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Din, tanr tarafindan koyulduguna inanilan kurallara uyma derecesi (Mokhlis,
2009) ve dogalistii ve ruhani diinya hakkinda inang sistemi ve Tanrinin yarattigi
varliklar olarak insanlarin bu diinyada nasil davranmalar1 gerektigini ifade eden
inang sistemidir (Sheth & Mittal, 2004). Insanlarin tutum, deger ve davranislarinda
din faktori 6nemli bir etkiye sahip olmasi nedeniyle konu tlizerinde yapilmis olan
calismalar, kisilerin mensubu olduklar1 dine bagliliklarinin davranislari iizerine et-
kisi tizerine odaklanmistir (Muhamad & Mizerski, 2010). Din sadece bireylerin tavir,
davranis ve tutumlarina anlam vererek toplumsal yapiy1 etkilemez, ayn1 zamanda
icinde bulundugu toplumsal yapidan da etkilenir (Giilen, 2007). Modern sosyal bi-
limciler tarafindan din konusu sorusturmaya agik olmayan bir konu olarak gortl-
diigii icin genellikle uzak durulmustur. Dinin bu sekilde dislanmasi, bilimin kazanci
degil kaybidir ¢iinkii din insan hayatinin biittinlesik bir parc¢asidir (Burnett, 1979).

Dindarlik, insanin herhangi bir dini ya da herhangi bir inan¢ sistemini kabul
etmesi ve o dine veya inang sistemine uygun olarak yasamasi hali olarak tanimla-
nirken, dindar bu yasantiy1 gerceklestiren yada gerceklestirmeye calisan kisi sek-
linde tanimlanmaktadir (Karakaya, 2008). Bir Hristiyanin dindarlik anlayisi ile bir
Miisliimanin dindarlik anlayisi farkli oldugu gibi, ayn1 dine mensup olan bireylerin
dindarlik anlayis1 ve dini yasama tarzlar1 arasinda da belli hususlarda farkliliklar
goriilebilmektedir (Yener, 2014a; 2014b).

Din ve tiiketim konular1 genellikle birbirlerine rakip olarak gortilmektedir (Va-
rul, 2008). Dini deger sistemlerinin sosyoloji ve psikoloji tizerindeki etkisinin tize-
rinde durulmakla beraber, tiiketici arastirmalarindaki rolii tam olarak ele alinma-
mistir. Bazi toplumlarda sosyal kimligi olusturan degerler sekiiler olmakla beraber,
din insanlarin kendilerini tanimlamalarinda 6nemli bir role sahiptir (Essoo & Dibb,
2004). Kisisel degerlerin en 6nemli determinantlarindan biri Sheth tarafindan “din”
olarak tanimlanmistir. Tiiketici davranislarinda dinin etkisi kiiltiirden kiiltiire fark-
hiliklar gosterebilmektedir (Mokhlis, 2006). Pazarlamacilar triin ve hizmetlerini

1 Dog.Dr, Istanbul Medeniyet Universitesi, dursun.yener@medeniyet.edu.tr
2 Dr. Ogr. Uyesi, Trakya Universitesi, Kesan Yusuf Capraz Uygulamali Bilimler Yiiksekokulu, Uluslararasi
Ticaret B6liimii, ebruonurlubas@trakya.edu.tr

-197 -



Iktisadi ve Idari Bilimler Cilt 111

Kaynakca

Abdul, M., ismail H. & Johari J. (2009). SME’s and Halal certification. China-USA Business Review,
8(4), April.

Alam, S. S. & Sayuti N. M. (2011). Applying the Theory of Planned Behavior (TPB) in halal food purc-
hasing. International Journal of Commerce, 21(1), 8-20.

Alecu, 1. C. (2010). Epistemological aspects of religious tourism in rural areas. International Journal
of Business, Management and Social Sciences, 2(3), 59-65.

Alserhan, B. A. (2010a). On Islamic branding: brand as good deeds. JournaloflslamicMarketing, 1(2),
101-106.

Alserhan, B. A. (2010b), Islamic branding: A conceptualization of related terms. BrandManagement,
18(1), 34-49.

Arpaci, 0. & Batman, 0. (2015). Helal konseptli otel isletmelerinin yiiksek ve diisiik sezonda algila-
nan hizmet kalitesinin misteri sadakati ve musteri degeri iizerindeki etkisi. Seyahat ve Otel isletmeciligi
Dergisi, 12(3), 73-86.

Aykag, A. (2005). Contemporary Patterns of Labor Transformation Evidence from Turkish Tourism
Industry, PhD Thesis, Binghamton University State University of New York.

Bonne, K., Vermeir, I., Bergeaud-Blackler, F. & Verbeke, W. (2007). Determinants of halal meat con-
sumption in France. BritishFood]ournal, 109(5), 367-386.

Bonne, K. & Verbeke, W. (2008). Religious vales informing halal meat production and the control and
delivery of halal credence quality. AgricultureandHumanValues, 25, 35-47.

Bonne, K., Vermeir, 1., Verbeke, W. (2009). Impact of Religion on Halal Meat Consumption Decision
Making in Belgium. Journal of International Food & Agribusiness Marketing, 21, 5-26.

Burnett, D. W. (1979). Religion, Personality and Clinical Assessment. JournalofReligionandHealth,
18(4), October, 308-312.

Campbell, H., Murcott, A., & MacKenzie, A. (2011). Kosher in New York City, halal in Aquitaine: chal-
lenging the relationship between neoliberalism and food auditing. Agric Hum Values, 28, 67-79.

Cheng, P. L. K. (2008). The Brand Marketing of Halal Products: The Way Forward. The Icfai University
Journal of Brand Management, 5(4), 37-50.

Cohen, E.,, Schwartz, Z., Antonovski, R., & Saguy, S. (2002). Consumer Perceptions of Kosher Products.
Journal of Food Service Business Research, 5(3), 69-88

Collins D. & Tisdell C. (2002). Gender and differences in travel life cycles. Journal of Travel Research,
41(2), 133-143.

Delener, N. (1994). Religious Contrasts in Consumer Decision Behaviour Patterns: Their Dimensions
and Marketing Implications. EuropeanjournalofMarketing, 28(5), 36-53.

DellaPergola, S. (2017). World Jewish Population 2017. Arnold Dashefsky, Ira M. Sheskin (Eds.), Ame-
rican Jewish Year Book 2017 The Annual Record of the North American Jewish Communities iginde (ss.
297-377). Springer.

El-Gohary, H. (2015). Halal Tourism, is It Really Halal?. Tourism Management Perspectives.

Essoo, N. & Dibb, S. (2004). Religious Influences on Shopping Behaviour: An Exploratory Study. Jour-
nalof MarketingManagement, 20, 683-712.

Ethnic Foods, Wholly Halal. (2009). FoodManufacture, www.foodmanufacture.co.uk, June, 31-32.

Giilen, A. Y. (2007). Kentlesme Siirecinde Dini Tutum ve Davranislarin Degisimi: Ankara Ornegi, Ya-
yimlanmamusYiiksekLisansTezi, Ankara: Gazi Universitesi SBE.

Halal foods: a large and under-recognised market. (2009). FoodEngineering&Ingredients, 34(2), Ap-
ril/May.

Hamdan, Z. M. 1. H. & Jusoff, W. R. W. M. K. (2009). Practices of Food Producers in Producing Halal Food
Products in Malaysia. InterdisciplinaryJournalof Contemporary ResearchinBusiness, 1(7), November.

Hughes, K. (2008). Market Growth with Halal. PreparedFoods, www.PreparedFoods.com, May.

ibrahim, H. R. & Mokhtarudin, M. Z. H. (2010). Fraudulent quality labelling: Case of halal labelling.
China-USA Business Review, 9(9), 41-47.

Just, D. R, Heiman, A., & Zilberman, D. (2007). The interaction of religion and family members’ influ-
ence on food decisions. FoodQualityandPreference, 18, 786-794.

Kamarulzaman, Y., Madun, A. & Farinda, A. G. (2012). The acceptance of islamic hotel concept in Ma-
laysia: a conceptual paper, International Conference on Islamic Marketing and Branding Proceding, De-
cember, Brunei, 1-10.

Karakaya, S. (2008). Dindarlik ve Kisilik Arasindaki iliski, Allport ve Fromm’un Karsilastirmal Anali-

-208 -



Iktisadi ve Idari Bilimler Cilt II1

zi, YayinlanmamsYiiksekLisansTezi, Adana: Cukurova Universitesi SBE.

Lada, S., Tanakinjal G. H., & Amin, H. (2009). Predicting intention to choose halal products using theo-
ry of reasoned action. International Journal of Islamic and Middle Eastern Finance and Managemet, 2(1),
66-76.

Masoudi, G. F. (1993). Kosher Food Regulation and the Religion Clauses of the First Amendment. The
Universtiy of Chicago Law Review, 60(2), Spring, 667-696.

Mohsin, A., Ramli, N., & Alkhulayfi, B. A. (2015). Halal Tourism: Emerging Opportunities. Tourism
Management Perspectives.

Mokhlis, S. (2006). The Effect of Religiosity on Shopping Orientation: An Exploratory Study in Malay-
sia. The Journal of American Academy of Business, 9(1), March.

Mokhlis, S. (2009). Relevancy and Measurement of Religiosity in Consumer Behavior Research. Inter-
nationalBusinessResearch, 2(3), July.

Muhamad, N. & Mizerski, D. (2010). The constructs mediating religions’ influence on buyers and con-
sumers. Journal of Islamic Marketing, 1(2), 124-135.

Nasir, K. M. & Pereira, A. A. (2008). Defensive dining: notes on the public dining experiences in Singa-
pore. Contlslam, 2, 61-73.

Othman, P, Sungkar, I., & Hussin, W. S. W. (2009). Malaysia as as International Halal Food Hub: Compe-
titiveness and Potential of Meat-based Industries. ASEANEconomicBulletin, 26(3), 306-320.

Power, C. (2008). Halal goes global, NewStatesman, June 9.

Regenstein, J. M., Chaudry, M. M. & Regenstein, C. E. (2003). The Kosher and Halal Food Laws. Comp-
rehensive Reviews in Food Science and Food Safety, 2, 111-127.

Riaz, M. (1999). Examining the Halal Market. PreparedFoods, www.PreparedFoods.com, October.

Riaz, M. N. & Chaudry M. M. (2004). HalalFoodProduction. CRC Press.

Rosenzweig, L. Y. (2005). Kosher Meal Services in the Community: Need, Availability and Limitations.
JournalofNutritionfortheElderly, 24(4).

Saad, H. E,, Alj, B. N. & Abdel-Ati, A. M. (2014). Sharia-compliant hotels in Egypt: concept and challen-
ges. Advances in Hospitality and Tourism Research, 2(1), 1-15.

Schiffman, L. & Kanuk, L. L. (2000). ConsumerBehaviour. Seventh Edition. New Jersey: Prentice Hall.

Shafie, S. & Mohamad, 0. (2002). Halal - the case of Malaysian-Muslim consumers quest for peace of
mind. AmericanMarketingAssociationConferenceProceedings, 13, 115.

Sheth, J. N. & Mittal B. (2004). Consumer Behaviour: a managerial perspective. 2nd edition, Thomson
South-Western, Singapore.

Tekin, 0. A. (2014). islami turizm: diinyadaki ve Tiirkiye’deki genel durum iizerine bir inceleme. Ulus-
lararasi Sosyal Arastirmalar Dergisi, 7(29), 750-766.

Tiirkiye’nin ilk helal oteli, https://www.sabah.com.tr/aktuel /2013/04 /08 /turkiyenin-ilk-helal-oteli,
(Erisim: 25.08.2018).

Varul, M. Z. (2008). After Heroism: Religion versus Consumerism. Preliminries for an Investigation
of Protestantism and Islam under Consumer Culture. Islamand Christian-Muslim Relations, 19(2), April,
237-255.

Weidenfeld, A. & Ron, A. S. (2008), Religious needs in the tourism industry. Anatolia: An International
Journal of Tourism and Hospitality Research, 19 (2), 357-361.

Wilson, ]. A. ]. & Liu, J. (2010). Shaping the Halal into a brand?. Journal of Islamic Marketing, 1(2),
107-123.

www.countrymeters.info/en/Israel, (Erisim Tarihi: 25.08.2018).

www.crescentrating.com, (Erisim Tarihi: 25.08.2018).

www.islamicpopulation.com/world_general.html, (Erisim Tarihi: 20.04.2011).

Yener, D. (2013). Tiiketicilerin Helal Sertifikali Uriinlere Kars1 Tutumlarini Etkileyen Faktorler ve Risk
Algist. 1. Basky, Istanbul: BLMYO Yayinlart.

Yener, D. (2014a). The Effect of Religiosity on Product Involvement in a Muslim Society. isletme Aras-
tirmalar1 Dergisi, 6(1), 58-69.

Yener, D. (2014b). Tiiketici Etnosentrizmini Etkileyen Bir Faktor Olarak Dindarlk. Uluslararasi iktisa-
di ve Idari incelemeler Dergisi, 6(12), 65-84.

Yener, D. (2015a). Factors That Affect the Attitudes of Consumers Toward Halal-Certified Products in
Turkey. Journal of Food Products Marketing, 21(2), 160-178.

Yener, D. (2015b). Halal Food Market and Opportunities for Logistics Sector. Hatem El-Gohary, Riyad
Eid (Eds.), Emerging Research on Islamic Marketing and Tourism in the Global Economy i¢inde (ss. 116-
134). IGI Global.

-209 -



Iktisadi ve Idari Bilimler Cilt 111

Yener, D., Onurlubas, E. (2018), Religious Tourism and Turkey, IX. IBANESS Congress Series - Edirne
/ Turkey, September 29-30.

Zailani, S., Fernando, Y., & Mohamed, A. (2010). Location, Star Rating and International Chain Asso-
ciated with the Hoteliers Intention for not Applying the Halal Logo Certification. EuropeanjournalofSoci-
alSicences, 16(3).

Zakaria, N. & Abdul-Talib, A-N. (2010). Applying Islamic market-oriented cultural model to sensitize
strategies towards global customers, competitors and environment. JournaloflslamicMarketing, 1(1), 51-
62.

Zamil, A. (2010). Factors affecting food product marketing in Islamic perspective and how producers
and planners can sell their products in Islamic countries. InterdisciplinaryJournalofContemporaryRese-
archinBusiness, 2(2), June, 342-360.

-210-



