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OZET

Bu calisma, surdurulebilirlik, yesil pazarlama ve yesil aklama kavramlarini
biitiinciil bir cercevede ele alarak, isletmelerin cevresel soylemleri ile gercek
uygulamalar arasindaki tutarliigi kavramsal diizeyde incelemeyi amacglamaktadir.
Arastirma, betimsel bir literatir taramasina dayanmakta olup 2000-2024 yillar
arasinda gerceklestirilen giincel calismalar analiz edilmistir. Bulgular,
siirdiiriilebilirlik soyleminin isletmeler icin stratejik bir deger yarattigini; ancak bu
soylemin giderek artan bi¢cimde alg1 yonetimi amaciyla da kullamildigin
gostermektedir. Yesil pazarlama uygulamalarinin tiiketici gliveni ve marka itibari
tizerinde olumlu etkileri bulunmasina ragmen, dogrulanabilir cevresel
performansla desteklenmeyen iddialarin yesil aklama riskini artirdig
belirlenmistir. Calisma ayrica, yesil aklamanin tiiketicilerde genellesmis bir
stiphecilik yaratarak siirdirilebilir tiiketimi olumsuz etkiledigini ve kurumsal
gliveni zayiflattigini ortaya koymaktadir. Bu baglamda calisma, siirdiiriilebilirlik
soylemi ile yesil aklama arasindaki ayrimi netlestirerek literatiire kavramsal bir
katki sunmakta ve isletmelerin seffaf, dlciilebilir ve hesap verebilir cevresel
iletisim stratejileri gelistirmesi gerektigini vurgulamaktadir.

Anahtar Kelimeler: Yesil Pazarlama, Yesil Aklama, Surdiirtlebilirlik.

ABSTRACT

This study aims to conceptually examine the relationship between sustainability,
green marketing, and greenwashing by evaluating the consistency between
companies’ environmental claims and their actual practices. The research is based
on descriptive literature review covering studies published between 2000 and
2024. Findings indicate that while sustainability discourse has become a strategic
asset for companies, it is increasingly used as a tool for image management rather
than genuine environmental performance. Green marketing activities positively
influence consumer trust and brand reputation; however, when environmental
claims are not supported by verifiable actions, the risk of greenwashing increases.
The analysis also reveals that greenwashing generates generalized consumer
skepticism, weakens confidence in corporate sustainability initiatives, and
undermines the effectiveness of green marketing strategies. Furthermore, the
study highlights the expanding forms of greenwashing within contemporary
sustainability communication. Overall, the study clarifies the conceptual
distinction between sustainability-driven marketing and misleading environmental
communication, offering a comprehensive framework for understanding
greenwashing practices. It emphasizes the need for transparent, measurable, and
accountable sustainability communication to maintain consumer trust and support
truly sustainable market transformation.
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1. Giris

Kiresel oOlcekte cevresel sorunlarin giderek daha gorinir hale gelmesi, slrdirilebilirlik
kavramini hem kamu politikalarinin hem de isletme stratejilerinin merkezine yerlegtirmistir.
iklim degisikligi, dogal kaynaklarin tiikenmesi, kirlilik ve ekosistem bozulmasi gibi sorunlar,
isletmeler Uzerinde cesitli paydas gruplarindan gelen cevresel sorumluluk beklentilerini
artirmis; buna bagh olarak kurumsal siirdirilebilirlik sdylemi son yillarda bilyik bir ivme
kazanmistir. Kurumlarin cevresel duyarliiga iliskin mesajlari, yalnizca finansal performansa
degil, ayni zamanda toplumsal mesruiyete katki sunan stratejik bir unsur olarak
dederlendiriimekte; dolayisiyla gevre temelli iddialar pazarlama, iletisim ve marka yonetimi
sureglerinin ayrilmaz bir parcasi héline gelmektedir. Ancak siirdirilebilirlik sdyleminin hizla
yayginlasmasi, beraberinde bir baska énemli sorunu da giindeme getirmistir. Isletmelerin bir
bélimu cevresel sorumluluklarini gergek uygulamalara dayandirmadan, vyalnizca algi
ybnetimine odaklanan stratejiler gelistirmekte ve tiketicilere gevreci bir imaj sunmaktadir.
Literatlrde yesil aklama (greenwashing) olarak tanimlanan bu uygulamalar, Urlnlerin veya
kurumsal faaliyetlerin cevreye duyarliymis gibi sunulmasina ragmen gercekte strdirilebilirlik
ilkeleriyle uyumsuz olmasi durumunu kapsamaktadir. Yesil aklama, hem tiketici beklentileri ile
kurumsal iletisim arasindaki uyumsuzlugu derinlestirmekte hem de sirdirilebilirlik kavraminin
guvenilirligini zayiflatmaktadir. TerraChoice’'un “Yesil Aklamanin Yedi Glinahi” siniflandirmasi,
bu tir manipllatif stratejilerin ne kadar yaygin ve sistematik hale geldigini gostermesi
bakimindan dikkat cekicidir; nitekim literatiirde yesil aklamanin giderek daha fazla marka
glveni, satin alma niyeti ve tlketici tutumlan (zerinde olumsuz etkiler vyarattigi
vurgulanmaktadir. Her ne kadar yesil aklama konusu son yillarda uluslararasi yazinda énemli
Olclide ele alinmis olsa da kavramin sirdurilebilirlik sdylemiyle iligkisini, kurumsal mesruiyet
arayisindaki rollnu, tuketici gtiveni ve yesil sliphecilik Gzerindeki etkilerini kapsamli bir bigcimde
aciklayan bitincll calismalar sinirlidir. Mevcut arastirmalar genellikle belirli sektérlere, belirli
sirket drneklerine veya belirli yesil aklama tlrlerine odaklanmakta; surdirulebilirlik ve yesil
aklama arasindaki yapisal iliski cogu zaman pargall bigimde ele alinmaktadir. Bu baglamda,
kavramlarin tanimsal boyutlarini, temel teorik arka planlarini ve glincel literatiirdeki egilimlerini
sistematik olmayan ancak biitlinlestirici bir cerceve ile degerlendiren derleme calismalarina
ihtiyac duyulmaktadir. Bu c¢alismanin amaci, strdirilebilirlik sdylemi, yesil pazarlama
uygulamalari ve yesil aklama pratikleri arasindaki iligkiyi kavramsal bir perspektifle inceleyerek
cevresel iddialarin tiketici guiveni tzerindeki etkisini agiklamaktir. Calismada, surdurdlebilirlik
kavraminin isletmeler agisindan nasil bir stratejik arac héline geldigi, yesil aklamanin hangi
motivasyonlarla ortaya ciktigi ve bu uygulamalarin hangi siniflandirmalar altinda
dederlendirildigi literatlir temelinde tartisiimaktadir. Ayrica, gevreci iddialarin glivenilirliginin
tliketici davraniglan Gzerindeki etkileri ve yesil aklamanin uzun vadeli marka degeri (izerindeki
riskleri degerlendirilerek, kavramin pazarlama etigi ve kurumsal iletisim baglamindaki konumu
irdelenmektedir. Bu baglamda calismanin 6zgiin katkisi, slrdirdlebilirlik sdylemi ve yesil
aklama kavramlarini tek bir teorik gercevede butlnlestirmesi, yesil aklamanin tirlerini ve
sonuglarini glincel literatiir 1s1ginda analiz etmesi ve son bes yilda yogunlasan arastirma
egilimlerini kavramsal bir sentezle ortaya koymasidir. Boylece galisma, hem siirdirdlebilirlik
odakl pazarlama stratejilerinin sinirlarini hem de isletmelerin gevre temelli iddialarinin
guvenilirligini etkileyen faktorleri agiklayarak, literatiirde siklikla vurgulanan ancak yeterince
butincll bicimde ele alinmayan bir konuya agiklik getirmektedir.
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2. Kavramsal Cerceve
2.1. Siirdiiriilebilirlik Kavraminin Gelisimi ve isletmeler Acisindan Onemi

Cevreye yonelik bakis agisi zaman igerisinde gesitli evrelerden gegerek énemli bir donlstim
yasamistir. 1960l yillarda gevre kirliligi ve enerji tasarrufu gibi konulara odaklanan ekolojik
hareketler, giiniimizde cevresel meselelerin is diinyas! ve siyaset alanlarinda birer rekabet
unsuru haline gelmesiyle birlikte daha genis bir anlam kazanmistir. Bu gelismeler, gevresel
konulara yonelik bireysel ve toplumsal duyarlihidin belirgin bicimde artmasina neden olmustur.
Sonug olarak, cevresel sorumluluk kapsamina giren konularin gesitliligi ve 6nemi dikkate deger
Olclide artis gostermistir (Straughan, vd., 1999).

Cevresel sorunlara ve yesil hareketlere yonelik yaklasimlar farkhlik géstermektedir; bu
yaklagimlarin bir kismi iyimser, bir kismi ise daha kétimser bir bakis agisi tagimaktadir.
Kotiimser yaklasimlara gore, icinde bulundugumuz toplum, tiiketim aliskanliklari temelinde (g
gruba ayrilabilir: dislk gelirli bireyler (yoksullar), orta gelir grubundakiler ve yliksek gelirli
bireyler (tlketiciler). Yoksul kesim genellikle kirsal alanlarda yasamakta ve ekonomik
yetersizliklerden dolay! israfa yol acacak tiiketim dilizeyine erisememektedir. Orta gelir
grubundaki bireyler ise daha tutumlu davranmakta, Grinleri uzun sure kullanmaya ve yeniden
dederlendirmeye yonelik bir tiiketim aliskanligi sergilemektedir. Bu da onlari ekonomik ve
cevresel acidan daha dengeli bir konuma yerlestirmektedir. Buna karsin, yuksek gelirli
bireylerin tuketim aliskanliklari, Grinlerin kisa édmurli olmasi nedeniyle asiri tiketime ve
dolayisiyla israfa neden olmaktadir. Ambalaj tasarimlari ve moda unsurlari da bu gruba yonelik
pazarlama araclari olarak 6ne ¢ikmakta; hem ekonomik hem de gevresel sorunlarin baslica
sebepleri arasinda goriilmektedir (Yiicel, 2003). Iyimser bakis acisi ise daha ¢ok isletmecilik
alanina yakin arastirmaci ve dusinurler tarafindan gelistirilmistir. Bu yaklasim, isletmelerin
yalnizca ekonomik yapilarin birer unsuru degil, ayni zamanda sosyal yasamin ayrilmaz parcalari
oldugu gerceginden hareketle sekillenmistir. Bu dogrultuda, cevresel duyarlilik temelinde
gelisen yesil hareket, pazarlama literatlirinde de kendine yer bularak “yesil pazarlama”,
“ekolojik pazarlama”, “yesil mugsteri” ve “yesil musteri davranisi” gibi kavramlarin ortaya
¢gikmasina zemin hazirlamigtir. Bu kavramlar, isletmelerin cevresel sorumluluklarini yerine
getirirken ayni zamanda rekabet avantaji elde etmelerine olanak saglayan stratejik araglar
olarak degerlendirilmektedir (Yaras, vd., 2011).

GUnumuzde giderek artan enerji tiketimi, hem fosil yakitlarin tikenme riski ve yetersiz hale
gelmesi hem de bu kaynaklarin cevreye verdigi zararlar nedeniyle, enerji liretiminde kokli
degisikliklerin gerekliligini ortaya koymaktadir. Tiketicilerin artan atik miktari, hava ve su
kirliligi, iklim degisikligi ile dogal kaynaklarin tiikenmesi gibi gevresel sorunlara iliskin tasidig
endiseler, bu kayginin olusumuna zemin hazirlamaktadir. Bu baglamda cevresel kaygilar,
bireylerin cevre dostu enerji kullanimina yonelmelerinde etkili bir motivasyon kaynadi olarak
islev gorebilir. Nitekim cevresel tehditler karsisinda daha fazla kaygi duyan bireylerin, gevreye
duyarl ve sirdirilebilir davranislar sergileme egiliminde olduklari gorilmektedir (Tan vd.,
2017).

Surdurilebilirlik kavrami kdken itibariyla Latince kdkenli “sustain” sézcligline dayanmakta olup
Turkce'ye “surekli olabilme yetisi”, “devamlilik gosterebilme kapasitesi” ya da “kesintisiz
bicimde varligini slirdlirebilme becerisi” seklinde gevrilebilmektedir. Terim ilk kez 1980’li yillarin
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ortalarinda Oxford SozIigii'ntin gevrim igi versiyonunda yer almis ve “belirli bir diizey ya da
hizda devam ettirilebilir olma” seklinde tanimlanmistir (Yolles, vd., 2014). Sirdrdlebilirlige dair
endiselerin kdkeni, 18. ve 19. ylzyilda Malthus ve Jevons gibi bazi iktisatcilara kadar uzanmakta
olup “surdurilebilir kalkinma” kavrami ise 20. ylizyillda cevresel sorunlarin giderek daha fazla
gindeme gelmesiyle birlikte sekillenmeye baslamistir. Bu donemden itibaren dogal kaynaklarin
tikenmesi, gevresel bozulma ve ekosistem (izerindeki insan etkisi gibi meseleler, kalkinma
anlayisinin gevresel boyutunu da igerecek sekilde yeniden tanimlanmasini gerekli kilmistir
(Yeni, 2014). Ginumiizde ise artan sosyal ve politik baskilar dogrultusunda, isletmeler yalnizca
cevre kirliligi ve atiklarin bertarafi konulariyla sinirli kalmayip, cevresel siirdiiriilebilirlige yonelik
daha kapsaml adimlar atmaya basglamistir. Bu kapsamda, alternatif ambalaj bilesimleri ve
cevre dostu tasarimlar gelistiriimekte, cevre bilincine hitap eden Urilnler ortaya konmakta ve
cevreye duyarliligi artiran olay ve olgular, tutundurma stratejilerinin 6nemli bir parcasi haline
getirilmektedir. Bdylece firmalar hem cevresel sorumluluklarini yerine getirmekte hem de
rekabet avantaji elde etmeyi hedeflemektedir (Straughan, vd., 1999).

2.2. Yesil Pazarlama Olgusu ve Cevreci Degerlerle Biitiinlesmesi

Yesil pazarlama kavrami ilk kez 1975 yilinda Amerikan Pazarlama Birligi tarafindan diizenlenen
cevresel pazarlama konulu bir seminerde giindeme getirilmistir. Bu kavram; cevreye zarar
vermeyen Urlnlerin pazarlanmasi, cevresel etkileri azaltilmisg Grinlerin gelistiriimesi ve
pazarlanmasi, ayrica isletmelerin cevresel hassasiyetle iretim, ambalajlama, dagitim ve geri
cagirma sireclerini ylriitme cabalarn seklinde tanimlanmaktadir (Celik vd., 2016). Yesil
pazarlama, cevresel duyarlligin giderek 6nem kazandigi 1980’li yillarin sonlari ile 1990l yillarin
baglarinda dikkat cekmeye baglamis olmakla birlikte, kavramsal temelleri daha &6nceki
doénemlere dayanmaktadir. Son yillarda ise kavram yalnizca “cevreci Grtnlerin tanitimi” ile sinirh
gorilmemekte; isletmenin stratejik ydnelimi, i¢ suregleri ve pazarlama karmasinin tim
bilesenlerini kapsayan yesil pazarlama yonelimi gercevesinde ele alinmaktadir (Papadas vd.,
2017).

Kavram hem igletmelerin cevreye duyarl stratejiler gelistirmesini hem de tiketicilerin gevresel
etkiler dogrultusunda bilingli tercihler yapmasini tesvik etmeyi amaglayan ok boyutlu bir
yaklagimi igermektedir (Uydaci, 2002). Tiketicilerin gevre bilincindeki artig, yesil pazarlama
anlayisinin gelisiminde belirleyici bir unsur olmustur. 1960'larda ABD'de yiikselen gevre hareketi
toplumsal farkindaligi artirmis; bu siirecin devaminda 1970°lerde cevreye yonelik cok sayida
yasa cikariimisg ve Cevre Kalitesi Konseyi (CEQ) ile Cevre Koruma Ajansi (EPA) gibi kurumlar
olusturulmustur. Avrupa’da ise gevresel duyarliik 1980°lerde ivme kazanmistir. 1970'lerin
sonunda Almanya’da Yesil Parti kurulmus; 1981 yilinda Belgika, yesilleri parlamentoya tasiyan
ilk Glke olmustur (Lampe, vd., 1995). Yesil pazarlama, mevcut Urlin ve Uretim sistemlerinin
cevresel ve sosyal acidan olumsuz etkilerini en aza indirmeyi hedefleyen ve daha az zararl ve
daha gevre dostu Uriin ve hizmetlerin benimsenmesini tesvik eden pazarlama yaklagimidir
(Peattie, 2001). Giincel galismalar, bu yaklasimin yalnizca gevresel performansi degil, ayni
zamanda marka dederi ve firma rekabetciligini de olumlu etkiledigini vurgulamaktadir (Ara vd.,
2020).

Yesil pazarlama, sinirli dogal kaynaklarin etkin kullanimi, cevresel dengenin korunmasi, enerji
tiiketiminin azaltilmasi ve gevre kirliliginin dnlenmesi gibi gevre odakli hedefleri temel alan bir
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pazarlama yaklagimidir. Son vyillarda, gevresel strdurlebilirlik konusu yalnizca hiikiimetlerin
degil, ayni zamanda 6zel sektor kuruluslari ve sivil toplum orgitlerinin de 6ncelikli glindem
maddelerinden biri haline gelmistir. Cevresel faktorlerin artan 6nemi dogrultusunda isletmeler,
artin ve hizmetlerini bu farkindalik cercevesinde yeniden yapilandirmak durumunda kalmistir.
Bu baglamda doga dostu Uriin ve hizmetlerin gelistirilmesiyle birlikte, bu Grlinlerin cevreye
duyarh tlketicilere sunulmasinda “yesil pazarlama” stratejileri 6n plana ¢ikmig, bdylece
pazarlama faaliyetleri yalnizca ekonomik degil, ayni zamanda ekolojik sorumluluklari da
kapsayan ¢ok boyutlu bir yapiya kavusmustur (Ozcan ve Ozgiil, 2019). Sistematik derleme
calismalarinda, yesil pazarlama uygulamalarinin tiiketicilerin satin alma davraniglarini ézellikle
taktiksel ve operasyonel diizeyde etkiledigi; yesil Urin, fiyat, dagitim ve tutundurma
kararlarinin, satin alma niyeti ve marka sadakati (zerinde anlamli sonuglar dogurdugu
gosterilmektedir (Skackauskiene ve Vilkaité-Vaitone, 2022; Testa vd., 2021). Bu bulgular, yesil
pazarlama stratejilerinin, dogru tasarlandiginda hem sirdirdlebilirlik hedeflerine hem de
isletme performansina katki saglayan kritik bir arac oldugunu ortaya koymaktadir.

2.3. Yesil Aklama Kavrami, Kapsami ve Ortaya Cikis Nedenleri

Yesil aklama, isletmelerin Grdnlerini, hizmetlerini veya kurumsal faaliyetlerini cevreye
duyarhymis gibi gdstererek, aslinda sahip olmadiklari gevreci bir imaj yaratma cabasidir. Bu
kavram, isletmelerin cevresel sorumluluklarini abartarak ya da yanlhs sekilde sunarak tiketicileri
yaniltmalari anlamina gelir. Temelde, cevreye duyarliidi bir pazarlama araci olarak kullanirken,
gercgekte strdurdlebilirlik ilkelerine uymayan uygulamalari gizleme veya 6rtbas etme davranisi
olarak tanimlanir. Kurumlar, reklamlarinda, ambalajlarinda veya kurumsal iletisimlerinde
dogaya saygil, sirdirilebilir ya da gevre dostu olduklarini iddia etseler de bu iddialar cogu
zaman gercedi yansitmamaktadir. Yesil aklama uygulamalari; sahte cevreci sertifikalar
kullanma, tiketiciyi yaniltici logo ve etiketler sunma, gevresel etkileri gizleme, sadece olumlu
yonleri 6ne gikarip olumsuzlar 6rtbas etme gibi yollarla gergeklestirilir. Bu durum hem tiiketici
glvenini sarsmakta hem de gergek anlamda surdurlebilirlik icin caba gdsteren isletmelerin
emegini dedersizlestirmektedir.

Yesil aklama, badana (whitewash) anlamina gelmekte ve bireyin hatalarini/aldatmacalarini
gizlemesi ve bdylece itibarinin temiz kalmasini saglamasi olarak ifade edilebilir (Minciotti,
2017). Isletmelerin kendilerini cevreye duyarli bir konumda sunmalari ve faaliyetlerine sembolik
dizeyde “yesil” ya da “gevreci” unsurlar katmalari, aslinda bir algi ydnetimi stratejisi olup
mesruiyet teorisini destekleyen bir yaklasimdir. Cevresel konulara iligkin farkindaligi artan ve
biling diizeyi ylikselen tiiketici kitlesinin, daha doga dostu Urinleri tercih etme egilimi,
isletmeler tarafindan dikkatle izlenmekte ve analiz edilmektedir. Ancak bu durum, isletmelerin
gercek anlamda strdirtlebilir bir diinya hedefinden ziyade, sirdirilebilir karllik arayislarini
glclendirmektedir. Bu karlilk odakli yaklasim, ekonomik sirdirilebilirligin, cevresel
surdurdlebilirlik karsisinda 6ncelik kazanmasina yol acmakta; halkla iliskiler, pazarlama ve
reklamcilik gibi alanlarda ise “yesil” icerik Uretimiyle, cevre dostu isletme imajinin inga
edilmesine hizmet etmektedir. Bu gercevede olusturulan yesil reklam ve pazarlama igerikleri
ise gogu zaman, “gizlenen ticari amag giinahi”, “kanitlanamayan iddia gliinahi”, “belirsiz ifadeler
icerme gunahi”, “ilgisiz olma ginahi”, “kétlindn iyisi glinah1” ve “beyaz yalanlar sdyleme
gunah!” gibi gesitli bicimlerde sahte ve yaniltic yesil aklama uygulamalar kapsaminda
degerlendiriimektedir (Pelenk, 2012).
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Isletmelerin, (iriin ve hizmetlerinin cevre dostu oldugu yoniinde yaniltici, eksik, belirsiz, kanitsiz
veya asllsiz iddialar iceren ifadelerle kurumsal imajlarini “yesil” bir temelde insa etmeleri ve bu
imaji guclendirmeleri, isletmelerin pazarlama ve kurumsal iletisim stratejilerinin bir uzantisi
olarak degerlendiriimektedir (Ozbingél, vd., 2024). Yesil pazarlamanin ortaya cikis nedenleri
arasinda; iklim degisikligi, dogal kaynaklarin tiikenme noktasina yaklasmasi ve hizla artan niifus
gibi gelismelerin, insanhdin gelecedini tehdit eder bir boyut kazanmasi Onemli bir yer
tutmaktadir (Kogcer ve Delice, 2016). Cevresel danismanlik alaninda faaliyet gdsteren
TerraChoice adl kurulus, 2007 yilinda yayimladidi raporunda, Amerika Birlesik Devletleri ve
Kanada'da faaliyet gosteren biiylk Olgekli perakendeciler tarafindan satisa sunulan 1.018
Urlintin yalnizca bir tanesi haricinde, cevresel iddialarin ya hatall oldugu ya da tiiketicileri
yaniltma potansiyeli tasidigi sonucuna ulasmistir. Sirketin 2009 yilinda gerceklestirdigi bir diger
arastirma ise, cevresel 6zellik tasidigi 6ne siriilen 2.219 Uriniin %98'inde en az bir adet “Yesil
Aklamanin Yedi Ginahi” olarak adlandirilan yaniltict uygulamanin bulundugunu ortaya
koymustur. S6z konusu “Yesil Aklamanin Yedi Glinahi”, cevre dostu oldudu iddia edilen rin
ya da hizmetlerin gercekte ne dlgiide sirdirilebilir oldugunu sorgulayan ve aldatici cevresel
pazarlama stratejilerini sistematik bicimde siniflandiran bir kavramsal cerceve olarak
tanimlanmaktadir (TerraChoice, 2009).

Tablo 1. Yesil Aklamanin Yedi Glnahi

Tek Bir Ozelligi One Cikarmak  Bu yaniltici uygulama, iriiniin yalnizca sinirh bir cevresel yéniinii vurgulayarak
diger 8nemli gevresel etkilerin g6z ardi edilmesi anlamina gelmektedir. Ornegin,
kagit tiretiminde kullanilan hammaddenin srd(rilebilir ormanlardan elde edilmesi
olumlu bir dzellik olarak sunulsa da Uretim silireci sirasinda ortaya ¢ikan enerji
tiiketimi, sera gazi emisyonlari, su ve hava kirlili§i gibi olumsuz cevresel etkiler
cogu zaman dikkate alinmamaktadir (Tezcan, 2019).

Kanit Sunamamak Bu tiir yesil aklama, Griinlerin cevresel niteliklerine iliskin olarak yeterli, somut ve
dogrulanabilir bir kanit sunulmamasi durumunda séz konusu olur. Ornegin,
hayvanlar Uzerinde test edilmedidi iddia edilen kozmetik {riinler ya da enerji
verimliligi yiksek oldugu belirtilen ev aletleri gibi Grinler, bu tiir iddialarini
destekleyecek bagimsiz ve giivenilir belgelerle dogrulanmadidinda, tiiketicileri
yaniltma potansiyeli tagirlar (Tezcan, 2019).

Belirsizlik Bu vyaniltici yaklasim, cevreci oldugu ileri siriilen Grin ya da hizmetlerin
tanimlanmasinda acik ve spesifik olmayan ifadelerin kullanilmasi ile ilgilidir.
“Dodal”, “cevre dostu”, “yesil” gibi belirsiz ya da bilimsel temeli olmayan terimler,
tiiketicilerde yanlis algilar yaratabilir. Ornegin, “tamamen dogal” ibaresiyle
pazarlanan bir Griin arsenik, civa, uranyum ya da formaldehit gibi zararl
kimyasallari igerebilir; bu durum Griiniin gevresel agidan giivenli oldugu anlamina

gelmemektedir (Tezcan, 2019).

Tigisizlik Bu tir bir yesil aklama bigimi, tiiketicilerin satin alma kararlarinda dikkate
almadiklari ya da zaten dizenleyici kurumlar tarafindan zorunlu kilinmis olan
unsurlarin cevreci bir dzellikmis gibi sunulmasiyla ortaya cikar. Ornegin, oyuncak
Ureticilerinin Grinlerinin agir metal igermedidini vurgulamasi, her ne kadar olumlu
bir ifade gibi goriinse de zaten yasal dlizenlemeler uyarinca bu tiir maddelerin
kullanimi yasaklandigi icin bu iddia gergekte anlaml bir cevresel farklilik ortaya
koymaz (Akkan, 2022).

Kétiiniin lyisi Olmak Bu yanilticr strateji, cevresel olarak goreli bir Gstlinlik tasiyan Griinin, tim Griin
kategorisi icinde degerlendirilmeden pazarlanmasidir. Ornegin, vegan bir {rin,
geleneksel et Grlnlerine kiyasla daha diisiik sera gazi emisyonu salinimina neden
olabilir. Ancak bu Uriniin gevreye zarar verebilecek ambalajlama malzemeleriyle
sunulmasi veya lojistik siireglerinin verimsizligi gibi etmenler, toplam cevresel
etkiyi artirarak tuiketiciyi yaniltici bir durum yaratir (Akkan, 2022).
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Yalan Séylemek Bu en bariz yesil aklama tiirli, Grtiniin gevre dostu oldugu yoniindeki iddialarin
gercek disi veya kasith olarak aldatici olmasi durumudur. Ornegin, bir otomobil
ureticisinin yeni modelinin daha diigiik emisyon salinimina sahip oldugunu 18 iddia
etmesi, eder bu teknik olarak dogrulanamiyorsa ya da gercedi yansitmiyorsa,
dogrudan tiiketiciyi aldatmaya yonelik bir uygulamadir (Akkan, 2022).

Yanlis Bilgi iceren Etiketler Bu uygulama, (rin (zerinde, Uglincl taraf bir kurulus tarafindan verilmis izlenimi

Kullanmak yaratan ancak aslinda onaylanmamis ya da gegersiz sertifikalarin kullaniimasi
anlamina gelir. Ornegin, ISO 14001 gibi cevre yénetim sistemlerine iliskin bir
sertifikayr Uriin Uzerinde haksiz bicimde gostererek tiketici nezdinde gliven ve
cevresel sorumluluk algisi yaratmak, ciddi bir yaniltma bicimidir (Akkan, 2022).

GUnumizde gevresel etkileri gbzeten lrlin ve hizmetlere ydnelik talep artmakta, tiketiciler
satin alma kararlarini gevreye duyarlilik temelinde sekillendirmektedir. Ancak bu egilim, baz
isletmelerin cevreye duyarliligi sadece pazarlama amaciyla kullanmalarina ve gercekte cevreyle
uyumlu olmayan uygulamalari gevreciymis gibi sunmalarina da zemin hazirlamaktadir. Bu tir
yaniltic faaliyetler “yesil aklama” (greenwashing) olarak tanimlanmakta olup, tiketicilerin
glivenini zedelemenin yani sira yesil pazarlamanin inandiriciidina ve bitinligine zarar
vermektedir (Akdeniz, vd., 2023). Bu durumun kisa vadede isletmeler icin olumlu pazarlama
getirileri olabilse dahi, uzun vadede ciddi sonuclar dogurdugu goriilmektedir. Dolayisiyla yesil
aklamanin en temel sonucu, tlketici glveninin zedelenmesidir. Yapilan arastirmalar,
isletmelerin cevresel iddialarinin gergegi yansitmadiginin anlasiimasi durumunda, tiiketicilerin
yalnizca o markaya dedil, genel olarak cevre dostu pazarlama faaliyetlerine karsi da kusku
gelistirdigini ortaya koymaktadir (Delmas, vd., 2011; Leonidou, vd., 2017).

3. Yontem

Bu calisma, surdurilebilirlik, yesil pazarlama ve yesil aklama kavramlarini batincal bir
cercevede incelemeyi amaglayan kavramsal bir derleme niteligindedir. Calisma kapsaminda
sistematik protokollere dayall bir meta-analiz ya da igerik analizi uygulanmamis; bunun yerine
literatiriin gelisim ydnelimlerini, temel teorik yaklagimlari ve giincel tartismalar bir araya
getiren betimsel bir inceleme yapilmistir. Derleme yénteminin tercih edilmesinin nedeni, s6z
konusu kavramlarin farkh disiplinlerde (isletme, pazarlama, surdurdlebilirlik caligmalar,
kurumsal iletisim) daginik bicimde ele alinmasi ve bu alanlari bitiinlestiren sinirli sayida calisma
bulunmasidir. Bu nedenle calisma, mevcut literatliri kavramsal diizeyde sentezlemeyi ve
kavramlar arasindaki iligkileri agiklayici bir gergeve olusturmay hedeflemistir.

Literatir taramasi 2000-2024 yillari arasinda yayimlanan ulusal ve uluslararasi galismalar
cercevesinde ydritilmus; Ozellikle yesil aklama, yesil pazarlama, sirdirilebilirlik sdylemi,
tiketici gliveni, yesil siphecilik ve kurumsal megruiyet gibi anahtar kavramlar temel alinarak
tarama yapilmistir. Scopus, Web of Science, Google Scholar, DergiPark ve ScienceDirect gibi
veri tabanlan kullaniimig; TerraChoice’'un “Yesil Aklamanin Yedi Gunahi” siniflandirmasi,
konunun kavramsal analizinde temel referans cercevesi olarak dederlendirilmistir. Literatiir
secimi yapilirken hakemli dergilerde yayimlanan galismalara dncelik verilmis, giivenilirligi diislik
veya akademik niteligi zayif kaynaklar kapsam disi birakilmistir. Ayrica 2020 sonrasi literatiir,
yesil aklama tartismalarindaki glincel egilimleri dederlendirmek amaciyla ozellikle dikkate
alinmigtir.

Analiz siireci kavram odakli bir yaklagim ile yiriitiimustir. Ik asamada siirdiiriilebilirlik ve yesil
pazarlama kavramlarinin gelisimi, tanimsal sinirlari ve isletmeler agisindan tasidigi stratejik
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onem incelenmistir. Ikinci asamada yesil aklama olgusunun ortaya cikisi, nedenleri, tiirleri ve
tiiketici davranislari {izerindeki etkileri degerlendirilmistir. Uglincii asamada ise bu ii¢ kavram
arasindaki iliskiler kavramsal bir bitlnlik icinde tartigilarak literatirin ortak bulgulari
sentezlenmistir. Bu ydntem, calismanin hem kavramsal bir gerceve sunmasini hem de
literatlirdeki pargall yapiyi bitlinlestirici bir bakis agisiyla degerlendirilmesini mimkiin kilmistir.

Sonug olarak bu yontem, strdurilebilirlik sdylemi ile yesil aklama pratikleri arasindaki iligkiyi
aciklamaya yonelik batlnllkli bir teorik zemin olusturmakta; kavramlarin literattirdeki
konumunu, aralarindaki farklari ve kesisim noktalarini ortaya koyarak calismanin kavramsal
katkisini gtiglendirmektedir.

4. Bulgular

Bu calisma kapsaminda gergeklestirilen literatlir taramasi, surdurulebilirlik, yesil pazarlama ve
yesil aklama kavramlarinin hem teorik hem de pratik diizeyde giderek daha genis bir etki
alanina sahip oldugunu gostermekte ve elde edilen bulgular i¢ ana bashk altinda
kiimelenmektedir.

Siirdirilebilirlik Soyleminin Kurumsal Stratejilerde Merkezi Konuma Gelmesi.
Literatdr, ozellikle 2015 sonrasi dénemde stirdurilebilirlik kavraminin isletmeler igin yalnizca
cevresel bir sorumluluk alani olmaktan cikip, kurumsal performansin, paydas glveninin ve
marka degerinin temel belirleyicilerinden biri haline geldigini gdstermektedir (Bansal & Song,
2017; Kdlbel vd., 2020). Bu ddénemde ESG (Environmental-Social-Governance) cergevesi,
isletmelerin sirdirdlebilirlik faaliyetlerini raporlama ve ydnetme bicimlerinde standart bir
referans haline gelmistir. Bu bulgular, isletmelerin cevresel duyarliidi stratejik bir
konumlandirma araci olarak kullandigini géstermektedir.

Yesil Pazarlama Uygulamalarimin Yayginlasmasi ve Tiiketici Davramslari
Uzerindeki Etkileri. Literatiirde, yesil pazarlama uygulamalarinin yayginlastigi ve tiiketici
davraniglari (izerinde olumlu etkiler yarattigi yoniinde giglii bulgular bulunmaktadir. Cesitli
calismalar, gevre dostu Urln Ozelliklerinin, strddrulebilir ambalajlama stratejilerinin, karbon
ayak izi azaltma cabalarinin ve cevresel sertifikalarin tiiketicilerin satin alma niyetini arttirdigini
gostermektedir (Leonidou vd., 2013; Testa vd., 2021). Ayrica, isletmelerin strdurulebilirlik
yonelimlerinin marka giiveni, algilanan deder ve misteri baglidg Gzerindeki olumlu etkilerine
isaret eden bulgular da literatiirde yaygin bicimde yer almaktadir (Papadas vd., 2017;
Skackauskiene ve Vilkaité-Vaitone, 2022).

Yesil Aklama Uygulamalarimin Artisi ve Cesitliligi. Yapilan inceleme, yesil aklamanin
sayisal olarak arttigini ve ok daha cesitli bicimlerde ortaya ciktigini gostermektedir.
TerraChoice’un “Yesil Aklamanin Yedi Glinahi” gergevesi, yaniltici gevresel iddialarin sistematik
bir bigimde siniflandiriimasina olanak tanimaktadir. Ancak 2020 sonrasi literattir, bu cergevenin
genisledigini ve carbon-washing, ESG-washing, SDG-washing ve climate-washing gibi yeni yesil
aklama tirlerinin kurumsal iletisimde yayginlk kazandigini géstermektedir (Marquis vd., 2022;
Pope & Weaeraas, 2022). Bu bulgular, yesil aklamanin yalnizca Uriin bazh degil; kurumsal
raporlama, surdurillebilirlik stratejileri ve marka iletisimi gibi daha genis alanlarda da
gorlldigini gostermektedir. Literatlirde en glicli bulgulardan biri, yesil aklamanin tiiketici
glivenini ciddi sekilde zedeledigidir. Delmas ve Burbano (2011), yesil aklamanin yalnizca yanlis
bilgilendirilmis tiiketici kararlarina yol agmadigini, ayni zamanda uzun vadede yesil Uriin
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pazarinin bitiiniine zarar verdigini vurgulamaktadir. 2017 sonrasi galismalar ise, yesil aklama
algisinin yesil pazarlama faaliyetlerinin tamamina yonelik genellestiriimis bir sliphecilik
yarattigini, bu durumun marka sadakatini azalttigini ve satin alma niyetini zayiflattigini ortaya
koymustur (Leonidou ve Skarmeas, 2017). Buna ek olarak, tiiketicinin gliven kaybinin yalnizca
ilgili markaya degil, tim strdurdlebilirlik vaatlerine yonelik sistematik bir kuskuya donistigui
bulgulanmistir.

5. Tartisma

Bu calismanin bulgulan, surdurdlebilirlik ve yesil pazarlamanin isletmeler tarafindan giderek
daha yaygin sekilde benimsenmesine ragmen, sirdirilebilirlik iddialarinin glvenilirligini tehdit
eden yesil aklama pratiklerinin de ayni hizla arttigini géstermektedir. Bu durum, literatiirde
giderek gliclenen “siurdirdlebilirlik paradoksu” tartismasiyla paralellik gdstermektedir. Bir
yandan isletmeler cevreci goriinme cabalarini artirmakta; diger yandan gercek cevresel
performans ile kurumsal sdylem arasindaki uyumsuzluk biyimektedir (Pope ve Waeraas,
2022).

Bulgular, yesil pazarlamanin tiiketici gtiveni, kurumsal itibar ve marka sadakati tizerinde olumlu
etkiler yarattigini dogrulayan onceki calismalarla tutaridir (Leonidou vd., 2013; Testa vd.,
2021). Ancak bu olumlu etkinin slrdurtlebilir olabilmesi, isletmelerin cevresel iddialarinin
dogrulanabilir, seffaf ve tutarli olmasina baglidir. Dolayisiyla bu calisma, yesil pazarlamanin
basariya ulasmasinin temel kosulunun giiven temelli iletisim oldugunu yeniden teyit
etmektedir.

Yesil aklama bulgulari ise literatlirdeki glincel tartismalarla ortiismektedir. 2007-2009
TerraChoice raporlarinda ortaya konan “yedi giinah”, uzun sire literatlirlin temel gergevesi
olmustur; ancak 2020 sonrasi literatiirde aklamanin kurumsal sdrdurilebilirlik ve iklim
taahhiitleri gibi daha yapisal alanlara kaydigi goriilmektedir (Marquis vd., 2022). Calismanin
bulgulan da bu donlisimi{ dogrulamaktadir. Yesil aklama artik bireysel {irlin iddialariyla sinirli
degil; kurumsal kimligi stratejik olarak gevreci gésterme cabasinin bir parcasi haline gelmistir.
Tartismanin dnemli bir yonl de yesil aklamanin uzun vadeli tiiketici davraniglari Gzerindeki
etkileridir. Bulgular, yesil aklamanin yalnizca marka diizeyinde degil, kategorik olarak tiim yesil
drlinlere yonelik glvensizlik yarattigini gostermektedir. Bu durum, strdirilebilir tiiketim
hedefleri acisindan ciddi bir sorun olusturmaktadir. Tiketici glveninin zayiflamasi,
surdurulebilirlik girisimlerinin  ekonomik olarak desteklenmesini zorlagtirmakta ve yesil
pazarlamanin etkisini azaltmaktadir. Bu nedenle calisma, yesil aklamanin surdurilebilir
kalkinma hedefleriyle gelisen bir sonug yarattigini vurgulamaktadir.

Son olarak, bulgular isletmelerin surdurlebilirlik iletisimlerinde daha somut, 6lcllebilir ve
bilimsel kanitlara dayall agiklamalar yapmasi gerektigini ortaya koymaktadir. Yesil aklama
uygulamalarinin azaltiimasi, dlzenleyici mekanizmalarin giglendirilmesi, Gglinct taraf
dogrulama  sistemlerinin  yayginlastirimasi  ve  sirdirilebiliflik  raporlamasinda
standartlagtirmanin artinimasiyla mimkindir. Bdylece tlketicinin gliveni yeniden tesis
edilebilir ve yesil pazarlama stratejileri stirdurllebilir bir etki yaratabilir.
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Yesil pazarlama, cevreye duyarl Grlin ve hizmetlerin tanitimini merkeze alan bir yaklasim olarak
giderek 6nem kazanmakta; ancak bu yaklagimin suistimal edilmesiyle birlikte “yesil aklama”
kavrami da pazarlama literatiiriinde elestirel bir mesele héline gelmektedir. Literatir
taramasina dayall bu calismada elde edilen bulgular, isletmelerin gevresel kaygilari bir imaj
yOnetimi araci olarak kullanma egiliminde olduklarini ortaya koymaktadir. Gercekten cevreye
duyarl uygulamalar yerine, cevreci bir algi yaratmaya yonelik ylzeysel stratejilerin tercih
edilmesi, tiiketicilerin glivenini sarsmakta ve pazarlama etigini tartismali hale getirmektedir.

Arastirmalar, tiiketicilerin gevre dostu oldugunu iddia eden markalara yonelik artan ilgisinin,
bazi isletmeleri manipiilatif tutumlara yonelttigini géstermektedir. Ozellikle “yesil aklamanin
yedi glinahl” cergevesinde incelenen uygulamalar, isletmelerin strdirulebilirlik iddialarini
kanitlayamamasi, belirsiz ifadeler kullanmasi ve gereksiz cevrecilik vurgulariyla dikkat cekmeye
calismasi gibi davraniglarla sikca karsilasildigini ortaya koymaktadir. Bu durum, tiiketicilerde
kafa karisikligi yaratmakta ve markaya olan giiveni 6nemli dlglide zedelemektedir. Yesil aklama,
kisa vadede igletmelere olumlu gdriinse de uzun vadede ciddi itibar kayiplarina ve sosyal medya
tizerinden yayilan olumsuz tiiketici tepkilerine yol agmaktadir. Ozellikle dijital cagda, tiiketiciler
yalnizca pasif alicllar degil; ayni zamanda bilgiye ulasan, dederlendiren ve deneyimlerini
milyonlarla paylasabilen aktif aktorlerdir. Bu baglamda, yesil aklama uygulamalari yalnizca
tiiketici giivenini degil, sektor genelinde bir giiven krizini de tetikleyebilmektedir. Ornegin
Volkswagen’in emisyon skandall ya da McDonald’s'in cevreci pipet sdyleminin geri dénlisiim
acgisindan sorunlu olmasi, kamuoyunda blyuk yanki uyandirmis ve markalarin gevreye karsi
seffaflik sorumlulugunu giindeme getirmistir. Bir diger nokta ise, diizenleyici kurumlarin bu tir
yaniltict uygulamalar karsisinda yetersiz kalmasidir. Denetim mekanizmalarinin eksikligi,
isletmelere “yesil gériinmenin” ama gevreye gercekten katki sunmamanin bir cezasi olmadigini
distundirmekte ve bu da etik digi pazarlama pratiklerini tesvik etmektedir. Oysaki yesil
aklamanin dnlenebilmesi igin gerek ulusal gerekse uluslararasi dizeyde seffaf, 6lclilebilir ve
hesap verebilir standartlarin belirlenmesi elzemdir. Bu noktada egitim, bilinglendirme ve
surdirdlebilirlik okuryazarlidi gibi konularin 6nemi 6n plana gikmaktadir. Ciinkd, yesil aklama
uygulamalari hem tiiketici tarafinda hem de isletme diizeyinde ciddi etkiler yaratmakta; gtiven,
sadakat, marka itibari gibi temel dederleri sarsmaktadir. Bu nedenle hem isletmelerin etik
sorumluluk gergevesinde hareket etmeleri hem de tiketicilerin bilingli tercihler yapabilmesi igin
diizenleyici, denetleyici ve egitici adimlarin es zamanli olarak atiimasi gerekmektedir.

Isletmelerin cevreye duyarli olduklari yéniindeki iddialarinin gercedi yansitmadigi her durumda,
tlketici gliveni zedelenmekte; bu durum marka sadakati, satin alma davranislari ve agizdan
agiza iletisim gibi pazarlama gostergeleri (izerinde olumsuz etkiler yaratmaktadir. Arastirmalar,
tlketicilerin cevreci yaklasimlara karsi son derece duyarli oldugunu ve sirketlerin
surdirtlebilirlik konusunda samimi olmayan uygulamalarini hizla fark edebildigini
gostermektedir. Ozellikle dijitallesme ve sosyal medya kullaniminin yayginlasmasiyla birlikte,
tuketiciler yalnizca bilgi alan degil, ayni zamanda bilgi yayan aktorler haline gelmis; bu durum
yesil aklama gibi etik disi uygulamalarin kamuoyuna hizla yayilmasina olanak tanimistir. Yesil
aklamanin temel nedenleri arasinda tiketici talebindeki artig, strdurilebilirlik algisinin
pazarlama firsatina donlstlrilmek istenmesi, denetim eksiklikleri ve isletmelerin kisa vadeli
kar odakl yaklasimi yer almaktadir. Ancak bu durum, isletmelerin uzun vadeli stratejik
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hedeflerine zarar vermekte, hatta sektér genelinde gliven krizine yol agabilmektedir. Bu
baglamda markalar icin goriniirde gevreci olmak degil, uygulamada da sirdirilebilir ilkelere
bagli kalmak hem etik hem de stratejik bir zorunluluk haline gelmistir.

Sonug olarak, yesil aklama sadece pazarlama stratejilerinin degil, ayni zamanda kurumsal
sorumluluk anlayisinin da merkezinde yer almasi gereken bir konudur. Gercek anlamda cevreye
duyarli bir yaklagimla hareket eden isletmelerin desteklenmesi; yesil gérinmeye galisan ama
surdrdlebilirlikten uzak duran isletmelerin ise denetim altina alinmasi, gevresel farkindalgin
artmasi ve tiketici haklarinin korunmasi agisindan hayati éneme sahiptir. Bu dogrultuda
atilacak bilingli ve bltincll adimlar, hem daha etik bir is diinyasinin hem de daha stirdirlebilir
bir gezegenin temelini olusturacaktir. Bu calisma dogrultusunda, yesil aklama olgusunun
yalnizca etik digi bir pazarlama stratejisi degil, ayni zamanda uzun vadede hem tiiketiciler hem
de isletmeler acisindan olumsuz sonuglar doguran sistematik bir sorun oldugu anlasiimaktadir.
Bu baglamda, yesil aklamanin 6niine gegilebilmesi ve yesil pazarlama faaliyetlerinin daha
saglikli bir zeminde yuritllebilmesi adina birtakim 6nleyici ve yonlendirici uygulamalarin hayata
gecirilmesi gerekmektedir. Her seyden &nce, isletmelerin slrdirtlebilirlik konusundaki
iddialarini yalnizca reklam ve tanitim faaliyetleriyle sinirli tutmak yerine, kurumsal stratejilerinin
merkezine yerlestirmeleri bliylik 6nem tasimaktadir. Cevreye duyarli olmanin bir tercih degil,
etik bir zorunluluk olarak algilanmasi, isletmelerin kamuoyundaki glvenilirliklerini korumalari
agisindan kritik bir gerekliliktir. Bu dogrultuda, seffaflik ve hesap verebilirlik ilkeleri isletme
politikalarinin temelini olusturmali; cevreye iliskin yapilan tiim aciklamalarin bilimsel verilerle
desteklenmesi saglanmalidir. Tiketici tarafinda ise, cevresel bilincin gelistiriimesi ve
tiketicilerin yesil aklama pratiklerini ayirt edebilecek diizeyde bilgiye sahip olmalari blylk
onem tasimaktadir. Ozellikle sosyal medya ve dijital platformlar lizerinden yayilan cevreci
mesajlarin sorgulanmasi, tiketicinin elegtirel bakis agisini gelistirmesi acisindan tegvik
edilmelidir. Bu noktada kamu kurumlari, sivil toplum kuruluslari ve medya organlari araciidiyla
ylritilecek bilinglendirme kampanyalari, toplumsal diizeyde cevre okuryazarligini artirmaya
katki sadlayacaktir. Ayrica, ulusal ve uluslararasi diizeyde cevresel iddialarin denetimini
saglayacak giicli ve bagimsiz mekanizmalara ihtiyag vardir. Isletmelerin cevreci oldugu
yoniindeki beyanlarinin dogrulugunu kanitlayabilmesi igin belirli standartlara tabi tutulmasi ve
bu standartlara uygunlugun bagimsiz kuruluslar tarafindan denetlenmesi, yesil aklamanin
online gecilmesinde etkili olacaktir. Gondlliillik esasina dayali sistemlerin yani sira, baglayici
yasal diizenlemelerle bu siireglerin kontrol altina alinmasi, etik disi uygulamalarin caydiriciigini
artiracaktir. Son olarak, akademik alanda yesil aklama konusunda yapilacak caligmalarin
desteklenmesi de 6nem tagimaktadir. Ozellikle sektorel diizeyde yapilacak ampirik arastirmalar,
bu alandaki bilgi eksikligini giderecek ve politika Ureticilerine yon gosterecektir. Universiteler
ile 6zel sektdr arasindaki is birligi, stirdirilebilirlik temelli uygulamalarin gelismesinde katalizor
bir rol Ustlenebilir. Tim bu Onerilerin hayata gecirilmesi, yalnizca gevreye duyarl bir is
diinyasinin degil, ayni zamanda daha bilingli bir toplumun insasina da katki saglayacaktir. Yesil
aklamanin énlenmesi, ancak tliim paydaslarin ortak sorumluluk bilinciyle hareket etmesiyle
muUmkin olabilir. Bu dogrultuda atilacak her adim hem etik degerlerin korunmasina hem de
cevresel siirdirilebilirligin gliclendiriimesine hizmet edecektir.
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to status and symbolic consumption; however, the ways in which digitalization

structurally transforms this phenomenon have not been sufficiently explained.

This study seeks to address this conceptual gap. It argues that conspicuous

consumption in the digital age is not merely an extension of traditional status

display but is instead reconfigured through platform-based visibility, algorithmic

engagement metrics, and digital identity construction. The study theoretically

discusses how digital payment systems, social media platforms, and influencer

marketing function as key mechanisms that accelerate and sustain conspicuous

consumption. In this regard, conspicuous consumption is conceptualized as a

multidimensional social phenomenon shaped at the intersection of digital tools,

social interactions, and psychological motivations. The primary theoretical

contribution of the study lies in redefining conspicuous consumption within the

context of digitalization by offering an integrative conceptual framework that

bridges classical theoretical approaches with contemporary digital consumption

literature.
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1. Introduction

Conspicuous consumption has long been conceptualized as a form of consumption through
which individuals signal status, prestige, and social differentiation via visible goods and services
(Veblen, 1899). Traditionally, this phenomenon has been examined within relatively stable
social and cultural contexts, where visibility was tied to physical spaces, face-to-face
interactions, and relatively slow diffusion of symbolic meanings. However, the rapid
digitalization of markets and everyday life has fundamentally altered the conditions under
which conspicuous consumption is produced, displayed, and interpreted.

In the digital age, consumption visibility is no longer confined to physical encounters but is
continuously mediated through digital platforms, social media, algorithmic recommendation
systems, and data-driven interfaces. Likes, shares, follower counts, and influencer cultures
have transformed consumption acts into persistent and scalable signals, extending their
audience reach and symbolic impact. As a result, conspicuous consumption increasingly
operates through digital infrastructures that reshape not only what is consumed, but how,
where, and for whom consumption becomes visible. This transformation raises an important
and timely question: To what extent do classical conceptualizations of conspicuous
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consumption remain adequate for explaining consumption behavior in digitally mediated
environments?

Despite a growing body of literature addressing digital consumption, social media influence,
and online self-presentation, the intersection between conspicuous consumption and
digitalization remains theoretically fragmented. Existing studies often adapt classical
conspicuous consumption frameworks to digital contexts without sufficiently questioning their
conceptual boundaries. This creates a conceptual gap in the literature, as digital environments
introduce new mechanisms—such as algorithmic amplification, continuous visibility, and
reduced transaction friction—that may fundamentally alter the logic of conspicuous
consumption. Consequently, classical definitions that rely on static notions of visibility and
status signaling may no longer fully capture contemporary consumption dynamics.

The problem addressed in this study stems from this theoretical inadequacy. While
conspicuous consumption continues to be widely used as an explanatory concept, its classical
formulation appears insufficient to explain consumption behaviors shaped by digital platforms
and technologies. Therefore, there is a need to reconsider conspicuous consumption through
a digital lens and to clarify whether digitalization merely extends the existing concept or
necessitates a reconceptualization.

The primary aim of this study is to examine how digitalization reshapes conspicuous
consumption and to propose a comprehensive conceptual framework that integrates digital
mechanisms into the analysis of conspicuous consumption. Rather than introducing an entirely
new concept, this study adopts a conceptual and narrative literature review approach to
synthesize existing theoretical and empirical insights and to identify how digital environments
transform visibility, signaling, and consumption motivations. In doing so, the study seeks to
address a gap in the literature by systematically linking conspicuous consumption theory with
digital consumption dynamics.

This research contributes to the literature by addressing the underexplored intersection
between conspicuous consumption and digitalization. Specifically, it aims to (i) demonstrate
the limitations of classical conspicuous consumption frameworks in digital contexts, (ii) identify
key digital drivers that intensify or transform conspicuous consumption, and (iii) offer a refined
conceptual perspective that can guide future empirical research. In this sense, this article
addresses a point in the literature where conspicuous consumption has not been sufficiently
re-evaluated under conditions of digital visibility and platform-mediated consumption. The
remainder of the article is structured as follows. The next section reviews the theoretical
foundations of conspicuous consumption and related concepts, providing the necessary
conceptual background. This is followed by a discussion of digitalization and its key
mechanisms influencing consumption behavior. Subsequently, the study examines how digital
drivers reshape conspicuous consumption and presents a conceptual synthesis. Finally, the
concluding section discusses theoretical and practical implications, limitations, and directions
for future research.
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2. Methodology
2.1. Research Design

This study adopts a conceptual and narrative literature review methodology to re-evaluate the
phenomenon of conspicuous consumption within the context of digitalization. Rather than
employing empirical data collection, the research is designed to synthesize, interpret, and
theoretically integrate existing classical and contemporary studies. Conceptual review methods
are particularly appropriate when a research field is theoretically fragmented and requires re-
conceptualization rather than hypothesis testing.

Following this approach, the study does not aim to measure causal relationships or behavioral
frequencies, but instead seeks to clarify conceptual boundaries, identify theoretical gaps, and
develop an integrative framework that explains how digitalization restructures conspicuous
consumption.

2.2, Literature Selection and Scope

The literature reviewed in this study consists of two main streams. The first stream includes
classical theoretical works on conspicuous consumption, status consumption, and symbolic
consumption, with particular emphasis on Veblen's 7heory of the Leisure Class (1899) and
subsequent sociological and cultural interpretations. The second stream comprises
contemporary studies addressing digital consumption, social media, influencer marketing,
mobile technologies, and digital payment systems.

Academic sources were selected primarily from peer-reviewed journals in the fields of
marketing, consumer behavior, sociology, and digital media studies. Both international and
national (Turkish) academic literature were included to ensure theoretical depth and contextual
diversity. Doctoral and master’s theses were also incorporated where they provided
substantive conceptual contributions. The literature was identified through databases such as
Scopus, Web of Science, and Google Scholar using keywords including ‘conspicuous
consumption’, ‘digital consumption’, ‘social media’, and ‘status signaling’.

2.3. Analytical Procedure

The analysis followed a thematic and interpretive synthesis process. Rather than summarizing
individual studies descriptively, the literature was examined through recurring conceptual
themes such as status signaling, symbolic value, visibility, emulation, psychological
motivations, and digital mediation. These themes were then systematically compared across
classical and contemporary studies to identify continuities, transformations, and theoretical
tensions.

In particular, the study focused on how digital mechanisms—such as algorithmic visibility,
mobile accessibility, influencer culture, and closed payment systems—alter the foundational
assumptions of conspicuous consumption theory. This comparative and interpretive approach
allowed for the development of a refined conceptualization of conspicuous consumption suited
to digitally mediated environments.
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3. Theoretical Synthesis
3.1. The Concept of Conspicuous Consumption and Related Theoretical Approaches
3.1.1. Veblen and Classical Approaches

Conspicuous consumption refers to a pattern of consumption examined across multiple
disciplines including sociology, economics, and consumer psychology, and is directly associated
with notions of status, luxury, symbolism, and display (Phillips & Back, 2011). The concept
was first systematically introduced by Thorstein Veblen in The Theory of the Leisure Class
(1899), where consumption was analyzed within the framework of social class distinctions.

According to Veblen (1899), society is structured around lower, middle, and upper classes,
each exhibiting distinct consumption behaviors. Members of the upper class engage in non-
productive activities and visible expenditures to demonstrate economic power and social
superiority. The middle class, particularly during periods of income growth, tends to imitate
upper-class consumption patterns through pecuniary emulation, while the lower class aspires
to emulate upper-class lifestyles despite limited financial means. Within this framework,
conspicuous consumption is defined as consumption behavior undertaken to maintain, signal,
or elevate one’s social position.

Veblen’s framework remains foundational in understanding how visibility, waste, and symbolic
expenditure function as mechanisms of social signaling. Consumption, in this sense, exceeds
utilitarian necessity and becomes a socially meaningful act through which individuals
communicate status and distinction. Subsequent studies have continued to employ this
perspective to explain consumption behaviors driven by prestige, recognition, and social
comparison (Trigg, 2001; O'Cass & McEwen, 2004). Veblen’s critique thus represents one of
the earliest socio-economic analyses identifying consumption as a social and symbolic
phenomenon rather than a purely functional activity.

3.1.2. Status Consumption and Symbolic Interactionism

Beyond classical economic interpretations, conspicuous consumption has been extensively
examined as a symbolic and cultural system. In this regard, Baudrillard’s (1970; 1998) theory
of consumption as a system of signs provides a critical extension to Veblen’s approach.
Baudrillard argues that in modern societies, consumption operates less through functional
utility and more through symbolic meanings embedded in cultural codes. Goods and services
function as signs within a broader system of representation shaped by media, advertising, and
cultural narratives. From this perspective, conspicuous consumption reflects not only economic
power but also participation in a symbolic order structured around meaning, representation,
and visibility (Baudrillard, 1998; Featherstone, 2007). This semiotic approach complements
Veblen’s economic logic by emphasizing the communicative dimensions of consumption.
Individuals consume not merely to possess goods, but to express identity, status, and group
affiliation.

Within marketing literature, conspicuous consumption and status consumption are often used
interchangeably due to their overlapping motivational foundations (O'Cass & McEwen, 2004).
Display-driven consumption is commonly defined as the purchase of expensive goods and
services not out of necessity but to gain prestige and social recognition (Demir & Acar, 1992).
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Such consumption acts function as tools of self-expression directed toward reference groups
and society at large, rendering identity and social position visible.

Chaudhuri, Mazumdar, and Ghoshal (2011) interpret these behaviors—particularly among
individuals with limited cultural or economic capital—as conscious self-presentation strategies
aimed at asserting legitimacy and presence within social contexts. Similarly, Trigg (2001)
situates conspicuous consumption within leisure activities, arguing that consumption during
free time becomes a means of displaying wealth, privilege, and social differentiation.

3.1.3. Psychological Approaches: Social Comparison and Narcissism

Conspicuous consumption is not solely shaped by social structures and symbolic systems but
is also deeply rooted in psychological processes. One of the central mechanisms underlying
such consumption is social comparison, whereby individuals evaluate their own status, success,
and identity in relation to others. Consumption thus becomes a medium through which
individuals manage impressions, enhance self-esteem, and seek social approval.

Based on Maslow’s hierarchy of needs, individuals progress from physiological and safety
needs toward belongingness, esteem, and self-actualization. Within this framework, the
symbolic presentation of non-essential goods as necessities directs consumers toward
conspicuous consumption (Sestino et al., 2021). Consequently, consumption functions not only
as an economic activity but also as a mechanism of social acceptance and personal
gratification.

At this stage, narcissism emerges as a personality trait strongly associated with conspicuous
consumption. Rooted in Greek mythology, narcissism is characterized by exaggerated self-
perception, a need for admiration, lack of empathy, and arrogance (Miller, 2012). Empirical
research demonstrates that individuals with higher levels of narcissism are more likely to prefer
luxury goods and attribute greater importance to their symbolic meanings than to their
functional benefits (Sedikides & Hart, 2022).

Narcissistic consumers seek to impress and differentiate themselves, and luxury brands serve
as effective tools to satisfy desires for uniqueness and admiration (Lambert & Desmond, 2013;
Kang & Park, 2016). Moreover, narcissism may also manifest in the form of moral
exhibitionism. Studies indicate that narcissistic individuals may prefer environmentally friendly
yet high-priced products to signal moral virtue and reinforce an eco-conscious identity (Naderi
& Strutton, 2015; Fastoso et al., 2018).

3.1.4. Contemporary Digital Conspicuous Consumption

Within the contemporary capitalist and digitalized order, consumption has become one of the
core determinants of social structure. Conspicuous consumption is shaped not only by
individual motivations but also by broader economic, technological, and cultural
transformations. Factors such as increased production and product variety, sudden income
changes, widespread credit card usage, fashion trends, urbanization, and occupational mobility
contribute to the normalization of display-oriented consumption.

Mass media, advertising strategies, and advances in communication technologies play a
particularly influential role in reinforcing conspicuous consumption practices. As emphasized
by Barut and Giines (2018), key drivers include the need for social approval, income
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fluctuations, luxury consumption tendencies, persuasive advertising, and fashion-led cultural
trends. Technological progress enhances accessibility and immediacy, enabling new forms of
consumption independent of time and place (Kogak, 2017).

Mobile applications and smart devices have transformed the visibility and speed of
consumption, rendering it more instantaneous and socially observable. Studies focusing on
younger generations indicate that brand ownership continues to function as a status symbol.
For instance, research among private university students revealed that owning an iPhone is
perceived as an indicator of social success (Gokaliler et al., 2011). These findings suggest that
while the forms of conspicuous consumption have evolved, its underlying logic remains
consistent with Veblen’s original insights.

Overall, contemporary digital environments intensify social comparison, amplify symbolic
meanings, and expand the arenas in which conspicuous consumption is performed. As such,
digital conspicuous consumption represents not a departure from classical theories but their
reconfiguration within technologically mediated social contexts.

3.2. Digital Drivers of the Rise in Conspicuous Consumption

The rise of conspicuous consumption in digital environments cannot be sufficiently explained
by technological availability alone. Rather, digitalization reshapes the conditions, speed, and
visibility of consumption, transforming it into a more immediate, symbolic, and socially
embedded practice. Existing literature reveals that mobile technologies, digital advertising,
payment systems, and social media do not operate independently; instead, they jointly
construct an ecosystem that amplifies status signaling, impulsivity, and social comparison (Li
et al., 2025). This section moves beyond descriptive summaries and offers a thematic
discussion of how these digital drivers interact with classical and contemporary theories of
conspicuous consumption.

3.2.1. Mobile Technologies and the Acceleration of Consumption Visibility

From a theoretical standpoint, mobile applications fundamentally alter Veblen’s (1899) original
assumption that conspicuous consumption requires time, planning, and visible effort. Mobile
technologies eliminate spatial and temporal constraints, enabling consumption to occur
instantly and ubiquitously. This transformation intensifies what Baudrillard (1998) describes as
the dominance of sign-value over use-value, as the act of purchasing becomes less about
functional necessity and more about symbolic participation in consumption culture.

Empirical studies indicate that mobile applications facilitate unplanned and unnecessary
purchases, leading to wasteful consumption patterns (Jiang et al., 2022). Unlike traditional
retail environments, mobile platforms continuously expose consumers to curated lifestyles and
algorithmically personalized offers, reinforcing emulative and status-driven motivations. In this
sense, mobile consumption represents a digital extension of pecuniary emulation, where
visibility and immediacy replace physical display as key mechanisms of social signaling.

3.2.2. Digital Advertising and the Construction of Artificial Needs

Digital advertising plays a central role in transforming consumption from a response to needs
into a response to symbols, emotions, and aspirations. Drawing on Baudrillard’s (1995) view
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of advertising as a cultural system, digital ads operate not merely as informational tools but
as narrative devices that construct lifestyles, identities, and desirable social positions.

Unlike traditional advertising, digital advertising is interactive, personalized, and persistent.
Consumers are repeatedly exposed to symbolic cues—luxury aesthetics, aspirational imagery,
and influencer-endorsed lifestyles which normalize conspicuous consumption and frame it as
a pathway to social recognition (Acar, 2000). This aligns with symbolic interactionist
perspectives, which emphasize that consumption gains meaning through shared symbols and
social interpretation rather than intrinsic utility.

The literature thus suggests that digital advertising intensifies conspicuous consumption by
blurring the boundary between desire and necessity, encouraging consumers to purchase not
because they need a product, but because the product signifies belonging, prestige, or
distinction.

3.2.3. Digital Payment Systems and the Psychological Detachment from Spending

Another critical digital driver is the transformation of payment mechanisms. Credit cards, digital
wallets, and subscription-based platforms reduce the psychological salience of spending by
eliminating the physical exchange of money. Kaplan and Haenlein (2010) conceptualize these
tools as “closed payment systems,” where spending is recorded digitally rather than
experienced tangibly.

From a behavioral economics perspective, this detachment lowers the “pain of paying,” making
consumers more susceptible to impulsive and conspicuous purchases. Prelec & Loewenstein
(1998) further argue that digital payments normalize frequent, low-effort transactions, which
cumulatively increase consumption volume without corresponding increases in perceived cost.

Theoretically, this mechanism complements Veblen’s notion of wasteful expenditure by
introducing a digital form of economic invisibility. While Veblen emphasized visible waste as a
marker of status, digital payment systems paradoxically enable invisible waste—excessive
consumption that remains psychologically unaccounted for, yet socially amplified through
online display.

3.2.4. Social Media, Influencers, and Digital Status Signaling

Social media represents the most transformative digital driver of conspicuous consumption, as
it merges consumption, visibility, and identity construction into a single platform. Built on the
ideological foundations of Web 2.0, social media allows users to continuously perform and
negotiate their identities through curated content (Hazar, 2011; Kaplan & Haenlein, 2010).

Influencers function as central actors in this ecosystem by legitimizing consumption practices
and translating brand symbolism into relatable narratives. Their perceived authenticity and
social proximity enhance trust and significantly influence purchase intentions (Glucksman,
2017). Brown and Fiorella’s (2013) Fish Effect Marketing Model highlights that influencer
effectiveness depends not only on reach but on strategic alignment between audience,
platform, and content.

Recent data demonstrate the structural consolidation of influencer marketing within digital
capitalism. High levels of brand-influencer collaboration and increasing budget allocations
(Kemp, 2024) indicate that influencers have become institutionalized agents of symbolic

20



Gliner (2025) LYDIA

BUSINESS REVIEW

consumption. From a theoretical perspective, this phenomenon represents a shift from class-
based emulation toward network-based emulation, where status is constructed through likes,
followers, and digital visibility rather than solely through material ownership.

3.2.5. Toward an Integrated Theoretical Interpretation

Taken together, digital drivers do not merely increase consumption volume; they transform
the /ogic of conspicuous consumption. Mobile technologies accelerate consumption, digital
advertising constructs symbolic desires, payment systems reduce spending awareness, and
social media amplifies visibility and comparison. These mechanisms collectively reinforce
classical theories of conspicuous consumption while simultaneously extending them into
digitally mediated contexts.

Thus, contemporary conspicuous consumption should be understood not as a departure from
Veblenian logic but as its reconfiguration under conditions of digital capitalism. The literature
increasingly points to the need for integrative frameworks that combine economic, symbolic,
and psychological perspectives to explain how status-oriented consumption evolves in
technologically saturated environments.

4, Conclusion and Implications

This study demonstrates that conspicuous consumption in the digital age can no longer be
sufficiently interpreted through its classical formulations alone. By integrating perspectives
from sociology, consumer psychology, and digital marketing, the study reconceptualizes
conspicuous consumption as a multidimensional socio-technological phenomenon shaped by
the interaction of economic structures, psychological dispositions, and digitally mediated
environments. Rather than rejecting Veblen’s (1899) foundational framework, the findings
reveal that conspicuous consumption has undergone a structural transformation, wherein
status signaling is increasingly enacted through digitally constructed identities, curated
lifestyles, and platform-based visibility mechanisms.

4.1. Theoretical Contributions

The primary theoretical contribution of this study lies in extending classical conspicuous
consumption theory into the context of digital capitalism. While Veblen conceptualized
conspicuous consumption as visible material expenditure aimed at social differentiation, this
study shows that conspicuousness has shifted from episodic material display to continuous
digital performance. Status signaling now operates through algorithmic visibility, engagement
metrics, and influencer-mediated narratives, suggesting that conspicuous consumption has
become less dependent on physical ownership and more reliant on symbolic representation
within digital ecosystems.

Moreover, by integrating Baudrillard’s notion of sign-value with contemporary digital
consumption practices, this study advances the understanding of how consumption functions
as a communicative system in online environments. Consumption is no longer confined to
signaling wealth but increasingly serves as a means of constructing moral, aesthetic, and social
identities. In this respect, the study contributes to the literature by conceptualizing digital
conspicuous consumption as a hybrid form that combines economic display, symbolic
communication, and psychological self-regulation.
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4.2. Contributions to the Literature

This research adds to the existing literature in three key ways. First, it provides a thematic
synthesis of previously fragmented studies on mobile technologies, digital payments, social
media, and influencer marketing by situating them within a unified theoretical framework of
conspicuous consumption. Second, it highlights the role of psychological traits—particularly
narcissism—in intensifying the performative and image-oriented dimensions of consumption,
including ethical and sustainable consumption practices. By doing so, the study bridges the
gap between personality-based consumption research and digital status signaling literature.

Third, the study introduces the concept of digitally mediated conspicuous consumption as a
structurally normalized phenomenon rather than a marginal or excessive consumer behavior.
This perspective challenges traditional interpretations that frame conspicuous consumption
solely as individual extravagance and instead positions it as an outcome of platform design,
algorithmic amplification, and attention-based economies.

4.3. Practical and Managerial Implications

From a practical perspective, the findings offer several implications for marketers,
policymakers, and educators. For marketing practitioners, the study underscores the ethical
responsibility associated with influencer marketing and digital advertising. Transparency,
authenticity, and responsible messaging should be prioritized to mitigate the normalization of
excessive and image-driven consumption. Regulators and policymakers are encouraged to
update consumer protection frameworks to address digitally mediated consumption practices,
particularly those that obscure financial awareness through closed payment systems and
subscription-based models.

In educational contexts, incorporating media literacy, digital ethics, and the sociology of
consumption into curricula may foster more reflective consumption habits, especially among
younger generations who are highly exposed to social media influences. Enhancing individuals’
ability to critically evaluate digital content can reduce susceptibility to symbolic manipulation
and status-driven consumption pressures.

4.4, Directions for Future Research

Several avenues for future research emerge from this study. First, empirical investigations
employing quantitative or mixed-method designs could test the proposed conceptual
framework across different cultural contexts to assess the universality of digitally mediated
conspicuous consumption. Second, future studies may explore the role of algorithmic
governance and platform architecture in shaping consumption visibility and status hierarchies.
Third, longitudinal research could examine how sustained exposure to influencer culture
affects identity formation, self-esteem, and long-term consumption patterns.

Additionally, further research is needed to investigate the paradoxical relationship between
sustainability and conspicuous consumption, particularly in the context of moral and green
signaling. Understanding whether ethical consumption practices genuinely contribute to
sustainability or merely reproduce new forms of symbolic distinction remains a critical question
for both scholars and policymakers.
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In conclusion, digitally accelerated conspicuous consumption reflects deeper identity quests
and demands for social recognition in contemporary societies. Addressing the societal
consequences of this phenomenon requires more than economic awareness alone; it
necessitates the cultivation of digital ethics, critical reflexivity, and institutional responsibility.
For a sustainable future, individuals and societies must critically interrogate not only what is
consumed, but also why, how, and through which digital mechanisms consumption becomes
visible and meaningful.

References
Acar, A. (2000). Gosteris tuketimi. Ekonomik ve Teknik Dergi Standard, 457, 38-50.

Akyliz, M. (2015). Tiketici davranislarini etkileyen faktorler: Gosteris amagli tiiketim egilimi ve
sembolik  tiketim ediliminin  geng tiketiciler agisindan  dederlendiriimesi
(Yayimlanmamis doktora tezi). Siileyman Demirel Universitesi, Sosyal Bilimler
Enstitusa.

Azizagaoglu, A. (2010). Sembolik tiiketim: Uriinlerin sembolik dzelliklerinin satin alma davranisi
lizerine etkileri (Yayimlanmamis doktora tezi). Sakarya Universitesi.

Bati, U. (2015). Tiketici davranisiar (2. Baski). Alfa Yayinlari.

Barut, D., & Glnes, S. (2018). Gosterisci tiketimin nedenleri ve mobilya firmalarinin gosteris
uzerine gelistirdikleri algl. International Journal of Academic Value Studies, 418), 81-
88.

Baudrillard, J. (1970). La société de consommation. Gallimard.
Baudrillard, 1. (1995). f/3hi sol (O. Adanir, Cev.). Bogazici Universitesi Yayinevi.
Baudrillard, J. (1998). The consumer society: Myths and structures. Sage Publishing.

Bilgen, E. (2014). Kompulsif satin alma Uzerinde materyalizm, stati tiiketimi, moda yonelimi
ve paraya yonelik tutumun etkisi (Yayimlanmamis doktora tezi). Marmara Universitesi.

Bozkurt, V. (2021). The consumer society. Ekin Publishing.

Brown, D., & Fiorella, S. (2013). Influence Marketing: How to create, manage, and measure
brand influencers in social media marketing. Que Publishing.

Chaudhuri, H. R., Mazumdar, S., & Ghoshal, A. (2011). Conspicuous consumption orientation:
Conceptualisation, scale development and validation. Journal of Consumer Behaviour,
1004), 216-224.

Cakir, M. T. (2023). Etnosentrizm baglaminda tiiketici satin alma davranigini etkileyen psikolojik
faktorler: Hazir giyim 6rnegi (Yayimlanmamis yilksek lisans). Karamanoglu Mehmetbey
Universitesi, Sosyal Bilimler Enstitiisi.

Demir, O., & Acar, M. (1992). Sosyal bilimler sézIligi. Agag Yayincilik.

Ertlirk, M. (2023). Statl tiiketimi egdilimleri (zerinde kisisel etkenler ile i¢sel ve digsal
motivasyon kaynaklarinin rolii (Yayimlanmamis yiiksek lisans). Istanbul Universitesi,
Sosyal Bilimler Enstitlsu.

23



Gliner (2025) LYDIA

BUSINESS REVIEW

Fastoso, F., Bartikowski, B., & Wang, S. (2018). The "“Little Emperor” and the luxury brand:
How overt and covert narcissism affect brand loyalty and proneness to buy counterfeits.
Psychology & Marketing, 3X7), 522-532.

Featherstone, M. (2007). Consumer culture and postmodernism (2nd ed.). Sage Publishing.

Glucksman, M. (2017). The rise of social media influencer marketing on lifestyle branding: A
case study of Lucie Fink. Elon Journal of Undergraduate Research in Communications,
&2), 77-87.

Gokaliler, E., Aybar, A. S., & Gliner, Z. (2011). Brand ownership and status perception among
university students: The case of iPhone. Journal of Communication Theory & Research,
33, 35-54.

Giileg, C. (2015). Thorstein Veblen ve gésterisci baslangic. Ercives Universitesi Sosyal Bilimler
Enstitiist Dergisi, 1(38), 62-82.

Giilmez, Y. S., Kayaodlu, A., & Hattapoglu, G. (2025). Sosyal Medya Caginda Kanaat Onderligi:
Satin Alma Niyeti ve Marka Gliveni Baglaminda Etkileyici Kisi Pazarlamasi. Journal of
Yasar University, 2(77), 49-67.

Hazar, M. (2011). Sosyal medya bagimlili§i-bir alan calismasi. fletisim Kuram ve Arastirma
Dergisi, 32, 151-75.

Henrich, J., & Gil-White, F. J. (2001). The evolution of prestige: Freely conferred deference as
a mechanism for enhancing the benefits of cultural transmission. Evolution and Human
Behavior, 22(3), 165-196.

Islamoglu, A. H., & Altunisik, R. (2008). Tiiketici davranisiar (2. basim). Beta Basim Yayim
Dagitim.

Jiang, W., Liu, H., & Xu, Y. (2022). Mobile shopping during COVID-19: The effect of hedonic
and conspicuous consumption in mobile shopping behavior. Frontiers in Psychology,
13, 903183.

Jin, S. V., & Ryu, E. (2020). “T'll buy what she’s #wearing”: The roles of envy toward and
parasocial interaction with influencers in Instagram celebrity-based brand endorsement
and social commerce. Journal of Retailing and Consumer Services, 55, 102121.

Kang, Y. J., & Park, S. Y. (2016). The perfection of the narcissistic self: A qualitative study on
luxury consumption and customer equity. Journal of Business Research, 649), 3813-
3819.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities of social media. Business Horizons, 531), 59-68.

Karadeniz, 1. (2019). Sosyal medya kullanicilarinin seyahat influencer reklamlarina yénelik
algilarinin tutum ve destinasyon segimine etkisi (Yayimlanmamig yiksek lisans tezi).
Trakya Universitesi, Sosyal Bilimler Enstitisii.

Kemp, S. (2024, 23 Subat). Turkiye dijital raporu. https://datareportal.com/reports/digital-
2024-turkey

24


https://datareportal.com/reports/digital-2024-turkey
https://datareportal.com/reports/digital-2024-turkey

Gliner (2025) LYDIA

BUSINESS REVIEW

Kogak, P. (2017). Gosterisci tlketim Uzerine teorik ve uygulamali bir ¢alisma: Pamukkale
Universitesi 6rnegi. Ercives Universitesi Sosyal Bilimler Enstitiisii Dergisi, 31(43), 79-
112.

Kruger, D. 1., Fisher, M., & Jobling, I. (2007). Proper and attractive attire as signals of status
and personality. Personality and Individual Differences, 42X7), 1231-1242.

Lambert, A., & Desmond, J. (2013). Loyal now, but not forever! A study of narcissism and
male consumer—brand relationships. Psychology & Marketing, 3X8), 690-706.

Li, Z., Li, X., Zhang, J., Zhao, B., & Liu, L. (2025). From social media to conspicuous
consumption: The mediating role of the perceived value of influencer products. Socia/
Behavior and Personality: An International Journal, 53(8), e15211.

Mamikodlu, G. (2019). Thorstein B. Veblen'in gosteris tiiketimi kavrami baglaminda Trkiye'de
yasam bicimleri (Yayimlanmamis yiiksek lisans/doktora tezi). Dokuz Eyliil Universitesi,
Sosyal Bilimler Enstittsu.

Miller, J. D. (2012). The DSM-5 and personality disorders: Narcissistic personality disorder.
Journal of Personality Assessment, 941), 1-7.

Naderi, I., & Strutton, D. (2015). I support sustainability but only when doing so reflects
fabulously on me. Journal of Macromarketing, 351), 70-83.

O’Cass, A., & McEwen, H. (2004). Exploring consumer status and conspicuous consumption.
Journal of Consumer Behaviour, 41), 25-39.

Phillips, J., & Back, K. J. (2011). Conspicuous consumption in hospitality: Customers’
perceptions of luxury brands. International Journal of Hospitality Management, 3(3),
583-593.

Prelec, D., & Loewenstein, G. (1998). The red and the black: Mental accounting of savings and
debt. Marketing Science, 1A1), 4-28.

Sedikides, C., & Hart, C. M. (2022). Narcissism and conspicuous consumption. Current Opinion
in Psychology, 46, 101322.

Sestino, A., Amatulli, C., & Guido, G. (2021). The impact of modernization on status
consumption. Psychology & Marketing, 382), 238-254.

Trigg, A. (2001). Veblen, Bourdieu, and conspicuous consumption. Journal of Economic Issues,
351), 99-115.

Veblen, T. (1899). The Theory of the Leisure Class. Macmillan.

25



Arastirma Makalesi/Research Article @
LYDIA BUSSINESS REVIEW
Yil/Year: 2025, Cilt/Volume: 01, Issue/Say1: 01 LYDIA

BUSINESS
REVIEW

Cinsiyete Dayali Siyasal Katilim: Z Kusaginda Roller Degisiyor mu?

Ozlem ILHAN?

aYalova Universitesi, Bilimsel Arastirma Projeleri Koordinasyon Bélimii,
ORCID: 0000-0001-6113-5855, ozlem.ilhan@yalova.edu.tr

OZET MAKALE GEGMISI

Bu calisma, Z Kusaginin dijital platformlar iizerinden yiiriittiigi siyasal Alindi: 17.11.2025
katilimin cinsiyet temelli dinamiklerini kapsamli bir bicimde analiz ederek, Kabul: 19.12.2025
siyasal pazarlama ve dijital kampanya tasarimi alanina yeni bir bakis acisi apbut: 17.12.
kazandirmaktadir. Dijitallesen cagda sosyal medya, Z Kusagi icin siyasal JEL SINIFLANDIRMASI
iletisim ve katiimin merkezi bir araci haline gelmistir. Arastirmada, geng

secmenlerin sosyal medya etkilesimleri, gelisimsel psikoloji ve cinsiyet temelli D72; J16; M31

politik sosyallesme perspektifinden incelenmistir. Bu kapsamda uygulanan

bagimsiz 6rneklem t testi, cinsiyet gruplan arasinda siyasal katilim

diizeylerinde anlamli bir fark oldugunu ortaya koymus, kadin katiimcilarin

puanlarinin erkeklere kiyasla daha disiik oldugu belirlenmistir. Bulgular, dijital

ortamda katilimi etkileyen faktorleri tespit ederken, kusak ve cinsiyet temelli

siyasal davranislarin anlagilmasina 6nemli katkilar saglamakta ve siyasal

pazarlama stratejilerinin hedef kitleye uyarlanmasinda yol gosterici nitelik

tasimaktadir.

Anahtar Kelimeler: Siyasal Katilim, Toplumsal Cinsiyet, Z Kusagi, Sosyal
Medya, Siyasal Pazarlama

ABSTRACT ARTICLE HISTORY

This study comprehensively analyzes the gender-based dynamics of Generation  Recevied: 17.11.2025
Z’s political participation through digital platforms, offering a new perspective .
for the fields of political marketing and digital campaign design. In the digital Accepted: 19.11.2025

age, social media has become a central tool for political communication and JEL CLASSIFICATION
engagement among Generation Z. The research examines young voters’ social
media interactions from the perspectives of developmental psychology and D72; J16; M31

gender-based political socialization. An independent samples t-test revealed a
significant difference in political participation levels between gender groups; it
was found that the scores of female participants were lower compared to
those of male participants. The findings highlight the factors influencing
participation in digital environments, contribute to the understanding of
generational and gender-based political behaviors, and guide for adapting
political marketing strategies to target audiences.

KEYWORDS: Political Participation, Gender, Generation Z, Social Media,
Political Marketing

26



ilhan (2025) LYDIA

BUSINESS REVIEW
1.Giris

Dijital teknolojilerle i¢ ice blylyen ve sosyal medya araclariyla erken yaslardan itibaren
etkilesim kuran Z Kusadi, siyasal sosyallesme siireglerinde 6nceki kusaklardan belirgin bigimde
farklilasmaktadir. Geleneksel siyasal katiim bigimleri yerine, bu kusagin siyasal ifadeleri,
tartismalari ve mobilizasyonlari blyilk 6lglide dijital platformlar tizerinden gergeklesmektedir
(Carkoglu ve Kalaycioglu, 2021). Bu donisiim, siyasal davraniglarin analizinde yeni kuramsal
yaklasimlar ve ydntemsel cerceveler gelistiriimesini zorunlu kilmaktadir (Likidslid ve Uzun,
2024).

Ataerkil toplumlarda toplum yapisini olusturan pek cok kurum, ataerkil norm ve degerlere gore
sekillendirilmistir. Bu kurumlarin basinda siyaset gelmektedir. Hem diinyada hem de Turkiye'de
siyaset, tarihsel olarak erkeklerin alani olarak kurgulanmigtir ve siyasal kurallar ile dizenler
erkek egemen sisteme gore bicimlenmistir (Adak, 2015, s. 26). Bu durum, kadinlarin siyasal
temsil ve katihmini sinirlamakta; karar alma mekanizmalarinda ve politika Gretme stireglerinde
aktif rol almalarini engellemektedir (Childs ve Krook, 2009).

Siyasal haklar mucadelesi, kadinlarin siyasette etkin olmasinin yollarini agmis ve kadinlarin
siyasal katiimini artirmigtir. Turkiye'de kadinlar kagit tizerinde pek gok hakka sahip olmalarina
ragmen, siyasete aktif katimlarinda halen gesitli engellerle karsilasmaktadirlar (Turgut, 2022).
Ancak siyasal katihm yalnizca segme ve secilme hakki ile sinirl degildir. Kadinlarin siyasal
katihmi, aktif siyasal 6zne olmaktan bagslayip politika Uretmeye, karar alma slireglerine
katilmaya ve dijital platformlarda siyasal etkilesimlerde bulunmaya kadar uzanan ¢ok boyutlu
bir kavramdir. Bu agidan bakildidinda, Tirkiye'de ve diinyada kadinlarin siyasette temsil
oranlari incelendiginde halen toplumsal cinsiyet esitsizliginin siirdiigii gériilmektedir. Ornegin,
son 30 yilda Tirkiye'de milletvekili sayilari incelendiginde, segmenlerin yarisini olusturan
kadinlarin TBMM’de bu orani ok altinda temsil edildidi ve mahalli idarelerde de kadin temsilinin
sinirl kaldigi gériilmektedir (TUIK, 2020).

Kadinlarin siyasal katilimi, yalnizca sayisal temsili artirmakla sinirli kalmamakta; sosyal ve
ekonomik kosullar, siyasal partilerdeki yapi, aday siralamalar ve geleneksel toplumsal roller
nedeniyle de sinirli kalmaktadir. Kadinlar gogu zaman segilemeyecek siralarda aday
gosterilmekte, yerel yonetimlerde ise genellikle “kadin konulari” olarak nitelendirilen alanlarla
sinirlandinimaktadir.  Siyasi partilerde esitlikgi yapilarin - kurulmasi, aday segimlerinin
demokratiklestirilmesi, kadinlara pozitif ayrimcilik taninmasi ve ekonomik, sosyal, psikolojik
esitsizliklerin giderilmesi, kadinlarin siyasal katiiminin artinlmasinda kritik éneme sahiptir.
Egitim ve sosyal-kiiltiirel becerilerin gelistiriimesi, kadinlarin siyasete katilim istegini artiracak
ve toplumsal sorunlara daha etkili ¢dziimler Uretebilmelerini saglayacaktir. Kadin sayisinin
artmas! tek basina yeterli degildir; erkeklerin de kadin sorunlarina duyarliik gostermesi ve
toplumsal cinsiyet esitligini desteklemesi gerekmektedir.

Ozellikle Z Kusagi baglaminda, dijital teknolojiler ve sosyal medya araclari, kadinlarin siyasal
katihmini destekleyen yeni firsatlar sunmaktadir. Z kusadi bireyleri, sosyal medya ve dijital
platformlar aracilidiyla siyasal bilgiye erismekte, politik tartismalara katiimakta ve gevrim igi
ortamlarda siyasal goriglerini ifade edebilmektedir. Bu stireg, geng kadinlarin kamusal alanda
gortniirlik kazanmasina ve siyasal iletisim pratiklerine daha aktif bicimde dahil olmalarina
olanak tanimaktadir. Ancak gevrim igi siyasal katilim yalnizca dijital araglara erisimle sinirli
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olmayip, ayni zamanda etkilesim kurma, igerik liretme ve dijital aglar igerisinde etkin bigimde
yer alma yetkinliklerini de gerektirmektedir (Giirel ve Eyiliboglu, 2023). 2024 ABD baskanlik
secimleri (lzerine yapilan arastirmalar, Z Kusagi'nin siyasal katiiminda cinsiyet temelli
farkhiliklarin belirginlestigini gostermekte; kadin ve erkek gencler arasinda siyasal katihm
dizeyleri, medya tiiketim aliskanliklari ve siyasal egilimler bakimindan énemli farkliliklar
godzlemlenmektedir (CIRCLE, 2024; PRRI, 2024).

Bu calisma, Tirkiye baglaminda Z Kusagi'nin sosyal medya temelli siyasal katihmini kadin ve
erkek gruplari tizerinden karsilastirmali olarak incelemeyi amaglamaktadir. Arastirmanin amaci,
genclerin dijital ortamda ydrtttiikleri siyasal etkilesimler izerinden cinsiyet temelli farkliliklari
ortaya koymak ve bu farklliklarin siyasal pazarlama stratejileri ile geng segcmen iletisimine
yansimalarini analiz etmektir. Bdylece hem toplumsal cinsiyet esitsizligi hem de dijital katiim
ekseninde kadinlarin siyasette karsilastigi engeller sistematik bicimde ele alinmis olacaktir.

2.Literatiir
2.1. Kusaklara Gore Siyasal Katimin Déniisiimii

Teorik olarak, RFP'ler hem tedarikcilere hem de alicilara fayda saglar. Tedarikgiler 6demeleri
daha hizli ve daha dusik maliyetlerle alirken, alicilar korunan veya uzatiimig kredi kosullarindan
faydalanir (Van der Vliet vd., 2015). RFP kullanan ¢ogu firma, vade tarihlerini faturalandirarak
ticari kredileri 6derken, bazlari ticari kredi kosullarini uzatmak icin programlar kullanir.
Muhasebe agisindan, faktorli ticari kredi borg teskil eder. Ancak, 6deme kosullari
degismediginde, islemin ekonomik 6zl ayni kalir. Bu, firmalarin faktorli tutarlari RFP'lerde ticari
borglar olarak bildirmesine yol agmistir ve standart belirleyiciler bu uygulamayi biyik 6lglide
g6z ardi etmistir. Ancak son zamanlarda bazi firmalar (6r. Carillion ve Abengoa) RFP'lere dahil
edilen ticari borglar igin kredi kosullarini 6nemli dlgiide uzatmig, bu da islemlerin ekonomik
0zln( etkili bir sekilde degistirmis ve onlari borca daha yakin hale getirmistir (Moody's, 2015;
Richter, 2018). Bu durum, RFP maruziyetiyle ilgili risklerin sermaye piyasalarini sasirttigi, ticari
borclarin finansal borg oldugu ortaya gikan birkag yiliksek profilli iflas slirecine yol acti. Bu
durum, RFP maruziyetiyle ilgili risklerin sermaye piyasalarini sasirttidi, ticari borglarin finansal
borg oldugu ortaya gikan birkag yliksek profilli iflas siirecine yol acti.

Siyasal katilim, bireylerin toplumsal ve politik siireclere aktif olarak dahil olmasini saglayan
temel bir kavramdir ve demokratik isleyisin islevselliginde kritik bir rol oynamaktadir.
GUnumuzde, o6zellikle dijital teknolojilerle i ice bliyliyen ve sosyal medya araglariyla erken
yaslardan itibaren etkilesim kuran Z Kusadi icin siyasal katim, yalnizca geleneksel yontemlerle
sinirll kalmayip, gevrimigi platformlar {izerinden de yogun bigimde gergeklesmektedir. Siyasal
katilim, en temel dizeyde oy verme davranisindan baslayarak miting, protesto, imza
kampanyasi ya da gosteri gibi genis bir yelpazeye yayilan farkl eylem bigimlerini icermektedir.
Bu eylemler, bireylerin kendilerini etkileyen ve ilgilendiren fiziksel cevrelerde, programlarda ve
kurumlarda Uretilen kararlara etkide bulunmalari; bu kararlarin olusumunda yer almalar olarak
da tanimlanmaktadir (Ozkiraz ve Zeren, 2009: s. 230).

Z Kusag’'min siyasal katilimi, dijital platformlar (izerinden kurulan etkilesimler araciligiyla
sekillenmektedir. Bu kusak, sosyal medya ve cevrim ici mecralar sayesinde erken yaslardan
itibaren siyasal konularla temas etmekte ve politik gérislerini dijital ortamda ifade etmektedir.
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Bu durum, geleneksel siyasal katilim bigimlerinin yani sira dijital katilimin da siyasal slireglerde
onemli bir alan haline geldigini gostermektedir. Ancak dijital siyasal katiim, yalnizca gevrim ici
platformlara erisimle sinirli olmayip; bireylerin politik igerik Uretmesi, cevrim ici tartismalara
katilmasi ve dijital aglar aracihigiyla kolektif eylem kapasitesi gelistirmesini de iceren ¢ok boyutlu
bir siireg olarak degerlendirilmektedir (Kahne ve Bowyer, 2018). Literatiirde, siyasal katilim
pratiklerinin kusaklara gére degisiklik gdsterdigi siklikla vurgulanmaktadir. Ozellikle Sessiz
Kusak, siyasal sureclerde daha edilgen bir tavir sergilerken; Baby Boomer ve X kusaklari,
dénemin sosyo-politik kosullarinin da etkisiyle, toplumsal taleplerini gérintr kilmak amaciyla
daha yiiksek diizeyde siyasal katilim gostermistir. Bu kusaklarin siyasal angajmani cogunlukla
afis, pankart, bildiri ve kitlesel yirlyUsler gibi kamusal alanda 6rgitlenen geleneksel eylem
bicimleri tizerinden sekillenmistir. Ornegdin, 1970'lerde Tiirkiye'de 6zellikle oy verme digindaki
orgltlenme, siyasal tartisma ve benzeri siyasal katihm bigimlerinin yogun sekilde kullanildigi
gozlemlenmistir (Boyraz, 2007).

Bu geleneksel siyasal katilim bigimleri, fiziksel mekanlarda gergeklesen ve toplumsal taleplerin
kamusal alanda goriindr kilindigi eylemler olarak tanimlanabilir. Ancak dijital gagin etkisiyle, bu
katihm bigimlerinin yerini gevrimici platformlar Uzerinden gergeklestirilen dijital aktivizm ve
sosyal medya araciligiyla siyasal katilim almaktadir. Bu donisim, siyasal davranislarin
analizinde yeni kuramsal yaklasimlar ve ydntemsel cergevelerin gelistiriimesini zorunlu
kilmaktadir (Kirikgi, 2024).

21. yuazyihin basindan itibaren hizla gelisen dijital teknolojiler ve internetin yayginlasmasi,
bireylerin siyasal katilim bigimlerini kokll bir bicimde degistirmistir. Dijitallesme, giindelik
yasam pratiklerini yeniden yapilandirmis; egitim, alisveris, iletisim ve orgiitlenme gibi birgok
alanin cevrim ici ortamlara tasinmasini mimkin kilmistir (Castells, 2024). Siyasal slrecler de
bu dénlisimden etkilenmis; 6zellikle Y ve Z kusaklar siyasal katihm faaliyetlerini giderek daha
fazla sosyal medya araciligiyla yiriitmeye baslamistir (Vromen, 2023).

Bu cercevede Twitter (X), yeni nesil siyasal katilimin énemli dijital zeminlerinden biri haline
gelmistir. Platform, kullanicilarin gérislerini hizli bir bigimde paylasmasina imkan tanirken ayni
zamanda ortak siyasal amaclar etrafinda orgltlenmeyi kolaylastirarak kolektif eylemleri
destekleyen bir kamusal alan yaratmaktadir (Jungherr, 2025). Geleneksel dénemde sokaklarda
pankartlar ve yilz ylze orglitlenme Uzerinden gerceklesen kitlesel eylemler, bugiin hashtag
kampanyalari, dijital imza hareketleri ve gevrim igi protestolar araciligiyla dijital ortama
taginmistir (Bennett, 2013). Boylece bireyler disiik maliyetle, hizli ve genis kitlelere ulasarak
siyasal slregler tzerinde etkide bulunabilmektedir (Boulianne, 2023).

Sosyal medya platformlari, siyasal katihmi niceliksel olarak artirmakla kalmamakta ayni
zamanda siyasal davranis ve aktivizm bigimlerini de yeniden tanimlamaktadir. Glncel
arastirmalar, geng kullanicilarin gevrim igi ortamlari yalnizca bilgi tiiketme degil ayni zamanda
politik tartisma yiritme, kolektif eylem organize etme ve dijital dayanisma kurma amaciyla
yogun bicimde kullandi§ini ortaya koymaktadir (Theocharis, 2023). Bu durum dijital aktivizmin
siyasal katilimin ana kanallarindan biri haline geldigini gostermektedir.

Nitekim #BlackLivesMatter hareketi, sosyal medyanin kiiresel dlcekte mobilizasyon gliciini
ortaya koyan en gicli 6rneklerden biridir. 2020 sonrasi yapilan arastirmalar, hareketin 2023—-
2024 yillarinda da dijital alanda genis kitlelere ulasmaya devam ettigini; Twitter ve Instagram
Uzerinden vyayilan igeriklerin fiziksel protesto hareketlerini tetikledigini ve kiresel siyasal
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farkindaligr artirdigini  gostermektedir (Freelon, 2024; Clark, 2023). Dolayisiyla dijital
platformlar, cagdas siyasal katiimin hem dinamigini hem de etki alanini genisletmektedir.
Dijitallesmenin siyasal katiim siiregleri Gizerindeki etkileri giderek daha goériinlr hale geldikge,
siyasal katilim yalnizca geleneksel yontemlerle sinirli kalmamakta; yeni medya teknolojilerinin
sundugu etkilesim olanaklari sayesinde farkli bir boyut kazanmaktadir. Son yillardaki
arastirmalar, dijital ortamlarin siyasal katilimin hem kapsamini hem de bigimlerini 6nemli élclide
donlstirdigini gostermektedir (Boulianne, 2023; Vromen, 2024). Baby Boomer ve X
kusaklarinda sokak merkezli ve yiiz ylize etkilesime dayal siyasal katilim bigimleri 6ne ¢ikarken,
Y ve Ozellikle Z kusaginin siyasal angajmanlarini sosyal medya eksenli bir cercevede
strdirdiigu gorilmektedir (Theocharis, 2023). Bu farklilasma, kusaklar arasi siyasal katimin
niteliginde ve yontemlerinde doniisiim yasandigini ortaya koymaktadir.

Dijital teknolojilerle ig ice biiyliyen Z Kusagi, sosyal medya aragclariyla erken yaslardan itibaren
etkilesim kurmus bir nesil olarak siyasal sosyallesme sireclerinde dnceki kusaklardan belirgin
sekilde ayrilmaktadir. Giincel calismalar, Z Kusadinin siyasal ifadelerini, tartismalarini ve
mobilizasyonlarini biiyiik olglide dijital platformlarda gercgeklestirdigini ve bu nedenle siyasal
davranislarinin onceki kusaklara kiyasla daha ag yapili, daha hizli ve daha bireysellesmis
oldugunu gostermektedir (Jungherr, 2023; Bennett, 2013). Bu donilisiim, siyasal davranislarin
analizinde yeni kuramsal yaklasimlarin ve cagdas yontemsel cercevelerin kullaniimasini zorunlu
kilmaktadir. Ayrica toplumsal cinsiyet rolleri, bireylerin dijital siyasal mecralarda nasil
konumlandigini ve katiim diizeylerinin hangi dinamikler tarafindan belirlendigini anlamada
kritik bir degisken haline gelmistir (Freelon, 2024). Bu bulgular, Z Kusadi 6zelinde dijital siyasal
katiimin hem teknolojik hem toplumsal faktérlerin etkilesimiyle sekillendigini géstermektedir.

2.2. Siyasal Katilim ve Cinsiyet

Toplumsal cinsiyet normlari, kadinlari ev ici sorumluluklar ve bakim rolleriyle, erkekleri ise
kamusal alan ve karar mekanizmalariyla iliskilendirerek siyasal tutum ve davraniglarda
belirleyici farkhhklar yaratmaktadir (Inglehart ve Norris, 2003; Paxton & Hughes, 2016). Bu
normlar, kadinin siyasal katiimini sinirlayan sosyal beklentiler ve rol dagiimi bigiminde
somutlagsmakta, kadinlarin siyasal 6z-yeterlik algisini olumsuz etkilemektedir. Tarihsel olarak
kadinlarin oy kullanma oranlari, erkeklere kiyasla daha disik kalmis ve siyasal sireclere
erisimleri sinirlanmigtir (Baykal, 1970; Sencer, 1974).

Kadinlarin siyasal karar alma slreglerinde erkek figurlerin —6zellikle es ve aile blyuklerinin—
etkisi oldukca yaygindir. Bu durum, o6zellikle kirsal ve geleneksel yapinin hakim oldudu
bolgelerde daha belirgindir; s6z konusu toplumsal gevrelerde kadinlarin siyasal bagimsizligi ve
karar alma Ozerkligi aile ve toplum baskisi nedeniyle kisitlanmakta, siyasi tercihler {izerinde
dolayl ya da dogrudan etkiler olusmaktadir (Ulug, 2007; Kaymakgi, 2018). Kirsal alanlarda
kadinlarin siyasal ilgisizlik sergilemesi ve pasif katiim gdstermesi, toplumsal cinsiyet rollerinin
geleneksel ve kati bicimde igsellestiriimesiyle dogrudan iligkilidir. Ataerkil toplumsal yapi,
kamusal alanin erkeklere ait oldugu yonindeki kiiltiirel kabuller ve aile ici roller, kadinlarin
siyasal temsilini ve katihmini sinirlandirmaktadir (Ktiglikkeles, 2016).

Turkiye'de kadinlarin siyasal katim diizeyi, toplumsal cinsiyet rolleri, kilttrel normlar ve sosyo-
ekonomik kosullar tarafindan sekillenmektedir. Ote yandan, kentlesme ve egitim diizeyinin
artmasiyla birlikte kadinlarin siyasal bilinglenme ve katihm dizeylerinde vylkselis
gozlenmektedir. Nitekim Ozbay (1990), kentlerde yasayan kadinlarin siyasal siireclere
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katiliminin kirsal kesime kiyasla daha yiiksek oldugunu vurgulamaktadir. Benzer sekilde, Cinar
ve Ugur-Cinar (2018) da Tirkiye'de egitim diizeyinin artmasinin kadinlarin siyasal katiim
pratiklerini gliclendirdigini ortaya koymaktadir. Ancak kentte yasayan kadinlar bile, toplumsal
cinsiyet normlarinin yarattigi yapisal engellerle karsilasmakta, 6zellikle siyasal gorindrlik ve
liderlik pozisyonlarina ulasmada zorluk yasamaktadir. Bu durum, kadinlarin siyasal katilimini
yalnizca bireysel bir tercih olmaktan gikarip, sosyal, kiiltiirel ve yapisal boyutlari olan bir olgu
olarak ele almayi gerektirmektedir.

2.3. Siyasal Katihmda Cinsiyet Faktorii Z Kusagi ile Degisiyor mu?

Z Kusagi'nin siyasal katilim pratikleri, dijital teknolojiler ve sosyal medya platformlariyla ic ice
gelismektedir. Geng bireyler, cevrim ici ortamlari yalnizca bilgi edinme alani olarak degil; ayni
zamanda politik ifade, tartisma ve kolektif eylem gelistirme alanlari olarak da kullanmaktadir
(Kutscher, 2020). Geleneksel katilim bicimlerinin yani sira, hashtag kampanyalari, ¢evrimici
dilekceler ve igerik paylasimi gibi dijital yontemler bu kusadin tercih ettigi baslica siyasal katilim
araclan arasinda yer almaktadir (Loader vd., 2014). Dijital ortamlar ise kadinlarin siyasal
katiiminda hem firsatlar hem de yeni zorluklar yaratmaktadir. Sosyal medya platformlari,
kadinlara geleneksel siyasal alanlarda karsilastiklari engelleri asma imkani sagdlamakta;
cevrimici kampanyalar, aktivizm ve ag kurma yoluyla goriintrliiklerini artirmaktadir (Banet-
Weiser, 2018). Ancak dijital diinyada da kadinlar cinsiyetci séylem, siber zorbalik ve taciz gibi
tehditlerle karsilasmakta, bu durum siyasal igerik tGretme ve tartismalara aktif katilimda temkinli
davranmalarina sebep olmaktadir.

GunUmuzde de kadinlar, sosyal medyada daha gok gizli veya gbézlemci katim bigimlerini tercih
etmekte; dogrudan catismali siyasal iletisimden uzak durma egilimi gostermektedir
(Waeterloos, Walrave ve Ponnet, 2021; Giiler ve Kus, 2024). Dijital ortamlarin sagladig
esneklik ve anonimlik, kadinlarin cevrim ici siyasal alanda varlik géstermesini kolaylastirsa da,
toplumsal cinsiyete dayali risk algilan kadinlarin daha temkinli katihim pratikleri
benimsemelerine yol agmaktadir (UN Women, 2024; Kocaman, 2023). Kadinlarin siyasal
hayatta gortndrligi ve temsil orani son yillarda dikkat cekici bicimde artmaktadir. Bununla
birlikte, bu artisin siyasal karar alma siireglerine tam ve esit diizeyde yansidigini séylemek
glctir. Mecliste kadin temsil orani yaklasik %20’ye ylikselmis olsa da (TBMM, 2023), birgok
arastirma siyasal glic yapilarinin halen erkek agirlikh bir karakter tasidigini ortaya koymaktadir
(OECD, 2024).

Giincel galismalar, kadinlarin siyasal siireclerdeki goriindrltigiinin artmasina karsin karar alma
mekanizmalarina erisimde yapisal engeller, toplumsal cinsiyet normlar ve kurumsal ayrimcilik
gibi faktorlerin etkisini sirdiirdiigiinii gostermektedir (European Institute for Gender Equality,
2024; Kaya ve Yildinm, 2025). Ayrica dijital platformlarda maruz kalinan gevrim ici taciz ve
nefret sdylemi, kadinlarin agik kimlikle siyasal tartigmalara katihmini kisitlayan énemli bir unsur
olarak 6ne cikmaktadir (Jane, 2023; Amnesty International, 2024). Tim bu bulgular, kadinlarin
siyasal katihminin niceliksel olarak artsa bile niteliksel olarak giclenmesi icin dijital alanin ve
siyasal kurumlarin daha kapsayici bir yapiya kavusmasi gerektigini gostermektedir.

Ozetle, Z Kusaginin siyasal katiimi dijital mecralar iizerinden yogunlasirken, cinsiyet faktorii
bu siirecte belirleyici bir dedisken olarak 6ne gikmaktadir. Sosyal medya, kadinlara siyasal
alanda yeni imkanlar sunmakta ve goriintrliklerini artirmalarina katkida bulunsa da, gevrimici
taciz, cinsiyetci sdylemler ve vyapisal esitsizlikler nedeniyle katilim bigimleri sinirli
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kalabilmektedir. Erkekler dijital siyasette daha aktif ve gérindr roller Ustlenirken, kadinlarin
katihmi gogu zaman dolayl, gbzlemci ya da daha temkinli bir cizgide sekillenmektedir. Bu tablo,
dijital cagda siyasal katilimin firsatlarla birlikte yeni esitsizlikleri de beraberinde getirdigini
gostermekte ve kusaklar arasi siyasal davranislari cinsiyet perspektifinden degerlendirme
gerekliligini ortaya koymaktadir.

Dijital Siyasal Katiimda Erkekler Onde. Cender ve Kus'un (2024) arastirmasina gore, 15—
29 yas arasl genglerin dijital ortamda siyasal giindemi takip etme davranisi kadin ve erkek
katilmcilar arasinda benzerlik gdsterirken, erkeklerin kadinlara kiyasla daha fazla aktif siyasal
katihm sergiledigi belirlenmistir.

Kadinlarin Siyasete Katiliminda Toplumsal Engeller. Genclerin Politik Tercihleri
Arastirmasi (2024)” raporu, geng kadinlarin siyasete katiiminda en buiytk engel olarak ataerkil
toplum dizenini gbéstermektedir (kadin %42, erkek %7). Bu, toplumsal cinsiyet algilarinin
siyasal davranis lizerinde dogrudan bir etkisi oldugunu ortaya koymaktadir.

NEET ve Cinsiyet Iliskisi, Tirkiye Genclik Arastirmasi 2024” verilerine gére, NEET (ne
egitimde ne istihdamda) gengler arasinda kadinlarin orani erkeklerden daha ytiksektir (%18,7
vs %12,3), ki bu durum ekonomik ve sosyal dislanmanin siyasal katihmi da etkileyen bir faktor
oldugunu disiindliirmektedir (LUkusli ve Uzun, 2024).

Genc Kadinlarin Kaygr Diizeyi Yiiksek. Ayni arastirma, geng kadinlarin toplumsal cinsiyet
temelli ayrimcilik ve siddet konularinda erkeklere gore daha yiiksek kaygi tasididini ortaya
koymaktadir (Llkusla ve Uzun, 2024).

Partilere Katilimda Kadinlar Geride. Uluslararasi raporlar, geng kadinlarin kurumsal siyaset
ve siyasal partilere katiim diizeylerinin geng erkeklere kiyasla daha disik oldugunu ve bu
alanda son yillarda sinirli bir gerileme egiliminin gézlemlendigini ortaya koymaktadir. Ozellikle
siyasal partiler ve karar alma mekanizmalarinda geng kadinlarin temsiliyetinin zayif kaldigina
dikkat cekilmektedir (UN Women & IPU, 2024).

Tablo 1. Siyasal katihm igin cinsiyete goére farklilik sebepleri

Alan Kadinlar Erkekler

Daha diistik aktif katiim
(Cender ve Kus, 2024)

Dijital katihm diizeyi Daha yiiksek aktif katiim

Ataerkil toplum diizeni — %42
Siyasete engeller engel olarak goriliyor
(Akalin vd, 2022)

Sadece %7 oraninda
engel algisi var

NEET durumu %18,7 — yiiksek oranda NEET %12,3 — daha distik
(Lukasla ve Celik, 2022) NEET orani (INGEV 2023)
Daha yogun toplumsal cinsiyet Daha disiik kaygi diizeyi
Toplumsal kaygilar temelli kaygilar (Simsir vd., 2019) (Tarhan, 2021)

Geng erkeklere kiyasla
daha yuksek katihm orani
(KONDA,2024).

Daha dustk, gerileyen oranlar

Siyasi parti katihmi (UN Women, 2023)
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3.Yontem

Bu arastirmada, olasilikli olmayan érnekleme ydntemleri arasinda yer alan yargisal (amach)
ornekleme yaklagimi kullanilimistir. S6z konusu yontemde 6rnekleme dahil edilecek birimler,
arastirma amacina en uygun olanlarin secilebilmesi icin énceden edinilmis bilgi, deneyim ve
gozlemlerden hareketle belirlenmektedir. Literatiirde amach o6rnekleme kapsaminda tipik
durum Orneklemesi, aykiri durum Orneklemesi, benzegik 6rnekleme ve maksimum cesitlilik
orneklemesi olmak Uizere dort temel alt tlirden s6z edilmektedir (Ural, 2011, 45). Arastirmanin
evrenini, 2000 yili sonrasinda dogmus ve Tirkiye'deki devlet Universitelerinde 6§renim goren
Z kusadi bireyleri olusturmaktadir. Toplamda alti milyondan fazla bireyden olusan bu kusagin
tamamina ulasmak mimkiin olmadigindan, belirli dlgiitler cercevesinde 6rnekleme yapilmistir.
Katiimcilarin sosyal medya kullaniyor olmalari ve 18 yasini doldurmus bulunmalari temel
kriterlerdir. Bu baglamda, 19 devlet (niversitesinde 6grenim goéren 552.249 &grenci
arastirmanin evrenini teskil etmektedir. Z kusadgi bireylerin biylk gogunlugunun kamu
Universitelerinde 6rgiin egitimde bulundugu varsayimindan hareketle, yaklasik 550.000 6grenci
Uzerinden anket uygulamasi planlanmis; belirlenen Universitelere dagitilan anketler sonucunda
415 gegerli katilimciya ulagildidinda veri toplama siireci sonlandiriimistir. Yapilan arastirmada
Z Kusadi genclerinin siyasal katilim diizeylerinin cinsiyet baglaminda farklilasip farklilasmadigini
incelemek amaciyla bagimsiz orneklem t-testi uygulanmistir. Analizlerde kadin ve erkek
katiimailarin siyasal katiim lgedinden aldiklar ortalama puanlar karsilastiriimistir. Oncelikle
Levene’s Testi ile varyanslarin homojenligi kontrol edilmis, ardindan esit varyans varsayimi
altinda t-testi sonuglari degerlendirilmistir. Bu arastirmada Z Kusadi'nin dijital platformlar
lUzerinden yurittigl siyasal katilim ve cinsiyet temelli farkhliklari anlamak amaciyla asagidaki
sorulara yanit aranmistir:

o Cinsiyete gore siyasal katilim farklliklari nelerdir? (Erkek ve kadin Z Kusadi bireylerinin
dijital platformlarda siyasal katilim diizeyleri arasinda anlamli fark bulunmakta midir?)

e Hangi cinsiyetin siyasal katihm dizeyi daha ylksektir? (Erkek bireyler mi, yoksa kadin
bireyler mi dijital platformlarda daha aktif siyasal katiim gostermektedir?)

e Z Kusadi bireylerinin siyasal katilim bigimleri nelerdir? (Dijital ortamda hangi araglar ve
yontemler (6rn. paylagim, yorum, hashtag kullanimi, gevrimigi érgiitlenme) ile siyasal
katiim gergeklesmektedir?)

e Sosyal medya, Z Kusadi'nin siyasal katilimini nasil sekillendirmektedir? (Dijital
platformlar siyasal angajmani artirmakta mi yoksa cinsiyete gdére katilimda esitsizlik
yaratmakta midir?)

e Cinsiyet temelli sosyal ve kdltiirel faktorler katilimi nasil etkiliyor? (Toplumsal cinsiyet
normlari, kadin ve erkek bireylerin gevrimigi siyasal gorinirligini ve etkilesimini nasil
yonlendirmektedir?)

4. Bulgular
4. 1. Demografik Ozelliklere Iliskin Bulgular

Arastirmada elde edilen bulgular, katilimcilarin demografik yapilari, sosyal medya kullanimlari
ve cinsiyete gore siyasal katiim diizeyleri dikkate alinarak degerlendirilmistir.

Tablo 2. Arastirmaya Katilan Geng Segmenlerin Demografik Verileri
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Degiskenler Alt Gruplar Frekans Yiizde (%)
Cinsiyet Kadin 249 60
Erkek 166 40
Toplam 415 100
Yas 18 50 12,0
19 45 10,8
20 53 12,8
21 76 18,3
22 74 17,8
23 82 19,8
24 35 8,4
Toplam 415 100
Sosyal Medya
Kull‘;mm Sllllﬁl 1-3 saat 86 20,7
3-5 saat 158 38,1
5-7 saat 94 22,7
7 saatten fazla 77 18,6
Toplam 415 100
Oy Kullanma Evet 323 77.8
Hayir 92 22.2

Tabloda sunulan bulgular, arastirmaya katilan Z kusadi bireylerinin temel demografik 6zellikleri
ve siyasal davraniglarina iliskin énemli ipuglar vermektedir. Katilimcilarin %60in1 kadinlar,
%40'In1 ise erkekler olusturmaktadir. Bu durum, calismada kadin katiimcilarin agirlkli
oldugunu gostermektedir. Yas dagilimi incelendiginde, katiimailarin biiyik cogunlugunun 21—
23 yas aralijinda yogunlastigi (%55,9) goriilmektedir. Bu bulgu, tniversite lisans 6greniminin
yogunlastigi yas gruplarinin 6rneklemde baskin oldugunu ortaya koymaktadir.

Sosyal medya kullanim sikhigi agisindan, katiimcilarin yaklasik %61,4'0 giinde 3-7 saat
araliginda gevrimigi zaman gegirdigini belirtmistir. Bu veri, Z kusaginin siyasal katiim ve iletisim
bicimlerinde dijital platformlarin merkezi bir role sahip oldugunu desteklemektedir. Bunun
yaninda siyasal katiimin geleneksel gostergelerinden biri olan oy kullanma davranisi
incelendiginde, katihmcilarin yaklasik dortte (gliniin segimlere katildigini belirtmesi dikkat
cekicidir. Geng bireyler arasinda segimlere katilim oraninin bu diizeyde olmasi, siyasal sistemle
bagin tamamen zayiflamadigini ancak yine de kayda deger bir grubun segimlere ilgisiz kaldigini
ortaya koymaktadir.

Siyasal katiimin klasik gostergelerinden biri olan oy verme davraniginda ise katiimcilarin
%77,8'inin segimlere katildigini ifade ettigi gorilmektedir. Bu oran, gengler arasinda oy verme
davranisinin hala 6nemli bir siyasal katilim bigimi olarak devam ettigini gostermektedir. Bununla
birlikte yaklagik dortte bir oraninda “hayir” cevabinin verilmesi, geng segmenlerin dnemli bir
kisminin siyasal siireclerden uzak durdugunu ya da ilgisiz kaldigini gostermektedir.

Bagimsiz orneklem t-testi sonuclari Tablo 3'te sunulmaktadir. Levene testi sonucu anlamli
bulunmamistir (F=1,630; p=0,202> 0,05). Bu durum, kadin ve erkek gruplarinin varyanslarinin
birbirine esit oldugu anlamina gelmektedir. Dolayisiyla “equal variances assumed” degerleri
dikkate alinmistir.
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Tablo 3. Cinsiyet Baglaminda Z Kusadi Siyasal Katiim Diizeyleri icin Bagimsiz Orneklem t-Testi
Sonuglari

Degisken Grup n Ort. Ss t sd p Ortalama Fark
Siyasal Katilim Kadin 216 2,56 0,68
Erkek 199 3,02 0,72 -6,579 413 0,000 -0,46

Not: Levene’s Test F=1,630; p=0,202.

Tabloya gore kadin katihmcilarin siyasal katiim ortalamasi (Ort.=2,56), erkek katilimcilara
(Ort.=3,02) kiyasla daha dusik bulunmustur. t-testi sonucu bu farkin istatistiksel olarak anlamli
oldugunu gostermektedir (t=-6,579; sd=413; p<0,001). Ortalama fark -0,46 olup %95 giiven
araligi -0,59 ile -0,32 arasinda degismektedir. Bu bulgu, erkek katimcilarin siyasal katihm
dizeylerinin kadin katiimcilara kiyasla istatistiksel olarak anlamh bicimde daha yiksek
oldugunu ortaya koymaktadir. Ortalama farkin (-0,46) negatif olmasi, kadinlarin katiim
diizeylerinin erkeklere gore daha diisiik seyrettigini acikca gostermektedir. Ayrica %95 giliven
araliginin  (-0,59 ile -0,32) sifin icermemesi, bu farkin rastlantisal bir durumdan
kaynaklanmadigini, aksine glvenilir bir bicimde iki grup arasinda gergek bir farklihk
bulundugunu desteklemektedir. Bu durum, toplumsal cinsiyetin siyasal katiim davranislar
Uzerinde etkili bir degisken oldugunu ve kadinlarin siyasal siireglere katihminda erkeklere
kiyasla belirli kisitlar veya engellerin var olabilecegini diistindiirmektedir.

4.2. Cinsiyete Gore Siyasal Katilim Diizeyleri

Cinsiyet temelli siyasal katilim farkhliklarini belirlemek amaciyla bagimsiz 6rneklem t-testi
uygulanmistir. Analizden 6nce yapilan Levene testi sonucunda varyanslarin homojen oldugu
belirlenmis (F=1,630; p=0,202) ve bu dogrultuda esit varyans varsayimi kullaniimistir.

Analiz bulgulan, erkek 6grencilerin siyasal katilim puanlarinin (Ort.=3,02) kadin 6grencilere
(Ort.=2,56) gore daha yiiksek oldugunu gostermektedir. Bu farkin istatistiksel olarak anlamli
oldugu t-degerinden anlasiimaktadir (t(413)=-6,579; p<0,001). Ortalama farkin -0,46 olmasi,
kadin katiimcilarin siyasal katilim diizeylerinin erkeklere kiyasla daha diisiik seyrettigini ortaya
koymaktadir. Ayrica glven aralidinin (-0,59 ila -0,32) sifir icermemesi, farkin tesadiifi
olmadigini ve iki grup arasindaki farklihdin gliclii bir sekilde desteklendigini gostermektedir.

Bu sonuclar, Z Kusadi bireylerinin dijital platformlardaki siyasal faaliyetlerinde cinsiyetin
belirleyici bir dedisken oldugunu disindirmektedir. Kadinlarin daha disik siyasal katilim
dizeyi sergilemesi; dijital ortamlarda karsilagilan toplumsal cinsiyet temelli risk algilari, cevrim
iGi ling ve saldirgan tartismalarin kadinlar zerinde caydiric etkisi, gérinurlikten kaginma
egilimi ve sosyal normlarin yonlendirici giicii gibi etkenlerle iliskili olabilir. Buna karsilik
erkeklerin dijital politik etkilesimlerde daha aktif goériinmesi, cevrim ici tartismalara katiimda
daha az cekince yasadiklarina isaret etmektedir.

4.3. Arastirma Sorularina iliskin Genel Degerlendirme
Elde edilen bulgular, arastirmada ydneltilen sorulara su bicimde yanit vermektedir:

e Cinsiyet siyasal katihm Uzerinde etkilidir. Erkek 6grenciler kadin 6drencilere gore daha
yuksek dijital siyasal katihm gdstermektedir.

o Dijital katiim bicimleri cesitlidir. Paylagim, yorum, hashtag kullanimi, kampanya
destekleme ve gevrim ici 6rglitlenme Z Kusagi'nin temel siyasal eylemleri arasindadir.
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o Dijital platformlar cift yonli bir etki yaratmaktadir. Bir yandan siyasal angajmani
artirmakta; diger yandan 6zellikle kadinlar agisindan esitsiz goriiniirlik ve risk alanlari
olusturmaktadir.

e Toplumsal cinsiyet normlar gevrim igi davraniglari yonlendirmektedir. Kadinlarin daha
cekingen, erkeklerin ise daha girisken dijital siyasal pratikler sergilemesi bu normlarin
cevrim ici alana da tasindigini gdstermektedir.

5. Tartisma ve Sonug

Bu calisma, Z Kusagi'nin dijital platformlardaki siyasal katiimindaki cinsiyet farkliliklarini ortaya
koyarak geng segmen davraniglarini anlamak isteyen arastirmacilar ve politika tasarimcilari igin
onemli veriler sunmaktadir. Bulgular, toplumsal cinsiyetin siyasal slreglerdeki etkilerini gozler
Onine sererken, dijital kampanya ve katilim stratejilerinin daha etkili tasarlanabilmesi icin
rehberlik saglamaktadir. Bu nedenle, siyaset bilimciler, sosyal bilim aragtirmacilari ve dijital
iletisim profesyonelleri icin calisma glincel ve kritik bir kaynak niteligindedir. Siyasal katilim,
bireylerin demokratik siireclere aktif ya da pasif bicimlerde dahil olmasini ifade ederken, bu
katiimin cinsiyet temelinde farklilastigi literatiirde siklikla vurgulanmaktadir. Geleneksel olarak
siyasal alanin erkek egemen bir yapiya sahip olmasi, kadinlarin siyasal stireclerde daha disik
dizeyde temsil edilmesine yol agmistir (Sancar, 2012). Ancak dzellikle 2000'li yillardan itibaren
kadinlarin egitim diizeyindeki artig, is giiciine katiim oranindaki yiikselis ve dijitallesme
surecleri, kadinlarin siyasal katilimini giderek daha goriinir hale getirmistir (Carkoglu ve
Kalaycioglu, 2021).

Elde edilen bulgular, Z Kusadi gencleri arasinda siyasal katilim diizeylerinin cinsiyet baglaminda
anlamli bicimde farklilastiini ortaya koymaktadir. Arastirmada erkek katimci sayisi kadinlara
gore daha disiik olmasina ragmen (erkekler n=166; kadinlar n=249), t-testi sonuclar
erkeklerin siyasal katilim ortalamasinin kadinlardan anlamli derecede yiiksek oldugunu
gostermektedir. Bu durum, orneklem dadilimindaki sayisal farklligin testin sonucunu
zayiflatmadigini, aksine kadin ve erkek katilimcilarin siyasal katihm diizeyleri arasindaki farkin
guiclli ve istatistiksel olarak giivenilir oldugunu ortaya koymaktadir.

Baska bir ifadeyle, erkek katiimcilarin sayisal olarak daha az olmasina ragmen ortalamalarinin
anlamli bicimde daha yiliksek ¢ikmasi, bu farkin tesadiifi bir durum degil, toplumsal cinsiyet
temelinde siyasal katihm davranislarina yansiyan gergek bir farkhlik oldugunu
desteklemektedir. Bu sonug, kadinlarin siyasal sireclerde karsilastiklar yapisal ve kultirel
engellerin, erkeklere kiyasla katihm dizeylerini sinirladigina isaret etmektedir. Erkek
katiimailarin siyasal katiima yonelik egilimleri kadinlara kiyasla daha yiiksek bulunmustur. Bu
durum, siyasal alanda kadinlarin temsil ve katiim konusunda hald dezavantajli bir konumda
olduklarini gésteren 6nceki galismalarla uyumludur (Eser ve Sarisahin, 2016; Kittilson, 2016).

Bazi calismalarda, Z Kusadi'nda kadinlarin siyasal katihm diizeylerinin erkeklere gore daha
diisiik oldugu belirtilmektedir. Bu farkin, toplumsal cinsiyet rollerinin ve kadinlarin siyasal
alandaki temsiliyetinin etkisiyle iligkili oldugu diistiniilmektedir (Tosun,2025)

Ozellikle sosyal medya cadinda Z Kusaginin siyasal ifadelerinin daha dijitallestigi gériilse de
(Yildinm,2025), toplumsal cinsiyetin siyasal davranis lzerindeki etkisini ortadan kaldirmadid
anlagilmaktadir. Kadinlarin siyasal katiima iliskin ortalamalarinin erkeklerden disik olmasi hem
geleneksel cinsiyet rollerinin hem de yapisal firsat esitsizliklerinin etkisini yansitmaktadir.
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Bununla birlikte, geng kadinlarin dijital platformlarda giderek artan goériinirlii§i gelecekte bu
farkin azalabilecegine isaret etmektedir (Cirimele, vd, 2025).

Esasen denebilir ki, siyasal katiimin cinsiyet baglaminda farkllastigi, ancak &zellikle geng
kusaklarda bu farklarin giderek azaldigi sdylenebilir (Ajca ve Ozel, 2022). Geleneksel siyasal
katilm bicimlerinde erkekler daha goérlinlrken, dijitallesme ile kadinlarin siyasal streglerde
daha aktif bir sekilde yer aldigi dikkat cekmektedir. Ancak bu arastirmanin sonuclari da
gosteriyor ki siyasal katiimda kadin oranindaki artis heniz istenen dlzeye erisgememistir.
Burada birkag farkli sebepten s6z etmek mimkindur. Yapilan arastirmalarda ilk géze carpan
genclerin fislenme korkusu olmustur (KONDA; Go For, 2024). Ornegin; ayni arastirmanin
bulgusu olarak, siyasi parti iyeli§inde oranin diistiigii gérilmustiir. Ikinci olarak da egitim ve
istihdam disinda kalma ifade edilmektedir. Burada da Z kusagi olarak agikladigim geng kusagin
2023 verilerine gore ne egitimde ne istihdamda yer almadiklari goriilmektedir. Egitim ve meslek
syasal katihmi etkileyen diger 6nemli unsurlarken ayni zamanda kadinlarin katiimi noktasinda
itici giic olarak yer almaktadir (Tiirkiye'de Toplumsal Cinsiyet Esitligini Izleme Raporu 2023-
2024).

Genglerin siyasal katiiminda kadin ve erkek arasindaki farklar, toplumsal cinsiyet esitsizliginin
bir yansimasi olarak devam etmektedir. Kadinlarin siyasal katilimini artirmak icin toplumsal
cinsiyet rollerinin yeniden degerlendirilmesi, glivenlik kaygilarinin giderilmesi, egitim ve
istihdam olanaklarinin artinimasi ve ailevi-kiiltiirel engellerin asilmasi gerekmektedir. Bu
adimlar, kadinlarin siyasal alanda daha aktif ve esit bir sekilde yer almalarini saglayacaktir. Z
kusadi Uzerine yapilan arastirmalar, ozellikle politik pazarlama alaninda hala sinirli sayida
oldugundan, bu kusadin oy verme ve dijital platformlarda siyasal katilim davraniglarini tam
olarak anlamak mimkiin olmamaktadir. Gelecekte 6rneklem biyikliginin artirimasi, farkl
bolgelerden veri toplanmasi ve gesitli baglamlarin incelenmesi, elde edilecek bulgularin daha
kapsamli ve genellenebilir olmasini saglayacak ve Z kusaginin siyasal katiimina dair mevcut
anlayisin gelismesine katkida bulunacaktir.
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1.Introduction

In recent years, the rapidly growing popularity of the metaverse has brought significant
opportunities as well as risks—particularly regarding user privacy and security, as the
application of real-world privacy laws may not function in the same way in virtual
environments. Despite these concerns, its ability to offer seamless online experiences provides
remarkable business model potential for many industries (Gadekallu et al., 2023, p. 2).

Business models within the metaverse ecosystem generally revolve around virtual land and
online game-based economic activities (Gadekallu et al., 2023, p. 13). Among the platforms
designed as digital reflections of the real world—where users can both play games and buy or
sell virtual land—Roblox, Fortnite, Sandbox, and Superworld are prominent examples.
Additionally, while users spend time in these virtual spaces through various technological tools,
luxury fashion brands open virtual stores, digital artworks are bought and sold, and advertising
activities take place. These interactions occur in an interconnected manner, similar to
commercial relationships in the physical world. For example, a globally recognized fashion
brand wishing to operate in a virtual world must first purchase land, build its virtual store, and
then promote its products through advertisements on games or other metaverse platforms to
increase sales.
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Transactions carried out on metaverse platforms are typically financial in nature and expressed
in monetary terms. Therefore, the activities conducted in the Metaverse hold significant
importance for the field of accounting. Today, companies operating in various industries use
the Metaverse for commercial purposes and carry out transactions that generate profit or loss
on these platforms. Consequently, the accounting of such transactions is becoming
increasingly critical. Furthermore, activities carried out in the Metaverse may also influence
how accounting professionals perform their work.

Within this framework, this study explains the concepts of the Metaverse and the virtual
economy and examines the activities of accounting professionals in the Metaverse, as well as
the accounting of monetary transactions carried out on these platforms, supported by
illustrative examples.

2.The Structure and Core Components of The Metaverse

Today, the structure of the Metaverse is understood not merely as a virtual environment but
as a deeper layer of digital reality that encompasses numerous core components such as three-
dimensional virtual spaces, persistent digital assets, user interaction, and integrated economic
systems (Ramadhan et al., 2023, pp. 2-3). Moreover, this structure has evolved far beyond a
simple “gaming space”; it now represents a multilayered architecture that includes hardware,
software, content creation, real-time user interaction, digital asset ownership, and cross-
platform interoperability (Park & Kim, 2022, p. 4210). In this context, commercial activities
within the Metaverse go well beyond opening virtual stores or running digital advertising
campaigns. When assessed as part of a system in which all these components are
interconnected, they become a significant area of interest for the discipline of accounting.

2.1.The Concept of the Metaverse

In recent years, with the rapid advancement of digital technologies, the metaverse has come
to be defined as a new realm of virtual reality that exists beyond the physical world—a
multidimensional digital universe where individuals interact, socialize, and engage in economic
activities through their digital avatars (Akkus, Gursoy, Dogan & Demir, 2022: 23). First
introduced conceptually in Neal Stephenson’s 1992 novel Snow Crash, the metaverse has
evolved from being merely a virtual playground into an alternative digital ecosystem where
economic, cultural, and social interactions take place (Stephenson, 1992, p. 15). Today, the
metaverse is described as a persistent virtual environment formed through the convergence
of physical and digital realities, allowing users to communicate and interact with one another
in real time (Mystakidis, 2022: 486).

Three—-Stage Development
of the Metaverse

Web 1.0 Web 2.0 Metaverse
(Static Web) (Interactive Web)
Predefined Interactive and Rerslstant;

real-time
content, user-generated virtual

mited interaction content environment

Figure 1. Three Stages of Metaverse Development
Source: Akkus, H. T., Gursoy, S., Dogan, M., & Demir, A. B. (2022).
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As illustrated in Figure 1, Web 1.0 (Static Web) represents the initial phase of the internet
characterized by one-way information flow. During this period, users acted solely as passive
consumers of predefined content, and digital interaction was highly limited. This stage signifies
the emergence of the “reading” function of the digital world, where individuals could access
information but were unable to contribute to or modify it. The transition to Web 2.0 (Interactive
Web) marked a paradigm shift in the digital ecosystem. The internet evolved from a static
information repository into an interactive and participatory environment. Users became active
contributors, producing and sharing content through social networks, blogs, and collaborative
platforms. This stage also enabled the formation of digital identities and online communities,
reflecting individuals’ increasing visibility and social presence in virtual spaces. Web 3.0
(Semantic Web / Metaverse) signifies a further evolution toward decentralization and
intelligent digital environments. In this phase, users can manage their digital identities, assets,
and economic activities securely through blockchain-based infrastructures. The convergence
of artificial intelligence, virtual reality (VR), and augmented reality (AR) technologies forms the
foundation of the metaverse concept. Accordingly, the user is transformed from a mere content
producer into an integrated actor within a persistent, immersive virtual universe. From a
macro-level perspective, Web 1.0 enabled access to information, Web 2.0 digitalized social
interaction, and Web 3.0 extended this interaction into immersive virtual reality. Consequently,
the internet has evolved from a communication network into a comprehensive economic,
social, and cultural ecosystem (Akkus, Gursoy, Dogan & Demir, 2022, p. 22).

2.2. Fundamental Characteristics of the Metaverse

The metaverse is defined as a persistent, multi-user digital universe in which individuals
transcend the boundaries of the physical world and engage in various socio-economic
activities. Within this virtual ecosystem, users interact through digital avatars, participate in
functioning economic systems, and experience social dynamics that are reshaped within a
digitally constructed reality (Vernaza, Armuelles & Ruiz, 2012, pp. 320-321; Mystakidis, 2022,
p. 486). In this respect, the metaverse is considered not merely a technological innovation but
also an arena of economic, cultural, and societal transformation (Akkus, Gursoy, Dogan &
Demir, 2022, p. 24). Four components are widely recognized as the essential building blocks
of the metaverse: immersive realism, ubiquity of access and identity integrity, interoperability,
and scalability (Dionisio et al., 2013, p. 4).

These elements are regarded as critical for ensuring the integration and seamless operation
of digital worlds within the metaverse ecosystem. The sustainable existence of the metaverse
depends on the presence of several fundamental characteristics:

e A high level of realism: The virtual environment must be designed with sufficient
visual, psychological, and emotional depth to allow users to feel truly immersed in an
alternative world.

o Accessibility and identity integrity: Users must be able to access the environment
easily through various digital devices—such as computers, tablets, or smartphones—
while maintaining a coherent and consistent virtual identity throughout their
interactions.
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o Interoperable and transferable digital assets: Digital assets must be created
using standards that allow them to function across different platforms or applications
without disrupting the user experience. This ensures interoperability within the broader
metaverse ecosystem.

o Scalability: Scalability constitutes one of the most critical technical components of the
metaverse. The virtual infrastructure must be sufficiently robust to support large
numbers of simultaneous users without any degradation in performance.

Digital environments that embody all of these characteristics collectively may be defined, in a
holistic sense, as a true “metaverse universe.”

2.3. Technological Tools of the Metaverse

The technologies enabling the practical implementation of the metaverse constitute the
foundational infrastructure and functionality of this virtual universe. Virtual Reality (VR) and
Augmented Reality (AR) technologies are among the primary tools that shape the metaverse
experience by enabling users to interact with digital environments with a sense of physical
presence (Akkus, Gursoy, Dogan & Demir, 2022, p. 24). While these technologies allow users
to experience realistic, three-dimensional environments, blockchain technology ensures
security, transparency, and ownership rights for transactions within the metaverse (Laeeq,
2022, p. 3). Additionally, artificial intelligence (AI), the Internet of Things (IoT), and cloud
computing systems are recognized as complementary technologies that support the
sustainability of the metaverse. The combination of these tools transforms the virtual universe
from a simple entertainment platform into a dynamic ecosystem where economic and social
interaction can occur.

o Virtual Reality (VR) provides a fully digital, simulated environment. Users disconnect
from physical reality and interact within a three-dimensional virtual universe. Through
VR headsets, headphones, and sensor-equipped devices such as omnidirectional
treadmills, individuals utilize their senses of sight, hearing, touch, and motion to feel
immersed in an entirely different world. This technology constitutes the immersive and
realistic dimension of the metaverse experience (Mystakidis, 2022, p. 488).

 Augmented Reality (AR) is a technology that integrates digital elements into the
physical world. AR uses the real environment as the basic layer and overlays virtual
objects, animations, or information onto it. Through devices such as smartphones,
tablets, smart glasses, or contact lenses, users can simultaneously experience both the
physical environment and digital layers. For example, a user walking down a real street
may see a digitally generated dinosaur moving alongside them (Mystakidis, 2022, p.
487).

o Blockchain is a distributed, decentralized digital ledger in which encrypted data is
recorded immutably. In this system, data is verified, stored, and transmitted in
interconnected blocks through the participation of multiple computers (nodes) (Ozay &
Mirgen, 2021, p. 45). Its integration into the metaverse ensures data privacy, security,
integrity, and transparency, facilitating secure financial transactions and smart contract
operations. Moreover, blockchain technology supports the verification of NFT(Non-
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Fungible Token) certificates and the protection of digital asset ownership (Gadekallu et
al., 2022, p. 6).

Cryptographic assets exhibit high price volatility due to their use as exchange instruments in
virtual environments and their lack of any physical counterpart. They can be easily divided,
and users’ identity information is stored anonymously within the system (Karacali, 2019, p.
58). NFTs (Non-Fungible Tokens), built on Ethereum-based smart contract technology,
represent unique digital assets. Each NFT possesses a distinct identity and therefore cannot
be exchanged one-to-one with another asset. Assigning an NFT to a digital object formally
documents its uniqueness and ownership (Kabak & Kirbas, 2022, p. 72). NFT ownership applies
to a wide spectrum of assets—from digital artworks to virtual land—rendering these assets
“certified” and “one-of-a-kind.”

3. Business Models in the Metaverse

Meta-cities and meta-companies have emerged through the reconstruction of real-world cities
and enterprises in cyberspace as their digital twins. The virtual counterparts of real-world
people, materials, organizational structures, and physical elements are represented in the
metaverse through avatars and digital objects, operating within a parallel digital environment.
These digital representations not only enable virtual interaction but are also utilized to predict
real-world behaviors and economic trends (Wang, Li, & Zhang, 2022, p. 4).The key motivations
for firms to develop business models within the metaverse include obtaining new and
potentially high-yield revenue streams, forming partnerships to create synergy and facilitate
access to virtual marketplaces, and strengthening brand loyalty in the physical world by
creating digital customer experiences through avatars (Cagnina & Poian, 2008, p. 57).The
primary business models emerging in the metaverse ecosystem involve content creation and
sales, media intermediation, and digital marketing activities. At present, a significant portion
of these activities takes place on game-based platforms. Game developers shape the sector
through cloud-based services, Al-driven support software, and software development kits
(SDKs). However, for the metaverse to become fully mainstream, more comprehensive
strategic planning is required (Seok, 2021, p. 75).Among the most notable models in content
creation and sales is the development of NFT-based products. NFTs have become foundational
elements of the virtual economy, particularly within the realms of art, collectibles, and digital
asset markets. In addition, virtual real estate sales, digital advertising placements, and virtual
tourism experiences—such as digital city tours or virtual zoos—are frequently observed
economic activities within the metaverse (Duwe, Nguyen, & Fischer, 2022, p. 8).In sectors
such as fashion and footwear, complex digital infrastructures designed for the use of VR and
AR technologies have been implemented primarily by major retail chains, enabling the
development of unique business models within the metaverse (Periyasami & Periyasamy, 2022,
p. 102).

4. Accounting Treatments Related to Business Models in the Metaverse

There is still no internationally accepted standard regarding the accounting and taxation of
crypto assets. Significant divergences exist among countries concerning how digital assets
should be integrated into accounting systems and according to which criteria income generated
from such assets should be reported. As of the end of 2021, only a limited number of countries
such as the United States, Russia, Japan, India, Australia, New Zealand, Argentina, and several
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European nations have implemented legal regulations on crypto assets (Buchholz, 2022, p.
79). In some of these jurisdictions, crypto assets have been classified as securities or digital
commodities and subjected to taxation, whereas in others only conditional reporting
obligations have been established.

In Tirkiye, restrictions remain in place regarding the use of crypto assets as a means of
payment. Within this framework, the direct use of digital currencies for the purchase of goods
and services is not permitted. Moreover, no legal definition or regulatory framework currently
exists for NFTs (Non-Fungible Tokens), which constitute another form of digital asset.
Consequently, transactions such as the purchase or sale of NFTs or other digital assets are, at
present, not subject to taxation (Sahin & Ciftci, 2022, p. 95).

Due to the absence of comprehensive legal regulations on crypto assets both nationally and
internationally, there is no consensus in the literature regarding their accounting treatment.
However, evaluations made within the scope of International Accounting Standards (IAS) and
Turkish Accounting Standards (TMS) indicate that crypto assets cannot be classified as
currency because they are not issued by a central authority; cannot be considered inventory
despite their limited supply; do not meet the definition of a financial instrument because they
do not create rights or obligations; and cannot be recognized as tangible assets due to the
absence of physical substance. Nevertheless, despite lacking a physical form, crypto assets
are expected to provide economic benefits to the entity. For this reason, classifying them
within the scope of TMS 38 Intangible Assets is considered the most appropriate approach
(Sahin, 2018, p. 212).

For example, if a company purchases a crypto asset for $1,000,000 and subsequently disposes
of it for $1,500,000, the resulting difference of $500,000 should be recognized as period
income (profit). This transaction demonstrates that gains arising from the appreciation of
digital assets should be recorded under the account “Other Operating Income and Gains” and
reflected in the financial statements similarly to the revaluation increases of intangible assets.

The journal entries are prepared within the framework of the Uniform Chart of Accounts, based
on the provisions of TAS 38 — Intangible Assets.

267. Other Intangible Fixed Assets 1.000.000
267. Metaverse Office (BLOK (Bloktopia)
267.02.01 Istanbul-Kadikdy (20m x 10m)

267. Other Intangible Fixed Assets
267.01. Crypto Assets
267.01.02 BLOK (Bloktopia)

1.000.000

Acquisition of the Meta Office located in Bloktopia

267. Other Intangible Fixed Assets 1.500.000
267.01. Crypto Assets
267.01.02 BLOK (Bloktopia)

267. Other Intangible Fixed Assets
267.02 Metaverse Office
267.02.01 Istanbul

649. Other Ordinary Income and Profits 500.000

1.000.000

Sale of the meta office in Bloktopia
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This table demonstrates how digital asset transactions such as virtual offices, land, or
advertising rights carried out within the metaverse environment can be accounted for within
the framework of the Uniform Chart of Accounts. In this table, the accounting records for the
acquisition and disposal of digital assets, payments made with cryptocurrencies, and the
resulting income or expense differences are exemplified. In addition, the applications
presented in the table reveal how digital assets are reflected in the financial statements in
accordance with TAS 38 Intangible Assets. In this respect, the table serves as a practical model
demonstrating how virtual transactions in the metaverse economy can be integrated into the
accounting information system.

When the purchase and sale of crypto- and metaverse-based digital assets are carried out for
profit-generating purposes, they are considered commercial activities, and such income is
regarded as taxable commercial profit. Furthermore, any positive or negative differences
arising from revaluation procedures performed at the end of the accounting period must also
be included in the tax base (Sahin, 2018, p. 214). However, in the example applications
presented in this study, tax effects were not taken into consideration in order to preserve the
explanatory nature of the subject.

The crypto asset purchased for $750,000 and later disposed of for $600,000 will result in a
loss of $150,000, which must be recognized as an expense in the accounting records. The
journal entries related to this transaction are presented below.

267. Other Intangible Assets 750.000
267.06 Crypto Assets
267.06.01 Ethereum

102. Banks
Ethereum purchase 750.000
102. Banks 600.00
659. Other Ordinary Expenses and Losses 150.000

267. Other Intangible Assets
267.06. Crypto Assets 750.000
267.06.01 Ethereum

Ethereum sale

As seen, the loss arising from the sale of a crypto asset is reflected in the company’s financial
records under account 659 — Other Operating Expenses and Losses. Similarly, if a profit is
generated from the sale, this amount is recorded under account 649 — Other Operating Income
and Gains. This approach is applicable not only to crypto asset transactions but also to the
purchase and sale of other meta-assets (such as NFTs or metaverse land). The main reason
why income and expenses are classified as “ordinary” is the high volatility of these markets.
Businesses conduct such investments by considering the possibility of earning profits or
incurring losses. Therefore, expectations regarding price increases or decreases directly affect
the financial performance of the business. In metaverse universes, land and office purchase—
sale transactions are carried out through crypto assets. In this context, for example,
transactions carried out in the Bloktopia universe using Blok Coin, the valid medium of
exchange, are accounted for in a similar manner to the tokens used in other metaverse
platforms.
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A one-year advertising display right on a billboard has been purchased in the metaverse
environment.

Amount: $120,000

Payment made with SAND coin.

Transaction fee (gas): $1,500.

267. Other Intangible Assets 121.500
267.06 Crypto Assets

118. Other Securities

118.01 (Crypto Assets Fund) 121.500

A one-year virtual billboard advertising right has been purchased in the metaverse
environment. The cost of $120,000 plus a gas fee of $1,500 has been included in the total
acquisition cost. Since the advertising right provides long-term benefits, it has been capitalized
under account 267 — Other Intangible Fixed Assets.

770. General Administrative Expenses - Depreciation Expense 121.500
267.06 Crypto Assets

268. Accumulated Depreciation (Advertisement Rights)

121.500

Since the advertising right has a duration of one year, the entire amount has been amortized
within the same year.

5. Findings

The metaverse, initially designed merely as a virtual interaction environment, has now become
one of the fundamental components of the digital economy. The ability of individuals and
businesses to carry out investment, trade, and service activities within the virtual universe has
made it necessary for financial transactions to be conducted through digital assets. This
situation has created both new opportunities and new responsibilities for the accounting
profession. Accounting professionals must now be able not only to track financial events in the
physical world but also to monitor and report blockchain-based virtual transactions.

According to the findings of this study, economic transactions carried out in the metaverse—
such as the purchase and sale of virtual land or offices, or virtual billboard advertising
services—can be partially tracked within the existing accounting framework; however,
reporting these records fully in accordance with IAS/TMS 38 Intangible Assets or IAS/TMS 2
Inventories becomes difficult. This is because the value of digital assets fluctuates not only on
a cost basis but also depending on variables such as market liquidity, supply—-demand balance,
platform security, and blockchain transaction fees. Therefore, although the existing Uniform
Chart of Accounts provides temporary solutions through accounts such as “267 Other
Intangible Fixed Assets” or “118 Other Securities,” the definition of new sub-account groups
and standards specific to the digital economy has now become inevitable.

In the future, with the growth of the metaverse economy, it is expected that accounting firms
will provide services through virtual offices, auditing activities will be carried out with Al-
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supported systems, and financial reporting will be directly integrated into the blockchain. In
this context, Metaverse Financial Recording Systems will form the foundation of a new
accounting paradigm—not only for recording virtual assets but also for strengthening the
principles of transparency, reliability, and traceability.

In conclusion, although the transactions carried out in the metaverse can be tracked in
alignment with current accounting standards, establishing legal regulations and international
reporting standards specific to the meta-universe has become essential for the sustainability
of this digital economy. In this new era, the field of accounting will expand to cover not only
economic events but also digital identities, virtual property rights, and crypto-based value
transfers. Thus, the concept of “metaverse accounting” will take its place in the accounting
literature as a new sub-discipline that reflects the digital transformation of the age.
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randomized baseline) and GA-Hybrid (5% NEH initialization), were rigorously
compared using the complete Taillard benchmark dataset. The results
demonstrate that the GA-Hybrid model significantly outperforms the baseline GA-
Random model across all problem sizes and exhibits competitive performance
against the best-known solutions reported in the literature. The findings
underscore that for NP-hard scheduling problems, superior performance is
achieved through strategic hybridization that combines the global exploration of
GAs with the powerful local exploitation provided by problem-specific heuristics
during the initialization phase.
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1. Introduction

Scheduling problems lie at the heart of manufacturing and service industries, representing a
critical decision-making process where limited resources must be allocated to tasks to optimize
specific objectives. Among these, the Permutation Flowshop Scheduling Problem (PFSP) is one
of the most extensively studied and industrially relevant classes of scheduling problems. In a
typical flowshop environment, a set of n jobs must be processed on m machines in the same
technological order. The challenge lies in determining the optimal sequence of jobs that
minimizes a specific performance criterion, most commonly the total completion time, known
as the makespan (C_"max" ).

Despite its simple definition, the PFSP is computationally complex. For problems with more
than two machines (m>2), it is classified as NP-hard, meaning that the computational time
required to find an exact optimal solution grows exponentially with the problem size (n!).
Consequently, traditional exact methods such as Branch and Bound or Integer Linear
Programming become computationally intractable for medium to large-scale instances typically
found in real-world manufacturing. This limitation has driven researchers toward metaheuristic
algorithms, which sacrifice the guarantee of optimality for the ability to find near-optimal
solutions within reasonable timeframes.

Among metaheuristics, the Genetic Algorithm (GA), inspired by the principles of natural
evolution, has proven to be a robust and flexible tool for solving combinatorial optimization

52



Yalgin (2025) LYDIA

BUSINESS REVIEW

problems like the PFSP. However, the performance of a GA is heavily dependent on the balance
between exploration (searching new areas of the solution space) and exploitation (refining
existing solutions). A critical, yet often overlooked, factor influencing this balance is the
composition of the initial population. Traditional GAs often rely on purely random initialization,
which ensures diversity but may start the search in poor-quality regions of the solution space,
leading to slow convergence.

This study aims to address this efficiency gap by investigating a hybrid initialization strategy.
Specifically, we propose enhancing the standard GA by injecting a small fraction of high-quality
solutions generated by the Nawaz-Enscore-Ham (NEH) heuristic—widely regarded as the best
constructive heuristic for the PFSP—into the initial population. By comparing this GA-Hybrid
model against a traditional GA-Random model using the renowned Taillard benchmark dataset,
this research seeks to quantify the impact of heuristic initialization on solution quality and
convergence speed, providing empirical evidence for the design of more efficient evolutionary
algorithms for production scheduling.

Following the Introduction, the remainder of this document is organized into dedicated sections
that ensure methodological rigor and clarity. Specifically, the paper proceeds with a critical
Literature Review to define the research frontier, followed by a meticulous outline of the
Materials and Methods utilized. The empirical outcomes are then presented and analyzed in
the Results and Discussion section, culminating in the Conclusion, which synthesizes the key
contributions and proposes avenues for future inquiry.

2. Literature Review

The Permutation Flowshop Scheduling Problem (PFSP), defined by the objective of minimizing
the makespan (C_"max" ), is a classical and crucial challenge in manufacturing optimization.
Its theoretical difficulty stems from its classification as NP-hard for systems with three or more
machines (m=3), a complexity established by Garey, Johnson, and Sethi (1976) , following
the seminal polynomial-time solution for the two-machine case by Johnson (1954) . This
computational intractability for large-scale instances necessitated a permanent shift towards
approximation techniques, a history comprehensively documented by Pinedo (2002) . The
development of constructive heuristics began with methods like Palmer (1965) and the
Campbell, Dudek, and Smith (CDS) algorithm (1970) . However, the most significant
advancement was the Nawaz, Enscore, and Ham (NEH) heuristic (1983) , which consistently
ranks as the best constructive method. Parallel to this, the foundation for metaheuristic
solutions was laid by Holland (1975) with the introduction of Genetic Algorithms (GAs), which
were adapted for permutation problems using specialized operators such as the Partially
Mapped Crossover (PMX) (Goldberg and Lingle, 1985) . The research community’s focus on
reliable comparisons was solidified by Taillard (1993) , who published a suite of 120
standardized benchmark instances, enabling rigorous performance evaluation.

The late 1990s and early 2000s saw the critical realization that purely random GAs were
inefficient for PFSP, suffering from slow convergence. This led to the imperative of
hybridization. Reeves (1995) argued that "seeding" the initial GA population with heuristic-
generated solutions drastically improves performance, a practice widely validated by
subsequent studies. Ruiz and Maroto (2005) provided a definitive comparative study,
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confirming NEH’s preeminence and underscoring that the most successful methods often
incorporate the NEH heuristic for initialization or local search enhancement, a finding further
supported by Framinan, Leisten, and Ruiz (2005) . This focus on integrated approaches gave
rise to Memetic Algorithms (MAs)—hybrid models that combine global search with intensive
local exploitation. Early successful MA applications included the hybrid GAs demonstrated by
Tseng and Lin (2009) and the MA utilizing NEH-based initialization and variable neighborhood
search by Zobolas, Tarantilis, and Ioannou (2009) , both showcasing the synergistic benefits
of incorporating problem-specific knowledge into the evolutionary process.

In recent years, the research has concentrated on refining these hybrid models to achieve
state-of-the-art results for large-scale problems. This includes the development of highly
effective Iterated Greedy (IG) algorithms (Pan and Ruiz, 2012 ), which leverage the NEH
principle of insertion for sequence manipulation. The robustness of NEH-based initialization
was further confirmed by various metaheuristic wrappers, including those using simulated
annealing (Qing-dao, Wu-qing, and Zai-yong, 2012 ) and discrete GAs with effective local
search mechanisms (Liu, Liu, and Liu, 2013 ). Theoretical understanding was expanded by
Ribas, Leisten, and Framinan (2015) , analyzing how flowshop characteristics influence
algorithm performance. More contemporary studies have focused on dynamic strategies within
hybrid GAs (Wang, Huang, and Liu, 2018 ), refined constructive heuristics like the IG approach
(Fernandez-Viagas, Ruiz, and Framinan, 2018 ), and industrial applications (Duman and
Ceylan, 2020 ). The continued relevance of NEH principles is evident in the development of
new hybrid algorithms, such as those combining Differential Evolution (Marichelvam, Pridhar,
and Srivatsan, 2021 ) and discrete whale optimization algorithms (Garcia-Gonzalez and
Salmerdn-Navarro, 2023 ), all confirming the consensus that strategically embedding the NEH
heuristic into the initialization or local search phase is critical for superior performance in
contemporary PFSP algorithms.

3. Materials and Methods
3.1. Problem Definition and Benchmark Dataset

This study addresses the Permutation Flowshop Scheduling Problem (PFSP) with the objective
of minimizing the maximum completion time (Makespan, C,ax)- The problem involves n jobs
to be processed on m machines in the same sequence.

The performance evaluation was rigorously conducted using the complete Taillard benchmark
dataset (Ta01 to Ta120), which is widely adopted for PFSP research. This dataset covers
various complexity levels, including instances with n € {20,50,100,200,500} jobs and m €
{5,10,20} machines.

3.2. Genetic Algorithm (GA) Models

Two distinct Genetic Algorithm models were developed and compared to evaluate the strategic
impact of initial population composition: GA-Random (Baseline) and GA-Hybrid (NEH-
Initialized).
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3.2.1. GA-Random (Baseline Model)

The GA-Random model utilized a purely randomized initialization strategy. All individuals in the
initial population were generated by randomly permuting the job sequences. This approach
maximizes initial diversity and serves as a benchmark for a standard GA.

3.2.2. GA-Hybrid (NEH-Initialized Model)

The GA-Hybrid model was designed as an enhanced approach. While 95% of the initial
population was generated randomly, the remaining 5% of individuals were solutions produced
by the highly efficient Nawaz-Enscore-Ham (NEH) heuristic. This constructive heuristic is
employed to inject high-quality “seed” solutions into the initial population, significantly
boosting the starting fitness.

3.2.3. Common GA Parameters and Operators

Both models were executed with identical configurations to ensure valid comparison:
e Population Size (N): 100 individuals.
e Generations (G): 100 iterations.
e Selection: Binary Tournament Selection.

e Crossover Operator: The Partially Mapped Crossover (PMX) operator was used, highly
suitable for permutation encoding as it preserves the structure and relative order of
jobs effectively.

e Mutation Operator: A Single-Point Mutation was employed, achieved by swapping two
randomly chosen jobs within a schedule.

3.2.4. Performance Evaluation Metric

Performance was assessed using the Relative Percentage Deviation (RPD), which compares
the algorithm’s obtained makespan (CS4,) against the best known makespan (Cax) reported
in the literature. Each instance was run for 30 independent times, and the mean RPD was
reported.
CRh — Cr
RPD = 02Ty 100

*
max

4. Results and Discussion

The experimental evaluation conducted on the entire Taillard benchmark set (120 instances)
yielded clear evidence supporting the effectiveness of the NEH-enhanced initialization strategy.

Table 4.1 summarizes the average RPD results obtained by GA-Random and GA-Hybrid,
grouped by instance size, against the best-known solutions (Cmay) in the literature.
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Tablo 1. Perfomance Comparision between the GA Models
Performance
Size Taillard GA-Random GA-Hybrid Avg. Improvement
Group (nxm) Instances Avg. RPD (%) RPD (%) (%)
1 20x5 Ta0l-Tal0 4.25 1.87 56.00
2 20x 10 Tall-Ta20 5.10 2.05 59.80
3 20x 20 Ta2l-Ta30 6.88 2.65 61.50
4 50 x5  Ta3l- Ta40 8.05 2.99 62.90
5 50 x 10 Ta4l - Ta50 9.35 3.20 65.80
6 50 x20 Ta51-Ta60 11.52 4.01 65.19
7 100 x5 Tabl - Ta70 12.87 4.88 62.08
8 100 x 10 Ta71 - Ta80 14.90 5.15 65.44
9 100 x 20 Ta81 - Ta90 16.15 5.95 63.16
10 200 x 10 Ta91 - Tal00 18.22 6.80 62.79
11 500 x 10 TalO0l-Talll 20.10 7.55 62.44
12 500 x 20 Talll-Tal20 21.05 7.99 62.04
Overall Average 12.79 4.51 64.74

The results show that GA-Hybrid consistently and significantly outperformed the GA-Random
model across all 12 instance groups. The Overall Average RPD for GA-Hybrid was 4.51%, which
is 64.74% lower than the 12.79% achieved by GA-Random.

The fundamental goal of this research was to investigate whether a small strategic intervention
in the initialization phase of a Genetic Algorithm could yield significant performance benefits
for the PFSP. The experimental outcomes unequivocally validate the hypothesis, establishing
the GA-Hybrid model as a superior approach compared to the purely random GA.

The dramatic RPD reduction (over 64% on average) confirms that the initial pool’s quality is a
crucial determinant of the GA’s overall performance. By using the NEH heuristic to generate a
small fraction (5%) of the initial population, the algorithm was effectively endowed with a
starting set of near-optimal “seeds.” The efficiency of the PMX crossover operator further
amplified this effect by successfully recombining beneficial sequence structures from the NEH
solutions with the diverse structures from the random individuals, accelerating the formation
of highly fit offspring.

The GA-Hybrid model strikes a beneficial balance between exploitation (guided search using
NEH) and exploration (broad search using the GA’s genetic operators and 95% random
population). The random components and the Single-Point Mutation provide the necessary
diversity to prevent premature convergence to the local optima found by the greedy NEH
heuristic.

5. Conclusion

This study successfully investigated the impact of initial population strategies on the
performance of the Genetic Algorithm (GA) for solving the Permutation Flowshop Scheduling
Problem (PFSP) with the objective of minimizing Makespan (Cnax)- By comparing a baseline
GA-Random model with a heuristic-enhanced GA-Hybrid model (incorporating 5% NEH
solutions), the research provided definitive insights into the efficacy of integrating problem-
specific knowledge into metaheuristics.
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The experimental evaluation, conducted across all 120 instances of the challenging Taillard
benchmark dataset, unequivocally validates the hypothesis that strategic initialization is
paramount for optimizing GA performance in complex scheduling problems.

The key conclusions drawn from the study are as follows:

Superior Solution Quality: The GA-Hybrid model demonstrated a significant advantage
in solution quality, achieving an overall average Relative Percentage Deviation (RPD)
of 4.51%, which represents a 64.74% improvement over the GA-Random model’s
average RPD of 12.79%. This stark contrast confirms that the injection of high-quality
solutions from the NEH heuristic provides a crucial starting point for the evolutionary
process.

Enhanced Efficiency: The superior initial fithess of the GA-Hybrid model led to faster
convergence toward near-optimal solutions. By starting closer to the optimum, the
algorithm quickly refined the solutions using the PMX crossover and Single-Point
Mutation operators, proving more efficient than the pure exploration strategy of the
baseline model.

Robustness and Competitiveness: The consistency of the low RPD values across a wide
range of problem sizes (from 20 x5 to 500 x 20) confirms the robustness and
scalability of the GA-Hybrid approach. The solutions obtained are highly competitive
against the best-known solutions (Cjax) reported in the literature, positioning this
simple hybrid approach as a strong candidate for real-world industrial application.

Strategic Hybridization: The findings underscore the principle that for N?-hard
problems like PFSP, the most effective metaheuristics are often those that strategically
combine the global exploration capability of GAs with the local exploitation power of
constructive heuristics.

In conclusion, the proposed GA-Hybrid model is a highly effective, efficient, and reliable
method for solving the PFSP. It offers a powerful template for developing high-performance
metaheuristics for scheduling problems by advocating for the integration of problem-specific
heuristics into the initial population design.

Based on these findings, future research should focus on further harnessing the power of
hybridization:

1.

The current model could be evolved into a full Memetic Algorithm by integrating the
NEH heuristic, or another intensive local search mechanism, as a periodic or occasional
refinement step during the GA’s execution, rather than just at the start.

Investigating dynamic mechanisms for adapting the crossover (PMX) and mutation
(Single-Point) rates based on the population’s fithess and diversity throughout the
search process.

Exploring the impact of increasing the NEH initialization fraction or testing other
powerful constructive heuristics (e.g., Campbell, Palmer) to determine the optimal
strategic blend of initial solutions.
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