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Ozet

Maliyet-hacim-kar (MHK) analizi, genellikle hacim ve maliyet arasindaki iliskiye
bagli olarak {iretim ve satis sonuclarini gdzlemleyebilmek icin olusturulmaktadir.
Hacim ve maliyet boyutundan bakilan analizde kar boyutu bir sonug¢ olarak
degerlendirilmektedir. Oysa gercek bakis acgisi kar olmalidir. Ciinkii isletmenin
stirekliligini saglayabilmesinin temel kosulu “kar”dir. Kar1 yaratan temel unsur ise
“miisteri”dir.  Isletmeler,  faaliyetlerini  miisteriden  sagladiklart  kar ile
stirdiiriilebilmektedir. Aslinda analizin hacim boyutuna da miisteri karar vermektedir.
Bu nedenle {iriinlerin isletmeye olan karliligin1 dlgmeye caligmak yerine, isletmenin
hangi miisterilerinden kar sagladiginin tespit edilmesi temel amag olmalidir.

Calismanin temel amaci, MHK analizi araciligiyla her bir miisterinin kara olan
katkisin1 tespit etmek ve boylece miisteri boliimlemesine olanak saglayacak miisteri
karlilik analizi gergeklestirmektir. MHK analizinin etkisi; hem iirlin karmasi hem iiriin
karmasindaki farklilagsmanin etkisi hem de miisteri diizeyinde karlhilik analizi farazi bir
veri seti lizerinden test edilmektedir. Bu amacgla standart ve yeni iiriin karmalari
olusturulmakta, miisteri diizeyinde satilan {iriin miktarinin, satisinin ve maliyetinin
dagitimi yapmakta ve MHK analiz teknigi yardimiyla miisteri karlili1 belirlenmektedir.
Calismanin sonucunda, karar alicilarin {iriin temelli karlhiliktan ziyade, miisteri temelli
karliliga gore karar almasinin daha dogru kararlar alabilecegi tespit edilmistir.
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Abstract

Cost-volume-profit (CVP) analysis, usually the relationship between volume and
cost, is created to observe production and sales results. In the analysis of the volume
and cost dimension, the profit dimension is considered as a result. However, the true
point of view must be profit. Because the basic condition for the sustainability of an
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enterprise is "profit". The main element that makes profit is "customer”. Business
activities are being carried out with the profit from the customer. In fact, the size of the
analysis also determines the size of the customer. For this reason, rather than trying to
measure the profitability of the products to the business, the main purpose should be to
determine the profitability of which customers of the business.

The main purpose of this study is to identify the profit contribution of each
customer through CVP analysis and to realize customer profitability analysis which will
enable customer segmentation. The effect of CVP analysis on both product mix and
product mix variability and customer-level profitability analysis are tested on a
hypothetical data set. For this purpose, standard and new product mixes are created,
the amount of the product sold at the customer level, the sales and the cost are
distributed, and the customer profitability is determined with the help of the CVP
analysis technique. As a result of the study, it is reached that the decision makers will
be more meaningful to decide according to the customer-based profitability rather than
the product-based profitability.

Keywords: Customer, Profitability Analysis, Breakeven, Cost-Volume-Profit Analysis

Isletme Arastirmalar: Dergisi 488 Journal of Business Research-Tiirk



