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Öz 

Günümüzde işletmeler arasındaki ciddi rekabet düzeyine rağmen dış ticaretle uğraşan şirketler ürünlerini yurt 

dışına satmak için büyük çaba sarf etmektedirler. Firmaların ihracata yönelik ilk adımı atmadan önce bazı 

stratejik kararlar alması gerekmektedir. Bu stratejik kararlardan biri hedef pazar seçimini belirlemektir. Bu 

çalışmanın amacı, soğuk hava deposu ve ön soğutma sistemleri üreten ve bu ürünleri yeni dış pazarlara ihraç 

etmeyi planlayan bir şirketin hedef pazar seçim stratejisini belirlemektir. Belirlenen bu seçim için Entropi ve 

Multi-Moora yöntemleri çalışma kapsamında dikkate alınmıştır. Çalışmanın değerlendirme ve seçim 

aşamalarında kullanılacak kriterlerin ağırlıkları Entropi yöntemi ile belirlenmiştir. Multi - Moora yöntemi 

kullanılarak alternatif pazarlar değerlendirilmiş ve buna göre en uygun hedef pazar seçilmiştir. Belirlenen dört 

farklı ülke arasından yapılan detaylı hesaplamalar sonucunda Gürcistan'ın ilgili kriterleri en uygun düzeyde 

sağlayan hedef pazar ülkesi olduğu gözlemlenmiştir. Bu ülkeyi sırasıyla Romanya ve Kazakistan’ın izlediği 

sonucuna varılmıştır. 

Anahtar Kelimeler: Çok Kriterli Karar Verme, Uluslararası Pazarlama, Hedef Pazar Seçimi, Multi-Moora, 

Entropi 

Abstract 

Today, despite the severe level of competition between businesses, companies dealing with foreign trade spend an 

enormous effort to sell their products overseas. Before taking the first step toward the act of exporting, companies 

are obliged to take some critical decisions. One of the strategic decisions is to determine the target market 

selection. This study aims to apply the Entropy and the Multi - Moora methods to define the target market selection 

strategy of a company that produces and plans to export cold storage and pre-cooling systems to foreign markets. 

The weights of the criteria that would be used in the evaluation and the selection phases of the study have been 

measured with the Entropy method. Alternative markets have been seized upon by using the Multi - Moora method 

and the most appropriate target market has been chosen accordingly. Upon the detailed calculations, Georgia has 

been observed to be the target market country that provided the related criteria at the most appropriate level. 

Romania and Kazakhstan follow this country, respectively. 

Keywords: Multi-Criteria Decision Making, International Marketing, Target Market Selection, Multi-Moora, 

Entropy 
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1. Introduction 

In our contemporary globalized world, despite the severe level of competition between businesses, 

companies dealing with foreign trade spend an enormous effort to sell their products overseas. 

Nevertheless, a company can't satisfy the needs of every stratification of the market since each of the 

customer types may have different specific qualities and disparate requests. (Aghdaie, Zolfani, 

Rezaeinia and Mehri-Tekmeh, 2011: p.1). Accordingly, before taking the first step toward the act of 

exporting, companies are obliged to take some critical decisions (Yan, Hu, and Liu, 2020:  p.1; Gorecka 

and Szalucka, 2013: p.32). One of the strategic decisions is to determine the target market selection. 

There have been a great number of experts in the field who underlined the significance of choosing the 

correct target market to achieve success in terms of opening to foreign markets (Papadopoulos and 

Martin, 2011: p.133; Miecinskiene, Stasytyte, and Kazlauskaite, 2014: p.1167; Magnani, Zucchella and 

Floriani, 2018: p.1). In this selection process, there are a lot of criteria that should be taken into 

consideration which are related to diverse areas such as economy, politics, society, culture, and 

technology. For this particular reason, this act necessitates a multi-criteria decision-making (MCDM) 

process (Aghdaie and Alimardani, 2015: p.263; Gorecka and Szalucka, 2013: p.32). There are many 

different MCDM methods used by scholars to solve MCDM problems. Of these methods, Entropy and 

the Multi-Moora method were chosen to be used in the framework of this study. 

For this purpose, the study uses some of the institutional theory features by appropriating them with the 

scope of this study to scrutinize the process of firm adoption in terms of adaptation to an already present 

institutional organization. The aim of this study, therefore, is to apply the Entropy and the Multi-Moora 

methods to define the target market selection strategy of a company that produces and plans to export 

cold storage and pre-cooling systems to new foreign markets. Related litterateur on the subject is 

constrained by qualitative frameworks and operational models both of which could not be tried in our 

country to approve their efficiency. In this context, the following research question will be investigated 

within the scope of the study: “Are there any systematic characteristic features that differ from each 

other in the Turkish companies dealing with the business of cold storage and exporting to Georgia, 

Kazakhstan and Romania?” 

This article consists of the introduction, theoretical background, methodology, and conclusion sections. 

The following section reviews the theoretical background of target market selection in international 

markets and institutional theory. The methodology section, on the other hand, includes descriptions of 

Multi-Moora and Entropy methods, the case study, and the solution obtained as a result of applying the 

MCDM methods. Finally, the conclusion part is presented in the last section.     

2. Theoretical Background 

Mersland et al., (2020) investigated the international target market selection decision based on the 

macroeconomic conditions of host countries. Consequently, social enterprises that are working in 

international markets avoid country risk but offer a good balance between social and financial goals. 

Yan et al, (2020) made semi-structured interview data from 6 SMEs manufacturing companies in China. 

They found that psychical distance is important in some conditions. The study also shows that informal 

institutions interact with formal institutions to further influence SME’s target market selection.  

Vuong et al. (2019) analyzed the determinants of choosing target markets with panel data of Vietnam’s 

footwear companies between the years 2006-2010. The results of the article show that Vietnamese 

companies have fewer possibilities with the Association of Southeast Asian Nations countries.  

Magnani et al., (2018) examined the target market selection of three Brazilian companies and Italian 

companies through a multiple-case study methodology. They found the importance of psychical distance 

in their study.     

Schu and Morschett (2017) identified the foreign market selection of online retailers in the context of 

institutional theory and dynamic capabilities via logistic regression. The results indicate that the market 

size, law rule, and local market knowledge have a positive effect although cultural and geographical 

distance has a negative impact on selecting a target market. 
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Yavuz (2016) analyzed the international target market selection by using the Promethee method which 

is one of the multi-criteria decision-making methods. For the criteria weight calculations, Entropy 

weights and fuzzy weight calculations were done based on two scenarios. The results show that the two 

scenarios are very close to each other. 

Amornkitvikai et al, (2012) studied the effects of company-specific and industry factors on a firm’s 

decision to export in Thailand. They used six econometric models and also used four limited dependent 

variable models. As a result, they found that company-specific factors influence a company’s decision.  

Marchi et al., (2009) examined the decision process of the international market selection via a fuzzy 

model. They developed a new model based on a Fuzzy Expert System that is suitable for small 

companies.  

Sakarya et al., (2006) investigated the market selection for international expansion in emerging markets. 

Their study aims to demonstrate a tool consisting of four criteria specific to the preliminary assessment 

of emerging markets as international expansion opportunities. Findings found strong future market 

potential, cultural distance level, supportive local industry, and helpful customer acceptance for foreign 

products.  

Minifie and West (1998) wrote one of the first studies which determines the firms’ success factors in 

the international markets. And they presented new a model that helps small businesses when they decide 

to select international markets.   

2.1. International Market Selection 

Selection of a target market, in its simplest terms, can be defined as the process of the evaluation of 

alternatives according to the competition in the related market, its potential growth, its profitability, and 

other specific criteria related to the sector in question; as well as of defining the best market among these 

alternatives (Yavuz, 2016: p.164; Shen et al., 2017: p.430).  

For this reason, what a company should focus on should be the selection of the most appropriate market 

among the extensive number of alternatives (Miecinskiene et al., 2014: p.1167). Nevertheless, the 

objective of participating in the international markets is not easy to realize, and companies who aim to 

realize this target encounter many obstacles related to distinct subjects such as cultural, juridical, lingual, 

and organizational differences (Minifie and West, 1998: p.452), macroeconomic factors and politic 

factors (Sakarya, Eckman and Hyllegard, 2007: p.209), institutional dissimilarities (Marchi, Vignola, 

Facchinetti and Mastroleo, 2009: p.2), demand factors and cost factors (Gorecka and Szalucka, 2013: 

p.31), company’s skills, capabilities and goals (Anderson and Strandskov, 1998: p.66), technological 

criteria (Miecinskiene et al., 2014: p.1168), and geographic factors (Schu and Morschett, 2017: p.711).  

In this context, there are some specific elements affecting the selection process at two different levels; 

the first of which is the target country-level factors which consist of factors such as the market potential, 

competition, economic factors, political factors, and social factors; whereas the second level consists of 

the firm-level factors such as the financial or human resources, technical or managerial competencies 

and organizational goals (Mersland, Nyarko, and Sirisena, 2020: p.3). According to Yan et al. (2020: 

p.2), the process of decision-making is quite different in SMEs when compared to large firms since the 

SME target market selection process is usually based on the decision of a single person such as the 

owner or the manager of the country. In these cases, country images in the eyes of the managers can be 

effective in decision-making as well as the volition of the company driven by critical aims (Magnani et 

al., 2018: p.3).  

The history of a firm and therefore its experience of it is also of great importance in defining the selection 

of target markets (Vuong, Vu, Doan, and Ho, 2019: p.2). Although there have been some scholars (Iyer, 

2010: p.83; Fakih and Ghazalian, 2013) suggesting that companies with more years of experience can 

handle this process better, Amornkitvikai et al., (2012: p.30) contrastingly asserted that these companies 

are generally less flexible in terms of adapting themselves to new markets, which leads them to have 

worse exporting performance. 
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2.2. Institutional Theory 

This theory, which has undertaken the function of a theoretical lens in terms of clarifying the 

environmental strategies of companies, assumes that organizations prefer to sustain their developments 

and legacies while encountering institutional prescriptions (Scott, 1995: p.49). 

 Firms generally face some institutional pressures when they decide to select target markets. The kind 

of pressures they come across can be grouped under some basic categories such as regulatory pressures, 

normative pressures, and mimetic pressures (DiMaggio and Powell, 1983: p.147). The theory suggests 

that the way companies enter the international markets may be defined by the countries’ institutional 

environmental conditions since these conditions affect companies’ selection processes (Brouthers and 

Hennart, 2007: p.396). This study thereby prefers to concentrate on the economic factors in the 

framework of the institutional theory, especially drawing on factors such as profitability, competition, 

investment risk, sector's import volume, product utilization rate, and tax practices. 

Moving from the fact that companies are embedded in an extensive variety of economic institutions all 

of which have significant effects on the determination of their attitudes, the study makes a comparison 

of other theories in the litterateur such as the resource-based view and dynamic capability theories to 

provide clarifications concerning the reasons of converging and similarities of the companies in their 

practices (Tuczek, Castka, and Wakolbinger, 2018). 

3. Entropy and MOORA Methods 

In this section, the methods used in the study are explained. First, the Entropy method used for 

determining criterion weights was mentioned. The Multi-Moora method was used to sort the weights 

obtained by this method and this method was also explained in detail. 

3.1 Entropy method 

Shannon (1948) created the concept of entropy as a way to assess uncertainty in information. The 

entropy technique is used to determine the weights of the criteria. The main assumption underlying the 

entropy technique is that information may be obtained from discrepancies between data sets. Thus, the 

"intensity of their contrasts," or how distinct or distinct the alternatives' outputs are about each criterion, 

determines the objective weights of the criteria. The appropriate criterion covers and communicates 

more information the higher the contrast (Çınar, 2004: p.103). 

A weight calculation approach was devised using the idea of Entropy, which was first introduced by 

Wang and Lee (2009) and Shannon (1948). Below are the stages for this technique (Li et al., 2011: 

p.2087; Çakır and Perçin, 2013: p.83; Karami and Johansson, 2014: p.52): 

Step 1. Creating the decision matrix (A): 

In the row part of the decision matrix, there are decision points, that is, criteria in the alternatives 

columns. The decision matrix is as follows: 

11 12 1

21 22 2

1 2

n

n

ij

m m mn

a a a

a a a
A

a a a

 
 
 =
 
 
 

 

Step 2. Normalization of the decision matrix: 

In order to eliminate the contrasts in different measurement units of the decision matrix, normalization 

process is performed and the Pij value is calculated. 

1

;
ij

ij jm

iji

a
P

a
=

= 


                                                                                                                                  (1) 

:ija  The value of alternative i for index j; 
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:ijP  It is the scale of the value of index j for alternative i. 

Step 3. Calculating the entropy value: 

In the formula used to calculate the entropy value, ln is the natural logarithm; It represents a constant 

calculated from k = 1 / ln (m) ensuring that 0 ≤ Ej ≤ 1. 

1

1
ln ;

ln( )

m

j ij ij ji
E P P

m =

 −
 =    

 
                                                                                                        

(2) 

Step 4. Calculating the dj value: 

1 ;j j jd e= −                                                                                                                                         (3) 

Here dj shows the contrast density inherent in any Xj criterion. 

Step 5. Calculation of criterion weights (wj): 

The following formula is used to calculate entropy criterion weights. 

1

;
j

j jn

jj

d
w

d
=

= 


                                                                                                                                 (4) 

3.2 Multi-Moora Method 

MOORA (Multi-Objective Optimization By Ratio Analysis) method was introduced by Brauers and 

Zavadskas in 2006 with their work named "Control and Cybernetics". The feature that distinguishes this 

method from other methods is that it takes all criteria into the evaluation framework, considers all 

interactions between alternatives and criteria at the same time, and uses objective and non-directional 

values instead of subjectively weighted normalization. The most important conditions to be considered 

when applying this method are that the data are up-to-date and all relationships between the data are 

considered. However, the results obtained by applying different MOORA methods should be evaluated 

together. (Brauers et al., 2008, p.248). 

 

3.2.1 Multi-Moora Method Stages 

The MULTI-MOORA method, which enables the rankings obtained as a result of different MOORA 

methods (Ratio Method, Reference Point Matrix, and Full Product Form) to be evaluated according to 

their dominance, increases the consistency of the studies. The steps of the MOORA method are as 

follows; (Brauers and Ginevicius 2010, p.15) 

Step 1: Preparing the Decision Matrix: 

While creating the decision matrix, alternatives were placed in its rows and criteria in its columns. 

Step 2: Application of the normalization process: 

By dividing the criteria related to the square root of the sum of the squares of each alternative, the 

normalization process is realized. 

2

1

ij

ij
j

iji

w
r

w
=

=


                                                                         (5) 

i = 1,2,…….,m number of alternative 

j = 1,2,……, n number of criteria 

Step 3: Ratio Method: 
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It is determined and summed according to whether the criteria in the normalized decision matrix are 

maximum or minimum. The collected minimum criteria values are subtracted from the collected 

maximum criteria values. 

** *

11

g n

i ij j g ijj
y x x= +=
= −                                                           (6) 

*;iy  It is the evaluation of alternative i, normalized for all purposes. The process is completed by sorting 

the yi
* 's. 

Step 4: Reference Point Approach: 

For each criterion; If the criterion is maximum, the maximum points, if the criterion is minimum, the 

minimum points are determined, and the maximum criterion reference points, ie rj's, are determined. 

The distance values from each point xij
* to these determined points are found and these values are 

prepared as a matrix again. 

*j ijr X−                                                                                                 (7) 

i = 1,2,…….,m number of alternative 

j = 1,2,……, n number of criteria 

xij
* = Normalized value of alternative i in criterion j, 

rj = j indicates the reference point of criterion. 

Tchebycheff min - max metric operation is applied to the created matrix. Thus, the sorting of the 

alternatives is done. 

( ) *

j ijmaksj r x−                                                                       (8) 

Step 5: The Complete Product Form Approach: 

When the values and meanings of the criteria are expressed as products; The xij values are normalized 

with the help of the following equations: 

1 1' , ,
j i n

j g gi j k i

j

A
U j A X B Xkj

B
= = += = =                                   (9) 

U’ j: availability of j criteria 

4. Application of Entropy and Multi-Moora Methods in the Cold Storage Sector 

In this section, a target market is selected for a business using Entropy and Multi-Moora methods. In the 

process of determining the criteria for the selection of the target market, the criteria in the literature and 

the criteria determined by the business manager were considered. Criteria and target market alternatives 

and the implementation phase of the methods are given below. 

4.1 Criteria and Alternative Determination Process 

Many criteria have been considered before in the literature for target market selection. Since the criteria 

taken into account vary so much, the business manager has determined what they need from these 

criteria, and their criteria are as follows:  

 

(C1) Profitability: One of the most important criteria in choosing the target market is profitability. 

Businesses aim at the highest level of profitability and consider certain risks for this. It is desired that 

the profitability rate is at the highest level. 
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(C2) Competition: Competition is an indispensable criterion in the global environment. Low competition 

in the selection of the new target market is primarily preferred by businesses. 

 

(C3) Investment risk: For a business, investment risk is one of the criteria to be taken into account at the 

initial stage of investment. The target market with low investment risk should be selected. 

 

(C4) Sector's import volume: Undoubtedly, the volume of that sector is very important when investing. 

However, the import volume in the sector should be taken into account in selecting the target market. 

 

(C5) Product utilization rate: If there is a high level of product utilization in a new target market, there 

is demand there. For this reason, the target market with a high level of product utilization should be 

selected. 

(C6) Tax practices: When making new investments, the business should thoroughly investigate tax 

practices. Extra taxes that may arise later in new investments made without research may cause the 

business to face serious difficulties later. 

In line with these criteria, the business manager has determined three countries as target markets: 

Romania, Georgia, and Kazakhstan. This study aims to select the country that meets the mentioned 

criteria at the most appropriate level as the target market. 

4.2 Entropy Implementation 

The steps of the Entropy method were given in section 3. In this section, the implementation steps in 

determining the criterion weights are given. The decision-maker first created a decision matrix for the 

weights of the criteria and stated the importance levels of the criteria among themselves and showed 

them in Table 1. Criterion weights with respect to Entropy calculation results are given in Table 2. 

Table 1: Decision matrix 

Target Markets C1 C2 C3 C4 C5 C6 

ROMANIA 80 60 20 40 60 15 

GEORGIA 40 80 10 90 70 10 

KAZAKHSTAN 100 10 70 70 60 20 

Table 2: Normalization of criteria and weight values 

Criteria Criteria Name Weights 

C1 Profitability 0,09 

C2 Competition 0,32 

C3 Investment risk 0,43 

C4 Sector's import volume 0,07 

C5 Product utilization rate 0,04 

C6 Tax practices 0,05 

As seen in Table 2, the highest weight was seen in the investment risk criteria. The second most 

important criterion is competition. The profitability is the third, the Sector’s import value is the fourth, 

tax practices are the fifth, and production utilization rate is the last weight value. 
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4.3 Application of the Multi-Moora Method 

For the MOORA method to be applied, first, there is a need for a decision metric that includes the 

evaluation of each criterion and alternative. This matrix has been filled in by the business manager and 

given in Table 3. 

Table 3: Decision Matrix 

Target 

Markets 

Max Min Min Max Max Min 

C1 C2 C3 C4 C5 C6 

Weights 0,09 0,32 0,43 0,07 0,04 0,05 

ROMANIA 80 60 20 40 60 15 

GEORGIA 40 80 10 90 70 10 

KAZAKHSTAN 100 10 70 70 60 20 

 

Each of the values in the decision matrix is squared first. The squared values are summed, and the square 

is taken. This process was repeated in each column and the results are given in Table 4. 

Table 4: Normalizing the Decision Matrix 

Target 

Markets 
C1 C2 C3 C4 C5 C6 

ROMANIA 6.400 3.600 400 1.600 3.600 225 

GEORGIA 1.600 6.400 100 8.100 4.900 100 

KAZAKHSTAN 10.000 100 4.900 4.900 3.600 400 

Total 18.000 10.100 5.400 14.600 12.100 725 

Square 134,1641 100,4988 73,4847 120,8305 110,0000 26,9258 

 

The values obtained in Table 4 are the first step of the normalization process of the decision matrix. To 

complete the normalization process; The values in Table 3 should be divided into the values in Table 4. 

This process was done one by one for the value in each matrix and the results are given in Table 5. 

Table 5: Normalized decision matrix 

Target Markets C1 C2 C3 C4 C5 C6 

ROMANIA 0,5963 0,5970 0,0500 0,3310 0,5455 0,5571 

GEORGIA 0,2981 0,7960 0,0250 0,7448 0,6364 0,3714 

KAZAKHSTAN 0,7454 0,0995 0,1750 0,5793 0,5455 0,7428 

 

The data in Tables 3, 4, and 5 are used for the calculation method of the three basic approaches in the 

MOORA method. The values obtained in Table 5 are obtained in other tables according to the way 

approaches are calculated. The solution of the Ratio System Approach, first, collects alternative values 

(rows) in maximum and minimum values. After the addition process (for each alternative), the minimum 

values are subtracted from the maximum values and the alternatives are listed from the highest value to 

the lowest value. These operations are shown in Table 6. 
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Table 6: Results of the approach to the rating system 

Target 

Markets 
Min total Max total Difference Ranking 

ROMANIA 1,2041 1,4728 0,2687 2 

GEORGIA 1,1924 1,6794 0,4869 3 

KAZAKHSTAN 1,0173 1,8701 0,8528 1 

When the results of the Ratio System Approach are examined, it is seen that the most dominant 

alternative is "Kazakhstan". The company manager should prefer Kazakhstan in the selection of the 

target market and should not prefer Georgia. To analyze the second approach in the MOORA method, 

the reference point must be determined first. The data in Table 5 are used to determine the reference 

point. The reference point is calculated by taking the lowest value in the column of the minimum 

criterion and the highest value in the column of the maximum criteria. The values obtained are shown 

in Table 7. 

Table 7: Reference Point 

Reference Point 0,7454 0,0995 0,0250 0,7448 0,6364 0,3714 

 

To determine the most suitable product according to the Reference Point Approach, firstly, the values 

in the reference point obtained in Table 7 are subtracted from each value belonging to the criteria in 

Table 5. To avoid negative values because of these operations, subtraction is done in absolute value. 

Finally, the maximum values (row) in the values in alternatives are determined and a ranking is made 

from the smallest to the largest (column). The maximum values obtained, and the order of these values 

are shown in Table 8. 

According to the results of the Reference Point Approach, it is seen that the most dominant alternative 

is “Georgia”. The company manager should prefer Georgia in the selection of the target market and 

should not prefer Romania. "Weights" values shown in Table 3 are used to analyze the last approach in 

the MOORA method. The weighted decision matrix in Table 9 has been obtained by multiplying the 

values of the weights with the values in the normalized decision matrix in Table 5. 

Table 8: Reference Point Approach Results 

Target 

Markets 
C1 C2 C3 C4 C5 C6 

Max-

min 
Ranking 

ROMANIA 0,1491 0,4975 0,0250 0,4138 0,0909 0,1857 0,4975 3 

GEORGIA 0,4472 0,6965 0,0000 0,0000 0,0000 0,0000 0,6965 1 

KAZAKHSTAN 0,0000 0,0000 0,1500 0,1655 0,0909 0,3714 0,3714 2 

 

Table 9: Results of the Approach with the Importance of the Objectives and the Dominance 

Ranking 

Target Markets C1 C2 C3 C4 C5 C6 
max-

min 
Ranking 

ROMANIA 0,0413 0,1530 0,0012 0,0750 0,0115 0,0115 0,1519 2 

GEORGIA 0,1239 0,2142 0,0000 0,0000 0,0000 0,0000 0,2142 1 

KAZAKHSTAN 0,0000 0,0000 0,0069 0,0300 0,0115 0,0230 0,0300 3 
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According to the approach in which the objectives are valuable, the most dominant alternative is 

Georgia. In other words, the alternative that the company manager should not prefer in choosing the 

target market is Georgia. 

The results of the 3 approaches and dominance values used in the solution of the target market selection 

problem using the MOORA method are shown in Table 10. The order of the alternatives according to 

the 3 approaches is shown in black and the dominant alternatives are in bold. According to the Multi-

Moora method, Georgia was the most dominant alternative. The alternative that should be avoided in 

the target market selection is Kazakhstan. 

Table 10: Representation of Overall Results 

Target Markets  Ratio Reference Importance of the 

objectives 

MULTIMOORA 

ROMANIA 2 3 2 2 

GEORGIA 3 1 1 1 

KAZAKHSTAN 1 2 3 3 

 

5. Conclusion 

Target market selection is one of the decision problems in which multiple criteria are taken into 

consideration. Therefore, the identification of the best alternative which provides these criteria is seen 

as a multi-criteria decision-making problem. In the literature, scholars propose and scrutinize economic, 

political, social-cultural, and technological criteria to identify the target market selection in an 

international business environment.  

In this study, a target market selection has been executed for a firm operating in the cold storage sector. 

The weights of the criteria that would be used in the evaluation and the selection phases of the study 

have been measured with the Entropy method. Alternative markets have been seized upon by using the 

Multi-Moora method and the most appropriate target market has been chosen accordingly. Upon the 

detailed calculations, Georgia has been observed to be the target market country that provided the related 

criteria at the most appropriate level. Romania and Kazakhstan follow this country, respectively.  

Methods that have been suggested in the scope of the study can be used in target market selection 

problems in other sectors as well. Additionally, new studies can be executed by increasing the number 

of criteria and by applying different multi-criteria decision-making methods to compare the achieved 

results.   

The contribution of this study to the related literature is the guidance it provides to Turkish businesses 

in the cold storage sector who want to open their businesses to international markets in solving their 

problems such as choosing the appropriate target market and righteous criteria as well as providing a 

new perspective to the literature on target market selection. With its use of two of the multi-criteria 

decision-making methods, MULTI-MOORA and Entropy, this study is expected to contribute to the 

related literature. The fact that the research has been executed on a single firm in only one sector which 

is operating in the Manisa Organized Industrial Zone and that it was realized between January and March 

2021 constitute the limitations of the study. In the forthcoming studies, other methods can be used 

concerning the subject of target market selection and different cities, sectors, and countries can be 

included in the study. 
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Genişletilmiş Özet 

Küreselleşen dünyamızda, işletmeler arasındaki rekabete rağmen, dış ticaretle uğraşan şirketler 

ürünlerini denizaşırı ülkelere satmak için büyük çaba sarf etmektedir. Bununla birlikte, müşteri 

türlerinin her biri farklı özel niteliklere ve farklı isteklere sahip olabileceğinden, bir şirket pazarın her 

katmanının ihtiyaçlarını karşılayamaz (Aghdaie, Zolfani, Rezaeinia ve Mehri-Tekmeh, 2011). Buna 

göre firmalar ihracata yönelik ilk adımı atmadan önce bazı kritik kararlar almak zorundadırlar (Yan, Hu 

ve Liu, 2020; Gorecka ve Szalucka, 2013). Stratejik kararlardan biri de hedef pazar seçimini 

belirlemektir. 

Hedef pazar seçimi, en basit tanımıyla, ilgili pazardaki rekabete, potansiyel büyümesine, karlılığına ve 

söz konusu sektörle ilgili diğer spesifik kriterlere göre alternatiflerin değerlendirilmesi süreci olarak 

tanımlanabilir; hem de bu alternatifler arasında en iyi pazarın tanımlanmasıdır (Yavuz, 2016: 164; Shen 

vd., 2017). 

Başarıya ulaşmak için doğru hedef pazarın seçilmesinin dış pazarlara açılma açısından önemine vurgu 

yapan alanında çok sayıda uzman bulunmaktadır (Papadopoulos ve Martin, 2011; Miecinskiene, 

Stasytyte ve Kazlauskaite, 2014; Magnani, Zucchella ve Floriani, 2018). Bu seçim sürecinde ekonomi, 

siyaset, toplum, kültür, teknoloji gibi farklı alanlarla ilgili dikkate alınması gereken birçok kriter 

bulunmaktadır. Bu özel nedenden dolayı, bu konu Çok Kriterli Bir Karar Verme (ÇKKV) sürecini 

gerektirmektedir (Aghdaie ve Alimardani, 2015; Gorecka ve Szalucka, 2013). Bu alanda araştırma 

yapanlar tarafından ÇKKV problemlerini çözmek için kullanılan birçok farklı ÇKKV yöntemi vardır. 

Bu yöntemlerden Entropi ve Multi-Moora yöntemi bu çalışma kapsamında kullanılmak üzere 

seçilmiştir. 

Bu amaçla, çalışma, kurumsal teorinin bazı özelliklerini, bu çalışma kapsamında benimseyerek, 

halihazırda var olan bir kurumsal organizasyona uyum açısından firma benimseme sürecini irdelemek 

için kullanmaktadır. Bu nedenle bu çalışmanın amacı, soğuk hava deposu ve ön soğutma sistemleri 

üreten ve yeni dış pazarlara ihracat yapmayı planlayan bir şirketin en uygun hedef pazar seçim 

stratejisini belirlemek için Entropi ve Multi-Moora yöntemlerini uygulamaktır. Konuyla ilgili literatür, 

her ikisi de ülkemizde (Türkiye’de) denenemeyen, etkinliklerini onaylamak için nitel çerçeveler ve 
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operasyonel modeller ile sınırlandırılmıştır. Bu bağlamda çalışma kapsamında: “Gürcistan, Kazakistan 

ve Romanya'ya ihracat yapan ve soğuk hava deposu işi yapan Türk firmalarında birbirinden farklı 

sistematik karakteristik özellikler var mı?” sorusuna yanıt aranmıştır. 

Bir firmanın geçmişi ve dolayısıyla onun deneyimi de hedef pazarların seçiminde büyük önem 

taşımaktadır (Vuong, Vu, Doan ve Ho, 2019). Daha uzun yıllara dayanan deneyime sahip şirketlerin bu 

süreci daha iyi idare edebileceğini öne süren bazı bilim adamları (Iyer, 2010; Fakih ve Ghazalian, 2013) 

olmasına rağmen, Amornkitvikai ve diğerleri (2012) aksine bu şirketlerin genel olarak daha az esnek 

olduğunu iddia etmiştir.  

Firmalar genellikle hedef pazarları seçmeye karar verdiklerinde bazı kurumsal baskılarla karşı karşıya 

kalırlar. Karşılaştıkları baskı türleri, düzenleyici baskılar ve normatif baskılar gibi bazı temel kategoriler 

altında gruplandırılabilir (DiMaggio ve Powell, 1983). Teori, şirketlerin uluslararası pazarlara girme 

şeklinin, bu koşullar şirketlerin seçim süreçlerini etkilediği için ülkelerin kurumsal çevre koşulları 

tarafından tanımlanabileceğini öne sürmektedir (Brouthers ve Hennart, 2007). Bu aynı zamanda dış 

pazarların farklı ekonomik ortamlara sahip olmasıyla da ilgilidir (Çatır, 2019). Bu çalışma, kurumsal 

teori çerçevesinde ekonomik faktörlere, özellikle karlılık, rekabet, yatırım riski, sektörün ithalat hacmi, 

ürün kullanım oranı ve vergi uygulamaları gibi faktörlere odaklanmayı tercih etmektedir. 

Bu çalışmada, Entropi ve Multı-Moora yöntemleri kullanılarak bir işletme için bir hedef pazar 

seçilmiştir. Hedef pazar seçimine yönelik kriterlerin belirlenmesi sürecinde literatürdeki kriterler ve 

işletme yöneticisinin belirlediği kriterler dikkate alınmıştır. Kriterler ve hedef pazar alternatifleri ve 

yöntemlerin uygulama aşaması aşağıda verilmiştir. Hedef pazar seçimi için daha önce literatürde birçok 

kriter dikkate alınmıştır. Dikkate alınan kriterler çok değişken olduğu için işletme yöneticisi bu 

kriterlerden neye ihtiyacı olduğunu belirlemiş ve kriterleri şu şekildedir: 

(C1) Karlılık: Hedef pazar seçiminde en önemli kriterlerden biri karlılıktır. İşletmeler en üst düzeyde 

karlılığı hedefler ve bunun için belirli riskleri göz önünde bulundurur. Kârlılık oranının en üst düzeyde 

olması istenir. 

(C2) Rekabet: Rekabet, küresel ortamda vazgeçilmez bir kriterdir. Yeni hedef pazar seçiminde düşük 

rekabet, öncelikle işletmeler tarafından tercih edilmektedir. 

(C3) Yatırım riski: Bir işletme için yatırım riski, yatırımın ilk aşamasında dikkate alınması gereken 

kriterlerden biridir. Düşük yatırım riski olan hedef pazar seçilmelidir. 

(C4) Sektörün ithalat hacmi: Hiç şüphesiz o sektörün hacmi yatırım yaparken çok önemlidir. Ancak 

hedef pazar seçiminde sektördeki ithalat hacmi dikkate alınmalıdır. 

(C5) Ürün kullanım oranı: Yeni bir hedef pazarda yüksek düzeyde ürün kullanımı varsa, orada talep 

vardır. Bu nedenle ürün kullanımı yüksek olan hedef pazar seçilmelidir. 

(C6) Vergi uygulamaları: İşletme, yeni yatırımlar yaparken vergi uygulamalarını etraflıca araştırmalıdır. 

Araştırma yapılmadan yapılan yeni yatırımlarda sonradan ortaya çıkabilecek ekstra vergiler, işletmenin 

daha sonra ciddi sıkıntılarla karşılaşmasına neden olabilir. 

Bu kriterler doğrultusunda işletme müdürü hedef pazar olarak üç ülke belirlemiştir: Romanya, Gürcistan 

ve Kazakistan. Bu çalışma, söz konusu kriterleri en uygun düzeyde karşılayan ülkenin hedef pazar olarak 

seçilmesini amaçlamaktadır. 

Hedef pazar seçimi, birden fazla kriterin dikkate alındığı karar problemlerinden biridir. Bu nedenle, bu 

kriterleri sağlayan en iyi alternatifin belirlenmesi, ÇKKV problemi olarak görülmektedir. Literatürde, 

uluslararası bir iş ortamında hedef pazar seçimini belirlemek için ekonomik, politik, sosyal-kültürel ve 

teknolojik kriterleri önerilmekte ve incelenmektedir. 

Bu çalışmada, soğuk hava deposu sektöründe faaliyet gösteren bir firma için hedef pazar seçimi 

yapılmıştır. Çalışmanın değerlendirme ve seçim aşamalarında kullanılacak kriterlerin ağırlıkları Entropi 

yöntemi ile ölçülmüştür. Multı-Moora yöntemi kullanılarak alternatif pazarlar ele geçirilmiş ve buna 

göre en uygun hedef pazar seçilmiştir. Ayrıntılı hesaplamalar sonucunda Gürcistan'ın ilgili kriterleri en 

uygun düzeyde sağlayan hedef pazar ülkesi olduğu gözlemlenmiştir. Bu ülkeyi sırasıyla Romanya ve 

Kazakistan izlemektedir. 
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Çalışma kapsamında önerilen yöntemler diğer sektörlerde de hedef pazar seçimi problemlerinde 

kullanılabilir. Ayrıca kriter sayısı artırılarak ve elde edilen sonuçların karşılaştırılması için farklı çok 

kriterli karar verme yöntemleri uygulanarak yeni çalışmalar yapılabilir. 

Bu çalışmanın ilgili literatüre katkısı, işletmelerini uluslararası pazarlara açmak isteyen soğuk hava 

depoları sektöründeki Türk işletmelerine uygun hedef pazar ve doğru kriterler seçimi gibi sorunlarının 

çözümünde rehberlik sağlamasının yanı sıra, doğru kriterler sağlamasıdır. Bu çalışmanın çok kriterli 

karar verme yöntemlerinden ikisi olan Multi-Moora ve Entropi'yi kullanması ile ilgili literatüre katkı 

sağlaması beklenmektedir. Araştırmanın Manisa Organize Sanayi Bölgesi'nde faaliyet gösteren tek bir 

sektörde tek firma üzerinde gerçekleştirilmiş olması çalışmanın sınırlılıklarını oluşturmaktadır. Bundan 

sonraki çalışmalarda hedef pazar seçimi konusunda başka yöntemler kullanılabilir ve farklı şehirler, 

sektörler ve ülkeler çalışmaya dahil edilebilir. 
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