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Abstract

With the developments in the digital world, commercial activities have moved to different dimensions and
platforms. E-commerce is a type of trade in which the trade that emerges as a result of these developments is
carried out through online platforms. Women's cooperatives, where entrepreneurial activities are carried out most
effectively, are also taking steps to use e-commerce by getting rid of traditional methods. This study aims to
determine the e-commerce perception of women's cooperatives in Turkey. The universe of the study consists of 726
women's cooperatives. The data obtained as a result of the interviews with 421 women's cooperative
representatives who participated in the survey were analyzed. In the research, SPSS 27.0 (Statistical Package for
The Social Science) and Eviews 10 program were used. In the results of the study, according to the answers given
by the representatives of women's cooperatives, it was seen that the increase in the number of employees and
annual turnover positively affected the e-commerce, while the increase in the average age negatively affected. It
has been concluded that the increase in the number of employees of women's cooperatives, the annual turnover
and the level of education of the employees have a positive effect on the perception of e-commerce as the trade
model of the future and the increase in the perception that e-commerce will reduce costs. The increase in the
idea of strengthening the corporate image is influenced by the increase in the number of employees, annual
turnover and the education level of the employees. When the effect of potential obstacles is examined, the
problem of trust, legal infrastructure and lack of information and personnel are the factors that hinder doing e-
commerce.
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Dijital diinyada yasanan gelismeler ile birlikte ticari faaliyetler farkli boyutlara ve platformlara tasinmistir. E-
ticaret bu gelismeler sonucunda ortaya ¢ikan ticaretin online platformlar araciligr ile gerceklestirildigi bir
ticaret tiiriidiir. Girisimcilik faaliyetlerinin en etkin sekilde siirdiiriildiigii kadin kooperatifleri de geleneksel
yontemlerden siyrilarak e-ticareti kullanmaya yonelik adimlar atmaktadwr. Bu calisma Tiirkiye’ de bulunan
kadin kooperatiflerinin e-ticaret algisim belirlemeyi amaglamaktadir. Calismanin ana kiitlesini Tiirkiye’ de
bulunan 726 tane kadin kooperatifi olusturmaktadwr. Ankete katilan 421 tane kadin kooperatifi temsilcisi ile
gercgeklestirilen gériismeler sonucunda elde edilen veriler analiz edilmistir. Arastirmanin amact dogrultusunda,
SPSS 27.0 (Statistical Package for The Social Science) ve Eviews 10 programindan yararlanilmistir. Caltsmanin
sonuglarinda kadin kooperatifleri temsilcilerinin verdikleri yanitlara gére ¢alisan sayisindaki ve yillik cirodaki
artis e-ticaret yapma durumunu pozitif, ortalama yastaki artisin e-ticaret yapma durumunu negatif yonde
etkiledigi goriilmiistiir. Kadin kooperatiflerinin ¢alisan sayisi, yillik ciro ve ¢alisanlarin egitim durumuna
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iliskin diizeylerinin artmasun e-ticaretin gelecegin ticaret modeli olarak goriilmesinde ve e-ticaretin maliyetleri
diigiirecegine olan algimin artmasinda pozitif etkisi vardir. Kurumsal imaji gii¢lendirme diisiincesindeki artisa
eleman sayisi, yillik ciro ve ¢alisanlarin egitim durumundaki artis etki etmektedir. Potansiyel agisindan ise
giiven sorunu, hukuki altyapi ve bilgi-eleman eksikligi e-ticaretin éniinde engel tegkin eden unsurlardr.

Anahtar Kelimeler: Kadin Kooperatifleri, Girisimcilik, E-Ticaret Algisi, ANOVA, Logit Model
1. Introduction

Information technologies radically changed the habits and ways of doing business, which were first
acquired with the Industrial Revolution in the 1960s. The research was mainly started in the 1980s and
accelerated in the 1990s (K&k, 2006, p.124). Developments in information technologies have provided
entrepreneurs with the opportunity to both open up to new markets and perform their entrepreneurial
activities at a lower cost (Taylor and Murphy, 2004, p.281). With this situation, it is seen that many
businesses have to participate in e-commerce activities in order to increase their sales volumes.
Electronic commerce (e-commerce) is one of the most important developments in the business world
in recent years. While businesses used the internet only to promote their products in the early days,
now most businesses have made an effort to prepare their own electronic sites. E-commerce has
allowed less budget to be allocated for commercial activities, and therefore, the increase in
entrepreneurial activities in digital environments. Entrepreneurs can improve the data flow between
them and their customers and reduce the transaction cost thanks to e-commerce (Bakirtas and
Tekinsen, 2006, p.131). Thus, e-commerce will provide a great opportunity for entrepreneurs to
develop themselves, grow their brands and participate in the competitive environment.

Although entrepreneurship, one of the important tools of economic development, seems to be a male-
dominated field, current studies show that the number of women entrepreneurs is on the rise both in
developed and developing countries (Welsh et al., 2014; De Vita et al. 2013; Brush et al. 2009). As a
driving force in sustainable development, efforts have accelerated to ensure women's participation in
business life, especially in developing countries. Although it is defined as a disadvantage in
developing countries, the presence of a significant population in this group in developed countries has
increased the interest in women's initiatives. There has been a significant increase in the number of
women entrepreneurs in the world, especially in recent years. When the contributions of women
entrepreneurs to social development, economy, unemployment and social development of societies are
evaluated, its importance is obvious. Especially when family economy is taken into account, producers
also support women entrepreneurs (Yildirim and Cikmaz2016, p.978). With the developments in
information technologies, women's entrepreneurship activities have accelerated and thus they have the
opportunity to establish new businesses with a small capital (Tamer, 2013: 650). Women entrepreneurs
offer various products they produce in their homes or workshops through social media and online sales
sites. Since digital environments are platforms where women entrepreneurs are more free and do not
face certain pressures, they create their own business areas more easily (Razak and Jah, 2016, p. 500).

1.1. Women's Cooperatives

One of the areas where women's entrepreneurship operates most effectively is women's cooperatives.
The cooperative model has been applied in Turkey for more than a century to improve employment
opportunities, provide products and services, and contribute to the economy. A cooperative, with its
generally accepted definition, is "an autonomous association of persons who have voluntarily come
together to meet common economic, social and cultural needs through a jointly owned and
democratically controlled enterprise” (ICA, 2015).

Women's cooperatives were first established in Turkey in 1999 (Duguid, Durutas and Wodzicki,
2015). Women's cooperatives today provide goods and services to their members and society across
the country. Despite the difficulties, women's cooperatives have had and continue to have significant
impacts on individuals, families and societies throughout Turkey. Here, the impact is interpreted as
supporting women's income through empowerment, lifelong learning, contribution to learning and
labor force participation. All these situations reinforce each other and create multiplier effects in the
lives of women who are partners and beneficiaries of women's cooperatives (Duguid, Durutas and
Wodzicki, 2015). In women's cooperatives, social and economic sharing, natural democratic
environment, equality
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among members, motivations arising from economic cooperation, legal restrictions of associations due
to their fields of activity, heavy financial burdens of establishing foundations, and cooperatives have
employment and job creation, tax exemption and non-governmental organizations status. Having
advantages such as having women's cooperatives offer an environment where they can develop their
self-confidence with the spirit of unity and solidarity (Ozdemir, 2013, p. 305).

Women's cooperatives are diverse, with different types of activities and organisations. Especially
handcraft courses, production and marketing of traditional food products, souvenirs, clothing and many
other products, restaurants, pre-school education, promotion activities in the country and abroad,
exhibitions, bazaars, etc. classified as organizations. Yildirmalp et al. (2021) emphasized that
cooperatives have an important role in meeting economic and social needs such as income generation,
skill development, socialization, solidarity and self-realization. They emphasized that cooperatives have
become an important economic development tool in combating poverty and increasing employment,
especially as of the 2000s, and stated that women's perceptions of cooperatives are generally positive.

1.2. Women's Cooperatives and E-Commerce

In the new economy, information technologies come to the forefront as an element that provides added
value for national economies in creating new jobs for entrepreneurs working intensively or in the
transformation of existing jobs. The intensive use of new technologies will allow the emergence of new
business processes and business models, and thus the increase in the number of people who use
information and communication technologies among the current employed, and will be an important
factor in creating jobs for economies (Kogak, 2009, p.385). With the acceleration in information and
communication technologies, e-commerce, which is a marketing technique for entrepreneurs (Bakirtas
and Tekingen, 2006, p.136) has accelerated policy makers to produce new policies in this regard due to
its positive effects that provide development and accelerate growth (Akgiil, 2004). All these
developments accelerate the adaptation process of women entrepreneurs to e-commerce. Technology
trainings for women entrepreneurs, use of modern technology, technical assistance, financial support,
e-commerce training are very important for women to manage their entrepreneurial activities more
actively (Keskin, 2014, p.91).

In terms of women's cooperatives, e-commerce application is very important in terms of its contributions
to promoting their products, reaching wider masses and keeping their competitive power. Women's
cooperatives have increased their self-confidence and allowed them to enter the sector with the
employment and opportunities they provide to women. The fact that e-commerce has reached its current
position with technology has positively affected the lives of women entrepreneurs and they have reached
competitive power in the market. From this point of view, it is important for women entrepreneurs to
develop themselves in terms of information technologies and to exist in the e-commerce system.
Considering the working areas of women's cooperatives and the increasing momentum in this sector in
recent years, it was necessary to evaluate the situation and e-commerce approaches in this field. This
study will examine the increase in development of women's cooperatives with e-commerce and the
positive reflections that will occur, and will make a new and original contribution to the literature. In
terms of the objectives of the study, it is expected that women's cooperatives will gain momentum in the
sector and reach more people if they use e-commerce. The perspectives of women's cooperatives, which
are currently using e-commerce, on this sector, and sharing the pros and cons are among the goals that
are thought to contribute to the study. The fact that there are not enough studies specific to the subject
of the study as a result of the literature review shows the originality of the project and its contribution
to the literature.

2. Material and Method

In this section, the research model, population-sample, data collection tools and statistical analysis
methods used in data analysis are presented. This research was designed according to the relational and
descriptive survey method. The descriptive survey model is an approach that aims to describe a past or
present situation as it is. The event that is the subject of the research is tried to be defined in its own
terms and as it is, no effort is made to change or influence the event. Relational screening models are
research models that aim to determine the existence and/or degree of co-variance between two or more
variables (Karasar, 2006, p.77). The universe of this study consists of 726 women's cooperatives in
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Turkey. Interviews were held with representatives of 421 women's cooperatives participating in the
survey from these women's cooperatives. In this study, the personal information form prepared by the
researcher by scanning the literature and the questions and scales prepared in line with the aims of the
research were used. The survey studies of Tiirkmen and Songiir (2010), Arslanoglu (2004), Altiok
(2008) were used in the preparation of the survey questions. For the purpose of the research, SPSS 27.0
and Eviews 10 program were used. Frequency distributions were determined in order to determine the
demographic and other characteristics of the individuals. Opinions on subjects such as e-commerce
perceptions, expectations, reasons for not doing e-commerce were examined with frequency
distributions. Differences of opinions on subjects such as e-commerce perceptions, expectations, reasons
for not doing e-commerce according to participant characteristics were tested with One-Way Analysis
of Variance (ANOVA). The factors affecting e-commerce, the effect of business characteristics on e-
commerce perception and the analysis of barriers in front of e-commerce were made with the Logit
Model. Analyzes were made by considering the 0.05 significance level.

3. Results

According to the answers of the representatives of women's cooperatives, the sectors in which women's
cooperatives operate the most are food (292), textiles (109), accessories (80), decoration (60) and hobby
toys (24). Demographic characteristics of the participants are listed in Table 1.

According to the frequency analysis results of the individuals participating in the study shown in Table
1, 41.3% are high school graduates and 42% are in the 36-40 age range. In addition, when the number
of employees in the women's cooperatives to which the participants are affiliated, it is seen that 52.6%
of them have between 1 and 9 employees, while 62% of them have an annual turnover of less than
50,000 TL. When the frequency analysis of the e-commerce status of the women's cooperatives to which
the participants participated in the research was examined, it was seen that 71.7% of them didn’t do e-
commerce and 28.3% of them did e-commerce. Evaluation of dependent variables in the research was
evaluated in two ways as women's cooperatives with and without e-commerce. First of all, the
perceptions of women's cooperatives engaged in e-commerce towards e-commerce will be evaluated.
Then, the expectations of women's cooperatives that don’t do e-commerce yet, the obstacles they see in
front of e-commerce, the reasons for not doing e-commerce and their future thoughts are evaluated.

Table 1: Demographic Characteristics of the Participants

Variables | Groups N % Variables Groups N %
Primary School 94 22,3 1-9 221 52,6
Education | Middle School 62 14,7 Number of members | 10-24 140 33,0
Status High School 174 41,3 gg?ﬁive v the 25-49 37 8,9
University 89 211 50-99 13 31
Postgraduate 2 5 >100 10 2,4
Groups N % Groups N %
Age 18-25 3 7 <50.000 TL 204 62,0
26-35 64 15,2 Annual Turnover 50.000-100.000 TL 62 18,8
36-40 177 42,0 100.000-200.000 TL 28 8,5
41-50 157 37,3 200.000-300.000 TL 13 4,0
51-65 20 4.8 >300.000 22 6,7

The frequency analysis results of the opinions of the individuals participating in the research regarding
the expression "We have retail/wholesale sales over the internet” are given in Table 2. Accordingly, it
was seen that 13.1% of the participants agreed with the statement "We have retail / wholesale sales
over the Internet”, and 11.4% gave the answer strongly agree.

Table 2: Findings Concerning the Statement ""We have retail/wholesale sales over the Internet™

N % Mean Std.
Deviation
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Strongly Agree 48 114
Agree 55 13,1

Neither Agree Nor Disagree 5 1,2
Disagree 7 1,7

Strongly Disagree 4 1,0

4,14

,985

The findings regarding the e-commerce perception of women's cooperatives are given in Table 3.
According to Table 3, 93.3% of the participants think that e-commerce will be the future commerce
model, while 91.6% think that the speed of doing business with e-commerce will increase. 63.9% of the
participants are of the opinion that the internet enables the products to reach the customers at a lower
cost, 87.2% of them stated that e-commerce provides a real competitive advantage to the cooperatives,
71.4% of them say that e-commerce reduces the costs to the world markets. It has been observed that
they agree with the view that it provides cheaper access. In addition to these, it was seen that almost all
of the participants agreed with the statement that the internet is a tool that provides easier access to
potential customers, that the market area is expanding thanks to e-commerce, that being on the internet
strengthens the image of the cooperative in the surrounding and in the market, and that the internet is
necessary for research and development activities.

Table 3: Findings Regarding E-Commerce Perception of Women's Cooperatives

N % Mean Std.
Deviation
Strongly Agree 62 52,1 4,43 ,696
E-commerce is the future Agree 49 41,2
business model Neither Agree Nor Disagree 5 4,2
Disagree 3 2,5
Strongly Agree 60 50,4 4,40 ,693
The speed of doing business Agree 49 41,2
increases with e-commerce. Neither Agree Nor Disagree 8 6,7
Disagree 2 1,7
Strongly Agree 34 28,6 3,66 1,181
Agree 42 35,3
Internet allows products to Neither Agree Nor Disagree 16 13,4
reach customers at a lower cost.
Disagree 23 19,3
Strongly Disagree 4 34
Strongly Agree 60 50,4 4,49 ,550
Internet makes it easier to reach Aqree 58 187
potential customers 9 '
Disagree 1 8
Strongly Agree 40 33,6 3,97 ,947
. Agree 45 37,8
E-commerce provides cheaper
access to world markets by Neither Agree Nor Disagree 25 21,0
greatly reducing costs Disagree 8 67
Strongly Disagree 1 8
Strongly Agree 62 52,1 4,49 ,595

1705



Giindiiz, F.F., 1701-1718

Thanks to e-commerce, the Agree 55 46,2
market area expands Disagree 2 17
Strongly Agree 43 36,4 4,15 ,873
Agree 60 50,8
E-commerce gives cooperatives Neither Agree Nor Disagree 7 59
a real competitive advantage
Disagree 6 51
Strongly Disagree 2 1,7
Strongly Agree 59 50,0 4,47 ,566
Internet presence strengthens Agree 57 48,3
the cooperative's image in the i _
community and in the market Neither Agree Nor Disagree 1 8
Disagree 1 8
Strongly Agree 64 54,2 451 ,581
Internet is essential for research Agree 51 43,2
and development activities Neither Agree Nor Disagree 2 1,7
Disagree 1 8

The expectations of women's cooperatives that have not started e-commerce, the obstacles they see in
front of e-commerce, the reasons for not doing e-commerce and their attitudes are given in Table 4,
Table 5 and Table 6, respectively.

According to Table 4, 88.4% of the participants in the research stated that their cooperatives will be
more dependent on e-commerce in the next 5 years and 92% stated that successful e-commerce
applications in their environment are also very important for their own investment decisions.

Table 4: Expectations of Women's Cooperatives for E-Commerce

Std.
0,
N & Mean Deviation
Strongly Agree 132 43,7
. . Agree 135 447
Our cooperative will be more
dependent on e-commerce in the Neither Agree Nor Disagree 18 6,0 4,23 ,924
next 5 years -
4 Disagree 6 2,0
Strongly Disagree 11 3,6
Strongly Agree 133 44,0
When we see successful Agree 145 48,0
appl|cat|ons_ around us, We can Neither Agree Nor Disagree 13 4,3 4,31 ,763
also make investment decisions
for e-commerce. Disagree 8 2,6
Strongly Disagree 3 1,0

According to Table 5, 77% of the participants stated that they did not agree with the idea that e-
commerce is not safe. While 43.2% of the participants agreed with the statement that the government's
efforts to support e-commerce are insufficient, it was seen that 28.2% were undecided and 28.6%
disagreed. It is noteworthy that 33.9% of the participants are undecided in terms of the statement that
the legal infrastructure of e-commerce has not yet been established. 75.2% of the participants think that
there is a lack of information and personnel for e-commerce.
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Table 5: Findings on Barriers to E-commerce

N % Mean Std.
Deviation
Strongly Agree 1 3
Agree 20 6,7
E-commerce is not Neither Agree Nor Disagree 48 16,1 1,90 ,925
secure.
Disagree 109 36,5
Strongly Disagree 121 40,5
Strongly Agree 43 14,3
The  government's Agree 87 28,9
efforts to support e- Neither Agree Nor Disagree 85 282 3,21 1,160
commerce are
insufficient. Disagree 62 20,6
Strongly Disagree 24 8,0
Strongly Agree 26 8,6
The legal Agree 86 28,6
infrastructure of e- Neither Agree Nor Disagree 102 33.9 3,07 1,099
commerce has not
been established yet. Disagree 58 19,3
Strongly Disagree 29 9,6
Strongly Agree 93 30,8
We have a lack of Agree 134 44 4
information and Neither Agree Nor Disagree 27 8,9 3,84 1,145
personnel  for e-
commerce Disagree 30 9,9
Strongly Disagree 18 6,0

When Table 6 is examined, it is seen that 67.4% of the participants think that the lack of financing is an
obstacle for them to do e-commerce. It was seen that 67.6% of the participants did not agree with the
view that they did not do e-commerce because the products were not suitable for marketing over the
internet. In their attitudes and opinions about their cooperatives, it was seen that the majority of them
stated that they wanted their cooperatives to have a web page in the future and that they would switch
to online product sales as soon as possible.

Table 6: Findings Regarding Reasons and Attitudes For Not Doing E-commerce

Std.
[0)
N /o Mean Deviation
Strongly Agree 92 30,7
Agree 110 36,7
We do not do e- g
commerce due to lack of Neither Agree Nor Disagree 28 9,3 3,65 1,309
financing -
Disagree 40 13,3
Strongly Disagree 30 10,0
Strongly Agree 21 7,0
We do not do e- Agree 51 169
commerce because our
products are not suitable Neither Agree Nor Disagree 26 8,6 2,29 1,282
for marketing over the -
internet. Disagree 102 33,8
Strongly Disagree 102 33,8
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Strongly Agree 184 60,9
Agree 112 37,1
We want our
cooperative to have a Neither Agree Nor Disagree 2 7 457 616
web page in the future. -
Disagree 2 i
Strongly Disagree 2 7
Strongly Agree 135 447
i . Agree 126 41,7
We will start selling
online as soon as Neither Agree Nor Disagree 28 9,3 4,26 ,835
possible. -
Disagree 10 3,3
Strongly Disagree 3 1,0

In Table 7, the current status of e-commerce (sig.=0.064>0.05), e-commerce perception
(sig.=0.851>0.05), e-commerce expectations (sig.=0.201>0.05), barriers to e-commerce
(sig.=0.529>0.05), reasons for not doing e-commerce (sig.=0.065>0.05) according to the average
education level of the participants, it was observed that it was not statistically significant. In other words,
it has been seen that the participants with different educational backgrounds participating in the research
have smilar views on the current state of e-commerce, their perceptions of e-commerce, their
expectations of e-commerce, the obstacles to e-commerce and the reasons for not doing e-commerce.

Table 7. Variance Analysis Results Regarding the Educational Status of the Participants

Educational Status N Mean Std. F Sig.
Deviation
Primary School 22 3,81 ,699
Middle School 13 4,38 ,681
Current Situation High School 50 3,95 ,921 2,490 ,064
University 34 4,25 ,593
Total 119 4,05 ,789
Primary School 19 421 ,405
Middle School 13 4,22 ,705
Perception High School 50 4,31 ,492 ,264 ,851
University 34 4,27 ,500
Total 116 4,27 ,504
Primary School 72 4,24 ,884
Middle School 49 4,15 ,914
High School 124 4,25 ,651
Expectation 1,504 ,201
University 55 4,43 577
Postgraduate 2 5,00 ,000
Total 302 4,27 749
Primary School 71 3,01 ,675
Middle School 49 3,02 ,604
High School 121 3,05 ,669
Barriers ,795 ,529
University 54 2,88 ,550
Postgraduate 2 2,62 ,530
Total 297 3,00 ,639
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Primary School 71 3,79 ,597

Middle School 48 3,72 ,658

i _ High School 124 3,69 467
Reasoncsofr?]rn:l;tcceiomg . University 55 3,51 504 2240 065

Postgraduate 2 3,50 ,707

Total 300 3,69 ,545

According to Table 8, the current status of e-commerce (sig.=0.356>0.05), e-commerce perception
(sig.=0.736>0.05), e-commerce expectations (sig.=0.425>0.05), barriers in front of e-commerce
(sig.=0.902>0.05), reasons for not doing e-commerce (sig.=0.090>0.05) according to the average
number of employees in the women's cooperatives to which the participants are affiliated were not
statistically significant. It was seen that the opinions of the participants of the women's cooperatives
with different number of employees participating in the research about the factors were similar.

Table 8: Variance Analysis Results Regarding the Number of Employees in the Women's
Cooperatives to which the Participants are Affiliated

Number of N Mean Std. F Sig.
Employees Deviation

1-9 51 4,08 ,705

10-24 46 4,13 770

Current Situation 25-49 11 4,09 ,583
1,108 ,356

50-99 4 4,25 ,288

>100 5 3,40 1,516

Total 117 4,08 ,759

1-9 50 4,25 ,579

10-24 45 4,34 ,462

Perception 25-49 10 4,11 ,388
,499 ,736

50-99 4 4,22 374

>100 5 4,22 ,384

Total 114 4,27 ,504

1-9 169 4,23 773

10-24 92 4,24 ,793

25-49 26 4,38 ,515
. ,969 425

Expectation 50-99 9 4,61 416

>100 5 4,60 418

Total 301 4,26 ,749

1-9 167 3,00 ,659

10-24 89 2,97 ,607

Barriers 25-49 26 3,02 ,641
,262 ,902

50-99 9 3,19 ,646

>100 5 2,95 ,647

Total 296 3,00 ,638

Reasons for not doing e- 1-9 168 3,71 514
commerce 2,029 ,090

10-24 92 3,64 ,576
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25-49 25 3,69 ,480
50-99 9 3,94 126
=100 5 3,15 ,651
Total 299 3,69 544

It was seen that the opinions of the women's cooperative members of different age groups participating
in the research on the current state of e-commerce, e-commerce expectations, obstacles to e-commerce
and the reasons for not doing e-commerce were similar in Table 9. On the other hand, when the views
on the perception of e-commerce were examined, it was observed that the statistical value of 7,973 F
obtained was statistically significant at the 0.05 significance level (sig.=0.000<0.05). In other words, it
was seen that the e-commerce perceptions of the participants with different working age averages
differed. The groups that made a difference were examined with the post hoc LSD test and it was
observed that the e-commerce perception of the participants between the ages of 26-35 was higher than
the other age groups.

Table 9: Variance Analysis Results Regarding Employee Average Age

Employee Average Age N Mean Std. F Sig.
Deviation
26-35 18 4,05 1,109
36-40 42 4,05 ,708
Current Situation
41-50 53 4,08 ,738 ,179 911
51-65 6 3,83 ,816
Total 119 4,05 ,789
26-35 18 4,64 ,310
36-40 41 4,38 ,454
Perception 41-50 51 4,08 ,512 7,973 ,000
51-65 6 4,05 464
Total 116 4,27 ,504
18-25 3 4,33 577
26-35 46 4,32 ,804
36-40 135 4,22 ,809
,605 ,659
41-50 104 4,26 ,675
Expectation
51-65 14 4,53 ,498
Total 302 4,27 749
18-25 3 3,08 ,763
26-35 45 2,93 752
36-40 133 2,93 ,616
Barriers 1,330 ,259
41-50 102 3,12 ,608
51-65 14 3,00 ,635
Total 297 3,00 ,639
Reasons for not doing e- 18-25 3 3,83 1,040
commerce
26-35 45 3,57 ,534
36-40 134 3,73 ,5635
770 ,546
41-50 104 3,68 ,562
51-65 14 3,71 ,458
Total 300 3,69 ,545
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The current status of e-commerce (sig.=0.193>0.05), e-commerce perception (sig.=0.307>0.05), e-
commerce expectations (sig.=0.709>0.05), obstacles to e-commerce (sig.=0.907>0.05), reasons for not
doing e-commerce (sig.=0.078>0.05) of the women's cooperative participants according to the annual
average turnover of their cooperatives observed that it was not statistically significant. In Table 10, it
was seen that the opinions of the women's cooperative participants participating in the research about
the factors were similar according to the annual average turnover of the cooperatives.

Table 10: Variance Analysis Results Regarding Annual Average Turnover

Annual Average Turnover N Mean Std. F Sig.
Deviation
<50.000 48 3,92 875
50.000-100.000 23 4,13 ,607
Current Situation
100.000-200.000 15 4,30 727
1,552 ,193
200.000-300.000 5 4,50 ,500
=>300.000 11 4,36 ,636
Total 102 4,10 771
<50.000 47 4,29 ,534
50.000-100.000 23 4,29 ,521
100.000-200.000 14 4,45 ,503
) 1,221 ,307
Perception 200.000-300.000 5 4,24 ,493
=>300.000 10 3,98 ,379
Total 99 4,28 514
<50.000 156 4,34 713
50.000-100.000 39 4,38 ,578
100.000-200.000 13 4,53 ATT
Expectation ,536 ,709
200.000-300.000 8 4,37 744
>300.000 11 4,13 ,868
Total 227 4,35 ,687
<50.000 154 3,02 ,656
50.000-100.000 37 3,07 ,555
Barriers
100.000-200.000 13 3,15 ,599
,254 ,907
200.000-300.000 8 2,93 ,347
=>300.000 11 3,11 ,636
Total 223 3,04 ,624
Reasons for not <50.000 155 3,73 ,529
doing e-commerce
50.000-100.000 39 3,83 ,481
100.000-200.000 13 3,69 ,469
2,128 ,078
200.000-300.000 8 3,53 ,281
>300.000 10 3,35 444
Total 225 3,72 513
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The results of the sequential logit model analysis regarding the factors affecting the state of e-commerce
are given in Table 11. When the results given in Table 11 are examined, it is seen that the model
established is statistically significant (LR=58.657) and the percentage of explanation of the model
according to the Pseudo R? value is 18.4%. According to the results of the analysis, it was concluded
that the increase in the number of employees and annual turnover positively affected the e-commerce
situation, while the increase in the average age negatively affected the e-commerce situation.

Table 11: Sequential Logit Model Analysis Regarding the Factors Affecting E-Commerce

Variables Coefficient Z Score
Education Status 0,164 -0,578
Number of Employees 1,476* 4,986

Annual Average Turnover 0,436* -4,287
Avarage age -0,934* 2,238

LR statistic 58,657

LR prob value 0,000

Pseudo R? 0,184

Number of observations 119

The sequential logit model examines how e-commerce is perceived by different businesses as it is the
future trade model, reduces costs, provides an opportunity to open up to the world, expands the market
network, increases the corporate image, and facilitates customer access. The results of the model in
which the characteristics of the e-commerce perception are dependent and the business characteristics
are the explanatory variables are given in Table 12. The positive sign of the coefficients in the analysis
outputs indicates the positive effect of the related variable on the perception of e-commerce. According
to the results of the analysis, it has been seen that the increase in the number of employees, annual
turnover and the level of education of the employees will be effective in seeing e-commerce as the
trade model of the future. Similarly, it has been observed that the increase in the number of employees,
annual turnover and the level of education of the employees will increase the perception that e-
commerce will reduce costs. Again, a statistically significant and positive effect of the increase
in the idea of strengthening the corporate image was determined by the increase in the number of
employees, annual turnover and the level of education of the employees.

Table 12: The Effects of the Characteristics of Women's Cooperatives on the Perception of E-
Commerce

aracteristics of Women's Cooperatives
Number of Employees Anrjruue:!nAO://gll:age E%lf[;?ttjison
Benefits of E-commerce
The business model of the future 0,604* 0,386* 0,798*
(-3,652) (-0,426) (2,241)
Lower costs 0,576* 0,487* 0,952*
(3,486) (3,367) (3,397)
Easy access to the customer 0,486* 0,189 0,386
(3,136) (1,154) (1,689)
Do business faster -0,208 0,568* 0,574*
(-1,365) (3,782) (2,187)
Opening to the world market 0,239* 0,188 0,442
(1,259) (1,248) (1,645)
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Wide market area 0,312 0,278 0,512*
(1,762) (1,359) (1,987)
Easy competition -0,423 -0,462 0,914
(-2,357) (-2,812) (3,182)
Strengthening corporate image 0,406* 0,362* 2,368*
(2,108) (1,827) (4,673)
R&D support -0,164 0,512* 1,476*
(-0,696) (3,017) (4,549)

The results are given in Table 13, the effect of potential barriers to e-commerce on the state of doing e-
commerce is estimated with the sequential logit model. While e-commerce status was the dependent
variable in the created regression model, the unsafe e-commerce, lack of government support, lack of
legal infrastructure, and lack of information and personnel were included as explanatory variables. The
fact that the coefficients obtained in the model output are positive has been interpreted as a hindrance to
e-commerce. When the effect of potential barriers is examined, it has been seen that there is a positive
and significant relationship between the lack of e-commerce, lack of legal infrastructure, lack of
information and personnel and not doing e-commerce. It has been concluded that this situation is seen
as an obstacle to doing e-commerce. The absence of government support did not have a statistically
significant effect on the model.

Table 13: Sequential Logit Model Analysis Regarding the Barriers to E-Commerce

Potential Barriers Coefficient Z Score
Not safe 1,102* 4,502
Lack of government support 0,048 0,158
Lack of legal infrastructure 1,268* 3,146
Lack of information and personnel 0,476* 1,846
LR statistic 54,659
LR prob value 0,000
Pseudo R? 0,246
Number of obs. 299

* p<0.05

Conclusion

Today, with the rapid developments in globalization and information technologies, a change has
occurred in the classical understanding of trade and entrepreneurs had to make decisions in an intense
competitive environment. E-commerce, which has become a part of life with the increasing momentum
in information technologies, has become an indispensable trade method for both producers and
consumers. One of the areas where e-commerce has benefited the most has undoubtedly been the
commercial activities of women entrepreneurs. The contribution of e-commerce to the economic
liberation of women entrepreneurs in recent years, to continue their entrepreneurial activities regardless
of time and place, and to reach financial welfare is indisputably very high. At this point, it is obvious
that women who find themselves insufficient in terms of technology develop themselves with certain
trainings and promote their products through online platforms, thus demonstrating the power of
entrepreneurial women of all ages and all levels of education.

Women's cooperatives are very important institutions that contribute and support women's
entrepreneurial activities. As the subject of this study, it is very important for women's cooperatives and
women entrepreneurs to switch to e-commerce or to further develop their e-commerce activities. E-
commerce will contribute to the increase in the recognition of women's cooperatives, the delivery of
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products to all over the world, and thus the more productive, more motivated and economically stronger
women entrepreneurs.

This study was carried out to determine the e-commerce status of women's cooperatives, their e-
commerce perceptions, expectations and reasons for not doing it. As a result of the study, it was stated
that the opinions of the participants with different educational status, different number of employees,
and different average ages about the current situation in e-commerce, e-commerce perception,
expectations, obstacles to e-commerce and the reasons for not doing e-commerce were similar. It has
been concluded that while the increase in the number of employees and annual turnover affects the e-
commerce situation positively, the increase in the average age affects the e-commerce business
negatively. The increase in the number of employees, annual turnover and the level of education of the
employees have a positive effect on the perception of e-commerce as the trade model of the future and
the increase in the perception that e-commerce will reduce costs. The increase in the idea of
strengthening the corporate image is influenced by the increase in the number of employees,
annual turnover and the education level of the employees. The fact that e-commerce is still not safe,
lack of legal infrastructure and lack of information and personnel increases the level of not doing e-
commerce.

From a critical perspective, it is inconsistent that women's cooperatives are seen by some only as areas
of socialization, while by others only as income generating institutions. The fact that women's
cooperatives are local institutions does not mean that they will always remain so. While providing
employment to poor and low-educated women, it is necessary to take sufficient steps to contribute to
their education and development, first to grow within themselves and to become more comprehensive
institutions over time, and the managers of these institutions should make investments that will pave
the way for more inclusive employees. E-commerce is one of these steps. Although women's
cooperatives use e-commerce, the important thing here is how actively they use it. Whether they
have received training on this subject, their competencies, motivations and the economic contributions
of e-commerce should be evaluated and discussed.

In line with all the results, the importance of e-commerce for women's cooperatives has emerged once
again. Suggestions in this regard can be listed as follows: It is important to increase the number of
employees affiliated with the cooperatives in order to use e-commerce more effectively and to affect
the entrepreneurial activities of women's cooperatives more positively. Efforts should be made to
ensure that women in the young age group and with a high level of education find more places in
women's cooperatives. Thus, these institutions will become more dynamic and open to technology.
Informing women's cooperatives about e-commerce, minimizing their concerns and thus using e-
commerce more actively is one of the important steps to be taken for women's cooperatives to
become universal institutions. Although there is state support for women's entrepreneurship in Turkey,
increasing women's cooperatives and transforming women's cooperatives into technology-
integrated and developing institutions are important steps to be taken. It is important for the
future and effectiveness of these institutions to raise awareness of women, to reveal their potential, to
ensure that women with different education levels take an active role in cooperatives and to
establish a balance, and to take steps to develop women currently working in cooperatives.
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Genisletilmis Ozet

Giris

Elektronik ticaret (e-ticaret), son yillarda isletmelerin hem ekonomik hem de sosyal anlamda ticari
faaliyetlerini daha etkin kilan en 6nemli gelismelerden biridir. E-ticaretin Oniine gecilemeyen hizi
sayesinde ¢ogu isletme kendi elektronik sitesini hazirlayarak sektorde varligini siirdiirme gabasina
girmistir. Boylelikle dijital diinyada girisimcilik faaliyetleri de artmistir. E-ticaretin girisimciler
agisindan olumlu yansimalar1 6zellikle kadin girisimcilerin daha da aktif rol almasini saglamistir. Kadin
girisimciler evlerinde veya atolyelerinde iirettikleri ¢esitli iiriinleri sosyal medya ve online satis siteleri
araciligiyla satisa sunmaktadirlar. Sosyal medya platformlarinin ¢ok yaygin olmasi ve kullanicilar
tarafindan kolay kullaniminin benimsenmis olmasi, kadin girisimcilerin sosyal medya araciligiyla
pazarlama yapma faaliyetlerini gii¢clendirmistir. Kadin girisimciliginin en etkin faaliyet gosterdigi
alanlardan birisi de kadin kooperatiflerdir. Kadin kooperatifleri sundugu olanaklar sayesinde birgok
kadini ekonomik ve sosyal anlamda gii¢lii kilmaktadir. Kadin kooperatifleri kadinlara sagladig isttihdam
ve imkanlar ile kadinlarin &zgiivenini arttirmis ve sektore girmelerine olanak saglamistir. Kadin
kooperatifleri erkek egemen bir alan olarak goriinen ticaret ve girisimcilik faaliyetlerinde kadinlarin da
varligin1 kanitlamalarma imkan sunmaktadir. Kadin kooperatifleri farkli etkinlik ve organizasyon
tiirleriyle ¢esitlilik gostermektedir. Ozellikle el becerileri kurslar, geleneksel gida iiriinleri, hediyelik
esya, giyim ve diger birgok gesitteki tirlinlin {iretimi ve pazarlanmasi, restaurant, okul 6ncesi egitim, yurt
ici ve yurt disinda tanitim etkinlikleri, sergi, kermes vb. organizasyonlar olarak simiflandirilabilir.
Ozellikle son yillarda sayica artan ve daha ¢ok ses getiren kadin kooperatiflerinin uluslararasi diizeyde
ilerlemesi ve diger taraftan ekonomik olarak daha da gii¢lenerek daha ¢ok kadina firsat sunmasi i¢in e-
ticareti etkin kullanmalart biiylik 6nem arz etmektedir. Teknolojik gelismelerle birlikte e-ticaretin
bugiinkii konumuna gelmesi kadin girisimcilerin hayatini olumlu anlamda etkilemis ve pazarda rekabet
giiciine ulasmislardir. Kadin kooperatifleri agisindan e-ticaret uygulamasi iiriinlerini tanitma, daha genis
kitlelere ulagma, rekabet giicliinii elde tutma yonlerine sagladig1 katkilar agisindan olduk¢a 6nemlidir.
E-ticareti etkin kullanma agisindan 6zgiiven eksikligi yasayan kadin girisimcilerin bilgi teknolojileri
acisindan kendilerini gelistirmeleri, bu konuda egitimlere katilmalar1 ve pes etmemeleri e-ticaret
sisteminde daha etkin rol oymalarini ve dolayistyla ekonomik refahlarini arttirmalarini saglayacaktir.

Kadin kooperatiflerinin ¢aligma alanlari, son yillarda bu sektdrde artan ivme diistiniildiigiinde bu alanda
gelinen durumu ve e-ticaret yaklagimlarini degerlendirme ihtiyact duyulmustur. Bu ¢alismanin 6zellikle
kadin kooperatiflerinin giiniimiiz diinyasinda teknoloji ile birlikte geldigi noktay1 incelemesi ve kadin
girisimcilerin e-ticaret algilarim1 degerlendirecek olmasi bakimindan literatiire katki saglayacagi
diistiniilmektedir. Kadin girisimciliginin oldukga arttig1 gliniimiizde kadin kooperatifleri bunun belki de
en Onemli Ornegini olusturmaktadir. Belki de heniiz biiyiik kitleler tarafindan taninmayan kadin
kooperatiflerinin e-ticarete yonelmeleriyle birlikte e-ticareti kullanan diger kadin girisimciler ile birlikte
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rekabet giicii elde edecekleri beklenmektedir. Halihazirda e-ticareti kullanan kadin kooperatiflerinin ise
bu sektére bakis acilari, arti ve eksilerinin paylasimi calismaya katki saglamasi diisiiniilen

hedeflerdendir.
Materyal ve Yontem

Bu boliimde arastirmanin modeli, evren-orneklem, veri toplama araglart ve verilerin analizinde
kullanilan istatistiksel analiz yontemleri sunulmustur. Bu arastirma iligkisel ve betimsel tarama
yontemine gore tasarlanmistir. Caligmanin ana kiitlesini Tiirkiye’ de bulunan 726 tane kadin kooperatifi
olusturmaktadir. Ankete katilim saglayan 421 tane kadin kooperatifi ile gergeklestirilen goriismeler
sonucunda elde edilen veriler analiz edilmistir. Bu arastirmada, arastirmaci tarafindan literatiir taranarak
hazirlanmis olan kisisel bilgi formu ve arastirmanin amaglar1 dogrultusunda hazirlanmis olan soru ve
Olgekler kullanilmistir. Arastirmanin amaci dogrultusunda, SPSS 27.0 (Statistical Package for The
Social Science) ve Eviews 10 programindan yararlanilmistir. Katilimcilarin demografik 6zelliklerini
belirlemek amaci ile frekans dagilimlari belirlenmistir. E-ticaret algilari, beklentileri, e- ticaret yapmama
nedenleri gibi konulara iliskin goriisler frekans dagilimlari ile incelenmistir. Katilimer 6zelliklerine gore
e-ticaret algilari, beklentileri, e- ticaret yapmama nedenleri gibi konulara iligkin goriislerin
farklilagmalar1 Tek Yonlii Varyans Analizi (ANOVA) ile test edilmistir. E-ticaret yapmay1 etkileyen
faktorler, isletme 6zelliklerinin e-ticaret algisina etkisi ve e-ticaretin 6niindeki engellerin analizi Logit
Model ile yapilmistir. Analizler 0,05 6nem diizeyleri dikkate alinarak yapilmistir.

Sonuclar

Kadm girisimcilerin son yillarda ekonomik olarak 6zgiirlesmesi, zaman ve mekan farketmeksizin
girisimcilik faaliyetlerini silirdiirmesi ve maddi refaha ulagmasinda e-ticaretin katkis1 tartismasiz ¢ok
fazladir. Teknolojik agidan donanimini yetersiz bulan kadinlarin da bu noktada belirli egitimlerle
kendilerini gelistirdigi ve iirlinlerini online platformlar araciligi ile tanittigi ve boylelikle her yastan her
egitim diizeyinden girisimei kadinin giiciinii gosterdigi agikardir. Kadin kooperatifleri kadinlarin
girisimcilik faaliyetlerine katki sunan ve destekleyen olduk¢a 6nemli kurumlardir. Bu ¢aligmanin da
konusu geregi kadin kooperatiflerinin e-ticarete gecis yapmalari ya da hali hazirda e-ticaret faaliyetlerini
daha da gelistirmeleri kooperatifler ve kadin girisimciler agisindan ¢ok o6nemlidir. Kadin
kooperatiflerinin e-ticaret yapma durumlarini, e-ticaret algilarini, beklentilerini ve e- ticaret yapmama
nedenlerini belirlemek amaciyla yapilan bu ¢alismada asagidaki sonuglara ulasiimistir.

Arastirmaya katilan kadin kooperatifi temsilcilerinin frekans analizi sonuglarina gore %41,3’liniin lise
mezunu oldugu, %42’sinin 36-40 yas arasi oldugu gorilmustiir. Ayrica katilimcilarin bagli oldugu kadmn
kooperatiflerinin biinyesindeki eleman sayisi incelendiginde %52,6° sinin 1-9 arasi ¢aligsan1 oldugu,
%62’sinin yillik cirosunun 50.000 TL’den az, oldugu goriilmistiir. Katilimcilarin % 93,3” i e-ticaretin
gelecekteki ticaret modeli olacagini diistintirken, % 91,6’ sinin e-ticaret ile is yapma hizinin artacagini
disiindiikleri goriilmiistiir. Yine katilimcilarin % 63,9 ‘unun internetin iirlinlerin daha diisiik maliyetle
miisteriye ulagmasini sagladigi goriisiinde oldugu, %87,2 sinin e-ticaretin kooperatiflere gercek bir
rekabet avantaji sagladigini belirttikleri, %71,4’linlin e-ticaretin maliyetleri biiyiik 6l¢iide azaltarak
diinya pazarlarina daha ucuz sekilde ulagsmay1 sagladigi goriisiine katildiklar1 gozlenmistir. Arastirmaya
katilan kadin kooperatifi temsilcilerinin %88,4 “liniin kooperatiflerinin gelecek 5 yil i¢inde e- ticarete
daha bagimli olacagim disiindiikleri ve yine % 92’ sinin ¢evrelerindeki basarili e-ticaret
uygulamalarinin kendi yatirim kararlari i¢in de olduk¢a 6nemli oldugunu belirtmislerdir. Katilimeilarin
% 77’si e-ticaretin giivenli olmadig fikrine katilmadiklar1 % 67,4  iiniin ise finansman yetersizliginin
e-ticaret yapmalarimin dniinde bir engel oldugunu distindiikleri goriilmiistiir

Farkli egitim durumuna, farkl galisan sayisina, farkli yas ortalamasina sahip katilimcilarin e-ticaretteki
mevcut durum, e-ticaret algisi, beklentiler, e-ticaretin oniindeki engeller ve e-ticaret yapmama nedenleri
hakkindaki goriisleri benzerdir. Bununla birlikte 26-35 yas arasindaki katilimecilarin e-ticaret algisinin
diger yas gruplarindan daha yiiksek oldugu gozlenmistir.

Eleman sayisindaki ve yillik cirodaki artis e-ticaret yapma durumunu pozitif yonlii etkilerken, ortalama
yastaki artigin e-ticaret yapma durumunu negatif yonde etkiledigi goriilmiistiir. Kadin kooperatiflerinin
eleman sayisi, yillik ciro ve calisanlarin egitim durumuna iligkin diizeylerinin artmasi e-ticaretin
gelecegin ticaret modeli olarak goriilmesinde ve e-ticaretin maliyetleri diisiirecegine olan alginin
artmasinda pozitif etkisi vardir. Kurumsal imaj1 giiglendirme diisiincesindeki artisa eleman sayisi, yillik

1717



Giindiiz, F.F., 1701-1718

ciro ve ¢aligsanlarin egitim durumundaki artis etki etmektedir. Potansiyel engellerin etkisi incelendiginde
e-ticaretin halen giivenli bulunmamasi, hukuki altyapinin eksik olmasi ve bilgi-eleman eksikliginin
olmasi ile e-ticaret yapmama arasinda pozitif yonlii ve anlamli bir iliski oldugu, bu durumun e-ticaret
yapmanin Oniinde engel olarak goriildiigii sonucuna ulagilmistir. Devlet desteginin olmamasinin modele
istatistiksel olarak anlamli bir etkisi bulunmamustir.

Sonug olarak e-ticaretin daha etkin kullanimi ve kadin kooperatiflerinin girisimcilik faaliyetlerini daha
da olumlu yonde etkilemesi igin kooperatiflere bagli eleman sayilarinin artmasi 6nemlidir. Geng yas
grubundaki ve egitim diizeyi yiiksek olan kadmlarin da kadin kooperatiflerinde daha fazla yer bulmasi
ve boylelikle daha dinamik bir yapilanma olmasi pozitif etki yaratacaktir. Kadin kooperatiflerinin e-
ticaret konusunda bilgilendirilmeleri, endiselerinin minimuma indirilmesi ve boylelikle e-ticareti daha
aktif kullanmalar1 kadin koopertaiflerinin evrensel kurumlar olmalari yoniinde atilacak Onemli
adimlardan biridir. Kadin girisimciligine yonelik Tiirkiye’ de devlet destegi olmakla birlikte daha da
arttirtlmasi ve kadin kooperatiflerinin e-ticareti daha da etkin kullanan kurumlar haline getirilmeleri
olduk¢a 6nemlidir.
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