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ABSTRACT

The impact of digitalization on public health has brought about a comprehensive transformation, not only in terms
of technological infrastructure but also through the emergence of new communication strategies and public
intervention models. This study employs a hybrid methodology that combines exploratory analysis with a
systematic literature review, adhering to the PRISMA 2020 guidelines, to examine the effects of digital social
marketing strategies on community health. The aim is to evaluate the transformative potential of digital social
marketing in public health while also identifying the structural, ethical, and psychosocial limitations these
strategies encounter. Within this scope, 258 original research articles published between 2020 and 2025 in the
Web of Science and DergiPark databases were selected based on specific inclusion criteria and analyzed using
thematic analysis. The exploratory component of the methodology seeks to identify knowledge gaps and
understand current research orientations in the field, whereas the systematic review ensures methodological
transparency and replicability. Findings reveal that digital social marketing contributes positively to public health
through data-driven targeting, personalized content, Al-supported optimization, two-way communication, and
measurability. Tools such as mobile applications, social media platforms, and chatbot systems have had a
positive impact on campaign awareness, participation levels, and message effectiveness. However, digital
inequality, algorithmic bias, misinformation, privacy concerns, and the psychological burdens induced by digital
media constrain the inclusiveness and overall success of these strategies. Furthermore, distinct differences have
been observed between the thematic priorities and methodological approaches in the national and international
literature. While studies from Turkiye predominantly focus on public health education and the accuracy of
information, international research emphasizes more innovative themes, such as personalized communication,
cultural adaptation, Al-based interventions, and sustainability. This study offers concrete recommendations for
making digital social marketing strategies more sustainable, data-driven, inclusive, and equitable, serving as a
guide for designing more effective digital interventions in public health.
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Introduction

Research topic and scope

Social marketing has become an integral component of public health improvement efforts,
positioning itself as a strategic tool for enhancing the effectiveness of public health policies.
Rooted in the adaptation of commercial marketing techniques to generate social benefit, this
approach aims to transform health-related behaviors among individuals and communities.
Social marketing strategies have been employed effectively across various domains, including
smoking cessation, obesity prevention, vaccination promotion, and environmental health
awareness enhancement (S. Hasan et al., 2024; Kebelek & Yildirm, 2021). Drawing on disciplines

Corresponding Author: nurguld@gazi.edu.tr © 2024 0DU SOBIAD


https://orcid.org/0000-0003-0927-1643

1851 ODUSOBIAD

such as communication sciences, psychology, and behavioral economics, these strategies
operate within a multidimensional framework that systematically analyzes the values,
perceptions, and behavioral patterns of target audiences.

The four core elements of the marketing mix—product, price, place, and promotion—are being
reconfigured through digital tools to better align with the objectives of health-related behavior
change (Casais, 2023; Darville et al,, 2021). For example, in a vaccination campaign, the
“product” may be conceptualized as the opportunity for disease prevention. At the same time
“price” can be reframed not in terms of financial cost, but as the mitigation of perceived risks.
Across the broad spectrum from chronic disease prevention to the control of infectious
diseases, social marketing campaigns have played a pivotal role. Campaigns focused on issues
such as HIV/AIDS, tobacco use, immunization, and environmental health have demonstrated
the capacity to drive not only individual but also societal-level behavioral change. This
transformation has deepened in the wake of rapid digitalization. The accelerated development
of digital technologies has rendered social marketing campaigns more interactive, dynamic, and
data-driven. Social marketing strategies, which are limited to traditional media channels, can
reach large audiences more quickly and effectively with digital tools such as social media,
mobile applications, artificial intelligence (Al), and big data analytics (Anderson et al., 2023;
Athey et al., 2023; Bélanger-Gravel et al., 2021).

Digital platforms not only facilitate the dissemination of information but also enable bidirectional
communication and real-time user feedback, allowing for the continuous refinement of
campaigns. The digital vaccination campaigns conducted during the pandemic serve as
tangible exemplars of the public health impact of this transformation (Abouk et al., 2024; Yousuf
etal, 2021). Additionally, SMS-based interventions have become critical tools for disseminating
essential information about health screenings and vaccination programs, particularly in low-
income settings. Mobile health applications support health behavior change by tracking users’
actions and delivering personalized notifications. Al-powered algorithms now generate tailored
campaign content based on individuals’ behavioral histories, while chatbot systems address
information gaps through direct interaction. Digitalization thus amplifies the scale and impact
of social marketing, offering an expanded reach at a reduced cost. However, this expansion has
also introduced a set of challenges. Digital inequalities (Subramanian & Weare, 2022; Kasstan
et al, 2023), information disorder and infodemics (Lim et al., 2022; Montagni et al., 2022,
Sarikaya, 2025; Subramanian & Weare, 2022), algorithmic bias and the propagation of
disinformation (Elrayah et al., 2024; H. J. M. Kim & Chakraborty, 2024), data privacy concerns
(Chand et al,, 2023; Ibrahim et al., 2025), and the psychosocial burden of digitalization on
individuals (De Benedictis & Mendes, 2024; J. Wang & Sundar, 2022) all serve to constrain the
positive impact of digital social marketing on public health and exacerbate inter-group
disparities. The opportunities and limitations engendered by this transformation are addressed
from diverse perspectives within the literature. Accordingly, both national and international
literature reveal notable differences in content and thematic priorities regarding digital social
marketing.

The national literature based on DergiPark, for instance, tends to examine social marketing
initiatives within the frameworks of health communication or public health education
(Kumbasar, 2021; Yesilyurt, 2021), with comparatively limited attention to themes such as Al-
driven personalization, algorithmic optimization, or behavioral targeting (Bayin Donar, 2020;
Vardarlier & Oztiirk, 2020). Nonetheless, in the Turkish context, thematic foci such as content
analysis of public service announcements (Baykal & Kutlu, 2025), the use of social media
strategies to combat vaccine hesitancy (Baykal & Kutlu, 2025; Yilmaz & Sezgin, 2023), and the
impact of news verification awareness on health attitudes are increasingly gaining prominence.
In the international literature, however, the evolving nature of digital social marketing is
addressed from a highly multidimensional perspective, with salient themes including data
analytics, personalized communication, cultural customization, Al-supported behavioral
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interventions, algorithmic inequities, combating disinformation, and sustainable campaign
design (Abouk et al., 2024; Argyris et al., 2023; Gantenbein et al., 2024; Molina et al., 2025; Niemi
et al., 2025; Olsacher et al.,, 2023; Ziabina et al., 2024). Empirical studies increasingly report the
development of messages tailored to the psychological attributes of target groups through
interactive communication structures, while also documenting how digital inequalities hinder
access for disadvantaged populations and how algorithmic decision-making processes raise
transparency concerns (Chand et al,, 2023; Gesser-Edelsburg et al., 2022; Kim & Chakraborty,
2024; Yousufetal, 2021). Nevertheless, a lack of robust empirical evidence remains, particularly
regarding sustainability, adaptation to cultural contexts, and the measurement of behavioral
impact—an issue underscored by calls for greater methodological diversity (Casais, 2023; Hayes
et al, 2023; Niemi et al,, 2025). The long-term behavioral effects of digital social marketing
strategies, their efficacy across different socioeconomic groups, and their adaptability to diverse
cultural contexts remain underexplored in both the national and international literature (Argyris
et al, 2023; Hayes et al, 2023). This situation highlights the need for more systematic,
interdisciplinary, and evidence-based approaches to integrating digital social marketing within
public health policy. These findings further underscore the imperative for comprehensive,
comparative, and thematically structured analyses aimed at understanding the potential of
digital social marketing in advancing public health.

The present study aims to systematically evaluate the transformative impact of digital social
marketing on community health through qualitative thematic analysis. Based on a systematic
review and thematic mapping of 258 studies published between 2020 and 2025 in the Web of
Science (WoS) and DergiPark databases, and conducted following the PRISMA 2020 guidelines,
this research elucidates how digital social marketing is structured within health coommunication
strategies, identifies predominant thematic concentrations, and reveals gaps within the
literature. Within this scope, the study holistically examines the effectiveness, sustainability,
socioeconomic and cultural adaptability, ethical challenges, capacity to counter misinformation,
data-driven management, and psychological impacts of digital social marketing strategies.
Furthermore, it provides a comparative analysis of the thematic priorities of Tirkiye-centered
academic production and the international literature. It visually maps research trends and
intensities in the field of digital health communication based on literature data. By offering both
theoretical and practical insights, this research seeks to broaden the analytical lens through
which the impact of digital social marketing on public health is understood, thereby laying the
groundwork for future research agendas. In this respect, the study presents a comprehensive
perspective on how strategic communication models for public health can be rendered more
effective, inclusive, and sustainable in an increasingly digitalized world.

Research questions

Digitalization has transformed not only the technical instruments but also the strategic modes
of thinking within the field of social marketing. This transformation, which transcends the
limitations of traditional social marketing approaches, has paved the way for interactive,
personalized, and measurable interventions in public health campaigns. However, these new
opportunities are accompanied by emergent risks, including concerns regarding data privacy,
digital inequality, information disorder, and increased psychological burdens. This study
systematically analyzes research conducted in the WoS and DergiPark databases following the
PRISMA 2020 guidelines, aiming to evaluate the transformative role of digital social marketing
in public health at both conceptual and empirical levels. Informed by trends, gaps, and
comparative content analyses within the literature, the study is guided by the following research
questions:

Research Question 1. What types of transformative impacts does digital social marketing
generate within public health campaigns?
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Research Question 2: What opportunities do digital tools provide for the success of public health
campaigns, and what structural or ethical challenges do they entail?

Research Question 3: How are digital social marketing strategies adapted to public health
initiatives across different socioeconomic and cultural contexts, and what forms of inequality
and inclusivity challenges emerge in these adaptation processes?

Research Question 4: What are the psychological and social effects of digital social marketing
interventions on individuals, and how do these effects shape the overall effectiveness of such
campaigns?

Research Question 5: What empirical gaps exist in the literature regarding the sustainability and
long-term impacts of digital social marketing strategies, and what future directions are
emerging in this domain?

Through these research questions, the study aims to provide a multidimensional analysis of the
role of digital social marketing in public health, conduct a comparative assessment of thematic
trends in the literature, and establish a foundation for forward-looking strategic research
agendas within this evolving field.

Research aim

With the rapid proliferation of digitalization, social marketing strategies have evolved from
merely supportive mechanisms to transformative tools in advancing public health. The primary
aim of this study is to conduct a comprehensive and multidimensional analysis of the impacts
of digital social marketing strategies on public health, elucidating not only the opportunities
afforded by these strategies but also the structural and ethical limitations they encounter. The
research draws upon thematic findings derived from a systematic review of 258 academic
publications indexed in the Web of Science and DergiPark databases, in alignment with PRISMA
2020 guidelines. In doing so, it provides a comparative assessment of trends, deficiencies, and
potential areas for deepening in both national and international literature on digital social
marketing.

This investigation seeks to explore in depth how digital social marketing strategies have
assumed a transformative role in public health campaigns; how they are reshaping health
communication through digital access, personalization, data analytics, and Al-driven
technologies; and how they are simultaneously being challenged by issues such as digital
inequality, information disorder, algorithmic bias, psychological burden, and data privacy. Within
this framework, the study addresses not only the technical functionalities of digital tools but
also critically examines their implications for social inclusion, ethical sensitivity, and behavioral
sustainability in a multilayered fashion. Central to the analysis are questions regarding the
impacts of digital campaigns on socioeconomically vulnerable groups, how cultural contexts
shape campaign strategies, and how the psychological effects of digital content may be
optimized.

Another core objective of the research is to identify, at a thematic level, the current empirical
gaps in the literature, thereby delineating strategic research priorities for future investigation and
providing practitioners with a conceptual roadmap for rendering digital health campaigns more
sustainable, accessible, and effective. Within this scope, the study examines the potential of
digital social marketing strategies to mitigate health inequalities, offers recommendations for
data-driven campaign planning and real-time management, and critically analyzes the ethical,
social, and technical boundaries of digitalization in light of the existing literature. In this respect,
the research aspires to construct a framework that not only contributes to theoretical
advancement but also informs the design and implementation of practical public health policies.
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Research contributions

This study contributes to the existing literature by providing a systematic and thematic analysis
of the impacts of digital social marketing strategies on public health, thereby addressing both
theoretical and practical gaps identified in prior research. Through a comparative evaluation of
studies sourced from the Web of Science and DergiPark databases, the research offers a
comprehensive examination of the dimensions of digital tools—such as access, personalization,
data analytics, and artificial intelligence—while also critically assessing the opportunities these
tools present for health communication, alongside their limitations regarding digital inequality,
information disorder, data privacy, and psychological effects.

Notably, the study advances social inclusivity by proposing strategic recommendations that aim
to enhance access to digital campaigns for disadvantaged groups. Furthermore, it establishes
an integrated perspective for future research and policy-making by introducing a framework for
sustainable digital health communication grounded in data-driven management, user feedback,
and ethical responsibility. In doing so, the research not only enriches academic discourse but
also provides actionable guidance for practitioners and policymakers seeking to design more
effective, equitable, and sustainable digital public health interventions.

Method

The methodological framework of this study has been structured to enable a multidimensional
analysis of the impacts of digital social marketing strategies on public health. The research
adopts a hybrid approach, integrating both exploratory and systematic elements. The
exploratory dimension is employed to analyze the existing body of knowledge in the field of
digital social marketing and to identify underexplored areas. Within this context, the exploratory
research design offers a broad perspective for understanding the potential, limitations, and
developmental needs of digital social marketing strategies concerning public health (ElIman et
al, 2020). This literature-based approach establishes a robust foundation for an in-depth
evaluation of existing studies, facilitating the identification of theoretical gaps within the field.

Complementing the exploratory component, the systematic aspect of the study is anchored in
the guidelines of PRISMA 2020 (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses). The systematic review process has been meticulously designed to ensure
methodological transparency and replicability. The literature search was conducted in the Web
of Science (WoS) and DergiPark databases, focusing on peer-reviewed studies published
between 2020 and 2025 and addressing the themes of digital social marketing and public
health. The search strategy was developed using Boolean operators and included the following
keywords: “health,” “social market,” “digital,” “public health,” “campaign,” and Turkish translations
of these terms, which are “saglik,” “sosyal pazarlama,” “dijital,” “toplum saghgi,” “kampanya,” and
‘halk saghg.”

A range of content-related and formal criteria was used to select publications for inclusion. The
inclusion criteria comprised: (i) a primary focus on digital social marketing or digital health
communication; (i) an orientation toward public health objectives rather than solely individual
health behaviors; (iii) incorporation of digital tools (e.g., social media, big data, artificial
intelligence, mobile applications); (iv) publication in a peer-reviewed journal between 2020 and
2025; and (v) full-text availability in English for WoS and in either English or Turkish for DergiPark.
Exclusion criteria encompassed studies outside the core subject areas, publications focused
exclusively on technical or algorithmic content without linkage to public health, studies
addressing only individual psychological conditions or the managerial functioning of health
systems, as well as editorials, opinion pieces, and works not meeting the required date range or
language specifications.



1855 ODUSOBIAD

The WoS database search yielded 292 articles, of which 232 were archived as full-texts through
open access or institutional subscriptions. Following an extensive preliminary assessment, five
articles were excluded, leaving 227 articles deemed suitable for thematic analysis. Similarly, in
the DergiPark search, 41 accessible publications were reviewed from a total of 47, with 10
excluded, resulting in 31 articles included for evaluation. In total, 273 of the 339 identified
publications were accessed, and 258 articles were ultimately included in the systematic full-text
analysis, as outlined in the PRISMA flow diagram (Figure 1).

During the data extraction process, each included study was systematically structured
according to the following criteria: author(s), year of publication, title, objective, key findings,
primary and secondary thematic categories, and rationale for inclusion in the analysis. A unique
reference number was assigned to each study, and all relevant information was presented in
tabular format to ensure methodological transparency and consistency.

Thematic analysis, as articulated by Braun and Clarke (2023), was employed to identify salient
structural patterns within the literature, thereby enabling a multidimensional conceptualization
of the impact of digital social marketing on public health. The identified themes were further
enriched through narrative analysis, while frequency analyses facilitated comparative
visualizations of the data drawn from the WoS and DergiPark sources.

This integrated methodological approach reinforces the originality of the research by combining
the methodological rigor afforded by systematic review with the interpretive depth of narrative
analysis. By uniting PRISMA-based systematic procedures with the analytical strengths of
exploratory methods, this hybrid methodology aspires to make a substantive contribution to the
literature on digital social marketing and public health.
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Figure 1 PRISMA 2020 flow diagram
Findings

The transformative role of digital social marketing in public health

The rise of digitalization has generated new opportunities within social marketing strategies,
paving the way for more effective campaigns in domains such as public health. Digital social
marketing, by transcending the limitations of traditional approaches, offers significant
advantages, including the ability to reach broad audiences, establish interactive communication,
and measure campaign success with unprecedented precision.

Expanding reach and inclusivity

One of the primary advantages of digital social marketing strategies is their ability to reach vast
and diverse audiences. Internet and social media platforms eliminate geographic barriers,
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enabling access to a wide range of population segments (Garcia et al., 2024). In particular, social
media platforms facilitate the delivery of targeted content based on users’ demographic
characteristics and interests, thereby ensuring that messages reach the intended audiences
(Vries et al, 2022). Indeed, some campaigns have achieved over 66 million views, vividly
illustrating the outreach power of digital media (Humphrey et al., 2024). Public health campaigns
can thus be tailored to specific age groups, individuals with chronic illnesses, or communities
with limited access to health services (Plumptre et al., 2020). The flexibility inherent in digital
tools enables more effective influence on the health behaviors of target audiences (Caldwell et
al., 2023).

Moreover, digital social marketing confers substantial advantages in reaching economically and
socially disadvantaged groups. Compared to traditional marketing methods, digital campaigns
are generally less costly, enabling significant impact even with limited budgets (Gllmez et al.,
2023). Initiatives targeting socioeconomically disadvantaged commmunities are more inclusive
and accessible (Bélanger-Gravel et al, 2021). Such strategies not only enhance health
communication and increase public awareness but also contribute to reducing digital
inequalities (Andreoni et al, 2022; De Sousa et al., 2022; Geng & Demuyakor, 2022). The
effectiveness of mobile health campaigns—capable of reaching hundreds of thousands of
individuals—further demonstrates the transformative potential of digital strategies for public
health outcomes (Hawke et al., 2023; Shakya et al., 2024).

Interactive and personalized communication

Digital tools facilitate bidirectional communication within social marketing strategies, enabling
stronger engagement with target audiences. Users can directly participate in campaigns,
provide feedback, and submit questions through social media, email, or mobile applications.
This interactive structure fosters a deeper connection between users and campaigns,
enhancing the perceived relevance and resonance of campaign messages. Indeed, evidence
demonstrates that interactive messaging fosters strong emotional bonds with users, which can
translate into measurable behavioral change (Abouk et al., 2024; Aladin et al., 2023; Liu et al.,
20217).

Moreover, digital technologies enable personalized communication by allowing the creation of
content tailored to each user's individual needs. In social marketing campaigns designed to
increase health awareness, it is possible to offer differentiated content based on individuals’
medical histories or behavioral profiles. Studies have shown that messages tailored to
recipients’ personality traits significantly amplify the campaign’s impact (Olsacher et al., 2023).
This personalization further strengthens the audience’s connection to the campaign, increasing
the effectiveness of the messages delivered.

Additionally, the use of multimodal communication—combining audio and written messages—
renders campaigns more engaging and memorable (Bical, 2025; Sindoni, 2021). Chatbots, social
media comments, and the rapid feedback provided by health professionals through digital
platforms support users’ information-seeking behaviors and further enhance levels of
engagement (Capitdo et al., 2022). Interactive content is not only better remembered by users
but is also perceived as more trustworthy (Murphy et al., 2023; Vereen et al., 2022).

Data analytics and the measurability of campaign success

Another significant advantage of digital social marketing lies in the ability to measure campaign
success with precision. Digital tools facilitate the easy collection and analysis of user
engagement metrics, including click-through rates, the number of shares, and conversion rates.
These quantitative indicators enable rigorous evaluation of how effectively campaigns achieve
their intended objectives (Denis et al., 2021; Evans et al., 2024; Romberg, Bennett, et al., 2020;
Williams et al., 2023). For instance, the impact of a campaign can be substantiated by numerical
outcomes such as 57 million views and 2.6 million user interactions (Anderson et al., 2023).
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Data analytics plays a guiding role not only in performance measurement but also in strategic
decision-making processes. The relationship established between campaign awareness and
attitude change, for example, can reveal which messages resonate most effectively with target
audiences (Aisyah et al., 2025; Hayes et al., 2023; Romberg, Tulsiani, et al., 2020). Accordingly,
the content and methodologies of campaigns can be continuously optimized through feedback
loops. The impact of campaign messages on individuals' beliefs and behaviors has also been
empirically demonstrated using statistical analyses; for example, a 0.55% increase in belief
change has been reported (Athey et al., 2023).

The data collected serves not only as a tool for retrospective evaluation but also as a critical
resource for real-time interventions and adjustments. Adapting content in response to
participants’ attitudes and engagement levels can significantly enhance campaign
effectiveness (Kelley et al, 2025; Khanafer et al., 2024). Consequently, data-driven social
marketing practices have become fundamental instruments for managing both short-term
outcomes and long-term social transformation (Lamb et al., 2024; Mansur & Biyik, 2022).

Strategic optimization through artificial intelligence and machine learning

Next-generation technologies such as artificial intelligence (Al) and machine learning (ML) have
substantially enhanced the strategic power of digital social marketing. These technologies
analyze large datasets and dynamically adapt campaign content based on individuals’ historical
behaviors, preferences, and prior engagement. Leveraging Al-driven data analytics, the most
effective message formats can be identified, thereby maximizing both reach and conversion
rates. Some digital systems have demonstrated an increase in campaign effectiveness from
42% to as high as 97%, clearly illustrating the pivotal role of data-driven interventions (An et al.,
2027, Bammeke et al., 2023; S. Y. Lin et al., 2023).

Within the domain of public health, Al-based tools enable targeted dissemination of
personalized health messages, ensuring that information is tailored to specific audience needs.
Digital health platforms deployed in clinical settings support both professional users and the
general public by delivering customized content, thereby enhancing digital health literacy (Cheng
et al, 2022; Wei et al,, 2025). Furthermore, the integration of digital systems with mobile teams
in the field has yielded more inclusive solutions for accessing social services. It has also
improved both data tracking and the timing of interventions (Farid et al., 2024).

Machine learning algorithms also enable the automatic optimization of content formats by
identifying which campaign components capture the most attention. Such approaches are
effective not only in optimizing engagement but also in identifying and addressing misleading
or false information circulating on social media. Indeed, algorithms that amplify the on-the-
ground impact of digital campaigns contribute to both behavioral outcomes and perceptual
awareness (Gantenbein et al,, 2024; Kisa & Kisa, 2024). The integration of these technologies
into digital social marketing strategies enables the ongoing refinement of campaigns based on
the core principles of accuracy, timeliness, and inclusivity.

Continuous improvement of digital social marketing strategies

The opportunities afforded by digital social marketing strategies have significantly enhanced
both the effectiveness and accessibility of public health campaigns. The capacity to reach large
audiences, the advantages of interactive and personalized communication, and the
measurability enabled by data analytics have rendered digital tools indispensable in the realm
of social marketing. However, the production of sustainable outcomes from this potential relies
not only on technological adoption but also on the efficacy of strategic planning and continuous
improvement processes (Uslu & ipek, 2022).

The digital marketing environment is inherently dynamic, necessitating the periodic review and
adaptation of social marketing campaigns in response to algorithmic changes, evolving user
behaviors, and the emergence of new digital platforms (Diegelmann et al,, 2022; Ulug Yurttas,
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2027). In particular, campaigns addressing pressing public health threats, such as antimicrobial
resistance, have demonstrated that strategy revisions grounded in consumer insights can lead
to positive shifts in public knowledge and attitudes (Ayem, 2024). In this regard, the use of digital
planning tools ensures that campaign processes are continuously optimized in line with
behavioral outcomes.

Moreover, practices of digital activism extend beyond fostering individual behavior change,
enabling the spotlighting of structural issues and catalyzing more systematic transformations
(Garcia et al,, 2024). For digital social marketing to be effective, campaigns must be designed
to integrate both content informed by user insights and prevailing societal trends (Miah et al.,
2025). Ultimately, the success of digital social marketing strategies is closely tied to the
adoption of flexibility, agility, and a feedback-driven culture of continuous development,
alongside the technological innovations that underpin these approaches.

Challenges and limitations of digital social marketing

While digitalization holds the potential to enhance the effectiveness of social marketing
strategies in public health campaigns, it also introduces a range of challenges. Although digital
tools play a critical role in determining the success of public health campaigns, factors such as
access inequality, information disorder, data privacy breaches, algorithmic bias, and
psychological effects represent some of the most significant barriers to achieving sustainable
health communication. A nuanced understanding of how digital social marketing shapes public
health thus necessitates a detailed examination of these challenges.

Digital inequality and access issues

The impact of digital social marketing strategies on public health is directly contingent upon
individuals’ access to digital technologies. However, digital inequality constitutes a significant
structural barrier, particularly for low-income populations, rural residents, older adults, and
groups with limited digital literacy. Limited access to the internet, mobile devices, or digital
health applications among these segments hinders digital campaigns from reaching those
most in need, thereby exacerbating existing disparities in access to health services (Kasstan et
al., 2023; Mutsaka-Makuvaza et al., 2024; Silver et al., 2020; Subramanian & Weare, 2022; Unni
& Weinstein, 2021). For instance, digital reservation systems or online appointment platforms
can act as access barriers for individuals with low digital competence, with particularly
exclusionary effects for the elderly and those living in rural areas (Liem et al., 2021). Similarly,
although social media is the most frequently used source of information, individuals unable to
access these platforms remain outside the scope of digital awareness campaigns.

Ensuring the inclusivity of digital health communication requires more than merely producing
digital content; such content must also be accessible and comprehensible to all users. For
campaigns targeting disadvantaged groups, it is recommended to simplify the language,
provide multilingual options, and develop mobile solutions that function on low bandwidth
(Bélanger-Gravel et al., 2021; Pourkarim et al., 2022; L. Wang et al., 2024). Otherwise, digital
social marketing risks engaging only those with high digital literacy, thereby excluding the very
groups that are most in need of health services. Accordingly, hybrid communication models
should be foundational to digital social marketing strategies; traditional media channels (such
as television, radio, and printed brochures) should be integrated with digital platforms to
maximize reach and impact. Examples of digital health activism illustrate that such approaches
can generate not only individual but also structural awareness (Subramanian & Weare, 2022;
Zuboff, 2022). Ultimately, prioritizing social inclusion and equity in campaign design will
enhance the effectiveness of digital tools in public health.

Information disorder and the spread of misinformation

One of the most significant threats posed by digitalization to public health is the uncontrolled
dissemination of health-related misinformation. Social media platforms and digital news
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sources facilitate the rapid circulation of unverified or misleading content. Misinformation about
vaccines, nutrition, chronic diseases, and infectious diseases, in particular, undermines the
effectiveness of public health policies and adversely influences individual health behaviors
(Montagni et al., 2022). This challenge became especially pronounced during the COVID-19
pandemic, as anti-vaccination content proliferated across digital platforms, intensifying vaccine
hesitancy and constraining the intervention capacity of health authorities. Among individuals
with low levels of digital vaccine literacy, a higher degree of trust in misleading information was
observed, further eroding confidence in the health system (Ertem & Ozbay, 2024; Yousuf et al.,
20217).

Digital strategies developed to combat misinformation—particularly debunking content and
integrating verification mechanisms into digital media campaigns—have yielded notable gains.
The credibility of content shared after verification processes has been shown to enhance trust
and to be effective in reducing false beliefs among users (Molina et al., 2025). In this respect,
the success of digital social marketing strategies should be measured not only by their ability to
disseminate information but also by their capacity to detect and neutralize disinformation. The
use of Al-powered content analysis tools is crucial for establishing early warning systems
against the spread of misinformation (Aytur Ozen & Ozen, 2023; T. H. Lin et al., 2022).

Furthermore, public institutions and health authorities must maintain an active presence on
digital platforms, ensuring the provision of accurate information in a comprehensible,
interactive, and trust-building manner. Community-wide media literacy education programs are
also essential components of such strategies (Son & Park, 2025).

Data privacy, security, and ethical issues

Digital social marketing campaigns can collect substantial amounts of user data, enabling the
delivery of highly personalized content to target audiences. However, this process raises
significant ethical and security concerns, particularly regarding the protection of individuals’
privacy rights. The processing of sensitive information—such as health data—in digital
environments, and, in certain instances, the sharing of such data with third parties, can
undermine users’ trust in digital health systems (Chand et al., 2023; Rodriguez-Patarroyo et al,
2021). The success of digital campaigns aimed at improving public health is thus closely linked
to users’ trust in these platforms. Among older adults in particular, a hesitancy to share
information in digital environments often stems from the perception that digital privacy is
inadequately safeguarded.

Moreover, the circulation of false documents or manipulative content containing
misinformation threatens the reliability of digital surveillance systems and weakens the integrity
of public health infrastructures (Ali et al., 2024). In this context, regulatory frameworks such as
the European Union’s General Data Protection Regulation (GDPR) provide critical normative
standards to ensure data security in digital health communication (Ip, 2021). In Turkiye, the Law
on the Protection of Personal Data (KVKK, 2016) delineates the rules governing the collection,
processing, and storage of health-related data. Nonetheless, there remains a need for further
empirical research into how these regulations are practically implemented and enforced within
the context of digital health campaigns (Parsons et al., 2022).

In addition, phenomena such as digital censorship, the algorithmic restriction of data visibility
by platforms, and the defunding of certain public health content reveal that digital health is not
only a technical but also a political arena. The long-term success of digital social marketing
strategies critically depends on the adoption of ethical, transparent, and consent-based
practices.

Algorithmic bias in digital platforms

Algorithms utilized in digital marketing strategies are designed to deliver personalized content
based on user behavior, thereby aiming for more effective engagement with target audiences.
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However, when these algorithms are trained on specific data sets, they can introduce
systematic biases. Algorithms may prioritize certain user groups while marginalizing others,
thereby undermining both the effectiveness and the equity of digital public health campaigns
(H. J. M. Kim & Chakraborty, 2024; J. E. C. Kim et al., 2024; Kocabas, 2021). On social media
platforms, in particular, algorithms filter content based on users’ prior interactions and
measures of popularity. This filtering can restrict the visibility of public health campaign
messages and hinder access to critical health information for specific groups.

Research has shown that messages intended for marginalized communities are often
deprioritized by platform algorithms, resulting in these groups experiencing disadvantages in
accessing campaign content (Gesser-Edelsburg et al., 2022). In this context, transparency and
ethical oversight in algorithmic decision-making processes are essential. Artificial intelligence
and machine learning models used in health communication should be optimized not only for
performance metrics but also for fairness and accessibility criteria (AIDukhail & Agaku, 2024).
For example, as observed in anti-tobacco campaigns, the visibility of digital content can be
manipulated in favor of commercial actors, revealing the potential for platform dynamics to
produce outcomes counterproductive to public health.

Preventing algorithmic bias is crucial for designing digital social marketing strategies that are
more inclusive, ethical, and genuinely serve public health objectives. Ensuring that vulnerable
populations—including children, the elderly, and socioeconomically disadvantaged groups—are
not excluded from digital content must remain a central priority for public health policy in the
era of digitalization (Huse et al., 2022).

The psychological and social effects of digitalization

While the contribution of digital health campaigns to public health is undeniable, their
psychological and social impacts on individuals warrant careful consideration. Continuous
online engagement and pervasive exposure to health-related content may result in stress,
anxiety, information overload, and desensitization among users. Young people and older adults,
in particular, may lose interest in health campaigns and become passive in response to the
relentless stream of content (Chan et al., 2020; Coughlan et al., 2021; De Benedictis & Mendes,
2024; Ibrahim et al., 2025). Although personalized content on social media platforms can foster
a sense of identity, the accompanying loss of control and constant stimulation increase users’
cognitive load, shorten attention spans, and may even drive disengagement from platforms
(Cosgrave et al.,, 2022; J. Wang & Sundar, 2022).

Moreover, the emotional messaging embedded within digital health campaigns may evoke
feelings of guilt, fear, or inadequacy in some individuals, resulting in adverse psychological
reactions. Thus, the success of public health campaigns depends not only on the reach of the
message but also on the alignment of content with individuals’ cognitive capacities and
psychological resilience. Presenting information in a clear, concise, and organized manner,
optimizing the frequency of message repetition, and adopting interactive approaches that
encourage active user participation can help mitigate negative effects. Additionally, there is a
pressing need for interdisciplinary research examining the impact of digital platforms on mental
health (Enthoven et al., 2020; Kaylor-Hughes et al., 2017).

Overall, digital social marketing holds significant potential to improve public health; however,
realizing this potential requires a holistic approach to constraining factors such as digital
inequality, information disorder, data privacy breaches, algorithmic bias, and psychological
burden. Consequently, digital strategies should be designed not only for technical efficiency but
also grounded in ethical principles, equitable access, and psychosocial balance. The
opportunities presented by digitalization can only translate into meaningful contributions to
public health through strategic planning, inclusive policies, and user-centered implementation.
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Research gaps and emerging directions in digital social marketing for public health

Digital social marketing is rapidly being adopted and increasingly implemented as a vital tool for
advancing public health objectives. Nevertheless, both academic research and practical
applications in this domain continue to harbor several underexplored dimensions. Identifying
gaps in the literature is crucial for refining and deploying these strategies more effectively. Key
unresolved issues include a lack of robust empirical evidence regarding the effectiveness of
digital tools and an insufficient understanding of the impact of digital social marketing across
diverse socioeconomic groups.

Lack of empirical evidence on the effectiveness of digital social marketing strategies

A greater volume of empirical research, employing diverse methodologies, is needed to
adequately assess the impact of digital social marketing strategies on public health. The current
literature highlights that the available evidence concerning the extent to which digital tools
influence health behaviors remains limited and is often short-term in scope (Argyris et al., 2023;
Brennan et al., 2020; Martinez-Juarez et al.,, 2025; Sharma et al., 2021). Many studies on social
media campaigns focus primarily on superficial metrics such as reach and number of likes,
without evaluating their effects on behavioral change, sustainability, or broader social
transformation (Casais, 2023). Indeed, some research indicates that digital social marketing is
effective mainly in raising awareness, but is less successful in facilitating actual behavioral
change (Nahon-Serfaty, 2022).

Similarly, for digital campaigns to exert measurable influence on specific health indicators,
psychological variables such as risk perception, self-efficacy, and the level of emotional
engagement must be considered (Darville et al, 2021). This underscores the need for
multilayered, mixed-methods research models and longitudinal studies conducted in diverse
contexts to assess the effectiveness of digital social marketing strategies accurately.
Additionally, there is a need to develop data-driven models that can identify which types of
messages are most effective for specific groups and how interactive content contributes to
behavioral change (Dimauro et al,, 2023; Kitey et al., 2021; Niemi et al., 2025). In sum, more
generalizable and comparable empirical evidence is required to determine whether digital social
marketing truly has the potential to drive transformative change in health behaviors at the
societal level. Such research will be crucial to ensuring that strategies are not only innovative
and evidence-based but also sustainable and effective.

Digital social marketing applications targeting different socioeconomic groups

One of the most salient gaps in the literature is the insufficient examination of the impact of
digital social marketing strategies across different socioeconomic groups. While digitalization
holds the potential to mitigate social inequalities, in some cases, it may exacerbate existing
disparities. Access to digital campaigns by low-income individuals, rural residents, and groups
with limited digital skills is frequently overlooked (Bélanger-Gravel et al.,, 2021; Kasstan et al.,
2023; Maltz et al, 2024; Uyheng et al, 2023). Existing research predominantly focuses on
general user trends, while issues such as differential access to digital tools, variations in content
perception, and technological limitations among distinct demographic groups remain
underexplored.

Digital reservation systems or campaign portals can pose access barriers for individuals lacking
technological competence, undermining the inclusivity of public health efforts. While some
campaigns targeting socioeconomically disadvantaged communities have succeeded in raising
awareness, they often fall short in generating sustainable participation due to the lack of
continuous representation of these groups on digital platforms (Ihm & Lee, 2021; Toon et al.,
2022). Likewise, there is a paucity of systematic analyses regarding the influence of variables
such as age, gender, and educational level on perceptions of and engagement with digital
campaigns. This gap is particularly critical, as it introduces the risk of exacerbating inequalities
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in public health initiatives: those most in need of health services may become the least likely to
benefit from digital campaigns.

To address this contradiction, further research employing both qualitative and quantitative
methodologies, as well as contextual analyses, is urgently required. The redesign of campaign
content with sensitivity to socioeconomic context, the implementation of technical solutions
that facilitate access (e.g., content optimized for low-bandwidth), and the development of
models that integrate traditional and digital media in hybrid forms should be prioritized to
advance the inclusivity and effectiveness of digital social marketing.

The influence of cultural and regional factors on digital social marketing

The impact of digital social marketing on public health is shaped not only by technological
infrastructure or strategic design, but also by contextual variables such as cultural norms,
regional differences, social practices, and levels of media literacy. The use of digital tools,
platform preferences, modes of engagement, and content perception can vary substantially
across countries and regions. Therefore, examining digital social marketing strategies at both
cultural and regional levels is essential for developing more effective and inclusive public health
solutions (Ziabina et al., 2024).

In highly developed countries, widespread digital infrastructure and established online
engagement habits enable digital campaigns to disseminate more rapidly and achieve higher
levels of user interaction. In contrast, limited digital access in developing countries or rural areas
directly constrains the reach of such campaigns, raising the risk of digital exclusion in public
health initiatives (Eriten, 2025). Furthermore, health-related behaviors are often shaped by
cultural codes, resulting in the same message carrying divergent meanings across different
societies. For instance, nature-based self-care recommendations may be widely accepted in
Western contexts but prove ineffective in other regions (Matin et al,, 2023).

Accordingly, the expansion of digital social marketing strategies requires not mere translation
but the adaptation and reproduction of content in alignment with cultural contexts. Comparative
cross-cultural research can illuminate how digital campaigns differ in their perception,
emotional impact, modes of communication, and capacity to catalyze action across various
societies. Such studies are crucial for understanding how local and global strategies can inform
one another and for optimizing the design and implementation of international digital health
campaigns.

The sustainability of digital health campaigns

The sustainability of digital health campaigns depends not only on the ongoing use of
technological tools but also on factors such as content relevance, financial support, institutional
commitment, and data-driven governance processes. While the existing literature demonstrates
that many digital campaigns achieve short-term successes, the question of how these impacts
can be sustained over the long term remains open to debate. Sustainability is a fundamental
criterion for ensuring that digital social marketing strategies generate lasting and measurable
benefits for public health (Brown et al., 2020; Niemi et al., 2025). Accordingly, strategic planning
for the continuation—not merely the initiation—of digital health campaigns is essential.

Although digital marketing tools often appear cost-effective, elements such as content creation
and updating, technical infrastructure support, and data analysis increase resource demands
over time. Public-private partnerships thus play a critical role in establishing the financial and
operational models necessary for sustainable digital health communication. Furthermore,
adopting data-driven management approaches is vital for enhancing campaign longevity. The
systematic monitoring of user engagement, campaign reach, feedback rates, and behavioral
change provides opportunities for performance evaluation and timely revision (Paulo et al.,
2023). Digital media analytics and interactive dashboards enable the establishment of dynamic
systems for real-time monitoring and rapid strategic adjustments.
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Sustainability is also directly linked to the principle of inclusivity. Campaigns must not only be
accessible but must also deliver meaningful and effective content for diverse demographic and
socioeconomic groups. Thus, sustainable digital health communication is not merely a
technical concern, but also a matter of social justice. Addressing the current gaps in the
literature is critical for the further development of the digital social marketing field. In particular,
empirical and comparative studies that elucidate the long-term impacts of campaigns, their
sustained contributions to behavior change, and the adaptation processes across different
social contexts will deepen academic understanding and enhance the applicability of policies
(Zhang & Wang, 2023).

Comparative assessment of thematic trends

This section is constructed through the multidimensional organization of thematic findings
obtained via systematic analysis, presented within a coherent narrative framework. The
methodological transparency afforded by the systematic review, as outlined in PRISMA 2020,
combined with qualitative thematic analysis, provides a holistic perspective. The findings of this
study reveal that thematic orientations in research on digital social marketing differ markedly
between the Web of Science and DergiPark databases. Comparative analyses utilizing diverse
visualization techniques provide meaningful insights into the focal themes of these two
academic ecosystems, the evolution of these themes over time, and the degree of their overlap.

The Thematic Frequency Distribution (Figure 2), which constitutes the subheadings of the
Findings section and is derived from studies accessed via the Web of Science and DergiPark
databases, presents a comparative overview of the frequency of the three most prominent
themes addressed in research on digital social marketing within the context of public health.
While “The Transformative Role of Digital Social Marketing in Public Health” emerges as the
most frequently explored theme in both databases, the number of articles focusing on this
theme is significantly higher in WoS (120 versus 16). Similarly, the themes of “Challenges and
Limitations” and “Research Gaps and Emerging Directions” are also examined more extensively
in WoS compared to DergiPark. The graph visually illustrates the comparative frequency of
these themes, demonstrating that the international literature is broader and more robust in
terms of both thematic scope and intensity.

Thematic Frequency Distribution (WoS and DergiPark)
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Figure 2 Thematic frequency distribution (WoS and DergiPark)

The Radar Chart of Thematic Intensities (Figure 3) offers a comparative visualization of the
predominant thematic concentrations in studies indexed in the WoS and DergiPark databases.
The chart aims to illustrate the extent to which various themes are addressed in the literature
on digital social marketing and public health. Studies sourced from WoS demonstrate marked
intensity particularly in the themes of ‘“Interactive and Personalized Communication,”
‘Information Disorder and Misinformation Dissemination,” and “Expanding Reach and
Inclusivity.” Although studies from DergiPark are more limited in number overall, they show a
relative concentration in the theme of “Information Disorder and Misinformation Dissemination.”
Themes such as “Strategic Optimization through Artificial Intelligence” and “Sustainability of
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Digital Health Campaigns” are addressed with low frequency in both databases, indicating a
need for further research in these areas. Overall, the chart reveals that WoS studies offer greater
thematic diversity and depth, while the DergiPark literature tends to focus on a select set of
themes. This visualization, integrated with narrative analysis, contributes to the
multidimensional assessment of thematic trends within the literature.

Thematic Intensity Radar Chart (WoS and DergiPark, Wos

Access and Inclusivity to Broad Audiences DergiPark

Sustainability of Heal{h-€ Interactive antt-Re(g§gnalized Communication
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Applications Targeting Sgkiceconemic Grou;

Lack of Empiricyl Evidence Continueus Improvement of Pigital Social Marketing Strategies

Psychological and Social EXtgcts of Digitalization Digital Inequajfy and Access Issues

Algorithmic Bias of Digfalp ion-aRd Disinformation Spread

Figure 3 Radar chart of thematic intensities (WoS and DergiPark)

Figure 4 presents a stacked bar chart illustrating the annual distribution of major themes
identified in studies exploring the relationship between digital social marketing and public health
from 2020 to 2025. The graph visually reflects the evolution of thematic trends derived from
WoS and DergiPark data over these years.

“Interactive and Personalized Communication” demonstrates a marked increase approaching
2025, highlighting the growing significance of individual-centered approaches in digital health
communication. The rise of the “Information Disorder and Misinformation Dissemination”
theme indicates an increasing academic focus on the risk dimensions of digitalization in public
health. The themes of “Data Analytics” and “Strategic Optimization through Artificial Intelligence”
exhibit an upward trend, particularly over the last three vyears, indicating a growing
methodological focus on the effective design and measurability of digital marketing campaigns.
“Expanding Reach and Sustainability” continues with a steady upward trajectory, reflecting
ongoing evaluation of the long-term impact potential of digital social marketing.

This chart not only provides a visual representation of thematic trends but also serves as a
powerful tool for conceptualizing temporal shifts and levels of maturity within the literature.

Development of Common Themes Over Years (Stacked Bar Chart)
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Figure 4 Yearly evolution of shared themes (stacked bar chart)
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The heatmap presented in Figure 5 visually depicts the difference in article counts at the sub-
theme level between studies indexed in the WoS and DergiPark databases. The “difference”
value is calculated by subtracting the frequency of each sub-theme in DergiPark from its
frequency in WoS. Darker shades on the heatmap indicate themes that are considerably more
prevalent in WoS compared to DergiPark. At the same time, lighter or neutral tones signify
relatively similar thematic interests across the two databases.

The most significant differences are observed in the sub-themes of “Interactive and
Personalized Communication,” “Data Analytics,” and “Expanding Reach,” indicating that the
international literature exhibits a much stronger focus on individual engagement and
measurability in digital social marketing. By contrast, the DergiPark literature makes notable
contributions in only a few sub-themes, suggesting that the local literature is still in a
developmental stage in terms of thematic diversity. The heatmap underscores the necessity of
evaluating thematic differences not only by frequency but also in terms of depth and scope,
thereby enriching the narrative analysis presented in this study.

Difference in Article Counts (WoS - DergiPark) - Heatmap

Figure 5 Article count difference (WoS — DergiPark) — Heatmap

The clustered bar chart presented in Figure 6 provides a comparative visualization of the
percentage distribution of sub-themes in articles indexed in the WoS and DergiPark databases.
While both sources cover the same themes, the relative prominence of these themes differs
markedly. WoS sources display a high percentage distribution in themes such as “Interactive
and Personalized Communication,” “Data Analytics,” “Expanding Reach,” and “Information
Disorder,” indicating a stronger international research emphasis on the technology-driven and
individual-centered aspects of digital social marketing. In contrast, DergiPark publications place
greater weight on “Information Disorder” and a limited number of other themes, exhibiting low
thematic diversity overall. Notably, future-oriented topics such as “Strategic Optimization
through Artificial Intelligence” and “Sustainability” are represented at relatively low percentages
in both databases, signaling a need for further research in these areas.

This chart facilitates an evaluation of the themes not only in quantitative terms but also in terms
of their relative priority, thereby enriching the conceptual depth of the narrative analysis. This
holistic visualization approach not only describes trends within the literature but also delineates
in detail the extent to which national academic output in Turkiye converges with or diverges
from global research agendas. The findings offer valuable guidance for structuring future
academic directions, prioritizing research support mechanisms thematically, and deepening the
strategic development of national literature. The theme—subtheme matches, and source
numbers assigned according to the PRISMA process for studies in both the Web of Science and
DergiPark databases are presented in Table 1.
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Percentage Distribution of Subthemes (WoS and DergiPark)
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Figure 6 Percentile comparison of thematic distribution (clustered bar chart)

Table 1 Thematic analysis and source numbers from Web of Science and DergiPark

: Frequency  Source Number  Frequency
Theme Sub-Theme Source Number (WoS) (WoS) (DergiPark) (DergiPark)
1,4,22,33,43,47,57, 63, 65,
Expanding Reach 73,77,92,113,114,129, 132,
and Inclusivity 138,148, 151,169,172, 183, 28 4,7,10,25 4
190, 193, 198, 201, 211, 227
7,14,18, 20, 23, 31, 36, 48, 56,
Interactive and 66,67,72,90,100, 101, 104,
Personalized 109,115,119, 123,137, 143, 34 1,14,21,26,30 5
Communication 146,155,164, 166, 175,180,
186,191,194, 199, 218, 226
The 2,10,27,41,42, 51,60, 74,79,
Transformative Data Analytics and 85,102,107,111,121,122,
Role of Digital Measurability of 142,152,152, 159, 160, 177, 27 3 1
Social Marketing ~ Campaign Success 200, 206, 210, 213,217, 220,
in Public Health 223
Strategic
Optimization through 24, 30, 39, 50, 55, 68, 78, 94,
Artificial Intelligence 106, 116, 126, 127, 150, 189, 16 15,29 2
and Machine 203,208
Learning
Continuous
Improvement of 5,8, 19, 25, 35, 44, 46, 59, 80,
Digital Social 133,149,158,163, 167,215 15 5.19,24,28 4
Marketing Strategies
Digital Inequality and 9, 11,88,96, 112,120,125,
¢ quaity 130,139, 153,157,195,196, 14 9 1
Access Issues
224
Information Disorder 12,13,15,16,28, 38, 49, 53, 69,
and the Spread of 70,81, 82,97,99, 108, 128, 97 2,8,11,12,16, 8
Challenges and Misinformation 144,147,156, 165,176,179, 17,2223
hateng 181,188, 212,216, 221
Limitations of .
Digital Social Data Envacy, )
; Security, and Ethical 3,40, 95,105,134, 145, 171 7 0
Marketing
Issues
Algorithmic Biasin - 5, o) g9 184 102,207,225 7 18 1
Digital Platforms
ks om0 g, g 1
T 140, 154,162,168, 173,202
Digitalization
Lack of Empirical
Research Gans Evidence on the 17,54,71,76,98,118,124,
ap Effectiveness of 141,170, 185, 197, 205, 209, 14 6 1
and Emerging - .
L f Digital Social 219
Directions in ; )
o . Marketing Strategies
Digital Social — -
Marketing for Digital Social
Public Health Marketing 29,37,52,103,131, 135, 161, 10 20 .
Applications 178,182,214

Targeting Different
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Socioeconomic
Groups

Influence of Cultural
and Regional Factors

on Digital Social 26,91 2 31 1

Marketing

S?ﬁij;“jﬁg‘;ﬁg of 21,34,58,64,84,87,93,136, ., . 1
gra 174,187, 204,222

Campaigns

Discussion

This study systematically reviewed the existing literature on the impacts of digital social
marketing strategies on public health, aiming to analyze both the opportunities and complex
challenges introduced by digitalization from an interdisciplinary perspective. The findings
suggest that academic scholarship in this area remains fragmented, contextually limited, and
ripe for further theoretical development. The thematic trends identified through qualitative
analysis reveal that digital social marketing is most often approached at the level of technical
implementation, with insufficient interrogation of the underlying social, cultural, and ethical
dynamics.

Although evidence suggests that digital tools have expanded access to health communication
and enabled the personalization of messaging, it is crucial not to overlook how these
technological advances can generate and perpetuate inequalities. In particular, strategies such
as algorithmic targeting, Al-supported content generation, and micro-segmentation may
increase the efficacy of health messaging but simultaneously risk reinforcing social exclusion,
amplifying bias, and eroding transparency in public health decision-making. This underscores
that digital marketing constitutes not merely a technical intervention, but also a normative field
of contestation (Gesser-Edelsburg et al., 2022; Olsacher et al., 2023).

The prevalence of public service announcements and informational content in the national
literature suggests that, in the Turkish context, digital social marketing remains confined mainly
within the traditional public health communication paradigm. By contrast, international research
delves into more sophisticated concepts such as user engagement, platform dynamics, data
ethics, and digital subjectivity (Baykal & Kutlu, 2025; Niemi et al., 2025). These differences extend
beyond thematic variety to encompass divergent theoretical frameworks and methodological
approaches. The fact that most Turkiye-based studies remain descriptive rather than critical
highlights the need for deeper theoretical inquiry—particularly into the relationship between
digitalization and structural inequalities.

One of the most striking gaps identified in this study is the tendency to assess digital social
marketing solely based on outcome-oriented metrics (e.g., awareness-raising, reach), while
process dynamics and power relations are frequently neglected. However, digital health
campaigns are shaped by the interplay between technological systems (e.g., algorithms) and
users (e.g., levels of digital literacy, psychosocial vulnerabilities), and these interactions can
confer visibility upon certain actors while systematically marginalizing others (Chand et al.,
2023; Ziabina et al., 2024).

Moreover, the literature on digital social marketing features a notable lack of in-depth analysis
concerning the ethical and ontological impacts of Al and data science applications on public
health. This absence complicates our understanding of the epistemological ruptures and
emerging power dynamics that accompany the digitalization of health communication. The
foundational goal of social marketing—behavioral change—when combined with the persuasive
and manipulative potential of digital technologies, necessitates critical reflection on how user
autonomy and cognitive freedom may be compromised. Prevailing approaches in the literature
tend to instrumentalize digital technologies without sufficiently engaging with these normative
concerns (Casais, 2023; Hayes et al., 2023).
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Accordingly, the thematic clusters identified in this study not only provide methodological
insight but also expose a theoretical lacuna. The integration of digital social marketing into
public health cannot be reduced to technological affordances and communicative efficiency;
somewhat, it must be grounded in a critical framework that foregrounds social participation,
ethical accountability, and cultural sensitivity. This imperative underscores the need to
strengthen the political, legal, and academic mechanisms required to ensure that digitalization
serves the public good.

To truly understand the role of digital social marketing in public health, it is necessary to
reinforce interdisciplinary perspectives, expand research supported by qualitative field data, and
promote theoretical work that addresses normative questions. Without such efforts,
digitalization risks not only facilitating the formal transformation of health communication but
also perpetuating the digital reproduction of structural inequalities. Thus, this study argues that
digital social marketing must be reconceptualized—not only as a strategic tool, but also as an
ethical, political, and societal problem space.

Conclusions and recommendations

This study systematically examines the multifaceted effects of digital social marketing
strategies on public health, analyzing 258 articles published between 2020 and 2025 in the Web
of Science and DergiPark databases, by the PRISMA 2020 guidelines. The transformation
brought about by digitalization in the field of social marketing has been evaluated at both
empirical and conceptual levels, revealing not only its influence on individual health behaviors
but also its potential to intervene in structural inequalities.

The findings demonstrate that digital social marketing makes significant contributions to public
health through its extensive reach, capacity for personalized communication, data analytics-
driven decision-making processes, and Al-based strategic planning tools. However, this
potential must be considered alongside a range of complex limitations, including digital
inequality, information disorder, algorithmic bias, data privacy violations, and psychosocial
burdens. Effective and equitable implementation of digital social marketing requires the
systematic integration of not only technological competence but also normative principles such
as cultural adaptation, access equity, ethical sensitivity, and user autonomy.

The comparative analysis of Turkiye-based and international studies reveals distinct thematic
priorities. While international literature tends to focus on sophisticated issues such as
personalization, sustainability, digital engagement, and Al integration, national studies are more
commonly structured around themes such as the accuracy of public health messaging,
information disorder, and public service announcements. This suggests that digital social
marketing strategies in Turkiye still possess significant potential for growth in terms of
theoretical diversity, thematic depth, and technological integration.

For digital health communication to be sustainable and inclusive, it is necessary to develop not
only micro-level strategies targeting individuals but also macro-level policies that address
structural inequalities at the societal level. In particular, the risk of socioeconomically vulnerable
groups being excluded from digital health campaigns necessitates the redesign of
communication strategies to prioritize accessibility, simplicity, and minimal psychological
burden. The integration of Al-supported decision-support systems offers clear advantages in
enhancing the relevance of messages to target groups and combating misinformation.
However, such integration must be underpinned by principles of algorithmic transparency,
ethical data use, and the protection of user rights to maintain public trust.

While the systematic nature of this research has allowed for a comprehensive mapping of the
literature, the exclusive focus on specific databases and the 2020—-2025 period may limit the
generalizability of the findings. Moreover, the literature-based methodology does not permit
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direct observation of the real-world impacts of digital social marketing applications. Qualitative
fieldwork, case analyses, and quantitative data-driven impact evaluation models should
therefore support future research.

In line with the conceptual and thematic framework presented in this study, three levels of
recommendations are offered: At the scientific level, digital social marketing should be
approached as a multidisciplinary research field that requires in-depth analysis of ethical,
cultural, and social contexts, rather than merely a technical intervention domain. Future
academic studies should evaluate not only individual behavioral impacts but also the capacity
to transform structural health inequalities. At the strategic and policy level, digital social
marketing practices should not be limited to individual-focused campaigns but must be
integrated with multi-layered strategies that enhance digital inclusivity, are supported by data-
driven public policies, and prioritize community-based collaboration. At the practical level, it is
recommended that digital content be designed to be clear, comprehensible, and free from
excessive psychological burden, with campaigns that respect users’ cognitive capacities and
are sensitive to cultural contexts. Additionally, for digital health applications to be effective,
mechanisms for community-based participation, programs for digital health literacy, and the
proliferation of transparent algorithmic infrastructures are required.

This study emphasizes that digital social marketing strategies are not only about adapting to
digitalization but also about steering this transformation for the public good. The development
of science-based, ethically grounded, accessible, and culturally adapted digital health
communication models will form the foundation for sustainable, equitable, and effective
intervention strategies in public health. Ultimately, the strengthening of public health in the
digital age will be achieved not merely through technology itself, but through the strategic
guidance of technology in service of human dignity and the public interest.
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OZET

Dijitallesmenin halk saglidina etkileri gerek teknolojik dontsim gerekse yeni iletisim stratejileri ve kamusal
mudahale bigimleri agisindan kapsamli bir yeniden yapilanmayi beraberinde getirmistir. Bu galisma, dijital sosyal
pazarlama stratejilerinin toplum saghg@i Gzerindeki etkilerini kesifsel analiz ve PRISMA 2020 yonergelerine dayali
sistematik literatlr taramasi ile ele alan hibrit bir metodoloji ile gerceklestirilmistir. Calismanin amaci, dijital sosyal
pazarlamanin halk sagligindaki dondstiricid potansiyelini degerlendirmek, ayni zamanda bu stratejilerin
karsilastigr yapisal, etik ve psikososyal sinirliliklar ortaya koymaktir. Bu kapsamda, 2020-2025 vyillari arasinda
Web of Science ve DergiPark veri tabanlarinda yayimlanan toplam 258 6zgiin arastirma makalesi, belirli igerik
kriterlerine gore segilmis ve tematik analiz yontemiyle incelenmistir. Yontemin kesifsel yond, dijital sosyal
pazarlama alanindaki bilgi bosluklarini tanimlamayi ve mevcut arastirma yonelimlerini anlamayr amaglarken
sistematik tarama kismi, yontemin seffafligini ve tekrarlanabilirligini saglamaktadir. Bulgular, dijital sosyal
pazarlamanin veri temelli hedefleme, kisisellestirme, yapay zeka destekli optimizasyon, iki yonlu iletisim ve
Olculebilirlik gibi yonleriyle toplum saglidini destekleyici etkiler yarattigini gostermektedir. Mobil uygulamalar,
sosyal medya ve chatbot sistemleri gibi araglarin, kampanya farkindalidi, katilim diizeyi ve mesaj etkinligi izerinde
olumlu etkiler sagladigi tespit edilmistir. Dijital esitsizlik, algoritmik onyargilar, bilgi kirliligi, veri mahremiyeti
sorunlari ve bireylerde olusan dijital psikolojik yik gibi faktorler, bu stratejilerin basarisini ve kapsayiciligini
sinirlandirmaktadir. Ayrica ulusal ve uluslararasi literatirin tematik oncelikleri ve metodolojik yaklagimlari
arasinda belirgin farkliliklar gozlemlenmistir. Turkiye merkezli calismalar daha gok halk saglidr egitimi ve bilgi
dogrulugu temalarinda yogunlasirken uluslararasi galigmalar kisisellestiriimis iletisim, kiltirel uyum, yapay zeka
temelli midahaleler ve surddrdlebilirlik gibi daha yenilikci temalari 6ne gikarmaktadir. Galisma, dijital sosyal
pazarlama stratejilerinin surdurllebilir, veri odakli, kapsayici ve adil hale getirilmesine yonelik 6neriler sunmakta;
toplum sagligina yonelik dijital midahalelerin daha etkili tasarlanmasina rehberlik etmektedir.

ANAHTAR KELIMELER

Dijital sosyal pazarlama, toplum saglidi kampanyalari, kisisellestirilmis saglik iletisimi, surdurtlebilir saglik
politikalari, saglik kampanyalarinda yapay zeka.

Girig

Arastirmanin konusu ve kapsami

Sosyal pazarlama, toplum saglgini gelistirme cabalarinin ayrilmaz bir pargasi haline gelmis ve
kamu saghgi politikalarinin etkinligini artirmada stratejik bir ara¢ olarak konumlanmistir. Ticari
pazarlama tekniklerinin sosyal fayda Uretme amaciyla uyarlanmasiyla sekillenen bu yaklasim,
bireylerin ve topluluklarin saglikla iliskili davranislarini donusttirmeyi hedeflemektedir. Sigara
birakma, obeziteyle micadele, asilamaya tesvik ve cevresel saglik bilincinin artinlmasi gibi
alanlarda sosyal pazarlama stratejileri etkili bicimde kullanilmaktadir (S. Hasan vd., 2024;
Kebelek ve Yildirim, 2021). Bu stratejiler; iletisim bilimleri, psikoloji, davranigsal ekonomi gibi
disiplinlerden beslenerek hedef kitlenin deger, algi ve davranis kaliplarini analiz eden ¢cok boyutlu
bir cercevede ilerlemektedir.
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Pazarlama karmasinin dort temel unsuru olan Urtn, fiyat, yer ve tanitim unsurlari; dijital araclar
aracihgiyla  saghk odakli  davranis  degisikligi  hedefleri  dogrultusunda  yeniden
yapilandiriimaktadir (Casais, 2023; Darville vd., 2021). Ornegin bir asi kampanyasinda “Uriin”,
hastaliktan korunma firsati olarak sunulabilirken; “fiyat”, finansal maliyetler yerine algilanan
risklerin azaltiimasi seklinde ele alinabilir. Kronik hastaliklarin  6nlenmesinden bulasici
hastaliklarla mucadeleye kadar genis bir spektrumda sosyal pazarlama kampanyalari etkili bir
rol oynamaktadir. HIV/AIDS, sigara kullanimi, asilama ve ¢evre saghgl konularinda yurdtulen
kampanyalar, yalnizca bireysel degil, toplumsal duzeyde de davranis degisiklikleri yaratmistir. Bu
donusum, dijitallesmenin etkisiyle daha da derinlesmistir. Dijital teknolojilerin hizli gelisimiyle
birlikte sosyal pazarlama kampanyalari daha interaktif, dinamik ve veri odakli hale gelmistir.
Geleneksel medya kanallariyla sinirli olan sosyal pazarlama stratejileri; sosyal medya, mobil
uygulamalar, yapay zeka (YZ) ve blyik veri analitigi gibi dijital araclar sayesinde genis kitlelere
daha hizli ve etkili ulasabilmektedir (Anderson vd., 2023; Athey vd., 2023; Bélanger-Gravel vd.,
20217).

Dijital platformlar yalnizca bilgi iletimi saglamakla kalmayip ayni zamanda iki yonlu iletisim ve
kullanici geri bildirimiyle kampanyalarin surekli olarak guncellenmesine imkan sunmaktadir.
Pandemi doneminde ydrutulen dijital asi kampanyalari, bu dontstimdun halk sagligi Gzerindeki
etkisini somutlastiran orneklerdendir (Abouk vd., 2024; Yousuf vd., 2021). Ayrica SMS temelli
uygulamalar, dusuk gelirli bolgelerde saglik taramalari ve asilama programlari gibi hizmetlere
dair kritik bilgileri yaymada etkin birer ara¢ haline gelmistir. Mobil saglik uygulamalari ise
kullanicilarin - davraniglarini izleyerek  ozellestiriimis  bildirimlerle  saghk davraniglarini
desteklemektedir. YZ destekli algoritmalar sayesinde bireylerin davranis gegmisine dayali olarak
kisisellestiriimis kampanya igerikleri olusturulmakta; chatbot sistemleri kullanicilarla dogrudan
iletisim kurarak bilgi eksikliklerini gidermektedir. Dijitallesme, bdylece sosyal pazarlamanin
Olgegini ve etkisini artirmakta, ayni zamanda dusuk maliyetle daha yuksek erisim olanadi
sunmaktadir. Ancak bu genisleme, bazi sinirliliklari da beraberinde getirmistir. Dijital esitsizlik
(Subramanian ve Weare, 2022; Kasstan vd., 2023), bilgi kirliligi ve infodemi (Lim vd., 2022;
Montagni vd., 2022; Sarikaya, 2025; Subramanian ve Weare, 2022), algoritmik yanlilik ve
dezenformasyonun yayilimi (Elrayah vd., 2024; H. J. M. Kim ve Chakraborty, 2024), veri
mahremiyeti sorunlari (Chand vd., 2023; Ibrahim vd., 2025) ve dijitallesmenin bireyler tzerindeki
psikososyal ylki (De Benedictis ve Mendes, 2024; J. Wang ve Sundar, 2022) gibi sorunlar, dijital
sosyal pazarlamanin toplum sagli§i Gzerindeki etkisini sinirlamakta ve gruplar arasi farklilasmayi
derinlestirmektedir. Bu dontstUmun vyarattigi olanaklar ve sinirliliklar literattirde farkl bakis
acilariyla ele alinmaktadir. Bu baglamda hem ulusal hem de uluslararasi literaturde dijital sosyal
pazarlamaya yonelik yaklasimlar arasinda igeriksel ve tematik oncelikler agisindan dikkat ¢ekici
farkliliklar gozlemlenmektedir.

DergiPark kaynakli ulusal literatur, sosyal pazarlama uygulamalarini siklikla saglik iletisimi ya da
halk saghgi egitimi gercevesinde ele alirken (Kumbasar, 2021; Yesilyurt, 2021), yapay zeka
temelli ozellestirme, algoritmik optimizasyon veya davranissal hedefleme gibi temalara daha
sinirth odaklanmaktadir (Bayin Donar, 2020; Vardarlier ve Oztirk, 2020). Ancak Tirkiye
baglaminda kamu spotlarinin igerik analizi (Baykal ve Kutlu, 2025), asI karsitlglyla micadelede
sosyal medya stratejileri (Baykal ve Kutlu, 2025; Yilmaz ve Sezgin, 2023), sosyal medya haber
guvenligi ve bilgi dogrulama farkindaliginin saglik tutumlarina etkisi gibi tematik odaklar ulusal
literatlrde de giderek artan bicimde onem kazanmaktadir. Uluslararasi literatirde ise dijital
sosyal pazarlamanin donusen dogasi ¢ok boyutlu bir bigimde ele alinmakta; veri analitigi,
kisisellestiriimis iletisim, kulturel ozellestirme, yapay zeka destekli davranigsal midahaleler,
algoritmik esitsizlikler, dezenformasyonla mucadele ve surdurdlebilir kampanya tasarimi gibi
temalar 6ne gikmaktadir (Abouk vd., 2024; Argyris vd., 2023; Gantenbein vd., 2024; Molina vd.,
2025; Niemi vd., 2025; Olsacher vd., 2023; Ziabina vd., 2024). Ozellikle etkilesimli iletisim ve
kullanici katilimini esas alan yapilarla hedef kitlenin psikolojik ozelliklerine uyumlu mesajlarin
gelistirildigi, dijital esitsizliklerin dezavantajli gruplara erisimi engelleyebildigi ve algoritmik karar
verme sureclerinin seffaflik sorunu olusturabildigi gesitli ampirik calismalarda raporlanmaktadir
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(Chand vd., 2023; Gesser-Edelsburg vd., 2022; Kim & Chakraborty, 2024; Yousuf vd., 2021).
Bununla birlikte, strdurtlebilirlik, kulttrel baglamlara adaptasyon ve davranissal etki dlgimu gibi
basliklarda hala metodolojik gesitlilige dayali ampirik kanit eksikligi dikkati gekmektedir (Casais,
2023; Hayes vd., 2023; Niemi vd., 2025). Dijital sosyal pazarlama stratejilerinin uzun vadeli
davranissal etkileri, farkli sosyoekonomik gruplar tzerindeki etkililigi ve kulturel baglamlara
uyarlanabilirligi gibi konularin irdelenme durumu hem ulusal hem de uluslararasi literatlrde
halen sinirhdir (Argyris vd., 2023; Hayes vd., 2023). Bu durum, dijital sosyal pazarlamanin halk
saghgr politikalarina entegrasyonunda daha sistematik, disiplinler arasi ve kanita dayal bir
yaklasima ihtiya¢ duyuldugunu gostermektedir. TUum bu tespitler, dijital sosyal pazarlamanin
halk saghgindaki potansiyelini anlamaya yonelik kapsamli, karsilastirmall ve tematik olarak
yapilandiriimis analizlerin gerekliligini de ayrica vurgulamaktadir.

Bu arastirma, dijital sosyal pazarlamanin toplum sagligi Uzerindeki donusttrdcu etkisini nitel
tematik analiz yoluyla sistematik olarak degerlendirmeyi amaclamaktadir. Web of Science
(WoS) ve DergiPark veri tabanlarinda 2020—2025 yillari arasinda yayimlanan 258 ¢alismanin
PRISMA 2020 yonergesi temel alinarak sistematik bir sekilde taranmasi ve tematik eslestirme
ile analiz edilmesiyle olusturulan bu ¢alisma, dijital sosyal pazarlamanin sagliga yonelik iletisim
stratejilerinde nasil yapilandigini, hangi temalarda yogunlastigini ve hangi alanlarda literatur
boslugu bulundugunu ortaya koymaktadir. Bu kapsamda calisma, dijital sosyal pazarlama
stratejilerinin etkililigi, strdurulebilirligi, sosyoekonomik ve kulturel uyarlanabilirligi, etik sorunlari,
yanlis bilgiyle mucadele kapasitesi, veri temelli yonetimi ve psikolojik etkileri gibi boyutlarini
butuncul bicimde ele almaktadir. Ayrica calismada, Turkiye merkezli akademik dretim ile
uluslararasi literaturun tematik oncelikleri karsilastirmali olarak analiz edilmekte; dijital saglk
iletisimi alaninda arastirma egilimlerinin yonu ve yogunlugu literatdr verisi Uzerinden somut
bicimde gorsellestiriimektedir. Calisma hem kuramsal hem de uygulamali duzeyde, dijital sosyal
pazarlamanin halk saghgl Uzerindeki etkisini daha genis bir baglamda analiz etmeye katki
sunmay! ve yeni arastirma gundemlerine zemin hazirlamayi hedeflemektedir. Bu yonuyle
arastirma, dijitallesen dunyada toplum sagligina yonelik stratejik iletisim modellerinin nasil daha
etkili, kapsayici ve surdurulebilir hale getirilebilecegine dair kapsamli bir bakis acisi sunmaktadir.

Aragstirma sorular

Dijitallesme, sosyal pazarlama alaninda sadece teknik araglari degil, ayni zamanda stratejik
distnme bicimlerini de dondstirmustur. Geleneksel sosyal pazarlama yaklasimlarinin sinirlarini
asan bu donusum, toplum saghgr kampanyalarinda etkilesimli, kisisellestirilmis ve olculebilir
uygulamalarin onunu agmistir. Ancak bu firsatlar, veri gizliligi, dijital esitsizlik, bilgi kirliligi ve
psikolojik yuk gibi yeniriskleri de beraberinde getirmektedir. Bu ¢alisma, PRISMA 2020 yonergesi
dogrultusunda WoS ve DergiPark veri tabanlarinda yurdtulen arastirmalar sistematik bigimde
analiz ederek dijital sosyal pazarlamanin toplum sagligindaki dontsturtcu rolund kavramsal ve
ampirik duzeyde degerlendirmeyi amaclamaktadir. Literaturdeki egilimler, bosluklar ve
karsilastirmall icerik analizleri dogrultusunda calisma, asagidaki arastirma sorularina
odaklanmaktadir:

Aragtirma Sorusu 1: Dijital sosyal pazarlama, toplum sagligina yonelik kampanyalarda ne tur
donusumsel etkiler yaratmaktadir?

Aragtirma Sorusu 2: Dijital araglar, toplum saghgi kampanyalarinin basarisinda hangi olanaklari
sunmakta ve hangi yapisal ya da etik zorluklar beraberinde getirmektedir?

Aragtirma Sorusu 3: Dijital sosyal pazarlama stratejileri, farkli sosyoekonomik ve kdltdrel
baglamlarda toplum sagligina nasil uyarlanmakta, bu uyum sureclerinde ne tur esitsizlikler ve
kapsayicilik sorunlari ortaya gikmaktadir?

Aragtirma Sorusu 4: Dijital sosyal pazarlama uygulamalarinin bireyler Uzerindeki psikolojik ve
sosyal etkileri nelerdir ve bu etkiler kampanya etkililigini nasil sekillendirmektedir?
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Arastirma Sorusu 5: Literaturde dijital sosyal pazarlama stratejilerinin surdurulebilirligini ve uzun
vadeli etkilerini deg@erlendiren ampirik arastirmalarda hangi bosluklar bulunmaktadir ve
gelecekte hangi yonelimler one ¢cikmaktadir?

Bu arastirma sorulari araciligiyla calisma, dijital sosyal pazarlamanin toplum sagligindaki rolinu
cok boyutlu olarak analiz etmeyi, literatirdeki tematik yonelimleri karsilastirmali bicimde
degerlendirmeyi ve bu alanda gelecege donuk stratejik arastirma onerilerine temel olusturmayi
amaclamaktadir.

Aragtirmanin amaci

Dijitallesmenin hizla yayllmasiyla birlikte sosyal pazarlama stratejileri, toplum saghigini
destekleyen uygulamalar icin yalnizca destekleyici degil, dondsturtcU bir ara¢ haline gelmistir.
Bu arastirmanin temel amaci, dijital sosyal pazarlama stratejilerinin toplum saghgi Uzerindeki
etkilerini kapsamli ve ¢ok boyutlu bir bicimde analiz etmek, bu stratejilerin sundugu firsatlar
kadar karsl karslya kaldigi yapisal ve etik sinirliliklari da ortaya koymaktir. Calisma, Web of
Science ve DergiPark veri tabanlarinda yer alan 258 akademik yayinin PRISMA 2020 ilkeleri
dogrultusunda sistematik olarak incelenmesiyle elde edilen tematik bulgulara dayanmaktadir.
Boylece ulusal ve uluslararasi literaturde dijital sosyal pazarlama alanindaki yonelimler,
eksiklikler ve derinlesme potansiyelleri karsilastirmali olarak degerlendiriimigstir. Arastirma, dijital
sosyal pazarlama stratejilerinin; toplum saglgina yonelik kampanyalarda nasil dontsturtcu bir
rol Ustlendigini; dijital erisim, kigisellestirme, veri analitigi ve yapay zeka destekli teknolojiler
yoluyla saglik iletisimini nasil yeniden bicimlendirdigini; ayni zamanda dijital esitsizlik, bilgi
kirliligi, algoritmik yanllik, psikolojik yuk ve veri mahremiyeti gibi risk alanlarinda nasil sinandigini
derinlemesine incelemeyi amaglamaktadir. Bu baglamda arastirma, yalnizca dijital araglarin
teknik islevselligini degil, ayni zamanda bu araglarin toplumsal kapsayicilik, etik duyarlilik ve
davranigsal surdurilebilirlik baglamindaki etkilerini de gok katmanli bigimde ele alir. Ozellikle
sosyoekonomik olarak kirilgan gruplarin dijital kampanyalardan nasil etkilendigi, kulturel
baglamlarin kampanya stratejilerini nasil sekillendirdigi ve dijital igeriklerin psikolojik etkilerinin
nasil optimize edilebilecedi sorulart merkeze alinmaktadir. Calismanin bir diger amaci ise,
literatlrdeki mevcut ampirik kanit yetersizliklerini tematik duzeyde tespit ederek gelecekteki
arastirmalar igin stratejik arastirma alanlarini tanimlamak ve uygulayicilara dijital saglik
kampanyalarinin daha surdurulebilir, erisilebilir ve etkili hale getirilmesi konusunda kavramsal bir
yol haritasi sunmaktir. Bu kapsamda, calisma dijital sosyal pazarlama stratejilerinin saglik
esitsizliklerini azaltma potansiyelini sorgulamakta; kampanyalarin veriye dayali planlanmasi ve
gercek zamanli yonetimi igin oneriler sunmakta; dijitallesmenin sundugu firsatlarin etik, sosyal
ve teknik sinirlarini literatur 1siginda analiz etmektedir. Bu yonuyle arastirma hem teorik katki
saglayan hem de uygulamali halk saghgi politikalarina yon verebilecek nitelikte bir cerceve
olusturmayi hedeflemektedir.

Arastirmanin katkilan

Bu calisma, dijital sosyal pazarlama stratejilerinin toplum saghgi tzerindeki etkilerini sistematik
ve tematik bir analizle ele alarak mevcut literattrdeki teorik ve uygulamali bosluklara katki
sunmaktadir. WoS ve DergiPark veri tabanlarindaki calismalarin karsilastirmali degerlendiriimesi
yoluyla dijital aracglarin erisim, kisisellestirme, veri analitigi ve yapay zeka gibi yonleri kapsamli
bicimde incelenmis; bu araglarin saglik iletisimine sundugu firsatlar kadar, dijital esitsizlik, bilgi
kirliligi, veri mahremiyeti ve psikolojik etkiler gibi sinirliliklari da analiz edilmistir. Arastirma,
ozellikle dezavantajli gruplarin dijital kampanyalara erisimini artirmak igin gelistirilecek stratejik
onerilerle toplumsal kapsayiciliga katki saglamaktadir. Ayrica strdurdlebilir dijital saglik iletisimi
icin veri temelli yonetim, kullanici geribildirimi ve etik sorumluluk ilkelerine dayali bir gerceve
sunarak gelecekteki arastirmalara ve politika yapicilara yon gosterecek butuncul bir bakis agisi
gelistirmektedir.
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Yontem

Bu arastirmanin yontemsel cercevesi, dijital sosyal pazarlama stratejilerinin toplum saghgi
uzerindeki etkilerini ¢ok boyutlu bicimde analiz etmeye yonelik olarak yapilandiriimistir.
Arastirma hem kesifsel hem de sistematik nitelik tasiyan hibrit bir yaklasim benimsemektedir.
Kesifsel yon, dijital sosyal pazarlama alanindaki mevcut bilgi birikimini analiz ederek yeterince
calisiimamis alanlar belirlemek amaciyla kullanilmistir. Bu baglamda, kesifsel arastirma
tasarnimi, dijital sosyal pazarlama stratejilerinin toplum saglgindaki potansiyelini, sinirliliklarini ve
gelisim alanlarini anlamaya yonelik genis bir perspektif sunmaktadir (Elman vd., 2020). Literattr
incelemesine dayali bu yapi, dijital sosyal pazarlamanin toplum saghgi Gzerindeki etkilerine iliskin
mevcut galismalari derinlemesine degerlendirmek ve alandaki teorik bogluklari tespit etmek igin
uygun bir zemin sunmaktadir.

Bununla birlikte galismanin sistematik niteligi, PRISMA 2020 (Preferred Reporting Items for
Systematic Reviews and Meta-Analyses) yonergeleri dogrultusunda ydritilen detayli literatlr
taramasina dayanmaktadir. Sistematik derleme sireci hem metodolojik seffafligi hem de tekrar
edilebilirligi garanti altina almak tzere kurgulanmistir. Literatdr taramasi, Web of Science (WoS)
ve DergiPark veri tabanlarinda gergeklestiriimis; 2020—2025 yillar arasinda yayimlanmis, dijital
sosyal pazarlama ve toplum sagh@ temalarina odaklanan bilimsel galismalar incelenmistir.
Arama stratejisi, Boolean operatorleri kullanilarak yapilandiriimis ve su anahtar kelimelerle
gerceklestirilmistir: “health”, “social market", “digital’, “public health”, “campaign”, “saglk”, “sosyal
pazarlama’, “dijital, “toplum saghg!’, “kampanya”, “halk saghgr”.

GCalismaya dahil edilecek yayinlarin belirlenmesinde ¢esitli igeriksel ve bicimsel kriterler
uygulanmistir. Dahil etme kriterleri; (i) dijital sosyal pazarlama veya dijital saglik iletisimi odakli
olmasi, (i) bireysel saglik davraniglari yerine toplum sagligina yonelik hedefler tagimasi, (iii) dijital
araglar (sosyal medya, biyuk veri, yapay zeka, mobil uygulama vb.) igermesi, (iv) 2020-2025
yillari arasinda hakemli dergilerde yayimlanmis olmasi ve (v) WoS icin ingilizce, DergiPark igin
ise ingilizce veya Tirkce tam metne erisilebilirlik kosullarini kapsar. Hari¢ tutma kriterleri ise
konu disi alanlara ait galismalar, yalnizca teknik ya da algoritmik igeriklere odaklanan ve toplum
saghgiyla iliski kurmayan yayinlar, bireysel psikolojik durumlara veya saglik sistemlerinin
yonetsel isleyisine odaklanan makaleler ile editoryal notlar, gorts yazilari ve yil araligina veya dile
uymayan yayinlardir.

WoS veri tabaninda yapilan tarama sonucunda 292 makaleye ulasiimis; bunlardan 232'si acik
erisim ya da kurumsal abonelik yoluyla tam metin olarak arsivlenmistir. Kapsaml 6n
degerlendirme sureci sonrasinda 5 makale hari¢ tutulmus ve 227 makale tematik analiz icin
uygun bulunmustur. Benzer sekilde, DergiPark taramasinda ulasilan 47 yayindan erisilebilen 41
makale incelenmis; 10'u hari¢ tutularak 31 makale degerlendirmeye alinmistir. Sonu¢ olarak,
toplamda ulasilan 339 yayindan 273'Une erisiimis ve 258 makale, PRISMA akis diyagramina
uygun sekilde tam metin incelemesi ile sistematik dederlendirmeye dahil edilmistir (Gorsel 1).

Veri gikarimi sirecinde, dahil edilen her bir galisma; yazar(lar), yayin yili, baslk, amaci, anahtar
bulgulari, tematik baslik ve alt basliklar ile analiz gerekgesi ¢ergevesinde yapilandirilmistir. Her
calismaya 6zgun bir kaynak numarasi atanmis ve bu bilgiler tablo formatinda sistematik olarak
sunulmustur. Tematik analiz yontemi (Braun ve Clarke, 2023), literatiirde 6ne gikan yapisal
desenleri belirlemek icin kullaniimis; boylece dijital sosyal pazarlamanin toplum saghgina etkisi
cesitli boyutlariyla kavramsallastinimistir. Temalar, anlatimsal analizle desteklenmis ve WoS ile
DergiPark verileri frekans analizleri araciligiyla karsilastirmali bicimde gorsellestirilmistir.

Bu bdtinlesik yontemsel yaklasim, hem sistematik literatlr taramasinin sagladigi metodolojik
disiplinle hem de anlatimsal ¢ozimlemenin sagladigi yorumlayici derinlikle ¢alismanin
0zgunltgunu pekistirmektedir. PRISMA tabanli sistematiklik ile kesifsel analiz gicunu birlestiren
bu hibrit metodoloji, dijital sosyal pazarlama ve toplum saglidi literatirtne yuksek dizeyde katki
sunmay! amagclamaktadir.
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Gorsel 1 PRISMA 2020 akis diyagrami
Bulgular

Dijital sosyal pazarlamanin toplum saghgindaki doniistiiriicii rolii

Dijitallesmenin yukselisi, sosyal pazarlama stratejilerinde yeni firsatlar yaratmis ve toplum
saghgl gibi alanlarda daha etkili kampanyalarin onunt agmistir. Dijital sosyal pazarlama,
geleneksel yontemlerin sinirlarini asarak genis kitlelere ulasma, etkilesimli iletisim kurma ve
kampanyalarin basarisini 6lgme gibi dnemli avantajlar sunmaktadir.

Genis kitlelere erisim ve kapsayicilik

Dijital sosyal pazarlama stratejilerinin en buyudk avantajlarindan biri, genis kitlelere erisim
imkanidir. internet ve sosyal medya platformlar, cografi sinirlamalar ortadan kaldirarak
toplumun farkli kesimlerine ulasmayi mimkin kilar (Garcia vd., 2024). Ozellikle sosyal medya
platformlari, kullanicilarin demografik ozelliklerine ve ilgi alanlarina gore hedeflenmis igerikler
sunarak mesajin dogru kitlelere ulagsmasini saglar (Vries vd., 2022) . Nitekim bazi kampanyalar,
66 milyonu askin izlenme sayisina ulasarak dijital medyanin erisim gucund ortaya koymustur
(Humphrey vd., 2024). Bir toplum saghgi kampanyasi, belirli yas gruplarina, kronik hastaligi olan
bireylere veya saglik hizmetlerine erisimi kisith topluluklara yonelik olarak ozellestirilebilir
(Plumptre vd., 2020). Dijital araglarin bu esnek yapisi, hedef kitlelerin saglik davranislarini
etkilemede etkili olmasini saglar (Caldwell vd., 2023).

Ayrica dijital sosyal pazarlama, ekonomik ve sosyal dezavantajlari olan gruplara ulasma
konusunda buyuk avantajlar saglar. Geleneksel pazarlama yontemlerine kiyasla daha dusuk
maliyetli oldugu icin toplum saghgr kampanyalari, dtstk butceyle bile blyuk etki yaratabilir
(Gllmez vd., 2023). Sosyoekonomik acidan dezavantajli topluluklara yonelik uygulamalarda,
kampanyalarin daha kapsayici ve erisilebilir oldugu tespit edilmistir (Bélanger-Gravel vd., 2021).
Bu tur stratejiler, saglik iletisimini guclendirerek toplumsal farkindaligi artirmakta ve dijital
esitsizliklerin azaltiilmasina katki sunmaktadir (Andreoni vd., 2022; De Sousa vd., 2022; Geng ve
Demuyakor, 2022). Ayrica yUz binlerce kisiye ulasan mobil saglik kampanyalarinin etkinligi, dijital
stratejilerin halk sagdligi agisindan ne denli dondstirtcl olabilecedini gdstermektedir (Hawke vd.,
2023; Shakya vd., 2024).

Etkilesimli ve kigisellestiriimis iletigim

Dijital araglar, sosyal pazarlama stratejilerinde iki yonlu iletisim imkani saglayarak hedef kitle ile
daha guglu bir etkilesim kurulmasini mumkun kilar. Kullanicilar, sosyal medya, e-posta veya
mobil uygulamalar araciliiyla kampanyalara dogrudan katilabilir, geri bildirimde bulunabilir ve
sorularini iletebilir. Bu etkilesimli yapi, kullanicilarin kampanyalarla daha fazla bag kurmasini
saglar ve onlarin kampanya mesajlarina yonelik algilarini guglendirir. Nitekim etkilesimli mesajlar
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ile kullanicilar arasinda guglt duygusal baglar kuruldugu ve bu baglarin davranigsal degisimle
sonuclanabilecedi gosterilmistir (Abouk vd., 2024; Aladin vd., 2023; Liu vd., 2021).

Ayrica dijital teknolojiler, kisisellestirilmis iletisim imkanlari sunarak her bireyin ihtiyaglarina ozel
icerikler olusturulmasina olanak tanir. Saglik farkindaligini artirmaya yonelik bir sosyal
pazarlama kampanyasinda, bireylerin tibbi gegcmislerine veya davranis profillerine dayali olarak
farkli igerikler sunulabilir. Kisilik 0zelliklerine gore uyarlanmis mesajlarin, katiimcilar Gzerindeki
etki dizeyini onemli olglde artirdigi gozlemlenmistir (Olsacher vd., 2023). Bu, hedef kitlenin
kampanyayla olan bagini glglendirerek mesajlarin daha etkili olmasini saglar.

Bununla birlikte ¢oklu anlatim kipleri, sesli ve yazili mesajlarla zenginlestirilmis kampanyalar
kullanicilarin dikkatini daha fazla cekmekte ve hatirlanabilirligi artirmaktadir (Bical, 2025; Sindoni,
2021). Chatbotlar, sosyal medya yorumlari ve sadlik profesyonellerinin dijital platformlar
uzerinden sagladigi hizli geri bildirimler, bireylerin bilgi arayislarini desteklemekte ve etkilesim
duzeylerini yukseltmektedir (Capitdo vd., 2022) Ayrica etkilesimli igeriklerin kullanicilar
tarafindan daha c¢ok hatirlandi§i ve guvenilir bulundugu da belirtiimektedir (Murphy vd., 2023;

Vereen vd., 2022).
Veri analitigi ve kampanya basarisinin dlgulebilirligi

Dijital sosyal pazarlamanin bir diger onemli avantaji, kampanya basarisinin olgulebilir olmasidir.
Dijital araglar sayesinde kullanici etkilesimleri, tiklama oranlari, paylasim sayilar, donusim
oranlari gibi veriler kolayca toplanabilir ve analiz edilebilir. Bu metrikler araciligiyla,
kampanyalarin belirli hedefler dogrultusunda ne 6lgtide etkili oldugu de@erlendirilebilir (Denis vd.,
2021; Evans vd., 2024; Romberg, Bennett, vd., 2020; Williams vd., 2023). Ornedin bir kampanya,
57 milyon goruntulenme ve 2,6 milyon etkilesim gibi sayisal ¢giktilarla etkinligini somut bi¢gimde
ortaya koyabilir (Anderson vd., 2023).

Veri analitigi, yalnizca performans olciminde degil, ayni zamanda stratejik karar alma
sureclerinde de yol gosterici rol oynar. Kampanya farkindaligi ile tutum degisimi arasinda
kurulan iliski, hangi mesajlarin hedef kitle tzerinde daha etkili oldugunu gosterebilir (Aisyah vd.,
2025; Hayes vd., 2023; Romberg, Tulsiani, vd., 2020) Bu dogrultuda kampanyalarin igerik ve
yontemleri, geri bildirim donguleriyle optimize edilebilir. Ayrica kampanya mesajlarinin bireylerin
inanglari ve davraniglarn Uzerindeki etkisi, istatistiksel analizlerle gozlemlenmis; ornegin inang
degisiminde %0,55'lik artis raporlanmistir (Athey vd., 2023).

Toplanan veriler yalnizca retrospektif dederlendirme araci olarak degil, anlik mtdahaleler ve
revizyonlar igin de kritik onem tasir. Katilimcilarin tutumlari ve etkilesim duzeyleri dogrultusunda
iceriklerin yeniden sekillendiriimesi, kampanyalarin etkililigini artirir (Kelley vd., 2025; Khanafer
vd., 2024). Bu nedenle veri temelli sosyal pazarlama uygulamalari hem kisa vadeli etkileri hem
de uzun vadeli toplumsal donlisimi yonetmede temel bir arag haline gelmistir (Lamb vd., 2024;
Mansur ve Biyik, 2022).

Yapay zekéa ve makine 6grenimi ile stratejik optimizasyon

YZ ve makine dgrenimi (MO) gibi yeni nesil teknolojiler, dijital sosyal pazarlamanin stratejik
gucunu onemli olgtde artirmaktadir. Bu teknolojiler, genis veri setlerini analiz ederek, bireylerin
gecmis davraniglaring, tercihine ve etkilesim ge¢cmisine dayall olarak kampanya iceriklerini
dinamik bicimde uyarlayabilir. YZ destekli veri analitigi sayesinde, en uygun mesaj formatlari
belirlenebilir ve kampanyalarin hem erisim hem de donusum oranlari artirilabilir. Bazi dijital
sistemler sayesinde kampanya etkinligi %42'den %97'ye ¢ikmig; veri tabanli sistemlerin etkili
mudahalelerde ne kadar dnemli oldugu ortaya konmustur (An vd., 2021; Bammeke vd., 2023; S.
Y. Lin vd., 2023). Toplum saglidi alaninda, yapay zeké temelli araglar bireylere 6zel saglik
mesajlan sunarak hedefli bilgilendirme saglamaktadir. Klinik streclerde kullanilan dijital saglk
platformlar hem profesyonel kullanicilari hem de toplum bireylerini igcerecek sekilde
ozellestirilmis igeriklerle destek sunmakta ve dijital saglik okuryazarhigini artirmaktadir (Cheng
vd., 2022; Wei vd., 2025). Bunun yaninda sahada kullanilan dijital sistemlerin mobil ekipler ile
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entegrasyonu sayesinde, sosyal hizmetlere erisimde daha kapsayici ¢ozumler Uretilebilmekte,
veri takibi ve midahale zamanlamasi iyilestirilebilmektedir (Farid vd., 2024). Makine 6grenimi
algoritmalari ayrica, kampanyalarin hangi bilesenlerinin daha fazla dikkat ¢ektigini belirleyerek
icerik formatlarinin otomatik olarak optimize edilmesini mumkun kilar. Bu tur yaklagimlar, sosyal
medya ortamlarinda yayilan yaniltici veya yanlis bilgilerin tanimlanmasinda da etkili olabilir.
Nitekim dijital kampanyalarin sahaya yonelik etkilesimlerini artiran algoritmalar hem davranigsal
sonuglara hem de algisal farkindaliga katki saglamaktadir (Gantenbein vd., 2024; Kisa ve Kisa,
2024). Bu teknolojilerin dijital sosyal pazarlama stratejilerine entegrasyonu, kampanyalarin
dogruluk, zamanlilik ve kapsayicilik gibi temel ilkeler gergevesinde surekli iyilestiriimesine imkan
tanimaktadir.

Dijital sosyal pazarlama stratejilerinin surekli iyilestirilmesi

Dijital sosyal pazarlama stratejilerinin sundugu firsatlar, toplum saghgr kampanyalarinin hem
etkisini hem de erisilebilirligini 6nemli olglde artirmaktadir. Genis kitlelere ulagsma imkani,
etkilesimli ve kisisellestirilmis iletisim avantajlar ile veri analitiine dayali olgulebilirlik, dijital
araclarin sosyal pazarlamada vazgecilmez bir unsur haline gelmesini saglamistir. Ancak bu
potansiyelin surdurdlebilir sonuglar Uretmesi, yalnizca teknolojinin kullanimina degil, ayni
zamanda stratejik planlama ve surekli iyilestirme streglerinin etkinligine baghdir (Uslu ve ipek,
2022). Dijital pazarlama ortami son derece dinamik bir yapiya sahiptir. Bu nedenle sosyal
pazarlama kampanyalarinin algoritma degisiklikleri, kullanict davraniglarindaki egilimler ve yeni
dijital platformlarin ortaya ¢ikisi gibi glincel gelismelere gore periyodik olarak gozden gegiriimesi
gerekmektedir (Diegelmann vd., 2022; Ulug Yurttas, 2021). Ozellikle mikrobiyal direng gibi
toplum sagligi tehditlerine karsi ydrutllen kampanyalarda, musteri icgorusu temelli strateji
revizyonlari, halkin bilgi ve tutumlarinda olumlu dontsimler yaratabilmektedir (Ayem, 2024). Bu
baglamda dijital planlama araglarinin kullanimi, kampanya surecinin davranissal ¢iktilara gore
surekli optimize edilmesini saglamaktadir. Ayni zamanda dijital aktivizm pratikleri, yalnizca
bireysel davranis degisimini degil, yapisal sorunlara dikkat ¢ekilmesini ve daha sistematik
dontstmlerin tetiklenmesini mumkin kilmaktadir (Garcia vd., 2024). Etkin dijital sosyal
pazarlama i¢in kampanyalarin hem kullanicriggorulerine dayali olarak gelistirilen iceriklerle hem
de toplumsal diizeydeki egilimlerle entegre olacak sekilde kurgulanmasi gerekmektedir (Miah
vd., 2025). Dijital sosyal pazarlama stratejilerinin basarisi, teknolojiyle birlikte esneklik, geviklik
ve geri bildirim odakli strekli gelisim anlayisinin benimsenmesiyle yakindan iligkilidir.

Dijital sosyal pazarlamanin karsilagtigi zorluklar ve sinirhliklar

Dijitallesme, toplum sagligr kampanyalarinda sosyal pazarlama stratejilerinin etkinligini artirma
potansiyeline sahip olsa da bu surecin karsi karsiya kaldigi gesitli zorluklar bulunmaktadir. Dijital
araglar, toplum saghgr kampanyalarinin basarisinda belirleyici bir rol oynarken, erisim esitsizligi,
bilgi kirliligi, veri gizliligi ihlalleri, algoritmik yanlilik ve psikolojik etkiler gibi faktorler, saglk
iletisiminde surdurtlebilir bagsarinin onundeki en buyuk engellerden bazilaridir. Dijital sosyal
pazarlamanin toplum saghgini nasil sekillendirdigini anlamak i¢in bu zorluklarin ayrintili olarak
ele alinmasi gerekmektedir.

Dijital esitsizlik ve erigim sorunlari

Dijital sosyal pazarlama stratejilerinin toplum sagligindaki etkisi, bireylerin dijital teknolojilere
erisim duzeyine dogrudan baglidir. Ancak dijital esitsizlik, ozellikle dusuk gelirli bireyler, kirsal
bolgelerde yasayanlar, yasli ntfus ve dijital okuryazarlidr sinirli gruplar icin onemli bir yapisal
engel olusturmaktadir. Bu gruplarin internet baglantisina, mobil cihazlara veya dijital saglik
uygulamalarina sinirli erisimi, dijital kampanyalarin en gok ihtiyag duyulan kesimlere ulagsmasini
zorlastirmakta, boylece saglik hizmetlerine erisimdeki mevcut esitsizlikleri daha da
derinlestirebilmektedir (Kasstan vd., 2023; Mutsaka-Makuvaza vd. 2024; Silver vd., 2020;
Subramanian ve Weare, 2022; Unni ve Weinstein, 2021). Nitekim dijital rezervasyon sistemleri
veya cevrimici randevu platformlari, dijital yeterliligi dusuk bireyler igin erisim bariyeri
olusturmakta, oOzellikle yasllar ve kirsal kesimdeki bireyler agisindan dislayici etkilere yol



1865 ODUSOBIAD

agmaktadir (Liem vd., 2021). Benzer sekilde, sosyal medya en sik kullanilan bilgi kaynagi olsa da
bu platformlara erisemeyen bireyler dijital farkindalik kampanyalarinin kapsami disinda
kalmaktadir. Dijital saglik iletisiminin kapsayici olabilmesi igin yalnizca dijital igerik Uretimi yeterli
degildir; bu igeriklerin erisilebilir ve anlasilabilir olmasi da gerekmektedir. Dezavantajli gruplara
yonelik kampanyalarda, igerik dilinin sadelestiriimesi, ¢oklu dil segeneklerinin sunulmasi ve
distk bant genisligiyle calisan mobil gozimler gelistiriimesi onerilmektedir (Bélanger-Gravel vd.,
2021; Pourkarim vd., 2022; L. Wang vd., 2024). Aksi takdirde dijital sosyal pazarlama yalnizca
dijital okuryazarhg yuksek bireyleri etkilerken, saglik hizmetlerine en ¢ok ihtiya¢ duyan gruplari
disarda birakabilir. Bu nedenle dijital sosyal pazarlama stratejilerinde hibrit iletisim modelleri
temel alinmali; geleneksel medya kanallari (TV, radyo, basili brosdrler) ile dijital platformlar
entegre bir sekilde kullaniimalidir. Dijital saglik aktivizmi ornekleri, bu yaklasimlarin yalnizca
bireysel farkindalik degil, ayni zamanda yapisal farkindalik uretme kapasitesi tasidigini
gostermektedir (Subramanian ve Weare, 2022; Zuboff, 2022). Kampanyalarin sosyal
kapsayiciligi ve esitligi hedeflemesi, halk saglhiginda dijital araglarin etkinligini artiracaktir.

Bilgi kirliligi ve yanlis bilgi yayihmi

Dijitallesmenin toplum saghdi Uzerindeki en buyuk tehditlerinden biri, saglikla ilgili yanlis bilgilerin
kontrolstiz bicimde yayllmasidir. Sosyal medya platformlari ve dijital haber kaynaklar,
dogrulanmamis veya yaniltici iceriklerin hizla dolasima girmesine olanak tanimaktadir. Ozellikle
asl, beslenme, kronik hastaliklar ve bulasici hastaliklarla ilgili yanlis bilgiler, halk saghg
politikalarinin etkinligini zayiflatmakta ve bireylerin saglik davranislarini olumsuz etkilemektedir
(Montagni vd., 2022). COVID-19 pandemisi strecinde bu sorun daha da gortnir hale gelmistir.
Dijital ortamda yayllan asi karsiti igerikler, toplumda asi tereddudund artirmis ve saglk
otoritelerinin mudahale kapasitesini sinirlamistir. Dijital asi okuryazarliginin dusuk oldugu
bireylerde, yaniltici bilgilere olan guven daha ylksek duzeyde gozlemlenmis ve saglik sistemine
glven zedelenmistir (Ertem ve Ozbay, 2024; Yousuf vd., 2021). Yanlis bilgiyle micadelede
gelistirilen dijital stratejiler, 6zellikle mit clrltme (debunking) icerikleri ve dijital medya
kampanyalarinda dogrulama mekanizmalarinin entegrasyonu onemli kazanimlar saglamistir.
Dogrulama sonrasi paylasilan igeriklerin guvenilirlige katkisi gozlemlenmis ve kullanicilar
arasinda yanlis inancglarin azaltiimasinda etkili oldugu raporlanmistir (Molina vd., 2025). Bu
kapsamda dijital sosyal pazarlama stratejilerinin basarisi, yalnizca bilgi yaymakla degil, ayni
zamanda dezenformasyonu tespit edip etkisizlestirme becerisiyle olcilmelidir. Yapay zeka
destekli icerik analiz araglarinin kullanimi, yaygin yanhs bilgilere karsi erken uyar sistemleri
kurmak agisindan onemlidir (Aytur Ozen ve Ozen, 2023; T. H. Lin vd., 2022). Ayrica kamu
kurumlarr ve saglk otoriteleri, dijital platformlarda aktif sekilde yer almali; dogru bilgiyi anlasilr,
etkilesimli ve guven insa edici bigimde sunmalidir. Medya okuryazarligina yonelik toplumsal
egitim programlari da bu stratejilerin tamamlayici unsuru olmalidir (Son ve Park, 2025).

Veri gizliligi, guivenlik ve etik sorunlar

Dijital sosyal pazarlama kampanyalari, buyuk miktarda kullanici verisi toplayarak hedef kitleye
kisisellestirilmis icerikler sunabilme kapasitesine sahiptir. Ancak bu sureg, bireylerin mahremiyet
haklarini tehdit eden ciddi etik ve glvenlik sorunlarini da beraberinde getirmektedir. Ozellikle
saglik verileri gibi hassas bilgilerin dijital ortamlarda islenmesi ve bazi durumlarda Ggulncu
taraflarla paylasiimasi, kullanicilarin dijital saglik sistemlerine olan glvenini sarsabilmektedir
(Chandvd., 2023; Rodriguez-Patarroyo vd., 2021). Toplum saglidina yonelik dijital kampanyalarin
basarisi, kullanicilarin platformlara olan giveniyle yakindan ilikilidir. Ozellikle yash bireylerin
dijital ortamlarda bilgi paylasimina temkinli yaklasmasinin ardinda, dijital mahremiyetin
yeterince korunmadigina dair algilar yatmaktadir. Bununla birlikte, yanls bilgi iceren sahte
belgelerin veya manipulatif igeriklerin dolasimda olmasi, dijital gozetim sistemlerinin
guvenilirligini tehdit etmekte ve halk saglhg sistemlerinin butunltgidni zayiflatmaktadir (Ali vd.,
2024). Bu baglamda Avrupa Birligi'nin Genel Veri Koruma Yonetmeligi (General Data Protection
Regulation (GDPR) gibi dizenlemeleri, dijital saglik iletisiminde veri givenligini saglamaya
yonelik onemli normatif gergeveler sunmaktadir (Ip, 2021). Tirkiye'de ise Kisisel Verilerin
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Korunmasl Kanunu (KVKK), saglik verilerinin toplanmasi, islenmesi ve saklanmasina yonelik
kurallar belirlemektedir (KVKK, 2016). Ancak bu dizenlemelerin dijital saglik kampanyalari
baglaminda pratikte nasil uygulandigi ve ne olgude denetlendigi konusunda daha fazla ampirik
arastirmaya ihtiyag duyulmaktadir (Parsons vd. 2022). Ayrica dijital sansdr, platformlarin
algoritmalar araciligiyla veri gorunurlugunu kisitlamasi ve bazi halk saghgi igeriklerinin fon
kesintilerine maruz kalmasi gibi olgular, dijital saghgin yalnizca teknik degil ayni zamanda politik
bir alan oldugunu da gostermektedir. Etik ilkelere dayali, seffaf ve kullanici onamina dayanan
uygulamalar; dijital sosyal pazarlama stratejilerinin uzun vadeli basarisi agisindan Kkritik
onemdedir.

Dijital platformlarin algoritmik yanlihgi

Dijital pazarlama stratejilerinde kullanilan algoritmalar, kullanici davraniglarina dayali olarak
kisisellestiriimis igerikler sunmakta ve bdylece hedef kitleye daha etkili ulagsmayi
amaclamaktadir. Ancak bu algoritmalar, belirli veri kiimeleri Gzerinde egitildiklerinde sistematik
yanliliklara neden olabilir. Algoritmalarin, belli kullanici gruplarini 6n plana g¢ikarmasl ya da
marjinalize edilmis gruplari disarda birakmasi, dijital toplum saghgi kampanyalarinin etkinligini
ve adaletini zayiflatabilir (H. J. M. Kim ve Chakraborty, 2024; J. E. C. Kim vd., 2024; Kocabas,
2021). Ozellikle sosyal medya platformlarinda algoritmalar, kullanicilarin gegmis etkilesimlerine
ve populerlik Olcutlerine gore icerikleri filtrelemektedir. Bu durum, toplum sagld
kampanyalarinin mesajlarinin goranurligunu kisitlayabilir ve belirli gruplarin saglikla ilgili kritik
bilgilere erisimini engelleyebilir. Marjinal topluluklara yonelik mesajlarin platform algoritmalari
tarafindan arka planda birakildigi ve bu gruplarin kampanyalara erisimde dezavantaj yasadi§i
saptanmistir (Gesser-Edelsburg vd., 2022). Bu baglamda algoritmik karar alma siireclerine dair
seffaflik ve etik denetim gereklidir. Saglik iletisiminde kullanilan yapay zeka ve makine 6grenimi
modelleri, yalnizca performans 6lgutlerine degil, ayni zamanda adil temsil ve erisim kriterlerine
gore optimize edilmelidir (AlDukhail ve Agaku, 2024). Tttn karsiti kampanyalarda oldugdu gibi,
dijital iceriklerin gorunurltgu ticari aktorlerin lehine maniptle edilebilmekte, bu da platform
dinamiklerinin halk saghgr karsiti etkiler dogurabilecegini gostermektedir. Algoritmik yanhhgin
onlenmesi, dijital sosyal pazarlama stratejilerinin daha kapsayici, etik ve toplum saglgina hizmet
eder sekilde tasarlanmasini mimkin kilacaktir. Ozellikle gocuklar, yaslilar ve sosyoekonomik
olarak kirllgan gruplar gibi savunmasiz kesimlerin dijital iceriklerden dislanmasini dnlemek, halk
saghg politikalarinin dijitallesme ¢aginda temel onceliklerinden biri olmalidir (Huse vd., 2022).

Dijitallesmenin getirdidi psikolojik ve sosyal etkiler

Dijital saglik kampanyalarinin toplum sagligina katkisi yadsinamaz olmakla birlikte, bireyler
uzerindeki psikolojik ve sosyal etkileri dikkatle ele alinmalidir. Strekli gevrimici olma durumu ve
yogun bicimde saglik iceriklerine maruz kalma, bireylerde stres, anksiyete, bilgi asir yiklenmesi
(information overload) ve duyarsizlasma gibi sonuclar dogurabilmektedir. Ozellikle gencler ve
yasli bireyler, yogun icerik akisi karsisinda saglik kampanyalarina karst ilgilerini kaybedebilmekte
ve pasiflesebilmektedir (Chan vd., 2020; Coughlan vd., 2021; De Benedictis ve Mendes, 2024;
Ibrahim vd., 2025). Sosyal medya platformlarinda kisisellestirilmis igerikler kimlik duygusunu
destekleyebilse de kontrol hissinin zayiflamasi ve surekli uyariima hali, kullanicilarin zihinsel
yukund artirmakta, dikkat surelerini kisaltmakta ve platformlardan uzaklagsmalarina neden
olabilmektedir (Cosgrave vd., 2022; J. Wang ve Sundar, 2022). Ayrica dijital ortamda yurUtilen
saglik kampanyalarinin icerdigi duygusal mesajlar, bazi bireylerde sucluluk, korku veya
yetersizlik duygularini tetikleyerek olumsuz psikolojik tepkiler yaratabilmektedir. Bu baglamda
toplum saghgr kampanyalarinin basarisi, yalnizca mesajin ulagsma duzeyiyle degil, bireylerin
biligsel kapasitesine ve psikolojik dayanikliligina uygun iceriklerle desteklenmesiyle mumkdndur.
Bilginin sade, ac¢ik ve duzenli sunulmasi, mesaj tekrarlarinin optimize edilmesi ve kullanicilarin
aktif katiimini tesvik eden etkilesimli yaklasimlar, olumsuz etkileri azaltabilir. Ayni zamanda
dijital platformlarin ruh sagligi Gzerindeki etkilerini inceleyen disiplinlerarasi arastirmalarin
artinimasi gerekmektedir (Enthoven vd., 2020; Kaylor-Hughes vd., 2017). Genel olarak
degerlendirildiginde, dijital sosyal pazarlamanin toplum sagligini gelistirme potansiyeli buyuktdr;
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ancak bu potansiyelin gerceklestiriimesi, dijital esitsizlik, bilgi kirliligi, veri gizliligi ihlalleri,
algoritmik yanlilik ve psikolojik yik gibi sinirlayici faktorlerin bitincul bigimde ele alinmasini
gerektirir. Bu nedenle dijital stratejiler, yalnizca teknik verimlilikle degil, ayni zamanda etik ilkelere,
erisim esitligine ve psikososyal dengeye dayali olarak tasarlanmalidir. Dijitallesmenin sundugu
firsatlar ancak stratejik planlama, kapsayici politikalar ve kullanici merkezli uygulamalarla
toplum sagligina gercek anlamda katki sunabilir.

Toplum saghginda dijital sosyal pazarlamada arastirma bosluklari ve yeni yonelimler

Dijital sosyal pazarlama, toplum sagligini iyilestirme hedefinde onemli bir arac olarak hizla
benimsenmekte ve uygulamalarda giderek daha fazla yer bulmaktadir. Ancak bu alan, hem
akademik arastirmalar hem de pratik uygulamalar agisindan halen yeterince kesfedilmemis
yonler barindirmaktadir. Literaturdeki bosluklarin belirlenmesi, bu stratejilerin gelistiriimesi ve
daha etkili bir sekilde uygulanmasi icin kritik bir onem tasimaktadir. Dijital araglarn etkinligi
Uzerine vyeterli ampirik kanit eksikligi ve farkli sosyoekonomik gruplarda dijital sosyal
pazarlamanin etkisi, bu alanda ¢ozulmesi gereken temel sorunlar arasinda yer almaktadir.

Dijital sosyal pazarlama stratejilerinin etkililigi Gzerine ampirik kanit eksikligi

Dijital sosyal pazarlama stratejilerinin toplum saghgdi tzerindeki etkisini anlamak icin daha fazla
ampirik veri ve metodolojik gesitlilik iceren ¢alismalara ihtiya¢ duyulmaktadir. Mevcut literaturde,
dijital araclarin gergekten saglik davranislarini ne olcide etkiledigine dair bulgularin sinirli ve
genellikle kisa vadeli olduguna dikkat gekilmektedir (Argyris vd., 2023; Brennan vd., 2020,
Martinez-Juarez vd., 2025; Sharma vd., 2021). Ozellikle sosyal medya kampanyalarina iligkin
bircok ¢alisma, yalnizca erisim ve be@eni sayilari gibi yuzeysel metriklere odaklanmaktadir. Bu
kampanyalarin davranissal degisim, surddrulebilir etki ve toplumsal donusum duzeyindeki
etkilerini dlgmekten uzaktir (Casais, 2023). Nitekim bazi ¢alismalar, dijital sosyal pazarlamanin
yalnizca farkindalik diizeyinde etkili oldugunu; ancak bireylerin davraniglarini degistirmede ayni
Olclde basarili olmadi§ini ortaya koymustur (Nahon-Serfaty, 2022). Ayni sekilde dijital
kampanyalarin belirli saglik gostergeleri Uzerinde etkili olabilmesi icin, bireylerde risk algisi,
kendilik yeterliligi ve duygusal etkilesim duzeyi gibi psikolojik deg@iskenlerin dikkate alinmasi
gerektigi vurgulanmaktadir (Darville vd., 2021). Bu durum, dijital sosyal pazarlama stratejilerinin
etkinligini 6lgmek igin daha ¢ok katmanli, nitel-nicel entegre modellerle ve farkli baglamlarda
yurdtdlecek uzun erimli arastirmalara ihtiyag oldugunu gostermektedir. Ayrica, hangi mesaj
turlerinin hangi gruplarda daha etkili oldugu, etkilesimli igeriklerin davranis degisimine nasil katki
sundugu gibi sorulara yanit verebilecek veri temelli modellerin gelistiriimesi gerekmektedir
(Dimauro vd., 2023; Kitey vd., 2021; Niemi vd., 2025). Dolayisiyla dijital sosyal pazarlamanin
gergekten toplumsal dlzeyde saglik davranislarini dondstirme potansiyeline sahip olup
olmadigini belirlemek igin daha fazla genellenebilir ve karsilastinlabilir ampirik kanit Gretilmelidir.
Bu tur calismalar, stratejilerin sadece yenilikci, kanita dayali, strdurulebilir ve etkili olmasini
saglayacaktir.

Farkli sosyoekonomik gruplara yonelik dijital sosyal pazarlama uygulamalari

Literaturde dikkat ¢ceken onemli bosluklardan biri, dijital sosyal pazarlama stratejilerinin farkli
sosyoekonomik gruplar Uzerindeki etkisinin yeterince incelenmemesidir. Dijitallesmenin
toplumsal esitsizlikleri azaltma potansiyeli bulunsa da bu sire¢ bazi durumlarda mevcut
esitsizlikleri daha da derinlestirebilir. Ozellikle disik gelirli bireylerin, kirsal bolgelerde
yasayanlarin ya da dijital becerileri sinirli gruplarin dijital kampanyalara erisimi, siklikla goz ardi
edilmektedir (Bélanger-Gravel vd., 2021; Kasstan vd., 2023; Maltz vd., 2024; Uyheng vd., 2023)
Mevcut calismalar cogunlukla genel kullanici egilimlerine odaklanmakta, ancak farkli
demografik gruplarin dijital araclara erisimi, icerigi algilama bicimi ve teknolojik sinirliliklari gibi
konulara yeterince 1sik tutmamaktadir. Dijital rezervasyon sistemleri veya kampanya portallari,
teknolojik yeterliligi olmayan bireyler icin erisim engeli olusturmakta; bu da toplum saghginin
kapsayicihgini  zedelemektedir. Sosyoekonomik agidan dezavantajli topluluklara yonelik

yUrUtllen bazi kampanyalar, farkindalik dizeyini artirsa da bu gruplarin dijital mecralarda surekli
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temsiline olanak tanimadigi icin slrdurtlebilir katiim Uretmekte yetersiz kalmaktadir (lhm ve
Lee, 20217; Toon vd., 2022). Ayni sekilde, yas, cinsiyet, editim dlzeyi gibi degiskenlerin dijital
kampanya algisi ve etkilesimi Uzerindeki etkisi konusunda sinirli sayida sistematik analiz
bulunmaktadir. Bu eksiklik, ozellikle toplum sagligi kampanyalarinda kritik bir esitsizlik riski
olusturmaktadir. Saglik hizmetlerinden en ¢ok fayda saglamasi gereken gruplar, dijital
kampanyalardan en az fayda saglayanlar haline gelebilir. Bu celiskinin giderilebilmesi igin, nitel
ve nicel yontemlerle yurutulecek, baglamsal analizleri igeren arastirmalara ihtiyag vardir.
Kampanya iceriklerinin sosyoekonomik baglama duyarli olarak yeniden tasarlanmasi, erisimi
kolaylastiran teknik gozimler (or. duslk bant genisligi igin optimize edilmis icerikler) ve
geleneksel medya ile dijital medyanin hibrit kullanimina yonelik modeller bu surecte oncelikli
olmalidir.

Kilturel ve bolgesel faktorlerin dijital sosyal pazarlamaya etkisi

Dijital sosyal pazarlamanin toplum saghgi Uzerindeki etkileri, yalnizca teknolojik altyapi veya
strateji tasanmiyla sinirli degildir; ayni zamanda kdltirel normlar, bolgesel farklar, sosyal
aliskanliklar ve medya okuryazarhgi dizeyleri gibi baglamsal degiskenlerle de yakindan iligkilidir.
Farkli Ulkelerde ve bolgelerde dijital araglarin kullanimi, platform tercihleri, etkilesim bigimleri ve
icerik algisi birbirinden oldukga farkliik gosterebilir. Bu nedenle dijital sosyal pazarlama
stratejilerinin kulturel ve bolgesel duzeyde incelenmesi, daha etkili ve kapsayici halk saglig
¢ozumlerinin gelistirimesine katki saglayacaktir (Ziabina vd., 2024). Ozellikle gelismis tlkelerde
dijital altyapinin yayginhg@i ve kullanicilarin gevrimici olma aliskanliklari, dijital kampanyalarin
daha hizli yayllmasina ve yuksek etkilesim almasina olanak tanimaktadir. Buna karsin
gelismekte olan Ulkelerde veya kirsal bolgelerde dijital erisimin sinirli olmasi, bu kampanyalarin
ulasilabilirligini dogrudan etkileyebilmekte, boylece halk saghgi hedeflerinde dijital dislanma riski
olusmaktadir (Eriten, 2025). Ayrica saglikla iligkili davraniglarin kilttrel kodlarla bigimlenmesi,
ayni mesajin farkli toplumlarda farkli anlamlar tasimasina yol agabilir. Dogaya dayali 6z bakim
Onerileri, Bati toplumlarinda ytksek kabul gortrken, baska cografyalarda etkisiz kalabilmektedir
(Matin vd., 2023). Bu nedenle, dijital sosyal pazarlama stratejilerinin yalnizca geviri ile degil,
kdlturel baglama uygun igerik yeniden Uretimiyle yayginlastinlmasi gerekmektedir.
Karsilastirmali kulturlerarasi ¢alismalar, dijital kampanyalarin algilanisi, duygusal etkisi, iletisim
bicimi ve eyleme donustirme kapasitesi gibi parametrelerde nasil farklilik gosterdigini ortaya
koyabilir. Bu tur arastirmalar, yerel ve kuresel stratejilerin birbirinden nasil beslenebilecegini ve
uluslararasi dijital saglik kampanyalarinin nasil optimize edilebilecegini anlamak acisindan
buyuk onem tasimaktadir.

Dijital saglik kampanyalarinin strddrdlebilirligi

Dijital saglik kampanyalarinin strdurdlebilirligi, yalnizca teknolojik araglarin kullanim surekliligiyle
degil; ayni zamanda igerik gtincelligi, finansal destek, kurumsal baglilik ve veri temelli yonetisim
surecleriyle de dogrudan iliskilidir. Mevcut literatirde, bircok dijital kampanyanin kisa vadeli
basarilar elde ettigi gorllse de bu etkilerin uzun vadede nasil surdurulecedi halen tartismalidir.
Surdurulebilirlik, dijital sosyal pazarlama stratejilerinin toplum saghginda kalici ve olgulebilir
fayda Uretmesi acisindan temel bir kriterdir (Brown vd., 2020; Niemi vd., 2025). Bu baglamda
dijital saglik kampanyalarinin yalnizca baslatiimasi degil, devamliligina yonelik stratejik
planlamalar da yapilmasi gerekmektedir. Dijital pazarlama araclari cogu zaman dusuk maliyetli
gorunse de igerik Uretimi, guncellenmesi, teknik altyapi destegi ve veri analizi gibi unsurlar uzun
vadede kaynak ihtiyacini artirmaktadir. Bu nedenle kamu-6zel sektor is birlikleri, strddrulebilir
dijital saglk iletisimi icin gerekli finansal ve operasyonel modellerin olusturulmasinda kritik rol
oynamaktadir. Ayrica kampanyalarin uzun omurlG olabilmesi igin veri odakli yonetim
yaklasimlarinin benimsenmesi onemlidir. Kullanici etkilesimleri, kampanya erisim duzeyleri,
geribildirim oranlari ve davranigsal donusumler gibi verilerin sistematik olarak izlenmesi,
kampanyalarin performansini degerlendirme ve gerektiginde revize etme firsati sunar (Paulo vd.,
2023). Dijital medya analitigi ve etkilesimli gosterge panolari, kampanyalarin gercek zamanli
izlenmesine ve anlik strateji degisikliklerine olanak taniyan dinamik sistemler kurulmasini
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muUmkun kilar. Surddrulebilirlik ayni zamanda kapsayicilik ilkesiyle de dogrudan iliskilidir.
Kampanyalarin yalnizca erisilebilir olmasi degil, farkl demografik ve sosyoekonomik gruplarigin
anlamli ve etkili igerikler sunmasi gerekmektedir. Bu nedenle surdurulebilir dijital saglik iletisimi,
yalnizca teknik bir mesele degil, ayni zamanda sosyal adaletin de bir bilesenidir. Dijital sosyal
pazarlama alaninin gelisimi igin literatirdeki mevcut bosluklarin giderilimesi kritik onem
tasimaktadir. Ozellikle kampanyalarin uzun vadeli etkilerini, davranis degisikligi Uzerindeki
surdurtlebilir katkilarini ve farkl toplumsal baglamlara adaptasyon streglerini ortaya koyan
ampirik ve karsilastirmali ¢alismalar, bu alanin hem akademik derinligini hem de politika
duizeyindeki uygulanabilirligini artiracaktir (Zhang ve Wang, 2023).

Tematik egilimlerin kargilagtirmali degerlendirmesi

Bu bolim, sistematik analizle elde edilen tematik bulgularin, anlatimsal butunlik iginde gok
boyutlu sekilde yapilandiriimasiyla olusturulmustur. PRISMA 2020 cergevesinde yurUttlen
sistematik taramanin sagladigi metodolojik aciklik, niteliksel tematik analizle birlikte btttincul bir
okuma sunmaktadir. Bu ¢alismada elde edilen bulgular, Web of Science ve DergiPark veri
tabanlarinda dijital sosyal pazarlama alaninda yurttilen arastirmalarin tematik yonelimlerinin
belirgin bigimde farklilastigini ortaya koymaktadir. Farkli gorsellestirme teknikleri kullanilarak
yapilan karsilastirmali analizler, iki akademik ekosistemin odaklandigl temalar, bu temalarin
zaman igindeki evrimi ve birbirleriyle ortusme duzeyleri agisindan anlamli ipuglar sunmaktadir.

Web of Science ve DergiPark veri tabanlarindan erisilen ve calismanin Bulgular basliginin alt
basliklarini olusturan Tematik Frekans Dagilimi (Gorsel 2), dijital sosyal pazarlamanin toplum
saghgr baglaminda ele alindigi calismalarda en ¢ok odaklanilan U¢ ana temanin WoS ve
DergiPark veri tabanlarindaki frekanslarini karsilastirmali bicimde gostermektedir. Dijital Sosyal
Pazarlamanin Toplum Sagligindaki Donusturucu RolU, her iki veri tabaninda da en ¢ok islenen
tema olmakla birlikte WoS'da bu temaya yonelik makale sayisinin ¢ok daha yuksek oldugu
gortlmektedir (120'ye karsl 16). Karsilagilan Zorluklar ve Sinirliliklar ile Arastirma Bosluklari ve
Yeni Yonelimler temalar da benzer sekilde WoS'da DergiPark'a gore daha yaygin bigcimde
incelenmistir. Grafik, temalarin frekans dizeyindeki karsilastirmasini gorsel olarak sunmakta ve
uluslararasi literatlriin tematik kapsam ve yogunluk agisindan daha guclu oldugunu ortaya
koymaktadir.

Tematik Frekans Dagilhimi (WoS ve DergiPark)
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Dijital Sosyal Pazarlamanin Karsilasilan Zorluklar Arastirma Bosluklar
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Gorsel 2 Tematik frekans dagilimi (WoS ve DergiPark)

Tematik Yogunluklarin Radar Grafigi (Gorsel 3), WoS ve DergiPark veri tabanlarinda yer alan
calismalarda one cikan tematik yogunluklarnin karsilastirmali gorsellestirmesini sunmaktadir.
Grafik, dijital sosyal pazarlama ve toplum saglhgr odakli literatlirde hangi temalarin ne dlgltide ele
alindigini gostermeyi amaclamaktadir. WoS kaynakli calismalar, 6zellikle “Etkilesimli ve
Kisisellestirimis iletisim”, “Bilgi Kirliligi ve Yanlis Bilgi Yayiimi” ile “Genis Kitlelere Erisim ve
Kapsayicilik” temalarinda belirgin yogunluk gostermektedir. DergiPark kaynakli ¢aligmalar, genel
olarak daha sinirli sayida olmakla birlikte, “Bilgi Kirliligi ve Yanlis Bilgi Yayiimi” temasinda gorel
bir odaklanma sunmaktadir. “Yapay Zeka ile Stratejik Optimizasyon” ve “Dijital Saglik
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Kampanyalarinin Sarddralebilirligi” gibi temalar her iki veri tabaninda da disulk frekansta yer
almakta olup, bu alanlarin gelecekte daha fazla arastirma ile derinlestirimesi gerektigini
gostermektedir. Grafik genel olarak WoS galismalarinin hem tematik cesitlilik hem de derinlik
acisindan daha zengin igerik sundugunu, DergiPark literatirindn ise bazi belirli temalara
odaklandigini ortaya koymaktadir. Bu gorsellestirme, anlatimsal analizle butunlesik bir sekilde
ele alinarak literattrdeki tematik egilimlerin ¢ok boyutlu analizine katki sunmaktadir.

Ortak Temalarin Yillara Gore Gelisimini gosteren Gorsel 4'teki yigilmis bar grafik, dijital sosyal
pazarlama ile toplum saghd iliskisini ele alan calismalarda belirlenen ana temalarin 2020-2025
yillari arasindaki yillik dagiimini gostermektedir. Grafik, WoS ve DergiPark verilerinden turetilmis
tematik egilimlerin yillar icindeki gelisimini gorsel olarak yansitmaktadir. Etkilesimli ve
Kisisellestirimis iletisim, 2025 yilina dogru dikkat gekici bir artis gostermekte olup birey odakii
dijital saglik iletisimi yaklasimlarinin giderek daha fazla dnem kazandigini ortaya koymaktadir.

WoS

Tematik Yogunluklarin Radar Grafigi (WoS ve DergiPark) —— DergiPark

Genis Kitlelere Erisim ve Kapsayicilik

Safjlik Kampanyalarinin Sérdrulebilirligi EtkilesimT fellestiriimis lletisim

Kiiltirel ve Balgeg#l Faktorler 23eri Analitiai ve Kampbaya Basansinin Olcdlebilrigi

Sosyeekonomik GruplarafYonelik Uygulamalar ine Ggrenimi ile Stratejik Optimizasyon

Ampirik Kani|Eksikli

Dijital Sosyal

Dijitallesmenin Getirdigi PsibQlojik ve Sosyal Etkiler Dijital Esitsiz|j¢ ve Erigim Serunlan

Dijital Platformlarin Alg §rve Yaniis Bilgi Yayilimi

Gorsel 3 Tematik yogunluklarin radar grafigi (WoS ve DergiPark)

Bilgi Kirliligi ve Yanls Bilgi Yayilimi temasinin artigl, dijitallesmenin toplum sagligi Gzerindeki risk boyutuna
yonelik akademik ilginin arttigini gostermektedir. Veri Analitigi ve Yapay Zeka ile Stratejik Optimizasyon
temalari ozellikle son Ug yilda artis trendi gostererek dijital pazarlama kampanyalarinin etkili tasarimi ve
Olgulebilirligi  konusunda metodolojik derinlesmeyi isaret etmektedir. Genis Kitlelere Erisim ve
Surdurtlebilirlik ise sabit ama artan bir ivmeyle ilerlemekte, dijital sosyal pazarlamanin uzun vadeli etki
potansiyelinin degerlendirildigini gostermektedir. Bu grafik, yalnizca tematik egilimlerin gorsel sunumunu
degil, ayni zamanda literatirdeki zaman igindeki yonelimi ve olgunlagsma duzeylerini de
kavramsallastirmak igin guigld bir arag sunmaktadir.
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Gorsel 5'te yer alan 1s1 haritasi, WoS ve DergiPark veri tabanlarinda yer alan ¢alismalar arasinda,
her bir alt tema dlzeyinde makale sayisi farkini gorsel olarak sunmaktadir. “Fark” degeri,
WoS'daki frekanstan DergiPark'taki frekans cikarilarak elde edilmistir. Haritadaki koyu tonlar,
WoS'da ilgili temanin DergiPark’a kiyasla ¢ok daha fazla ¢alisildigini gostermektedir. Agik veya
notr tonlar, iki veri tabani arasinda gorece benzer tematik ilgiyi isaret etmektedir. En yuksek fark
“Etkilesimli ve Kisisellestirilmis iletisim”, “Veri Analitigi” ve “Genis Kitlelere Erisim” alt temalarinda
gozlemlenmektedir. Bu da uluslararasi literaturde dijital sosyal pazarlamanin bireysel etkilesim
ve Olcgulebilirligine daha yogun ilgi oldugunu gostermektedir. DergiPark literattru ise yalnizca
birkag alt temada belirgin katki sunabilmekte; bu durum, yerel literattriin henuz tematik ¢esitlilik
acisindan gelisme asamasinda oldugunu didsundirmektedir. Isi haritasi, tematik farkliliklarin
sadece frekansla degil, derinlik ve kapsam acisindan da degerlendirilmesi gerektigine isaret
ederek calismanin anlatimsal analiz bolumune katki saglamaktadir.

Fark Degeri

Alt Tema

Gorsel 5 Makale sayisi farki (WoS — DergiPark) — isi haritasi

Gorsel 6'da sunulan kimelenmis bar grafik, WoS ve DergiPark veri tabanlarinda yer alan
makalelerdeki alt temalarin ylzdesel dagilimini karsilastirmali olarak gostermektedir. Her iki
kaynakta da ayni temalar yer almakta ancak bu temalarin goreli agirliklari onemli farkhliklar
gostermektedir. WoS kaynaklari, “Etkilesimli ve Kisisellestiriimis iletisim”, “Veri Analitidi”, “Genis
Kitlelere Erisim” ve “Bilgi Kirliligi" gibi temalarda yuksek bir ytzde dagilimi sunmaktadir. Bu
durum, uluslararasi calismalarin dijital sosyal pazarlamanin teknoloji tabanli ve birey odakli
yonlerine daha fazla odaklandigini gostermektedir. DergiPark yayinlari, daha ¢ok “Bilgi Kirliligi"
ve sinirll sayida diger temalara agirlik verirken, tematik cesitlilik agisindan dusutk bir dagihma
sahiptir. Ozellikle “Yapay Zeké ile Stratejik Optimizasyon” ve “Surdurilebilirlik” gibi gelecege
yonelik konular, her iki veri tabaninda da gorece dusuk yuzdelerde temsil edilmistir. Bu durum,
bu alanlarin daha fazla arastirma gerektirdigine isaret etmektedir. Bu grafik, temalarin yalnizca
niceliksel degil, goreli oncelik agisindan da degerlendiriimesini saglayarak anlatimsal analiz
surecine kavramsal bir derinlik katmaktadir.

Bu butunsel gorsellestirme yaklasimi, yalnizca literattr egilimlerini betimlemekle kalmamakta;
ayni zamanda Turkiye baglaminda ulusal akademik uretimin klresel arastirma gundemleriyle ne
Olcude ortlstugunu ya da ayristigini detayl bir sekilde ortaya koymaktadir. Bulgular, gelecekteki
akademik yonelimlerin  yapilandiriimasi, arastirma destek mekanizmalarinin  tematik
onceliklendirilmesi ve ulusal literatlrin stratejik derinlestiriimesi acisindan yol gosterici
niteliktedir. Web of Science ve DergiPark veri tabaninda yer alan ¢alismalarin tematik baslik-alt
baglik eslesmeleri ve PRISMA sUrecine gore atanan kaynak numaralari Tablo 1'de
sunulmaktadir.
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Alt Tema
Gorsel 6 Tematik dagiimin yiizdesel karsilastirmasi (kiimelenmis bar grafik)
Tablo 1 Web of Science ve DergiPark kaynakli tematik analiz ve kaynak numaralari
Frekans Kaynak No Frekans
Tema Alt Tema Kaynak No (WoS) (WoS) (DergiPark) (DergiPark)
1,4,22,33,43,47,57, 63,
Genis Kitlelere Erisim 65,78, 77,92,113,114,
ve Kapsayicilik 129,132,138, 148, 151, 28 4,7,10,25 4
169,172,183,190, 193,
198, 201, 211, 227
7,14,18, 20,23, 31, 36, 48,
Etkilesimli ve 56, 66, 67, 72,90, 100, 101,
Kisisellestirilmis 104,109,115,119, 123, 34 1,14,21,26, 5
lletigim 137,143,146, 155, 164, 30
Diiital Sosval 166,175,180, 186, 191,
Pglzarlamgmn 194,199, 218, 226
Toplum Veri Analitigi ve 2.10,27,41, 42,51, 60, 74,
Saghgindaki Kampanya 79, 85,102,107,111,121,
Donlstirtcd Roli Basarisinin 122,142,152,152, 159, 27 8 !
Blculebililigi 160, 177, 200, 206, 210,
213,217,220, 223
Yapay Zeké ve
Mapkir)\/e Ogrenimi ile 24,30, 39, 50, 55, 68, 78,
Stratejik 94,106, 116,126,127,150, 16 15,29 2
= 189, 203, 208
Optimizasyon
Diital Sosyal 5,8, 19, 25,35, 44, 46, 59,
oo 80,133,149,158,163,167, 15 5,19,24,28 4
Stratejilerinin Surekli 215
lyilestirilmesi
- 9,11, 88,96,112, 120, 125,
E;{gﬁfggﬁj‘f\'lgfe 130,139,153,157,195, 14 9 1
196, 224
12,13,15,16, 28, 38, 49,
S 53,69, 70, 81, 82,97, 99,
Dijital Sosyal E::g: 53”%"’6 Yanls 108,128, 144,147, 156, 27 AR
Pazarlamanin 165,176,179,181, 188, e
Karsilastigi 212,216, 221
Zorluklar ve Veri Gizliligi, Glvenlik
Sinirliliklar ve Etik Sorunlar 3,40,95,105134,145171 7 0
Dijital Platformlarin 32,62,89,184,192,207, 7 18 ]
Algoritmik Yanlig 225
Dijitallesmenin 6,45,61,75,83,86,110,
Getirdigi Psikolojik ve 117,140, 154, 162, 168, 14 27 1
Sosyal Etkiler 173,202
Dijital Sosyal
Pazarlama 17,54,71,76,98,118,124,
Toplum Saghginda $trat‘eji|erinin‘ Etkililigi 141,170, 185,197, 205, 14 6 1
Dijital Sosyal Uzerine Ampirik 209,219
Kanit Eksikligi
Pazarlamada Farki
AT e Soorokonomi
Y0‘r$1e|im|er Gruplara Yonelik 29,37,52,103,131, 135, 10 20 .
Dijital Sosyal 161,178,182, 214
Pazarlama

Uygulamalari
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Klturel ve Bolgesel
Faktorlerin Dijital
Sosyal Pazarlamaya
Etkisi

Dijital Saglik
Kampanyalarinin
Surdurtlebilirligi

26,91 2 31 1

21,34, 58, 64, 84,87, 93,

136,174,187,204, 222 12 13 !

Tartisma

Bu calisma, dijital sosyal pazarlama stratejilerinin toplum sagh@i tzerindeki etkilerine iligkin
mevcut literatlrl sistematik bir bicimde inceleyerek, dijitallesmenin halk saghdina sundugu
firsatlari ve beraberinde getirdigi karmasik sorunlar disiplinlerarasi bir cercevede analiz etmeyi
amaclamistir. Bulgular, bu alandaki akademik birikimin héala parcali, baglamsal olarak sinirli ve
teorik derinlik agisindan gelismeye acik oldugunu gostermektedir. Nitel tematik analiz yoluyla
belirlenen egilimler, dijital sosyal pazarlamanin genellikle teknik uygulama duzeyinde ele
alindigini, fakat bu uygulamalarin altinda yatan sosyal, klturel ve etik dinamiklerin yeterince
irdelenmedigini ortaya koymaktadir.

Her ne kadar dijital araglarin saglik iletisiminde erisimi artirdigi ve mesajlari kisisellestirme
olanagi sundugu yonunde bulgular elde edilmis olsa da bu teknolojik ilerlemenin esitsizlik Greten
ve surdirme potansiyeli tasiyan yonleri goz ardi ediimemelidir. Ozellikle algoritmik hedefleme
teknikleri, yapay zeka destekli icerik dretimi ve mikro-segmentasyon gibi stratejiler, saglk
mesajlarinin etkisini artirabilirken; ayni zamanda sosyal diglamayi yeniden Ureten, onyargilari
pekistiren ve kamu sagh@ina iliskin karar alma sureclerinde seffafliyi zedeleyen bir cerceve
yaratabilmektedir. Bu durum, dijital pazarlamanin yalnizca teknik bir mudahale araci degil, ayn
zamanda normatif bir sorun alani oldugunu gostermektedir (Gesser-Edelsburg et al., 2022;
Olsacher et al., 2023).

Ulusal literaturdeki egilimlerin buytk olgtide kamu spotlar ve bilgilendirici igerikler ekseninde
sekillenmesi, Turkiye baglaminda dijital sosyal pazarlama anlayisinin hala geleneksel halk saglig
iletisimi paradigmasiyla sinirlandigini gostermektedir. Oysa uluslararasi galismalar, kullanici
katilimi, platform dinamikleri, veri etigi ve dijital 0znellik gibi daha sofistike kavramlar etrafinda
derinlesmektedir (Baykal & Kutlu, 2025; Niemi et al., 2025). Bu fark, yalnizca igerik temalarindaki
gesitlilikle sinirli olmayip ayni zamanda teorik gergceve ve metodolojik yaklagim farklarini da
yansitmaktadir. Tdrkiye merkezli calismalarin buyuk codunlugunun betimleyici duzeyde
kalmakta olup elestirel teorik acgilimlardan gelistirilmesi, dijitallesmenin yapisal esitsizliklerle
iliskisini agiga ¢ikarama noktasinda guglendirilmesi gerekmektedir.

Bu baglamda calismanin ortaya koydugu en dikkat cekici eksikliklerden biri, dijital sosyal
pazarlamanin yalnizca sonug odakli (6rneg@in farkindalik artisi, erisim basarisi vb.) olcitlerle
degerlendirilmesi, stire¢ dinamiklerinin ve gug iliskilerinin ise goz ardi edilmesidir. Halbuki dijital
saglik kampanyalari, hem teknolojik sistemlerin (6r. algoritmalar) hem de kullanicilarin (6r. dijital
beceri dlzeyi, psikososyal kirilganliklar) etkilesimi icinde sekillenir ve bu etkilesimler belirli
aktorlerin goruntrlik kazanmasina, bazilarinin ise sistematik olarak dislanmasina neden olabilir
(Chand et al., 2023; Ziabina et al., 2024).

Dahasi, dijital sosyal pazarlama literatirinde yapay zeka ve veri bilimi uygulamalarinin halk
saghgl Uzerindeki etik ve ontolojik etkilerine dair derinlemesine analizlerin oldukga sinirli oldugu
gorulmektedir. Bu da saglik iletisiminin dijitallesmesiyle birlikte ortaya c¢ikan epistemolojik
kirilmalari ve yeni iktidar bicimlerini anlamamizi zorlastirmaktadir. Sosyal pazarlamanin temel
prensibi olan davranigsal deg@isim hedefi, dijital teknolojilerin guduleyici ve manipulatif
kapasitesiyle birlestiginde, kullanicilarin 6zerkligini ve bilissel ozgurluklerini nasil etkiledigi
sorgulanmalidir. Literatirdeki hakim yaklasimlar, bu sorunsallari yeterince tartismadan dijital
teknolojileri bliylk 6lglide aragsal bir bigimde konumlandirmaktadir (Casais, 2023; Hayes et al.,
2023).
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Bu baglamda, calismanin ortaya koydugu tematik kimelenmelerin metodolojik bir i¢goru
sundugu kadar, teorik bir boslugu da ifsa ettigini soylemek mumkudndur. Dijital sosyal
pazarlamanin toplum saghgina entegrasyonu, yalnizca teknolojik olanaklara ve iletisim
verimliligine indirgenemez; ayni zamanda toplumsal katilimi, etik hesap verebilirligi ve kulturel
duyarliigr onceleyen elestirel bir gcerceveye dayanmalidir. Bu gereklilik, dijitallesme surecinin
kamu yararina hizmet etmesini saglayacak politik, hukuki ve akademik mekanizmalarin da

guclendirilmesini zorunlu kilmaktadir.

Dijital sosyal pazarlama stratejilerinin halk sagligindaki roluntd anlamak igin disiplinlerarasi
perspektiflerin guglendirilmesi, niteliksel saha verileriyle desteklenen arastirmalarin ¢ogaltiimasi
ve normatif sorulara odaklanan kuramsal calismalarin tesvik edilmesi gerekmektedir. Aksi
takdirde, dijitallesme yalnizca saglik iletisiminin bi¢cimsel dondstimunu degil, ayni zamanda
yapisal esitsizliklerin dijital yollarla yeniden Uretimini de beraberinde getirebilir. Dolayisiyla bu

calisma, dijital sosyal pazarlamanin yalnizca bir strateji degil, ayni zamanda etik, politik ve
toplumsal bir problem alani olarak yeniden dtsunutlmesi gerektigini ortaya koymaktadir.

Sonug ve oneriler

Bu calisma, dijital sosyal pazarlama stratejilerinin toplum saghgi uzerindeki ¢ok katmanli
etkilerini sistematik bir bakis agisiyla ele almakta ve 2020-2025 doneminde Web of Science ile
DergiPark veri tabanlarinda yayimlanan 258 makaleyi PRISMA 2020 yonergesi temelinde analiz
etmektedir. Dijitallesmenin sosyal pazarlama alaninda yarattigi dondsim hem ampirik hem de
kavramsal duzeyde degerlendirilmis; bireysel sadlik davranislarini etkilemenin otesinde, dijital
sosyal pazarlamanin yapisal esitsizliklere mudahale etme potansiyeli de agiga ¢ikarlmistir.

Elde edilen bulgular, dijital sosyal pazarlamanin genis erisim kapasitesi, kisisellestirilmis iletisim
imkani, veri analitigiyle desteklenen karar suregleri ve yapay zeka temelli stratejik planlama
araclari sayesinde toplum sagligina kayda deger katkilar sundugunu gostermektedir. Ancak bu
potansiyel, dijital esitsizlik, bilgi kirliligi, algoritmik yanllik, veri mahremiyeti ihlalleri ve
psikososyal yuk gibi cok boyutlu sinirliliklarla birlikte degerlendirilmeyi zorunlu kilmaktadir. Dijital
sosyal pazarlamanin etkili ve adil bicimde uygulanabilmesi, yalnizca teknolojik yeterlilik degil;
ayni zamanda kulturel uyum, erisim adaleti, etik duyarliik ve kullanicr 6zerkligi gibi normatif
ilkelerin sistematik bigimde gozetilmesini gerektirmektedir.

Turkiye merkezli calismalarin uluslararasi literattrle karsilastirmall analizi, tematik onceliklerin
belirgin bicimde farkllastigini ortaya koymustur. Uluslararasi literatlr kisisellestirme,
surdurtlebilirlik, dijital katim ve yapay zeka entegrasyonu gibi sofistike konulara odaklanirken;
ulusal galismalar daha ¢ok halk saghgi mesajlarinin dogrulugu, bilgi kirliligi ve kamu spotlari gibi
daha sinirli temalar etrafinda sekillenmektedir. Bu durum, Turkiye'de dijital sosyal pazarlama
stratejilerinin henuz teorik gesitlilik, tematik derinlik ve teknolojik entegrasyon agisindan gelisim

potansiyeline sahip oldugunu gostermektedir.

Dijital saglik iletisiminin surdurtlebilir ve kapsayici olabilmesi igin yalnizca birey odakli mikro
stratejiler degil, ayni zamanda toplumsal duzeyde yapisal esitsizliklere kargl duyarli makro
politikalar gelistirimesi gerekmektedir. Ozellikle sosyoekonomik agidan kirilgan gruplarin dijital
saglik kampanyalarindan diglanma riski, saglik iletisimi stratejilerinin erisilebilirlik, sadelik ve
psikolojik yukten arindinimis bigimlerde yeniden yapilandiriimasini zorunlu kilmaktadir. Yapay
zeka destekli karar destek sistemlerinin bu slreclere entegre edilmesi, mesajlarin hedef kitleye
uygunlugunu artirma ve yanlis bilgiyle mtcadele etme acisindan buyik bir avantaj sunmaktadir.
Ancak bu entegrasyon, algoritmik seffaflik, etik veri kullanimi ve kullanicr haklarinin korunmasi
ilkeleriyle desteklenmedigi surece kamu guvenini zedeleme riski de tagimaktadir.

Arastirmanin sistematik niteligi, literatirin kapsamli sekilde haritalanmasina olanak tanimig
olmakla birlikte, yalnizca belirli veri tabanlarina ve 2020-2025 donemine odaklanmasi,

bulgularin evrensel genellenebilirligini sinirlayabilir. Ayrica literatlr temelli metodoloji, dijital
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sosyal pazarlama uygulamalarinin gergek dinyadaki etkilerini dogrudan gozlemlemeye olanak
tanimamaktadir. Bu nedenle gelecekteki arastirmalarin niteliksel saha galismalari, vaka analizleri
ve nicel veri destekli etki degerlendirme modelleriyle desteklenmesi elzemdir.

Bu baglamda galismanin sundugu kavramsal ve tematik gerceve dogrultusunda U¢ dlzeyde
oneri gelistirilmistir: Bilimsel dUzeyde, dijital sosyal pazarlama yalnizca teknik bir mtdahale alani
degil, ayni zamanda etik, kdlttrel ve toplumsal baglamlarin derinlemesine analiz edilmesini
gerektiren c¢ok disiplinli bir arastirma alanidir. Gelecekteki akademik c¢alismalar, bireysel
davranigsal etkilerin yani sira yapisal saglik esitsizliklerini dondsturme kapasitesini de
degerlendirmeye yonelik olmalidir. Stratejik ve politik duzeyde, dijital sosyal pazarlama
uygulamalarinin yalnizca birey odakli kampanyalarla sinirli kalmamasi; dijital kapsayiciligi artiran,
veri temelli kamu politikalariyla desteklenen ve toplum temelli is birliklerini esas alan gok
katmanli stratejilerle buttnlesmesi gerekmektedir. Pratik duzeyde, dijital iceriklerin acik, anlasilir
ve psikolojik yuk olusturmayan bicimlerde tasarlanmasi, kullanicilarin biligsel kapasitesine
sayglli ve kulturel baglama duyarli kampanya tasarimlarinin yayginlastirilmasi onerilmektedir.
Ayrica dijital saglik uygulamalarinin etkili olabilmesi igin toplum temelli katilim mekanizmalari,
dijital saglik okuryazarli§i programlar ve seffaf algoritma altyapilarinin yayginlastiriimasi
gerekmektedir.

Bu calisma, dijital sosyal pazarlama stratejilerinin yalnizca dijitallesmeye uyum saglamakla
kalmayip ayni zamanda bu dontusuimdu toplum yararina yonlendirme sorumlulugu tasidigini
vurgulamaktadir. Bilim temelli, etik degerlere dayali, erisilebilir ve kulttrel olarak uyarlanmis dijital
saglik iletisimi modellerinin gelistiriimesi; toplum sagligina yonelik surdurtlebilir, adil ve etkili
mudahale stratejilerinin temelini olusturacaktir. Dijital gagda halk saghginin guclendirilmesi,
teknolojiyle degil; teknolojiyi insan onuruna ve kamu yararina yonlendiren stratejik akilla
mumkudndur.

Yazar katki oranlari

Calismaya 1. Yazar: %100 oraninda katki saglamistir.

Cikar catismasi beyani

“Dijital Cagda Toplum Saglgiicin Sosyal Pazarlama: Firsatlar, Zorluklar ve Stratejik Yonelimlerin
Sistematik ve Kesifsel Analizi” baslkli makalemin herhangi bir kurum, kurulus, kisi ile mali ¢ikar
catismasi yoktur.
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