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Giris

[s diinyasinin paradigmalar1 hizla degismektedir. Kiiresellesme ve rekabet ile
ortaya ¢tkan hizli degisim, kurumlarin daha fazla ayirt edici yonlerini ortaya ¢1-
karma, farklilik yaratan ve farkindalik saglayan yonetsel yaklasimlarin gelistiril-
mesi yoniinde adeta zorlamaktadir. 1950’li yillarda modern yaklasim siireciyle
birlikte gelisen ve 6rgiitlerin canli bir organizmaya benzetildigi tarihsel siiregten
bugiine, kurumlarin daha fazla oranda kendilerini ifade etmeye yonelik gereksi-
nimi her gegen giin artmaktadir.

Kurumsal iletisim, yonetim diinyasinda uzun yillar ele alinan bir konudur.
Ancak, yeni yonetsel tartigmalarin odaginda ozellikle iist diizey yoneticilerin
kurumsal iletisim kalitesinin gelistirilmesine yonelik rollerinin yeniden deger-
lendirilmesine gereksinim duyulmaktadir.

Bilisim teknolojilerinin gelisimi ve kiiresellesmenin etkisi altinda, rekabet-
¢i Ustiinliikler saglamanin ve Orgiitsel basarilara uzanacak siirecin en énemli
stratejik araglarindan birisi kurumsal iletisim kalitesinin gelistirilmesinden geg-
mektedir. Bu béliimde konuya yonelik farkli bir bakis acis1 kazandirmak adina,
kurumsal iletisim kalitesinin destekleyici bilesenleri olarak iliskilendirdigimiz
konulara yer verilmistir. Son béliimde ele alinan kurumsal itibar, kurumsal ileti-
sim kalitesinin gelistirilmesiyle elde edilmesi beklenilen nihai sonucu ve siirecin
tamamlayici bileseni olarak ele alinmistir.

! Dr. Ogr. Uyesi Pamukkale Universitesi Uygulamali Bilimler Yiiksekokulu, Uluslararast Ticaret ve Lojistik
AD, moncel@pau.edu.tr



_ Yonetim Bilimlerinde Giincel Caligmalar

| KAYNAKLAR

1.

10.

11.

12.

13.

14.

15.

16.
17.
18.

19.
20.

21.

22.

23.

Alessandri, S.W. (2001). Modelling Corporate Identity: A Concept Explication and Theore-
tical Explanation, Corporate Communications, 6 (4), 173-182

Argenti, A.P. (2003). Corporate Communication, NY: Mc Graw Hill/Irwin.

Argiiden, Y. (2003). [tibar Yonetimi, Istanbul: Ar-Ge Danigmanlik Yaynlari.

Armstrong, M. (1990). Management Processes and Functions, London: Institute of Personnel
Development.

Barnett, L.M. (2006). Waves of Collectivizing: A Dynamic Model of Comptetition and Coo-
peration Over the Life of an Industry”, Corporate Reputation Review, 8(4), 272-292.

Barnett, L.M., Jermier, J.M., Lafferty, B.A. (2006). Corporate Reputation: The Definitional
Landscape, Corporate Reputation Review, 9(1), 26-38.

Bayer, E. (2005). Miisteri Sermayesi ile Kurumsal Imaj Arasindaki Stratejik iliskinin Belir-
lenmesi ve Isletmelerin Kurumsallagma Siirecinde Etkilerinin Degerlendirilmesi, Verimlilik
Dergisi, 1, 9-26.

Budd, EJ. (1994). How To Manage Corporate Reputations, Public Relations Quartely, 39(4),
11-15.

Bunting, M., Lipski, R. (2000). Drowned out? Rethingking Corporate Reputation Manage-
ment For The Internet, Journal of Communication Management, 5(2), 170-178.

Bityiik, S.S. (2005). Itibar Zirvesinde Biiyiik Miicadele, Capital, Aralik, 58-106.

Castro, D.M., Gregorio, M., Lopez, J.E.N., Pedro, Lopez, Saez, (2006), Business and Social
Reputation Exploring the Concept and Main Dimensions of Corporate Reputation, Journal
of Business Ethics, 63, 361-370.

Croft, S., Dalton, J. (2003). Managing Corporate Reputation: The New Curreny, Third Edi-
tion, London: Thorogood.

Davies, G. Chun, R., R.V. Silva & Roper, S. (2003). Itibar Paradigmas, itibar1 Ol¢me Kurum-
sal Kisilik Olqegi, Argitiden, Y. (Ed.), [tibar Yonetimi (23-63), Istanbul: Ar-Ge Danigmanlik
Yayinlar1 N: 4.

Davies, G. Chun, R., R.V. Silva & Roper, S., (2001). The Personification Metaphor as a Mea-
surement Approach for Corporate Reputation, Corporate Reputation Review, 5(2), 113-127.
Dowling, G. (2002). Create Corporate Reputations, Identity, Image and Performance, NY:
Oxford University Press.

Dékmen, U. (1994). Iletisim Catigmalar: ve Empati, Istanbul: Sistem Yayicilik.

Dértok, A. (2004). Kurumsal Itibarinizdan Kag Sifir Atabilirsiniz, fstanbul: Rota Yayinlari.
Erdogan, Z., Géniilliioglu, B.S. & Ozkaya, H. (2006). Kurumsal Imaj Olusturulmasia {ligkin
Bir Literatiir Taramasi, Pazarlama Diinyast, 20(5), 46-52.

Eren, E. (1993). Yonetim Psikolojisi, 4.Basim, {stanbul: Beta Yaymcilik

Ersoy, K., Gorkem, E. (2007). Corporate Image As Competitive Advantage, III. International
Strategic Management Conference, 21-23 July, Antalya

Fiske, J. (2003). Iletisim Caligmalarina Giris, Siileyman, 1. (Cev.), Ankara: Bilim ve Sanat
Yayinlari.

Fombrun, J.C. (1996). Reputation: Realizing Value from the Corporate Image, Boston : Har-
vard Business School Press.

Fombrun, J.C., Riel, C.S. (1997). The Reputation Landscape, Corporate Reputation Review,
1(1-2), 5-13.



Kurumsal Iletisim Kalitesinin Gelistirilmesinde Ust Diizey Yoneticilerin Rolleri _

24.

25.

26.

27.

28.

29.

30.
31.

32.

33.
34.
35.

36.

37.
38.

39.

40.

41.

42.

43.

44.
45.

46.

47.
48.

Gardberg, A. N. ve Fombrun, J.C., (2002), The Global Reputation Quotient Project. First
Steps Towards a Cross-Nationally Valid Measure of Corporate Reputation, Corporate Repu-
tation Review, 4/(4), 303-307.

Gotsi, M. Wilson, A. (2001a), Corporate Reputation Management: Living the Brand, Mana-
gement Decision, 39 (2), 99-104.

Gotsi, M. Wilson, A., (2001b), Corporate Reputation: Seeking a Defination’, Corporate Com-
munication, 6 (1), 24-30.

Gray, R. E., Balmer, M.T. (1998). Managing Corporate Image and Corporate Reputation,
Long Range Planning, 31 (5), 695-702.

Gren, P. S. (1996). Sirket Uniinii Korumamn Yollari, A. Ersoy (Cev.), Istanbul: Milliyet Ya-
yinlari.

Giimiigsuyu, C., Oyur, E., Sonmez, S. (2009). Genel ve Teknik Iletisim, Ankara: Savas Yayi-
nevi.

Giirgen, H. (1997). Orgiitlerde iletisim Kalitesi, {stanbul: Der Yayinlart.

Hanson, D., Stuart, H. (2001). Failing the Reputation Management Test: The Case of BHP,
the Big Australian, Corporate Reputation Review, 4 (2), 128-143

Helm, S. (2007). The Role Of Corporate Reputation In Determining Investor Satisfaction
and Loyalty, Corporate Reputation Review, 10 (1) 22-37.

Kadibesegil, S. (2006). itibar Yonetimi, Istanbul: Medicat Yayinlar1

Karakése, T. (2007). Kurumlarin Dna’si itibar ve Yonetimi, Ankara: Nobel Yayinlari.
Karatepe, S. (2008). Itibar Yonetimi: Halkla Hi§kilerde Giiven Yaratma, Elektronik Sosyal Bi-
limler Dergisi, 7 (23),77-97.

Kogel, T. (1983). Yonetim Kavrami ve Teknikleri, Istanbul: Uluslararas: Egitim Miidiirliigii
Yayinlari.

Kogel, T. (2005). Isletme Yoneticiligi, 10.Basim, Istanbul: Arikan Yayinlari.

Mahon, EJ. (2002). Corporate Reputation: A Research Agenda Using Strategy and Stakehol-
der Literature, Business ¢ Society, 41 (4), 415-441.

Marwick, N, Fill, C. (1997). Towards A Framework For Managing Corporate Identitiy, Euro-
pean Journal Of Marketing,31(5/6), 396-409.

Melewar, T.C., (2003). Determinants Of” The Corporate Identity Construct: A Rewiev Of
The Literature, Journal of Marketing Communications, 9, 195-220.

Michalisin, D.M., Smith, R.D. & Kline, D.M. (1997). In Search of Strategic Asset, Internatio-
nal Journal of Organizational Analysis, 5 (4), 360-387.

Mintzberg, H. (1990). The Manager’s Job: Folklore and Fact, Harward Business Review, Mar-
ch-April, 1-31.

Nguyen, N. (2006). The Perceived Image of Service Cooperatives: An Investigation in Cana-
da and Mexico, Corporate Reputation Review, 9 (1), 62-78.

Okay, A. (2005). Kurum Kimligi, 5.Baski, Istanbul: Media Cat Kitaplart.

Okur, M., (2006). Kurumsal Sayginlik Yonetimi, Oneri-Marmara Universitesi Sosyal Bilimler
Enstitiisii Hakemli Dergisi, 26(7),143-146.

Ozkalp, E., Kirel, C. (2006). Orgﬁtsel Davranis,7.Basim, Eskisehir: Ekin Basim Yayin Dag1-
tim.

Peltekoglu, Filiz, (2001), Halkla {liskiler, Beta Basim, istanbul

Riel, V.C., Fombrun, C.S. (2007). Essentials of Corporate Communcation: Implementing
Practices for Effective Reputation Management, London :Routledge.



_ Yonetim Bilimlerinde Giincel Caligmalar

49.

50.
51.
52.

53.

54.

55.

56.
57.

58.
59.
60.

61.

62.

63.

Robbins, PS. (1994). Orgiitsel Davranisin Temelleri, Sevgi Ayse Oztiirk (Cev.), Eskigehir:
ETAM Basim ve Yayin.

Sabuncuoglu, Z., Tiiz, M. (2005). Orgﬁtsel Psikoloji, Bursa: Alfa Aktiiel Yayinlari.
Sabuncuoglu, Z., Giimiis, M. (2016). Orgiitsel Iletisim, Bursa: Aktiiel Yayinlari.

Sayers, E, Bingaman, E.C., Graham, R., Wheeler, M. (1993). Yoneticilikte Hetisim, Istanbul:
Rota Yaynlar1.

Schwaiger, Manfred,(2004). Component and Parameters of Corporate Reputation An Emp-
rirical Study, Schmalenbach Business Review, 56 (1), 46-71.

Smaiziene, I. (2008). Revealing The Value Of Corporate Reputation For Increasing Compe-
titiveness, Economics and Management,13, 718-723.

Soydas, U.A. (2005). Global Isletmelerde Kurum Kimligi ve Kurumsal Marka, Pinar Eraslan
(Ed.), 27-57: Istanbul: Ticaret Odast Yayinlar1.

Telman, N., Unsal, P. (2005). Insan Iligkilerinde Iletisim, Istanbul: Eplison Yayincilik.

Tucker, L., Melewar,T.C. (2005). Corporate Reputation and Crisis Management: The Threat
and Manageability of Anti-Corporatism, Corporate Reputation Review, 7 (4),377-387.

Tutar, H. (2003). Orgiitsel Iletisim, Ankara: Seckin Yayincilik.

Tiirk Dil Kurumu (2021). https://sozluk.gov.tr/ 12.03.2021 tarihinde erigim saglanmistir)
Vural, Z.B.A., Erkan, M. (2018). Kurumsal 1maj1n Giiglendirilmesinde Kurumsal Kimligin
Rolii, SDU ifade, 1(1), 9-41.

Woerkum, C.M.]., Lieshout, I.M. (2007). Reputation Management in Agro-Food Industries:
Safety First, British Food Journal, Emerald Group Publishing, 109 (5), 355-366.

Yilmaz, G. (2005). Cok Uluslu isletmelerde izlenim Yonetimi ve Kurumsal imaj Olusumuna
Katkist, Gok Kiiltiirlii Ortamlarda Halkla iliskiler, Kurumsal letisim ve Yonetim, Pinar Eras-
lan (Ed.), Istanbul: Ticaret Odas1 Yayinlari, 129-169.

Yiiksel, H.A. (2006). Heti§im Kavram ve Tanimi, Ugur Demiray (Ed.), 1-34., Ankara: Pegem
Yaymncilik.



