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Writing Rules | Yazim Kurallan

Dergimize gondereceginiz calismanizi asagidaki Mizanpaja (www.elegest.com /yazim kurallari.html) uygun
olarak hazirlayarak kolayca diizenleyebilirsiniz. Bununla birlikte, Dergi Yazim Kurallarini takip ederek ve
dizenlemeleri yaparak da ¢alismanizi dergimize gonderebilirsiniz. / You can easily arrange your work to be sent
to our journal by preparing it in accordance with the Layout below (www.elegest.com /yazim kurallari.html). In
addition, you can submit your work to our journal by following the Journal Writing Rules and making the
arrangements.

1. Elegest Eleges, uluslararasi hakemli bir dergi olup Mart ve Eylil aylarinda olmak tizere yilda 2 sayi olarak
yayimlanir. Ayrica, Editér Kurulu'nun karari dogrultusunda rutin sayilar haricinde 6zel sayilar ve/veya ek sayilar
yayimlanabilir. Elegest Eleges is an internationally refereed journal and is published twice a year, in March and
September. In addition, special issues and/or additional issues may be published in addition to routine issues,
in accordance with the decision of the Editorial Board.

2. Elegest Eleges'de, yayimlanan makaleler igerikler lisans kosullar altinda yayimlamak sartiyla paylasilabilir,
kopyalanabilir, gayri-ticari olarak ¢ogaltip dagitabilir, ancak igerigini degistirilemez. Yazilardan dogabilecek
herhangi bir yasal sorumluluk yazarlarina aittir. In Elegest Eleges, published articles can be shared, copied,
reproduced and distributed non-commercially, provided that they are published under license conditions, but
their content cannot be changed. Any legal responsibility that may arise from the articles belongs to the
authors.

3. Yayinlanmak (izere génderilen yazilar daha 6nce herhangi bir sekilde yayinlanmamis ya da yayinlanmak lzere
gonderilmemis orijinal ¢alismalar olmalidir. Yazarlarin, imzali dilekgelerine yazilarinin daha 6nce herhangi bir
sekilde yayinlanmamis ya da yayinlanmak lzere gonderilmemis orijinal bir ¢alisma oldugu konusunda "Telif
Hakki Devir Formu" (www.elegest.com/form telif hakki devir.docx) formunu doldurmalari gerekmektedir.
Telif Hakki Sozlesmesini makale basvurusunda eklemeyen yazarlarin g¢alismalari degerlendirme siirecine
alinmamaktadir. Articles submitted for publication must be original works that have not been published or sent
for publication before. Authors must fill out the "Copyright Transfer Form"
(www.elegest.com/form_telif _hakki_devir.docx) in their signed petitions, stating that their articles are original
works that have not been published or sent for publication before. The works of authors who do not include
the Copyright Agreement in their article application will not be considered for evaluation.

4. Dergimizde Tiirkce, ingilizce, Aimanca, Fransizca ve Rusca dillerinden herhangi birinde yazilmis makaleler
yayimlanir. Makalelerde hem Tirkce hem ingilizce baslik bulunmalidir. Baslklar sonrasinda en ¢ok 100
kelimeden olusan Tiirkce ve ingilizce 6zet; en az 3 en fazla 5 adet "anahtar kavramlar" (keywords) bulunmalidir.
Makale basliklari 20 kelimeyi, ve makalelerin tamami ise tablo, sekil ve kaynakga dahil olmak tizere toplam 30
sayfayl asmamalidir. Our journal publishes articles written in any of the languages Turkish, English, German,
French and Russian. Articles must have both Turkish and English titles. After the titles, there must be Turkish
and English abstracts of maximum 100 words; minimum 3 and maximum 5 "key concepts". Article titles must
not exceed 20 words, and the total length of the articles must not exceed 30 pages, including tables, figures
and references.

5. Dergi'ye gonderilen makalelerin icerisinde hicbir yerde yazar(lar)in kimlik bilgileri dogrudan veya dolayli
olarak gecmemelidir. Calismanin tezden lretilmesi, proje destekli olmasi, kongrede sunulmasi gibi bilgiler -
makale kabul edildigi takdirde- hakem siireci tamamlandiktan sonra editorlik tarafindan eklenecektir. Makale
basvurusu esnasinda "Tesekkir" kisminda veya "Editére Not" kisminda bu bilgilere yer verilebilir. The identity
information of the author(s) should not be directly or indirectly mentioned anywhere in the articles submitted
to the journal. Information such as whether the study was produced from a thesis, supported by a project, or
presented at a congress will be added by the editorial office after the referee process is completed - if the
article is accepted. This information can be included in the "Acknowledgements" section or "Note to the Editor"
section during the article submission.

Vi


http://www.elegest.com/
http://www.elegest.com/
http://www.elegest.com/form_telif_hakki_devir.docx

6. Degerlendirmek lzere gonderilen makaleler 6n kontrol siirecinde yazim kurallarina uygunluk ve benzerlik
kontroliniin ardindan degerlendiriimek tzere en az iki hakeme gonderilir. Editor/Alan Editort gerekli
gordiiglinde makale lglinct bir hakeme de gdnderilir. Makalelerin yayina kabul edilebilmeleri igin en az iki
hakemin olumlu goériisi gereklidir. Articles sent for evaluation are sent to at least two referees for evaluation
after checking the conformity and similarity of the writing rules during the pre-control process. If the
Editor/Field Editor deems it necessary, the article is sent to a third referee. In order for articles to be accepted
for publication, a positive opinion from at least two referees is required.

7. imla ve noktalama agisindan, makalenin ya da konunun zorunlu oldugu durumlar disinda Tiirk Dil Kurumu
imla kilavuzu esas alinmalidir. In terms of spelling and punctuation, the Turkish Language Association spelling
guide should be taken as basis, except in cases where the article or subject is mandatory.

8. Kaynaklara yapilan atiflar, metnin igcinde parantez igerisinde APA 7 referans sistemine gére yapiimalidir.
Metin igerisinde agiklanmak istenen kimi hususlarla ilgili agiklamalar sayfa alti dipnotu seklinde belirtilebilir ve
bu tirden dipnotlarin sayisal olarak birbirini izlemesi gerekmektedir. Yazilarda sayfa numarasi, Ust bilgi ve alt
bilgi gibi ayrintilara yer verilmemelidir. References to sources should be made within the text in parentheses
according to the APA 7 referencing system. Explanations regarding certain issues to be explained in the text can
be stated as footnotes at the bottom of the page, and such footnotes should follow each other numerically.
Details such as page numbers, headers and footers should not be included in the text.

9. Makalelerdeki tablo, sekil ve denklemlere sira numarasi verilmeli, tablo ve sekillere ait kaynaklar tablonun
hemen altina yazilmalidir. Tables, figures and equations in articles should be numbered sequentially, and the
sources of the tables and figures should be written immediately below the table.

10. Yararlanilan kaynaklar sonucun devaminda sola hizalanmis "Kaynakg¢a" basligl altinda verilmelidir. The
sources used should be given under the heading "References", aligned left, following the conclusion.

11. Gonderilen makaleler Microsoft WORD 2010 veya daha (st bir versiyonda yazilmali ve belirtilen kurallara
gore dizenlenmelidir. Submitted articles must be written in Microsoft WORD 2010 or higher and edited
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sciences within the framework of scientific ethics.

Elegest Eleges is an international and refereed
journal that includes scientific studies in different
disciplines of Social Sciences. Our journal is
published twice a year, in March and September.
Our efforts continue for Elegest Eleges to be
scanned in more international indexes and to
increase  its recognition in  international
environments.

We congratulate and thank our authors who
contributed to this issue of Elegest Eleges with
their valuable works.

There were five articles in this issue of Elegest
Eleges. As in this issue, we will continue to bring
together the valuable works of our valuable
scientists with you, our valued readers, in our
future issues.

We would like to thank the editorial staff of the
magazine who contributed to the preparation of
this issue of Elegest Eleges for publication, our
valued friends who contributed to the emergence
of Elegest Eleges with their criticisms and
suggestions from its design to its content, our
valued writers and you, our valued readers.

With our wishes for health and happiness.

Elegest Eleges bes yasinda. Dergimizin besinci
cildinin birinci sayisini yayimlamanin ve sizlerle
paylagmanin mutlulugunu yasiyoruz.
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ortamlarda taniirhiginin artmasi icin ¢abalarimiz
devam etmektedir.

Elegest Eleges’in bu sayisina, ¢ok degerli
calismalariyla katki veren yazarlarimizi tebrik
ediyor, tesekkirlerimizi sunuyoruz.

Elegest Eleges’in bu sayisinda, bes adet makale yer
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sayllarimizda da degerli bilim insanlarimizin degerli
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COSMOPOLITANISM AND “THE SENSE OF WORLD CITIZENSHIP”
IN TRANSCULTURATION PROCESSES
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Abstract

Transculturation processes, which encompass cultural values, actions, works, rhetoric, cultural structures, cultural
production, cultural change, cultural transformation, identity designation, and identity construction, constitute a
paradigm that has shaped social reality within the universal spectrum of human experience, perception, and action.
Within this paradigm, the dynamic processes of transculturation transcend regional boundaries, establish universal
cultural formations through multilayered connections, facilitate the emergence of a universalist perspective on the
world, and foster a profound understanding of how institutions, ideas, and socio-political networks should be
interpreted. In this context, cosmopolitanism and the sense of world citizenship, which enable these processes to
unfold both diachronically and synchronically under historical conditions, present a temporal framework in which
every individual is regarded as significant. These concepts advocate for a shared perception of humanity centered on
global peace and characterize relationships and connections on a global scale through universal principles. This
article proposes a theoretical framework for examining the social and global imperatives inherent in transculturation
processes and conceptualizes the role of cosmopolitanism and the sense of world citizenship in shaping global
evolution within a comprehensive framework.

Keywords: Transculturation, Transculturation Processes, Cosmopolitanism, The Sense of World Citizenship

JEL Classification: P20, P50, P59.

Highlights

= This article presents a theoretical approach to the examination of social and global needs regarding
transculturation processes.

= The sense of world citizenship provides an understanding that every person is important on a temporal scale,
defends a common perception of humanity on the axis of world peace, and characterizes relations and
connections on a global scale with universal principles.

= The processual dynamics of transculturation carry cultures and values beyond regional borders, create universal
cultural formations with multi-layered connections, and prepare the ground for the emergence of a universalist
view of the world.
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TRANSKULTURASYON SURECLERINDE KOZMOPOLITANiZM VE
“DUNYA VATANDASLIK DUYGUSU”

AYDEMIR, Emrah (Dog. Dr.) Milli Savunma Universitesi, Tiirk Askeri Akademisi, Ankara, Tirkiye.
E-posta: emrah.aydemir@msu.edu.tr ORCID: 0000-0002-3770-0444

0z

insanlarin kiltirel degerlerini, eylemlerini, eserlerini, retoriklerini, kiiltirel yapisini, kiltiirel Gretimini, kiltirel
degisimini, kiltirel dontsimind, kimlik adlandirmasi ve kimlik insasi gibi hususlari igceren transkiiltiirasyon siregleri,
insan deneyiminin evrensel yelpazesi, insan algisi ve eyleminde toplumsal gergekligi sekillendiren ve sekillendirmeye
devam eden bir paradigmadir. Bu paradigmada transkiiltlirasyonun siiregsel dinamikleri kultlrleri ve degerleri
bolgesel sinirlarin 6tesine tasir, evrensel kiltir tesekkillerini cok katmanl baglantilarla meydana getirir, diinyaya
dair evrenselci bir goris ortaya koyulmasina ortam hazirlar ve kurumlarin, fikirlerin, toplumsal ve politik aglarin nasil
anlasiimasi gerektigine dair derinlikli bir anlayis olusturur. Bu anlayis kapsaminda siireglerin tarihsel kosullar altinda
diakronik ve senkronik bir sekilde gerceklesmesini saglayan kozmopolitanizm ve diinya vatandaslik duygusu,
zamansal Olcekte her insanin 6nemli olduguna dair bir anlayis sunar, insanliga yonelik ortak bir algiyr diinya barisi
ekseninde savunur ve kiresel oOlgekte iliskileri ve baglantilari evrensel ilkelerle karakterize eder. Bu kapsamda bu
makale, transkiiltirasyon sireclerine dair toplumsal ve kiiresel ihtiyaglarin irdelenmesine yonelik teorik bir yaklagim
sunmakta ve kozmopolitanizm ve diinya vatandaslik duygusunun diinya evrimini bicimlendirmedeki yerini bitinsel
bir kavramsallastirmayla ele almaktadir.

Anahtar Kelimeler: Transkultirasyon, Transkiltiirasyon Siregleri, Kozmopolitanizm, Diinya Vatandaslik Duygusu

JEL Siniflandirmasi: P20, P50, P59.

One Cikanlar

= Bu makale, transkiiltirasyon sireclerine dair toplumsal ve kiresel ihtiyacglarin irdelenmesine yonelik
teorik bir yaklasim sunmaktadir.

= Dinya vatandashk duygusu, zamansal 6lcekte her insanin dnemli olduguna dair bir anlayis sunar, insanliga
yonelik ortak bir algiyr diinya barisi ekseninde savunur ve kiresel 6lgekte iliskileri ve baglantilari evrensel
ilkelerle karakterize eder.

= Transkdltirasyonun siregsel dinamikleri, kaltlrleri ve degerleri bolgesel sinirlarin Otesine tasimakta,
evrensel kultlr tesekkdllerini ¢cok katmanh baglantilarla meydana getirmekte ve diinyaya dair evrenselci
bir gbrisiin ortaya ¢ikmasina ortam hazirlamaktadir.
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INTRODUCTION

Transculturation exerts a profound influence on
the human element, shaping perceptions related to
culture, environment, class, and conscience.
Transitions from one culture to another occur,
sometimes through individuals’ own volition and
sometimes beyond their personal choices.
Particularly during periods of transition, individuals
driven by a desire for change and freedom reach a
new stage through transculturation. These
transitions may occur gradually or abruptly, leading
to the blending of races and cultures, followed by
the emergence of economic and cultural
classifications. As societies engage in these
classifications, they discover one another and
generate cultural production (Ortiz, 1947). At this
stage, cosmopolitanism establishes an inclusive
framework that responds to the shared needs of
humanity through definitions and propositions, aids
in the completion of civilizational projects, seeks to
embed the sense of world citizenship in lasting
values, and extends national citizenship beyond the
nation-state (Balibar, 2018). In this regard, the
present article first examines the scope of
transculturation. Then, it focuses on defining
cosmopolitanism to clarify the concept of
cosmopolitanism and the sense of world citizenship
within transculturation processes.

1. THE SCOPE OF TRANSCULTURATION

The term transculturation, coined by the Cuban
anthropologist Fernando Ortiz, is defined as a
process of economic, racial, linguistic, gender-
based, and cultural transformation (Arroyo, 2016:
133). Transculturation can be conceptualized as a
process of cultural change that involves the
acquisition and relinquishment of cultural elements
through an exchange in which both components
undergo transformation. This process gives rise to a
new phenomenon, thereby marking the emergence
of an original and distinct phase in which cultural
transformation takes place. Transculturation is a
system in which both cultures contribute
proportionally, collaboratively creating a new

civilizational reality and fostering interaction and
exchange between cultures (Ortiz, 1947).

Transculturation is a social orientation and
interaction  process that fosters cultural
commonalities, thereby enabling individuals to
engage with worlds beyond their immediate ones. It
carries significance for individuals in terms of
belonging to a particular culture and facilitates the
transmission of cultural elements in various forms.
As an evolution of sameness, transculturation
creates a space for converging emotions and
thoughts while shaping social bonds through
cultural and intellectual combinations (Aydemir,
2024). In this context, transculturation brings
together the phases of cultural blending within
societies, emphasizing shared experiences and
interactions rather than conflict and division
between cultures. Moreover, on an individual level,
it establishes a cultural access point that proves
beneficial to the individual, constructing a way of
life and a cultural framework that interweaves and
emerges from different cultural elements (Welsch,
1999).

Transculturation is a concept that describes the
interaction and influence of different cultures on
each other, resulting in the formation of a
globalized transculturality, which occurs through
the establishment of contact zones at various levels
between diverse regions. The rise of globalization

has led to the acceleration of cultural
transformations, making them a common
occurrence in everyday life (Hepp, 2015).

Transculturation not only encompasses the creation
of cultural phenomena but also involves the
potential disappearance of a society’s culture. In
instances where a dominant culture influences and
transforms a subordinate culture, transculturation
can result in the emergence of a new cultural
identity  (Ortiz, 1947). The  process of
transculturation facilitates the acquisition of new
ideas and habits while social and political contexts
permeate local customs, which, in turn, are adapted
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to the ideas and habits transmitted by local
communities (Cobb, 2022).

Despite the presence of varying agendas and

geopolitical  conditions, transculturation has
become increasingly hegemonic through
interactions, generating harmonious

representations driven by reflexive collaborations
(Arnedo-Gémez, 2022). In these harmonious
representations, cultures interconnect to form new
designs, while social, cultural, political, economic,
and artistic dimensions contribute to creating a
model of harmony. Through this model, cultural
elements actively transcend boundaries as carriers,
influencing and shaping other cultural practices.

In the context of cultural practices, individuals
with diverse social ideals and beliefs may go beyond
merely internalizing a transmitted culture; they may
also explicitly or implicitly reject it. At this juncture,
transculturation, shaped by values under the
standardization of cultural patterns and conditions
of cultural hegemony, is a mechanism that
dismantles elements supporting resistance. Doing
so fosters a culture and civilization in which shared
values are accepted. Through its sociocultural,
psychological, and economic impacts,
transculturation facilitates a culture’s complete or
partial internalization, thereby establishing a
framework that enables the adoption of certain
stereotypes.

The process of characterization and adoption
can occur gradually or rapidly, sometimes
voluntarily and at other times through coercion. In
this regard, transculturation involves the
emergence of a new cultural phenomenon, shaping
everyday experiences. The significant influence of
radio, television, cinema, publications, and social
media, along with the increasing accessibility of
transportation networks, affects transculturation
processes to varying degrees. In recent years, the
interconnectedness among different cultures,
driven by political, social, and economic factors, has
led to the convergence of meanings and contexts.
This has resulted in the expansion of the reach of
cultural forms, thereby facilitating the acquisition

and utilization of culture, which in turn fosters
cultural enrichment rather than conflict.

2. COSMOPOLITANISM AND ‘THE SENSE OF
WORLD CITIZENSHIP’ IN
TRANSCULTURATION

In today’s world, where individuals increasingly

seek new environments and cultures influence
human experiences within ecosystems and
relationships with the world (Sayan, 2024a),

cosmopolitanism fosters a robust and self-assured
sense of belonging—such as in the instances of
German constitutional democracy, American
democracy, or the European way of life. Individuals
complete their sense of belonging only through a
universal element. Cosmopolitanism posits that
individuals have the capacity to belong anywhere,
that humanity shares everyday needs and struggles,
that these struggles can be addressed collectively,
and that processes involving coexistence with
others are both possible and necessary.
Cosmopolitanism transforms what precedes it by
influencing the deployment of political and civil
rights, shaping practices of friendship and love,
guiding the application of moral judgments, and
fostering the formation and organization of civil
society, ultimately reshaping social life. As a social
framework, cosmopolitanism embraces a
perspective that envisions humanity entering an era
characterized by universal human rights, perpetual
peace, and global governance (Fine, 2007). Within
this theoretical framework, love for humanity is
prioritized over the love for one’s country, and
cosmopolitanism is identified as a philosophical
approach that is centered not on reductionism or
totalization but on mediation. This approach
provides a contextual foundation for the norms
necessary to govern relationships between
individuals in a global civil society (Benhabib, 2006:
20). In the process of establishing these contexts,
transculturation ideas serve to connect people,
work, and meanings across diverse settings and
locations (Driessen, 2013: 29). For instance, in
transculturation processes, prominent global
brands such as Hollywood, CNN, Big Mac, and
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Microsoft function as mediators, shaping universal
identities (Nye, 2005). The transformative power of
these entities, alongside traditional media, new
media, and other means that drive transculturation
processes, gives rise to new cultural phenomena,
engendering inherent inclinations within
individuals. In this sense, transculturation provides
a way for the coexistence of different cultures.
Cosmopolitanism offers guidance for achieving
desirable transformations in the social order by
challenging polarization and fostering modern
perspectives.

Cosmopolitanism, which embraces love for
humanity without national or ethnic boundaries,
represents the fluidity of culture, as well as the
integration of moral sentiment, order, and norms. It
is a concept that encompasses fundamental aspects
of human life, such as human rights, travel, and
migration, which are shared experiences among
people (Waldron, 2006: 84). By fostering a
discourse of universal solidarity, cosmopolitanism
characterizes individuals as world citizens, thereby
emphasizing mutual interdependence, universal
hospitality, and the establishment of solidarities
beyond borders (Benhabib, 2006: 175-177). Within
the framework of these solidarities,
cosmopolitanism instills democratic values, such as
the right to freedom and equality among foreign
nationals and individuals from diverse nations
through transculturation. A prime example is the
Universal Declaration of Human Rights, adopted by
the United Nations General Assembly in its 183rd
session on December 10, 1948. This declaration
embodies a cosmopolitan vision, offering a
perspective aimed at transforming the world
through the idealization of human rights. In the
adoption of this perspective, transculturation can
be guided by powerful forces on a macro level, such
as the European Union, ultimately facilitating the
implementation of standardized global practices by
eliminating polarized sentiments and viewpoints.
Another example is the European Union’s initiatives
to foster a shared culture and standard behavioral
norms. The EU’s efforts to cultivate a mindset
grounded in human rights or to propel human rights

discourse contribute to shaping a global vision,
which, in turn, engenders a demand for a cultural
framework that embraces human rights
consciousness and universal values in other
societies.

Individuals with different cultural backgrounds
have the capacity to articulate similar aspirations
regarding the world in cultural demands. The
influence of social conditions gives rise to a shared
aesthetic concern, one that envisions a more
beautiful and harmonious world (Sayan, 2024b).
With these emerging demands and practices,
cosmopolitanism, as a unifying vision necessary for
global democracy and governance, enables the
world’s populations to coexist within a universal
community to varying degrees. Concurrently,
beyond universal realities, local compromises
influenced by anthropological and geographical
factors give rise to collective actions (Harvey, 2009).
In periods marked by resistance and concessions
from certain societies, cosmopolitanism fosters an
open and understanding attitude toward other
cultures and people (Robbins, 2017). This openness
and understanding are driven by an increasing
interest in cosmopolitan ideas and the growing
human need to make sense of the world. Within
this dynamic, identity plays a crucial role, as
universal laws applied to all humanity shape human
values and contribute to forming a shared political,
social, cultural, and institutional identity. The
construction of this identity, facilitated by cultural
instruments linked to globalization, can create a
foundation for humanitarian intervention in
societies that resist cultural change, potentially
removing political barriers to achieving common
ground.

In this context, cosmopolitanism influences the
evolution of national and international identities,
introducing new dimensions to their formation.
Additionally, it challenges the legal restrictions host
nations impose on transnational populations,
underscoring the necessity of expanding the
capacity of internationalist thought. By envisioning
a world state, cosmopolitanism presents an
alternative to the unsustainable opposition
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between national particularism and generalized
internationalism. Through the concept of global
citizenship, cosmopolitanism has the potential to
dismantle regionalism, which often prevents certain
groups from participating in the transformation of
national and international cultures. Instead,
cosmopolitanism fosters a vision of society as a
harmonious and consensual structure in which
people coexist (Leonard, 2005: 45). In this structure,
coexistence is grounded in shared rules and norms
that reflect humanity’s universal aspects. Cultural
interactions shaped by transculturation processes
become institutionalized through social, economic,
and political foundations, fostering mutual
adaptation and respect among communities in an
increasingly interconnected world.

Social integration is achieved through this
sense of collective belonging, giving rise to shared
needs. Incorporating universal principles into
national constitutions further reinforces this sense
of unity, encouraging individuals to embrace
universal values and fostering an inclination toward
a sense of world citizenship. This sense of world
citizenship, in turn, instils in individuals a collective
identity, reinforcing a shared human experience
that transcends national boundaries.

For individuals from diverse ethnic, religious,
cultural, or political backgrounds, transculturation
processes shape specific identities characterized by
These identities, fostered
through the frameworks provided by
cosmopolitanism, contribute to constructing a
collective culture and identification. This collective
culture and identity formation enables grassroots
solutions to social challenges through community
engagement, while cosmopolitanism nurtures
public affinities encompassing harmony, peace,
unity, and mutual respect among communities. The
spectrum of transnational and national cultures and
policies expands with the interaction of
transcultural influences. Furthermore, the global
identity cultivated by cosmopolitanism facilitates
communication, interaction, and mobility across
geographical, physical, linguistic, cultural, and

a we-consciousness.

ideological boundaries, thereby strengthening the
interconnectedness of the world community.

Additionally, this interconnectedness extends
beyond physical proximity, encompassing
psychological closeness between nations and
societies (Kirazolugu, 2023: 672). In this regard,
cosmopolitanism actively disseminates the idea of
world citizenship through conceptual frameworks
that promote perpetual peace. By referencing
hospitality laws across diverse world regions,
cosmopolitanism promotes harmonious coexistence
in the face of the risks posed by expanding
economic and strategic interdependencies. In this
sense, Kant’s perspective, which recognizes the
individual as a world citizen beyond national and
international orders, provides a philosophical
foundation for the formation of a global culture.
The practical implementation of these foundations
is further facilitated by contemporary
governmental actors, who play a leading role in
advancing such initiatives (Linklater, 2012).

non-

As a reflection of the idea of a unified world
and an ideal form of global citizenship,
cosmopolitanism elevates the relationship between
individual freedom and universal rights to a
philosophical dimension through its global civilizing
force. The notion of “being a citizen of the world,”
as espoused by Socrates and later adopted as a
central motif by the Cynics and Stoics, today has
evolved into a tendency to foster dialogue between
global issues and local experiences (Papastergiadis,
2012: 220). The inherent institutionalizability of
universal human rights, the necessity of
disseminating the rule of law and democratic
culture worldwide, and the detrimental impacts of
national parochialism on societies (Beck, 2012)
transform the concept of world citizenship into a
global civil society, thereby establishing a new
philosophical paradigm within contemporary moral
and political thought while forging a common
ground among societies (Vemon, 2012: 321-322).
The transmission of messages and norms from
different  cultures  through  transculturation
processes—ranging from non-state actors and mass
media practices to technologies and collaborative

Elegest Eleges, 5(1), 2025



Aydemir, E.

® Cosmopolitanism and ‘the sense of world citizenship’ in transculturation processes

efforts that mobilize societies—enhances the
transformative power of cosmopolitanism. By
embracing unity and diversity, cosmopolitanism
reshapes societal structures, adding new
dimensions to world citizenship.

Today, the concept of world citizenship
contributes to the development of an open-minded
environment. Individuals are motivated to address
global issues and concerns for humanity with
awareness, seeking solutions for a more egalitarian,
just, respectful, and sustainable world. The
influence of cosmopolitanism and transculturation
tools and networks fuels this pursuit. These tools
and networks enable individuals from diverse social,
linguistic, and cultural backgrounds to develop the
capacity to appreciate and understand different
cultural values and attitudes. @ Moreover,
cosmopolitanism’s principles of justice and peace
influence actions within the international order.

Hollywood films, Google, Netflix, universities,
global brands that influence cultural formations,
international music channels, and institutions like
the European Union contribute to unifying efforts
on environmental and social issues. Additionally,
international trade partnerships and transnational
migrations of individuals can strengthen and align
with universal culture function as networks and
instruments of transculturation, shaping cultural
identities within a broader framework. In this
context, cosmopolitanism, with its capacity to
expand perceptions, transforms the sense of world
citizenship into an understanding and practice that
transcends geographical and cultural boundaries.

CONCLUSION

In an era of increasing global
interconnectedness, cultural mobility, intercultural
encounters, and transcultural connections facilitate
shared perspectives among individuals, states, and
non-state actors. These dynamics play an important
role in the construction of shared ideas and
collective identities in everyday life. At this juncture,
transculturation processes influence interactions
between people and cultures, and by integrating
ongoing  social, political, and economic

developments into a cosmopolitan perspective,
they establish cosmopolitanism as an expanding
framework rooted in universal identity and
responsibility.

In this context, cosmopolitanism emerges as a
driving force that shapes societies as a way of life,
actively materializing the sense of world citizenship
through universal perspectives. While the concept
of cosmopolitanism is perceived positively or
negatively depending on differing viewpoints, its
fundamental function is to unite humanity under a
shared purpose. Its primary objective is to mitigate
societal divisions, foster peaceful coexistence, and
cultivate an environment in which rigid boundaries
or labels do not constrain societies. Instead, they
are sustained through mutual expectations. Within
this paradigm, the sense of world citizenship
promotes a mode of thinking characterized by
empathy, generating synergy and shaping
perspectives on the human condition.
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Abstract

With the advancement of technology, social media marketing efforts have become increasingly important for
businesses. This study aimed to determine whether social media marketing efforts vary according to the
demographic characteristics of consumers. Given the limited research in the luxury brand sector in recent years, this
study focused on the luxury brand Beymen Club. Data was collected through a survey from followers of Beymen's
official Instagram account. The survey was administered to 532 Beymen Club customers. The collected data was
analyzed using SPSS. The findings revealed significant differences in the overall perception of social media marketing
efforts based on gender, age, occupation, and income level. Furthermore, the dimensions of interaction,
informativeness, personalization, innovativeness, and word-of-mouth communication showed significant differences
based on various demographic variables. Specifically, the interaction dimension varied by gender, age, marital
status, and income level; the informativeness dimension varied by gender, age, occupation, and income level; the
personalization dimension varied by gender, age, occupation, and income level; the innovativeness dimension varied
by gender, marital status, education, and income level; and the word-of-mouth communication dimension varied by
age, occupation, and income level.

Keywords: Digital Marketing, Social Media, Social Media Marketing Efforts

JEL Classification: M30, M31, M39.

Highlights

= |t aimed to determine whether social media marketing efforts vary according to the demographic characteristics
of consumers.

= The data was collected through a survey from followers of Beymen's official Instagram account. The survey was
administered to 532 Beymen Club customers

= The findings revealed significant differences in the overall perception of social media marketing efforts based on
gender, age, occupation, and income level.

Citation | Atif:
Tarhan, M. & Dursun, Y. (2025). An examination of social media marketing efforts in terms of demographic
characteristics: A case study on the Beymen Club, Elegest Eleges, 5(1), 2025, 10-33.

! This study is derived from doctoral dissertation titled “The instrumental role of brand awareness in the effect of
perceived social media marketing efforts on brand loyalty and purchase behavior” prepared in the Institute of Social
Sciences of Erciyes University.
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SOSYAL MEDYA PAZARLAMA CABALARININ DEMOGRAFiK
OZELLIKLER BAKIMINDAN iNCELENMESI: BEYMEN CLUB
MARKASI UZERINDE BiR UYGULAMA?

TARHAN, Mervenur (Dr.), Erciyes Universitesi, Sosyal Bilimler Enstitiisii, Kayseri, Tiirkiye.
E-posta: mervenurkok@gmail.com ORCID: 0000-0002-4336-6948

DURSUN, Yunus (Prof. Dr.), Erciyes Universitesi, iktisadi ve idari Bilimler Fakiltesi, Kayseri, Tiirkiye.
E-posta: ydursun@erciyes.edu.tr ORCID: 0000-0002-1553-9047

Oz

Gelisen teknolojiyle birlikte sosyal medya pazarlama gabalari isletmeler icin daha fazla 6nem kazanmaya baslamistir.
Bu calismada sosyal medya pazarlama cabalarinin tiketicilerin demografik 6zelliklerine gore farkhlik gosterip
gostermedigini belirlemek amaglanmistir. Arastirmada son yillarda ¢ok fazla lizerinde ¢alisma olmamasi nedeniyle
sektor olarak liiks marka sektori incelenmistir. Liks marka kavrami gergevesinde Beymen Club markasini kullanan
kisiler Gzerinde inceleme yapilmistir. Beymen markasi sosyal medya platformlarindan Instagram hesabinda ¢ok aktif
oldugu icin, Beymen markasinin resmi Instagram sosyal medya hesabinin takipgilerinden anket yoluyla veriler
toplanmistir. Beymen Club markasini kullanan 532 tlketici Gzerinde gergeklestirilen anket sonucunda elde edilen
veriler SPSS programi araciligi ile analiz edilmistir. Yapilan analizler sonucunda etkilesim boyutunun cinsiyet, yas,
medeni durum ve gelir durumuna gore; bilgisellik boyutunun cinsiyet, yas, meslek, gelir durumuna gore;
kisisellestirme boyutunun cinsiyet, yas, meslek ve gelir durumuna gore; yenilige uygunluk boyutunun cinsiyet,
medeni durum, egitim ve gelir durumuna goére; agizdan agiza iletisim iletisim boyutunun ise yas, meslek ve gelir
durumuna gore farkhhk gosterdigi sonucuna ulasiimigstir.

Anahtar Kelimeler: Dijital Pazarlama, Sosyal Medya, Sosyal Medya Pazarlama Cabalari

JEL Siniflandirmasi: M30, M31, M39.

One Cikanlar

= Sosyal medya pazarlama cabalarinin tiiketicilerin demografik 6zelliklerine gore degisip degismediginin
belirlemesi amacglanmistir.

= Veriler, Beymen'in resmi Instagram hesabinin takipgileri arasinda yapilan bir anket yoluyla toplanmistir.
Anket, 532 Beymen Club miisterisine uygulanmistir.

= Bulgular, cinsiyet, yas, meslek ve gelir diizeyine gore sosyal medya pazarlama ¢abalarinin genel algisinda
onemli farkhliklar oldugunu ortaya koymustur.

Citation | Atif:

Tarhan, M. & Dursun, Y. (2025). An examination of social media marketing efforts in terms of demographic
characteristics: A case study on the Beymen Club, Elegest Eleges, 5(1), 2025, 10-33.

’Bu calisma, Erciyes Universitesi Sosyal Bilimler Enstitiisii’nde kabul edilen “Algilanan Sosyal Medya Pazarlama
Cabalarinin Marka Sadakati ve Satin Alma Davranisi Uzerindeki Etkisinde Marka Farkindaliginin Araci Rolii” adli
Doktora Tezinden (retilmistir.
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INTRODUCTION

Technological  advancements and  the
widespread adoption of the internet have brought
about profound transformations in both social and
economic structures. As a result of these changes,
new concepts such as social media (SM) have
emerged. Social media provides individuals with
interactive platforms that enable them to create,
share, and consume content in the digital realm.
Through SM, individuals can expand their social
networks, exchange ideas, access information, and
engage in social interactions (Bulunmaz, 2011;
Cvijikj and Michahelles, 2011; Talih Akkaya, 2013).
SM has profoundly transformed the ways in which
individuals socialize, impacting both personal and
societal life.

The proliferation of SM and the platform's
structural features, coupled with users' inclination
to share their experiences, have presented new
opportunities for businesses. The sharing of user
experiences about businesses on SM platforms and
their subsequent influence on other users have
captured the attention of businesses. This has led
businesses to utilize SM as a communication,
marketing, and sales channel, given the advantages
it offers, such as reaching wider audiences, low-cost
communication, the ability to update marketing
messages, and receiving instant customer feedback.
These developments have given rise to a new
marketing approach known as "SM marketing"
(Cvijikj and Michahelles, 2011).

Businesses that have adapted to SM marketing
have been able to monitor customer comments and
feedback in real-time and adjust their strategies
accordingly. This has enabled them to enhance
customer satisfaction and gain a competitive
advantage. Conversely, businesses that have failed
to effectively utilize SM have been slow to respond
to customer needs and expectations, negatively
impacting their competitive position. Consequently,
the dynamic nature of the SM environment has
compelled businesses to adopt SM marketing
practices" (Yanar, 2017).

In contemporary business landscapes, SM
platforms like Instagram have become integral to
brand building and marketing endeavors. Yet, the
escalating competitive landscape necessitates
differentiation and capturing the target audience's

attention to successfully establish a brand and
cultivate brand loyalty. Within this context,
comprehending the nuanced effects of specific
marketing initiatives on brand value empowers
marketing managers to formulate effective
strategies (Yoo et al., 2000). Notably, the
proliferation of brand narratives on SM has
profoundly transformed the dynamics of brand
management, challenging traditional paradigms
(Neudecker et al., 2015).

SM has become an indispensable platform for
individuals to fulfill their fundamental needs such as
socialization, information acquisition, and
communication. With the rapid increase in social
media usage, its impact on consumer behavior has
become increasingly significant.

Consumers' interactions on SM vary according
to their demographic characteristics (age, gender,
education level, income, etc.). Therefore, for
companies to develop successful marketing
strategies, it is essential to conduct in-depth
analyses of the demographic characteristics of
social media users. The impact of SM on consumer
behavior is undeniable. By understanding the
importance of demographic factors in social media
marketing, companies can better meet the needs
and expectations of consumers and gain a
competitive advantage. Consequently, detailed
analysis of SM data and the development of
strategies based on the findings are key to success
in today's digital marketing landscape.

Distinct demographic cohorts exhibit divergent
patterns of SM utilization and demonstrate varied
preferences for content. For instance, younger
generations tend to gravitate towards visual
content and short-form video, whereas older
generations may exhibit a stronger predilection for
text-based content and news. Consequently, it is
imperative for brands to tailor their SM marketing
strategies in accordance with the demographic
attributes of their target audience.

This study aims to determine whether SM
marketing activities differ according to demographic
characteristics following the emergence of social
media in our lives.

This study aims to provide insight into the SM
marketing activities of luxury brands by
investigating whether the marketing activities of
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Beymen Club conducted on SM differ based on
demographic variables. This research can be
evaluated as an endeavor that seeks to offer
significant information regarding how luxury brands
utilize SM and the impact of this usage on diverse
consumer groups. Furthermore, this study is highly
significant as it assists in evaluating the social media
performance of the Beymen Club brand, provides
empirical evidence concerning the effect of
demographic variables on SM marketing, and offers
practical recommendations for luxury brand
managers and marketing professionals.

This study represents a significant step
towards understanding the SM strategies of luxury
brands. Luxury brands utilize SM not merely for
product display, but also to reinforce brand image,
cultivate customer relationships, and engage with
their target audience. This research, conducted
through the case of Beymen Club, aims to assist
brands in better reaching their target demographics
by examining the impact of demographic variables
(such as age, gender, income level, and education
level) on the effectiveness of SM marketing
activities

The literature includes various studies on
concepts associated with SM efforts. Some of these
concepts are; purchasing behavior (Ardahanhoglu
and Deniz, 2021; Sehar et al., 2019); social identity
and perceived value (Atigan, 2020); customer
loyalty (Bilgin et al., 2023); brand value (Tufekci et
al.,, 2020; Seo and Park, 2018; Khodadad et al.,
2018); brand awareness (Kim and Ko, 2012).
However, there are limited studies examining SM
marketing activities in terms of demographic
characteristics (Akyliz, 2013; Onurlubas et al., 2016;
Abuca and Ekici 2022). In the literature, there is no
study that links all dimensions of SM marketing
activities to demographic variables. In this context,
this study aims to fill this gap in the literature and
guide future studies by examining SM marketing
activities in terms of demographic characteristics. In
this study, Beymen Club, a luxury brand that
effectively and accurately uses SM marketing
efforts, was selected. The individuals mentioned in
this study were examined through this brand.

This research will initially address social media
marketing activities, followed by an explanation of
SM marketing operations and their sub-topics

within the framework of existing literature.
Subsequently, the analysis and findings of the
research, which evaluates the SM marketing
activities of the Beymen Club brand from the
perspective of consumers' demographic
characteristics, will be presented.

1. CONCEPTUAL FRAMEWORK
1.1. SOCIAL MEDIA MARKETING ACTIVITIES

SM platforms have emerged as indispensable
conduits for businesses to promote and market
their offerings. Amidst the accelerating pace of
digital transformation, enterprises are compelled to
harness SM effectively to align with the ever-
evolving expectations of consumers and maintain a
competitive edge (Alan and Kabadayi, 2018). In this
context, SM platforms provide businesses with a
plethora of advantages, including direct consumer
engagement, content dissemination, and brand
visibility enhancement.

The extant word liteatlire encompasses a
diverse array of studies investigating the
multifaceted dimensions of SM marketing. Kim and
Ko (2012), in their exploration of the luxury fashion
sector, categorized SM marketing activities into five
primary dimensions: entertainment, interaction,
trendsetting, personalization, and word-of-mouth.
Similarly, Yadav and Rahman (2017) evaluated SM
marketing activities across five dimensions:
interaction, informativeness, personalization,
trendsetting, and word-of-mouth. Seo and Park
(2018), focusing on the airline industry, classified
SM  marketing activities into five distinct
dimensions: entertainment, interaction, trend,
customization, and perceived risk. Zahoor and
Qureshi (2017) examined the influence of SM
marketing on brand equity dimensions such as
brand awareness, brand loyalty, brand trust, brand
image, perceived quality, and brand partnership.
Khan, Yang, and Shafi (2019), in their Indian
context, dichotomized SM marketing activities into
basic and advanced categories, with the latter
encompassing interaction, sharing, and
trendsetting.

Given the distinct characteristics of the luxury
brand sector, this study employs a five-dimensional
model proposed by Yadav and Rahman (2017) to
categorize SM marketing activities, a framework
that is less prevalent in the existing literature.
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>

Interaction: SM marketing constitutes a
strategic communication approach that
facilitates the establishment of a seamless,
interactive network between brands and
consumers, transcending temporal and
spatial boundaries (Sahin et al., 2017). This
interactive paradigm empowers consumers
to engage in direct dialogue with
businesses, providing valuable feedback
and fostering idea exchange (Cifci and
S6zen, 2017). Brand pages on SM platforms
serve as pivotal channels for businesses to
aggregate consumer feedback.
Furthermore, businesses leverage these
platforms to disseminate visual, textual,
and other forms of content pertaining to
their products and services (Vries et al.,
2012). This reciprocal content exchange
fortifies brand-consumer relationships,
thereby stimulating purchase intent and
cultivating customer loyalty (Choi et al.,
2016). Consumer-brand interactions on SM
platforms provide businesses with a
valuable data source for developing
marketing strategies. The vast datasets
generated by SM users, replete with
interactions such as comments, likes, and
shares, constitute a rich repository of
information that can be analyzed in depth
to inform marketing strategies (He et al.,
2015). By analyzing consumer feedback on
social media, businesses can guide product
and service development processes,
generate new product ideas, and develop
strategies to enhance customer satisfaction
(Cuiging et al., 2017). SM interactions
enable businesses to adopt a customer-
centric approach and make data-driven
marketing decisions.

Informativeness: SM platforms have
evolved into highly interactive marketplaces
that significantly influence consumer
purchasing decisions. Consumers actively
seek information and engage in knowledge
sharing with other users, relying on their
peers' experiences, opinions, and
recommendations to inform their purchase
choices. This reliance on social proof
underscores the critical importance of

information accuracy and credibility. The
dissemination of accurate and up-to-date
information is foundational to establishing
strong trust between consumers and
brands. Consumers are more likely to make
informed purchase decisions when they
have confidence in the information they
receive. Social media serves as a valuable
resource, providing consumers with readily
accessible, high-value information on
demand. As Kim and Park (2013) assert, SM
empowers consumers by facilitating easy
access to information while simultaneously
reducing costs and enhancing satisfaction.

In this context, the accuracy, transparency, and
timeliness of information provided by businesses on
social media platforms are paramount for
safeguarding brand reputation and fostering
enduring customer relationships. The dissemination
of false or misleading information can erode
consumer trust and damage brand equity

> Personalization: Godey et al. (2016) define
personalization as the delivery of
customized search results and services to
consumers via SM platforms. This definition
underscores the fundamental goal of
personalization: to better cater to the
individual needs and preferences of
consumers. Killian and McManus (2015)
expand on this concept, suggesting that
personalization involves delivering content
tailored to consumers' interests and
behaviors, thereby strengthening the bond
between the brand and the customer. This
perspective highlights the social aspect of
personalization, emphasizing its role in
fostering relationships. Seo and Park (2018)
view personalization as a process of
creating customer satisfaction through
interactions with individual users. This
definition highlights the customer-centric
nature of personalization, emphasizing the
importance of tailoring experiences to meet
individual needs.

Personalization has become indispensable in
modern SM marketing due to several reasons:
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Enhanced Customer Satisfaction: Personalized
experiences make customers feel valued, increasing
satisfaction and loyalty.

Stronger Brand Loyalty: Tailored interactions
strengthen the bond between consumers and
brands, fostering long-term relationships.

Competitive Advantage: Personalization allows
businesses to differentiate themselves from
competitors and gain a stronger market position.

Increased Efficiency: By precisely targeting
specific customer segments, personalized marketing
efforts become more efficient

> Innovativeness: Innovation responsiveness,
a dimension of SM marketing, is defined as
providing consumers with up-to-date
information about goods or services (Godey
et al., 2016; as cited in Seo and Park, 2018).
With the increasing popularity of SM among
larger audiences, consumers rely on the
information shared on social media when
making purchase decisions (Seo and Park,
2018). Thus, consumers have been utilizing
various social network platforms as a more
reliable source of information for obtaining
knowledge, rather than traditional
marketing communication activities (Godey
et al., 2016).

» Word-of-mouth communication: As
defined by Cetin and Zengin (2022), word-
of-mouth communication involves
individuals sharing their experiences with
products or brands within their social
circles. The proliferation of SM has given

rise to a new dimension of this
phenomenon, known as electronic word-of-
mouth marketing (Destici, 2020). SM
platforms offer individuals unrestricted
platforms to share their thoughts and reach
a wide audience. Consumers place greater
trust in information obtained from social
media compared to that provided by brands
themselves. This highlights the powerful
influence of SM on brand perception.
Positive or negative user reviews can
rapidly spread, significantly impacting a
brand's reputation (Abuca and Ekici, 2022).
SM has facilitated and accelerated word-of-
mouth communication. Users can share
information about products and services
through SM platforms without being
constrained by time or location. This
increased interaction expands the reach of
word-of-mouth communication, allowing
brands to connect with a broader audience.

Godey (2016) argues that SM provides an ideal
environment for word-of-mouth communication.
Users can easily connect and interact with others
within  SM  communities. This fosters the
development of strong social bonds, leading to
increased trust and loyalty towards bands.

2. METHODOLOGY

2.1. RESEARCH MODEL AND HYPOTHESES
DEVELOPMENT

In the light of the literature review in the
previous title, the following models and hypotheses
were developed and tested in this study.

Elegest Eleges, 5(1), 2025



Tarhan, M. & Dursun, Y.

® An examination of social media marketing efforts in terms of demographic

characteristics: A case study on the Beymen Club

Figure 1. Research model

Perceived Social Media Marketing
Activities

Interaction
Informativeness

Personalization

Demographic Characteristics

Gender
Age
Marital Status

Openness to innovation

Word-of-mouth marketing

Hi: The interaction dimension of SM marketing
activities differs significantly between males and
females.

H,: The informativeness dimension of SM
marketing activities differs significantly between
males and females.

Hs. The personalization dimension of SM
marketing activities differs significantly between
males and females.

Hs: The innovativeness dimension of SM
marketing activities differs significantly between
males and females.

Hs: The word-of-mouth dimension of SM
marketing activities differs significantly between
males and females.

He: The interaction dimension of SM marketing
activities varies significantly across different age

groups.

H;: The informativeness dimension of SM
marketing activities varies significantly across
different age groups.

Hg: The personalization dimension of SM
marketing activities varies significantly across
different age groups.

Hy: The innovativeness dimension of SM
marketing activities varies significantly across
different age groups.

Hip: The word-of-mouth dimension of SM
marketing activities varies significantly across

different age groups.

Education
Occupation
Income

v
VVYVVYVYY

Hy;;: The interaction dimension of SM
marketing activities differs significantly based on
marital status.

Hy,: The informativeness dimension of SM
marketing activities differs significantly based on
marital status.

Hi3: The personalization dimension of SM
marketing activities varies significantly based on
marital status.

Hiys: The innovativeness dimension of SM
marketing activities varies significantly based on
marital status.

His: The word-of-mouth dimension of SM
marketing activities varies significantly based on
marital status.

Hi: The interaction dimension of SM
marketing activities differs significantly based on
education level.

H,7: The informativeness dimension of SM
marketing activities differs significantly based on
education level.

His: The personalization dimension of SM
marketing activities differs significantly based on
education level.

His: The
marketing activities varies significantly based on
education level.

H,o: The word-of-mouth dimension of SM
marketing activities varies significantly based on

innovativeness dimension of SM
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H,1: The interaction dimension of SM marketing
activities differs significantly based on occupation.

H,,: The informativeness dimension of SM
marketing activities differs significantly based on
occupation.

H,3: The personalization dimension of SM
marketing activities differs significantly based on

occupation.

H,,: The innovativeness dimension of SM
marketing activities varies significantly based on
occupation.

H,s: The word-of-mouth dimension of SM
marketing activities varies significantly based on
occupation.

H,s: The interaction dimension of SM

marketing activities differs significantly based on
income level.

H,7: The informativeness dimension of SM
marketing activities differs significantly based on
income level.

H,s: The personalization dimension of SM
marketing activities differs significantly based on
income level.

H,o: The innovativeness dimension of SM
marketing activities aries significantly based on
income level.

Hio: The word-of-mouth dimension of SM
marketing activities varies significantly based on
income level.

2.2. SELECTED INDUSTRY AND BRAND FOR
THE STUDY

With the rapid advancement of SM, the way
brands communicate with consumers has
undergone a significant transformation. Particularly
in the luxury fashion industry, reaching target
audiences and strengthening brand image through
SM platforms has become paramount. This study
evaluates the use of SM by Beymen Club, a
prominent player in the luxury fashion sector, in
light of existing literature. The rationale behind the
research topic and the selection of this particular
brand is explained using academic language.

Literature review indicates that studies on SM
marketing often focus on specific sectors such as
aviation, automotive, and e-commerce (Yadav and

Rahman, 2017; Seo and Park, 2018; Karayalgin,
2019). Research on luxury brands is more limited,
and there is a gap in recent studies. This highlights
the need for further research into the impact of SM
on the luxury brand sector. The selection of Beymen
Club is justified by its active presence on SM
platforms, especially Instagram, which provides a
rich source of data for analysis. The awards received
by Beymen Club in the industry demonstrate the
brand's success and its strong reputation among
consumers (Anadolu Ajansi, 2023). The limited
number of in-depth studies on the SM usage of such
an established brand as Beymen Club within the
luxury brand category highlights the academic gap
that this research aims to fill.

2.3. DATA AND MEASURES

This study focused on individuals aged 18 and
above who actively follow the Beymen brand on
Instagram. The population for this study consisted
of the 1.2 million followers of Beymen's Instagram
account.

In this research, the Instagram application was
selected from SM platforms to reach individuals
who use the Beymen Club brand. According to data
from January 2023, Instagram has been identified as
the most widely used and popular platform in
Turkey (Guvenliweb, 2024). Furthermore, upon
examining the social media platforms of the
Beymen brand, it was observed that the brand is
most active on Instagram According to the sample
size table, for a population consisting of over 1
million participants, the sample size should be at
least 400 (Krejcie & Morgan,1970). To collect data,
a convenience sample of 532 followers was
selected. An online survey was distributed to these
individuals via direct messages on Instagram
between October 20, 2023, and November 21,
2023. To ensure that only active Beymen Club
members participated, the survey invitation
specifically targeted those who used Beymen Club
products. The survey was created using Google
Forms and distributed to participants through direct
messages. Prior to data collection, ethical approval
(No. 385, dated September 26, 2023) was obtained
from the Erciyes University Social and Human
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To develop the survey questions, a
comprehensive literature review was conducted,
and various scales were adapted. Detailed
information about these scales is provided in the
appendices. This approach ensured the reliability
and validity of the collected data.

SM Marketing Activities Scale: SM marketing
activities refer to the marketing activities that
businesses undertake through social media
platforms. The items in this scale are adapted from
Yadav and Rahman's (2017) study. The original
social media marketing efforts scale developed by
Yadav and Rahman (2017) has a five-factor

structure, namely interaction, informativeness,
personalization, trendiness, and word-of-mouth.
This scale consists of a total of fifteen items across
five dimensions. To measure social media marketing
efforts, a 5-point Likert scale was used (1=Strongly
disagree, 2=Disagree, 3=Neither agree nor disagree,
4=Agree, 5=Strongly agree).

The items included in this scale are presented
in the table below.
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Tablel. Social media marketing activities scale

Interaction
1- The brand’s social SM platforms afford opportunity to disseminate and update
existing content.
2- This e-commerce brand engages in periodic interactions with its followers and
enthusiasts.
3- The brand’s social media platforms facilitate reciprocal interaction among family
members and friends.
Informativeness
4- The brand's SM platforms provide definitive information regarding products
5- The brand's SM platforms offer beneficial information.
6- The information provided via the brand’s social media platforms is comprehensive.

Personalization
7- The brand’s SM platforms provide purchase recommendations tailored to individual
needs.
8- | perceive that my needs are met through the utilization of the brand’s social media
platforms.
9- The brand's SM platforms facilitate personalized data retrieval.The brand's social
media platforms effectively fulfill my needs.
Innovativeness
10- The content observed on the brand's SM platforms comprised current trends.
11- The utilization of the brand’s social media platforms is indeed a trend.
12- The brand’s social media account includes anything pertaining to fashion.
Word-of-mouth
13- I recommend that my acquaintances visit the brand's SM platforms.
14- | encourage my friends and acquaintances to use the brand's SM pages.
15- |1 would prefer to share my purchasing experiences with acquaintances and peers via
the brand’s SM platforms.
Kaynak: (Yadav & Rahman, 2017)

2.4 ANALYSIS AND EVALUATION OF RESEARCH  gender. For comparisons involving three or more
RESULTS groups, one-way analysis of variance (ANOVA) was
conducted. When significant differences were
found among groups, post hoc tests, such as the
Least Significant Difference (LSD) test or Duncan's
test, were used to determine which specific groups
differed from each other.

Data analysis was conducted using the
Statistical Package for the Social Sciences (SPSS).
Descriptive statistics, including frequencies and
percentages, were used to summarize the
sociodemographic characteristics of the
participants. Mean scores were calculated for scale The frequency distributions of the participants'
and factor scores. demographic characteristics are presented in

Independent samples t-tests were employed to Table2.

compare scale scores between two groups, such as
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Table 2. Findings on the socio- demographic characteristics of participants

Socio-demographic characteristics f %
Gender Female 339 63,7
Male 193 36,3
Marital status Married 337 63,3
Single 195 36,7
Age 18-24 age 39 7,3
25-34 age 254 47,7
35-44 age 152 28,6
45-54 age 87 16,4
Education Level Up to high school 71 13,3
Associate degree 31 5,8
Bachelor's degree 287 53,9
Graduate studies 143 26,9
Occupation Unemployed 7 1,3
Housewife 42 7,9
Student 39 7,3
Lecturer 34 6,4
Lawyer 26 4,9
Doctor/Dentist 36 6,8
Engineer 88 16,5
Private sector 44 8,3
Freelancer 29 5,5
Teacher 31 5,8
Medical professional 34 6,4
Civil servant 62 11,7
Other 60 11,3
Family income 0-49999 tl 311 58,5
50000-79999 tl 155 29,1
80000-109999 tl 47 8,8
110000 tl ve Gzeri 19 3,6
Total 532 100

reported a monthly family income between O-
49,999 TL (58.5%). These findings establish a
baseline for understanding the characteristics of the

Table 2 presents a sociodemographic profile of
the 532 study participants. The sample was

predominantly female (63.7%) and married (63.3%).
Most participants were aged 25-34 (47.7%) and
held a bachelor's degree (53.9%). The occupational
distribution was diverse, with engineers being the
most common (16.5%). The majority of participants

sample and interpreting the study results.

The reliability analysis results for the perceived
SM marketing efforts scale and its dimensions are
presented in the table below.
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Table 3. Reliability analyzes

Factors Cronbach's alpha n
Perceived Social Media Marketing Efforts 0,929 15
e Interaction 0,798 3
e Informativeness 0,805 3
e Personalization 0,823 3
e Innovativeness 0,718 3
e Word of Mouth Communication 0,849 3

According to Karagoéz (2021), reliability
coefficients ranging from 0.00 to 0.40 indicate
unacceptable reliability, 0.40 to 0.60 suggest
guestionable reliability, 0.60 to 0.80 indicate
satisfactory reliability, and 0.80 to 1.00 indicate
excellent reliability. In the current study, Cronbach's
alpha coefficients for the overall perceived SM
marketing efforts scale and its subscales (i.e.,
interaction, informativeness, personalization,
innovativeness, word-of-mouth communication,

brand awareness, brand loyalty, and purchase
behavior) were found to be satisfactory, ranging
from 0.718 to 0.931. These results suggest that the
scales used in this study exhibit adequate internal
consistency reliability.

2.4.1. HYPOTHESIS TESTING

Table 4 displays the results of the analysis
comparing the perceived SM marketing efforts and
their sub-dimensions between male and female
participants.

Table 4. Comparison of scale scores based on participants' gender

Scales and Factors Gender n Ort. S.S t p

Social Media Marketing Female 339 4,11 0,68 -3,676  0,000**

Efforts Male 193 4,30 0,54

Interaction Female 339 3,91 0,94 -3,638 0,000**
Male 193 4,16 0,65

Informativeness Female 339 4,20 0,73 -3,399 0,001**
Male 193 4,39 0,59

Personalization Female 339 4,01 0,88 -3,738 0,000**
Male 193 4,26 0,64

Innovativeness Female 339 4,34 0,65 -3,214  0,001**
Male 193 4,50 0,47

Word-of-mouth Female 339 4,08 0,84 -1,659 0,098
Male 193 4,21 0,85

*p<0,05, **p<0,01, Independent samples t-test

Significant differences were found in the dimensions compared to female participants.

perceived SM marketing efforts scale and its sub-
dimensions (interaction, informativeness,
personalization, and innovativeness) between male
and female participants (p < .05). Therefore,
hypotheses H;, H,, Hs, and H,; were supported. Male
participants reported higher scores on the sub-

However, no significant differences were found in
the word-of-mouth communication sub-dimension
(p > .05), leading to the rejection of hypothesis Hs.

A comparison of scale scores based on

participants' ages is presented in Table 5.
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Table 5. Comparison of scale scores across different age groups

Scales and Factors Age n Ort. S.S F p Difference
18-24 age 39 4,23 0,39 5,175 0,002** B<C,D

Social Media 25-34 age 254 4,07 0,73

Marketing Activities 35-44 age 152 4,28 0,51
Aged 45 and over 87 4,31 0,57

Interaction 18-24 age 39 4,22 0,36 5,821 0,001** B<C,D
25-34 age 254 3,85 0,95
35-44 age 152 4,07 0,84
Aged 45 and over 87 4,21 0,64

Informativeness 18-24 age 39 4,18 0,47 8,042 0,000** B<C,D
25-34 age 254 4,14 0,80
35-44 age 152 4,38 0,56
Aged 45 and over 87 4,50 0,55

Personalization 18-24 age 39 4,05 0,69 3,637 0,013* B<C,D
25-34 age 254 3,99 0,91
35-44 age 152 4,22 0,63
Aged 45 and over 87 4,23 0,79

Innovativeness 18-24 age 39 4,32 0,44 0,48 0,696 -
25-34 age 254 4,38 0,65
35-44 age 152 4,43 0,57
Aged 45 and over 87 4,41 0,50

Word-of-mouth 18-24 age 39 4,38 0,44 5,489 0,001** B<A,C
25-34 age 254 3,98 0,98
35-44 age 152 4,28 0,55
Aged 45 and over 87 4,18 0,90

Analysis of wvariance revealed significant the 25-34 and 35-44 groups. These findings provide

differences in participants' perceptions of SM
marketing efforts across various age groups
(p<0.05). Specifically, individuals aged 25-34
consistently reported lower levels of perceived
interactive, informational, and personalized SM
marketing efforts compared to older cohorts (aged
35-44 and 45+). Moreover, the 18-24 age group
demonstrated significantly lower perceptions of
word-of-mouth communication efforts relative to

empirical support for hypotheses Hg, H;, Hg, and Hy,.

No significant difference was found in the
scores of the perceived SM marketing efforts scale's
innovation responsiveness sub-dimension across
different age groups (p>0.05). Therefore,
hypothesis Hy was rejected.

Table 5 provides a comparative analysis of
scale scores across different marital status groups.
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Table 5. Comparative analysis of scale scores by marital status

Scales and Factors Marital status n Ort. S.S t p
. . . . ... Married 337 4,21 0,63 1,405 0,161
Social Media Marketing Activities Single 195 4.13 0.65
Interaction Married 337 4,08 0,80 2,645 0,009*
Single 195 3,87 0,92
Informativeness Married 337 4,30 0,71 1,388 0,166
Single 195 4,21 0,66
Personalization Married 337 4,10 0,81 0,215 0,830
Single 195 4,09 0,81
Innovativeness Married 337 4,45 0,53 2,596 0,01**
Single 195 4,30 0,69
Word-of-mouth communication Married 337 4,11 0,90 -0,775 0,438
Single 195 4,17 0,74

Analysis of variance revealed a significant
difference in the scores of the interaction and
innovation responsiveness sub-dimensions based
on marital status (p<0.05). Specifically, married
participants demonstrated higher levels of
interaction and innovation responsiveness
compared to single individuals, thus supporting
hypotheses H;; and Hy,.

Analysis of variance revealed no significant
differences in participants' perceptions of SM
marketing efforts, specifically in the
informativeness, personalization, and word-of-
mouth communication sub-dimensions, based on
marital status (p > 0.05). Thus, hypotheses H;,, His,
and Hys were not supported.

Comparative analysis of scale scores by
educational attainment is presented in Table 6.

Table 6. Comparative analysis of scale scores by educational attainment is presented

Scales and Factors Educational n Ort. .S F p Fark
Background
High school and below 71 4,23 0,44 0,937 0,422 -
Social Media Associate degree 31 431 0,52
Marketing Activities Bachelor's degree 287 4,14 0,73
Graduate studies 143 4,20 0,52
Interaction High school and below 71 4,08 0,64 0,718 0,542 -
Associate degree 31 4,03 1,03
Bachelor's degree 287 3,95 0,93
Graduate studies 143 4,06 0,73
Informativeness High school and below 71 4,41 0,49 2,364 0,07 -
Associate degree 31 4,44 0,43
Bachelor's degree 287 4,21 0,78
Graduate studies 143 4,27 0,62
Personalization High school and below 71 4,23 0,46 1,165 0,322 -
Associate degree 31 4,23 0,74
Bachelor's degree 287 4,05 0,95
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Graduate studies 143 4,10 0,64
Innovativeness High school and below 71 4,26 0,55 2,75 0,042%* B>A
Associate degree 31 461 043
Bachelor's degree 287 4,40 0,65
Graduate studies 143 442 0,51
Word-of-mouth
communication High school and below /1415 063 0354 0,787 i
Associate degree 31 4,26 0,51
Bachelor's degree 287 4,10 0,95
Graduate studies 143 4,14 0,76

Analysis of variance revealed a significant
difference in the scores of the innovation
responsiveness sub-dimension across different
education levels (p<0.05). Specifically, participants
with an associate’s degree demonstrated higher
levels of innovation responsiveness compared to
those with a high school diploma or less, thus
supporting hypothesis Hqg.

Analysis of variance revealed no significant
differences in participants' perceptions of SM
marketing efforts, specifically in the
informativeness, personalization, and word-of-
mouth communication sub-dimensions, based on
education level (p> 0.05). Thus, hypotheses H19,
Hie, Hi7, Hig, and Hyo were not supported.

Comparative analysis of scale scores by
occupation is presented in Table 7.

Table 7. Comparative analysis of scale scores by occupation is presented

::z'tii:"d Job n ort. SS F p Group.
Unemployed 7 3,99 0,99 1,775 0,049* AB
Homemaker 42 4,32 0,38 AB
Social Media Student 39 4,10 0,55 AB
Marketing Lecturer 34 4,33 0,42 B
Activities Lawyer 26 3,93 0,99 A
Doctor/Dentist 36 4,21 0,69 AB
Engineer 88 4,28 0,61 AB
Private sector 44 4,00 0,80 AB
Freelancer 29 4,26 0,53 AB
Teacher 31 4,08 0,68 AB
Healthcare professional 34 4,13 0,68 AB
Civil servant 62 4,05 0,57 AB
Other 60 4,31 0,57 AB
Interaction Unemployed 7 4,14 0,90 1,258 0,24 -
Homemaker 42 4,05 0,71
Student 39 4,12 0,47
Lecturer 34 4,14 0,81
Lawyer 26 3,67 1,05
Doctor/Dentist 36 4,00 1,09
Engineer 88 409 0,79
Private sector 44 3,95 0,93
Freelancer 29 4,02 0,88
Teacher 31 3,86 0,82
Healthcare professional 34 3,84 0,78
Civil servant 62 3,81 0,93
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Other 60 4,18 0,84
Informativeness Unemployed 7 405 0,93 2,67 0,002** AB
Homemaker 42 4,49 0,42 ABC
Student 39 408 0,70 ABC
Lecturer 34 4,38 0,44 ABC
Lawyer 26 424 1,11 ABC
Doctor/Dentist 36 4,32 0,56 ABC
Engineer 88 4,42 0,61 BC
Scales and Factors Job n Ort. S.S F p Group.
Private sector 44 399 0,89 A
Freelancer 29 4,40 0,52 ABC
Teacher 31 4,06 0,60 AB
Healthcare ABC

. 34 4,16 0,77
professional

Private sector 62 4,12 0,76 ABC
Freelancer 60 4,42 0,56 BC
Personalization Unemployed 7 405 0,93 2,107 0,015* AB
Homemaker 42 4,31 0,48 B
Student 39 4,03 0,71 AB
Lecturer 34 4,27 0,50 AB
Lawyer 26 3,95 1,14 AB
Doctor/Dentist 36 4,06 0,86 AB
Engineer 88 4,32 0,75 B
Private sector 44 3,80 0,88 A
Freelancer 29 4,17 0,78 AB
Teacher 31 3,90 0,98 AB
Healthcare AB

professional 34 4,00 097

Civil servant 62 3,91 0,82 AB

Other 60 4,18 0,72 AB
Innovativeness Unemployed 7 4,14 081 1,391 0,166 -

Homemaker 42 443 0,39

Student 39 421 0,53

Lecturer 34 453 0,34

Lawyer 26 4,18 1,10

Doctor/Dentist 36 4,36 0,60

Engineer 88 4,44 0,48

Private sector 44 448 0,71

Freelancer 29 4,55 0,36

Teacher 31 4,37 0,67

Healthc'are 34 453 038

professional

Civil servant 62 4,34 0,56

Other 60 4,36 0,72
Word-of-mouth Unemployed 7 3,57 1,40 2,752 0,001** A
communication Homemaker 42 4,31 0,70 C
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Student 39
Lecturer 34
Lawyer 26
Doctor/Dentist 36
Engineer 88
Private sector 44
Freelancer 29
Teacher 31
Healthc'a re 34
professional

Civil servant 62
Other 60

4,09 0,63 BC
433 0,38 C
3,62 0,93 A
4,28 0,81 BC
4,12 1,03 BC
3,79 1,21 AB
4,15 0,64 BC
4,22 0,76 BC
4,12 0,98 BC
4,07 0,71 BC
4,40 0,47 C

A significant difference was found in perceived

SM marketing efforts across various professions
(p<0.05). This finding supports hypotheses H,,, Hys,
H,s. Regarding the informativeness dimension,
participants in the private sector reported the
lowest scores, while engineers and other
professionals reported the highest. Personalization
scores were lowest among private sector
employees and highest among housewives. Word-
of-mouth communication scores were lowest
among unemployed individuals and lawyers, while

housewives, academic staff, and other professionals
reported the highest scores.

A significant difference was not found in the
interaction and adaptability subscale scores based
on participants' professions (p>0.05). Hypotheses
H,, and H,, were rejected.

A comparison of scale scores based on
participants' income levels is presented in Table 8.

Table 8. A comparison of scale scores based on participants' income levels

Scales and Factors Income Status n Ort. S.S F p Group
0-19999 TL* 4 282 0,50 25088 0,000** A
20000-49999 TL® 307 4,34 044 D
Social Media 50000-79999 TL® 155 4,07 0,80 CcD
Marketing 80000-109999 TL° 47 3,90 0,55 C
Activities 110000 TL and above 19 3,34 0,70 B
Interaction 0-19999 TL* 4 233 0,00 17,88 0,000** A
20000-49999 TL® 307 4,21 0,60 D
50000-79999 TL® 155 3,79 1,09 CD
80000-109999 TL° 47 3,79 0,87 CD
110000 TL and above 19 3,19 0,82 B
Informativeness 0-19999 TL* 4 2,83 1,00 21,785 0,000** A
20000-49999 TL® 307 4,40 0,50 C
50000-79999 TL® 155 4,29 0,81 C
80000-109999 TL° 47 3,82 0,81 B
110000 TL and above 19 3,44 0,59 B
0-19999 TL* 4 1,75 0,50 29,834 0,000** A
Personalization 20000-49999 TL® 307 4,29 0,54 D
50000-79999 TL® 155 4,04 1,00 cD
80000-109999 TL° 47 3,67 0,68 C
110000 TL and above 19 3,02 1,02 B

Elegest Eleges, 5(1), 2025



Tarhan, M. & Dursun, Y.

® An examination of social media marketing efforts in terms of demographic

characteristics: A case study on the Beymen Club

Openness to 0-19999 TL* 4 3,8 0,33 3,511 0,008** A
innovation 20000-49999 TL® 307 4,45 0,52 B
50000-79999 TL® 155 4,33 0,70 B
80000-109999 TL° 47 4,43 0,60 B
110000 TL and above 19 4,09 0,55 AB
0-19999 TL* 4 3,33 1,33 23,496 0,000** AB
20000-49999 TL® 307 4,37 0,59 C
Word-of-mouth 50000-79999 TL® 155 3,93 0,99 C
80000-109999 TL° 47 3,79 0,77 BC
110000 TL and above 19 2,9 1,30 A
CONCLUSION When jche analysis results based on age werg
examined, it was found that contrary to Deveci
When the results obtained regarding the (2019), perceptions of SM marketing activities did

differences in perceptions of SM marketing
activities among businesses, based on individuals'
demographic characteristics, were examined, it was
found that contrary to other studies in the literature
(Onurlubas et al., 2016; Erken, 2019; Deveci, 2019),
consumers' perceptions of SM marketing activities
differed by gender. A significant difference was
found in the scores of male and female participants
on the perceived SM marketing efforts scale,
specifically in the interaction, informativeness,
personalization, and innovativeness dimensions
(p<0.05). Based on this, hypotheses H;, H,, H;, and
H, were accepted. Male participants had higher
scores on the interaction, informativeness,
personalization, and innovativeness dimensions of
the perceived SM marketing scale compared to
female participants. This indicates that, in general,
males evaluate SM marketing efforts more
positively than females. This situation suggests that
there are differences between men and women in
terms of SM usage, expectations, and responses to
marketing messages.

The observation that scores in specific sub-
dimensions, including interaction, informativeness,
personalization, and innovativeness, are also higher
among males, indicates that gender exerts a diverse
influence on the perception of social media
marketing.

However, no significant difference was found
in the scores of male and female participants on the
word-of-mouth communication sub-dimension of
the perceived SM marketing efforts scale (p>0.05).
Hypothesis H6 was rejected.

not differ according to age. However, some studies
in the literature (Onurlubas et al., 2016; Glimis,
2018; Erken, 2019) have shown that age is a
significant factor in this regard. The results obtained
in this study can be explained by the fact that the
sample did not have a very wide age range. A
significant difference was found in the scores of
participants on the perceived SM marketing efforts
scale, specifically in the interaction,
informativeness, and personalization dimensions,
based on their age groups (p<0.05). Based on this,
hypotheses Hs, H;,, Hs, and H,q, were accepted.
Participants aged 25-34 had lower scores on the
overall, interaction, informativeness, and
personalization dimensions of the perceived SM
marketing scale compared to those aged 35-44 and
45 and over. Participants aged 18-24 had lower
scores on the word-of-mouth communication
dimension compared to those aged 25-34 and 35-
44. The results show that different age groups
perceive SM marketing efforts differently. This
suggests that younger generations (18-24) and
slightly older generations (25-34) use SM differently
and respond to marketing messages differently. H
The observed variations in specific sub-dimensions,
including interaction, informativeness,
personalization and word-of-mouth
communication, in addition to general perception,
demonstrate that age exerts a multifaceted
influence on the perception of SM marketing
owever, no significant difference was found in the
scores of participants on the innovativeness
dimension of the perceived SM marketing efforts
scale (p>0.05). Hypothesis Hy was rejected.
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A significant difference was found in the scores
of married and single participants on the interaction
and innovativeness sub-dimensions (p<0.05).

Hypotheses H;,; and Hi;, were accepted.
Married participants had higher scores on both
interaction and innovativeness sub-dimensions
compared to single participants. Marriage involves
individuals in a broader social circle and increases
their social interactions. This allows married
individuals to interact more in their professional
lives and meet new people. Married individuals may
be more inclined to lead a more planned and
organized life due to their family responsibilities.
However, at the same time, they may be more
willing to generate new ideas and be open to
change in order to meet the needs of their families
and provide them with a better life. This analysis
result shows how the marital status factor can
affect individuals' behaviors and attitudes. No
significant difference was found in the scores of
married and single participants on the
informativeness,  personalization,and  word-of-
mouth communication sub-dimensions of the
perceived SM marketing scale (p>0.05). Hypotheses
Hi,, Hi3, and His were rejected.

When the analysis results based on education
level were examined, it was found that contrary to
other studies (Turan Arzitas, 2019; Deveci, 2019),
perceptions of SM marketing activities differed
according to education level. A significant
difference was found in the scores of participants
on the innovativeness sub-dimension based on their
education levels (p<0.05). Participants with an
associate's degree had higher scores on the
innovativeness sub-dimension compared to those
with a high school diploma or less. H23 was
accepted. No significant difference was found in the
scores of participants on the interaction,
informativeness, personalization, and word-of-
mouth communication sub-dimensions of the
perceived SM marketing efforts scale, based on
their education levels (p>0.05). Hypotheses Hi¢, Hi,
Hig, and H,, were rejected.

A significant difference was found in the scores
of  participants on the informativeness,
personalization, and word-of-mouth
communication sub-dimensions of the perceived
SM marketing efforts scale based on their

professions (p<0.05). Hypotheses H,,, H,; and Hs
were accepted. The highest overall scores on the
perceived SM marketing efforts scale were found
among university lecturers, while the lowest scores
were found among lawyers. The lowest
informativeness scores were found among
participants in the private sector, while the highest
scores were found among participants in
engineering and other professions. The lowest
personalization scores were found among
participants in the private sector, while the highest
scores were found among housewives. The lowest
word-of-mouth communication scores were found
among unemployed individuals and lawyers, while
the highest scores were found among housewives,
university lecturers, and those in other professions.

The highest overall scores on the perceived SM
marketing efforts scale were obtained by academic
staff, suggesting that this group follows SM more
closely and perceives marketing efforts of brands
better. The opposite is true for lawyers, implying
that they use SM less or pay less attention to
marketing messages. The low informativeness
scores of private sector employees suggest that this
group consumes less information-based content on
SM or attaches less importance to such content.
The high scores of engineers and other
professionals in this dimension, on the other hand,
suggest that these groups use SM more for
acquiring information. The low personalization
scores of private sector employees indicate that this
group is exposed to less personalized content on
SM or values such content less. Conversely, the high
scores of housewives in this dimension suggest that
housewives are more interested in personalized
content on SM and that such content appeals to
them more. The low word-of-mouth
communication scores of unemployed individuals
and lawyers indicate that these groups interact less
with other users on SM or consume SM in a more
passive manner. The high scores of housewives,
academic staff, and other professionals in this
dimension suggest that these groups use SM
actively and share information with other users.

A significant difference was found in the scores
of participants on the interaction, informativeness,
personalization, innovativeness, and word-of-
mouth communication sub-dimensions of the
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perceived SM marketing efforts scale based on their
income levels (p<0.05). Hypotheses H,s;, H,7;, Hys,
H,o, and H3, were accepted. Participants with an
income between 20,000 TL and 49,999 TL had
higher scores on all sub-dimensions compared to
participants in other income groups. Individuals
with higher income levels generally consume more
media and use SM more actively. This may lead to
higher exposure to SM marketing efforts and a
better understanding of these efforts. High-income
individuals typically interact with a larger number of
brands and may therefore be more sensitive to
brands' marketing efforts. Additionally, high-income
individuals often have higher expectations and may
therefore pay closer attention to the experiences
offered by brands.

This research is expected to make a substantial
contribution to the literature and serve as a
foundation for future studies in the field of SM
marketing.

Although the study's results align with previous
research, there are certain limitations. The use of a
convenience sample and the focus on a single brand
are  noteworthy  constraints.  Consequently,
generalizing the findings should be done with
caution. The cross-sectional design of the data
limits causal inferences. The restricted sample and
stimuli restrict the generalizability of the results.
Future studies could benefit from selecting diverse
sample populations, different sectors, geographical
regions, and brands. Moreover, researchers might
consider incorporating concepts such as brand
image, brand love, and perceived value into their
research.

In today's digital landscape, businesses across
all sectors are compelled to work with large
datasets in their marketing endeavors. To
effectively analyze and process these vast amounts
of data, artificial intelligence (Al) has become
indispensable. Al technologies have enabled
significant advancements in SM, facilitating the
dissemination of desired information to the most
relevant audience in the most effective manner.
The prospect of delivering targeted messages
directly to specific recipients, tailoring the message
style and tone to maximize impact on each
individual, is rapidly becoming a reality. Therefore,
to gain a competitive edge in SM marketing and

ensure comprehensive execution of marketing
initiatives, businesses are advised to adopt Al
applications.

Furthermore, it is advisable for SM content
managers of the Beymen Club brand to enhance
their SM marketing activities by:

Improving the interaction dimension; facilitating
two-way interaction with family and friends on SM
pages, enabling followers to share and update
existing content; enhancing the Informative
Dimension; providing consumers with accurate,
comprehensive, and useful information about
products/services and the brand on SM pages;
developing the Personalization dimension:

creating personalized content with special services,

utilizing data obtained through cookies to prepare
content tailored to individuals' priorities, directing
content that facilitates personalized data search,

offering personalized daily rewards through
activities such as gift wheels and competitions;
Cultivating the innovativeness dimension; making
the use of SM pages a trend among consumers
through rich, up-to-date, and fashionable content;
strengthening the word-of-mouth communication
dimension; enriching diverse purchasing
experiences and SM content with elements that
capture people's attention, enabling individuals to
share them with others,

enabling the transfer of new products/services and
discounts to other people via the share button.

The findings obtained from this research can
serve as a significant source of feedback for luxury
brands. The results revealed within the scope of this
study can provide guidance for managers of luxury
brands in developing customer-centric SM
strategies to achieve their anticipated objectives.

The literature indicates that SM marketing
activities exhibit multiple dimensions. This research
focused on the dimensions of interaction,
information provision, personalization,
innovativeness, and word-of-mouth communication
within SM marketing. Researchers can explore
different dimensions in various sectors depending
on the specific goals and importance of their
studies. This study, however, fell short of addressing
the negative aspects and limitations of SM

Elegest Eleges, 5(1), 2025



Tarhan, M. & Dursun, Y.

® An examination of social media marketing efforts in terms of demographic

characteristics: A case study on the Beymen Club

activities. Given the substantial negative impact of
misinformation and fake news on brands, it is
recommended that future research highlight the
potential negative consequences of SM marketing
for brands and businesses.
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Oz

Arastirmanin amaci, Kayseri ili 6rneginde turizm sektoriinde istihdam edilen kadin galisanlarin profesyonel hayatta
karsilastiklari sorunlarin derinlemesine analiz edilmesidir. Arastirmanin konusu, turizm sektoériinde istihdam edilen
kadin galisanlarin karsilastiklari sorunlarin yeterince ele alinmadigi disiincesinden hareketle belirlenmistir. Arastirma
kapsaminda, turizm sektoriinde istihdam edilen 75 kadin ¢alisanla goriisme yapilmistir. Yari yapilandiriimis miilakat
yontemi ile toplanan veriler betimsel analiz ve igerik analizi yontemleri kullanilarak analiz edilmistir. Arastirmada
amagli 6rnekleme yontemi kullaniimistir. Calismanin bulgulan, sektoérde istihdam edilen kadin ¢alisanlarin daha
disuk statili islerde istihdam edildiklerini, esit olmayan Ucret politikalari ile karsi karsiya kaldiklarini ve kendilerine
bicilen sorumluluklardan dolayi ev-is yasam dengesi kurmakta zorlandiklarini ortaya koymaktadir. Katimcilar, ayrica
psikolojik baskilar ve ayrimciliklara maruz kaldiklarini vurgulamislardir. Elde edilen bulgular, sektérde kadinlarin
yasadigl esitsizliklerin Gistesinden gelinmesi ve ¢alisma kosullarinin iyilestirilmesi agisindan énem arz etmektedir.

Anahtar Kelimeler: Kadin istihdami, Turizmde istihdam, Kadin Calisanlarin Sorunlari, Betimsel Analiz ve icerik Analizi.

JEL Siniflandirmasi: E20, E24, E29.

One Cikanlar

= Kayseri ili 6rneginde turizm sektoriinde istihdam edilen kadin c¢alisanlarin profesyonel hayatta karsilastiklari
sorunlarin derinlemesine analizini icermektedir.

= Yari yapilandirilmis milakat yontemi ile toplanan veriler betimsel analiz ve icerik analizi yontemleri kullanilarak
analiz edilmistir.

= Sektorde istihdam edilen kadin ¢alisanlarin daha dislik statili islerde istihdam edildikleri, esit olmayan Gcret
politikalari ile karsi karsiya kaldiklari ve kendilerine bicilen sorumluluklardan dolayi ev-is yasam dengesi kurmakta
zorlandiklari tespit edilmistir.
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The aim of the research is to analyze in-depth the problems faced by women employed in the tourism sector in
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GIRIS

Kadinlar, tarih boyunca farkli sekillerde istihdam
edilmiglerdir. Ancak belirli bir is tanimi ve (Ucret
karsiiginda calismalari  Sanayi Devrimi ile birlikte
olmustur. Bu siirecte erkeklerin savaglara katilmasi kadin
isgliciine olan talebi artirmistir.  Ayrica (retim
sureglerinde daha aktif rol alan kadinlar, isglicl
piyasasinda da énemli bir yer edinmistir (Cakir, 2022, s.
7). Kadinlarin yogun olarak istihdam edildigi alanlardan
biri de turizm sektoridir. Kadinlarin turizm sektoriine
katihmini  veya mevcut konumunu giglendirmesini
belirleyen dort faktor bulunmaktadir. Bunlar; ekonomik,
sosyal, psikolojik ve politik agidan gii¢ kazanma olarak
ifade edilebilir (Syafruddin vd., 2020, s. 137). Kiresel
ekonomide 6nemli bir yere sahip olan turizm sektorinde
kadin istihdam orani oldukga yiksektir (Mohanty vd.,
2018, s. 1). Ancak, bu sektorde istihdam edilen kadinlarin
cesitli zorluklarla karsi karsiya kaldiklari bilinmektedir.

Kadin c¢alisanlar, calisma hayatinda farkli birimler ve
pozisyonlarda yer alsa da cinsiyet ayrimciligi ve toplumsal
roller 6nlerine ciddi bir engel olarak ¢ikmaktadir (Erikli,
2020, s. 41). Yonetici pozisyonlarinda erkeklere gore
daha az temsil edilmekte ve ayrica, siddet, sémuri ve
tacize maruz kalabilmektedir (Aktas & Hizarci Beser, 2025
s. 57). Yari zamanl, mevsimlik isler veya dlslik statlli
islerde istihdam edilmeleri hususu da motivasyonlarini
disurerek sektore karsi olumsuz tutumlara sahip
olmalarina neden olabilmektedir (Hutchings vd., 2020, ss.
1-2)

Gelismekte olan turizm destinasyonlarindan biri olan
Kayseri ilinde de kadinlarin sektore 6zgi cesitli engellerle
karsilastigi  dustnllmektedir.  Karsilasmis  olduklarn
sorunlar kadinlarin isgliciine katilimini yalnizca niceliksel
olarak degil, niteliksel anlamda da olumsuz ydnde
etkilemekte ve bu kosullar sektorde isglici degisim hizini
artirdigi tahmin edilmektedir. Bu nedenle, calismanin
amaci Kayseri ili 6rneginde turizm sektoriinde istihdam
edilen kadin calisanlarin karsilastiklari baslica sorunlarin
ortaya konulmasidir. Ayrica tespit edilen sorunlara
yonelik politika yapicilara uygulanabilir ¢oziim oOnerileri
ortaya konulmasi da calismanin 6zgiin degerini ifade
etmektedir.

Calisma ile ilgili genis Olcide yerli ve yabanci
alanyazin taramasi yapilarak, ele alinan konunun
derinlemesine analiz edilebilmesi ve konunun butincdil
olarak degerlendirilebilmesi amaciyla veri toplama
yontemi olarak nitel arastirma yontemlerinden vyari
yapilandinimis  miulakat teknigi  kullanilmistir.  Bu
cercevede calismanin amaci dogrultusunda uygun oldugu

diistiniilen, 75 kadin turizm paydasi ile derinlemesine
gorismeler yapilmistir. Kullanilan bu yéntem, kadinlarin
isglicii  piyasasindaki deneyimlerini ve karsilastiklar
sorunlari anlayabilmek agisindan énemli veri sunmustur.
Gorusmeler sonucunda elde edilen sorunlara yonelik
¢6zim Onerilerinin gelistirilmesi, turizm sektoriinde kadin
¢ahsanlarin karsi karsiya kaldigi sorunlarin ortadan
kaldirilmasi agisindan kritik Gneme sahiptir. Kayseri ilinde
kadin istihdamina yonelik kapsamli  bir g¢alisma
yapilmamis olmasi, arastirmayi alanyazin agisindan 6zgiin
kilmaktadir.

1. KAVRAMSAL CERCEVE ve
iSTIHDAMI HAKKINDA iSTATiSTIKLER

KADIN

Bu bolimde isglicl, istihdam ve issizlik kavramlari
tanimlanmakta ve ayrica, kadinlarin is ve aile yasami
arasinda denge kurma cabalar sirasinda karsilastiklari
yapisal ve bireysel sorunlar derinlemesine
degerlendirilmektedir.

1.1. isgiicii, istihdam ve igsizlik Kavramlari

isgiicti, 15 yas Ustiinde ve 65 yas altinda calisma
¢aginda yer alan nifusu ifade etmekteyken, bu kavram
aktif nlfustan farkhhk gostermektedir (Sahin, 2006, s.
287; Gurlin Karatepe & Arman Tiurkmen, 2025, s. 184).
Belirtilen yas grubunda yer almasina ragmen cesitli
nedenleri 6ne siirerek is hayatina katilamayan kesim
oldugu gibi, belirtilen yas grubunu asmis ancak ¢alisma
hayatini aktif siirdiiren kimseler de bulunmaktadir (Zaim,
1990, s. 110). istihdam, Uretim siirecine dahil olan
mevcut isgliclinii tanimlarken, issizlik, calismak isteyen
bireylerin uygun kosullarda is bulamamasi durumunu
ifade etmektedir (Talas, 1979, s. 90). issizlik sorunu,
isgliciiniin istihdamdan fazla olmasi durumunda ortaya
citkmakta ve ¢esitli  sorunlari  da  beraberinde
getirmektedir. issizlik, yalnizca ekonomik dengesizliklere
sebep olmakla kalmayip, ayni zamanda sosyal dislanma,
gelir adaletsizligi ve psikolojik sorunlari da beraberinde
getirmektedir.

1.2. Kadin istihdami

Tarihsel sire¢ boyunca tretimin farkli asamalarinda
yer alan kadinlar, Sanayi Devrimi ile belirli bir Ucret
karsihginda ve resmi is tanimi altinda formel isgilici
piyasasina dahil olmuslardir. Bu donlsim, vyalnizca
kadinlarin ekonomik yasama katilimini degil, ayni
zamanda toplumsal statiilerini, calisma kosullarini ve aile
icindeki  rollerini  derinden etkileyerek  kapsaml
sosyokdltiirel degisimleri de beraberinde getirmistir. O
dénemde genis aile yapisindan cekirdek aile yapisina
gecisler yasanmistir. GUnimizde ise cekirdek aile
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yapisinda bozulmalar ve evlilik yasinin yiikselmesi gibi
degisimler mevcuttur (Leventer & Altun Ada, 2023, s.
280). Bu donisim, toplumun kadinlara ve erkeklere
bicmis oldugu rollerde de degisiklige sebep olmustur.
Genellikle ev isleri ve cocuk bakimindan sorumlu tutulan
kadinlar, ataerkil toplum yapisina karsi ¢ikarak kendi
ayaklari Uzerinde durmaya baslamis ve ekonomik
bagimsizliklarini kazanmiglardir (Bayer, 2013, ss. 104-
105). Ev butgesinin kisith olmasi, erkeklerin gegcim sikintisi
yasamasl, yasanan savaslar vs. kadinlarin is hayatinda
aktif olarak yer almasina neden olan faktorlerdir
(Kavoglu, 2018, s. 112). Ancak, is hayatinda aktif rol
almalarina ragmen, kadinlarin karsilastiklari  gesitli
sorunlar kariyerlerini olumsuz yonde etkilemektedir.
Kadinlarin karsilasmis olduklari sorunlar aile hayatinda ve

is hayatinda olmak Uzere 2 temel bashk altinda
incelenebilir.
1.2.1. Kadinlarin Aile Hayatinda

Karsilastiklar Sorunlar

Kadinlar ev i¢i sorumluluklar ve is yasam arasindaki
dengeyi saglamaya calisirken birtakim sikintilarla
karsilasmaktadir. Toplumun kendilerine bigmis oldugu
roller, ev ici isleri, bakim hizmetlerinde birincil derece
sorumlu tutulmasi yipranmalarina sebep olabilmektedir.
Destek vyetersizligi ise hem fiziksel hem de psikolojik

anlamda yipranmalarina yol acgabilmektedir. Bu ve
benzeri durumlar kadinlarin  tam zamanl sekilde
istihdama katilmasina engel olabilmektedir (Yaman

Oztirk, Dedeoglu, 2010, ss. 58-59).

1.2.2. Kadinlarin is Hayatinda Karsilastiklan
Sorunlar

Kadinlarin is hayatinda karsilastiklari sorunlar,
toplumsal cinsiyet esitsizliginin bir yansimasi olarak
degerlendirilebilir.  Kadinlarin  mesleki gelisimlerini,
kariyer ilerlemeleri ve ekonomik bagimsizliklarini
sinirlandiran cesitli engeller bulunmaktadir. Kadinlarin, is
hayatinda karsilastiklar sorunlar yalnizca Ucret esitsizligi
ile sinirh kalmamakta, cam tavan sendromu, terfi
engelleri, isyerinde ayrimcilik ve mobbing gibi unsurlan
da icermektedir (Aks6z & Eroglu Durkal, 2021, s. 145).

1.3. Diinyada ve Tiirkiye’de Kadin istihdami

Uluslararasi Calisma Orgiiti’niin (ILO) 2024 verilerine
gore, dinya genelinde kadinlarin isgliciine katihm orani
yuzde 45,6 iken erkeklerin orani yizde 69,2'dir.
Turkiye’de ise kadinlarin isglicine katillm orani 2023
itibariyla yuzde 35,2 olarak gerceklesmistir. Kadinlarin
isglctine katihminda en yliksek oran Trabzon, Rize, Ordu,

Artvin ve GuUmushane illerinde goruliirken, en dusik
oranlar Mardin, Batman, Sirnak ve Siirt illerinde
kaydedilmistir. Bolgesel farkhlklarin temelinde ekonomik
yap!i ve toplumsal cinsiyet normlarinin etkisi one
cikmaktadir (TUIK, 2024). Bu veriler, kadinlarin is
hayatinda 6zellikle toplumsal cinsiyet rolleri ve ekonomik
kosullar dogrultusunda esitsizlikler yasadigini ortaya
koymaktadir.

2. TURizZM SEKTORUNDE KADIN iSTIHDAMI
ve SORUNLARI

Turizm vyapisi geregi farkli yas, egitim dlzeyi ve
medeni duruma sahip insanlarn bir ¢ati altina toplayan
¢ok yonli bir alan olup, bu 6zelligi sayesinde toplumsal
etkilesimleri ve sosyal yapiyl dogrudan etkileyen dnemli
bir dinamik yapi haline gelmistir. Bu etkilesim de turist ve
yerel halk arasinda karsilikh bir iliski dogurarak, bireylerin
davranis, dislince ve yasam tarzlarinda degisiklige sebep
olabilmektedir. Cok boyutlu yapiya sahip olan bu endstri
yalnizca ekonomik katkilar saglamakla kalmayarak ayni
zamanda sosyallesme ve kiltlrel alisveris gibi etkenleri
de biinyesinde barindirmaktadir (Yildirim & Oztiirk Deniz,
2018, s.80).

Yukarida da deginildigi Uzere, yerel halk ve turistler
arasindaki  etkilesim, ¢ift yonli  slire¢ olarak
tanimlanabilir. Bu siire¢ iki tarafi da olumlu yonden
etkileyebildigi gibi, cesitli olumsuzluklara da sebep
olabilmektedir. Yerel halk, turistlerden etkilenerek egitim
dizeyini artirma c¢abasina girisebilir ve kultlrel
degerlerine daha fazla sahip cikabilir. Bununla birlikte,
turizmin olumsuz yonleri de g6z ardi edilmemelidir.
Turistlerden etkilenen yerel halkin, kendi deger ve inang
yapilarinda doniisim yasamasi muhtemeldir. Dil yapisina
yabanci kelimelerin eklenmesi ya da sosyal aliskanhklarda
degisiklikler, bu donldsimin en belirgin  6rnekleri
arasindadir (Akgil, 2020, s. 43). Turizm sektord, kiresel
capta siirekli gelisim ve degisim gosteren, ayni zamanda
da diinya ekonomisinin temel taslarindan birini olusturan
sektérlerdendir. Dinyanin 6nemli endustrilerinden biri
olan bu sektor istihdamin o6nemli sayilabilecek bir
bolimini olusturmakta ve diinya ekonomisinde giderek
payini artirmaktadir. Turkiye nifusunun hemen hemen
yarisini olusturan kadinlar ise bu sektérde de yogun
olarak istihdam edilmektedir (Biyikh, 2015, s.1).

Tirkiye Istatistik Kurumu (TUIK) verilerine gére,
turizm sektoriindeki kadin istihdami son yillarda 6nemli
bir artis gostermistir. 2021 yilinin ilk ceyreginde 309 bin
olan sektérdeki kadin calisan sayisi 2022’de 475 bine ve
2023’te de 528 bine kadar yiikselmistir. Benzer bir artis
da erkek calisanlarda gozlenmis olup, 2021 yili ilk
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ceyrekte 790 bin olan erkek calisan sayisi 2022'de 1
milyon 132 bine ¢ikarken 2023’te de 1 milyon 178 bine
ulasmistir (TUIK). Kadin istihdamindaki bu artis dikkat
cekici olmakla birlikte, sektoriin erkek egemen yapisi ve
kadinlarin yasadigi cesitli yapisal sorunlar, bu pozitif
gelismenin sirdurdlebilirligini ve etkisini sinirlamaktadir.

Kadinin isglici piyasasina girmeye karar vermesi
ekonomik, sosyal ve demografik faktorlere baglidir.
Turizm endustrisi her gegen gilin biiylse de bu engellerle
yine de karsilasilmaktadir. Endistride istihdam edilen
kadin sayisi 6nemli artislar gosterse de erkek calisan
agirlikh bir yapiya sahiptir. Sektoriin erkek egemen yapiya
sahip olmasi ise kadinlarin asmasi gereken &6nemli
engeller arasinda ifade edilmektedir (Balci & Aslan, 2022,
s.1690).

3. ALANYAZIN TARAMASI

Arastirmanin  bu boéliminde kadin istihdami ve
sorunlari hakkinda uluslararasi ve ulusal alanda yapiimis
olan cgalismalar kapsamli bir sekilde incelenmistir. Bu
dogrultuda gerceklestirilen genis kapsamli alanyazin
taramasi, calismayl daha gli¢li bir hale getirmektedir.
Uluslararasi alanyazin taramasi yapildiginda;

KC (2012) yaptig1 calismada, Bati Nepal’deki turizm
sektorinde istihdam edilen kadin ve erkeklerin rollerini
incelemekte, Ozellikle kadinlarin rol segimleri ve
Ustlendikleri roller dogrultusunda karsilastiklari sorunlari
ortaya koymayl amaclamistir.  Arastirma  verisi,
derinlemesine gorismeler, odak grup tartismalari,
alanyazin incelemesi ve gozlemler yoluyla toplanmistir.
Calisma sonucunda ise uzun g¢alisma saatleri ve diizensiz
vardiyalarin kadinlarin ev-is hayatini dengelemesini
zorlastirdigi ve cinsiyet temelli ayrimciliklara maruz
kaldig1 sonucuna ulasmistir.

Mwashita vd. (2020) yaptiklari calismada, Giliney
Afrika’'nin Gauteng bolgesindeki dort otelde, agirlama
sektériinde kadinlarin kariyerlerinin 6niine engel olarak
cikan “cam tavan” olgusunu incelemeyi amaclamislardir.
Calismada karma yontem kullanilarak yari yapilandiriimis
milakat ve ¢evrimici anket araciligiyla veri toplamislardir.
Calisma sonucunda ise ataerkil sistemin kadinlarin
kariyerleri 6niinde ciddi anlamda engel teskil ettigine ve
orgit vyapisi, normlar ve kurumsal kiltirlerin kariyer
gelisimini etkiledigi sonucuna ulasmislardir.

Gunasekara (2023) vyaptigi c¢alismada, turizm
sektoériindeki kadin calisanlarin karsilastiklar zorluklar
tartismayi ve kadinlari giclendirmek icin kariyer gelisim
yaklasimlarini 6nermeyi amaglamistir. Arastirma verisi
nicel arastirma yontemlerinden anket teknigi kullanilarak

toplanilmigtir. Galisma sonucunda, turizm sektérinde
istihdam edilen kadin galisanlarin st diizey pozisyonlara
erisimde ¢esitli engelleri asmasi gerektigi, is-yasam
dengesi ile ilgili sorunlarin kadinlarin ¢alisma hayatini
etkiledigi gibi bulgulara ulasmistir.

Perera vd. (2024) yaptiklari ¢alismada Sri Lanka’da
bulunan otellere kadin ¢alisanlarin girmelerini ve
sektérde ilerlemelerini engelleyen nedenleri ortaya
koymayi amaglamislardir. Nitel arastirma yontemlerinden
yari yapilandirilmis milakat yontemi kullanilarak 3, 4 ve 5
yildizli otellerden 50 katilimci ile goriisme yaptiklari
¢alismada, kdltirel ve sosyal engeller, ailevi
sorumluluklar ve glivenlikle alakali endiselerin kadinlarin
istihdam edilmesini engelleyen faktorler oldugunu ortaya
koymugslardir.

El-Sisi (2024) yaptigi calismada, lisans dizeyinde
egitime sahip kadin turizm &grencilerinin karsilastiklari
engelleri ortaya koymayi amaglamistir. Nicel arastirma
yontemlerinden anket teknigini kullandigi ¢alismasinda,
kadin o6grencilerin karsilastigi en kritik engelin sosyal
engeller oldugu bulgusuna ulasmistir.

Ulusal alanyazin taramasi yapildiginda ise;

Akin  Acuner (2019), vyaptigi c¢alismada kadin
calisanlarin  kariyer gelisim sirecinde karsilastiklari
sorunlari ortaya koymayl amaglamistir. Veri toplama
yontemi olarak ise karma yontemi (nitel ve nicel yontem
bir arada) kullandigi ¢alismasinda kadinlarin toplumun
kendilerine bigmis olduklari rollerden kaynaklanan
sorunlar, orgut kaltard ile ilgili basa ¢ikilmasi gereken
sorunlar, cinsiyet ayrimciligi ve rol model eksikligi gibi
sorunlarla karsi karsiya kaldiklarini ortaya koymustur.

Eryilmaz  (2022), vyaptigi calismada restoran
isletmelerinde istihdam edilen kadin calisanlarin
sorunlarini  tespit etmeyi amaclamistir. Arastirma

yontemi olarak ise nitel arastirma yontemlerinden biri
olan ornek olay c¢alismasi kullanilarak tamamladig
calismasinda kadinlarin  lcret esitsizligi, cinsiyet
ayrimciligl, ise alim siirecinde karsilasilan engeller, fazla
mesai, agir is yuki, calisma saatleri ile ilgili sorunlar
oldugu sonucuna ulasmistir.

Ates vd. (2023), yaptiklari calismada enddstriyel
sosyal hizmet perspektifinden bakisla mavi yakali kadin
calisanlarin sorunlari ve is-aile yasam dengesi arasindaki
iliskiyi ortaya koymayi amaclamislardir. Nicel arastirma
yontemlerinden anket teknigi kullanarak tamamladiklari
calismalarinda mavi yakali kadin calisanlarin yaslari
arttikca calisma sorunlarinin azaldigl, aylik kazancin ve
isletmedeki calisma siresinin calisma sorunlari Gzerinde

Elegest Eleges, 5(1), 2025



Irk, N. & Sanlioglu, O. & Erdem, A.

® Turizm Sektoriinde kadin istihdami ve sorunlarinin tespitine

yonelik bir arastirma: Kayseri ili 6rnegi

etkili oldugu ve is-aile yasam dengesi ile galisma sorunlari
arasinda negatif yonlu bir iliskinin bulundugu sonucuna
ulagsmislardir.

Son olarak Go6ziim (2024), vyaptigi c¢alismada
Tirkiye'de istihdam edilen kadin c¢alisanlarin genel
durumunu ve is hayatinda karsilastigl engelleri ortaya
koymayl amaglamistir. Alanyazin taramasi yontemini
kullandigi galismasinda kadinlarin geleneksel cinsiyet
rolleri ile ekonomik ve politik faktorlerden etkilendigi
sonucuna ulagmistir.

4. ARASTIRMA YONTEMI

Arastirmada, Kayseri 6rneginde turizm sektoriinde
istihdam edilen kadin ¢alisanlarin karsilastiklari sorunlarin
tespit edilmesi amaglanmistir. Bu kapsamda arastirmada
daha o©nce deginilmeyen sorunlarin gin yiziine
¢ikariimasi ve derinlemesine incelemenin yapilabilmesi
icin nitel arastirma yontemi kullaniimistir. Betimsel ve
icerik analizi yontemlerinin birlikte kullanilarak analizinin
tamamlandig ¢alismada, elde edilen  veriler
yorumlanarak alanyazina katki saglanmistir. Betimsel
analiz, verinin genel 6zetini sunarken, icerik analizi ise
verileri kod ve temalara ayirarak daha derinlemesine bilgi
saglamaktadir. Arastirma kapsaminda 6ncelikle alanyazin
destekli 15 soruluk bir soru havuzu olusturulmustur.
Daha sonra akademisyen gorisleri alinarak 8 soruluk
gorisme formu hazirlanmistir. Goriisme formunu nihai
hale getirmek i¢in son olarak pilot ¢alisma yapilmis ve 5
kisi ile gorisme gercgeklestirilmistir. Elde edilen bulgular
ve geri donlsler neticesinde formun anlasilabilirligini
artiracak sekilde diizenlemeler yapilarak gériisme formu
tamamlanmistir.

Mulakat sorulari asagida verilmektedir;

1) Bu sektorii tercih etme sebebiniz nedir? Turizm
sektériinde calismadan énce baska bir sektérde
calistiniz mi? Kiyaslama yapabilir misiniz?

2) Turizm sektériiniin kadin ¢alisanlar icin uygun bir
sektér  oldugunu diistiniiyor ~ musunuz?
Avantajlari ve dezavantajlari nelerdir?

3) lise alim ya da isten ¢ikarmalarda cinsiyet
ayriminin  séz konusu oldugunu diisiiniiyor
musunuz?

4) isletmenizde calisan kadin ve erkek personelin
ayni  haklara sahip olduklarini  diisiiniiyor
musunuz?

5) Kadinlarin karsi karsiya kaldiklari  sorunlari
siralayacak olsaniz en énemli sorun sizce ne
olurdu?

6) Calisma hayatinda karsilasilan taciz tiirlerinin
kadinlarin ¢alisma hayatinda rol oynadigini
distintir misiiniz?

7) Sektérde kadin isi — erkek isi ayriminin séz
konusu oldugunu diisiiniiyor musunuz?

8) Ailenizin bu sektérde ¢alismaniza bakisi nasildir?
Ailevi  sorumluluklariniz  kariyerinizin ~ éniine
gegebiliyor mu?

Kayseri ilindeki turizm sektorli paydaslari calismanin
evrenini olusturmaktadir. Bu evrenden segilen 75 kadin
¢alisan ise ¢alismanin Orneklemini olusturmaktadir.
Corbin ve Strauss (2015), nitel arastirma baglaminda
goriisme yapilacak kisi sayisinin 6 kisinin tzerinde olmasi

gerektigini  belirtirken, Creswell (2017), gorisme
yapilacak kisi sayisinin 3 ile 10 kisi arasinda olmasi
gerektigini ifade etmistir.  Dolayisiyla  arastirma

ornekleminin yeterli oldugunu séylemek miimkiindir. Bu
orneklemde, 4 ve 5 yildizli otel yoneticileri ve ¢alisanlari,
seyahat acentesi sahipleri ve galisanlari, yiyecek-icecek
isletmesi yoneticileri ve calisanlari, akademisyenler ve
o6gretmenler yer almaktadir. Bu baglamda c¢alismada
amach  ornekleme yontemi  kullanilmistir.  Amacgh
ornekleme yontemi, belirli bir arastirma sorusuna en iyi
yaniti verebilecek bireylerin veya gruplarin bilingli olarak
secildigi nitel arastirma yontemidir (Kog Basaran, 2017, s.
490). Veriler, nitel veri toplama tekniklerinden vyari
yapilandiriimis miulakat yontemi kullanilarak yiz ylze
toplanmistir.  Yari  yapilandirilmis  miulakat teknigi
katilimcilarin  algilari, dastinceleri ve davranislarini
derinlemesine anlamayi sagladigi icin siklikla tercih
edilmektedir. Bu tekniginin amacini Mil, katiimcilardan
toplanan verilerdeki benzerlikler, paralellikler ve
farkliliklarin tespit edilmesi olarak agiklamaktadir (Mil,
2007, ss. 8-9). Gorusmeler yapilmadan katilimcilar
aranarak randevu talep edilmis ve kararlastirilan giin ve
saatte gorismeler gerceklestirilmistir.  Milakatlar,
katilimcilarin istihdam edildikleri isletmelerde ofis
ortaminda gergeklestirilmis olup, ses kaydina alinarak
transkript edilmistir. Olasi hatalari asgari dizeye
indirmek amaciyla transkriptler kontrolden gegirilmistir.
Gorilismeler ortalama 22 dakika stirmastar.

Arastirmanin bilimsel degerinin artirlmasi amaciyla
gecerlilik ve guvenirlilik hususunda cesitli asamalara
dikkat edilerek calisma vyiritilmistir. Oncelikle elde
edilen bulgular arastirmacilar tarafindan ayr ayri
degerlendirilmistir. Daha sonra ulasilan kod ve temalarin
benzerlik gosterdigi tespit edilmistir. Bu durum
arastirmanin givenirliligi ve gecerliligi Gzerinde etkilidir.
Bu noktada katilimcilari gondllilik esasina dayah olarak
calismaya katilmalari calismanin guvenirliligi agisindan
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onem arz etmektedir. Ayrica, bu galisma igin Etik Kurul
onay! Erciyes Universitesi Sosyal ve Beseri Bilimler Etik
Kurulu'nun 28/05/2024 tarihli ve 237 numarali karari ile
alinmistir. Boylece,  bilimsel  glivenilirlik  ve  etik
standartlara uygunlugun saglanmasi hedeflenmektedir.

4.1. Katihmcilara iliskin Betimleyici istatistikler

Kayseri ili orneginde 75 kadin turizm paydas ile
yapilan bu galismada, ana miulakat sorularina gegilmeden
once katilimcilarin profillerini daha iyi anlayabilmek
amaciyla demografik sorularin cevaplanilmasi istenmistir.
Tablo 1’de katilimcilarin  demografik dagihmina yer
verilmektedir.

Tablo 1. Katihmcilarin demografik dagilimi

arasinda (%28) gorev aldigi tespit edilmistir. Ayrica
genellikle 8 saat (%61,33) ¢alistiklari, orta gelir grubunda
olduklari (%80) ve mavi yakali (%45,33) olarak istihdam
edildikleri belirlenmistir.

4.2. Milakatlarin Analiz Edilmesi

Katihmcilar, demografik sorulardan sonra 8 ana
soruya (ek sorularla birlikte 12 soru) cevap vermistir.
Gorlisme  slirecinde, yoneltilen sorularla, kadinlarin
sektorel deneyimleri ve bu deneyimlerin ¢ok boyutlu
etkileri derinlemesine analiz edilmistir. Sorular, kadin
istihdamini etkileyen temel faktorleri ele alan doért ana
baglhk altinda yapilandiriimis ve analiz sireci MAXQDA
2020 programi kullanilarak gergeklestirilmistir.
Basliklarda, kadinlarin sektorel tercihleri, karsilastiklari

Kriterler Alt Kategoriler Yiizde KZ::;:"SIC' sorunlari ve is yasamindaki cinsiyet temelli dinamikleri
Otelcilik %40 30 ¢ok boyutlu bir perspektifle irdelenmektedir.
Cahsma | Tvecekgecek lsletmeleri | %29,33 22 Tablo 2. Turizm sektérii tercih sebepleri
Alanlar Seyahat Acenteleri %22,67 17 i
Akademisyen/Ogretmen %8 6 Tema Kod fi (141) % %
TOPLAM(3) %100 75 Kisisel Aile Meslegini 12 54.14
ilkokul %5,33 4 3 Siirdiirme ’
- Baglantilar -
Lise %37,33 28 ve Aile Cevrenin 5 21 2381 14,89
Onlisans %18,67 14 o Yoénlendirmesi ’
Egitim 2 Destegi —
Durumu Lisans %28 21 Cevre genisligi 4 19,05
Yiiksek Lisans %6,67 5 Iletisim ve Kisisel 36 63,16
Doktora %4 3 Geligsim ve Gelisim ’
9 ilerleme Egitim Aldigi 57 40,43
TOPLAM(S) %100 75 ‘ 17 2982
Medeni Evli %41,33 31 Firsatlari Alanda llerleme !
Durumu Bekar %58,67 44 Ozgiiven 4 7,02
TOPLAM(3) %100 75 Maddlis?ﬁifler ve | 11 28.95
0-1vil %36 27 Maddivels ——. Ss'zkl' >
isletmedeki 2-5vil %28 21 Giivencesi oot Ol 38 | 57,80 | 2695
Hizmet 6-10 Vil %20 15 Faktorleri s “Tnash
siiresi Maddi Agidan 5 1316
11 Yil ve Uzeri %16 12 Bagimsizlik !
Dinamik Bir Sektor ) 3
TOPLAM(3) %100 75 Olusu
8 Saat %61,33 46 Yeni Yerler Gérme 4 16
Calisma 9 Saat %30,67 23 Istegi
Saatleri Calisma Saati Belirtilmemis %8 6 Yagam Tarzi Esnek Calisma 5 20
TOPLAM(S) %100 75 ve Calisma Saatleri 25 17,73
Alt %8 6 Sartlari Calisma Sartlari 4 16
Gelir Orta %80 60 B’i:fr'i K'iSE‘;“'ere 3 12
Durumu Ust %12 9 ! izme . me"
TOPLAM(3) %100 75 Eg'e';;l‘:""::ktor 7 28
Mavi Yakali %45,33 34 Tonl H T
3 oplam
Mesleki Be’f‘" Yakal %29,33 22 Tema: Kategorilerden olusan ust kavramlardir.; Kod: Veriler arasinda yer alan
Unvan Mesleki Unvan Ayrimi %25,33 19 anlamli bélimlere ve olaylara verilen anlamlardir.; fi: ilgili koda iliskin frekans
Olmayan degeridir.; fi: Tim tema ve kodlarin tekrarlanma sikhgidir.; %: ilgili tema
TOPLAM(Y) %100 75 icerisindeki ilgili kodun agirlik oranidir.; £%: Toplam tema igerisindeki temanin
yuzdelik agirhgidir.
Tablo 1 ince|endiéinde katilimcilarin Not 1: Calismanin diger tablolari (Tablo 3, 4,...,9) icin de bu kisaltmalar ayni

c¢ogunlugunun, konaklama sektorinde istihdam edildigi
(%40), lise dizeyinde (%37,33) egitim aldigl, medeni
durumlarinin bekar oldugu (%58,67) ve sektérde 2-5 yil

sekilde kullanilmigtir.
Not 2: Temalara gore en yiiksek frekans degerleri kalin punto ile vurgulanmistir.
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Tablo 2’de milakatlardan elde edilen verilerin
analizlerine yer verilmektedir. Kodlanan verilerin ortak
yonleri dikkate alinarak temalar olusturulmustur.

Tablo 2 incelendiginde, katilimcilarin turizm
sektérini tercih etme sebepleri 4 tema ve 15 koda
ayrilmistir. En yuksek agirliga sahip olan tema gelisim ve
ilerleme firsatlari (%40,43) olmustur. Ayrica ilgili tema
icerisinde bulunan iletisim ve kisisel gelisim kodu (63,16)
on plana c¢ikmistir. Ayni zamanda kisisel baglantilar ve
aile destegi temasi (%14,89) da diger temalara kiyasla en
disuk agirlik oranina sahip tema olmustur.

ayrilarak analiz edilmistir. En yuksek agirliga sahip tema
psikolojik ve fiziksel zorluklar (%38,18) olmustur. Ayrica
ilgili tema igerisinde bulunan taciz kodu (36,19) 6n plana
¢itkmistir. Ayni zamanda sosyal destek ve rol modellerin
azligl temasi da (%1,09) diger temalara kiyasla en diistik
agirhik oranina sahip tema olmustur.

Tablo 4’te turizm sektorinin kadin galisanlar
acisindan uygunluguna iliskin degerlendirme tablosu yer
almaktadir.

Tablo 4. Turizm sektériiniin kadinlar igin uygunlugu

Tablo 3’'de turizm sektoriinde istihdam edilen Tema Kod fi [2fi(102) | % | %
kadin galisanlarin profesyonel hayatlarinda karsilastiklar - -
orunlar yer almaktadir furizm | Kadmlar Igin Uygun Bir | 36,36
soru y Ir. Sektoriniin Sektér ’
Tablo 3. Kadinlarin calisma hayatlarinda karsilastiklari Kadin 66 64.71
Calisanlar Kadinlar icin U Bi g
sorunlar icin adinlar Igin Uygun Bir 9 13 64
. Sektor Degil !
Tema Kod Fi |=fi(275) % | % Uygunlugu
. B Taciz 38 36,19 ) Kiyaslama Durumunda 31 36 11
PS'k.O!OJ'k ve - Tercih Turizmi Tercih Edenler ’
Fiziksel Mobbing 35 105 33,33 | 38,18 Sebeplerine
Zorluklar Agir isler ve Fiziksel Gore 36 35,29
Zorluklar 32 30,48 Karsilastirma Kiyaslama Durumunda 5 13 89
- stas ITurizmi Tercih Etmeyenler| !
Yogun Mesai Saatleri 80 82,47
Calisma - Toplam 102 100
Sartlarive [ Insanlarla Ugragmanin 35,27
i Zor Olmasi ve 17 . sy . -
Esneklik A 7 117,53 Tablo 4 incelendiginde, turizm sektdriiniin
Sorunlari Memnuniyetsizlik e N .
kadinlar igin uygunlugu 2 tema 4 koda ayrilarak analiz
Ailevi Sorumluluklarn | 26 edilmistir. En yiksek agiriga sahip tema turizm
Etkisi - . . o o
Toplumsal ve sektoriiniin kadin c¢alisanlar icin uygunlugu (%64,71)
Ailevi Toplumsal Normlar | 4 50 . 18,18 | olmustur. Ayrica ilgili tema icerisinde bulunan kadinlar
Engeller pp—— icin uygun bir sektér kodu (%86,36) 6n plana ¢cikmistir.
eyahat Etme e . - . . . . .
Zgrunluluéu 3 6 Tablo 5’te ise aile faktorinin kariyer Gzerindeki etkisine
Mevsimsel Yapmm iliskin bulgular yer almaktadir.
Etkisi ve Hassas Bir | 8 40 Tablo 5. Aile faktoriintin kariyer Gzerindeki etkisi
Sektor Olusu
Galisma sfi
Kosullarive | Guvenlik Sorunlar 6 30 797 Tema Kod fi (154) % %
Glivence o ) 20 !
Eksiklikleri | Dustk Ucretlendirme | 3 15 Sorumluluklar ve Bakis Agilart | 66.20
Ailenin Kariyeri Etkilemez ’
Personel Eksikligi 3 15 Kariyere 71 46,10
Etkisi SorumIlJKI:rIELZr\i/Etiazlf Acllari 24 33,80
Sosyal Destekl g | Model Eksikligi | 2 66,67
ve Rol Aile 5
; 3 1,09 . Aile Desteginin Onemi 55 | 55 | 100 | 35,71
Modellerin Destegi
AZlig) Destek Eksikligi 1 33,33
Sektore Sektore Karsi Kotu Algilar 14 50
Toplam 275 100 Karsi 28 18,18
Algilar Ailenin Sektore Karsi Stpheli 14 50
Yaklagimi
Toplam 154 100
Tablo 3 incelendiginde, kadinlarin turizm

sektoériinde karsilastiklari sorunlar 5 tema 14 koda

Tablo 5 incelendiginde, aile faktérinin kariyer
lizerindeki etkisi 3 tema 5 koda ayrilarak analiz edilmistir.
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En ylksek agirliga sahip tema ailenin kariyere etkisi
(%46,10) olmustur. Ayrica ilgili tema igerisinde bulunan
sorumluluklar ve bakis agilari kariyeri etkilemez kodu
(%66,20) katihmcilar tarafindan Uzerinde daha ¢ok
durulan kod olmustur. Ayni zamanda sektére karsi algilar
temasi da (%18,18) diger temalara kiyasla en disik
agirhk oranina sahip tema olmustur. Tablo 6'da
katihmcilarin “Kadinlarin karsi karsiya kaldiklar sorunlari
siralayacak olsaniz sizce en 6nemli sorun ne olurdu?”
sorusuna vermis olduklari cevaplara iliskin igerik analizi
yer almaktadir.

Tablo 6. Duygusal ve psikolojik etkiler

yogunlagilan tema olmustur. Sirekli insan iligkileri
nedeniyle zorlanma kodu (%53,85) ise katiimcilar
tarafindan vurgulanmistir. Ayni zamanda motivasyon ve
memnuniyet durumu temasi (%7,84) diger temalara
kiyasla en dislik agirlik oranina sahip tema olmustur.
Tablo 7'de ise cinsiyet temelli esitlik algisina iliskin tema
ve kodlar yer almaktadir.

Tablo 7. Cinsiyet temelli esitlik algisi

fi o
b3
Tema Kod fi (99) % %
Kadin ve Erkek Calisanlar
Ayni Haklara Sahip 63 81,82
Esitlik Algisi 77 77,78
Kadin ve Erkek Galisanlar
14 18,18
Ayni Haklara Sahip Degil
Cinsiyetin Kadin Callsanl.ar Daha 13 59,09
Sagladig Avantajli
Avantajlar ve 22 22,22
Dezavantajlar Erkek Callsanl.ar Daha 9 40,91
Avantajli
Toplam 99 100

Tablo 7’ incelendiginde, cinsiyet temelli esitlik
algisi 2 tema ve 4 koda ayrilmistir. Esitlik algisi (%77,78)
en yiuksek agiriga sahip tema olurken, kadin ve erkek
calisanlar ayni haklara sahip kodu (%81,82) katilimcilar
tarafindan vurgulanmistir. Tablo 8'de “Sektorde kadin isi-
erkek isi ayriminin s6z konusu oldugunu dusliniiyor
musunuz?” sorusuna iliskin yapilan analiz sonuglar yer
almaktadir.

Tablo 8. Fiziksel giice uygun is tanimi

. i o o
Tema Kod fi (51) % %
Surekll.lnsan iligkileri 7 53,85
nedeniyle zorlanma
..Stres ve Is yuku Ye @u5terl 5 38,46
Tikenmislik memnuniyeti baskisi 13 25,49
Sendromu N
Yogun tempolu ¢alisma
sonucunda fiziksel ve 1 7,69
zihinsel yorgunluk
) Aile ve ig yiikiimluluklerini 10 83,33
Is-Yasam dengeleme
Dengesi | lerini 12 23,53
Zorluklar Ca |.§ma faat erinin ) 16,67
psikolojik baskisi
Toplumun kadinlara
yonelik galisma hayati 6 54,55
beklentileri
TI:)lpIuTsaI is yerinde toplumun kadin )
Bel enti erlve ¢alisanlara yonelik 3 1 27,27 L57
Rol Catismalari beklentileri
Aile tyelerinin ig
tercihlerine olumsuz bakisi 2 18,18
Terfi veya kariyer ilerleme
Gelecek belirsizligi 7 63,64
Korkusu ve is
Glivencesi Sektorin mevsimsel yapisi 1 21,57
Endisesi nedeniyle is giivencesi 4 36,36
sorunlari
Kariyer geligsimi
Motivasyon ve beklentisinin 3 75
Memnuniyet kargilanmamasi 4 7,84
Durumu Basarilarin yeterince takdir
. . 1 25
edilmemesi
Toplam 51 100

Yapilan analiz neticesinde duygusal ve psikolojik
etkiler 5 tema 12 koda ayrilmistir. Stres ve tikenmislik
sendromu (%25,49) katihmcilar tarafindan (zerinde

Tema Kod fi (:;2) % %
Fiziksel |A&Ir kaI.d!rm.a vse yuk tagima isleri 1 52,38
Vetenek ve i¢in cinsiyet ayrimi
Dayanll.dllln Erkek galisanlarin 6ncelikli olarak 21 38,89
Gerektiren fiziksel efor gerektiren islere
Gorevler & 3 10 47,62
atanmasi
Kadin g¢alisanlarin fiziksel isleri
Cinsiyet yapamama algisi 9 64,29
Te"fel"' Is 14 25,93
Dagilimi Erkek calisanlarin belirli
Algisi pozisyonlara daha uygun 5 35,71
gorilmesi
Milsteri Kadinlarin dee;;z::eissilerde tercih 3 72,73
Beklentileri
ve Imaj 11 20,37
Misteri memnuniyeti ve isletme
Yonetimi |3 yeuvelse 3 27,27
imaji agisindan pozisyon dagilimi
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Fiziksel luk gozetilerek
icin |1|nse uygu.n uk gozetilere 7 87,50
2 gorevlendirme yapilmasi
Verimliligi 3 14 81
ve Gorevin| - Garey taniminda ¢alisanlarin '
Uyumu fiziksel gliglerine uygun islere 1 12,50
yerlestirilmesi
Toplam 54 100

Fiziksel glice uygun is tanimi 4 tema 8 koda ayrilarak
analiz edilmistir. En yiksek agirliga sahip tema fiziksel
yetenek ve dayanikliik gerektiren goérevler (%38,89)
olurken, isin verimliligi ve gobrevin uyumu temasi
(%14,81) diger temalara kiyasla en dusiik agirlik oranina
sahip tema olarak tespit edilmistir. Tablo 9’da ise cinsiyet
temelli ayrimcilik ve farkhlklara iliskin analiz sonuglari yer
almaktadir.

Tablo 9. Cinsiyet temelli ayrimcilik ve farkhhklar

Tema Kod fi |=fi(290)] % 2%
Cinsiyet Ayrimciligi
112 1
Oldugunu Diisiinenler 50,9
Ayrimcihk
yAIg|5| Cinsiyet Ayrimciligi 220 75,86
Oldugunu 85 38,64
Dusinmeyenler
Pozitif Ayrimcilik 23 10,45
Erkek Calisanlarin Tercih
Cinsiyete Edilmesi 26 7429
Dayali 35 12,07
Tercihler | Kadin Callsgnlarfn Tercih 9 2571
Edilmesi
Departmanlara Gére 18 51,43
Ayrim
Kulttrel ve BS| I ve Kiiltiirel
Bolgesel olgeselve flliture 10 | 35 | 2857 | 12,07
Farkhliklar
Farkhhklarin
Etkisi [ o o
Isin YUrUtulmesi ve Basari| 7 20
Toplam 290 100

Son olarak Tablo 9 incelendiginde, cinsiyet temelli
ayrimcilik ve farkliliklar 3 tema ve 8 koda ayrilmistir. En
yiksek agirliga sahip tema ayrimcilik algisi (%75,86)
olarak ortaya konulmustur. Ayrica ilgili tema icerisinde
bulunan cinsiyet ayrimciligi oldugunu diisiinenler kodu
(%50,91) katihmcilar tarafindan vurgulanmistir. Ayni
zamanda cinsiyete dayali tercihler ve kiltirel ve bolgesel
farkliliklarin - etkisi temalan (%12,07) diger temalara
oranla daha dislik agirlik oranina sahiptir.

SONUC VE ONERILER
Arastirma  kapsaminda Kayseri ilinde turizm
sektoriinde istihdam edilen kadinlarin  kargilastig

sorunlar ve bu sorunlarin ¢dziimiine yonelik cesitli
Oneriler ele alinmaktadir. Calisma cergevesinde yapilan
gorusmeler, kadinlarin is yasaminda ilerlemelerine
ragmen, ailevi sorumluluklar ve is-yasam dengesi
konusunda ciddi zorluklar yasadiklarini ortaya koymustur.
Katihmcilar, 6zellikle kadinlarin ailevi sorumluluklarini is
hayatlariyla dengelemekte zorlandigini ve bu dengeyi
kurabilmek igin birgok seyden feragat etmeleri gerektigini
vurgulamiglardir. istihdama yénelik kamu politikalarinin,
kadinlarin isgliciine katilimini artirmaya yonelik daha
kapsamli  bir sekilde dilizenlenmesi gerektigi de
katilimcilar tarafindan belirtilmistir.

Turizm sektériinde kadinlarin  karsilastigi  taciz,
ayrimcilik ve cam tavan sendromu gibi sorunlar bu
arastirma kapsaminda da tespit edilmistir. Bu tir
sorunlar, kadinlarin kariyer gelisimlerini etkileyen énemli
engellere sebep olmaktadir. Diger taraftan sektordeki

cinsiyet temelli ayrimcihgin, kadinlarin  Ust dizey
pozisyonlara ulasmalarini zorlastirdigi ve istihdam
alanlarini  kisitladigr  gorlGlmdastir. Bununla  birlikte,

kadinlarin genellikle daha distk statili ve daha fazla
fiziksel ya da duygusal yik tasiyan pozisyonlarda istihdam
edildikleri ve bu durumun sektérdeki toplumsal cinsiyet
esitsizligini pekistirdigi sonucuna ulasiimistir.

Katihmcilar, kadinlarin daha fazla Ust dizey
pozisyonda yer alabilmesi icin esit kariyer firsatlarinin
saglanmasi gerektigini belirtmislerdir. Esnek ¢alisma
saatleri ve uzaktan c¢alisma gibi seceneklerin sektordeki
kadin calisanlar icin blyuk bir fark yaratabilecegi ifade
edilmistir. Ayrica, psikolojik destek ve stres yonetimi
egitimlerinin is yerinde yasanan baskilarin Ustesinden
gelme hususunda 6nemli bir arag olacagi dile getirilmistir.
Bu tdr destekler, kadinlarin is hayatindaki psikolojik
baskilari hafifletebilir ve is yerindeki verimliliklerini de
artirabilir.

Calisma, ayni zamanda cinsiyet esitsizliginin asilmasi
icin  sektorde  farkindalik  artirici programlarin
dizenlenmesi  gerektigini de ortaya koymustur.
Katihmcilar, kiiltirel ve bolgesel farkliliklarin, kadinlarin
isgiciindeki  yerini  sekillendiren 6nemli faktorler
oldugunu ifade etmislerdir. Bu durum, toplumsal yapinin
doéntsmesi gerektigini ve kadinlarin esit firsatlara sahip
olabilmesi icin daha kapsamli bir toplumsal dénisimin
gerekliligini gostermektedir. Ayrica, Kayseri ilindeki bazi
isletmelerin  kadinlara  yonelik  pozitif ayrimcilik
uyguladiklari ve gece mesailerinin ardindan kadin

Elegest Eleges, 5(1), 2025



Irk, N. & Sanlioglu, O. & Erdem, A.

® Turizm Sektoriinde kadin istihdami ve sorunlarinin tespitine yonelik

bir arastirma: Kayseri ili 6rnegi

¢alisanlar guvenle evlerine birakma gibi uygulamalarin
takdir topladigl gbzlemlenmistir.

Ailevi sorumluluklar, kadinlarin kariyer geligsimini
dogrudan etkileyen bir diger onemli faktor olarak 6ne
¢itkmistir. Katihmailar, ailevi sorumluluklarin is yasamini
zorlastirarak, kadinlarin esit firsatlar elde etmelerini
engelleyen bir faktér olusturdugunu belirtmislerdir. s
hayatinda esitlik algisinin zayif olmasi, cinsiyet temelli
ayrimciigin varligi ve kadinlarin kariyer gelisimlerinin
kisitlanmasi, kadinlarin sektordeki yerlerini
glclendirebilmeleri icin asilmasi gereken baslica engeller
arasinda yer almaktadir.

Ayrica galisma, alanyazin taramasinda yer verilen
Akin Acuner (2019), Mwashita vd. (2020), Eryilmaz
(2022) ve Perera vd. (2024)'nin galismalariyla tutarlilik

gostermektedir. Akin  Acuner (2019) c¢alismasinda
kadinlarin  kariyer gelisim slrecinde karsilastiklari
engelleri ortaya koymayr amaglamis ve toplumsal

rollerden kaynakli engeller, cinsiyet ayrimciigi ve rol
model eksikligi gibi sorunlarla karsilastiklarini ortaya
koymustur. Mwashita vd. (2020) vyaptiklari c¢alisma
sonucunda orglit yapisi, toplumsal normlar ve kurumsal
kiltarlerin kariyer gelisimini etkiledigini belirtmislerdir.
Eryilmaz (2022) ise galismasinda restoran isletmelerinde
kadin c¢alisanlarin karsilastiklari sorunlari ortaya koymayi
amaglamistir. Calisma sonucunda ise kadinlarin (cret
esitsizligi, cinsiyet ayrimcihig, ise alim slirecinde
karsilasilan engeller, fazla mesai, agir is yika, calisma
saatleri ile ilgili sorunlar oldugu sonucuna ulasmistir.
Yapilan bu arastirma ile tutarllik gosteren bir diger
calisma olan Perera vd. (2024)ya ait calismada ise
kadinlarin istihdam edilmesini engelleyen faktorlerin
sosyal engeller, ailevi sorumluluklar ve giivenlikle alakah
endiseler oldugu tespit edilmistir.

Sonug olarak, bu calisma, Kayseri ilindeki turizm
sektériinde kadinlarin karsilastiklari sorunlari ve bu
sorunlarin asilmasi icin Onerilen bazi ¢6zim vyollarini
ortaya koymustur. Katilimcilar, esnek calisma saatleri ve
psikolojik destek gibi uygulamalarin sektérdeki kadinlarin
esit firsatlar elde etmelerine katki saglayacagini
belirtmislerdir. Bu ¢6zim vyollari, sektérdeki pek c¢ok
sorunun ¢6zimuine dair 6nemli ipucglari sunmakta olup,
kadinlarin isglcindeki temsillerinin  artirlmasi  ve
toplumsal cinsiyet esitliginin saglanmasi agisindan glicli
bir déntsim potansiyeli tasimaktadir. Calismada cinsiyet
temelli ayrimcilik sorununa iliskin kadin calisanlara
yonelik egitim programlar olusturulup destekleyici
politikalar gelistirilerek is ve aile hayatinin dengelenmesi
Onerilmistir. Bu onerilerin yani sira mesai saatlerinde
yapilan dizenleme Onerisinin kadinlarin is

motivasyonunu artiracagl disunilmektedir. Ayrica
Kayseri'deki bazi isletmelerin uygulamaya koydugu
olumlu o&rnekler, sektordeki diger isletmelerde de
yayginlastinlmak suretiyle daha adil ve esit bir is ortami

yaratilmasina katki saglanmis olacaktir.
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Abstract

In this study, the role of information asymmetry and communication channels in the real estate market was
examined. The findings revealed that incomplete or misleading information during valuation processes fostered price
fluctuations and speculative activities. Both traditional intermediaries and digital platforms significantly influenced
investor confidence, increasing the risk of market instability. A literature review approach highlighted the potential of
open data policies, blockchain technology, and Al-powered valuation systems to reduce information asymmetry. The
conclusions emphasized the necessity of digitizing land registers, promoting independent appraisals and enhancing
financial literacy to strengthen market transparency.

Keywords: Real estate market, Information asymmetry, Communication channels

JEL Classification: D31, D47, D49.

Highlights
= The role of information asymmetry and communication channels in the real estate market was examined by
literature review.

= Incomplete or misleading information during valuation processes fostered price fluctuations and speculative
activities.

= |t emphasized the necessity of digitizing land registers, promoting independent appraisals and enhancing financial
literacy to strengthen market transparency.
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0z

Bu calismada gayrimenkul piyasasinda bilgi asimetrisi ve iletisim kanallarinin roli incelenmistir. Degerleme
sureclerinde eksik veya yaniltici bilgilendirmenin fiyat dalgalanmalarini ve spekilatif hareketleri tetikledigi
gorilmastir. Hem geleneksel aracilar hem de dijital platformlar Gzerinden aktarilan bilgilerin kalitesi, yatirimci
glvenini etkilemis ve piyasada istikrar riskini artirmistir. Calismada literatiir incelemesi yoéntemi kullanilarak agik veri
politikalar, blok zincir teknolojisi ve yapay zekad destekli degerleme sistemleri gibi yenilik¢i ¢ozimlerin bilgi
asimetrisini azaltma potansiyeli tartisiimistir. Elde edilen bulgular, tapu kayitlarinin dijitallesmesi, bagimsiz
degerlemenin yayginlastiriimasi ve finansal okuryazarligin artiriimasi gibi politika 6énerilerinin dnemini vurgulamistir.
Sonuc¢ olarak, dlzenleyici cergevelerin giiclendiriimesi ve teknolojik yeniliklerin denetlenerek uygulanmasi,
gayrimenkul piyasasinda seffafligi ve istikrar artiracak etkili stratejiler olarak degerlendirilmistir.

Anahtar Kelimeler: Gayrimenkul piyasasi, Bilgi asimetrisi, iletisim kanallari

JEL Siniflandirmasi: D31, D47, D49.

One Cikanlar

= Gayrimenkul piyasasinda bilgi asimetrisi ve iletisim kanallarinin roli literatir ¢alismasi ile incelenmistir.

= Degerleme sirecleri sirasinda eksik veya yaniltici bilgiler fiyat dalgalanmalarini ve spekilatif faaliyetleri tesvik
etmektedir.

= Piyasa seffafliginin giiclendirilmesi icin tapu kayitlarinin dijitallestiriimesi, bagimsiz degerlemelerin tesvik edilmesi
ve finansal okuryazarligin artiriimasinin gerekliligi vurgulanmistir.
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INTRODUCTION

The real estate market is characterized by a
structure that requires high capital investment,
involves long-term decision-making, and is directly
influenced by macroeconomic fluctuations. This
market structure makes the efficiency of
information flow between parties a critical factor.
Information asymmetries between buyers and
sellers can hinder the smooth functioning of market
mechanisms and create conditions for speculative
price  movements. From the perspective of
information economics, information flow in the real
estate market is regarded as one of the
fundamental components of the price formation
mechanism.

In this context, the relationship between
information asymmetry and market failures has
long been a subject of discussion in economic
literature. George Akerlof’'s (1970) seminal work,
The Market for Lemons, is recognized as one of the
most significant theoretical frameworks
demonstrating the adverse effects of information
asymmetry on markets. According to Akerlof’s
model, when information asymmetry exists
between buyers and sellers, low-quality assets tend
to dominate the market, leading to the withdrawal
of high-quality assets. In the real estate sector, this
phenomenon manifests itself in various ways:
sellers often possess more information about
properties than buyers, pricing mechanisms can be
driven by speculative movements, and buyers may
struggle to make optimal decisions due to a lack of
trust.

The effects of information asymmetry are not
limited to individual transactions but also have
direct implications for macroeconomic stability in
the real estate market. Speculative housing price
bubbles and excessive market valuations, as
witnessed during the 2008 Global Financial Crisis,
can become primary causes of large-scale economic
crises (Shiller, 2008). The root of such crises often
lies in deficiencies in market information flow and
transparency issues within the financial system.
Misinformation or lack of information in the real

estate market complicates rational decision-making
for both individual investors and institutional
actors, potentially leading to long-term economic
instability.

Traditionally, information flow in the real
estate market has been primarily facilitated by
intermediaries (real estate agents, consultants),
government institutions, banks, and land registry
systems. However, with the accelerating pace of
digitalization, a new generation of technologies—
collectively referred to as PropTech (Property
Technology)—has fundamentally transformed the
nature of information exchange. Big data analytics,
Al-powered real estate valuation systems, and
online listing platforms have accelerated market
information flow, making data previously accessible
only to professionals available to individual
investors as well. However, while this digital
transformation has enhanced access to information,
it has also introduced new risks, such as data

manipulation, misinformation, and information
pollution.
This study examines the fundamental

components of information economics in the real
estate market and evaluates the economic impact
of information flow among market participants.
First, the role of information asymmetry in market
failures will be analyzed within a theoretical
framework. Then, the effects of both traditional and
digital communication channels on market
transparency will be discussed. Finally, the potential
of open data policies to improve information flow in
the real estate sector will be explored, along with
recommendations for achieving a more efficient
market structure.

2. THEORETICAL FRAMEWORK

The economic effects of information flow in
the real estate market play a critical role not only in
ensuring the efficient functioning of the market but
also in fostering investor confidence, price stability,
and market liquidity. The unequal access to
information in this market leads to information
asymmetry between parties, thereby hindering the
optimal functioning of market mechanisms. The
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theory of information economics posits that in
cases where access to information is unequal, price
mechanisms fail to operate efficiently, which may
result in market failures (Stiglitz, 2000; Akerlof,
1970; Spence, 1973).

The effects of information asymmetry in the
real estate market are more pronounced compared
to other asset markets due to the inherent
characteristics of real estate transactions. Key
factors contributing to this issue include the high
value of immovable assets, the complexity of
pricing processes, and the varying levels of market
transparency. The fact that sellers possess more
information about a property than buyers
exacerbates issues such as adverse selection and
moral hazard, ultimately weakening market
efficiency. These information imbalances negatively
impact investor decisions, leading to price
fluctuations and liquidity risks.

In this context, within the framework of
information economics theory, this study examines
the implications of information asymmetry in the
real estate market, focusing on market failures,
transparency, and the impact of digitalization on
information flow.

2.1. INFORMATION
INFORMATION ASYMMETRY

ECONOMICS AND

Information economics is a field of study that
investigates how the unequal distribution of
information in markets shapes economic outcomes.
Information asymmetry is particularly critical in
markets where high-value assets are traded (Stiglitz,
1989). The real estate market stands out as one of
the sectors where asymmetric information is most
evident, directly influencing market efficiency due
to information disparities between buyers and
sellers.

In real estate transactions, sellers typically
have greater access to crucial information regarding
the physical condition of a property, its market
value, and future price expectations. In contrast,
buyers often have limited access to such
information, which disrupts the healthy functioning
of the market. Issues such as adverse selection and

moral hazard—both common forms of market
failures—are frequently observed in the real estate
sector (Akerlof, 1970; Stiglitz & Weiss, 1981).
Adverse selection occurs when the lack of adequate
information leads to a predominance of low-quality
properties in the market, while high-quality
properties are withdrawn from circulation (Akerlof,
1970). Additionally, moral hazard arises when
sellers conceal negative aspects of a property or
provide misleading information to buyers
(Holmstrom, 1979).

Such information imbalances contribute to
loss of trust in the real estate market and lead to
price instability, ultimately weakening market
efficiency. For instance, a study by Garmaise and
Moskowitz (2004) on the U.S. housing market found
that information asymmetry increases price
volatility and results in significant errors in property
valuations. Similarly, Gatzlaff and Haurin (1997)
emphasize that deficiencies in information flow
negatively affect market transparency, causing
buyers to make suboptimal decisions.

Addressing the market failures resulting from
information asymmetry is crucial for establishing
sound pricing mechanisms in the real estate market.
In this regard, strengthening transparency policies,
enhancing information flow through digitalization,
and developing independent valuation mechanisms
are among the key strategies that can contribute to
a healthier market operation (OECD, 2015; World
Bank, 2020).

2.2. THE |IMPACT OF
ASYMMETRY ON MARKET FAILURES

INFORMATION

Information asymmetry is a significant factor
that disrupts efficient price formation and creates
conditions for market failures. In the real estate
market, information imbalances between buyers
and sellers hinder the proper functioning of pricing
mechanisms and contribute to market instability.
This leads to increased instances of price bubbles,
speculative movements, and high transaction costs,
which are common characteristics of market
failures (Shiller, 2008; Leung, Chow & Han, 2008).
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The issue of information asymmetry,
frequently encountered in financial markets, allows
speculative investors to manipulate real estate
prices and create artificial price increases. Shiller
(2008) identified speculative price inflation caused
by information deficiencies as a key driver of the
2008 Global Financial Crisis. Misleading property
valuations, misinformation, and a lack of market
transparency distort price signals, detaching prices
from their fundamental economic value and
undermining investor confidence (Case & Shiller,
2003). Consequently, limited information flow in
markets negatively affects rational decision-making

processes and leads to long-term market
imbalances.
Beyond price instability, information

asymmetry also influences transaction processes. A
study by Gatzlaff and Haurin (1997) found that
information asymmetry increases transaction costs,
slows down buying and selling processes, and
reduces market liquidity. This presents risks for
both individual investors and institutional actors,
further weakening market efficiency. Rising
transaction costs place disadvantaged parties—
those with limited access to information—at a
further disadvantage, making decision-making
processes more costly and complex.

The economic consequences of information
asymmetry extend beyond market mechanisms to
broader economic welfare. An empirical study on
the Hong Kong housing market revealed that
deficiencies in information access led to suboptimal
buyer decisions, resulting in long-term economic
imbalances (Leung, Chow & Han, 2008). Similarly,
an OECD (2015) report highlighted that a lack of
transparency in real estate markets reduces
investor confidence and negatively impacts
economic growth.

To minimize the adverse effects of information
asymmetry in the real estate market, establishing
more transparent data-sharing mechanisms,
expanding digital information access, and
strengthening independent audit processes are
essential. Encouraging open data policies and

developing regulatory mechanisms that govern
information flow in real estate markets are crucial
steps toward preventing market failures (World
Bank, 2020).

2.3. TRANSPARENCY, OPEN DATA POLICIES,
AND INFORMATION FLOW

Ensuring effective information flow in markets
directly influences economic decision-making. In
the real estate market, increasing transparency and
implementing open data policies are seen as key
tools for reducing market failures caused by
information asymmetry (OECD, 2015). Transparent
data-sharing mechanisms enable market
participants to make informed decisions while
simultaneously fostering price stability (World Bank,
2020). Strengthening information access
mechanisms is necessary to establish trust in the
market and support rational decision-making
among investors.

Enhancing transparency in the real estate
market allows market participants to manage risks
more effectively, improves investor confidence, and
reduces valuation errors. Hess and Ong (2001)
found that data transparency has a direct positive
impact on investor confidence. Similarly, Geltner
and Fisher (2007) demonstrated that open data
policies in the U.S. commercial real estate market
improved the accuracy of property valuations and
reduced speculative price fluctuations. These
findings underscore the critical role of reliable and
accessible data sources in ensuring market stability.

Government-provided land registry data,
housing price indices, and investor reports are
essential data sources for addressing information
imbalances in the real estate sector (World Bank,
2020). Publicly available data facilitates more
rational investment decisions, enhancing market
predictability. For instance, the UK Land Registry's
digital property records have simplified access to
market information, reducing speculative
transactions (UK Land Registry, 2018). However,
open data policies do not always yield the expected
results. Henderson and loannides (1983) argued
that excessive information flow can lead to
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misinterpretation and encourage speculative
behavior. This suggests that open data initiatives
should not only focus on providing access but also
on supporting data analysis mechanisms.

2.4. DIGITALIZATION, BIG DATA, AND Al-
DRIVEN INFORMATION FLOW

Beyond traditional information flow
mechanisms, digitalization, big data analytics, and
Al-driven systems have become essential tools for
accelerating information access and enhancing
transparency in the real estate market. PropTech
(Property Technology), online listing platforms, and
automated valuation models (AVMs) have the
potential to reduce information asymmetries.
However, these technologies also introduce new
risks, such as data manipulation and biased
decision-making (Baum, 2017).

Big data technologies enable more accurate
and predictive real estate pricing based on historical
sales data, credit risk analysis, and market trends
(McAfee & Brynjolfsson, 2012). However, biased or
erroneous data analytics can mislead investment
decisions (Bu & Hu, 2020). Blockchain technology
also enhances data security in real estate
transactions by minimizing information asymmetry
(Davidson, De Filippi & Potts, 2018).

While digitalization and big data analytics have

the potential to improve real estate market
efficiency, risks related to data reliability,
algorithmic biases, and manipulative pricing

strategies highlight the need for independent audits
and regulatory oversight. Integrating robust data
verification mechanisms, promoting blockchain-
based land registries, and enhancing algorithmic
transparency can mitigate the risks of information
asymmetry and foster greater market stability
(World Bank, 2020).

3. INFORMATION FLOW AND
COMMUNICATION CHANNELS IN THE REAL ESTATE
MARKET

The flow of information in the real estate
market is of critical importance in reducing
information asymmetry among market actors and
ensuring the efficient functioning of the market.

Effective information transmission contributes to
the healthy operation of the market mechanism by
facilitating accurate price formation and enabling
investors to make rational decisions. However, due
to the inherent nature of the real estate market—
characterized by high transaction costs, long-term

investment structures, and limited access to
information—the flow of information among
market participants is significantly affected

(Garmaise & Moskowitz, 2004; Geltner & Fisher,
2007).

The information flow in the real estate market
can be categorized into two main types: traditional
and modern mechanisms. While traditional
information flow mechanisms have long dominated
the market, technological advancements and
digitalization have led to the emergence of new-
generation information transmission technologies,
significantly influencing market dynamics.

Accordingly, information flow in the real estate
market will be examined under the following two
main headings:

1. Traditional information flow mechanisms
(real estate agents, government institutions, land
registry records, etc.)

2. Digitalization and new-generation
information flow mechanisms (PropTech, Al-
supported systems, blockchain technology, etc.).

This section will provide a detailed analysis of
these information flow mechanisms and evaluate
their impact on market dynamics.

3.1. TRADITIONAL INFORMATION FLOW
MECHANISMS AND THEIR IMPACT ON THE REAL
ESTATE MARKET

The effectiveness of information flow in the
real estate market plays a crucial role in enabling
market actors to make informed decisions and
ensuring the healthy functioning of the market
mechanism. Traditional information flow
mechanisms have long served to mitigate
information asymmetries in the market; however,
they also present certain limitations and risks. In
this regard, real estate agents and consultants,
government institutions and land registry systems,
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and financial institutions emerge as the primary
actors shaping the flow of information in the
market.

Real estate agents and consultants play a
critical intermediary role in real estate transactions.
These actors facilitate price determination, property
promotion, and negotiations between buyers and
sellers, thereby enhancing market participants'
access to information. Levitt and Syverson (2008)
highlight the significant role of real estate
consultants in reducing information asymmetry,
though they also note that consultants may be
inclined to withhold information to serve their own
interests. A study by Yavas and Colwell (1999)
suggests that transactions conducted through real
estate agents can, in some cases, be more costly
than direct sales, negatively affecting market
efficiency. Conversely, Kadiyali, Prince, and Simon
(2014) emphasize that market intelligence provided
by intermediaries enables buyers to make more
informed decisions and enhances long-term
investment confidence. Thus, while real estate
agents and consultants play a pivotal role in
accelerating information flow and increasing market
transparency, they also introduce ethical and cost-
related risks.

Government institutions and land registry
systems constitute one of the most fundamental
pillars in ensuring reliable information flow in the
real estate market. Land registry records, zoning
plans, and housing policies enhance information
transparency in the market, assisting investors in
making well-informed decisions. According to the
World Bank (2020), the digitalization of land registry
systems in developed countries has contributed to
reducing information asymmetry and limiting
speculative activities. For example, the UK Land
Registry (2018) reports that the digitalization of
land records in the UK has enabled investors to
access more reliable data and reduced market
manipulations. However, in developing countries,
the lack of comprehensive land registry records or
the incomplete digitalization process deepens
information asymmetry and adversely affects
investors' long-term decision-making (Bertaud,

2018). The failure to update land records or the
presence of incomplete information can lead to
significant issues, particularly in terms of market
manipulations and legal disputes. Therefore,
strengthening government policies aimed at
increasing transparency in the real estate market,
improving the reliability of land records, and making
such information publicly accessible is of great
importance for market participants.

Financial institutions, particularly banks and
insurance companies, are considered crucial
sources of information flow in the real estate
market. Financial instruments such as mortgage
interest rates, risk assessments, and insurance
premiums play a decisive role in real estate
investments (Hendershott, Hendershott & Shilling,
2000). Credit reports, market analyses, and financial
evaluations provided by banks contribute to
investors' informed decision-making processes
while also helping to maintain market stability.
However, Allen and Gale (2000) argue that
deficiencies in information flow within financial
institutions can lead to speculative bubbles and
credit market crises. The 2008 Global Financial
Crisis, in particular, demonstrated how incomplete
or misleading information dissemination by
financial institutions could trigger widespread
economic turmoil (Shiller, 2008). Therefore, the
accuracy and transparency of market information
provided by banks and insurance companies are
essential for the sustainability of the real estate
market. Regulatory bodies should implement
policies to monitor and audit the information
supplied by financial institutions, thereby fostering
a more stable and reliable market environment.

In conclusion, traditional information flow
mechanisms have played a crucial role in mitigating
information asymmetry and facilitating informed
decision-making among market actors in the real
estate sector. While real estate agents and
consultants enhance access to market information,
they may also introduce risks associated with
information manipulation for personal gain.
Government institutions and land registry records
are vital for ensuring reliable information flow, yet
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shortcomings in digitalization processes can
exacerbate information asymmetry. Financial
institutions contribute to market transparency
through credit and mortgage data, but the
dissemination of incomplete or misleading
information poses the risk of financial crises. In this
context, enhancing the efficiency of traditional
information flow mechanisms requires
strengthening transparency policies, accelerating
digitalization efforts, and tightening financial
regulations. By ensuring a healthy flow of
information in the real estate market, investor
confidence can be strengthened, and market
stability can be preserved.

3.2. DIGITALIZATION AND NEXT-GENERATION
INFORMATION FLOW MECHANISMS

The flow of information in the real estate
market has undergone a fundamental
transformation with digitalization. Traditional
information flow mechanisms have been largely
replaced by digital platforms, big data analytics, Al-
supported valuation systems, and blockchain
technologies. These next-generation technologies
aim to accelerate market participants' access to
information, enabling more informed investment
decisions. However, alongside the opportunities
brought by digitalization, new risks such as data
manipulation, misinformation, and algorithmic
errors have also emerged.

In recent years, technological solutions known
as Property Technology (PropTech) have
contributed to improving the efficiency of
information flow in the real estate sector (Baum,
2017). PropTech applications play a significant role
in real estate valuation, market analysis, and the
development of investment strategies (Baum &
Dearsley, 2019). Notably, online listing platforms
such as Zillow, Redfin, and Realtor.com provide
extensive datasets on the market, supporting
investors in their decision-making processes.
However, concerns exist regarding the transparency
and accuracy of the algorithms used on these
platforms. Rosen (2018) suggests that the
algorithms of these platforms may be susceptible to
manipulation, potentially undermining market

transparency. Misleading price predictions and
speculative movements can destabilize the market
due to misinformation spread through digital
platforms.

Big data and Al-supported valuation systems
enhance the accuracy and predictability of
information flow in the real estate market (McAfee
& Brynjolfsson, 2012). Al-driven models analyze
vast datasets to forecast future housing price
trends, offering guidance to investors (Geltner,
2018). However, the accuracy and reliability of big
data analyses are directly dependent on the quality
of the datasets used. Bu & Hu (2020) warn that big
data analyses can generate erroneous predictions,
potentially misleading investors. A concrete
example of this risk occurred in 2021 when Zillow's
algorithmic valuation model produced inaccurate
predictions, leading to substantial financial losses
(Bloomberg, 2021). Therefore, Al-supported
systems must be reinforced with independent audit
mechanisms to mitigate potential misguidance.

Blockchain technology aims to enhance
information security in the real estate market by
ensuring transparency in land registry transactions
(Davidson, De Filippi & Potts, 2018). As a
decentralized database, blockchain systems prevent
the alteration and manipulation of land registry
records, thereby increasing market reliability. The
Turkish General Directorate of Land Registry and
Cadastre's initiatives to develop blockchain-based
projects represent a significant step toward
improving transparency in Turkey's real estate
market (TKGM, 2022). However, the applicability of
blockchain technology entails various challenges,
including infrastructure costs and regulatory
constraints (OECD, 2020). Nevertheless, in the long
term, the widespread adoption of blockchain-based
land registry systems could enhance market
transparency and reduce risks associated with
information asymmetry.

In  conclusion, digitalization and next-
generation information flow mechanisms have the
potential to accelerate access to information in the
real estate market, thereby increasing investor
confidence. PropTech applications, big data
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analytics, Al-supported systems, and blockchain
technologies stand out as critical tools for
improving information transparency. However,
concerns regarding the reliability, auditability, and
accuracy of these systems must be addressed. To
ensure the effective and trustworthy use of digital
technologies, independent audits should be
conducted on big data analyses, blockchain-based
land registry systems should be further developed,
algorithm-based valuation models should undergo
rigorous accuracy testing, and regulatory measures
should be implemented to prevent information
manipulation on digital platforms. Addressing these
factors collectively will help mitigate risks
associated with information asymmetry in the real
estate market, strengthening investor confidence
and market stability (World Bank, 2020).

4. MARKET FAILURES AND TRANSPARENCY
ISSUES

The real estate market can lead to various
market failures when information flow s
insufficient. This section examines the impact of
price bubbles, speculative movements, and
manipulative information flows caused by
information asymmetry. Additionally, ethical issues,
the risks associated with incomplete or misleading
information, and factors that disrupt market
stability in the real estate sector will be analyzed.

4.1. MARKET FAILURES CAUSED BY
INFORMATION ASYMMETRY IN THE REAL ESTATE
MARKET

Information asymmetry in the real estate
market is a fundamental problem that hinders the
optimal functioning of the market and leads to
market failures due to the imbalance of information
between buyers and sellers. The information
disparity among market actors disrupts the proper
functioning of the price mechanism and results in
misinformed investment decisions (Akerlof, 1970;
Stiglitz & Weiss, 1981). One of the most significant
consequences of information asymmetry is the
formation of price bubbles and the rise of
speculative movements in the housing market.
Excessive increases in housing prices often result

from poor investment decisions driven by a lack of
information (Shiller, 2008).

Price bubbles occur when market
participants deviate from rational expectations and
engage in transactions at excessively inflated prices
(Kindleberger, 1978; Shiller, 2005). The formation of
such bubbles is largely influenced by investors
acting on incomplete or misleading information and
the spread of manipulative news in the market
(Glaeser, Gyourko & Saiz, 2008). Speculative
investors, in particular, exploit the lack of
information to create misleading price signals,
detaching real estate valuations from fundamental
economic realities (Case & Shiller, 2003). This
phenomenon threatens market stability and sets
the stage for economic crises. Himmelberg, Mayer
& Sinai (2005) demonstrated that the excessive
price increases observed in the U.S. housing market
during the 2000s were inflated due to
misinformation and speculative actions,
emphasizing that this process was one of the
primary causes of the 2008 Global Financial Crisis.

Another critical consequence of information
asymmetry is the prevalence of deceptive
information dissemination in the real estate market,
leading to ethical concerns. The superior knowledge
that sellers possess about properties makes it
difficult for buyers to make informed decisions,
ultimately undermining market credibility (Yavas,
1994). Misleading  information  deliberately
disseminated by sellers or real estate agents can
cause buyers to form incorrect perceptions of a
property's actual value (Levitt & Syverson, 2008).
Research by Piskorski, Seru & Witkin (2021) reveals
that one of the key factors contributing to the
mortgage crisis in the U.S. was the dissemination of
incomplete or misleading information during the
loan approval processes. Misrepresentation and
misinformation, particularly in financial products,
hinder accurate risk assessments, adversely
affecting  both individual investors  and
macroeconomic stability.

Information manipulation in the real estate

sector extends beyond pricing processes and
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directly influences consumer perception. A study by
Seiler, Seiler & Lane (2012) indicates that even the
language used in real estate listings can manipulate
consumers, with certain marketing strategies
artificially inflating a property's perceived value.
Media and digital platforms play a crucial role in this
process. False or misleading information
disseminated via digital listing platforms,
automated valuation systems, and media outlets
can distort market dynamics and prevent investors
from making rational decisions (Rosen, 2018).
Huang & Qian (2021) examined the impact of media
on real estate prices, finding that in some countries,
media-driven narratives significantly shape investor
perceptions and fuel speculative investments.

To minimize market failures caused by
information asymmetry, transparency-enhancing
policies must be implemented, and open data-
sharing mechanisms should be strengthened.
According to reports by the World Bank (2020) and
OECD (2015), regularly updating and making land
registry records and housing price indices publicly
accessible are critical steps in reducing information
inequality in the market. However, ineffective
implementation of open data policies can
exacerbate market uncertainty, complicating long-
term investment decision-making (Bertaud, 2018).
Non-transparent market structures contribute to
price volatility and speculative movements,
negatively affecting overall market stability.

In conclusion, the effects of information
asymmetry in the real estate market span a broad
spectrum, from the formation of price bubbles to
the proliferation of manipulative information,
leading to significant market failures. Implementing
regulatory policies that enhance information flow
transparency is crucial to increasing investor
confidence and ensuring market stability. The
adoption of open data policies, ensuring
transparency in real estate listings, and
strengthening independent auditing mechanisms
are essential measures for reducing information
inequality and preventing market failures in the real
estate sector.

4.2. THE IMPACT OF LACK OF TRANSPARENCY
ON MARKET STABILITY

Transparency in markets is a critical factor for
healthy price formation and maintaining investor
confidence. A lack of transparency prevents market
participants from accessing accurate and complete
information, negatively affecting decision-making
processes and leading to long-term market
instability (Hess & Ong, 2001). In the real estate
market, restricted access to information and
insufficient market data transparency increase price
volatility and encourage speculative movements
(Gatzlaff & Haurin, 1997). In a non-transparent
market, investors are more likely to be misled,
contributing to systemic risks that threaten the
sustainability of the market.

One of the primary sources of transparency
deficiencies in the real estate market is the
inadequacy of open data policies. According to
reports by the OECD (2015) and the World Bank
(2020), making land registry records, housing price
indices, and market analyses publicly available can
mitigate the negative effects of information
asymmetry by enabling market participants to make
informed investment decisions. However, in many
countries, such data is either incomplete or
restricted to specific institutions and investors,
perpetuating market information inequalities
(Bertaud, 2018). The Transparency International
(2019) report highlights that in some countries, the
lack of public access to land registry records and the
insufficient detailing of market data make it difficult
for investors to make informed decisions, thereby
increasing market uncertainty.

Another major source of transparency
deficiencies in the real estate market is the
dissemination of misleading or incomplete

information through media and digital platforms.
While media plays a crucial role in shaping investor
perceptions, it can sometimes trigger speculative
movements through intentional or incomplete
information sharing (Rosen, 2018). A study by
Huang & Qian (2021) examines the impact of media
on real estate prices and finds that in some
countries, media-driven narratives directly influence
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investor  perceptions, increasing speculative
investments. Misinformation in the media can lead
investors to misinterpret market conditions, causing
housing prices to diverge from fundamental
economic realities.

Similarly, digital platforms and online listing
sites, despite their potential to enhance information
access in the real estate market, can also contribute
to market instability through inaccurate pricing and
manipulative data presentation (Davidoff, Gerardi &
Shapiro, 2017). In particular, the lack of
transparency in automated valuation algorithms
used by online listing platforms and their
susceptibility to manipulation disrupts market price
movements, making it more difficult for investors to
make rational decisions. McAfee & Brynjolfsson
(2012) emphasize that low levels of transparency in
data sharing on digital platforms can lead investors
to act on misleading information, exacerbating
market volatility.

To address these transparency-related issues,
market regulators, media organizations, and digital
platforms should be encouraged to share data more
transparently and reliably. Strengthening open data
policies, making market data publicly accessible,
and subjecting media organizations to stricter
regulations against misleading news publication are
key strategies for enhancing market transparency.
Additionally, supporting automated valuation
systems on digital platforms with independent audit
mechanisms and promoting investor education
programs can contribute to reducing information
asymmetry in the market.

In conclusion, a lack of transparency deepens
information asymmetry in the real estate market
and increases market instability. The inadequacy of
open data policies, the dissemination of incomplete
or manipulative information through media and
digital platforms, and investor misinformation
contribute to speculative movements and erode
confidence in the market. Therefore, improving
information flow transparency, strengthening
regulatory frameworks, and encouraging
responsible information sharing by media and

digital platforms are essential steps for ensuring a
more stable and reliable real estate market.

4.3. POLICIES TO REDUCE MARKET FAILURES

To minimize market failures caused by
information asymmetry and enhance investor
confidence in the real estate sector, several

strategies are proposed, including strengthening
regulatory frameworks, implementing open data
policies, developing independent valuation
mechanisms, and increasing financial literacy. These
policies can reduce information inequality among
market participants, ensure more efficient price
formation, and prevent speculative movements
(World Bank, 2020).

One of the most critical steps in preventing
market failures is strengthening regulatory
frameworks. Regulations developed by
governments and international organizations to
enhance transparency in the real estate market can
help reduce information inequalities and enable
investors to make more rational decisions (World
Bank, 2020). Specifically, digitizing land registry
records, centralizing property ownership data, and
making market information more accessible are
effective  policies for reducing information
asymmetry (OECD, 2015). Additionally, ensuring
that public institutions regularly publish market
data and provide investors with easy access to this
information is another key factor in improving
market transparency.

The implementation of open data policies can
help market participants make informed decisions,
reducing price fluctuations and speculative
movements. Studies by the OECD (2015) indicate
that the digitalization of land registry records and
the public disclosure of housing price indices
positively impact market stability. Open data
policies not only reduce information inequalities
among market actors but also help prevent
deceptive pricing strategies and manipulative
information dissemination. However, for open data
initiatives to be effective, data must be accurate,
up-to-date, and easily accessible. In this regard,
governments and independent regulatory bodies
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should develop more comprehensive oversight
mechanisms to ensure the reliability of market data.

Strengthening  independent real estate
valuation standards is another critical policy
recommendation to prevent market failures.
Ensuring transparency in property valuation
processes can prevent investors from making poor
decisions based on misleading information.
Research by Seiler, Seiler & Lane (2012) suggests
that even the language used in real estate listings
can influence investor decisions and, in some cases,
lead to an overestimation of property values.
Therefore, enforcing stricter oversight of real estate
advertisements, eliminating misleading statements,
and standardizing reports issued by independent
valuation organizations will contribute to a more
transparent market. Furthermore, reinforcing
independent valuation processes can help investors
make more informed decisions and reduce market
manipulation.

Increasing financial literacy is considered one
of the most fundamental strategies for preventing
market failures. Research by Hendershott & Shilling
(2000) demonstrates that investors' financial
literacy levels directly impact their ability to make
informed investment decisions and are a crucial
factor in maintaining market stability. To mitigate
the negative effects of information asymmetry,
efforts should be made to enhance financial literacy
among individual investors. Awareness programs
conducted by government institutions, universities,
and financial organizations can help investors
become more resilient against speculative
movements and manipulative information.

In conclusion, reducing market failures caused
by information asymmetry in the real estate market
requires stronger regulatory frameworks, the
implementation of open data policies, the
reinforcement of independent real estate valuation
standards, and improvements in financial literacy.
When implemented collectively, these policies will
enable investors to make more informed decisions,
strengthen market stability, and support long-term
economic sustainability.

5.CONCLUSION
RECOMMENDATIONS

AND POLICY

This study has comprehensively examined the
fundamental components of information economics
in the real estate market, analyzing the effects of
information asymmetry on market failures, the role
of traditional and digital information flow
mechanisms, and the economic risks posed by a
lack of transparency. Given that the real estate
sector requires significant capital and involves long-
term investments, it emerges as a critical domain in
terms of information flow efficiency and
transparency. In this context, market information
inequality complicates investors' rational decision-
making processes, leading to price fluctuations,
speculative movements, and market instability
(Stiglitz, 2000; Glaeser & Gyourko, 2018).

The key findings of this study indicate that the
most significant consequences of information
asymmetry in the real estate market include price
bubbles, market manipulations, an increase in
speculative investments, and a decline in investor
confidence (Akerlof, 1970; Shiller, 2008). Notably,
incomplete or misleading information has been
shown to drive irrational price movements in the
market, contributing to economic instability. These
findings are in line with the results of Geltner and
Fisher (2007), who emphasized that a lack of
reliable valuation mechanisms can amplify
speculative movements, and support the arguments
of Garmaise and Moskowitz (2004), who found that
information asymmetry increases market volatility.
The lack of transparency and inadequacy of open
data policies complicate investors' decision-making
processes, increasing market uncertainties and
making long-term investments riskier (World Bank,
2020).

Compared with prior studies in the literature,
this study complements the findings of Leung,
Chow, and Han (2008), who highlighted the adverse
effects of limited information access in the Hong
Kong housing market. However, this study differs
from their empirical approach by focusing on a
theoretical and policy-oriented analysis and offering
a comparative evaluation of both traditional and
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digital communication channels. Moreover, while
earlier research such as that of Rosen (2018) has
highlighted manipulation risks in digital valuation
algorithms, this study expands the discussion by
including blockchain technology as a potential
solution, thus contributing a broader and more
integrated policy perspective to the literature.

Therefore, several policy recommendations
have been developed to prevent market failures
and improve information flow. The proposed
policies focus on reducing information asymmetry,
implementing open data policies to enhance
transparency, establishing independent valuation
mechanisms, and promoting investor awareness.
First, real estate valuation and pricing processes
must be made independent and transparent.
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0z

Ulkeler bir yandan siyaset, ekonomi, giivenlik gibi kiiltir unsurlariyla baskin bir aktére déniismek diger yandan da
dinya ile bitunleserek kiresel nimetlerden yararlanmak istemektedirler. Diaspora bu anlamda dlkelerin
yeteneklerini uluslararasi alanda sergileyebilecekleri 6nemli araglardan biri olarak ortaya ¢ikmaktadir. Savas, kitlik,
surgilin, glivenlik gibi sebeplerden 6tilrl toplu ya da bireysel go¢ etmis insanlarin anavatanlarina aidiyet duygulari,
ulusal menfaatlerin korunmasi ve kiresel refahin paylasiimasi agisindan belirleyici olmaktadir. Cesitli nedenlerle
Turkiye disinda yerlesik bir yasam siren Turklerin diaspora ozellikleri hakkinda yapilmis c¢esitli ¢alismalar
bulunmaktadir. Bu ¢alismada 1960’h yillar itibari ile Turkiye’den Avrupa’ya go¢ eden Tirk diasporasinin literatir
taramasi ve Tirk diasporasi kavrami ile ilgili Web of Science Veri Tabaninda bulunan eserlerin VOSviewer araciligi ile
bibliyometrik analizi yapilmistir. Web of Science Veri Tabanindan hareketle 1995-2025 yillari arasindaki dénemde
370 calismaya rastlanmis, en ¢ok g¢alisma 2022 yilinda yapilmis olup, 51 adet calisma yer almistir. Turkiye, Ulke
siralamasinda birinci ve atif siralamasinda dordiincii sirada yer alirken, kurumsal siralamada Bilkent Universitesi
yedinci sirada yer almistir.

Anahtar Kelimeler: Diaspora, Tirk Diasporasi, Gog, Bibliyometrik Analiz.

JEL Siniflandirmasi: D72, J10, J61.
One Cikanlar
= Turk diasporasi kavrami ile ilgili literatir taramasina yer verilmistir. Web of Science veri tabaninda bulunan

cahismalarin VOSviewer araciligi ile bibliyometrik analizi yapilmistir.

= Diaspora (lkelerin yeteneklerini uluslararasi alanda sergileyebilecekleri 6nemli araglardan birisidir. Cesitli
nedenlerle Tirkiye disinda yerlesik yasam siiren Tirklerin diaspora o6zellikleri hakkinda yapilmis calismalar
mevcuttur.

= Turkiye, Glke siralamasinda birinci ve atif siralamasinda dérdiinci sirada yer alirken, kurumsal siralamada Bilkent
Universitesi yedinci sirada yer almistir.
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Abstract

Countries want to become dominant actors with elements such as politics, economy, security and culture, on the
one hand, and integrate with the world and benefit from global blessings. In this sense, diaspora emerges as one of
the important tools through which countries can showcase their talents in the international arena. The sense of
belonging of people who have migrated collectively or individually due to reasons such as war, famine, exile and
security to their homeland is decisive in terms of protecting national interests and sharing global welfare. There are
various studies on the diaspora characteristics of Turks who live a settled life outside of Turkey for various reasons.
In this study, a literature review of the Turkish diaspora who migrated from Turkey to Europe as of the 1960s and a
bibliometric analysis of the works in the Web of Science Database related to the concept of Turkish diaspora were
conducted via VOSviewer. Based on the Web of Science Database, 370 studies were found in the period between
1995-2025, the most studies were conducted in 2022, and 51 studies were included. While Turkey ranked first in the
country ranking and fourth in the citation ranking, Bilkent University ranked seventh in the institutional ranking.

Keywords: Diaspora, Turkish Diaspora, Migration, Bibliometric Analysis

JEL Classification: D72, J10, J61.

Highlights
= A literature review on the concept of Turkish diaspora has been included. Bibliometric analysis of the studies in
the Web of Science database has been conducted via VOSviewer.

= Diaspora is one of the important tools through which countries can showcase their talents in the international
arena. There are studies on the diaspora characteristics of Turks who live outside of Turkey for various reasons.

= While Turkey ranks first in the country ranking and fourth in the citation ranking, Bilkent University ranks seventh
in the institutional ranking.
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Giris

Tarihin basindan itibaren insanlarin toplu ya
da bireysel olarak bir gé¢ hareketi icerisinde oldugu
bilinmektedir. Bu hareketlilik her zaman icin dogal
bir tetikleyici ile baslamamistir, Sanayi Devrimi ile
ekonomik, siyasi ve sosyal sebepler gociin baslica
tetikleyici unsurlar sayilmaktadir ve sirekli gelisen
diinyada ulasim ve iletisim araglarinin daha yaygin
kullanilmasi ile birlikte insanlar daha iyi bir hayat
yasama, slirdlirme amach yapilan goglerde artiglar
yasanmistir. Yasanan bolgeler arasi, kitalar arasi
hareketlilik, go¢ eden birey veya topluluklarin anlam
ve deger dinyasi, klltir, ekonomi, siyasi vb. birgok
faktérde degisim ve donlsim yasanmasina sebep
olmaktadir (Ekici & Tuncel, 2016 s5.13).

Diaspora kelimesi ylzyillar itibariyle farkli
anlamlarda kullanilmistir. Bu agidan klasik Antik¢ag,
Ortagag ve Ronesans, 19’uncu ve 20’inci ylzyillar ve
de 1980’den giinimize kadar olan dénem olmak
Gzere cogunlukla kabul gormiis dort donemden
bahsedilebilir (Cohen, 1997 s.s. 118-119; Aktaran:
Helly, 2006 5.17).

Diaspora kavrami ilk olarak Yahudi
toplulugunun Babil’den surglinii Uzerine
kullanilmaya baslanmis (Yaldiz, 2013 s.290)
dolayisiyla  kavram  zorunlu, trajik sebepler

dogrultusunda anavatanlarindan baska bir tlkeye
goc etmis topluluklar icin kullanilirken sirekli
gelisen ve degisen dinyada diaspora kelimesinin
tanimi da degiserek cesitli sebeplerle, ekonomik,
dini, savas, kitlik vb. gé¢ eden, (lkesi ile gonil bagini
koparmamis gécmenler ve onlarin yabanci llkede
diinyaya gelen cocuklari igin de kullanilmaktadir
(Yaldiz, 2014 5.387).

1960’ yillarda Avrupa da ortaya ¢ikan is
glcl acigl sebebiyle Tirkiye ve Federal Almanya
arasinda imzalanan isci alimi anlasmasi neticesinde
goc eden Tirkler akla gelen ilk Turk diasporasini
olusturmaktadir (Diizenli, 2022 s.32) isci ve gdgmen
olarak siniflandirilan bu topluluk 2000°’li wyillar
itibariyle Tirk diasporasi olarak nitelendiriimeye
baslanmistir (Diizenli, F. s. 36, 2022; Hopyar,Z.,
Topal, F., Tauscher. S., 2022 5.52).

ve Turk
taramalar

Bu calismada
diasporasi

diaspora
literatir

go¢,
kavramlarinin

gerceklestirilecek daha sonra Tirk diasporasi
kavraminin bibliyometrik analizi yapilacaktir. Bu
¢alisma ile Tirk diasporasi kavrami (zerine
temellenen c¢alismalarin  Ulkeler, (niversiteler,
yazarlar, atif sayilari, yazilan yayinlarin alanlari gibi
konularin bibliyometrik analizi yapilarak ilgili konu
hakkinda ¢alisan veya galismayi diistinen kisilere bir
kilavuz olmasi amaglanmaktadir.

1. KAVRAMSAL CERCEVE

Diaspora klasik anlamda kaynak ulkeden
hedef Ulkeye trajik bir sebeple goc ettirilmek
maksadiyla kullaniimakta olsa dahi ginimizde
bircok sebepten otiri gog etmis lakin ana vatanina
bagl olan gdo¢menleri de kapsamaktadir. Diaspora
temelinde bir go¢ hareketidir. Lakin her goc¢
diaspora olarak tanimlanamamaktadir (Ugar, 2021
5.297; Cakabey, 2023 s.5). Diaspora topluluklarini
daha iyi tasnif edebilmek amaciyla bu boélimde goc,
diaspora ve Tirk diasporasi ile ilgili alan yazin
taramasi gergeklestirilmistir.

1.1.Gé¢

Go6¢ kavrami  insanligin  yaratilisindan
itibaren var olan bir kavramdir (Aykan, 2021 s.1).
Go¢ kavrami  Tiark Dil  Kurumu soézlGglinde
‘ekonomik, toplumsal, siyasi sebeplerle bireylerin
veya topluluklarin bir Glkeden baska bir Glkeye, bir
yerlesim yerinden baska bir yerlesim yerine gitme
isi; tasinma, hicret, muhaceret’ olarak
tanimlanmaktadir. Turkyilmaz (1998 s.2) Gog
kavramini bir birey veya grubun yasadigi yeri ailevi,
dini, ekonomik, siyasi veya savas vb. sebeplerle
ikamet ettikleri yeri kalici veya bir sireligine fiziki
mekan degisikligi olarak tanimlamaktadir. Gog, iki
sekilde gerceklesmektedir bunlar ic ve dis goc olarak
adlandiriimaktadir. ic goé¢ ayni (lke sinirlan
icerisinde  bir bolgeden farkli bir bolgeye
gerceklesirken, dis gog ise bir Ulkeden baska bir
Ulkeye yer degistirme hareketi olarak
tanimlanmaktadir (Tataru,2019 s.14).

Go¢ kavrami Uzerine yazilan ilk agiklayici
calisma 1885 yilinda Ernst Georg Ravenstein’in “The
Laws of Migration (Go¢ Kanunlar))” isimli
calismasidir. Ravenstein, gé¢ kavramini bircok farkh
faktor tarafindan ortaya geldigini bu faktorlerin gog
icin kanun oldugunu soylemistir. Bu kanunlar
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soyledir (Grigg, 1977 5.41-45);
1. Gégmenler, kisa menzile (short range) sahiptir.

2. Gocmenler, hedef lokasyona birden fazla durak
ile ulasirlar.

3. Uzun mesafeye goc¢ edenler, ekonomi ve lretim
merkezlerine go¢ etme egilimindedirler.

4. GoO¢ hareketleri
hareketine sahiptir.

her zaman aksine bir gog

5. Kentliler, kirsal kesime gore daha az vyer
degistirme egilimindedir.

6. Erkekler kadinlara gore daha c¢ok vyer
degistirmelerine ragmen kadinlar daha go¢ etme
egilimine sahiptir.

7. Gog eden insanlar genellikle yetiskin bireyler
olup, ailelerin go¢ etme egilimi disliktir.

8. Kentler, aldiklan
blylmektedirler.

goc ile daha ¢ok

9. Gogmenler, hedef lokasyonlarin sanayi alanlarini
ve ulasim aglarini gelistirir.

10. Gog hareketinin bliylk bir kismi, kirdan kentedir.

11. Gogiin ana nedeni ekonomiktir (Ozdemir, 2008
s.16-17).

Everett Lee’nin GO¢ Kuramina gore GO¢
eden birey ve toplumlar igin farkl itme ve ¢cekme
faktorler mevcuttur. Goge karar verme ve goc
surecinde etkili olan faktorleri:

a) Gog edilen dlke ile ilgili faktorler

b) Gog edilecek olan lke ile ilgili faktorler

c) Gog slrecinde karsilasilan engeller,

d) Kisisel faktorler olarak dort gruba ayiriimistir.

Bu faktorler kisiden kisiye degismektedir
(Lee, 1966 s.50). itici faktorler, yasanilan dlkenin
olumsuz taraflari olarak nitelendirilebilir; 6rnegin
issizlik, kot iklim kosullari ve savas. Cekici faktorler
ise gbc etmek istenen Ulkenin kisiye sagladig

olumlu ozellikler ve firsatlar olarak
degerlendirilebilir 6rnek olarak dini ve siyasi
Ozglrluk, is firsatlari, mevcut yasam kalitesini

arttirmak (Lee,1966; Tataru,2019 s.14). GO¢ bir yer

degistirme durumu olmasi sebebiyle sosyal,
kiltlrel, psikolojik, ekonomik vb. sonugclari
olabilmektedir (Turkyilmaz, 1998 s.2; Saglam, 2006
s.34; Tamer, 2020 s.2809; Akgiin Ayaydin & Yilmaz
Arslan, 2024 s5.221).

Mobilitesi yoninden iki farkl gog tiriinden
bahsedilebilir. Bunlar mobilitenin ulke iginden tlke
disina veya Ulke disindan Ulke igine olmasi ile
gerceklesen dis gog ve llke topraklari icinde kirdan
kente, kentten kira, kirdan kira, kentten kente
olmasi ile gerceklesen i¢ goOgtir. Go¢ tim
toplumlarda karsimiza g¢ikan bir kavramdir ve sirekli
farkli  boyutlarda yasanmaktadir. Fakat baz
lokasyonlarda daha sik ve biylk gogler sonucu
yogun bir kentlesmeden s6z edebilirken baz
lokasyonlarda daha yavas bir siire¢ yasandigi igin
yogun kentlesmeden s6éz edilemez (Saglam, 2006
s.35).

1.2. Diaspora

Diaspora kavrami, M.O. 800’li yillarda
Yunanca bir kelime olan ‘dia’” ve ‘sperio’
kelimelerinin birlesimi olarak dagilma, sacilma
anlamina gelmektedir. Diaspora kavramini Antik
Yunanlilar Anadolu’da ve Akdeniz’de bulunan
somirgelerini tanimlamak icin kullanmistir (Sahin &
Merig, 2020 s.401, Kose, 2021 s.66). Diaspora
kavraminin Tirk Dil Kurumu s6zliginde, herhangi
bir ulusun veya inanca sahip topluluklarin ana
yurtlari disarisinda azinlik olarak yasadiklar yerler
ve herhangi bir ulusun yurdundan ayrilmis bolimi
olarak tanimlanmaktadir. Uluslararasi Gog¢ Orgiitii
(2011) ise diasporayi ait oldugu vatanindan ayrilmis
ancak sosyal baglarini slrdlren, etnik ve ulusal
toplum Gyeleri olarak tanimlamaktadir.

Safran (1991) ise diasporayi: “bir topluluk
olarak gérmekte ve “yerinden edilmis ve ulus
6tesinde varhgini siirdiiren, ekonomik, sosyal ve
politik baglar1 devlet sinirlarini  asan gd¢men
topluluklari” olarak tanimlamaktadir. Bir toplulugun
diaspora olarak tanimlanabilmesi icin birkag 6zellige
sahip olmasi gerektigini belirtmistir. Bu oOzellikler;
ortak anavatan ve tarihe sahip cikilmasi goc edilen
Ulkede kendi kiltirlerine ve dini degerlerine sahip
cikilmasi, goc¢ edilmek zorunda kalan anavatanin
bagimsiz givenlik ve varlikli kosullarina erismesi
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durumunda ana vatana donecekleri inanci, gog
edilen Ulkede ayr bir topluluk olmak istemelerine
ragmen topluma uyum saglanmasi (Cakabey, 2023
s.4). Cohen ise Safran’in bu tanimlamasi lizerinde
¢alisarak ‘Etnik milliyet bilinci’ ve kisinin anavatan
doénmek veya diasporada kalmak arasinda bir secim
yapilabilmesi tGzerinde ¢alismistir. Cohen’den aktaran
Hidiroglu'na (2011) gore ise bir topluluga diaspora
tanimi yapilabilmesi icin bazi 6zelliklere sahip olmasi
gerekmektedir. Bu ozellikler (Hidiroglu, 2011 s.14-
15);

“Cogu  zaman  travmatik  bir  sekilde
anavatanindan iki ya da daha fazla yabanci
bolgeye dagilmis olma,

Alternatif olarak, is arama ya da daha ileri
kolonyal hirslar pesinde anavatandan disariya
yaylima,

Bolgesini, tarihini ve basarilarini iceren ortak bir
anavatan bilinci ve miti,

Varsayilan atalara ait anavatanin idealizasyonu
ve onun surdirilmesi, yenilenmesi, glivenligi ve
refahi, hatta yaratilmasi icin ortak sorumluluk,

Kolektif onay kazanmis bir geri donis
hareketinin gerceklestirilmesi,
Uzun bir zamana dayanan, ayirt edicilik

duygusunu, yaygin bir tarihi ve ortak kader
inancini temel alan glicli bir etnik grup bilinci,

Ev sahibi toplumlar ile sorunlu bir iliski, kabul
gormeyecek olmanin distnilmesi ya da grubun
basina gelebilecek baska bir felaket,

Farkh Ulkelerdeki ayni etnik grup dGyeleri ile
empati ve dayanisma hissi,

Cogulculuk  toleransina sahip ev sahibi
Ulkelerdeki hayati zenginlestiren farkh bir
yaraticinin mmkanlaga.”

Ayrica Cohen diasporalari bes baslik
icerisinde aciklanmaktadir. Cohen’in
siniflandirmasina goére diasporalar;

“a) Trajedi diasporasi-Kurban Diasporasi, Klasik
diasporanin tanimi ile ortismektedir. Gog
motivasyonu olarak soykirma ugramak,
surglin edilmek belirleyici unsurdur, ornek
olarak Yahudiler, Afrikalilar verilebilir,

b) Kolonyal diaspora, ana yurtlarindan ayrilma
motivasyonu hedef ilkenin, kaynak Glkenin bir

somirgesi haline getirmek maksadiyla gog
etmis olan gruplar,

c) Is diasporas, ticaret veya is gibi firsatlar ile
goc eden topluluklardir, 6rnek olarak, Hintliler,
Cinliler ve Turkler verilebilir,

d) Kdaltirel diaspora, Cohen’e gobre her
diasporanin anavatani ile kiltirel bir aidiyet
beslemesi gerekmektedir. Dolayisiyla her
diaspora bir kiiltirel diasporadir,

e) Emek diasporasi, anayurtlarindan ayrilma
motivasyonu  olarak isglici  nakli ile
gerceklesen goglerdir. Cin, Japon, Hint ve
1960’ yillar da Avrupa gergeklesen Tirk
iscilerin gogleri ornek olarak
verilebilmektedir.”

Diaspora kavramini iki béliimde incelemek
mimkindir bunlar klasik ve modern diasporalardir
(Ulusoy, 2015 s5.209). Diaspora kavrami Yahudiler ile
bagdastiriimaktadir ve bilinen ilk diaspora toplulugu
olarak kabul edilmislerdir (Ugar, 2021 s.296;Selmi,
2024 s.222) dolayisiyla klasik diaspora tanimi
icerisinde yer almaktadir. Klasik diaspora zorunlu,
dini veya trajik bir sebepten otiirli gerceklesen gog
hareketidir (Ataseven, 2024 s.43) ve klasik
diasporalar genellikle gb¢ edilen Ulkedeki toplumla
karismamaya dikkat edip hiyerarsik, merkeziyetgi ve
kapali kalmaya 0Ozen gosterirler (Ulusoy, 2015
s5.218). Klasik diaspora 6rnegi olan Yahudilerin Babil
siirgiinii ile diinyaya yayilmasi (Oriicli, 2018 5.209)
ile Tevrat'ta gecen dagilma ve sirgin ile ilgili
ayetlerle o6rnek verilebili;, “..ama bu uyariyi
dinlemezseniz, gururunuz yiiziinden aglayacagim
gizlice. Gézyaslarim sel gibi akacak. Ciinkii RAB’bin
siriisi sirgtine gonderilecek- Yeremya 13/17, ...¢col
riizgarinin savurdugu saman ¢épli gibi dagitacagim
sizi — Yeremya 13/24, Rab sizi ve basiniza
atayacadiniz krali sizin de atalariniz da bilmedigi bir
ulusa siirecek. Orada adactan, tastan yapilmis
baska ilahlara tapacaksiniz —Yasanin Tekrari 28/36,
Rab sizi diinyanin bir ucundan ébiir ucuna, biitiin
halklar arasina daditacak. Yasanin Tekrari 28/64”
(Hidiroglu, 2011 s.10). Modern diasporalari ise
goécmen, misafir isci, siginmaci, milteci vb.
sebeplerle anavatanlarindan uzakta yasamak
durumunda kalan topluluklarin tanimlamak igin
kullanilmaktadir. Modern diasporalarda sembolik
baglarla korunan diasporik biling s6z konusudur ve
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klasik diasporalardan farkli olarak goc¢ edilen
Ulkelerde diyaloga ve gelisime aciktir (Ulusoy, 2015
5.219).

Diaspora kavrami ilk olarak zorunlu, trajik
sebepler dogrultusunda anavatanlarindan baska bir
Ulkeye gog etmis topluluklar igin kullanilirken stirekli
gelisen ve degisen diinyada diaspora kavraminin
tanimi da degiserek cesitli sebeplerle, ekonomik,
dini, savas, kitlik vb. gb¢ eden, Ulkesi ile gonil bagini
koparmamis gocmenler icin de kullaniimaktadir
(Yaldiz, 2014; Madakbas Gilener, 2022 s.6).
Uluslararasi Gég Orgiitii) ne goére Diinya lizerinde iki
ylz yetmis iki milyon go¢men bulunmaktadir (IOM
Tirkiye 2020) ve bu etnik gruplar kendilerini
diaspora olarak tanimladiklari ve tanimlandiklarini
belirtmektedir. Diaspora topluluklari gog ettikleri
Ulkeler ve kendi ana vatanlarina ¢ok ciddi katkilar
saglayabilmektedir. Ev sahibi llkelerin ekonomisine,
siyasetine, tarimina, sanatina ve sporuna biylk
oranda katkilar saglamaktadirlar (Ciki, 2020 s.24).
Kendi ana vatanlarina ise, bulunduklari ulkelerde
calisarak elde ettikleri gelirin bir kismini (genellikle
aile destegi, egitim, saglk) anavatanlarina transfer
ederek bir giin ana vatandan gayrimenkul, kiguk
isletmeler ve sanayi sektoriindeki yatirimlari ile
ekonomiye katki saglamaktadirlar. Bulunduklar
Ulkelerde teknoloji trendleri ve bilgi birikimlerini
aktararak yerel ekonominin gelismesine ve
uluslararasi rekabet glcilnin artmasina olanak
saglamakta bir diger 6nemli katkisi da bulunduklar
Ulkelerde ydrittikleri lobicilik faaliyetleriyle (lke
siyasetinin glindemini etkilenmektedirler (Pinarbasi,
2024 s.54-55). Bu katkilara 6rnek olarak; Hint
Diasporasi, goc ettikleri Ulkelerde elde ettikleri
kazanglarin bir kisimlarn Ulkelerinde yatirimlar
yapmak, vb. sebepler ile 2018 yilinda Hindistan
yetmis dokuz milyar dolar ile dinyanin en ¢ok
havale olan ilkesi konumuna gelmistir (Unli, 2021
s.95).

1.3.Tiirk Diasporasi

Tiark Diasporasindan bahsedilirken akla
gelen ilk gbc seyahati 1960’li yillarda c¢alismak
amaciyla Avrupa’ya giden Turk iscilerdir. Tark
vatandaslarinin AB Uyesi Ulkeler ile olan go¢ hareketi
1956 yilinda Kiel Universitesi, Alman endustrisinin

Tirkiye'deki yatirimlarini desteklemek amaciyla,
Almanya'da egitim goren orta 6gretim mezunu
Turklerin ustabasi olarak istihdam edilmesi 6nerisini
getirmistir. Bu 6neri sonucunda, 1957 yilinda on iki
Tirk isci ve aileleriyle birlikte Hamburg'a giderek ilk
Tirk iscilerinin  Almanya'ya goglu baslamistir
(Kiligaslan, 2006 s.45). Ekim 1961'de Turkiye ve
Federal Almanya arasinda isci alimi anlasmasi
imzalanmis, Avrupa’da artan is gicli agigl ile 1961
yiinda Almanya, 1964 vyilinda Avusturya-Belgika-
Hollanda, 1965 yilinda Fransa ile yapilan is glci
anlasmalari gerceklesmistir (Dartan, 2012 s.155)
Yurtdisina vyerlesen Tirkler aile birlesimleri ve
diizensiz gogler ile sayilara giderek artmistir. is giici
anlasmalariyla Avrupa’ya giden Tirk isciler ve
ailelerinin egitim dizeyleri genel itibariyle orta
ogretim seviyelerinde oldugu, anavatan ile iletisim
ve ulasim seceneklerinin az olmasi sebebiyle,
iletisimleri kisith kalmistir. Tark isciler yurtdisinda
kazandiklari  paranin  bir  kismini  Tirkiye’'de
gayrimenkul, findik bahgesi gibi yatirimlar yaparak
degerlendirmekteydi. Bu durum (ilkeye doéviz girisini
arttirmis 1964 yilinda Tirkiye'ye gonderilen doviz
miktari yirmi bir milyon civarina ulasmistir (Acar,
2023 5.50-52).

Gegen vyillar igerisinde isci statlsU ile gog
eden  Turklerin  ikamet ettikleri  Ulkelerde
vatandasliklarini almaya, egitim seviyesinin artmasi
ile siyasal, ekonomik ve kultlrel alanlarda topluma
katilmaktadirlar. Covid 19 siireci icerisinde
gelistirdikleri asiyla Ozlem Tiireci ve Ugur Sahin,
Avrupa’da ilk yapay kalp naklini gerceklestiren
Doktor Dilek Girsoy saglik alaninda, Kéln Senfoni
Orkestrasi sefi besteci ve piyanist Betin Glines sanat
alaninda, futbolcu Mesut Ozil ve Cenk Tosun spor
alaninda o6rnek verilebilmektedir. Ayrica siyasi
alanda da etkinligini stirdiiren Tlirk diasporasi Sabah
gazetesi (05.05.2024) haberine gore Avrupa
genelinde 2.427 Tirk kokenli siyasetci bulunmaktadir
ve bu kisiler, hiikiimet diizeyinde 2 bakan ve 2 devlet
sekreteri, Avrupa parlamentosunda 7 kisi, ulusal ve
federal diizeyde 69 kisi, eyalet ve bolgesel diizeyde
102 kisi, belediye meclislerinde ise 2.245 Tirk
kokenli Giye gorev yapmaktadir.

Yurtdisinda yasayan Turklerin kimlik ve
kiltiriniG  ana  dilini muhafaza  etmesini
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anavatanlarina olan aidiyet duygularinin
gliclendirilmesini ve ikamet ettikleri Ulkelerdeki
ekonomik, sosyal, kiltirel ve hukuki konumlarinin
takip edilmesi ve korunmasi amaciyla 6 Nisan 2010
tarihinde  Yurtdisi  Tirkler  Birligi  Baskanhg
kurulmustur. Yurtdisi Turkler Birligi'nin ilgi alanina
soydas ve akraba topluluklari ile Turkiye'de yiksek
O0grenim goren uluslararasi 6grencilerde girmektedir
(YTB, 2025).

2. YONTEM

Bir bilim dalyla ilgili yayin yapilan
galismalarin durumunu, yonelimini ve gelisimini
ortaya koyan c¢alismalara bibliyometrik analiz
denilmektedir. Bibliyometrik ¢alismalarinin ge¢misi
1900’li yillara dayanmaktadir. ilk olarak 1917
yiinda Cole ve Eales 1550-1860 vyillari arasini

kapsayan karsilastirmali anatomi tarihi ile ilgill.

yayimlanmis c¢alismalarin  gelisimini  biyometri

analiz ile ortaya koymuslardir. Bibliyometrik kavrami”
ise 1969 yilinda Alan Pritchert tarafindan ortay3-.

atilmistir  (Zeren&Kaya, 2020 s.38). Bibliometrilg1

analiz kavrami mevcut literatiirde yayinlanmis kitap, '
dergi, makalelerin yazar sayilari, hangi tarihte ve-
belirlg

yayin bilgisi gibi
olarak analiz edilmesidir

dergide vyayinlandigl,
ozelliklerinin niceliksel

(Aslanci,2022 s.4). Bibliometrik analiz ile yap|Iar7'
arastirmalar ilgili bilim dalinin nitelik ve nicelilg,
acisindan gelisimini ve durumunu degerlendirmekte9

onemli rol oynamaktadir.

Calismanin bu bolimde yapilan
bibliyometrik analizinin amaci ve ilgili konuya iliskin
elde edilmek istenen bulgularin neler oldugu
belirtilerek bulgular agiklanmustir.

2.1. Veri Analizi

Bu calismada yapilan arama sonucunda
Web of Science veri tabaninda Tirk Diasporasi
alaninda yayinlanan calismalarin bibliyometrik ve
icerik analizi, alan ile ilgili trendlerin belirlenmesi ve
ilgili konunun alan yazinindaki gincel durumunu
Ozetlemesi bakimindan onemli goérinmektedir.
Ayrica ¢alismanin Tark diasporasi alaninda yapilacak
olan c¢alismalara 1sik tutma potansiyeline sahip
olmasi agisindan énemli oldugu distnilmektedir.

ilk olarak arastirma sorusu belirlenmistir:
Turk Diasporasinin literatiirdeki durumu nedir? Bu

arastirmada, bibliyometrik analizleri
gerceklestirmek ve elde edilen sonuglar
gorsellestirebilmek amaciyla VOSwiever programi
kullanilmistir.  ilk  olarak  arastirma  sorusu
belirlenmistir:  Tirk Diasporasinin literatiirdeki
durumu nedir?

Arastirma sorusunun yanitlanabilmesi igin
Web of Science (izerinden 22.02.2025 tarihinde
‘turkish diaspora’ veya ‘TURKISH DIASPORA’ anahtar
sozclikleri ile Web of Science gelismis arama
seceneginde ‘tim alanlar’ ve tim tarihlerde
yayinlanan yayinlari kapsayacak sekilde bir arama
yaptimistir. Yapilan arama sonucunda 370 adet
veriye ulasim saglanmistir. Bibliyometrik analiz
kapsaminda Tiark diasporasi ile ilgili asagidaki
icerikler incelenmistir:

Yayinlarin tirleri,
Yayinlandiklari yillar,
Yayinlarin llkelere gére atif sayilari,
Yayinlarin kurumlara gore dagihmi,
Yayinlarin kurumlar itibari ile atiflar,
Yayinlarin ortak yazarlari,
Yayinlarin yazarlari itibari ile atiflar,
Yayinlanan metinlerin bibliyografik eslesmesi,
Yayinlanan galismalarin konularina iliskin veriler,
Yayinlanan galismalarin yazar anahtar kelimeleri,
Calismalarin yazarlarinin ortak atiflari.
2.2. Bulgular

Arastirma sorusunun cevaplanmasi amaciyla
yukarida siralanan icerikler incelenmis olup, elde
edilen veriler dogrultusunda tablolar, grafikler ve
sekiller hazirlanarak gorsel araglarla
degerlendirmelerde bulunulmustur. Asagida her bir
icerige yonelik gorsel aracglar ve degerlendirmeler
verilmistir.

2.2.1.Yayinlanan yayinlarin tiirleri

incelenen yayinlarin tirleri itibari ile WOS
veri tabaninda yapilan tarama sonucunda 320
makale, 42 kitap bolimi, 18 bildiri, 16 kitap
incelemesi, 3 kitap, 3 inceleme makalesi, 1
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dizeltme, 7 erken erisim, 14 editéryal malzeme
bulundugu tespit edilmistir. Yayinlanan calismalar
arasinda makaleler (322) ve kitaplarda bdlimler
(42) en ¢ok yer almistir.

2.2.2.Yayinlandiklar yillar

incelenen yayinlarin yayinlandiklari tarihleri
itibari ile vyayinlarin dagilimlari  Grafik 1’de
belirtilmistir.

Grafik 1. Yayinlarin yillara gore dagilimi
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1995 - 2025 yillan arasinda toplam 370 adet
calismaya ulasiimis olup, s6z konusu konu ile ilgili
calismalarin 2009 yih itibariyle arttigr 2022 yilinda
ise zirveye ulastigi gorilmektedir. ilgili alandaki ilk
calismanin 1995 vyilinda Mandel, R. tarafindan

yayinlanan ‘Second-generation noncitizens: Children
of the Turkish migrant diaspora in Germany’ oldugu
gorilmektedir. Ozellikle 2012 yilina kadar tek haneli
olan, c¢alisma sayilari bu tarihten sonra ikiye
katlanmustir.

2.2.3.Yayinlarin lilkelere gore dagilimi

“Turkish diaspora” anahtar kelimesi ile yayin
yapan 24 adet llke tespit edilmis. 94 yayin ile en
¢ok yayini yapan (lke Turkiye olup, Turkiye'yi 57
yayin sayisi ile ingiltere takip etmektedir. Amerika
Birlesik Devletleri 47 yayin saisi ile liglincli sirada yer
almaktadir.

Grafik 2. Yayinlarin tlkelere gére dagilimi
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gorselleri Grafik 2'de ve Sekil 1'de gosterilmektedir.
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Sekil 1. Yayinlarin Ulkelere gore dagilimi
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Sekil 1’de konu 6zelinde bakildiginda en ¢ok
yayin yapan (lkelerin sirasiyla Tirkiye, ingiltere,
Amerika Birlesik Devletleri ve Almanya olarak
siralandigi gorilmektedir.

2.2.4.Yayinlarin iilkelere gore atif sayisi

Calismalarin kaynak Glkelerine gore aldiklari
atiflarin gorsel haritasini olusturmak Uzere bir Glke

us

soutigafrica

-

tarafindan en az 1 ¢alisma yayinlanmasi ve 1 atif
alinmasi kriteri dogrultusunda aralarinda iliski
bulunan 26 goézlem birimi (zerinden analiz
yaptmistir. 7 kiime, 113 baglanti ve 319 toplam
baglanti glici tespit edilmistir. En fazla atif alan
Ulkeler ABD (530 atif), Almanya (505 atif) ve
ingiltere (492 atif) ve Turkiye (481 atif) olmustur.
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Sekil 2. Yayinlarin {lkelere gore atif sayisi
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2.2.5.Yayinlarin kurumlara gére dagilimi

Kurumlar arasi gerceklesen atiflara dair
gorsel harita olusturmak Gzere bir kurum tarafindan
en az 1 calisma yayinlanmasi ve 1 atif alinmasi
kriteri dogrultusunda aralarinda iliski bulunan 94
gozlem birimi Uzerinden analiz yapilmistir. Oxford
University (9 eser), Amsterdam University (8 eser),
Antwerp University (8) eserle temsil edilmektedir.

En fazla atif alan yayinlarin yayinlanan kurumlari ise
Tel Aviv University (189 atif), NYU (178 atif) ve
Albert Einstein Coll Med (172 atif), Chaim Sheba
Med Ctr (172 atif) olmustur. Toplamda 15 kiime,
295 baglanti ve toplam baglanti gilicii 385 olarak
tespit edilmistir.
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Sekil 3. Yayinlarinin Gniversitelere gore dagilhimi

king faisal c%es & islamic

univ @werp

karlstagd L*V'
uni@ford

heidelberg univ. %

univ teronto

istanbul bilgi univ

¥ W istanbul 28 mayis univ

deakin Univ="- !
ww univ

galatasaray univ koc upiw

glasgow caledonian univ

ankara univ

‘n VOSviewer

2.2.6.Yayinlarin ortak yazarlari

VOSwiever Uzeriden yapilan ortak yazarlik
analizine gore, en fazla baglantisi bulunan ve is
birligi yapan yazarlari tespit etmek lizere en az 1
yayin ve en az 1 atif kriteri belirlenerek gorsel
haritasi olusturulmustur. Aralarinda en ylksek
baglanti bulunan isimler arasinda yapilan analize
gore bir kime, birlesen 20 isim ve toplam 190
baglanti gorilmektedir. Kimedeki en baglantili 20

univ bristol

radboud univ nijmegen

univutraeht

univ a@erdam

antalya Bllim univ m g
Ik

arizona state univ

yazarin her birinin toplamda 19 birim baglantisi
bulunmaktadir. En ¢ok atif alan yazarlarin (172 atifi
bulunan yazarlar; Gil Atzmon, Edward Burns, Eitan
Friedman, Li Hao, Bernice Morrow, Carole Oddoux,
Harry Ostrer, Pier Francesco Palamara, Itsik Pe’er,
Alexander Pearlman ve Christopher Velez) en
baglantili yazarlar olmadigi ayrica gérilmektedir. En
cok calisma Ureten yazarlar da en baglantil yazarlar
arasinda goriinmemektedir (Ayca Arkilig 12 eser,
Leen D’haenens 7 eser ve Kevin Smets 7 eser).
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Sekil 4. Yayinlarinin ortak yazarlari
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2.2.7.Yayinlarin yazarlarinin atiflan

Atif aglarini tespit etmek icin en az 1 calisma
ve en az 1 atif kriteri ile yazar atif analizine dair
gorsel haritasi ¢ikarilmistir. Birbiriyle iliskili oldugu
gorilen 84 birim {izerinden vyapilan analizde
toplamda 12 kiime, 230 baglanti ve toplam baglanti
glici 358 olarak tespit edilmistir. En fazla atif alan
yazarlar 172 atifi bulunan yazarlar; Gil Atzmon,
Edward Burns, Eitan Friedman, Li Hao, Bernice
Morrow, Carole Oddoux, Harry Ostrer, Pier
Francesco Palamara, Itsik Pe’er, Alexander
Pearlman ve Christopher Velez, Ahmet Erdi Oztiirk
157 atif, Bahar Baser 133 atif seklindedir.
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2.2.8.Yayinlanan metinlerin bibliyografik
eslesmesi

Farkh iki calismadan ayni c¢alismaya atif
yapilmasi bibliyografik eslesme olarak
tanimlanmaktadir (Zan,2019 s.505), birbirinden
bagimsiz iki kaynak tarafindan alintilanmis ortak bir

esere atif yapilmasi durumunu ifade eder. En az 1
atif almis olmak kriteri ile segilen ve aralarinda
baglanti bulunan 199 birim eser ile yapilan analize
gore 11 kime, 1961 baglanti ve 3498 toplam
baglanti glici elde edilmistir. En fazla bibliyografik
eslesme olan yayinlar 172 alinti ile Atzmon(2010),
133 alinti ile Auer(2005), 126 alinti ile Bhatia(2008)
ve 85 alinti ile Dagkas(2006) olmustur.

Sekil 6. Yayinlarin bibliyografik eslesmesi

jugef(2013)

o @ UySUE2017)

hr‘Mm?j

bracien(2022)

adak{g018)

#. VOSviewer

2.2.9.Yayinlanan c¢alismalarin konularina
iliskin veriler

Yapilan analiz Web of Science veri tabani
lizerinde bahse konu anahtar kelimeler aratilarak
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elde edilen veri paketi izerinde gerceklesmistir. Veri
paketi tamamen taranmis ve bibliyometrik analiz
sonucu elde edilmistir.
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Tablo 3. Yayinlanan g¢alismalarin konularina iligkin
veriler

Alan Analizi

60
50
40

30

1 ‘lll

10

0 ||IIIIII|IIII|I|||

Area Studies
Political Science
Demography
Communication
Sodal Sciences..!
Geography
Anthropology
Language
Linguistics
Economics
Environmental..
Sodal Issues
Asian Studies
Management
Psychology Social =

Yapilan analiz sonucunda area studies 56
calisma, ethnic studies 56 ¢alisma, political science
47 calisma, sociology 44 calisma demography 43
calisma, history 39 calisma, communication 28
calisma, international relations 26 c¢alisma, social
sciences Inderdisciplinary 26 c¢alisma, religion 22
calisma, geography 17 c¢alisma, humanities
multidisciplinary 17 c¢alisma, anthropology 10
calisma, hospitality leisure sport tourism 10 calisma,
language linguistics 9 calisma, cultural studies 8
¢alisma, linguistics 8 calisma, education educational
research 7 calisma, economics 6 c¢alisma, art 4

calisma, environmental studies 4 ¢alisma, literatire
4 calisma, social i1ssues 4 calisma, archaeology 3
calisma, asian studies, Folklore, Management,
Psychology Multidisciplinary, Psychology Social
alanlarinin her biri ile ilgili 3 ¢alisma; Business, Film
Radio Television, History Of Social Sciences,, History
Philosophy Of Science, Information Science Library
Science, Literature German Dutch Scandinavian,
Regional Urban Planning, Theater, Women S Studies
alanlarinin her biri ile ilgili 2 ¢alisma ve  ¢alisma
konular Gzerine olmak lzere (bazi ¢calismalar birden
fazla disipline ayni anda dahil olduklari igin)
toplamda 370 ¢alisma yapilmistir.

2.2.10.Yayinlarin yazar anahtar kelimeleri

Turkish Diaspora ile ilgili yayinlarda en sik
kullanilan anahtar sézciiklere bakildiginda 96 tekrar
ile diaspora 66 tekrar ile Turkey (Turkiye) 27 tekrar
ile migration (gog), 26 tekrar ile turkish diaspora
(Trk diasporasi) ve 21 tekrar ile transnationalism
(ulusotesilik) 15 tekrar ile identity (kimlik) ifadeleri
basi ¢cekmektedir. Toplam baglanti glici, en glglu
ifadeler diaspora, Turkey ve migration olmustur. En
az 1 defa gorilen ve aralarinda iliski bulunan 889
godzlem birimi ile yapilan analiz neticesinde toplam
64 kiime, 3588 baglanti ve 3839 toplam baglanti
glcl tespit edilmistir.
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Sekil 7. Yayinlarin yazar anahtar kelimeleri
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Tablo 4. Yayinlarinin anahtar kelimeleri 2.2.11.Yayinlarin yazarlarinin ortak atiflari
Anahtar Kelime Sayi Bir g¢alismada farkh iki c¢alismaya atif
Diaspora 96 yapllmasina ortak atif denilmektedir (Zan,2019
Turkey 66 s.504). Atf sayist minimum 10 segilerek 102 birim
Migration 27 Uzerinden yapilan analize gbre toplamda 4 kiime,
Turkish Diaspora 26 2918 baglanti ve 17841 toplam baglanti glicl tespit
Transnationalism 21 edilmistir.
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Sekil 8. Yayinlarin yazarlarinin ortak atif analizi
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En fazla ortak atif yapilan yazarlar Baser, B 65
atif, Kaya, A 61 atif, Arkilig, A 54 atif, Adamson, F.B 49
atif olarak tespit edilmistir.

SONUC VE ONERILER

Cok kdltarla glnimiz dlnyasinda, c¢ok
sayida dilin, dinin, mensubiyetin kok saldigi, genis
bir cografyaya serpilmis bir kaltGrin Tarkiye
ornegindeki bakiyesi, sUphesizdir ki bu unsurlara
hakim ve barisik Ozellikleri sayesinde, zenginligine
deger katabilecektir. Diaspora, bulundugu ilkeyle
aidiyet duygusu besledigi llke ya da toplumlar

arasinda kaynastirict  bir bag oldugu sirece
insanhgin  degerler yelpazesi icinde ©6nem
kazanacaktir. Bati Ulkelerinde bulunan Tirk
toplumlari diaspora 6zelliklerini farkh olgllerde

yansitmaktadirlar. Giniumdz itibariyle Tirkiye'nin
siyasi ve iktisadi iliskilerinin blytk bolim{ Avrupa
Ulkeleriyle gerceklesmektedir. Dolayisiyla Avrupa
Ulkelerinde olusan Tiirk diasporasi hakkinda yapilan
calismalar, ulusal menfaatlerin korunmasi ve dis
diinya ile kenetlenme siirecinde Tirkiye’'nin hareket
kabiliyetini ortaya koymasi bakimindan énem arz

_A.Mwbu

3 iavsf% -pow a
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ulugeam

kiriscigkemal

gilroygpaul
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etmektedir. Bu amagcla, 1960l vyillar itibariyle
Tirkiye’den Avrupa’ya go¢ eden Tirk diasporasinin
literatlir taramasi ve Tiirk diasporasi kavrami ile ilgili
Web of Science veri tabaninda bulunan eserlerin
VOSwiever araciligl ile bibliyometrik analizi, bu
c¢alismanin konusu olmustur.

Web of Science veri tabaninda 370
calismaya rastlanmis olup, yillara goére dagiliminda
1995-2025 vyillari arasinda en ¢ok 2022 yilinda 51
calisma vyapildigi tespit edilmistir. Ayni  veri
Uzerinden vyapilan c¢alismalarin dlkelere goére
dagihminda ise 94 calisma ile Tirkiye birinci sirada
yer alirken 57 calisma ile ingiltere ikinci sirada ve 47
calisma ile ABD {igiincii sirada yer almistir. Ulkelere
gore atif sayilar incelendiginde ise 530 atif ile ABD
birinci sirada, Tirkiye ise 481 atif ile dordinci
sirada yer almistir. Kurumlara gore dagiliminda ise
Oxford Universitesi 9 calisma ile birinci sirada yer
alirken Bilkent Universitesi 5 calisma ile yedinci
sirada yer almistir.

Web of Science veri tabaninda bulunan Tirk
Diasporasi ile ilgili yayimlanan calismalarin toplam
atif sayist 2560 olup Tirk arastirmacilar, Turk
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diasporasi lizerine en ¢ok c¢alismayl yapmis
olmalarina ragmen en ¢ok atif alan ¢alismalara sahip
olmamiglardir. En ¢ok atifa sahip olan yazarlar 172
atif ile Gil Atzmon, Edward Burns, Eitan Friedman,
Lee Hao, Bernice Morrow, Carole Oddoux, Harry
Ostrer, Pier Francesco Palamara, Itsik Pe’er,
Alexander Pearlman ve Christopher Velez'dir. Tiirk
yazarlar s6z konusu oldugunda ise en ¢ok atifi, 157
atif ile Ahmet Erdi Oztiirk’iin ve 133 atif ile Bahar
Baser’in aldigi tespit edilmistir.

Tirk Diasporasi kapsaminda Web of Science
veri tabanindan elde edilen veri lzerinden ulasilan
arastirmalar konusuna goére 56 c¢alisma ile alan
arastirmasi, 56 c¢alisma etnik arastirmalar, 47
¢alisma ile siyaset bilimi olmak tzere olusturuldugu
tespit edilmistir. Ayni veri de anahtar kelimeleri ise
96 tekrar ile diaspora, 66 tekrar ile “Tirkiye”
(Turkey), 27 tekrar ile “gd¢” (migration) oldugu
tespit edilmistir.

Bu arastirma Tirk Diasporasinin uluslar
arasl yazinda konumunu tespit agisindan énem arz
etmektedir. Yapilan tespitler bundan sonra bu
alanda vyapilacak calismalara ve calisanlara yon
verebilecek olmasi  bakimindan stk tutucu
mabhiyettedir. Calisma, sadece Web of Science veri
tabani Gizerinde yapilmis olup, bu durum c¢alismanin
kisithligini - olusturmaktadir. Bu ¢alisma ayni
zamanda, diger veri tabanlari lGzerinde de arastirma
yapilarak daha kapsamli bir calisma
Uretilebileceginin imkan dahilinde oldugunu ortaya
koymustur. Gelecekte yapilacak calismalarin bu
¢alismanin kisitlari haricinde de yapilmasi 6nerilir.
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