL OF RESEARCH IN INTERACTIVE MARKETING 3 

SUSTAINABILITY 3 

 

  

4.5. Authors' Production over Time 

Figure 2 provides an insightful overview of prolific authors' publication frequency, total citations 
(TC), and average annual citations (TCpY). A closer analysis reveals several key observations: 

4.5.1. Active Authors: Authors such as CHEN Y, IRIA J, LI F, and LI Y show repeated contributions 
over multiple years, indicating their ongoing research focus on marketing and data privacy. Their 
consistent output over time highlights a sustained interest and evolving expertise in the intersection of 
these fields. 

4.5.2. Citation Impact: Figure 2 showcases significant variations in citation impact, with some 
authors achieving high total citations for their work in specific years. For example, YU J's work in 
2018 and 2019 has garnered exceptionally high citations, indicating influential research contributions 
during these years. Similarly, REN J's 2020 publication stands out with 134 total citations, reflecting a 
notable impact in the field. 

4.5.3. Emerging Contributions: The presence of publications from recent years, such as 2022 and 
2023, with authors like IRIA J and ZHANG Y, suggests new and emerging contributions to the 
literature. Although some of these newer publications have lower total citations, this is likely due to 
the shorter time available for citation accumulation. 

4.5.4. Highly Cited Authors: Authors like YU J and WANG Y have demonstrated significant citation 
impact, indicating their research's relevance and the attention it has received from the academic 
community. Their work, particularly in the earlier years of their publication record, has achieved high 
citations per year, underscoring the value and influence of their contributions. 

4.5.5. Variability in Citations Over Time: Figure 2 illustrates the variability in authors' citation rates 
over time, with some years showing higher average citations per year for specific authors. This could 
reflect the evolving nature of the research topics, the quality of the research contributions, or changes 
in the authors' research focus. 

Overall, Figure 2 highlights various researchers' dynamic contributions to marketing and data privacy. 
It showcases who the active and influential authors are and how their research impact evolves over 
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time. The data points to a vibrant and continuously developing study area, with specific authors 
leading the discourse through their impactful and frequently cited work. 

 

Figure 2. Authors' Production over Time 

 

4.6. Most Relevant Affiliations 

Figure 3 showcases a diverse and global representation of academic and research institutions 
contributing significantly to this field. Here are some notable insights: 

4.6.1. Leading Institutions: Georgetown University has the highest number of articles (12), indicating 
its prominent role in advancing marketing and data privacy research. This is closely followed by 
Shanghai Jiao Tong University and the University of British Columbia, each contributing ten articles 
highlighting their intense focus and expertise in these areas. 

4.6.2.Global Spread: The table reflects a global spread of institutions from various continents, 
underscoring the worldwide interest and collaborative efforts in researching marketing and data privacy. 
This includes universities from North America, Asia, Europe, and Australia, demonstrating the global 
nature of data privacy issues in marketing. 

4.6.3.Interdisciplinary Research: The presence of diverse universities specializing in different fields, 
such as technology (e.g., Tsinghua University), law (e.g., Georgetown University), and business (e.g., 
University of British Columbia), points to the interdisciplinary approach taken towards research in 
marketing and data privacy. This suggests that effective solutions and insights come from a cross-section 
of disciplines. 

4.6.4. High Research Activity: Institutions like Hunan University, the University of Helsinki, and Yale 
University, each with nine articles, alongside others with significant contributions, indicate high 
research activity and a deep interest in the intersection of marketing and data privacy. This suggests a 
robust academic engagement with the challenges and opportunities presented by data privacy in 
marketing. 

4.6.5. Emerging and Established Contributors: The list includes a mix of established research 
powerhouses and emerging contributors, highlighting this field's dynamic and evolving research 
landscape. For example, newer contributors like Xidian University and the National University of 
Singapore show a growing interest and capacity to contribute to this domain. 

Overall, Figure 3 highlights the significance of marketing and data privacy research across various 
academic and research institutions worldwide. The contributions of these institutions not only advance 
the academic discourse but also have practical implications for businesses, policymakers, and society at 
large, addressing the complexities of data privacy in the digital age of marketing. 
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Figure 3. Most Relevant Affiliations 

 

4.7. Corresponding Author's Countries 

Figure 4 and Table 4 provide the number, ratio, and frequencies of publications according to the country 
and the status of single-country publications (SCP) and multiple-country publications (MCP). They 
reveal significant insights into global research contributions in these areas. Highlighting key outcomes: 

4.7.1. Dominant Contributions: The United States leads with 71 articles, demonstrating its prominent 
role in marketing and data privacy research. This is followed by China with 57 articles, underscoring 
the country's significant contribution and interest in this research domain. The United Kingdom ranks 
third with 17 articles, highlighting its substantial input in the field. 

4.7.2. Collaboration Patterns: China's high MCP ratio (0.509) indicates a strong tendency towards 
international collaborations in this research area. Conversely, countries like India and Germany show a 
lower MCP ratio, suggesting a preference for domestic collaborations or single-country research efforts. 

4.7.3. Diverse Global Participation: Figure 4 and Table 4 showcase contributions from a wide range 
of countries, indicating a global interest in marketing and data privacy research. Countries like Australia, 
Canada, and Europe (e.g., Germany, Finland, and France) have made notable contributions, reflecting 
the worldwide relevance of these topics. 

4.7.4. High International Collaboration in Some Countries: Canada's high MCP ratio (0.857) and 
Switzerland's (0.800) suggest that a significant portion of their research in this area involves 
international collaboration, which could be indicative of the global nature of data privacy issues and the 
cross-border expertise required to address them. 

4.7.5. Emerging Contributors: Countries like Iran, Italy, Sweden, and South Korea, each contributing 
with a balanced mix of single and multiple country publications, highlight the growing interest and 
diversification of research contributions across different regions. 
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Figure 4. Corresponding Author's Countries 
 

This analysis underscores the importance of international collaboration in advancing marketing and data 
privacy discourse. It reflects the diversity of contributors across continents and the varying degrees of 
collaborative and independent research efforts among different nations. The data points to a vibrant and 
globally engaged research community, with significant contributions from leading research nations and 
emerging contributors, indicating a broad interest in the challenges and opportunities presented by data 
privacy in the marketing field. 

 

 

Table 4. Corresponding Author's Countries 

 

Country Articles SCP MCP Freq MCP_Ratio 

USA 71 54 17 0,256 0,239 

CHINA 57 28 29 0,206 0,509 

UNITED 
KINGDOM 17 13 4 0,061 0,235 

AUSTRALIA 14 7 7 0,051 0,5 

INDIA 14 13 1 0,051 0,071 

GERMANY 13 12 1 0,047 0,077 

CANADA 7 1 6 0,025 0,857 

FINLAND 5 3 2 0,018 0,4 

FRANCE 5 3 2 0,018 0,4 

IRAN 5 3 2 0,018 0,4 

 

 

4.8. Most Cited Countries 

The USA leads significantly in total citations (TC) with 3519 citations and an average of 49.60 per 
article. This indicates the substantial impact and influence of research from the USA in marketing and 
data privacy. Following the USA, China and the United Kingdom also show substantial contributions, 
with total citations of 947 and 636, respectively. However, the average citations per article for China 
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(16.60) are lower than the UK (37.40), suggesting that while both countries are prolific in their output, 
the UK's research might have a broader impact on average. Iran and Australia also have higher average 
article citations of 42.20 and 20.20, respectively. This highlights the significant impact of research 
contributions. 

 

Figure 5. Most Cited Countries 

 

 

4.9. Most Globally Cited Documents 

The paper published in "Transportation Research Part A: Policy and Practice" stands out with an 
impressive 1700 total citations and an average of 170 citations per year, showcasing its pivotal role in 
shaping discussions around transportation's intersection with data privacy and marketing. The 
normalized citation count further emphasizes its broad impact. The list includes a variety of journals, 
indicating that research on marketing and data privacy spans multiple disciplines, from "IEEE 
Transactions on Power Systems" to "The Journal of Academic Marketing Science." This 
multidisciplinary approach highlights data privacy issues' complex and intertwined nature within 
marketing strategies and technological advancements. Papers from recent years, like Morstyn T (2019) 
and Cai Z (2019), with high annual citation rates, suggest that the interest in marketing and data privacy 
remains robust and evolving. Topics such as power systems and industrial informatics suggest a growing 
focus on data privacy's practical and systemic implications in the technological and energy sectors. The 
documents originate from diverse countries, indicating a global interest and contribution to marketing 
and data privacy research. This diversity underscores the universal relevance of data privacy concerns 
across different regulatory and cultural contexts. Authors like Martin KD and Yang P, with their highly 
cited works in prestigious journals, have significantly contributed to the literature, influencing 
subsequent research and policy discussions. Their work demonstrates the ongoing evolution of thought 
leadership in this area. 

Overall, Table 5 reveals that research on marketing and data privacy is vibrant and diverse and of 
significant interest across various academic and practical domains. The high citation counts reflect the 
relevance and urgency of addressing data privacy in the digital age, highlighting key contributions that 
have shaped the field and will likely continue to influence future directions in marketing strategies, 
policy formulation, and technological innovation. 

 

 

 

 

 



           UIK 2024 | MAY 9-11, 2024 KOCAELİ/TÜRKİYE | INTERNATIONAL BUSINESS CONGRESS | 
PROCEEDINGS BOOK 

287 
 

 

Table 5. Most Global Cited Documents 

 

Paper DOI 
Total 
Citations 

TC per 
Year 

Normalized 
TC 

FAGNANT DJ, 
2015, TRANSP 
RES PT A-
POLICY PRACT 

10.1016/j.tra.2015.04.003 

1700 170,00 5,51 

MORSTYN T, 
2019, IEEE 
TRANS POWER 
SYST 

10.1109/TPWRS.2018.2834472 

276 46,00 6,19 

MARTIN KD, 
2017, J ACAD 
MARK SCI 

10.1007/s11747-016-0495-4 
264 33,00 7,30 

CAI Z, 2019, 
IEEE TRANS 
IND INFORM 

10.1109/TII.2019.2911697 
176 29,33 3,95 

EBERLEIN B, 
2008, 
GOVERNANCE-
INT J POLICY 
ADM I 

10.1111/j.1468-0491.2007.00384.x 

157 9,24 1,98 

HE Z, 2018, 
IEEE TRANS 
VEH TECHNOL 

10.1109/TVT.2017.2738018 
154 22,00 5,05 

LUPTON D, 
2016, WOMEN 
BIRTH 

10.1016/j.wombi.2016.01.008 
141 15,67 3,65 

YANG P, 2020, 
IEEE ACCESS 

10.1109/ACCESS.2020.3009876 
134 26,80 8,43 

BACH D, 2007, J 
EUR PUBLIC 
POLICY 

10.1080/13501760701497659 
133 7,39 1,00 

LITMAN J, 
2000, 
STANFORD 
LAW REV 

10.2307/1229515 

116 4,64 1,20 

 

 

4.10. Most Frequent Words 

 

The terms "information" (f=17) and "market" (f=17) are among the most frequently mentioned, 
highlighting the fundamental role of information in marketing and the centrality of market dynamics. 
The focus on "model" (f=16) underlines the importance of theoretical and analytical frameworks in 
understanding these dynamics. 
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4.10.1. Technological Emphasis: The significant mention of "big data" (f=11), "technology" (f=11), 
and "internet" (f=13) points to the critical impact of technology on marketing strategies and the necessity 
of addressing data privacy within digital contexts. These terms reflect the challenges and opportunities 
of technological advancements in data management and marketing practices. 

4.10.2. Concerns Over Privacy and Security: The equal frequency of "privacy" (f=11) and "security" 
(f=11) terms suggests a strong focus on safeguarding consumer information, indicating the increasing 
awareness and regulatory emphasis on data protection within the marketing discipline. 

4.10.3. Emerging and Innovative Themes: The appearance of "blockchain" (f=4), "analytics" (f=4), 
and "social media" (f=4) among the frequent terms signals emerging areas of interest. These areas 
represent new frontiers in marketing research, dealing with the security, analysis, and utilization of data 
and the evolving landscape of consumer engagement through digital platforms. 

4.10.4. Cross-Section with Energy and Sustainability: The mention of "energy" (f=10) highlights an 
intriguing intersection between marketing, data privacy, and the energy sector, possibly pointing to 
research on consumer data privacy in the context of smart grids and renewable energy initiatives. 

4.10.5. Consumer-Centric Research: The emphasis on "trust" (f=8), "online" (f=8), and "protection" 
(f=8) underscores the consumer-centric nature of research in this field. These terms emphasize the 
importance of building consumer trust, protecting personal information, and navigating the complexities 
of online environments in marketing strategies. 

This frequency analysis reveals the multidimensional and evolving nature of marketing and data privacy 
research, encompassing technological, ethical, and consumer-oriented perspectives. It underscores the 
interplay between traditional marketing concepts and the contemporary challenges introduced by digital 
transformation, highlighting the field's dynamic response to changing technologies, regulatory 
landscapes, and consumer expectations. 

Table 6. Most Frequent Words 

Words Occurrences 

information 17 

market 17 

model 16 

internet 13 

management 13 

big data 11 

framework 11 

privacy 11 

security 11 

technology 11 

 

 

4.11. Collaboration Network of Authors 

 

The highlights several key researchers, such as Li Y (Cluster 3, Betweenness = 218.67), Chen Y (Cluster 
4, Betweenness = 185.88), and Li T (Cluster 3, Betweenness = 171.35), who play pivotal roles in 
bridging different parts of the collaboration network. Their high betweenness scores indicate they serve 
as significant connectors among various research clusters, facilitating the flow of information and 
collaboration across the network. Yu Y (Cluster 1, PageRank = 0.02939) and Crowcroft J (Cluster 3, 
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PageRank = 0.04169) are identified as influential based on their PageRank scores, suggesting that they 
are central to the network and their work is widely recognized and built upon by others. This metric 
highlights authors central to disseminating knowledge within the field (see Figure 6). Multiple clusters 
(ranging from 1 to 9) indicate a diverse research landscape within the marketing and data privacy 
domain. Each cluster may represent a specific thematic or methodological focus, illustrating the field's 
multifaceted nature. Closeness measures like those for Catalao JPS, Javadi MS, Ilie D, and Kebande V 
(Closeness = 1 in Clusters 6 and 7) suggest that some authors have straightforward paths to all other 
researchers in their cluster, potentially indicating tightly-knit subgroups or highly collaborative research 
teams within the broader network. Authors with lower Betweenness but significant closeness or 
PageRank scores, such as Gupta S and Han G (Cluster 1), may represent emerging collaborators whose 
influence is growing within specific niches or new research areas in marketing and data privacy. Overall, 
the "Collaboration Network" table reveals the complex and interconnected marketing and data privacy 
research landscape. It showcases critical individuals who significantly impact the field through their 
central roles in collaboration networks. Additionally, the diversity of clusters and varying levels of 
influence and connectivity among researchers underscore the dynamic and collaborative nature of 
research in this area, highlighting established leaders and rising contributors. 

 

 

 

Figure 6. Authors Collaboration Network 

 

5. CONCLUSION AND DISCUSSION 

 

The bibliometric analysis presented in the research offers a comprehensive overview of the evolving 
landscape of data privacy within the marketing domain, covering the period from 2000 to 2024. This 
study reveals several critical insights that underline the importance of data privacy in marketing and its 
implications for academic research and practical application. 

Firstly, the increasing volume of publications over the years underscores the growing academic and 
practical interest in the intersection of marketing and data privacy. The notable rise in publications, 
especially after introducing stringent data protection regulations like GDPR and CCPA, highlights the 
field's dynamic nature. It indicates a heightened awareness and response to the challenges and 
opportunities of technological advancements and regulatory changes in data privacy practices. 

Secondly, analyzing the most relevant sources, including journals such as IEEE Access and Applied 
Energy, reflects the interdisciplinary approach to data privacy in marketing. It showcases how 
technological, legal, and ethical considerations are intertwined in addressing data privacy issues. This 
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interdisciplinary focus is crucial for developing comprehensive and effective data privacy strategies that 
comply with legal requirements and enhance customer trust and competitive advantage. 

Furthermore, examining the most cited countries and corresponding authors' countries reveals a global 
contribution to research in this field, with significant outputs from the United States, China, and the 
United Kingdom. This global perspective underscores the universal relevance of data privacy concerns 
across different regulatory, cultural, and economic contexts. It also highlights the importance of 
international collaboration in advancing research and developing best practices for data privacy in 
marketing. 

The analysis of authors' production over time and collaboration networks identifies critical researchers 
and institutions contributing significantly to the field. It illustrates a vibrant and continuously developing 
research community, with specific authors and institutions leading the discourse through impactful and 
frequently cited work. The collaboration network analysis further reveals the complex and 
interconnected landscape of research, highlighting the roles of key individuals and the dynamic nature 
of research collaborations. 

Lastly, the frequency analysis of terms such as "information," "market," "privacy," and "technology" 
indicates the core themes and concerns within the field. It reflects the critical role of information 
management, the impact of technological advancements, and the centrality of consumer privacy 
concerns in marketing strategies. The emphasis on "big data," "security," and "internet" among the most 
frequent words underscores the challenges and opportunities presented by digital transformation in 
marketing practices. 

In conclusion, the bibliometric analysis highlights the significant evolution of research on data privacy 
in marketing, emphasizing its interdisciplinary nature, global contributions, and dynamic collaboration 
among researchers. As data privacy continues to be a central issue in marketing strategies, driven by 
technological advancements and regulatory changes, this research domain is expected to remain vibrant 
and critically important for academia and industry. 

Data privacy has become a significant issue in marketing science that profoundly affects the relationship 
between companies and consumers. The evolution of technological advancements and regulatory 
frameworks shapes future forecasts in this area. Firstly, developing technologies such as artificial 
intelligence and machine learning allows for more sophisticated personalized marketing strategies while 
increasing consumers' concerns about data privacy. The rising awareness and demand for data privacy 
among consumers compel companies to adopt more transparent, accountable, and consumer-centric data 
usage policies. 

This situation has also caught the attention of regulatory bodies, leading to the creation of stricter data 
privacy laws worldwide. Existing regulations like the European Union's General Data Protection 
Regulation (GDPR) have set a foundation for data privacy and inspired other countries to adopt similar 
laws. Such regulations require companies to reevaluate their data collection and processing practices 
while giving consumers greater control over their data. 

 
Data security in marketing is crucial for maintaining customer trust, adhering to regulatory standards, 
gaining competitive advantage, mitigating financial risks, ensuring operational continuity, and 
supporting robust data analytics. Companies that prioritize data security are more likely to achieve long-
term success. 

In the coming years, the evolution of technological advancements and consumer expectations, along 
with the evolution of regulatory frameworks, will lead to significant changes in marketing strategies. 
Innovations like blockchain technology have the potential to enhance data privacy and security, 
strengthening consumers' control over their data and deepening the trust relationship between them and 
companies. These technologies also allow companies to develop effective marketing strategies while 
respecting consumers' privacy preferences. 

In conclusion, future forecasts regarding data privacy are likely shaped by the interaction between 
technology and regulatory frameworks. Companies and regulatory bodies will need to adapt to meet 
consumers' demands for data privacy, leading to more innovation and transparency in marketing 
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practices. These dynamics can create an ecosystem that protects consumers' rights while allowing 
companies to develop effective marketing strategies. 
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