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Oz

Bu arastirmanin amaci, Tiirk pazarlama akademisi aragtirmacilarinin
hipotez test etme pratiklerine iliskin betimsel bir resim ortaya koy-
mak ve bu metodolojik goriiniimiin olas1 sebeplerine dair yapict me-
todolojik geri bildirimler iiretmektir. Bu amaca yonelik olarak, 2012-
2021 yillar1 arasinda (son 10 yil) yayinlanmis olan Ulusal Pazarlama
Kongreleri Bildiri Kitapciklarinda yer alan ve hipotez testi i¢eren ca-
lismalar incelenmistir. Hipoteze sahip toplam 326 bildiri aragtirmasi
neticesinde toplam 1891 adet hipotez gelistirildigi ve bu hipotezlerin
1400 (%74,5)tiniin desteklendigi gozlemlenmistir. Bu betimsel bul-
gular metodolojik agidan ele alindiginda; ilk senaryo, ulusal pazar-
lama arastirmacilarmin bilylk olciide destek gdrme potansiyeli olan
hipotezler {iiretebilme becerisine sahip oldugu yoniindedir. Tkinci se-
naryo ise ulusal pazarlama akademisi kapsaminda HARKING (veriler
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analiz edildikten sonra hipotez revize etme) pratiginin oldukca yaygin
olabilecegi yoniindedir. Bu olasi senaryolar dogrultusunda ulusal pa-
zarlama akademisine dair metodolojik ¢ikarimlar saglanmis ve oneri-
ler tiretilmistir.

Anahtar kelimeler: HARKING, hipotez testi, ulusal pazarlama aka-
demisi

Do We Still Need to Collect Data? May Turkish
Marketing Academia be in Danger of HARKING?

Abstract

The aim of this paper is to explore the hypothesis testing practices of
Turkish marketing academia and to provide methodological feedback
pertaining to their practices. To this end, we examined the proceedin-
gs published at National Marketing Conference Proceedings between
2012 and 2021 (the last 10 years). We found 326 proceedings with 1891
hypotheses, of which 1400 (74.5%) of them were supported. Based on
these findings, we argue that there might be two different scenarios that
explain Turkish marketing researchers’ hypothesis testing practices.
First, Turkish marketing researchers are gifted for being able to develop
hypotheses that have a great potential to be supported. Second, HAR-
KING (hypothesizing after results are known) is quite prevalent among
Turkish marketing researchers. According to these two scenarios, we
provided methodological implications for Turkish marketing academia.
Keywords: HARKING, hypothesis testing, Turkish marketing acade-
mia

Giris

Akademik diinyada giderek artan rekabetin (Fanelli, 2010) yani sira
hipotezlerin destek gordiigii arastirmalarin yayina daha uygun goriildiigii
anlayisinin yayginlasmasiyla (Nosek ve digerleri, 2022), arastirmacilar
hipotezlerini desteklemeye yonelik ortiik bir baski yagamaktadirlar. Bu
baskinin bir sonucu olarak aragtirmacilar veri analizi sonrasinda hipotez-
lerini veri ile uyumlu olacak sekilde revize edebilmektedirler. Harking
(Kerr, 1998) olarak isimlendirilen bu metodolojik pratigin oldukg¢a teh-
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likeli bir uygulama oldugu ve herhangi bir disipline ait bilgi birikimine
ciddi zararlar verdigi tartisilmaktadir (Nosek, Spies ve Motyl, 2012; Si-
monsohn, Nelson ve Simmons, 2014; Wagenmakers, Wetzels, Borsbo-
om, van der Maas ve Kievit 2012). Nitekim yakin ge¢miste kamuoyun-
da dikkat ¢eken replikasyon krizi (Open Science Collaboration, 2015) ile
birlikte replike edilemeyen ve/veya siipheli veri setine sahip caligmala-
rin duyuruldugu yeni bir web sitesi bile gelistirilmistir (retractionwatch.
com). Northwestern Universitesi’nden Ping Dong (Oransky, 2019) ve
Cornell Universitesi'nden Brian Wansink (Oransky, 2018), son yillarda
veri siiphesi ile islerini kaybeden pazarlama arastirmacilarindan bazila-
ridir. Hollanda’I1 psikoloji aragtirmacist Diederik Stapel ise kariyeri bo-
yunca yayinlamis oldugu 130 makalesinin 55’1 yayindan geri kaldirilan
arastirmaci olarak veri siiphesi ve veri ile oynamaya dair en fazla dikkat
ceken arastirmacilarin basinda gelmektedir (Chevassus-au-Louis, 2019).

Yakin gecmiste arastirmacilar (Aguinis, Archibold ve Rice, 2022;
Hollenbeck, ve Wright, 2017), daha sorumlu bir arastirma ytirtitme sii-
reci lizerine tartigmalar yliriitmiis ve oneriler gelistirmislerdir. Bunlarin
basinda “6n kayitli calisma (preregistered research process)” yaklagimi
gelmektedir (Nosek, Ebersole, DeHaven ve Mellor, 2018; Simmons,
Nelson ve Simonsohn, 2011). Bu yaklasima gore, arastirmact veri top-
lama siirecine gegmeden Once hipotezlerini ve veri toplama siirecine
dair net plan1 dnceden belirlemektedir. Boylece veri toplama siirecin-
de ne kadar veri toplanacagi, bu verinin nasil ve hangi hipotezleri test
etmek lizere toplanacagi onceden kayit altina alinmis olacaktir (John,
Loewenstein ve Prelec 2012). Bir anlamda, bu 6n kayitli ¢calisma yakla-
sim1 sayesinde, arastirmacinin Harking pratigine karsi giiclii bir 6nlem
alimmaktadir. Tiim bu 6nlemlerin temel ¢ikis noktasinda ise sosyal psi-
koloji disiplininde en ¢ok itibara sahip ¢aligmalarin yakin ge¢miste tek-
rarlanmasi ve ge¢miste elde edilen bulgularin yaklasik %25’inin tekrar
elde edilebilmesi (Open Science Collaboration, 2015) ile patlak veren
replikasyon krizi yatmaktadir (Nelson, Simmons ve Simonsohn, 2018).
Her ne kadar metodolojik acidan kavramsal diizeyde tartigmalar giiglii
sekilde devam etse de (Baumeister, 2016), betimsel olarak bir “siipheli

=19

arastirma pratigi” (Questionable Research Practices; John ve digerleri,
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2012) olan Harking yani veri topladiktan sonra analiz bulgular1 dogrul-
tusunda hipotezi revize etme veya hipotez olusturma pratiginin, aras-
tirmacilar arasinda ne derece yaygin olduguna dair ¢ok kisith bir bilgi
birikimi bulunmaktadir. Bu noktada dikkat ¢eken ¢alismalar neticesinde,
807 evrimsel biyolog kapsaminda arastirmacilarin %54,2’sinin Harking
pratigi sergiledigi (Fraser, Parker, Nakagawa, Barnett ve Fidler, 2018),
Kuzey Amerika’da psikoloji arastirmacilar1 kapsaminda yapilan calis-
mada bu oranin %27 (John ve digerleri, 2012) oldugu tespit edilirken
Italya’da psikoloji arastirmacilar1 kapsaminda yapilan ¢alismada ise bu
oran %37,4 olarak gozlemlenmistir (Agnoli, Wicherts, Veldkamp, Albie-
ro ve Cubelli, 2016). Bu noktada, Tiirk akademisi kapsaminda herhangi
bir disipline dair Harking tespit caligsmasi olmamasi dikkat ¢gekmektedir.
Ustelik siipheli ulusal literatiirde arastirma pratiklerine dair oldukgca ki-
sith bir bilgi birikimi oldugu goriilmektedir (Dogan, 2017).

Yukarida deginilen iki boslugu doldurmak, bu arastirmanin iki temel
amacidir. Dolayisiyla, bu arastirmanin ilk katkisi, Tiirk pazarlama aka-
demisi kapsaminda Harking pratigine dair betimsel bir goriintii ¢izebil-
mektir. Tkinci katki ise, Harking ve diger siipheli arastirma pratiklerine
dair bir tartisma ortaya koyarak Tiirk pazarlama akademisinde ilgili me-
todolojik konulara iligkin farkindalik olusturmaktir.

Yontem

Bu ¢alisma, metodolojik olarak, 2012 — 2021 yillar1 arasinda (son 10
yil) yayilanmis olan Ulusal Pazarlama Kongreleri Bildiri Kitapgiklarin-
da yer alan ve hipotez testi iceren caligmalar1 kapsamaktadir. Bir diger
ifadeyle, Tiirk pazarlama akademisinin metodolojik pratiklerini, son 10
yilda yaymlanmis olan Ulusal Pazarlama Kongreleri Bildiri Kitapgikla-
rinda yer alan ve hipotez testi iceren ¢alismalar temsil etmektedir. {lgili
calismalar1 dizinleme siirecinde Pazarlama ve Pazarlama Arastirmalari
Dernegi’nin web sayfasindan faydalanilmistir (Pazarlama ve Pazarlama
Arastirmalar1 Dernegi, 2022).

[k olarak, yillar bazinda son 10 yila dair Ulusal Pazarlama Kong-
releri Bildiri Kitapgiklar1 veri tabani olusturulmustur. ikinci adimda, her
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bir bildiri ¢caligmast i¢in bir dizinleme yonergesi olusturulup izlenmistir.
Bu dizinleme yonergesine gore, hipotez igeren her bir bildiri i¢in; (i)
yazar sayisl, (ii) kurulan hipotez sayisi, (iii) desteklenen hipotez sayist,
(iv) ilk yazar unvani, (v) yazar unvan puanlama ve (vi) profesor yazar
olup olmadig bilgileri kodlanmistir. Kodlama siirecini detaylandirmak
gerekirse; yazar sayisi, kurulan hipotez sayis1 ve desteklenen hipotez sa-
y1s1 rasyo olarak kodlanmustir. 11k yazar unvani kodlamasinda su numa-
ralandirma benimsenmistir: “Ogretim eleman1” ise “1”, “Dr. Ogr. Uyesi”
ise “2”, “Dog. Dr.” ise “3”, “Prof. Dr.” ise “4”. Yazar unvan puanlama
kodlamasinda ise yazar unvani kodlamasinda kullanilan numaralandir-
ma lizerinden yazarlarin unvan puanlarinin aritmetik ortalamasi alinmis-
tir. Son olarak, profesor yazar kodlamasi yaparken profesor yazar var ise
“1”, profesor yazar yok ise “0” kodlamas1 yapilmistir.

Bulgular

2012 —2021 yillart arasinda (son 10 y1l) yaylanmis olan Ulusal Pazarlama
Kongreleri Bildiri Kitapgiklarinin incelenmesi neticesinde, hipoteze sahip toplam
326 bildiri oldugu tespit edilmistir. Bu bildiriler kapsaminda toplam 1891 adet
hipotez gelistirildigi ve bu hipotezlerin 1400 tintin (%74,5), analizler neticesinde
desteklendigi goriilmiistiir (Sekil 1).

Toplam Hipotez Sayis1 (1891)

= Desteklenen Hipotez Sayis1 (1400) m Desteklenmeyen Hipotez Sayisi (491)

Sekil 1. Hipotez Desteklenme Oram (2012-2021)
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Desteklenen hipotez oraninin yillar bazinda (aritmetik ortalama) go-
riniimii ise asagida yer alan Sekil 2’de gorsellestirilmistir.

1.00 4

Desteklenen Hipotez Orani
o
o
o

0.00 1

207‘ 2 20" 3 20" 4 ZD" 5 20" 6 ZD" 7 23" 8 20" 9 23'2 1
Yil
Sekil 2. Yillar Bazinda Desteklenen Hipotez Oram
(Aritmetik Ortalama)

Sekil 2’ye iliskin detayl bilgi vermek gerekirse; hipotez desteklen-
me orani (aritmetik ortalama) 2012 yilinda %75,3; 2013 yilinda %82,7;
2014 yilinda %82,6; 2015 yilinda %72,5; 2016 yilinda %83,5; 2017 y1-
linda % 68.,4; 2018 yilinda %82,6; 2019 yilinda % 81,4 ve 2021 yilinda
%77,1 olarak tespit edilmistir. 2012-2021 yillar1 arasinda gergeklestirilen
son 9 Ulusal Pazarlama Kongresi kapsaminda agirliklandirilmis ortala-
ma hipotez desteklenme oraninin ise %74,5 oldugu dikkat cekmektedir.

Veri dagilimimin normal dagilimdan oldukca sapma sergiledigi goz
oniinde bulunduruldugunda, ilgili yillar bazinda hipotez desteklenme
oranina dair medyan verinin de sunulmasi gerektigi diistiniilmektedir.
Dolayisiyla ¢ikarimlar elde ederken, ortalamaya dayali ve medyana da-
yal1 ¢ikarimi biitlinsel olarak saglamak faydali olacaktir. Bu dogrultuda,
desteklenen hipotez oraninin yillar bazinda (medyan) goriiniimii ise asa-
g1da yer alan Sekil 3’de gorsellestirilmistir.
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Sekil 3. Yillar Bazinda Desteklenen Hipotez Orani (Medyan)

Yukarida yer alan Sekil 3’de goriildiigii iizere, oldukca saga garpik
bir dagilim goriiniimii tim yillar kapsaminda dikkat ¢cekmektedir.

Sekil 3’e iligkin detayli bilgi vermek gerekirse; hipotez desteklenme
oranina dair medyan 2012 yilinda 1,00; 2013 yilinda 1,00; 2014 yilinda
1,00; 2015 yilinda 0,778; 2016 yilinda 1,00; 2017 yilinda 0,667; 2018
yilinda 1,00; 2019 yilinda 0,896 ve 2021 yilinda 0,789 olarak tespit edil-
mistir. 2012-2021 yillar1 arasinda gergeklestirilen son 9 Ulusal Pazarla-
ma Kongresi kapsaminda olusan hipotez desteklenme orant medyaninin
ise 0,854 oldugu dikkat cekmektedir.

Ote yandan desteklenen hipotez orani ile yazar sayis1, calismada ku-
rulan hipotez sayisi ve yazar unvan puanlama arasindaki iliskiler Pear-
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son-Correlation ile test edilmistir. Asagida yer alan Tablo 1°de goriildiigii
tizere, desteklenen hipotez orani ile hi¢birinin %95 giliven araliginda ista-
tistiksel olarak anlamli iliskiye sahip olmadig: tespit edilmistir.

Tablo 1. Korelasyon Matrisi

Desteklenen Yazar Hipotez = Yazar unvan
Hipotez Oram sayis1 sayis1 puanlama

Desteklenen -
Hipotez Orani

p JR—
Yazar sayisi r -.022 —

p .694 —
Hipotez sayis1 r -.016 .042 —

p 769 446 —
Yazar unvan 012 100 050 —
puanlama

p .833 .070 372 —

Son olarak, desteklenen hipotez oraninin ne ilk yazar unvanina
(F(3,323) = 1.031, p = .381) ne de ilk yazarin profesor olup olmamasi-
na (t325 = .903, p = .367) baglh olarak farklilastig1 tespit edilmistir. Bir
diger ifadeyle, desteklenen hipotez oraninin ilk yazarin unvanindan ve
bildirinin yazarlar1 arasinda profesér unvanl arastirmaci olup olmama-
sindan bagimsiz oldugu yoniinde bulgulara ulagiimistir.

Tartisma ve Sonug

Bu ¢alismada, 2012-2021 yillar1 arasinda (son 10 yil) yayinlanmis
olan Ulusal Pazarlama Kongreleri (9 Kongre) Bildiri Kitapg¢iklarinda
yer alan ve hipotez testi iceren ¢aligmalar incelenmistir. Hipoteze sa-
hip toplam 326 bildiri arastirmasi neticesinde toplam 1891 adet hipotez
gelistirildigi ve bu hipotezlerin 1400’linlin (%74,5) desteklendigi goz-
lemlenmistir. Ayrica 2012-2021 yillar1 arasinda (son 10 y1l) gerceklesti-
rilen son Dokuz Ulusal Pazarlama Kongresi kapsaminda olusan hipotez
desteklenme orani medyani ise 0.854 olarak tespit edilmistir. Hipotez
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desteklenme oraninin; bildirideki yazar sayisindan, bildiride kurulan hi-
potez sayisindan, yazar unvanlarindan, ilk yazar unvanindan ve yazar-
lar arasinda profesor unvanli aragtirmaci olup olmamasindan bagimsiz
oldugu goriilmiistiir. Boylece, Tiirk pazarlama akademisi arastirmacila-
rinin hipotez test etme pratiklerine iliskin betimsel bir resim ortaya ko-
nulmustur.

Tespit edilen bulgular, Tiirk pazarlama akademisinin ileri siirdigt
hipotezleri biiylik oranda veri analizleri ile destekledigine dikkat ¢ek-
mektedir. Ozellikle desteklenen hipotez oranina dair oldukca saga carpik
veri ve bir¢ok yilda medyan degerin 1.0 olarak tespit edilmis olmasi,
bu dikkat ¢eken durumu vurgulamaktadir. Temel olarak bu durumun iki
sebebi olabilecegi ileri siiriilebilir.

[k agiklama, Tiirk pazarlama akademisini olusturan arastirmacila-
rin biiylik 6l¢iide gergekligi kavramsal olarak modelleyebildigi ve bir
anlamda gelecegi kestirebildigi yoniindedir. Ilk bakista oldukca sira dist
gibi goriinen bu aciklamanin benzer bir savi Bem (2011) tarafindan ar-
giimanlagtirilmig ve tartismalara yol agcmistir (Wagenmakers, Wetzels,
Borsboom ve van der Maas, 2011). Detaylandirmak gerekirse, Bem
(2011), gelecegin bireyler tarafindan enerji transferi yoluyla hissedi-
lebilecegi yoniinde bulgular ortaya koymustur. Bir anlamda retroaktif
bir zaman doniistiiriicii siireci resmeden bu ¢alismanin oldukca kesifsel
ve tamamen veriye dayali ¢ikarim sagladigi yoniinde elestiriler aldig
bilinmektedir (Wagenmakers ve digerleri, 2012). Tam bu noktada, bu
caligmanin bulgularina yonelik ikinci agiklama olan Harking riski tarti-
stlmalidir.

Ikinci agiklama, Tiirk pazarlama akademisinde yasanmakta olan ola-
st Harking riskidir. Tiirk pazarlama akademisinin gelistirdigi hipotezleri
biiytlik oranda veri analizi ile destekleyebilmesinin sebebi, verilerin ana-
liz edildikten sonra hipotezlerin gelistirilmesi veya revize edilmesi ola-
bilir. Bu ¢aligsma neticesinde ulasilan bulgular, yakin ge¢misteki Harking
bulgular1 (Agnoli ve digerleri, 2016; Fraser ve digerleri, 2018; John ve
digerleri, 2012) ile tam olarak karsilagtirmaya miisait olmasa da tehlike-
nin s6z konusu olduguna isaret etmektedir. Bu noktada, replikasyon en-
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disesini tamamen kiiltiirel farklilik gerekgeleriyle kenara birakmanin, bu
tehlikenin daha da artmasina sebep olacagina inanilmaktadir. Tam olarak
bu hususta, kesifsel — test edici aragtirma diizleminde (Wagenmakers ve
digerleri, 2012) bilimsel realist yaklasim (Bagozzi, 1984) beraberinde
test edici uca yakin sekilde hipotez igeren arastirmalarin tekrar zihin-
lerde ve pratiklerde konumlandirilmasi gerektigi ¢ikarimi kaginilmazdir.

Yakin ge¢cmiste ULAKBIM veri tabaninda taranan ulusal dizindeki
dergilerin arastirmacilardan etik kurul onay1 zorunlulugu getirmesiyle,
Harking gibi “slipheli arastirma pratiklerine” (John ve digerleri, 2012)
kars1 eylem plani ortaya koymasi yerinde olacaktir. Bu noktada, ulusal
diizeyde bir “6n kayith calisma platformu™ (Nosek ve digerleri, 2018;
Simmons ve digerleri, 2011) calismalarina her disiplin kapsaminda ihti-
yag bulunmaktadr.

Tiirk pazarlama akademisi kapsaminda Harking tehlikesine karsi
alinabilecek en giiclii dnlem, hipotez igeren c¢alismalarin “hypotheti-
co-deductive” yaklagima dayali bilimsel ¢abalar olma niteligine kavus-
masidir. Bunu gerceklestirebilmek i¢in bilim felsefesine iliskin doktora
diizeyinde derslerin miifredata alinmasi gerekmektedir. Ozellikle pazar-
lama disiplinindeki bilgi birikiminin dogasina dair yapilan bilimsel rea-
list perspektif tartigsmalart (Hunt, 1990, 2002, 2003) da Tiirk pazarlama
akademisinin dikkat etmesi gereken bir noktadir.

Bu calismanin iki temel kisitligi bulunmaktadir ve bu kisithliklar
gelecek arastirmalar igin firsatlar sunmaktadir. Ilk kisit, Tiirk pazarlama
akademisinin betimsel goriiniimii, Ulusal Pazarlama Kongreleri Bildiri
Kitapgiklarinda yayinlanan bildiriler ile sinirlanmistir. Oysa bu betimsel
resmin akademik anlamda ulusal arenada yer edinmis pazarlama disipli-
ni dergileri kapsaminda gerceklestirilmesi, resmin daha kapsamli sekilde
ortaya konabilmesini saglayacaktir. ikinci kisit ise dolaysiz sekilde Tiirk
pazarlama arastirmacilarina “siipheli arastirma pratikleri” sorular1 yonel-
tip, anket araciligiyla kesitsel veya boylamsal veri toplanarak daha giiclii
bir betimlemenin de ortaya konulabilmesidir. Bu amaca yonelik olarak
John ve arkadaslar1 (2012) tarafindan uygulanmis olan sorular sorularak
Tiirk pazarlama akademisinin “slipheli arastirma pratikleri” egilimi orta-
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ya konulabilir ve literatiirde yer alan gegmis bulgular ile uyumlu karsi-
lagtirmalar gerceklestirilebilir.

Ozet olarak, Tiirk pazarlama akademisinin ileri siirdiigii hipotezler
biiyiik oranda veri analizleri ile desteklenmektedir. Iyi ihtimal, ulusal
pazarlama akademisinin, gercekligi zihninde biiyiik dl¢lide kavramsal
olarak resmedebilme becerisine sahip oldugu yoniindedir. Kot ihtimal
ise ulusal pazarlama akademisinin Harking tehlikesi altinda olabildigi ve
bu siipheli arastirma pratiginin yaygin olabildigi yoniindedir. Ustelik bu
slipheli arastirma pratiginin bilingli olarak mi1 yoksa bilingsiz olarak m1
sergilendigi de cevaplanmay1 beklemektedir.

Arastirma ve Yayin Etigi Beyam

Bu aragtirma, bilimsel arastirma ve yayin etigi kurallarina uygun
gerceklestirilmistir.

Yazarlarin Makaleye Katki Oranlar
Ucg yazar da esit katki saglamustir.

Destek Beyani

Bu arastirma herhangi bir kurum veya kurulus tarafindan desteklen-
memistir.

Cikar Beyam

Bu arastirma herhangi ¢ikar ¢catismasina konu degildir.
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Extended Summary

Do We Still Need to Collect Data? May Turkish
Marketing Academia be in Danger of HARKING?

Along with the increasing competition in the academic world (Fanelli,
2010), researchers are experiencing implicit pressure to support their hypoth-
eses, as the widespread understanding that research supported by hypotheses
is more appropriate for publication (Nosek et al., 2022). As a result of this
pressure, researchers can revise their hypotheses to be compatible with the data
after data analysis. It is argued that this methodological practice, called HARK-
ING (Kerr, 1998), is quite dangerous and seriously damages the knowledge of
any discipline. (Nosek, Spies ve Motyl, 2012; Simonsohn, Nelson ve Simmons,
2014; Wagenmakers, Wetzels, Borsboom, van der Maas and Kievit 2012). As
a matter of fact, with the replication crisis that has attracted public attention
in the recent past (Open Science Collaboration, 2015), even a new website
has been developed where studies with unreplicable and/or dubious datasets
are announced (retractionwatch.com). Ping Dong of Northwestern University
(Oransky, 2019) and Brian Wansink of Cornell University (Oransky, 2018) are
two marketing researchers who have lost their jobs in recent years due to data
skepticism. Diederik Stapel, a Dutch psychology researcher, draws the most
attention to data suspicion and data manipulation, as 55 of his 130 articles pub-
lished throughout his career have been withdrawn (Chevassus-au-Louis, 2019).

Researchers have recently discussed and developed recommendations on a
more responsible process of conducting a research. The first of these is the “pre-
registered research process” approach (Nosek, Ebersole, DeHaven and Mellor,
2018; Simmons, Nelson and Simonsohn, 2011). According to this approach,
the researcher predetermines her/his hypotheses and a clear plan for the data
collection process before proceeding to the data collection process. Thus, in the
data collection process, how much data will be collected, how this data will be
collected, and which hypotheses will be collected to test will be recorded in ad-
vance (John, Loewenstein and Prelec 2012). Thanks to this preregistered study
approach, in a sense, a strong countermeasure is taken against the researcher’s
Harking practice. The main starting point of all these measures is the replication
crisis that broke out with the repetition of the most prestigious studies in the
social psychology discipline in the recent past and the repetition of approxi-
mately 25% (Open Science Collaboration, 2015) of the findings obtained in
previous studies (Nelson, Simmons and Simonsohn, 2018). Although method-
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ological debates remain vigorous at the conceptual level (Baumeister, 2016),
Harking (Kerr, 1998), which is descriptively a “suspicious research practice” is
expressed as revising or forming a hypothesis in line with the analysis findings
after collecting data. However, there is very limited knowledge of how wide-
spread the practice of revising or formulating a hypothesis in line with their
findings is among researchers. (Questionable Research Practices; John et al.,
2012). As aresult of the remarkable studies at this point, it is seen that 54.2% of
the researchers within the scope of 807 evolutionary biologists exhibited Hark-
ing practice (Fraser, Parker, Nakagawa, Barnett, and Fidler, 2018), while in the
study conducted within the scope of psychology researchers in North America,
this rate was 27% (John et al., 2012), while in the study conducted within the
scope of psychology researchers in Italy, this rate was observed as 37.4% (Ag-
noli, Wicherts, Veldkamp, Albiero and Cubelli, 2016). At this point, it is note-
worthy that there is no Harking determination study on any discipline within the
scope of the Turkish academy. Moreover, there seems to be minimal knowledge
in the national literature on questionable research practices (Dogan, 2017).

Filling the two gaps mentioned above are the two main aims of this re-
search. Therefore, the first contribution of this research is to draw a descriptive
image of the Harking practice within the scope of the Turkish marketing acad-
emy. The second contribution is to raise awareness of relevant methodological
issues in the Turkish marketing academy by presenting a discussion of Harking
and other questionable research practices.

The study carried out for this purpose includes studies that included hy-
pothesis testing and included in the Proceedings of National Marketing Con-
gresses published between 2012 and 2021 (the last ten years). The website of
the Marketing and Marketing Research Association was used in the indexing
process of related studies (Marketing and Marketing Research Association,
2022). First, a database of National Marketing Congress Proceedings Book-
lets for the last 10 years was created on a yearly basis. In the second step, an
indexing directive was created and followed for each paper work. According
to this indexing directive, for each paper containing a hypothesis; (i) number
of authors, (ii) number of hypotheses established, (iii) number of supported
hypotheses, (iv) title of the first author, (v) author title scoring and (vi) whether
there is a professor author or not were coded.

The examination of the National Marketing Congress Proceedings Book-
lets published between 2012 and 2021 (the last ten years) determined that there
were 326 papers with hypotheses. Within the scope of these papers, it was seen
that a total of 1891 hypotheses were developed and 1400 of these hypotheses
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(74.5%) were supported as a result of the analyses. The hypothesis support rate
(arithmetic mean) was 75.3% in 2012, 82.7% in 2013, 82.6% in 2014, 72.5%
in 2015, 83.5% in 2016, 68.4% in 2017, 82.6% in 2018, 81.4% in 2019 and
in 2021, it was determined as 77.1. Notably, the weighted average hypothesis
support rate within the scope of the last 9 National Marketing Congresses held
between 2012 and 2021 is 74.5%. Since the data distribution deviates consid-
erably from the normal distribution, the median data on the hypothesis support
rate on the basis of the relevant years are presented.

The median hypothesis support rate was 1.00 in 2012, 1.00 in 2013, 1.00 in
2014, 0.778 in 2015, 1.00 in 2016, 0.667 in 2017, 1.00 in 2018, 0.896 in 2019
and 0.789 in 2021. Notably, the median of the hypothesis support rate, formed
within the scope of the last nine National Marketing Congresses held between
2012 and 2021, was 0.854. On the other hand, the relationships between the
ratio of supported hypotheses and the number of authors, the number of hypoth-
eses established in the study, and the author title scoring were tested with Pear-
son-Correlation. It has been determined that there is no statistically significant
relationship between the supported hypothesis rate and the number of authors,
the number of hypotheses and the author title scoring at the 95% confidence
interval. It has been found that the rate of supported hypothesis is independent
of the title of the first author and whether there is a professor with the title of
researcher among the authors of the paper.

The findings draw attention to the fact that the hypotheses put forward by
the Turkish marketing academy are largely supported by data analysis In par-
ticular, the highly right-skewed data on the rate of supported hypotheses and
the median value of 1.0 in many years underline this remarkable situation. The
explanation for this finding is thought to be the possible risk of Harking in the
Turkish marketing academy.

The reason why the Turkish marketing academy can largely support the
hypotheses developed by data analysis may be that the hypotheses are devel-
oped or revised after the data are analyzed. Although the findings obtained as
a result of this study are not suitable for complete comparison with the recent
Harking findings (Agnoli et al., 2016; Fraser et al., 2018; John et al., 2012),
it points out that there is a danger. At this point, it is believed that leaving the
replication anxiety aside purely for cultural differences will cause this danger
to increase even more. Precisely in this regard, it is inevitable that researches
containing hypotheses close to the testing end should be repositioned in minds
and practices, together with the scientific realist approach (Bagozzi, 1984) on
the exploratory-testing research level (Wagenmakers et al., 2012).
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It would be appropriate to put forward an action plan against “suspicious
research practices” (John et al., 2012) such as Harking, as the journals in the na-
tional index recently searched in the ULAKBIM database require ethical com-
mittee approval from researchers. At this point, there is a need for a national
level “pre-registered work platform” (Nosek et al., 2018; Simmons et al., 2011)
in every discipline.

The strongest precaution that can be taken against the danger of Harking
within the Turkish marketing academy is that the studies containing hypotheses
become scientific efforts based on the “hypothetico-deductive” approach. In
order to achieve this, courses related to the philosophy of science should be
added to the doctoral degree curriculum. Especially the scientific realist per-
spective discussions on the nature of knowledge in the marketing discipline
(Hunt, 1990, 2002, 2003) is a point that the Turkish marketing academy should
pay attention to.

This study has two main limitations, which provide opportunities for fu-
ture research. The first limitation is that the descriptive view of the Turkish
marketing academy is limited to the papers published in the Proceedings of
National Marketing Congresses. However, the realization of this descriptive
picture within the scope of marketing discipline journals that have gained a
place in the national arena in the academic sense will enable the picture to be
presented more comprehensively. The second limitation is the use of secondary
data. Directly asking Turkish marketing researchers about “suspicious research
practices” and providing a more robust description by collecting cross-section-
al or longitudinal data through a questionnaire will increase the generalizability
of the study. For this purpose, by asking the questions applied by John et al.
(2012), the tendency of the Turkish marketing academy to “suspicious research
practices” can be revealed and comparisons can be made in accordance with the
previous findings in the literature.

In summary, the hypotheses put forward by the Turkish marketing acade-
my are primarily supported by data analysis. The good odds are that the nation-
al marketing academy has a great deal of conceptual ability to picture reality
in its mind. The worst-case scenario is that the national marketing academy
may be in danger of Harking, and this questionable research practice may be
widespread. Moreover, it remains to be answered whether this dubious research
practice is exhibited consciously or unconsciously.
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