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Ozkaynar, K., R. Altunisik Ve T. Yolcu (2017), “Facebook Ve Twitter Kullanicililarimin Siyasal
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Yolcu, T., S. Gokdemir Ekici, R. Altunisik, Ve K. Ozkaynar (2017), “Online Or Offline? Investigation
Of The Factors Effecting Consumer Preferences”, Int. Journal Of Management Economics And Business,
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Universitesi Sosyal Bilimler Dergisi, Vol. Say1. 77, Ss.248-271.

e GUNES HANDE, Altvol. Say1. Ss.UNISIK REMZI (2023), “Gelismeleri Kagirma Korkusunun (FOMO),
Kompulsif Satin Alma Uzerindeki Etkisinde Sosyal Kayginin Araciik Roli”, Business
&Management Studies: An International Journal, Vol. 11, Say. 4, Ss. 1338-1364
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e Cifyildiz, S. ve R. Altunisik (2001), “Veritabanli Pazarlama”, [IBF- Milenyum Sayisi, Sakarya
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Burhanettin Zengin (Editorler), Beta Yaymlari, 2004, s. 287-320.
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Tiiketimi Yeniden Anlamlandiracak Yeni Miisteri, Editorler, O. Torlak, R. Altunisik ve S. Ozdemir, Hayat
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Editor: Sehnaz Demirkol, Degisim Yaymnevi, ss. 1-70.
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1986-1989 Etibank Scholarship for MBA

MEMBERSHIPS

LANGUAGES

Turkish: Native
English: Fluent



