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Research Article Arastirma Makalesi

Marketing Motherhood: Analyzing the
Recruitment Media of LuLaRoe

Anneli§i Pazarlama: LuLaRoe’nun ise Alm
Medyasini Analiz Etmek

ABSTRACT

Multilevel marketing is a billion-dollar industry. LuLaRoe is a successful multilevel marketing that
uses mass media to recruit women to sell its products. However, LuLaRoe has been accused of
being a pyramid scheme. Through a textual analysis of LuLaRoe’s website and social media pages,
this study analyzes the recruitment media of LuLaRoe. Findings suggest common themes: an
ideal retailer is a young, white, mother; LuLaRoe promises women the control to be successful
entrepreneurs and attentive mothers; and LuLaRoe perpetuates a before-and-after identity.

Keywords: Gender, marketing, race, recruitment communication

6z

Cok dizeyli pazarlama milyar dolarlik bir endUstridir. LuLaRoe, Urlnlerini satmalari amaciyla
kadinlari ise almakigin kitle iletisim araglarini kullanan basaril, cok diizeyli bir pazarlamadir. Ancak
LuLaRoe bir saadet zinciri plani olmakla suglanmaktadir. Bu galismada, LuLaRoe’nun ise alim
medyasl olan web sitesi ve sosyal medya sayfalari metinsel analizi araciligiyla analiz edilmekte-
dir. Elde edilen bulgular ortak temalara isaret etmektedir: ideal bir perakendeci geng ve beyaz bir
annedir; LuLaRoe, kadinlara basarili girisimciler ve 6zenli anneler olma kontrollini vaat etmekte-
dir; LuLaRoe 6ncesi ve sonrasi kimligini stirdirmektedir.

Anahtar Kelimeler: Cinsiyet, pazarlama, irk, ise alim iletisimi

Introduction

Multilevel marketing (MLM) is a $36 billion industry in the USA. According to the Federal Trade Com-
mission (FTC), multilevel marketing companies (MLMs) are defined as “businesses that involve selling
products to family and friends and recruiting other people to do the same” (2021). The FTC notes two
main ways MLM participants can make a profit: by selling products to consumers not involved in the
MLM and by recruiting new retailers and earning commission based on their sales. However, according
to research by the AARP Foundation, 74% of MLM participants reported they either lost money or made
no money (DeLiema et al.,, 2018). Thus, most MLMs survive and grow through recruitment, and so
recruitment messaging is vital to their success. Today, successful MLMs use mass media like websites
and social media platforms to share marketing messages and recruit individuals.

Research shows that 60% of MLM participants in the USA are women and 74% are married (DeLiema
et al.,, 2018). This number is even higher in other countries. In Canada, for example, 82% of MLM par-
ticipants are women, and women make up 96% of MLM retailers in the UK (Direct Selling Association,
2021). Some of the most profitable MLM corporations like Mary Kay, Avon, and Amway sell products
that target women, especially women homemakers, wives, and mothers. These companies primarily
sell cosmetics, kitchen products, and skin care.

LulLaRoe is one of the newer successful MLMs in the USA. The company sells leggings and other wom-
en’s fashion, and encourages its retailers to recruit other women to join. In fact, according to LuLaRoe’s
own public policies, promotion within the MLM is based primarily on recruitment of other individuals.
Marketing communication through digital mass media like websites, video testimonials, and social
media are key in the recruitment efforts of LuLaRoe, and therefore play a critical role in the overall suc-
cess of the company.


mailto:sed5067@psu.edu
http://orcid.org/0000-0002-5951-0481
https://creativecommons.org/licenses/by-nc/4.0/
https://creativecommons.org/licenses/by-nc/4.0/
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Due to its reliance on recruitment to make money, LuLaRoe has
been accused of being a pyramid scheme. Washington State
Attorney General Bob Ferguson filed a lawsuit against LuLaRoe
in 2019, alleging the company violated the Anti-pyramid Pro-
motional Scheme Act and the state Consumer Protection Act.
Ferguson claimed LulLaRoe “tricked consumers into buying into
its pyramid scheme” (Aho, 2019). LuLaRoe was required to pay
$4.5 million to resolve the lawsuit and ordered by the court to “be
more transparent with retailers to avoid future deception.”

The accusations of deception and trickery against LuLaRoe, cou-
pled with the company’s reliance on recruiting mainly women is
concerning. As such, this study investigates LuLaRoe’s recruit-
ment communications through a textual analysis of its mass
media, including text, photos, and videos on LulLaRoe’s website
and social media pages. Findings suggest three common themes
across LulaRoe’s recruitment media. These themes are as fol-
lows: an ideal retailer is a young, white, mother; LuLaRoe prom-
ises women the control to be both successful entrepreneurs and
attentive mothers; and LuLaRoe perpetuates a before-and-after
identity for women. A discussion of how these recruitment mes-
sages are damaging for women follow.

Background

According to LuLaRoe’s website, the MLM company was founded
in 2013 by husband and wife team Mark and DeAnne Stidham.
The company’s slogan is “Apparel with a Purpose,” and it presents
itself as an entrepreneurial opportunity for women who want to
give back to their families and their communities. LuLaRoe sells
women’s apparel and their signature products are leggings that
come in a variety of colors, patterns, and sizes.

According to LuLaRoe’s Leadership Compensation Plan, which
is available to the public online, there are six levels within the
MLM. Individuals begin as “retailers” where they sell LuLaRoe
apparel and attempt to recruit other individuals to join the com-
pany. Once a retailer meets certain sales and recruitment num-
bers, they are able to advance to upper levels. These levels (in
ascending order) are: retailer, sponsor, trainer, coach, mentor, and
ambassador. An ambassador, for example, must have at least 10
mentors and five coaches “underneath” them. That means they
have recruited these individuals and earn commission based on
each of their sales. While sales are counted, advancement within
LuLaRoe is based primarily on recruitment of other individuals.

Literature Review

Identity, Persuasion, and Multilevel Marketing Companies
Kenneth Burke, in A Rhetoric of Motives (1969), was one of the first
scholars to link the idea of identification with persuasion in rheto-
ric. While the concept of “knowing your audience” had been well
understood in rhetorical scholarship and practice alike, Burke
expanded upon this idea, explaining that “a speaker persuades
an audience by the use of stylistic identifications” (1969, p. 46).
That is, a speaker should do more than just know their audience,
they should identify with their audience, and have their audience
identify with them. Thus, understanding and tapping into an
audience’s unique identity can be used as a tool for successful
rhetorical persuasion.

Charland (1987) applied Burke’s theory of identification to ana-
lyze the rhetoric used in the movement for the independence of
Quebec, Canada in the 1960s. Those in favor of Quebec’s inde-
pendence, called the Mouvement Souveraineté-Association
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(MSA), employed persuasive strategies to convince the citizens
of Quebec to separate from Canada and form their own sovereign
nation. Their rhetorical strategies, according to Charland, focused
on appealing to the unique identity of French Canadians in Que-
bec. Through rhetorical discourse, the MSA was creating a new
national identity, the “peuple Québécois,” and thereby simulta-
neously creating justification for the creation of a new sovereign
state of Quebec (Charland, 1987). The MSA’s use of identity poli-
tics in their persuasive techniques revealed a strategy in which
“a subject is not persuaded to support sovereignty. Support for
sovereignty is inherent to the subject” (Charland, 1987, p. 134).
As such, the MSA used identity politics to create an elaborate
communications campaign to remind the people of Quebec that
secession from Canada was only natural.

Andres (1992) noted how Burke’s (1969) theory of identification
and persuasion can be successfully applied to business commu-
nication, and Mather et al. (2017) argued that no business model
is more reliant on persuasion for its success than MLMs. His-
torically, MLMs recruited individuals through word of mouth and
intimate in-person events like Tupperware parties (Bax, 2010).
Here, individuals could practice their persuasive techniques in an
attempt to recruit their friends, neighbors, and church members
into their MLM. However, as new communication technologies
emerged, MLM recruitment efforts shifted from word of mouth to
electronic word of mouth (eWOM) through new digital platforms
like websites and social media (Deviacita, 2022). As such, both
individual retailers and the MLMs themselves could use digital
media outlets to recruit interested parties.

Winter (2021) noted the connection between research on identity
and persuasion and the recruitment tactics of Mary Kay, one of
the top MLMs in the USA. Using the work of both Burke (1969)
and Charland (1987) as guides, she conducted a textual analysis
of Mary Kay’s website to analyze how Mary Kay used identity to
recruit individuals, especially women. Winter (2021) argued that
Mary Kay used societal and cultural constraints placed on wom-
en’s identities to guide its recruitment communications, specifi-
cally, the MLM exploited women’s gendered roles as wives and
mothers. “By positioning themselves as one of the only options
that women have to experience these feelings while ‘having it all,
Mary Kay Inc. has both exploited and empowered women in the
same stride” (Winter, 2021, p. 60).

D’Antonio (2019) conducted a similar study on the recruitment
communications of Mary Kay and Scentsy (MLM that sells can-
dles) and found that their recruitment media also focused on
women’s identities. Findings suggested that these MLMs assist
women in constructing self-worth and identity solely through
their new role as a direct sales retailer. That is, being a Mary Kay
or Scentsy retailer becomes the main identity of the individual,
replacing prior, and possibly unwanted, identities constructed for
them by society, like stay-at-home moms or housewives. These
MLMs also include God and Christianity as part of their recruit-
ment, suggesting that those who participate in the MLM will
become better people and be closer to God. In doing so, these
women are constructing new identities as “moral marketers”
(D’Antonio, 2019, p. 7).

While MLMs are popular in the USA, many of these companies
are expanding their reach around the world and entering markets
in new countries. Dolan and Scott (2009) conducted interviews
with Avon retailers in South Africa. Findings showed that women
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viewed Avon as “a passport to personal transformation and social
upliftment” (Dolan & Scott, 2009, p. 211). Dolan and Scott (2009)
argued that Avon used women’s constructed identities in South
Africa as a way to recruit retailers. Women in South Africa face
gender inequality, exclusion, and disempowerment, and these
inequities are culturally accepted and normalized. Avon presented
itself as an opportunity for women to break down these barriers
and earn higher social status and social inclusion by joining and
succeeding within the MLM (Dolan & Scott, 2009). Through Avon,
women could earn their own money, earn higher social status and
acceptance, and build their new identities as powerful women.

Women Entrepreneurs and Work-Life Balance

MLMs present themselves as entrepreneurial opportunities
because they allow individuals to create their own network of
consumers and recruits. Multilevel marketing companies prom-
ise women, especially, the chance to build their own business. In
general, the number of women entrepreneurs is growing. Accord-
ing to a report conducted by American Express, the number of
women-owned businesses has grown by 21% since 2014, with
women-owned businesses now making up 42% of businesses in
the USA (American Express, 2019). However, as research shows,
there are specific and unique challenges facing women entrepre-
neurs that do not impact their male counterparts. Specifically,
work-life balance and managing a family are challenges primar-
ily faced by women entrepreneurs. The term “mompreneur” was
coined by Patricia Cobe and Ellen H. Parlapiano in the 1990s (Nel
et al., 2010). The exact definition of mompreneur varies but gen-
erally refers to a woman who is balancing the role of motherhood
with running her own business (Jean & Forbes, 2012).

Shelton (2006) argued that work/family conflict directly impacts
the well-being of a woman entrepreneur, which in turn, directly
impacts the success of women-owned businesses. Shelton
(2006) suggested strategies to minimize work/family conflict,
including: role elimination (no family), role reduction (smaller
family/defer family), and role-sharing (delegating familial tasks
to others). It should be noted that these obstacles and pro-
posed strategies apply only to women, as men are not culturally
expected to manage the same level of work-life balance. Women
entrepreneurs face challenges that are unique to their roles as
wives and mothers. They face obstacles that are often times not
obstacles faced by their male counterparts (Shelton, 2006).

Qualitative research suggests that women are well aware of these
gendered challenges, and these challenges can influence their
decisions to become entrepreneurs. Through in-depth inter-
views, Gill and Ganesh (2007) found that balancing a business
and a family was the most significant constraint faced by women
entrepreneurs. Cesaroni and Paoloni (2016) also conducted
interviews with women entrepreneurs and found that family was
seen as both an obligation and a form of support. More specifi-
cally, married women faced tremendous pressure to accomplish
a socially acceptable work-life balance, but at the same time,
leaned on family for support in running their businesses. Single
women, however, felt starting a family was a form of “giving up”
on their entrepreneurial dreams. They knew they'd be culturally
expected to spend more time tending to family and less time
tending to their business (Cesaroni & Paoloni, 2016).

Ufuk and Ozgen (2001) compared women and men entrepre-
neurs who held a master of business administration degree to
control for education and experience. They found that women

became business owners in an attempt to better control
their work-life balance, while men became business owners
in an attempt to make more money. The difference in motiva-
tion between women and men entrepreneurs increased if the
women were married with children, but there were no differ-
ences between unmarried men and married men with children.
That is, both unmarried men and husbands/fathers were both
motivated by money and not by family. Findings suggested that
women thought significantly more about family when starting
their businesses than men, even though both held the same
levels of education and professional experience (Ufuk & Ozgen,
2001).

Eddleston and Powell (2012) also conducted a comparison of
men and women entrepreneurs. Through surveys with men and
women business owners, they found that women obtained per-
sonal satisfaction with work-life balance by creating schedules
and routines that involved both their professional and their per-
sonal lives. Men, however, obtained this satisfaction by relying on
family support at home. Women entrepreneurs relied on them-
selves for creating balance and happiness, while men relied on
their wives and children to provide nurturing and satisfaction
(Eddleston & Powell, 2012).

While there is valuable literature in both the arena of persuasion
and identity and that of women and entrepreneurship, there is a
lack of current literature connecting the two. This study attempts
to fill the gap in the literature by analyzing how LulLaRoe uses
persuasion and identity in its recruitment media to enroll women
entrepreneurs. As a newer MLM, LulaRoe relies heavily on digi-
tal media for its recruitment communications. LuLaRoe’s use
of websites and social media platforms to recruit women, along
with their reputation for deception, makes the company a valu-
able point of study for feminist commmunications research.

Methods

The goal of this study is to understand and analyze LuLaRoe’s
recruitment communications, especially as pertaining to identity
and persuasion. In order to accomplish this goal, a textual analy-
sis was conducted on LuLaRoe’s recruitment media, including
the company’s website and it’s social media pages.

LuLaRoe’s main website (www.lularoe.com) is broken up into five
segments: Women’s Collection, Find your Retailer, Join LuLaRoe,
About Us, and Income Disclosure Statement. As this project
focuses specifically on recruitment communications, two of the
five segments were chosen for analysis: Join LuLaRoe, and About
Us. The About Us tab included a subsection titled “Why LuLaRoe,”
specifically targeting potential retailers. All text, photos, and vid-
eos on these websites were included for analysis.

LuLaRoe’s social media pages were also included as part of the
analysis. Specifically, the “My Story as a Retailer” video series on
Facebook and the “Retailers” highlight tab on Instagram were
analyzed. These short videos feature current retailers explaining
their decision to join LuLaRoe and encouraging others to join as
well. There were 29 video testimonials on Facebook and 18 video
testimonials on Instagram. All were included in the analysis for a
total of 47 videos. Each video was less than one minute long.

This study’s textual analysis followed the guidelines of Winter
(2021) who conducted a similar analysis on the recruitment media
of Mary Kay. Winter’s (2021) framework was slightly adjusted
for this project and, in conjunction with the aforementioned
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literature, developed into three main research questions that
guided the analysis:

RQ1: Who appears to be gathered as the target audience for
LuLaRoe recruitment?

RQ2: How is LuLaRoe encouraging the target audience see them-
selves? What “second persona” are they being encouraged to
adopt?

RQ3: How is LuLaRoe calling the target audience to act? How
does this perpetuate the continuation of the identity LuLaRoe
is encouraging them to adopt?

Results

A textual analysis of LuLaRoe’s website, Facebook page, and Ins-
tagram page was conducted for this study. The textual analy-
sis of LuLaRoe’s recruitment media revealed three overarching
themes. These themes are: an ideal retailer is a young, white,
mother; LuLaRoe promises women the control to be both suc-
cessful entrepreneurs and attentive mothers; and LuLaRoe per-
petuates a before-and-after identity for women.

Young, White, Mothers Are ideal

RQ1 asked: Who appears to be gathered as the target audience for
LuLaRoe recruitment? Findings suggest that the target audience
for LuLaRoe recruitment are young, white, mothers. LuLaRoe’s
website uses visual cues to portray its ideal retailer. The back-
ground page of the “Join LuLaRoe” website tab is a photo of a
group of women, the majority of whom are white, in full dress and
makeup, and all appear to be of child-bearing age. Retailer testi-
monials include a family photo of a woman, man, and two children
with the text: “Right before | started with LuLaRoe, | had just quit
my job to be a stay-at-home momma.” Another testimonial fea-
tures a photo of a woman with the text: “A huge boost to my own
confidence as a woman, wife, mom.” The “Why LulLaRoe” website
tab features six photos of solo women or groups of women. They
are all in full dress and makeup and appear to be of child-bearing
age. All of the women are white, except one who has brown skin
but is racially ambiguous. All of the photos where the women’s
hands are visible show a wedding ring, signifying they are wives.

While visual cues are used to exemplify LuLaRoe’s recruitment
of young, white, mothers, the text on its website reinforces this
preferred archetype. The importance of mothering presents itself
multiple times in multiple texts, including, “more time for the
ones you love the most,” “spend more time doing the things that
matter to you, like spending time with your family,” and “improve
lives and strengthen families” “Family, fun, freedom” is a com-
mon slogan across LuLaRoe media. The intense and sometimes
overwhelming focus on family suggests that LuLaRoe only wants
wives and mothers to join its ranks. The photos suggest the MLM
is especially interested in young mothers whose children are still
in their care.

The video testimonials on LuLaRoe’s social media pages reiter-
ate LulLaRoe’s preference to recruit young, white, mothers. The
“My Story as a Retailer” series on the company’s official Facebook
page included short video testimonials from retailers, describing
their experiences with LuLaRoe. Acommon theme in the series is
motherhood. Chelsea testified that since joining LuLaRoe she is
“a happier mom, a happier person, a happier version of me.” Erin
said because of LuLaRoe she can now work while being able to
“stay home with our four beautiful daughters.” Elly said LuLaRoe
has allowed her to “to grow as a parent” Julie said, “being a
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LuLaRoe retailer has allowed me to strengthen my family.” All of
these women were white and appear to be between their late 20s
and early 40s. A second coder was brought in to confirm the per-
ceived age range of the women.

Video testimonials on LuLaRoe’s Instagram page reflect a similar
theme, as many of the retailers mention their roles as mothers.
Stacy said what she loves most about being a LuLaRoe realter is
“being able to spend time with my kiddos.” Jessica, who is visibly
pregnant, says “the LuLaRoe community, to me, means family”
Courtney, who is also visibly pregnant, gives LuLaRoe the credit
for allowing her to “get over serious postpartum depression.
Chelsea said LuLaRoe enabled her to “stay home and raise my
kids exactly how I've always dreamed.” All of these women were
white and appear to be between their early 30s and mid-40s. A
second coder was brought in to confirm the perceived age range
of the women.

Take Control to “Have It All”

RQ2 asked: How is LuLaRoe encouraging the target audience to
see themselves? What “second persona” are they being encour-
aged to adopt? Findings suggest LuLaRoe encourages the target
audience to see themselves as successful entrepreneurs who are
in control of their businesses and their personal lives. The “second
persona” they are being encouraged to adopt is a motherwho can
have it all: her business and her family. Women are encouraged to
become successful “mompreneurs”

Text on the LuLaRoe website encourages women to see them-
selves as independent business owners who control their own
destiny. Statements like “Support to run YOUR business” and
“Build YOUR business with us” emphasize the ownership role
of LuLaRoe retailers. The LuLaRoe website highlights entrepre-
neurial identity with text like, “LuLaRoe was designed to offer you,
the entrepreneur, an opportunity to build a business your way,”
“Become a fashion entrepreneur,” and “a community of driven
entrepreneurs” Control is a key factor in a LuLaRoe retailer’s
sense of identity. Website text like, “Take back control of your
time and your life,” “You’re in charge” and “Run your business the
way you want” give potential recruits a sense of attainable control
and power. LuLaRoe notes that “every individual is powerful and
important.”

However, findings suggest that controlling a successful business
is only valuable if women are also attentive mothers. LuLaRoe
tells women the MLM allows them to “have it all.” Through selling
LuLaRoe, women can be both working moms and stay-at-home
moms at the same time. Website text like, “You need to balance
your career and family life,” “Have more time for what matters,
and “Have a happy ending to your story,” call women to perfect
their work-life balance. By doing so, LuLaRoe tells women they
will be able to “achieve your dreams” and “live your best life” This
is a work-life balance only attainable through LulLaRoe.

The social media video testimonials serve to reinforce the con-
structed identity of mompreneurs who are in control. Court-
ney said LuLaRoe allowed her to “be what | want and do what |
want.” Janice said she joined LuLaRoe because “| wanted a career
that allowed me to make my own schedule” Kristy said LuLaRoe
allowed her to “walk away from a toxic work environment and cre-
ate my own environment.” LuLaRoe promotes its flexibility for
women to work on their own terms and make their own money,
however this control is only valuable if it’s in the context of also
being a loving and present mother.
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Being a good mom who is active in the home is a main identity
point for LuLaRoe recruits. Jamie said, “l went from working out-
side of the home to being home every day. | have my business
and can be home.” Chelsea said LuLaRoe allowed her to live out
her dreams by “being able to stay home and raise my kids exactly
how I've always dreamed.” Stacy exclaimed, “I want to shout from
the rooftops how thankful I am to be able to do this business and
spend time with my family”

LuLaRoe frames working at the MLM as a way for stay-at-home
moms to give back to their families. Its messaging suggests
that being a stay-at-home mom is good, but not good enough.
Women should also strive to contribute to their families finan-
cially and doing so is an act of service. Allie said, “l get to serve my
family and my community as well” Jamie said, “I am so thankful
for the ability to work when | want how much | want based on my
families schedule”

Before-and-After Identity

RQ3 asked: “How is LulLaRoe calling the target audience to
act? How does this perpetuate the continuation of the iden-
tity LuLaRoe is encouraging them to adopt? Findings suggest
LuLaRoe perpetuates a before-and-after identity for women. The
MLM calls women to act and live differently than they did before.
LuLaRoe’s recruitment media suggests that before joining the
MLM, its retailers were not living up to their potentials, but after
joining the MLM, women achieved new identities as “boss babes”
who act strong and confident. Thanks to LuLaRoe, these caterpil-
lars transformed into butterflies.

Messaging on LuLaRoe’s website emphasizes the before-and-
after identity. Mottos like “create and live a life worth living” and
“live your best life” suggest that women’s pre-LulLaRoe lives were
incomplete and subpar. LuLaRoe promises women that joining
the company will allow them to “grow as a person and influence
as a leader..make new friends. All of this while having fun living
your best life” Website text like, “the magic of LuLaRoe is that it..
empowers women to grow to their fullest potential” and “we want
them to life each other up” again emphasize the transforming
power of LuLaRoe.

The website text is supported by women who recorded video
testimonials explaining how LuLaRoe changed their identities
and their lives for the better. These video testimonials appear on
LuLaRoe’s social media pages. Perhaps the boldest testimonial
came from Devin who said, “My favorite thing since becoming
a LuLaRoe retailer is finding my own identity. | went from being
my father’'s daughter to my husband’s wife, but who was | on
my own?”

Most of the women in the video testimonials also credited
LuLaRoe with their newfound confidence. Savannah said, “I
was timid, scared..and the confidence | have today | owe all to
LuLaRoe.” Whitney said, “l am truly blessed to have LulLaRoe..it’s
allowed me to come out of my shell” Jamie said, “I feel so much
better about myself” Many of the video participants compared
themselves before LulLaRoe and after becoming a retailer. Brandy
said, ““Before LuLaRoe, | would walk out the door and feel uneasy
about myself” Julie said, “I've changed. | get more animated. |
get more excited about things and have come into my own skin”
Casey said, “Being a LuLaRoe retailer has made me more trusting.
I'm usually a closed off person.”

Some of the video participants said LulLaRoe changed their
lives dramatically and substantially. Chelsea said, “Everything is

happier” Savannah said, “If you looked at me before being a retailer
and now..completely different person.” A few of the women testi-
fied how LuLaRoe not only changed their own lives, but changed
the lives of their customers.

One video participant, Karen, told the story of a troubled mother
she recruited to join LuLaRoe and actually credits that recruit-
ment to saving the woman’s life. Karen said, “One of the girls |
signed up this year had a really hard 2020. LuLaRoe was able to
bring her community and friendship and she said that it saved
her life”

Discussion

Major MLMs like Mary Kay, Avon, and Amway target women as
consumers and as potential retailers. Historically, MLMs recruited
retailers through word of mouth, by women inviting their friends
to not only buy their products, but join the ranks of the com-
pany. This was done through one-on-one conversations or inti-
mate settings like neighborhood Tupperware parties (Bax, 2010).
Recent advancement in communication technologies has shifted
MLM recruitment away from word of mouth and toward eWOM
(Deviacita, 2022). LuLaRoe, one of the newer successful MLMs,
predominantly uses digital mass media like websites and social
media to implement its recruitment communications strategies.

The current study investigates LulLaRoe’s recruitment commu-
nications through a textual analysis of its digital media, including
its website, Facebook page, and Instagram page. Findings sug-
gest three common themes: an ideal retailer is a young, white,
mother; LuLaRoe promises women the control to be both suc-
cessful entrepreneurs and attentive mothers; and LuLaRoe per-
petuates a before-and-after identity for women.

LuLaRoe’s recruitment media target a very specific demographic:
white, young, mothers. Findings of the current study compliment
previous research that the entrepreneurial self, especially the
entrepreneurial woman, is normed white (Gill & Ganesh, 2007).
The vast majority of the women who appear on LulLaRoe’s web-
site and in testimonial videos on social media are white, echoing
the findings of Byrne et al. (2019). These researchers analyzed a
communications campaign highlighting women entrepreneurs
and found that the “role model” being promoted exuded white
privilege (Byrne et al., 2019). The whiteness of LuLaRoe was also
briefly called to attention in a now-viral interview with one of the
few black LuLaRoe top retailers. She was awarded a luxury cruise
as a prize for her top sales, but turned it down saying, “I love white
people to death, just being on a boat in the middle of nowhere? I'll
see yall when y’all get back” (Nason & Furst, 2021). She then dis-
cussed the uncomfortableness of being one of the only women of
color in the top ranks of the company.

The exclusionary nature of LuLaRoe speaks to the broader issue
of barriers to entry in entrepreneurship. Research shows black
entrepreneurs face increased barriers to financing and customer
service when starting or attempting to start a business in com-
parison to their white counterparts (Edelman et al., 2010). Insti-
tutional discrimination from banks, credit unions, and other
financial entities is one of the biggest barriers faced by black
entrepreneurs as access to capital is critical in starting a business
(Howard et al., 2020). LuLaRoe’s reinforcement of its preference
for white entrepreneurs perpetuates the unjust cycle of racial
challenges of running a successful business. LuLaRoe’s visual
representation of its ideal retailers in its recruitment media is so
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predominantly white that it serves to discourage people of color,
especially women of color, from joining the company.

In addition to recruiting predominantly white women, findings
of the current study suggest that LulLaRoe also targets young
mothers, especially “stay-at-home” moms. Dillaway and Paré
(2008) investigated the cultural devaluation of the identity of a
stay-at-home mom. They noted that the lack of public acknowl-
edgement of the importance of running a household and the
difficulty of taking care of children leads to the perception that
the identity of mother is lesser than that of a paid worker. Stay-
at-home moms may then regret giving up their careers to raise
children or feel inadequate to their partner who earns the income
for the family (Dillaway & Paré, 2008).

Findings from the current study suggest that LuLaRoe is well
aware of this gendered perception as its recruitment communi-
cations work to convince stay-at-home moms that they can be
valuable again. They can serve their families financially and in the
home. LuLaRoe presents itself as giving women back control over
their lives and sets itself up as one of the few, if only, companies
that gives women that agency. The MLM company tells mothers
that if they join the company they will be able to “have it all.” They
will be able to not only contribute to their family in normalized
motherly ways, like taking care of the kids and doing the house-
work, but they’ll also be able to contribute to the family financially.
LuLaRoe insinuates that before LuLaRoe, women had to choose
between being attentive mothers or being breadwinners, but
with LuLaRoe, they can be both. They can control their own des-
tiny and have it all.

The “have it all” mantra is a common one among influencers on
social media. Celebrity mothers like Khloe Kardashian and Jenni-
fer Lopez serve as examples of individuals who use this messag-
ing. Through their social media, they show the world how quickly
they are able to “bounce back” after childbirth. They almost
instantaneously return to their pre-baby lives: working as hard as
ever and looking as good as ever. Yet as Martinez-Jiménez and
Galvez-Mufioz (2019) explained, celebrity mothers like these have
an army of support that most new mothers do not have; they
have trainers, chefs, nannies, and plastic surgeons. However, this
army is not advertised, in fact, it’s typically purposefully hidden.
Findings of the current study suggests that LuLaRoe promotes
women who “have it all” They highlight women who made a lot
of money at the company while also having the flexibility to take
care of their families. The MLM promises women that success,
both professionally and personally, is highly attainable through
LuLaRoe. In reality, success stories are few and far between
(DeLiema et al., 2018), and many women are left with debt, unsold
products, and broken relationships.

Confident, powerful women in MLM are marketed as “boss
babes,” described by Winter (2021) as “smiling, beautiful women
that are in the arms of their loved ones..and imagery related to
luxury including the esteemed pink Cadillac, designer handbags,
and golden office décor” (p. 55). Winter (2021) noted the promi-
nence of the boss babe archetype in Mary Kay recruitment tac-
tics. Findings of the current study suggest the presence of the
boss babe archetype in LuLaRoe recruitment media. LuLaRoe’s
video testimonials feature women saying how much more confi-
dent and powerful they feel after joining the company. They were
once weak and introverted and now, thanks to LuLaRoe, they are
strong and outgoing.
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While the boss babe rhetoric may seem empowering for women
and an ode to feminism, some scholars suggest it is quite the
opposite. Wrenn and Waller (2021) called the boss babe rhetoric
“predatory” and “faux feminist,” noting the high success of failure
among women in MLMs. LuLaRoe uses the boss babe rhetoric to
entice women into a career that is statistically almost impossible
to be successful in. Even after LuLaRoe’s lawsuit where they were
deemed a pyramid scheme, women still joined the company.
This speaks to the power of persuasion and identity in LuLaRoe’s
recruitment media.

LuLaRoe’s recruitment media are problematic in that they exploit
the insecurities of women for the company’s monetary gain.
Stay-at-home mothers, especially those who worked outside the
home before they had children, can suffer from insecurities and
low self-esteem due to their devalued place in culture (Cohen &
Rabin, 2008). LuLaRoe presents itself as a golden opportunity
for mothers to reclaim their voice, demonstrate their value, and
regain their confidence that was lost after having children. How-
ever, LuLaRoe does so in a way that excludes women of color,
makes false promises, and exploits and perpetuates unequal
gender roles.

Limitations and Future Research

Although considerable thought was invested in the planning
and execution of this study, there are limitations that should
be noted. Although these limitations should be discussed, they
do not invalidate the findings of this study. Rather, they should
be used to better understand the findings and inform future
studies.

Only LulaRoe’s public recruitment media were analyzed.
According to LulLaRoe’s website, once an individual joins
LuLaRoe, they are given access to entrepreneurial educational
media and marketing materials. Perhaps these materials offer
a different insight into the company, given they are only acces-
sible to LuLaRoe retailers who have paid the $499 start-up fee.
In the four-part television docuseries, LuLaRich (Nason & Furst,
2021), many individuals attested to the toxic insider culture of
LuLaRoe, so it is possible communication materials given to
retailers are different than what the company provides to the
public at large.

Future research would benefit from the continued analysis of
MLMs, especially those that focus on social media recruitment.
The popularity of social media platforms like Instagram and Tik-
Tok have allowed a space for more MLMs to emerge. Multilevel
marketing companies that sell everything from vacations to fit-
ness plans primarily use social media to recruit women, especially
women with families. Hashtags like #AntiMLM have emerged with
tens of thousands of posts and call attention to the problematic
fashion of these companies. Continued research on social media-
centric MLMs and the movements against them will benefit not
only scholarship on the topic but serve to inform the public of the
potential dangers of being targeted by an MLM company.
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Hakem Degerlendirmesi: Dis bagimsiz.
Cikar Catismasi: Yazar gikar catismasi bildirmemistir.

Finansal Destek: Yazar bu calisma igin finansal destek almadigini beyan
etmistir.
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6z

Masallar, sozli anlati tirlntn en eski orneklerinden birini olusturur. Nesilden nesile aktarilan
masallar, giinimtuze kadar gelerek dnemini ve degerini korumayi basarmislardir. Cesitli tiplerin
oldugu masallarda en 6nemli prototiplerinden biri cadilardir. Neredeyse her masalda bulunan cadi-
lar cogunlukla gok girkin, yalniz yasayan, otlardan anlayan, bliyl yapabilen ve zehir sagan kadinlari
temsil etmektedir. Bu makalenin konusunu, masallardaki “cadi” prototipinin Turk televizyon dizi-
lerine yansimasi olusturmaktadir. Boyle bir calisma yapilmasinin temel amaci, masallarda yer alan
“cadl” prototipinin, dizilere nasil yansitildigini ortaya koymaktir. Calismada ilk olarak, masallarin
yapisl, masal kisileri ve masallarin ideolojisine, ardindan cadi kavrami ve masallarda cadilarin nasil
tasvir edildigi Uzerinde durulmustur. Daha sonra ise, Yasak Elma dizisinde yer alan ve masallardaki
cadi tiplemelerini andiran kadin karakterler elestirel sdylem analizi dogrultusunda incelenmis-
tir. Sonug olarak, masallardaki “cadi” prototipi ile Yasak Elma dizisinde yer alan kadin karakterler
arasinda paralellik oldugu gézlemlenmistir. Dizide 6rneklem olarak segilen kadinlarin tipki masal-
lardaki cadilar gibi, ataerkil diizene karsi giktiklari ve bunun sonucunda cezalandirildiklar tespit
edilmistir. Calismada alanda yapilan diger calismalarla ortak sonuglara ulagilmistir denilebilir.

Anahtar Kelimeler: Masallar, televizyon dizileri, cadilar, Yasak ElIma

ABSTRACT

Fairy tales have been the oldest form of narratives, which have been handed from generation to
generation without losing its importance and value. One of the most important prototypes in
fairy tales with various types is the witch. Witches, who are present almost in all fairy tales, are
often depicted as ugly and lonesome women who have a thorough knowledge of herbs and weeds
and use them to make enchantments and poisons. The focus of the current study is to explore
the reflection of “witch” prototypes in Turkish television series. For that purpose, the concept of
witch and the way witches are depicted in fairy tales were reviewed. The study first focused on the
structure of fairy tales, fairy tale characters, and the ideology of fairy tales, followed by the concept
of witch and how witches are depicted in fairy tales. Then, a critical discourse analysis was car-
ried out to investigate the female characters who resemble witches in fairy tales in the television
series Yasak Elma. The results showed similarities between the witch prototype in fairy tales and
the female characters in Yasak Elma. Just like the witches in the fairy tales, the female characters
in the show tend to challenge the patriarchal system and, therefore, often catch in the neck. It can
be said that the study shared common results with other studies conducted in the field.

Keywords: Fairy tales, TV series, witches, Yasak Elma

Giris

Tarihin en eski s6zIU anlati tlrlerinden birini masallar olusturur. Kusaktan kusada aktarilan masallar,
gecmisten glinimize kadar gelerek onemini ve dederini korumustur. Birgcok isleve sahip olan masalla-
rin, sadece eglence ve cocuklarigin bir tlir olarak algilanmamasi gerekmektedir. Zira masallar mesajlarla
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yuklidir ve toplumsal gergeklikle siki bir iliski igerisindedir. Sezer,
“Masal, bir hayal disiplinidir” der. Ona gore, hayal olusumuna
sebep olan ihtiyaglari iyi yakalar ve onlari, arzulari tatmin ede-
cek estetik bir sekilde drgiitler. ideolojik bir aygit olarak ézgtirce
kullanilan masal, “arzu” yu etkin bir bigcimde kullanir (Sezer, 2017,
s. 9-10). Gergekten de masallar, sadece eglendirmek ve bilgilen-
dirmek amaciyla anlatilan edebi bir olmayip ayni zamanda dogru
ile yanligl, iyilik ile kotiligu, zenginlik ile yoksullugu, gtizellik ile
cirkinligi, toplumsal cinsiyete dair rolleri de iceren alt mesajlarla
yuklG anlatimlardir. Boylece Yetkiner’'in de (2021, s. 308) vurgula-
did1 gibi, masallar toplumda egemen olan ideolojiler higbir siddet
ya da gl¢ kullanmadan kendini tekrarlamakta ve masali dinleyen
kisilerin hakim gorlsl benimsemesi beklenmektedir.

Cadi kadin tiplemesi, masallarda siklikla yer almaktadir. Kotullkle
Ozdeslestirilen cadilar masallarda sefkat ve anagliktan yoksun
kadinlar oldugu gibi erkegin iktidarina ortak olmak isteyen, itaat-
siz, aykiri kadinlardir ve ideal kadin imajindan da uzaktirlar. Masum
ve iyi kadinlarin bagina tirlG isler agan ve fitnenin taslyicilari olarak
gorilmektedir. Cadilar masallarda, zalim olarak gortlip kotl bir
bigcimde sergilense de masalin sonunda mutlaka yenilgiye ugra-
tilmakta ve cezalandiriimaktadir.

Masallarin kotl kadinlar cadilar, ginimdiz televizyon dizile-
rinde de siklikla igslenmektedir. Masallarla zihinlere islenen bu ttr
kadinlarin fitneci oldudu, itaatkar olmayan kisilerin kétl oldugu
dUsiincesi buglin televizyon dizlileri araciligiyla sunulmaktadir.
Dolayisiyla bu ¢alisma, masaldaki cadilarla televizyondaki cadila-
rin benzer ve ayrim noktalarini ortaya koymasi bakimindan 6nem-
lidir. Konuyla ilgili literatUr tarandiginda, cadi arketipini inceleyen
ve feminist bir bakis agisi sunan (Giin, 2008; ictz, 2008; Karaas-
lan, 2019; Tokdemir, 2018)) bazi ¢caligmalarin oldugu gortlmekte-
dir. Bu galisma ise, masallardaki “cadi” prototipinin Turk televizyon
dizilerine ne sekilde ve nasil yansidigi baglaminda tartigsmakta ve
calisma bu agidan 6nem kazanmaktadir.

Masallarin Yapisi, Masal Kisileri ve Masallarin ideolojisi
Masallarin kendine 6zgl bir yapisi bulunmaktadir. Masallarda
iyiler kazanirken, kotiler kaybetmekte ve bitlin masallar mutlu
sonla bitmektedir (Alangu, 2016, s. 192-193). Cogunlukla olaga-
nustulikler Gzerine kurulu olan masallarda mekanlar, kahraman-
lar ve olaylar da olaganUstU 6zellikler tagimaktadir. Masallardaki
kahramanlarin 6zel adlari yoktur. Biz onlari vezir, padisah, kelogd-
lan, koca kari gibi kesin bir kisiyi betimleyen kisiler seklinde taniriz.
Yine masallarda mekan kavrami bilinmemektedir. Mekanlar; Isik-
lar Ulkesi, Karanliklar Ulkesi, Kaf Dagi seklinde ifade edilmektedir
(Boratav, 2019, s. 15; Tuncel, 2011, s. 13). Masallar cogunlukla diiz
yazi olarak yazilmaktadir ve halkin hayal gliciinden ortaya ¢ikan
anlatilardir. Bu ylizden masallarda sade bir dil kullanilmaktadir.
Destanlardan kisa, efsanelerden uzun olan masallarda halk ede-
biyatinin tlrlerine (mani, beddua, atasézi vb.) rastlanmaktadir.
Masallarda zaman kavrami “misli gegmis zaman” ya da “genis
zaman” ile anlatilmaktadir. Ancak nadiren -dili gegmis zamanin
kullanildigi da gorilmektedir. Masallar ¢ bdlimden olusmakta-
dir. Tekerlemeye yer verilen masal girisi, masalin aktarildigi olay
bolimi ve Ug elmaya da U¢ dilek hakki seklinde biten sonug boli-
mUdUr. Masallarda zaman zaman kalip ifadelere yer verilmektedir
(Akglin, 2019, s. 13; Tuncel, 2011, s. 14). S0z gelimi, “masallar girig
bolimiine “Bir varmis; bir yokmus” tekerlemesiyle baglamaktadir
(Tezel, 1971, s.5).

Alsag, Masallarin Yapr Unsurlarinin Céztimlenmesi adli eserinde
masalda yer alan kisileri 3 gruba ayirmakta ve bunlari birincil kisi-
ler, ikincil kisiler ve Gguncul kisiler olarak siralamaktadir. Birincil

kisiler, kendi kisilikleriyle beraber toplumun kendilerinden bekle-
digi rol modeli de arketip seklinde idealize etmektedirler. Toplu-
mun ideolojik sdylemleriyle ve kiltlrel dederleriyle hareket eden
asil kahraman yardimcei gligler tarafindan korunmakta ve macerasi
basariya taginmaktadir. Birincil tipin tstlin ahlaki, zekasi, cesareti
vb.kisilik 6zellikleri glizelligiyle tamamlanmaktadir (Alsag, 2021, s.
131). ikincil kisiler olay 6rglisiinde baskahramanla olan iliskisine
gore iki baglikta gortilmekte, bagkahramaninin ya yaninda ya da
tam kargisinda yer almaktadir. Bunlardan ilki norm kisilerdir. Norm
kisiler kahramanin kisiligini gliclendiren, ona olgunluk kazandiran
besleyici ve bitlnsel roller tstlenmektedirler. Bagkahramanin
macerasl boyunca yaninda duran norm kisiler kahramanin gesitli
islevlerle donatilip erginlenmesini saglamaktadirlar. Norm kisiler
ana tip bir kahraman olmaktan 6te 6ncelikle Gyesi oldugu toplu-
mun insani algilama bigimini, de@erlerini, inanglarini temsil eden
bir fenomendir ve bu dizlemdeki temsil gliciini biyik olglide
yardimci unsurlardan almaktadirlar (Alsag, 2021, s. 131; Temur,
2012, s. 71). Aksakalli, hizir, peri gibi bilgelik merkezine ait deger-
leri temsil eden tipleri norm tipler olarak ifade edebiliriz. Masal-
larda bir diger ikincil kisiler ise kart kisiler olarak bilinmektedir.
Kart kisiler karsit baglamiyla sorunlari, ¢6zlimsizIUgU, korkuyu ve
yikimi ifade ederler. Kart kisiler bagkahramanin erdemlerini ortaya
koyan zitliklarla ifade edilir (Alsag, 2021, s. 150). Cadi, Uvey anne,
vezir vb. tipler kart kisilere drnek olarak gosterilebilir. Masalda yer
alan son tipler ise tgtinciil kisilerdir. Uglincil kisiler ana olayla ala-
kasi olmayan ara unsurlardir. Masalda tGgtncul karakterler taglyan
tipler inandiricilik 6gesini tagiyan kisilerdir. Uglincl kisilerin ana
olay etkileyen bir fonksiyonu yoktur (Alsag, 2021, s. 154). Masalda
sunulan iyi-koti gatismasi sahis kadrosunun roliini belirlemekte-
dir. Bagskahraman iyiligin temsilcisidir ve ona sunulan mkafatlar,
iyiligin var olmasi igin miicadele etmesinden kaynaklanmaktadir.
Pek cok masalda kahramanlar kotilerle ve kétiltklerle micadele
etmekte bunu da iyilik icin yapmaktadirlar (Arici, 2016, s. 1027).
Dolayislyla ahlaki degerleri temsil eden tip onurlandirilirken; onun
karsisinda yer alan k&tl karakter ise cezalandiriimaktadir (Alsag,
2021: 127-128). Masallarda genellikle dig glzellikle iyiligin, girkin-
likle kotuligin bagdastinldigr gorilmektedir. Bununla birlikte
kadinlarin masallarda itaatkar ve pasif oldugu soylenebilir. Bunun
disinda olan kadinlar ise cadi tiplemesi gibi koti karakter olarak
karsimiza gikmaktadir. Bu durum masallarda ideolojik bulgularin
varh§ini gostermektedir. Masal, kendini mesajlarda gizlemekte ve
ideolojik olarak ortaya koymaktadir (Sezer, 2012, s. 21; Yetkiner,
2021, s.300).

Cadi Kavrami ve Masal Cadilari

Cadi kavrami Turk Dil Kurumu Tirkge Sozllkte (TDK, 2022) “Gece-
leri dolasarak insanlara kotuluk ettigine inanilan hortlak, kotultk
yaparak bagkalarina zarar veren kadin, ¢ok glizel goz” manalari
tasimaktadir. GoruldtUgu gibi cadi s6zclglinin sozlikte g tanimi
bulunmaktadir ve bunlarin ilk ikisi olumsuz mana icermektedir.
Aslinda glinliik hayatta da daha ¢ok olumsuz anlamlari bilinmek-
ledir. Oyle ki cadi sdzclgl Anadolu kiltiriinde farkl agizlarda
“cazi,” “cazi kari” olarak da bilinmekte ve olumsuz olana vurgu

yapmaktadir.

Cadilik kavrami ¢ok eskilere dayanmakta ve literatlre bakildiginda
cadiligin kokeninin bazi dinlerle iligkilendirildigi gorilmektedir.
Ancak Crow’a gore cadiligin belirli bir dinle iligkisi yoktur. Ona
gore biittin dinlerde cadilar vardir ve bu cadilar dogaya, dine ve
hatta Tanrr'ya bile baskaldiran varliklardir (2006, s. 285). Bununla
birlikte cadilar 6zellikle kadinlarla iligkilendirilmektedir. Korkunun
kadinlari olarak da bilinen cadilar, pek ¢ok din ve mitolojide kotl
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amaglara hizmet ettigine inaniimakta ve dogausti guglere sahip
kisiler olarak tasvir edilmektedir.

Cadilarin en ¢ok sesinin duyuldugu dénem cadilarin tipki bir dis-
man olarak algilandigi 1350-1780 yillarina denk gelen ‘Cadi Avi
Gagrdir. Bu dénemde pek ¢ok cadi oldurildigi igin tarihgiler bu
donemi “Cadi Avi Cag1” olarak nitelendirmektedir. Cadilik ile ilgili
iddialar ilk defa Ortacag'da ortaya atilmistir. Daha sonra kilisesinin
batil inanclarinin etkisiyle sapkin bir teolojik fikre donlserek cadi
avlari baglamistir. Sifaci kadinlar ve ebeler cadi avlarinin ilk kur-
banlari olsa da zamanla erkeklerin ve hatta cocuklarin bile, blylcl
olduklari iddia edilmistir. Bu kisiler gelen ihbarlar Uzerine tutuk-
lanmis ve tlrlU eziyetlere maruz birakilmiglardir (Aksan, 2013,
s. 355).

Cadilik kavrami tarihsel stregte bazi degisikliklere ugramis ve
Cadi Avi Gagr'nin sona ermesinden dort ytzyil stire sonra aydin-
lanmanin getirdigi toplumsal ve kiltlrel degisimle beraber
masallarda yasayan fantastik bir kahraman haline gelmistir (Akin,
2015, s. 153). Cadilar masallarda uzun burunlu, igine ¢6kmus kir-
mizi gozleri, siyah pelerini, yasli, daha gok ormanin kuytu yerle-
rinde herkesten uzakta ve yalniz yasayan kadinlar olarak tasvir
edilmektedir.

Masallarda iki farkli kadin bulunmaktadir. Bunlardan ilki, itaat-
kar, erkegin yardimina muhtag iyi kadin ve itaatsiz, kontrol altina
alinamayan koti kadindir. Ote yandan masallarda iyi kadin her
zaman ¢ok glzel, zayif ve genctir. Kot olanlar ise her zaman
cgirkin, genellikle yasli ve Gireme fonksiyonundan da eksik kadin-
lardir. Ataerkil dizenin karsisinda konumlandirilan bu kadinlar
annelikten de mahrumdurlar. Hatta bu kadinlar cogu zaman Gvey
anne olarak karsimiza ¢ikmaktadirlar. Yani kendi dogurmamis
ve iyiyi temsil eden 6z annenin yerine gelmislerdir. Zaten birgok
masalda 6z annenin varligi bulunmamakta ve sorunlu tivey anne
—kiz iligkisine siklikla sahit olunmaktadir. Nitekim Schanoes’in
de (2014, s. 15) aktardigi gibi “Pamuk Prenses’in tivey annesi onu
oldirmek istemekte; Sindirella’nin (Kilkedisi) ki ona hizmetgilik
yaptirmakta ve Hansel ve Gretel'inkiler ise onlari ormana terk
etmektedir”

Bununla birlikte bazi masallarda cadilar yamyam olarak da tem-
sil edilmektedir. Ornegin Hansel ve Gretel masalinda kardegler-
den birini besiye ¢cekmis cadi tiplemesi vardir ve avinin yeterince
sismanlayip sismanlamadigini kontrol etmek i¢in ondan her
gln parmagini uzatmasini istemektedir. Yani cadilar masallarda
girkin, tekinsiz, izbe gortintlsinin yanin sira gocuklar icin ciddi
bir tehlike olusturan, onlari yiyen bir varlik olarak da kargimiza
cikmaktadirlar.

Kisacasl, cadilar masallarda masum kadinlarin basina tirlG igler
acan kotu, zalim, girkin ve hatta yamyam kadinlar olarak goste-
rilmektedir. Ayrica bu kisiler ataerkil sistemde kadinligin dnemli
bir semboll olan dogurganliktan ve anagliktan da yoksundurlar.
iktidar kullanma giicii olan ve erkegin otoritesine ortak olmak
isteyen bu kadinlar, masalin sonunda her zaman yenilgiye ugratil-
makta ve -gogunlukla 6liimle- cezalandirimaktadirlar.

Yontem

Masal cadilarinin Tirk televizyon dizilerine nasil yansitildiginin
arastirildigi bu calismada, elestirel sdylem analizi yonteminden
faydalanilmig ve orneklem olarak segilen dort kadin karakter, bu
dogrultuda ¢oziimlenmistir. Soylem analizi edebiyattan medyaya,
ideolojiden yonetim sekline degin genis bir alan icerisinde eles-
tirel bir perspektifle kullanilabilir (Kagar, 2022, s. 688). Elestirel
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soylem analizi, toplumsal etkilesimin dilsel bir bigim alan veya bir
bolimu dilsel olan gesitli diizeylerini analiz etmeye yonelik ola-
rak elestirel bir yaklagim sunar. Soylem, toplumsal pratiklerin bir
bigcimi seklinde gorilmektedir. Toplumsal esitsizliklerin, dil kulla-
nimiyla nasil ifade edildigini, kuruldugunu ve mesrulastiriidigini
sorusturmayi amag edinmektedir (Dursun, 2013, s. 75, 81).

Elestirel sdylem analizi, sosyal gig ile sOylem arasindaki ilis-
kiyi temel almaktadir. Egemen gruplar ve kurumlar, konusma ve
metinler araciliiyla giictin kotlye kullaniimasini yasalastirmakta,
yeniden Uretmekte ve mesru kilmaktadir. Elestirel sdylem ana-
lizi ise bunun nasil gergeklestigini tanimlamakta ve agiklamak-
tadir (van Dijk, 1996, s. 84). Yapisal olarak dilsel 6geler tzerine
kurulan bitlind timdengelim yaklagimiyla birlikte, anlami goz
ontine ¢ikarmaya galisan bir yontem ozelligine sahiptir (Tugan,
2015, s.49). Geray’a gore bu yontem olusturdugu kuramsal yapi
gergevesinde, ¢ozUmleme nesnesi olan metinlerin Uretildigi ve
tlketildigi toplumsal yapinin sosyal, kiiltlrel, siyasal ve ekonomik
durumuile ilgili tim strecleri g6z 6ntinde bulundurarak bir yakla-
sim belirlemektedir (2006, s. 179).

Bu yaklagim temel alindi§inda adindaki “elestirel” ibaresi, olum-
suz bir elestiri olarak algilanmamalidir. Olumsuzluktan ziyade,
s0z konusu sdylemin oldugu gibi algilanmadigini ve o séyleme
kars! sorgulayici bir tavirla yaklagilacagini anlamak gerekmekte-
dir. Elestirel sdylem analizi, bir dildeki kullanim bigimi, gizli ve agik
ifadeleri ele almasi agisindan derinlemesine birgok gesitli mesaji
ortaya gikarmayi hedeflemektedir. Analizler esnasinda da, dilbi-
limsel katkinin yani sira sorun odakli, kuram ve yontemi dahil edil-
mektedir (Cakmak & Biligli, 2019, s. 107).

Kapsam ve Sinirlilik

Bu ¢alisma, 19 Mart 2018 tarihinde baslayan Yasak Elma dizisinde;
Ender, Yildiz ve Zehra karakterlerinin yer aldigi 1. sezon ile Sahika
karakterinin 3. sezon dizi kadrosuna dahil edilmesiyle gegen streyi
kapsamaktadir. Calismanin konusu baglaminda inceleme, dizinin
ilk sezonlarinda yer alan cadi tiplemesinin bariz olarak gorildigu
ana kadin karakterleriyle sinirlandiriimistir.

Evren ve Orneklem

Galismanin evrenini, Tirk televizyon dizileri olusturmaktadir.
Orneklem ise, FOX TV'de 19 Mart 2018 tarihinde baslayan ve su
an 6. sezonu yayinlanmaya devam eden, izlenme orani yliksek
olan Yasak Elma dizisi olarak belirlenmistir. Calismanin konusu
baglaminda inceleme, dizinin ilk sezonlarinda yer alan ana kadin
karakterleriyle sinirlandiriimistir. Bu karakterler secilirken, calig-
manin amacina uygun Ozellikte karakterler olmalarina dikkat
edilmistir.

Yasak Elma Dizisindeki Kadin Karakterlerin incelenmesi

Yasak Elma dizisindeki temel kadin karakterler; Sahika (Nesrin
Cavadzade), Ender (Sevval Sam), Yildiz (Eda Ece), ve Zehra (Safak
Pekdemir)dir. Yasak Elma adli dizide yer alan Sahika, Ender, Yildiz
ve Zehra karakterleri, ataerkil toplum diizenine aykiri, aile ve evlilik
dlzeninin genel isleyise ters oldugunu gosteren “kotl” kadin tip-
lemeleridir. iktidari kullanma giicti bulunan bu kadinlarin yer aldig
dizide erkekler ikincil bir planda kalmaktadir. Kadinlar arasindaki
micadele alani masallarda islendigi gibi ayni sekilde yerli dizi-
lerde de karsilasilan bir durumdur. Sahika, Ender, Yildiz ve Zehra
arasinda yagsanan micadele, entrika savaslari, catisma, kiskanglik,
cekememezlik onlari kotilugun taslyicisi olarak lanse etmektedir.
Cadi prototipi ve bu prototip ile ortlisen Uvey anne gibi 6fkesini
disa vuran, saldirgan, iktidari kullanma glici olan bu kadinlarin
kotulik adina yapamayacaklari higbir sey yoktur.
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Sahika Karakteri

Sahika oldukga aglik, dekolteli ve iddiali kiyafetler giyerek suh bir
kadin izlenimi vermektedir (Sekil 1) Vicuduna fazlasiyla dikkat
ettigi icin zayif, fit bir gértinime sahiptir. Geng ve glizel bir kadin
olan Sahika, her zaman bakimli, makyajli modern kadin imaji giz-
mektedir. Cinselligini 6zglirce yasayan ve bedeni hakkinda soz
sahibi olan bir kadin olarak, evli erkeklerle rahatlikla iligki yasaya-
bilen bir kadin seklinde karsimiza ¢gikmaktadir.

Sahika karakteri, erkegi bastan ¢ikaran ve yuva yikan “kotd” bir
kadin imaji cizmektedir. Evlilik kurumuna aykiri, zarar veren kadin
durumunda konumlandirilan Sahika, evli olan sevgilisinin esi ile
rekabet halindedir. Amaci, elbette erkegini elde etmek igin yuva
yikmaktir. Bunun icin de her tirlG kotldligd yapmaya hazirdir.
Sahika karakteri, oldukga kiskang, kolaylikla yalan soyleyebilen,
iftira atmaktan sakinmayan biri olarak “koti” kadin tiplemesinin
ozelliklerini gostermektedir. Turld tdrll tuzaklar kuran Sahika,
masallarin sonunda kotlllk yapanlarin cezalandirldigi gibi bir
yaptirima ugrasa bile yine de kotiilik yapmaktan vazgegmemek-
tedir. Dismanini saf disi etmek igin zalimce yéntemler kullanan
Sahika, “cadl” prototipi ile tamamen 6rtisen “kotl” kadin olarak
temsil edilmektedir.

Neredeyse cevresindeki herkese karsi olumsuz duygular besle-
mektedir. Tas kalpli masal cadilari gibi Sahika da icinde en kiglk
bir iyilik barindirmamaktadir. Sahika karakteri, geleneksel roller-
den ve ideal olandan uzak bir kadina karsilik gelmektedir. Gelenek-
sel gug iligkilerini reddeden, erkege ait iktidar gliciini paylasmak
isteyen, erkegin Otekisi olmak istemeyen bir kadin olarak, bagiml
kadinlarin aksine bagimsiz bir kadin imaji sergilemektedir. iktidari
ele gecirmek igin cesitli tuzaklar kuran bu kadin, adeta fitnenin
taslyicisi olarak lanse edilmektedir. Erkege atfedilen glg, basari,
cesaret Ozellikleri ile kadinlara atfedilen duygusallik, narinlik,
sadakat Ozellikleri Sahika tzerinde iglerlik gostermemektedir. Her
zaman gucly, dik duruslu bir tipleme gizerek kadina bigilen gele-
neksel rolleri alt Ust etmektedir. Bu aykiriligin bedelini ise zaman
zaman basina gelen olumsuzluklar ve en nihayetinde 6lim ile
odemigtir.

Evlilik, aile ve cocuk kavramlarindan nefret eden Sahika, ola-
bildigince bencil, zalim, tas kalpli biri olarak masallardaki Gvey
anne prototipini yansitmaktadir. Disiligini kullanarak erkegi bas-
tan cikaran, kafasini karistiran kadin konumunda yer almakta-
dir. Erkekler bir kurban gibi pasif bir bicimde sunulurken, Sahika
karakteri olabildigince etkin ve aktif bir sekilde temsil edilmekte-
dir. Erkege 6zgl kabul edilen kamusal alanda yani sirkette calisan,
s0z sahibi bir kadin olarak yer almaktadir. Bu kapsamda toplumsal

cinsiyet kodlarina ters disen Sahika, calkantili 6zel yasami ve
gevresine yaptigi kétillkler Gzerinden gosterilerek is hayatindaki
basarisi golgelenmektedir.

Kadini, seytana denk tutan yaklagimlarda oldugu gibi, buradaki
denklik de Sahika karakteri ile saglanmaktadir. Kétillge, siddete,
arzuya, saldirganliga yonelen bir karakter olarak Sahika, kararsiz
ve tutkularina kapilmaya hazir olan erkegi agina disurdr vaziyette
konumlandiriimaktadir. Sahika karakterinin en belirgin 6zelligi,
diger dizi karakterlerini zehirleyerek 6ldtirmeye galismasidir. Cadi-
larin en blyik 6zelliklerinden biri olan zehir mefhumu, Sahika'nin
sikhkla bagvurdugu bir yontemdir. Tipki masal cadisinin, zehirli
elmayl Pamuk Prenses’e yedirerek oldirmeye calismasi gibi
Sahika karakteri de, cevresindeki herkesi tirll tuzaklarla zehirle-
mistir. K&tultigunun siniri olmayan bu kadin, herkesi zehirleyerek
masal cadisi ile 6zdeglesen bir 6zellige sahiptir. Masal cadilarinin,
masallarin sonunda cezalandirilmasi gibi, Sahika karakteri de
yolun sonunda, gikan bir arbede sonucu vurularak oldirdlmistir.
Yaptigr kotlliklerin bedelini, 6lim ile 6demigtir.

Ender Karakteri

Cok akilli ve kurnaz bir kadin olan Ender, savagsmayi ve rekabet
halinde olmayi cok sevmektedir. Oldukga baskin bir kadin portresi
cizerek, gcevresindeki insanlari kontrol ve denetim altina almak-
tadir. eng, glizel, zayif ve her zaman bakimli olan Ender yeme-ig-
mesine fazlasiyla dikkat ederek fit bir gorinim sergilemektedir
(Sekil 2). Sik ve gosterigli kiyafetleri, daima makyajli olmasi ile
modern kadini betimlemektedir. Dismanina yonelen keskin ve
kotdcul bakiglari, masal cadilarr ile benzerlik gostermektedir.

Masal kahramanlarinin evliligi, “sinif atlamanin” bir araci olarak
gormesi gibi Ender karakteri de, yaninda galistidi evli patronunu
esinden ayirarak ve onunla evlenerek sinif atlamayi basarmistir.
Dizinin ilerleyen bolimlerinde de, erkek egemen sistemin kadin
icin belirledigi ozel alanda sinirli kalmayarak ve sirkette ¢alisan
bir is insani olarak bagimsiz bir kadin figiirli cizmektedir. Is yasa-
minda da, 6zel yasaminda oldugu gibi hirsli, saldirgan, rekabetgi
bir kadin olarak karsimiza ¢gikmaktadir.

Cinsiyetci bakis agisina gore, kadin kamusal alanda degil 6zel
alanda yer almalidir. Bu bakis agisina uygunluk gdstermeyen
kadin tiplemeleri olumsuzlanmaktadir. Ender karakteri, toplumsal
cinsiyet kavraminin kadina bigtigi ev kadini ve annelik rollerinin
Otesine gegmektedir. Geleneksel rollerin disina ¢ikan kadinlarin
gOstermis oldugu asil performans ise 6zel yagsami ile dlcilmekte-
dir. Bu baglamda Ender, basarili bir is insani olmaktan ziyade ozel
hayatinda yasadigi olumsuzluklar, gerceklestirdigi entrikalar cer-
cevesinde aktarilmaktadir.

Sekil 1.
Sahika Karakterinden Bir Gortintl (Karar, 2020).

Sekil 2.
Ender Karakterinden Bir Goriintl (Magazinkolik, 2022).
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Elde etmek istedigi erkedi, baska bir kadina kaptirmamak icin her
tlrll yola bagvuran ve birden fazla evlilik gergeklestiren Ender,
esinin gocuklari karsisinda ise tam bir tvey anne imajini yansit-
maktadir. Esinden bosandi§inda, Gvey kizi Zehra’nin arkasindan
esyalarini atmasi, Ender’in zamaninda ne kadar kotd bir Gvey anne
oldugunu kanitlar niteliktedir. Bu baglamda, geleneksel rolleri
kabul etmeyen ve ideal kadin tipinden uzak kalan Ender bir “cadl”
prototipidir.

Sorunlar agan, belalar sagan Ender karakteri fitnenin taslyicisi
konumundadir. Cadilar, pek ¢ok masalda saldirgan iglevi yerine
getirmektedir. Dizide yer alan diger kadin karakterler gibi Ender
de, ayni erkegi elde etmek igin arkalarindan tirll entrikalar ger-
ceklestirmektedir. Sinirlari olmayan bu kadin, 6zglirce hareket
edebilmekte, bagimsiz ve etkin bir rol Ustlenmektedir. Ender’in
gocuklari olmasina ragmen, kutsal olarak gérilen annelik gore-
vinden ziyade Ozel hayati ve strekli rekabet halinde oldudu is
yasami ile 6n plana gikmaktadir. Dizinin gegmis bolimlerinde
de esini aldatan bir kadin olarak gosterilmektedir. Evliyken baska
bir adamla iligkiye girmesi, sevgili olmasi gibi noktalar, Ender’in
cadi tiplemesine uygun oldugunu ve toplumdaki kadina yikle-
nen rollerin disinda yer aldigini géstermektedir. ideal olmayanin
cadi prototipinde bir araya gelmesi, Ender karakterinde de islerlik
gostermektedir. Ender karakteri, fakirlikten kurtulmak igin tdrlt
entrikalar gerceklestirerek zengin bir erkekle evlenmistir. Haya-
tindaki tek arzusu, zengin ve gicli biri olmak olan Ender, yaptigi
kotultklerin bir bedeli olarak zaman zaman zengin yasamindan
koparilarak fakirlikle sinanmistir. Dolayislyla, ataerkil diizene karsi
gelmenin ve bir erkegin iktidarini paylasma istegdinin bedelini bu
sekilde 6demistir.

Yildiz Karakteri

Genellikle “kotu” kadin gortntlstine karsilik gelen Yildiz, sari sagli,
oldukga geng, glizel ve bakimli bir kadindir. Dizide yer alan diger
kadin tiplemelerine gdre balik etli olan Yildiz, her zaman modern
ve sik kiyafetler ile gésterilmektedir (Sekil 3). Oldukga rahat tavir-
lari ve gosterigli bir yasamdan hoslanmasi, onu “zengin koca
avcist” olarak nitelemektedir. Usta bir yalanci ve insanlari kolayca
maniplle eden biri olarak erkedi kandiran ve bastan ¢ikaran bir
figlir gcizmektedir. Toplumun kadina uygun gordigu, ev igerisinde
ondan beklenen ve “kadin igleri” olarak tanimlanan sorumluluklar,
dizide yer alan diger kadin karakterlerde oldugu gibi Yildiz karak-
terinde islerlik gostermemektedir. lizel ve geng olma olgusuna
oldukga uygunluk gosteren Yildiz'in hayatindaki tek amaci, zengin

Sekil 3.
Yildiz Karakterinden Bir Gérintdi (Trt, 2021).
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bir erkekle evlenerek sinif atlamaktir. Bu amag dogrultusunda
da, kendinden yas olarak epey biyiik ve cocuklari olan zengin bir
erkekle evlenmistir. Disiligini kullanarak, sevgilisini karisindan
ayirmis ve zengin bir erkekle evlenmeyi basarmistir. Yildiz karak-
teri, zengin koca avciligi roliinde bigimlenmektedir. Yildiz bir Gvey
anne olarak, kocasinin gocuklarinin ona yasattiklarindan dolayi
higbir zaman altta kalmayarak, onlara tivey anneligini géstermistir.

“Fedakar anne,” “namuslu es” veya “evinin kadini gocuklarinin
anas!” mesajlarinin her firsatta empoze edildigi ataerkil dizende
Yildiz, aykiri bir profil gizerek olumsuzlanmaktadir. Kocasinin
arkasindan is geviren bir kadin olarak basina tirll belalar, sorun-
lar agmaktadir. Masallarda kadinin kurtaricisinin daima bir erkek
olmasi gibi Yildiz karakteri de bagina agtigi sikintilari egleri saye-
sinde ¢ozlime kavusturmaktadir.

Kadinin iffetli olmasi, kocasina ve gocuklarina karsi sefkatli ve
sadik olmasi, kocasinin séziinden gikmamasi, evine bagh olmasi
gibi kadina bigilen roller, Yildiz karakterinde islerlik gosterme-
mektedir. Eslerinden habersiz, arkalarindan tirlG tirll entrikalar,
planlar gergeklestiren bir kadin olarak, “cadi” prototipi ile ortlslr
niteliktedir.

Yildiz, konforlu ve liks hayatini kaybetmemek, gegmisteki varog
hayatina geri donmemek icin her turld kotlligu yapmaktadir.
Yaptigi kotultklerin bedelini de, dénem donem, eski mahalle-
sindeki fakir hayatina bes parasiz bir sekilde donerek 6demek
zorunda kalmistir.

Zehra Karakteri

eng, zayif, glizel ve bakimli bir kadin portresi gizen Zehra, her
zaman sik ve modern kiyafetler giymektedir (Sekil 4) Babasinin
zengin olusu nedeniyle bol bol aligveris yaparak her tirll imkan-
dan rahatlikla faydalanmaktadir. Mini, dekolteli kiyafetler tercih
eden Zehra, fit goriintlslyle modern bir kadin imaji sergilemek-
tedir. Ataerkil toplumun kadindan bekledigi agirbasli, sessiz, sakin,
itaatkar gibi Gzelliklerin aksine Zehra oldukca asi, saldirgan bir
tavir takinmaktadir. Giydigi iddiali kiyafetler ve her zaman elin-
deki icki kadehi ile gosterilmesi onu toplumsal cinsiyet dlizeninin
disinda konumlandirmakta ve k&t kadin olarak lanse etmektedir.

Masallarda da sikga rastlanilan, “beyaz ath prensini bekleyen
kadinlar” gibi Zehra karakteri de hayatinin agkini beklemektedir.
Zehra'yl, Kilkedisi, Uyuyan Gulzel gibi masal kahramanlarindan
ayiran fark ise “bekaret” olgusudur. Clinki o, cinselligini 6zgirce

Tt ot

Sekil 4.
Zehra Karakterinden Bir Gériinti (Haberler.com, 2021).
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yasayan bir kadin olarak tasvir edilmektedir. Tipki masallardaki
cadi kadin gibi kendi bedeni hakkinda s6z sahibi olan, bagimsiz bir
kadin portresini betimlemektedir. Dolayisiyla geleneksel ataerkil
kodlara ters diismektedir.

Alkol sorunu olan Zehra, dizinin birgok bolimiinde babasi ile
catismaktadir. Toplumsal cinsiyet rollerinin beklentisini kargi-
layamadigi igin her zaman aykiri, sansasyonel yaratan, bagim-
siz, 6zglr bir kadin imaji cizmektedir. Dizide yer alan diger kadin
karakterler, Zehra'nin babasiyla evlilik gergeklestirdigi icin onun
Uvey annesi pozisyonunda yer almaktadirlar. Zehra karakteri de,
her bir Gvey annesiyle sorunlar yasayan, kesinlikle onlari kabul
etmeyen ve istemeyen davraniglar sergilemektedir. Bu dogrul-
tuda, onlara kotilik yapmaktan ¢ekinmeyen bir tutum ile hare-
ket etmektedir. Hayatindaki tek iktidar olan babasinin arkasindan
isler cevirmekte, bagimsizligini kanitlamak icin kendine ait is
kurma cesaretini gostermektedir.

Geleneksel rolleri reddeden bir kadin olarak konumlandirilan
Zehra, “kotl” kadin olarak yansitildigr dizide, masal cadilarina
benzer ozellikler gostermektedir. Yolun sonunda Zehra'nin ceza-
landirilmasi ise, diger karakterlerden farkli olarak dolandiriima,
kandiriima ile gergeklesmektedir. Bagimsizligini kanitlamak igin
babasinin arkasindan is gevirmesinin ve babasinin eve es olarak
getirdigi Uvey annelerine k&tl davranmasinin bedelini, haya-
tina giren birileri tarafindan kandirilarak, dolandirilarak 6demis-
tir. Dolayislyla Zehra ataerkil yapinin digina ¢iktigi igin pisman
edilmistir.

Sonug ve Oneriler

Ozellikle cocuklarin diinyayi kurgulama araci olarak bilinen ve top-
lumsal gergeklikle ilgisiz goriinen masallar verdikleri mesajlarla
Ozlinde ataerkil diizene hizmet eden bazi kodlar barindirmakta-
dir. Teknolojinin gelismesiyle birlikte masallarda yer alan her tir
prototip dizilerde, filmlerde ve reklamlarda da sik¢a karsimiza
cikmaktadir. Masallardaki cadi prototipinin dizilerdeki karsiligini
bulmayi amaglayan bu galismada o6rneklem olarak Yasak Elma
dizisindeki kadin karakterler ele alinmistir. Aslinda Turk televizyon
dizilerini hemen hemen hepsinde cadi denilebilecek karakterler
bulunmaktadir. Ancak calismada 6rneklem olarak segilen dizide
bircok cadi karakteri bulunmaktadir.

Dizide yer alan Sahika karakteri, oldukga kiskang, kolaylikla yalan
sOyleyebilen, iftira atmaktan cekinmeyen, sevmedigi insanlari
zehirleyerek dldiren biri olarak tam bir masal cadisini andirmak-
tadir. Bu karakter ayni zamanda kimseyle gercek arkadaslik, dost-
luk kurmayan ve bdylece “yalniz” yasayan bir karakter olarak masal
cadisinin ozelliklerine iligkin dnemli o6zellikler tagimaktadir. Birgok
masalin sonunda kotilik yapan cadilarin 6limle cezalandirildig
gibi Sahika karakteri de 6limle cezalandiriimis ve yaptigi kotilik-
lerin bedeli 6detilmistir.

Masallarda siklikla kargimiza gikan “sinif atlama” olgusu dizide
iki kadin karakterin hikayesinde de gorilmektedir. Hem Ender
karakteri hem de Yildiz karakteri fakirlikten kurtulmak icin tirlG
entrikalarla farkli zamanlarda ayni zengin adamla evlenmislerdir.
Ancak Ender ve Yildiz karakteri zaman zaman fakirlikle sinanmis-
lardir. Dolayislyla onlar bir erkegin huzurunu bozmanin yani ataer-
kil diizene karsi gelmenin bedelini bu sekilde 6demislerdir.

Dizide yer alan diger kadin karakterler, Zehra’nin babasiyla
evlilik gergeklestirdigi icin onun Uvey annesi pozisyonunda
yer almaktadirlar. Zehra karakteri de, her bir Gvey annesiyle
sorunlar yasayan, kesinlikle onlari kabul etmeyen davraniglar

sergilemektedir. Calismanin literatir béliminde de deginil-
digi Uzere masallarda yer alan sorunlu tvey anne-kiz iligkisi-
nin dizilerde de iglenen bir tema oldugu gorilmektedir. Zehra
karakteri hayatindaki tek iktidar olan babasinin arkasindan isler
cevirmekte, bagimsizhigini kanitlamaya ¢aligmaktadir. Zehra'nin
cezalandirimasi ise diger karakterlerden farkli olarak kandi-
rilma ile gergeklesmektedir. Babasinin arkasindan is ceviren
ve babasinin eve es olarak getirdigi Uvey anneye kotl davra-
nan karakter baska birileri tarafindan kandirilarak, dolandirila-
rak cezalandirilmaktadir. Boylece her hallkarda ataerkil yapinin
disina gikan, pisman edilmektedir.

Sonug olarak masallardaki cadi prototipi ile dizilerdeki cadi karak-
terlerinin pek ¢ok agidan paralellik gosterdigi soylenebilir. Ancak
dizilerdeki cadilar, cogu masalda tasvir edilen sivri burunlu, yasli
ve ¢irkin bir sekilde gosterilmemektedir. Hatta 6rneklem olarak
secilen dizide cadi tiplemesine uygun kadinlarin hepsi cok gtizel,
bakimli ve seksi kadinlardir. Ayrica yalnizhigi tercih etseler bile
ormanin kuytularinda yasamamakta ve her an karsilasabilece-
gimiz kisiler olarak yani basimizda yasamaktadirlar. Masallarda
ataerkil sistemi bozmaya ¢alisan kadinlar nasil cezalandiriliyorsa
dizilerde de cadilar ayni sekilde cezalandirilmaktadir. Boylece ege-
men séylem diziler araciligiyla yeniden Uretilmekte ve topluma
dayatiimaktadir. Konuyla ilgili daha dnce Yetkiner (2021), Pinokyo
ve Kirmizi Baslikl Kiz masalindan hareketle inceledigi Devletin
Ideolojik Aygitlari Baglaminda Masallara Yénelik Bir Arastirma adli
calismasinda, her iki masalda var olan kalip betimlemelerin, top-
lumda baskin olan ideolojik yapiyi destekler bigimde kurgulandigi
sonucuna ulagmistir. Yine Yicel'in 2022 yilinda yaptidi Yesilcam'in
Masal Uyarlamalarina Feminist Perspektiften Bakmak: Pamuk
Prenses ve Yedi Cliceler, Aysecik Ve Sihirli Cliceler Riiyalar Ulke-
sinde, Klilkedisi Sinderella adli galismasinda toplumun normlari-
nin disinda hareket eden ve k&tl olarak adlandirilan kadinlarin her
daim cezalandirildigini tespit etmistir. Dolayisiyla bu ¢alismada
alanda yapilan diger ¢calismalarda tespit edilen sonuglarla paralel
sonuglara ulagiimistir denilebilir.
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Farkinda olunsun ya da olunmasin, insan disiincesinin tamamina yakini ahlaki yargi icinde ger-
geklesir. Clinkl insan ahlaki bir varliktir. Segimlerini kendisi araciligi ile gergeklestirdigi iyi-kotu
kavram ¢iftinin, bu yargilamanin merkezi yapisini olusturdugu séylenebilir. iyi kavraminin 6nemi ve
degderini anlamakta zorlanmayan insan bilincinin, kotiltk kavramini anlamlandirma gabasi devam
etmektedir. Bu calismada felsefe tarihinde dnemli bir konu olan kétilik probleminin sinema tari-
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hindeki iglenisi Gzerinde durulmustur. isvecli ydnetmen Ingmar Bergman'in ydnetmenligini yap-
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t1g1 1962 yapimi “Kis Isig1” isimli sinema filmi, kotlllk problemi agisindan ele alinmistir. Nitel analiz
yonteminin kullanildigr bu calismada, oncelikle felsefe tarihi iginde kotilik probleminin nasil
tanimlandidi zerinde durulmus, sonrasindaydnetmen ve film hakkinda bilgi verilmistir. Son olarak
kotllik probleminin, filmin temasiyla iligkisine degdinilmistir. Bergman, Kis Isidi filminde Tanrr'nin
suskunluguna ve umutsuzluga care olarak sevgiyi, insanlarin birbirini sevmesini gostermektedir.
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ABSTRACT

Whether one is aware of it or not, almost all human thought takes place in moral judgment.
Because man is a moral being. It can be said that the good-bad concept pair, through which he
makes his choices, constitutes the central structure of this judgment. The human conscious-
ness, which has no difficulty in understanding the importance and value of the concept of good,
continues to struggle to make sense of the concept of evil. This study focuses on the treatment of
the problem of evil, an important subject in the history of philosophy and in the history of cinema.
The 1962 movie “Winter Light,” directed by the Swedish director Ingmar Bergman, is analyzed in
terms of the problem of evil. In this study, in which the qualitative analysis method is used, firstly,
how the problem of evil is defined in the history of philosophy is emphasized, then information
about the director and the film is given. Finally, the relationship between the problem of evil and
the theme of the movie is discussed. In Winter Light, Bergman shows love and people loving each
other as a remedy for God’s silence and hopelessness.
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Blyuk yapitlarin bazilarinda Tanri meselesi biylk yer tutar. Bu yapitlari meydana getiren ana gerilim,

metafizik sancilarin merkezi konusu olan Tanrrdir. Akla ilk gelenler ilahi Komedya, Karamazov Kardesler
gibi 8limsiiz yapitlardir. Bu yargidan ciiret alarak isve¢ sinemasinin diinya capindaki (inli yénetmeni
ingmar Bergman’in birgok filminin merkezi temasinin Tanri kuskusu oldugu sdylenebilir. Oyle anlagili-
yor ki Tanri meselesi bir sanatgi olarak Bergman'in yaratiminda bir katalizor vazifesi gormdistir. Berg-
man filmlerinde anlatilan temalarile 20.ylizyilda yagsayan modern insanin, diinyaya ve Tanri'ya bakiginda
bir benzerlik bulunmaktadir. Ozellikle modernite ile geleneksel kurumlar 6nemini yitirmis, yiizyillar
boyunca siregelen toplumsal degerler ¢6zilmis ve insan, iginde kendisini glivende hissedebilecegi
bir anlatidan yoksun kalmistir. Bu, insanin varolusuna iligkin biylk hikayeyi icinde barindiran ve insan
yasamina yon veren anlam paketlerinin bulundugu anlatidir.
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insanin, evrenin bas dondurici gorkemi karsisinda bir varlik
sorusturmasina giristigini ilk zamanlardan glinimdize degin uza-
nan insan eylemlerinden takip edebiliyoruz. Anlam varligi olarak
insanin, evrenin ve kendisinin gergekligini sorgulamasi, gérildtgu
kadariyla onun yazgisini olusturmaktadir. Bu varlik sorusturma-
sinda varligin kaynagini ve devamini Tanri'ya baglamasi birgok
problemi ¢ézmekle birlikte tim sorularin giderilmesine yeterli
olmamisa benzemektedir. Bu problemlerden en cetin olaninin
kotulik problemi oldugunu séylemek mibalaga olmayacak-
tir. Blyuk felsefi sistemlerden siradan insanin glindelik yasam
pratiklerine kadar, bu problemin izlerini insan tarihinde gormek
mUmkindur.

Tanri kavramiinsan zihninin ulagabilecegi en yiiksek kavramsallas-
tirmadir. Tanr’nin zaman ve mekan lzerindeki agkin ve ulasilamaz
niteligi ayni zamanda onu yliceltmenin de sebebidir. Tanri insan
yasaminin bir yoniyle icinde bir yonlyle de Ustlindedir. Yasama
nihai anlam vermeye deger en yiice varlik da O'dur. Glindelik ve
gegcici anlamlar diginda yasaminda tiim bunlara kaynaklik edecek
blylk anlamin arayiginda olan insan, kendisinin ve diger canlila-
rin gligstizltglne codu kez taniklik eder. Bltln bunlarin 6tesinde
kendisinden Ustln ve gli¢sizllikten azade bir varligin korumasina
ihtiya¢ duyar. Bu sadece zarardan korunmaya yonelik bir ihtiyag
degildir. Ayni zamanda gortinUslerin ardinda yatan gergekligi de
bilmeye yonelik bir ihtiyactir. Boylece Tanriya duyulan iman, gtiven
ve teslimiyet bigimini alir. Bu, insan ruhunun en ylksek bigimle-
rinden birini sembolize eder.

insan bilinci kendisi disindaki biling tirlerinden farkli olarak sadece
fiziksel ya da igglidisel ihtiyaglari icin harekete gecmez. Kuskusuz
yasamda kalmasinin geregdi olarak yeme-i¢me, barinma biriinme
ve diger fizyolojik ihtiyaglari onun igin zorunluluk tasir. Fakat tim
fiziksel ihtiyaclari karsilandiginda, karni tok, sirti pek oldugunda,
bunlarin insan denen huzursuz varlik icin yeterli olmadigi goru-
|Ur. Biligsel yapisi geredi, pesinden kostugu amaglari sorgula-
maya girisir. Hayvan bilincinin dogaya gémuli olmasi, bu bilinci
seylerin arkasinda yatan gayeyi sorgulamaktan alikoyar. Hayvan,
icinde bulundugu dogdal diinyanin yapisini ve diizenini merak ed(e)
mez. Fakat biligsel yapisi nedeniyle insan, bir doga varligi olmakla
birlikte dogayi da bir nesne haline getirir ve ona sorular sorar. Bu
andan itibaren insan ana kucaginda ayriimis ve tlm bu seylerin
anlami (sebebi ve amaci) nedir, sorusunu sorar olmustur.

insan, géziinii agtiginda kendisini icinde buldugu bu kozmosun
bltlnlnl kavrama arzusu duyar. Yani yazgimiz nereden geldigi-
miz, su an nerede oldugumuz ve nereye gidecegdimiz ile ilgilidir.
Bilissel yeteneklerinin ve teknik araglarinin yetersizligine ragmen
mitolojik disiinme evresinden itibaren insan, bas dondtirlict bu
evreni butln olarak kavramaya ¢alismistir. Evreni bitln olarak
kavramanin yolu, modern 6ncesi donem igin sodylersek, evreni
var eden gig ile irtibata gegmektir. Yani Tanri ile. Tanri bitinin
bilgisine sahiptir. Béylece O, icinde yasadigimiz dykinln basgl,
ortas! ve sonu hakkinda bizi aydinlatacaktir. Bu sayede yasam
anlam kazanir ¢linkU her seyin gercek rold, gorevi belli olur. Tanri
bitlnln bilgisine sahip olma yaninda sonsuz bir varlik olmakla
da insan bilinci igin yatistiricidir. Her seyin biteviye degistigi ve
sonunda dagdilip gittigi bu varlk alaninda sonsuz bir varlik, blyUk
bir gliven ve huzur kaynagidir.

insanin anlam arzusu ya da istenci, zaman zaman fiziksel ihti-
yaglarin oniine gegebilmektedir. Anlam sorunu son tahlilde Tanri
sorunudur. insan gesitli anlam kiireleri icinde yasar. Bu anlamlar-
dan cogu giindelik ve kiiciik anlamlardir. Ornegin yemek yemek,
bir meslek sahibi olmak, cocugunu blyttmek insan igin anlamli
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eylemlerdir. Cogu kez insan bu mutevazi amaglar icerisinde yasa-
mini doldurur. Bazi insanlar otesini de sorgulamaya gondllt de
olmayabilir. Fakat burada anlam sorunu olarak belirledigimiz sey,
bu kiguk anlamlar degil, tim kiglik anlamlara yon veren buytk
anlamdir.

Modern dncesi donemdeki birey diinyanin, evrenin ve kendisinin
varolusuna dair kesin yargilara sahipti. Bu yargilarin kaynagini
ise dinsel inanglar ve dinsel kurumlar olusturuyordu. Evrenin var
olmasindan, insan ve toplum yasantisinin amaglarina varincaya
degdin tim anlama modelleri dinsel kurumlar araciligi ile bireye
aktariliyor ve birey tarafindan alimlaniyordu. Tanri inancinin bireyi
ve toplumu sekillendiren temel belirleyici 6de olmasina karsin,
modern dénemde tim bunlar degismeye basladi. Modern dncesi
donemde birey yasamiyla ilgili neyin dogru neyin yanlis oldugunu,
neyi tercih edip neyden uzak durmasi gerektigini anlamaya cali-
sirken tekil bilgi kaynaklarina basvurarak bu ihtiyacini karsilaya-
biliyordu. Dlinyaya iliskin bilgi kaynaklari sinirli fakat istikrarliydi.
Bu bilgi kaynaklari binlerce yildir kendisini tekrar tekrar dogurmus
ve neredeyse kendisinden stiphe edilmez bir konuma ylkselmisti.

Fakat modern donemde dinin ve dinsel kurumlarin Urettigi
bilgi kaynaklarinin yerini yeni bilgi kaynaklarr aldi. Dinyanin tekil
yorumu disinda ¢odul yorumlara da imkan taniyan bilgi kaynak-
lari bas goOsterdi. Bu ayni zamanda diinyanin gorindigu gibi
olmadigini ve birbirine benzemeyen, hatta birbiriyle micadele
halinde olan gesitli anlama bigimlerinin oldugunu gostermek-
teydi. Modern 6ncesi dénemdeki ortak bilgi kaynaklari ile birey
tercihlerini ve yasantisini olusturuyordu. Modern dénemde bun-
lar slipheyle karsilandi, sorgulandi ve sonrasinda birgok yoniyle
terk edildi. Bu ortak bilgi kaynaklarinin dneminiyitirmesi 6zgtrlik
demek kadar, anlam kaybi da demekti.

Yeni bilgi kaynaklarindan biri olarak modern diinyada hem birey-
sel hem de kolektif anlam Uretme araglarinin basinda sinema
gelmektedir. Butln toplumlarin anlam fabrikalari oldugunu disi-
nirsek gortiindigu kadariyla sinema, modern zamanlardaki anlam
endUstrisinin en 6nemli aktdrlerindendir. Sinemanin, insanlari
icinde bulunduklari kati gergeklikten hayal gtict ile uzaklastirma
kudreti oldugu gibi, insanlarin gogu kez lizerini 6rttlkleri varolug-
sal soru(n)larla ylizlesme olanagdi da sagdlar.

Bu ifadelerden hareketle sinema sanatinin modern yasamin
merkezinde duran bir kiltir taslyicisi oldugu sdylenebilir. Clinki
sinema modernlesmenin kitlesellesmis en énemli araglarindan-
dir. Sinema sanati kitlesellesmeye basladigi ilk zamanlarda bir
sanat dali olarak degerlendiriimemis, sadece halkin siradan bir
eglencesi olarak algilanmistir (Teksoy, 2005, s. 62). Yillar gectikce
sinemanin sadece basit bir e§lence araci olmadigl, insanlar tze-
rinde oldukga etkili olan kitle iletisim araglarindan biri oldugu fark
edilmistir. Clinkl televizyon ve internetle birlikte sinema, kitlelere
ulasim glicl en ylUksek araglardan biridir. Kitap okumak gibi emek
ve entelektlel seviye gerektirmemesi, sinema sanatini hizla kit-
lelerin temel ilgi alani haline getirmistir. Olay, hareket, resim ve
muzik, sinemanin cazibesini olusturan unsurlardandir. Sinema
kitlelerin genel sanilarini etkilemede ve genel egilimlerini olustur-
mada énemli bir mecradir.

inanca yénelik konular diinya sinema tarihi igerisinde daima ele
alinan temalardan olmustur. Diinya sinemasinin inanglarla ilgili
konulara yonelik ilgisi tek yonld ve sinirli bir gergevede olmamis-
tir. Dinsel konulari, insanlari gergek sorunlarindan uzaklagtirma ve
aldatma iglevi olarak gosteren ve kurumsal dinlere olumsuz yak-
lasan filmler oldugu gibi, yeni dini hareketlerin savunuculugunu
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yapan ve herhangi yaygin bir dine atif yapmadan dinselligi 6n
plana gikaran ve gesitli metafizik kavram ve varliklara atif yapan
filmler de Uretilmistir. Toplum bu tarz filmlere sessiz kalmig, onay-
lamis ya da tepkisini gesitli sekillerde gostermistir. Her durumda
sinema sanatinin insanlarin hayatini etkileyen ¢ok gtigli bir kitle
iletisim araci oldugu goz ardi edilemez bir gercektir.

Bu gcalismada Bergman sinemasinin dnemli bir yapiti olan Kig Isigi
filmi 6zelinde kotulik problemi tizerinde durulacaktir. Bergman’in
bu filminde 6nemli bir tema olarak isledigi Tanr’nin sessizligi
meselesi, kotilik problemi baglaminda ele alinacaktir.

Kétiillik Problemi

Tanr’nin yarattigi bu dinyanin kotdliklerle dolu olmasi, tarih
boyunca distinen her insani mesgul etmistir. Mutlak iyi, merha-
metli ve kullarina disktn bir yaraticinin, yalin bir gézle bile bakil-
di§inda gorulebilen acilara izin veriyor olusu, insanlari bu konuda
gesitli yorumlara yoneltmistir. Evrende var olan bunca aci, kotdlik
ve cirkinligin, iyi ve kudretli bir Tanr’nin varligi ile nasil uzlastiri-
labilecedi sorunu tzerine, bu konuyu mantiksal bir sekilde ilk kez
ortaya koyanin Epikuros (6. MO 270) oldugu séylenir. MS 1. Yiiz-
yilda yasamis kilise babasi Lactantius (6. MS 340)’a gore Epikuros,
kotultglin olmasina yonelik sorunu sdyle ozetlemistir:

“Tanri belki de kotulUkleri engellemek istiyor fakat engelley-
emiyordur; belki de engelleyebilecedi halde engellemek
istemiyordur; belki hem engellemek istemiyor hem engelley-
emiyor ya da hem engellemek istiyor hem de engelleyebilir.

Sayet engellemek istedigi halde engelleyemiyorsa o gigsiiz-
dir ki bu Tanrrya yakigmaz; Sayet engelleyebiliyor fakat
engellemiyorsa O kiskanctir ki bu da Tanri'ya yakismaz. Sayet
hem istemiyorve hem yapamiyorsa bu durumda hem kiskang
hem de gigsizdir ki bu Tanri olmaya engeldir. Sayet hem
kotulukleri engellemek istiyor hem de yapabiliyorsa O ger-
cekten Tanridir demektir. Oyleyse tiim bu kétiliiklerin sebebi
nedir? Ya da Tanri kotilliklere nigin miidahale etmemektedir”
(Yaran, 1997, ss. 11-12).

Bati'da, Aydinlanma déneminde Epikuros’un gorisleri yeniden ilgi
cekmistir. iskog filozof David Hume (1711-1777), Epikuros’un soru-
lariniyeniden hatirlatmistir:

Epikuros'un sordugu sorular hala cevap bulmamistir. Tanri
kotuligu engellemek istiyor fakat kudretinde mi eksiklik var?
O halde Tanri kudretsizdir. Kudreti yeterli oldugu halde kotl-
Ukleri engellemek miistemiyor? Eger dyleyse O, kotldur. Son
olarak hem kudreti yerinde hem de kotdlikleri engellemek
mi istiyor? Bu durumda bu kotiligin sebebi nedir?” (Hume,
1995, 5. 209)

Kotulik problemi, sadece gecmis yuzyillardaki dtstnurleri degil
yakin donemdeki distnurleri de mesgul etmistir. 1945’te kotl-
|GG un akil almaz gortntilerinin oldugu Nazi 6lGm kamplari kapa-
nip zalimligin korkung ylzU ortaya ¢iktiginda, Arendt (1906-1975)
kotultk sorununun Avrupa'da savas sonrasi entelektliel yagamin
temel meselesi olacagdini belirtmisti. Dustinlrin ifade ettigi gibi,
insanlk bilinci ylzyillar dnce geride biraktigini sandigi kotultk
sorunuyla yeniden ve ¢ok canli bir bigimde yiz ylze gelmisti
(Celik, 2014).

Kotu ve kotulik tanimi baglaminda, gok genel olarak iki kotultk
tlrdnln yani, “ahlaki kotullk ile fiziksel kotulik” tirtinin oldugu
soylenebilir. Fiziksel kétlligin ayirt edici 6zellidi, insan elinin deg-
medigi kotlllk tird olmasidir. Dodal kotdlik denen bu kottlik

tlrl icin; caresizlige sevk eden ve acilar icinde kalmaya sebep
olan hastaliklar, dodustan gelen fiziksel ve psikolojik kusurlar ile
firtina, deprem gibi tabii afetler sayilabilir. Ahlaki kotultk ile kas-
tedilen ise, insanin bilingli eylemleri ile meydana getirdigi kotilik
gesitleridir. Bu ikinci tlr kotulik igin iskence, soykirim, her tiirden
cinayet, tecavliz, gasp gibi ornekler verilebilir (Yaran, 1997).

Ozetle Tanr'nin olduguna ydnelik kanitlamalar, glicinin siniri
olmayan, ugsuz bucaksiz merhamete sahip, kullari Uzerinde
mutlak bir kayirmasi olan bir Tanrr’yi tanitsa da bu yaklagim bize
evrende tlim korkunclugu ile stirmekte olan kotilik probleminin
kaynagi ve sebebi hakkinda tatmin edici bir cevap vermemektedir.
Bu da teizmin merhametli Tanri anlayisi ile nesneler diinyasindaki
acl ve kotulugu bagdastirmayi zorlastirmaktadir. Kotulik prob-
lemine karsilik gelistirilen fikirlere “Tanri Savunmasi” anlaminda
Teodise denmektedir.

Ingmar Bergman’in Yagsami ve Sanatina Bakig

Ingmar Bergman, isveg’in Upsala kentinde 14 Temmuz 1918 yilinda
dogmustur. Stockholm’e yakin denilebilecek bir mesafede bulu-
nan Uppsala, daha dnceleri isve¢'in baskentlerinden biri olmustur.
Kati bir Lutheryan Papaz’in o§lu olan Bergman, oldukga ¢etin ve
disiplinli bir gocukluk gegirmistir. Blyuli Fener adli otobiyografi-
sinde sunlari kaydeder:

Yetistirilmemizde cogunlukla sug, itiraf, ceza, bagiglanma,
[Utuf gibi kavramlar; cocuk, anne-baba ve Tanri arasindaki
iliskilerdekisomut unsurlartemelalinmisti. Bunlarintimuinde
kabul ettigimiz ve anladigimizi sandigimiz dogal bir mantik
hikiim stirerdi. (..) Ozglirliik s6zcigiini hic duymamistik, hele
0zgUrliguin tadinin nasil oldugunu hig bilmiyorduk. Hiyerarsik
bir sistemde tim kapilar kapalidir. (Bergman, 1990, s. 12)

Bergman, Hristiyan inancini kararllikla strdirmeye cgalisan bir
ailede toplumsallagsmasina karsin, Tanri’'ya yonelik kugkulari hig
tatmin bulmamis, sirekli olarak bu kuskularin golgesinde yasa-
mis ve filmlerinde de bu kuskucu tutumunu géstermekten gekin-
memistir (Ekici, 2007). O, g¢ocukluk yillarinin kendi Uzerindeki
etkisini kendisiyle yapilan roportajlarda, otobiyografik eserlerinde
ve anilarinda dile getirmistir. Cocukluk yasantilarinin kati ve dinsel
egitiminin etkilerini omur boyu Uzerinde tasiyan Unll yonetmen,
bu etkileri filmleri aracilidi ile insanlarla paylagsmistir. Sinematog-
rafi insan Ylzidur adli eserde sunu sdyler: “Hayatimin tamami din
problemleriyle miicadele etmekle gegti” (Bergman, 2008, s. 156).
Filmlerinin otobiyografik 6zellikler tagidi§ini birgok kez kendisi de
dile getirmistir (Bergman, 2008).

Yasami boyunca sayisiz tiyatro yonetmenligi yapmis ve 60’tan
fazla sinema filmi gekmis (Girdal, 2018) olan Bergman’in dikkat
cekici enerjisinin kaynagi bu dinmek bilmez ruh calkantilarina
dayanmis olmalidir. Kendisi ile yapilan bir soyleside, terapi seans-
larina katilmadigini ¢lnkU filmlerinin kendisi icin terapi iglevi
gorduguni soyler (Bergman, 2008). Su yarglya varmak mimkin
goztkmektedir: Filmlerinin blyik cogunlugunda Bergman, kendi
yasam deneyimleriyle ilgili bir olayr anlatmistir.

Ingmar Bergman ve Kis Isigi Filmi

Dram tirlinde 1962 yilinda gdsterime giren “Kis Isigr” filmi,
manevi buhranlar yasayan bir papazin Tanr’yi sorgulayigini konu
edinmistir. Filmde Thomas Ericson adl papaz, karisina asik fakat
onu kaybettikten sonra hayatin da anlamini kaybeden bir karak-
terdir. Ailesinin hayalini gergeklestirerek papaz olan Thomas, kari-
sinin 8liminden sonra Marta Londberg isimli bir kadinla yeni bir
birliktelik yasamak ister. Fakat Thomas, bunu basaramaz. Cunku
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Tanr’'nin gekilen bunca aclya kayitsiz kalmasi, hayati ve Tanri'yi
yeniden sorgulanmasina ve ardindan bunalimli bir ruh durumuna
diismesine neden olmustur. Bergman’'in basta Kis Isi§i olmak
lzere bircok filmine yansiyan durum, tam da bu bunalim ve Tanri
tarafindan terk edilmislik hissidir. Bergman Kis Isigi filmi ile ilgili
sunlari soyler:

Gergekten bedendigim bir film yaptim ve bu film Kis Isigrdir.
Bu, benim surada baslayip surada bitirdigim duygusunu
tasidigim ve bastan sona her seyin bana tabi oldugunu
hissettigim bir film. Bu filmin her saniyesinde her sey tama-
men benim istedigim gibi oldu. (Bergman, 2008, s. 96)

Bu filminde Bergman, k&tllik problemi altinda degerlendirilmesi
mUmkin olan TanrI'nin sessizligi meselesini ciddi bir bigcimde ele
almistir. Bu filmdeki Papaz, daha 6nce kendisi ile yakindan ilgile-
nen bir baba-Tanri figlirtine inanirken bazi deneyimlerden sonra
bu inancindan gittikce uzaklasmis ve ikircikli, sGpheli, huzursuz bir
insana donlsmustir. Dort yil 6nce karisinin 6lmts olmasi Papazi
hem Tanri'ya hem de insanlara yonelik blytk bir 6fkeye ve ardin-
dan ilgisizlige yoneltmistir. Bu ofke ve ilgisizlik hissi, Papaz’i yaga-
yan bir 6llye, insanlarin sorunlari ile gergekten ilgilenmeyen fakat
ilgileniyormus gibi gozliken donuk ¢ehreli bir varliga dontstir-
miustiir. Diger sebep de, Papaz’in ispanya i¢ Savasi’'nda karsilastig
yikimdir. Tipki vahsi bir ormandaki aslanlarin, zebralari yemeleri
gibi, insanlarin da savasta birbirlerini yok etmelerine tanik olmus-
tur. Bu da ondaki sefkatli, kullari ile ilgilenen hayirhah bir Tanr’'nin
olduguna yonelik inanci sarsmistir.

Filmde, merak duygusunu harekete gegiren olaylar dizisine tanik
olmayiz. Oyki sadece, karakterlerin igsel tutumlarinin disari gik-
masl i¢in bir arag gorevindedir. Boylece biz arayis iginde olan, sor-
gulayan, geligkili ruh hallerine sahip, gogunlukla huzursuz kisileri
izleriz. Sadece Kis Isigrndaki Papaz degil, baska filmlerindeki
karakterleri ortaya koyarken de Bergman’in bu yaklagimi gorebi-
liriz. Ornegin Yedinci Mihtrdeki Sovalye, Kuklalarin Yagami'ndaki
Peter, Aynadaki Gibi filminde Karin, Kurtlarin Saati’ndeki Ressam
hep bu ruhsal bunalimlar iginde yasayan huzursuz karakterlere
ornektir.

Daha 6nce de degindigimiz gibi modern zamanlardaki bunalim-
larin en dnemli sebeplerinden biri, kotlllk problemi ya da—Hris-
tiyan teolojisinin adlandirmasiyla-Tanr’'nin sessizligi meselesidir.
Ozellikle popiiler kiiltiir icinde, felsefi bir problem olan katiilik
probleminin cokga islendigi gortlir. Sadece Hristiyan kualtlri
icerisinde degil, gesitli dinsel 6gretilerin icerisinde de Tanri’'nin
sessizligi meselesi onemli bir yer tutar. Burada Tanri’'nin sessiz-
ligi olarak kastedilen durum, Tanri’nin yarattigi kullarinin yasanti-
sina ilgisiz ve uzak durmasidir. Ozellikle semitik dinlerde, Tanryla
insan arasindaki iliski yakin ve sicaktir. Tanri insanlarin hayatina,
aile iligkilerine, hukukuna, savaglarina dogrudan midahale eden,
aktif bir figlrddr. Tanr’'nin insana bu kadar yakin, bu kadar igten
oldugu bir varlik diizleminde, insanin basina gelen bunca savasla-
rin, acilarin, hastaliklarin, kiyim ve yikimlarin Tanri tarafindan nigin
karsilik bulmadigi sorusu, apagik ortada durmaktadir.

Kis 1sig1 filminde ayni zamanda Cinlilerin nikleer bomba teh-
didi sebebiyle, inanilmaz boyutlarda kaygl duyan Balikgrdan da
bahsetmek gerekir. Cin'in, elindeki nikleer silahlarla diinyanin
sonunu getirecegdine ve kiyameti yasatacagina dair dehset verici
bir inang, papazin cemaatinden biri olan Balikgi Jonas’un yaka-
sina yapigsmistir. Balikgl her ne kadar kendisini dindar bir Hristiyan
olarak tanimlasa da, aslinda Tanr'nin bu nikleer savasa kayitsiz
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kalacagina dair blyulk bir endise tagimaktadir. Hatta dyle ki bu
endise onu, Tanri'nin olup olmadi§ina dair kuskuya da yonetmis-
tir. Sorularinin cevabinin Papaz'da oldugunu distnir. Fakat ayni
kaygilari Papaz’in kendisi de yagsamaktadir. Bunun lzerine Balikgl
Jonas, Umitsizlikten bogularak Tanr’'nin olmadigi, fakat olimin
her an kol gezdigi bu diinyada daha fazla yasamaya katlanamaz
ve kendi canina kiyar.

BalikgI’nin canina kiymasi ile Papaz’'in durumu arasinda énemli bir
iliski vardir. Balikg Tanr'nin olmadigi ve 6limin her an kol gezdigi
bir dlinyada gareyi intihar etmekte bulmustur. Aslinda bu tema
Camus’un anlamsiz bir dlinyada ne yapilmalidir, sorusuna benzer
niteliktedir. Camus da Tanr’'nin olmadigi, dolayisiyla anlamsiz bir
dlinyada iki secenedin oldugunu soyler: intihar ya da bagkaldiri.
Buradaki bagkaldiri bir ergen baskaldirisi dedil, insanin gdlge-
sinde yasayacagdi dederleri yeniden yaratmasi ve tim anlamsizli-
gina ragmen yasami olumlamasi anlamindadir (Giindogan, 2018).
Goruldigu kadariyla Balikgl, Camus’un bu yaklagiminin aksine
intihar etmeyi segmistir. Benzer bir durumu yasadigi halde Papaz
intihar etmemistir. Fakat Papaz’'in yasadi§i da sdylenemez. Cunku
cogkudan, mutluluktan, yasama sevincinden uzak, sevgisiz bir
insana dontdsmdustdr.

Kétiliik Problemi Baglaminda Kis Isigi Filmi

Eski Yunan'da Tanri, genelde evrene igleyis kurallarini yerlesti-
ren, ilk hareket ettirici olarak tasarlanir. Hristiyanlkta, daha genel
ifadeyle Sami dinlerdeki Tanri ise, Eski Yunan'daki gibi salt Nous
ya da Logos (akil) olarak degil mutlak bir irade olarak distnu-
[Ur. Tanri, bir yaniyla insana benzerdir. Sever, nefret eder, yardim
ya da dismanlik eder, 6dil ve ceza verir vb. Dolayisi ile Yahudi-
lik, Hiristiyanlik ya da islama inanan birisi igin, Tanr’'nin sessizligi,
kolaylikla anlasilabilecek bir durum degildir. Bu anlamda Tanri’'nin
sessizligi (deus otiosus) sorununun, ayni zamanda felsefi anlamda
kotullk problemine isaret ettigini bir kez daha hatirlamak gerekir.
Tanr’nin yerden goge cekilmesi insanlardan uzaklagsmasi olarak
tezahir etmigtir. Tanr insanlardan ve diinyadan uzaklagmis, pasif
veya etkisiz bir konuma gegmistir. Arkaik dinlerde, 6zellikle avci ve
toplayicilik evresindeki ilkel kabilelerin dinlerinde Tanrinin sosyal
ve dinsel yasamda pek izi yoktur. Tanri, dliinyay! ve insani yarat-
tiktan sonra onlari terk edip gokylziine gekilerek deus otiosus’a
donidsmustir (Eliade, 2001, ss. 126-127). Deus Otiusus’a donisen
Tanri, diinyadan ve insanlardan o kadar uzaklagsmistir ki, génder-
digi oglunu bile garmihta terk etmistir (Stimer, 2016, s. 1397).

Nasil oluyor da varli§i yaratan, insanlari var eden ve inanlarin nasil
yasamalari gerektigine dair kurallar koyan, hatta tarihin bircok
aninda mudahale ederek elgiler gonderen, elgilerin hayatindaki
gesitli olaylara bizzat ya da melekler aracihgi ile midahale eden
Tanri, elgilerin vefatindan sonra blytk bir sessizlige birindr?
Bu soru, felsefe ve teoloji tarihi igin oldugu kadar, goriinen o ki
sinema tarihi icin de dnemli bir problemdir.

Kis Isigr filminde tespit edebildigimiz kadariyla, kétilik proble-
miyle ilgili olarak ¢ ayri olaydan s6z edebiliriz. Birincisi papazin
ispanya i¢ savasinda, savasin siddetini ve kétiictlligini tim gip-
lakligr ile gdérmesidir. ikincisi papazin karisinin dlmesi; ticiinciisi
ise Balikgl Jonas'un Cin’'in nikleer bomba atma ihtimaline karsi
dehsete dlslp intihar etmesidir. Konumuzu daha iyi temsil etti-
§ini diisiindigiimiizden Papaz Thomas'in ispanya i¢ Savas! karsi-
sinda verdigi tepki Uizerinden degerlendirme yapilacaktir.

Bu konu, galismamizin basinda belirttigimiz ahlaki kotdlik alani
icinde degerlendirilebilir. insanlarin, gesitli gerekgelerle birbirlerini
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oOtekilestirmeleri ve oldirmeye caligmalari, savasa tanik olan
Papaz igin Tanr’'nin merhametini ve hatta varligini sorgulamasina
neden olmustur.

Ahlaki kotuligin temelinde insan davranislari, insan iradesi vardir.
Bu anlamda bu k&tiltk tird, 6zglrligin gerekli ve hatta zorunlu
bir sonucu olarak degerlendirilebilir. Fakat tercih etmedigdi halde,
zorunlu olarak kendisini savasin ortasinda bulmus masum insan-
lar (bebekler, gcocuklar, kadinlar, savasi anlamsiz bulan yetiskinler,
yaglilar..) icin savasin getirdigi kotullk ve istiraplar pekala fiziksel
kotulik icinde degerlendirilebilir.

Savasin tim yikicihigina ve dehsetine ragmen, Tanr’nin sessiz
kalmasi, anlasildigi kadariyla Papaz Thomas'in diinyay! ve Tanri'yi
algilamasinda bir kirllma noktasi olusturmustur. Papaz Thomas'in,
cemaatinden Jonas'a sdyledigi su sozler bu agidan anlamlidir:

Ispanya ic Savasinda Lizbon'da bir gemide papazdim. Neler
olup bittigini gérmeyi reddettim. Gergekleri kabullenmeyi
reddettim. Tanrimla birlikte her seyin anlam tasidigi bir
dlinyada yastyordum. (..) Imanimi inanilmaz ve ézel bir Baba-
Tanri figliriine adadim. BUtin insanlari ama bilhassa beni
seven.

Ne kadar korkung bir hata yaptigimi gériiyor musun Jonas?
Cahil, simarik ve kaygili bir sefilden, ¢lrtimds bir rahibe
dénugstim. Dualarima iyi huylu cevaplar veren ve sakinlestirici
bir sekilde kutsayan bir taklit Tanri. Tanik oldugum tim ger-
ceklerde Tanrryla ylzlestigim anlarda ¢irkin ve igreng bir
mahlGka déndstd. Bir ériimcek Tanri, bir canavar. Bbylece
isiktan kagtim, kendimi karanliga gémddm. Tanrimi tek
gosterdigim kisi karimdi. Beni destekledi, ylreklendirdi ve
bana yardim etti... Delikleri onard..

Papaz Thomas, insanlarin istirap icinde kalmalarina yol agan koti-
|Uk dolu bir dlinyaya miidahale etmeyen, deyim yerindeyse olan-
lara sadece seyirci kalan deus otiosus bir Tanr’yi taklit Tanri olarak
tanimliyor. Yani Tanri roll oynayan bir Tanri-olmayan...

Papaz'in yukarida bahsettigimiz, Katolik ve Protestan inancindaki
Tanr'nin pasif ve aktif olusuna yonelik yaklagimlarini bilmedigi
sOylenemez. O halde onun buradaki yaklagimini nasil anlagilabilir?

Papaz Thomas'in ispanya i¢ Savasi’'nda, Tanr’'nin sefkatini ve hatta
varligini sorgulamasi, onun kurumsal din anlayisindan 6nce kismt,
sonrasinda ise timden kopusunu temsil ettigi kanaatindeyiz.
Kurumsallagsmis ve kitlesellesmis her insan organizasyonunun
yozlagmaya egilimli olmasi gibi, dini kurumlarin da bu yozlagsma-
nin etkilerinden korunuyor oldugunu iddia etmek, gok da gergekgi
olmayacaktir. Fakat Papazin sadece kilisenin sahsinda kurumsal-
lagsmis Hristiyanliktan degil ayni zamanda, Tanr’nin kendisinden
de siiphe ettigini gorlyoruz.

Papaz’in, insan varliginin en énemli yéniini olusturdugunu séy-
leyebilecedimiz din ve inang olgusuna, bu denli bagimsiz ve hatta
clretkar yaklagimi, kotilik karsisinda Tanrrnin sessizligi mesele-
sini kisisel bir mesele haline getirmesinde arayabiliriz.

Papaz kendisini kusatan ve ¢cocuklugundan beri kendisini kosul-
landiran dinsel sdylemlerin etkisinden, savasin giplak kotiluigund
gordtglinde adeta bir hipnozdan kurtulur gibi ¢ikmis olmalidir.
Bu noktadan sonra sorgulanamaz, elestirilemez ve degistirilemez
diye disiindlgu dinsel dogmalar, inancin konusu olmaktan ¢ikip
distncenin nesnesi haline gelir. S6z konusu distinmek ise, inan-
cin evine hic de sevilmeyen bir misafir, ev sahibi olmak icin gelmis
demektir: stiphe.

Ne var ki Papaz’i film boyunca hig de iyimser ve neseli bir durumda
gérmeyiz. insan varliginin ayirt edici vasfinin akil oldugu, sdyle-
negelen bir klisedir. Descartes’in, distinlyorum o halde varim,
mottosu ayni zamanda Yeni Cag ile birlikte insanin temel tanimi
haline gelmisti. Yani bizi diger varlik bigimlerinden ayiran temel
yeti akildir, dUslincedir. Fakat Papaz’in, Aydinlanma’nin en temel
slogani olan, “Aydinlanma dislinmeye clret edebilmektir” (Kant)
ifadesini uygulamasina ragmen mutsuzlugunun, nevrotik duygu
durumunun sebebi nedir?

Bunun cevabini film boyunca aradigimizda, Papaz Thomas'in
aslinda inanmak istedigini fakat inanmayi bir tirli basarama-
digini disinebiliriz. inanmay! arzu etmek, inanma eylemi igin
gerekli sebep olsa da yeterli sebep olamamistir. insan inanmay:
segcemez, sadece inanir. Clinkl inang aklin ve iradenin bir konusu
olmaktan ¢ok; duygularin, aligkanliklarin ve imgenin konusudur.
Ve goriinen o ki inanci sorgulamaya yonelik stiphe dolu her atiim,
inancin kelebek kanatlarina benzeyen naifligine ve kutsalligina
zarar vermektedir.

Kisi inan¢ sorgulamasina girdiginde unutmamalidir ki bu siireg
dzgurlestirici oldugu kadar istirap yukltudar. Ozgurligin bedeli
karanlik bir huzursuzluk ve yeis duygusu olabilir. Clinkl bu sor-
gulamada kisi, hem nesne hem de 6znedir, hem katil hem de
maktuldlr. En kotist de, yolun basindayken, yolun sonunda neye
donusecegini asla bilemiyor olusudur. “Cahil, simarik ve kaygil bir
sefilden, ¢liriimds bir rahibe déniistiim.” derken, Papaz Thomas'in
bu olguyu kastettigini distnebiliriz.

Burada, akla su soru gelebilir: insanin gergekten aradigi hakikat mi
yoksa huzur mu? Eger hakikatin ylizl sert ve soguksa, onu talep
etmeye devam eder mi? Elbette bir soru daha beliriveriyorinsanin
zihnine: insan hakikat olmadigini bile bile inancin ilik ve yumusak
yuzline kanmaya devam edebilir mi?

iste Papaz Thomas, &zellikle karisinin éliimiinden sonra bu tiirlii
sorgulamalarigine girmis olmalidir. Boylece film boyunca Papaz’'in
yonlnu bulamaz hale gelmesinin bir isaretini de “Tanrimla birlikte
her seyin anlam tasidigi bir diinyada yasiyordum.” cimlesinde
goriyoruz.

Anlam arayigl fark edilsin ya da fark edilmesin tiim insan eylem-
lerinin gekirdeginde yer alir. Bu insanin sadece bir hayatta kalma
varh§i (Darwinizm),sadece ekonomik bir varlik (Marksizm), sadece
refah merkezli bir varlik (Liberalizm) ya da sadece siyasal bir var-
lik oldugu degil, ayni zamanda ve belki de digerlerinden daha
gliclii olarak, bir anlam varligi oldugu gercegini imler. insanin tiim
eylemleri biramaca yoneliktir. Victor Frankl’in bahsettigi gibi insa-
nin yasama tutunmasi ancak ve ancak yasaminda bir anlam bul-
masi ile mimkdnddr. (Frankl, 2009, s. 92) Soyle soyler Frankl:

“Kuskusuz insanin anlam arayisi igsel denge yerine igsel
gerilim yaratabilir. Ne var ki, ruh saghgmnin vazgecilmez 6n
kosulu da iste bu gerilimdir. Sunu rahatlikla sdyleyebilirim ki
diinyada kisinin en kotl sartlarda bile yasamini slrdtrme-
sine,yasaminda biranlam oldugu bilgisi kadar etkili bir sekilde
yardimci olan higbir sey yoktur. Nietsche'nin su sozlerinde
bilgelik vardir: “Yasamak igin bir “neden”i olan kisi, hemen
her “nasil’a dayanabilir” (Frankl, 2009, s. 118). “Yasamin
anlami nedir? Bir doktorun bu soruya genel terimlerle cevap
verebilecedinden kuskuluyum. Clinkd yasamin anlami insan-
dan insana, glinden gline, saatten saate farklilik gosterir. Bu
nedenle dnemli olan, genelde yasamin anlami degil, daha gok
belli bir anda bir insanin yasaminin 6zel anlamidir” (Frankl,
2009, s.122)
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Anlam istenci yagsamin dokusuna bu kadar sinmisken insan, yasa-
min higlige karisacagina inaniyorsa, yasama nigin ve nasil kat-
lanir? Bu soruyu Frankl soyle yanitlar: “Nihai anlam, zorunluluk
geregi insanin sinirli zihinsel yetisini asar” (Frankl, 2009, s. 133).

Frankl her ne kadar glindelik yasamdaki 6zel anlamlarin bizi
yasamda tuttugunu ve nihai anlamin insanlik bilisinin sinirlarini
astigini iddia etse de kanaatimiz, giindelik ve gecici anlamlarin
bize yetmeyecedi yontindedir. Blytk anlamin yani, “Nereden gel-
dik, nigin buradayiz, 6ldikten sonra ne olacak?” gibi metafiziksel
sorularin cevaplarina duyulan istiyak varligimizin kumasina iplik
iplik islenmistir.

Bu metafiziksel anlam probleminin stz konusu oldugu yerde
Tanri, insanlik durumunun en énemli meselesini olusturur. Sinirli
ve gegici varliginin bilincinde olan tek canli tirl olarak insan, bu
problemiancak ve ancak sonsuzluga ulasarak ¢ozebilir. ClinkU her
seyin gegici ve bitimli oldugu bu varlik diizleminde ancak bitimsiz
ve sinirsiz bir varolus bigcimi insan ruhunu tatmin edebilir. Degilse
sonu higlik olan bir varolusun insanin anlam arayigina yanit ver-
mesi beklenemez. Clinki “diinyada higbir sey insan ruhu Uizerinde
higlik kadar agir bir baski uygulayamaz” (Zweig, 2013, s. 37).

Blylk anlam sonsuzlukla iligkiliyse, sonsuz olmasi bakimindan
bagvurulacak tek merci Tanri’dir. “Bana gore bir yaratici ve tasarim
yoktur” diyen Papaz Thomas gibi, Tanr’'nin sessizliginden onun
yokluguna ikna olmus biri igin, yasamin anlamsizh§r bulyUk bir
problem olarak ortaya ¢ikar.

Camus’nun yaklagimiyla, varolusun bu absirt ylziyle karsilagsan
insanin 6nlnde iki segenek belirir. Sisifos gibi sonu bastan belli
bir varolusu ¢aresiz bir kahramanlikla kabullenerek her glin isti-
rap gekmeye devam etmek, ya da intihar etmek (Camus, 1997: ss.
127-131)

Filmde Papazin, birinci segenegi tercih ettigini gériyoruz. inti-
har sadece bir bikkinlik ve Gmitsizlik ¢ighdr degil ayni zamanda
tlm canlilarin en temel eylemi olan hayatta kalma iggidUsiine
karsi clretkar bir bagkaldiridir. Bu clretkarligin gidasi anlamsiz-
lik ve beyhudelik duygusu olabilir fakat, Papaz’'in yasama iradesini
devam ettirmesi Charlie Chaplin’in ifadesiyle hayatin anlamlar-
dan degil, tutkulardan olustugu seklinde de anlasilabilir. Nitekim
insanlarin blytk ¢cogunlugu yasamin anlami meselesini tatmin
edici bir sonuca ulastirmasalar bile yasamlarini bliyk bir basariyla
strdUrurler. Clnkd insan igin yasam tutkusu yasamin anlamindan
daha onceliklidir

Sonug

Hristiyanhktaki Tanri-insan iligkisi aile metaforuna dayanir. Aile
iliskisi hukuki bir iligki degildir. Zorlamalara ve yaptirimlara degil,
karsilikli sevgi iliskisine dayanir. Tanri da ¢ok somut ve insani
vasiflara sahiptir. Yarattidi ilk insan olan Hz. Adem, verdigi emri
cignedigi icin yasak meyveyi yemis ve bu buyik glinahin bedeli
olarak onu yeryliziine géndermis ve insanlara olan merhameti
ve sevgisi dolayisi ile kefaret olsun diye daha sonra da oglu Hz.
isa’y1 yollamistir. Bu anlatida Tanri kullarina gercek bir baba gibi
yaklagsmis ve insanlara kargl duyarli ve sevecen davranmistir. Bu
nedenle olsa gerek karakterler hep bir baba Tanri imgesi tzerin-
den Tanri iligkilerini kurgulamis, beklentilerini bu bakis agisiyla
olusturmuslardir. Genellikle insanlar Tanrr'yla iligkilerini ras-
yonel sebeplere dayanarak degil, duygusal sebeplerden dolayi
kurarlar. Modern insanin da bu yonde bir yaklagiminin oldugunu
dislinlyoruz.
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Kig Isidi filmindeki ana tema, esini 4 yil dnce kaybetmis ve Tan-
ri'ya dair kuskuya kapilmis olan Papaz Thomas karakterinin Tan-
riya ve insanlara yaklagim bigimidir. Yirmi dort saatlik bir zaman
dilimini ele alan bu film, olay agirlikli degil, karakter agirlikli bir
filmdir. Papaz'in Tanrr'ya yonelik kuskusunun farkina varmamiz
Gin’in ntkleer bomba kullanma ihtimaliyle dehsete diigen Balikg!
Jonas'in, karisi tarafindan Papaz’in yanina getirilmesiyle baslar.

Jonas, yanina geldigi Papaz’la hicbir sekilde iletisim kurmaz.
Basi onde, omuzlari ¢okik ve tiikenmis bir yiz ifadesi igindedir.
Karisl, Jonas'in gegen bahar, Cin’in ntkleer bir silah yaptigini ve
dlinyayi yok edecegini anlatan bir haber okudugunu ve o giinden
sonratamamen degistigini anlatir. Jonas’in endisesi cok yiksektir
¢linkl dlinyay1 koruyacak bir Tanri’nin inayetinden kusku duymak-
tadir. insanlarla iletisimini kesmis adeta ylriyen bir liiye don-
mustir. Olim korkusu onu ele gegirmis ve sevgi duygusunu yok
etmistir. Insanlardan kagmaktadir; Papaz'la bile karisi araciligiyla
konusmaktadir.

Rahip Thomas, Jonas’a, imanimizi tanriya yoneltmeliyiz, dedik-
ten hemen sonra gozlerini kagirir. Clinkl soyledigine kendi de
inanmamaktadir. S6yle devam eder: “Basit siradan hayatimizi
yasiyoruz ve zulim glvenli dinyamizi pargaliyor. Bu ¢ok ezici ve
Tanri gok uzakta duruyor. Kendimi aciz hissediyorum. Ne soyle-
yebilirim bilmem. Istirabini da anliyorum ama yasaminiza devam
etmelisiniz”

Jonas: Neden yagsamaya devam etmeliyiz?

Asil cevaplandiriimasi gereken soru budur. Calismamizin merkezi
temasi olan kotlllk problemi boylece Jonas'in diliyle ifade edil-
mis olur.

Papaz soruya cevap veremez. Jonas, yarim saat iginde donmek
lzere Papaz’in yanindan ayrilir. Papaz kilisede tek basinayken
isa’nin carmiha gerilmis heykeline bakarak, ne kadar sagma bir
hayal, der. O sirada iceriye Ogretmen Martha girer. Martha, Tho-
mas’a neyinin oldugunu sorar. Papaz yanit verir: “Tanri’nin Sessiz-
ligi..” Martha'da “Umitsizsin.” diye karsilik verir.

Martha yasami oldugu gibi kabul etmistir. Papaz’'in yasamin nigin
bdyle olduguna dair sorgulamalari Martha igin anlamsizdir. Clink
aslinda bu yer gekiminin nigin oldugunu sormak kadar sagmadir.
Seyler her nasilsa oyledirler. Olani oldugu gibi kabullenmek, ruh-
sal olgunlugun en blyUk belirtisidir. Yagami ¢ekilir hale getiren ve
mutlulugun asil sebebinin sevgi oldugunu kavramistir. Ve Papaz'a
sevmeyi 0gretmeye calismaktadir.

Papaz: Ya Bay Persson donmezse?

Filmin en can alici noktalarindan biri burasidir. Papaz Thomas'in
kendisi diginda biriyle gercekten ilgilendigini gordigimdiz tek
yer burasidir. Bu, Thomas'in sevgi konusundaki yeteneksizliginin
dizelebilecegine dair bir ima tasir.

Martha Papaz’in, “Tanri’nin sessizligi” ifadesi ile ne demek istedi-
gini anlamaz. Thomas hasta haliyle ona soyle yanit verir: “Anla-
miyorsun.” Gergekten de Martha Tanrryla iliskili kuskulari olan bu
insanlari tam olarak anlayamaz. Clinkli onun agisindan Tanri diin-
yada yoktur. Martha karakteri kanaatimizce Bergman’in modern
dlinyaya sundugu ideal insan tipini temsil etmektedir. O, Gmidini
bu dlinyanin otesindeki bir alana kaydirmaktan ¢ok bu diinyaya
yonelmistir. “Sonra ve orada” olandan vazgegmis “burada ve
simdi” olana yogunlasmistir. Bergman (2008, s. 58)'in bizi kur-
taracak olan Tanri degil sevgidir, dedigini hatirlarsak bu sevginin,
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Hristiyan Tanri’sinin sekilerize edilmis hali oldugunu soyleyebili-
riz. O, Hristiyanlktaki “Tanri sevgidir’e inanmaz, “sevgi Tanridir’a
inanir.

Burada Bergman’in Tanri anlayisina kisaca dedinmekte fayda
goriyoruz. Bergman’a gore Tanr’'nin kusursuzlugu, azameti ve
sonsuz inayeti ayni zamanda insanin acizligini, kusurlu oldugunu
ve kirli bir varlik oldugunu ortaya ¢ikaran en 6nemli sebeptir.
Tanr’nin karsisinda insan zayif ve zavalli bir varliktir. Bu nedenle
kendi potansiyelini ve kendi varolugsunu tam olarak gergekles-
tiremez. Nitekim BlyUllU Fener adl otobiyografik eserinde ken-
disini Tanri kargisinda kirli bir yilan olarak gordtgind belirtmist
ir(youtube.com/watch?v=_DwcKmICzmw/E.T.06.06.20121).

Kis Isigr'nda glgli ve sevmeyi bilen karakter, Papaz'la birliktelik
yasamaya galisan 6gretmen Marthadir. Onun net durusu ayni
zamanda inang krizleri icinde bocalayan ne istedigini bilmeyen
kaygili ve mitereddit bir karakter olan Papaz Thomas ile bir kargit-
Ik olusturur. Burada akla su soru gelebilir: insanin inang krizi ige-
risine girmesi zayiflik isareti midir? Acikgasi filmden yola ¢ikarak
bu sorunun cevabinin verildigini sdylemek pek mimkin gozik-
miuyor. Fakat Bergman’in yasami goz 6nline alindiginda inang kri-
zinin sadece asiimasi gereken bir asama oldugunu soyleyebiliriz.
Bergman 1960’li yillarin sonundan itibaren Tanri meselesine dair
metafizik gerilimlerin bulundugu konulardan uzaklagsmisa benze-
mektedir (Gurdal, 2018, s. 110). Anlasildi§i kadariyla zihninin etra-
finda dondiigu konularin merkezi temasi Tanri olmaktan gikmistir.
Bir sanatgi duyarlihgiile bu sorunu geride birakmig olmalidir.

insan olarak diinyaya geldigimizde sadece fiziki bir gevre iginde
degil ayni zamanda fiziki-olmayan bir diinya igine de adim atmis
oluruz. Fiziki-olmayan dlinya, ayni zamanda var olmanin ne
anlama geldigi ve kim oldugumuza yonelik sorulari da iginde
barindirir. Bu sorular yanitlanmadan insan yagsaminin saghkh str-
mesi zorlasir. insan sadece yasamaya degil, yasamin anlamani da
bulmaya galisir. Bu anlamda kilttriin amaci, gergekligin teroriini
yani doganin kayitsizhigini -buna Tanrr'nin sessizligi de diyebiliriz-
ve 0lim gercedini tahammil edilebilir hale getirmektir (Paglia,
2014, s. 13) Fakat bu anlam bulma arayisi ayni zamanda yasama-
nin hakkini vermemek gibi bir riski de beraberinde tasir. Nitekim
Dostoyevski (Camus, 2003, s. 233), Yasami, yasamin anlamindan
daha gok sevin, diyerek bize kendi kafamizda kurdugumuz diin-
yaya saplanip kalmamak gerektigini hatirlatmistir.

Bergman bir réportajinda (Geviri Konusmalar, 2018, https://yo
utu.be/_DwcKmICzmw),Tanr’'nin olmadigina ikna olduktan sonra
kendisini ylklerden kurtulmus gibi hissettigini anlatir. Anlagil-
digr kadariyla Kis Isigi filmindeki Papaz araciligi ile Bergman,
kendi varolugsal sorgulamalarini hatta bunalimlarini islemistir.
Bergman, sorgulamalarinin temelinde bulunan Tanri'nin sessiz-
ligi meselesinden yasama ve insanlara dair yeni sonuglara ya da
¢ozlmlere ulagmistir. Onun igin énemli olan Tanrinin sessizligi
meselesi degdil, diger insanlari sevebilme yetenegidir.

Tanrr’'nin var olmadigina dair icimdeki his hi¢ de korkung bir
his degil. Bir korkusuzluk hissi veriyor, bu biziz diyen bir his...
Buradayiz ve tiim bu bUtlnlik gergekten var fakat bu bizim
icimizde var. Umudun, korkunun, arzunun, yaratici zihnin,
duanin, nesiller boyunca diretimidir bu. icimde hala mevcut ve
oldugu icin de cok mutluyum. igimdeki en giizel seylerden biri
hatta bu...

Ama digarida olan bir Tanrimi? Onu astim sagmalik 6yle bir sey
inanamam. (...) Tim bunlari geride birakabildim. Ve birdenbire

kendimi, elimden geleni yapacak, olabildigince iyi olacakmis
gibi hissettim. Sinirlarima dek her seyi deneyecedim,
sinirlarimi asmayi deneyecegim. Bos Cennet’in altindaki kirli
Diinya'da bir insan olmaya calisacagim. iste benim amacim
budur ve yasamim hakkindaki fikrim budur. (..)

Buna ikna olduktan sonra nefrete ve kendimi kabul etme-
meye dayali sinirsel hislerim ve kendimi kabul etmezsem
baska insanlara kizma ve onlari da kabul etmeme hissim..
Biliyorsunuz iste.. Her sey, 6zglr olmaya dair tim o hisler
geldi bana. Sinir hastasi gibi hissetmiyorum kendimi. Yaratim
stirecime de yansidi bu. Bagka insanlara daha fazla ilgi géster-
meye basladim, ¢linkl kendim artik o kadar énemli degildim.
Bdylece dider insanlar daha fazla benim kendi sorunlarim; iyi
miyim, degil miyim? Tanri ile kiyaslayinca kdtt miyim, yoksa
degil miyim? Bir énemi yok bunun. Tek énemli olan baska
insanlardir.

Bu ifadelerden de anlasildidi gibi Bergman igin 6zgirlesmek Tanri-
dan 6zglrlesmek anlamina gelir. Tanrinin yeryiiziindeki namevcut
durumu ayni zamanda insan tlrl olarak kendi basimiza kaldigi-
mizin da ifadesidir. Eger bu diinyada kendi bagimiza kalmis isek
siginacagimiz ve yardim isteyecegimiz tek merci diger insanlardir.
insanlara karsi yaratici ve yapici ydnelim ise Bergman'a gére ancak
sevgi ile mimkin olabilir.
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A Qualitative Study to Explore

the Perceptions of Health-Care
Professionals on the Use of Dialogic
Communication Tools in Health
Institutions

Saglik Calisanlarinin Saglik Kurumlarinda Diyalogsal
lletisim Araclarinin Kullanimiyla ilgili Algilarinin
Kesfine Donuk Nitel Bir Calisma

ABSTRACT

Today’s corporate organizations focus on two-way communication with their target audiences.
This is also one of the criteria for the institutionalization of an organization because the devel-
opments in communication technologies force organizations to communicate with their target
audiences based on continuous interaction. New communication technologies have increased
the likelihood of businesses or organizations facing crises and created opportunities to over-
come them. For this reason, corporate enterprises, institutions, or organizations prioritize being
in constant dialogue with their environment. This study deals with the perceptions of Isparta
Provincial Health Directorate employees about the dialogue tools of public health institutions
in Isparta through qualitative research. Public health institutions use applications and tools that
allow dialogic communication, such as Ministry of Health Communication Center, Presidential
Communication Center, social media accounts, corporate web pages, and Central Hospital
Appointment System, with the use of Internet or telephone technology. In the research, 12 people
were interviewed using the purposive sampling method. Participants’ perceptions about dialogue
tools were examined in five different basic dimensions. These dimensions are the perception of
trust, the perception of privacy protection, the perception of timely access to health services,
feedback, and transparency. The results generally showed that the participants did not have suffi-
cient knowledge about the dialogue tools used by public health institutions because the opinions
expressed were generally within the framework of general opinions. It was not possible to make
an in-depth evaluation of the dialogue tools.

Keywords: Dialogic coommunication, health institutions, new communication technologies, dia-
logic tools, Isparta

0z

GUnumuz kurumsal orgitleri, hedef kitleleriyle yurtttikleri iletisimde iki yonlilige agirlik ver-
mektedirler. Bu ayni zamanda bir drgiitlin kurumsallagmasi kriterlerinden biridir. CUnku iletisim
teknolojilerindeki gelismeler kurumlari hedef kitleleriyle sirekli etkilesime dayali bir iletisim igin
zorlamaktadir. Yeni iletisim teknolojileri isletme ya da kurumlarin hem krizle karsilagmasi olasi-
li§ini artirmistir hem de krizlerin Ustesinden gelebilmek igin firsatlar yaratmaktadir. Bu nedenle
kurumsal igletmeler, kurum ya da kuruluslar gevreleriyle strekli diyalog iginde olmayi éncelikli
hedefleri arasina almaktadirlar. Bu calisma Isparta il Saglik Miidiirliigii personelinin Isparta’daki
kamu saglik kurumlarinin diyalog araglariyla ilgili algilarini nitel bir arastirmayla ele almaktadir.
Kamu saglik kurumlari internet ya da telefon teknolojisinin kullanimiyla SABIM, CIMER, Sosyal
Medya Hesaplari, Kurumsal Web Sayfalari ve MHRS gibi diyalogsal iletigsime imkan veren uygu-
lama ve araglar kullanmaktadir. Aragtirmada amagli 6rneklem yontemiyle 12 kisiyle gortsilmus-
tdr. Katihmcilarin diyalog araglariyla ilgili algilari bes ayri temel boyutta incelenmistir. Bu boyutlar
gliven algisi, mahremiyetin korunmasi algisi, saglk hizmetine zamaninda erisebilme algisi,
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geribildirim ve seffafliktir. Sonuclar genel olarak katilimcilarin kamu saglik kurumlarinin kullandigi diyalog araclariyla ilgili yeterli
bilgiye sahip olmadigini géstermistir. ClinkU dile getirilen gorusler genellikle katihmcilarin genel kanaatleri cergevesinde olmustur.
Diyalog araglariyla ilgili derinlemesine bir degerlendirme yapma imkani olmamistir.

Anahtar Kelimeler: Diyalojik iletisim, saglik kurumlari, yeni iletisim teknolojileri, diyalojik araclar, Isparta

Introduction

One of the most critical debates in corporate communication
today is whether dialogue-based communication between the
institution and its target audience can be established. Histori-
cally, organizations as an organized structure have had a domi-
nant position in communication with their target audiences.
They have the power to direct their target audience in the way
they want and to persuade them to accept organizational out-
puts. The stage of communication technologies, the transforma-
tion of information into a phenomenon that people can access
more efficiently, and the establishment of a legal order in which
individual rights are more protectable have caused organizations
to adopt an equal relationship in their communication with their
target audiences. Therefore, the last phase of this form of com-
munication between organizations and their target audiences is
defined as the two-way symmetrical model in the four-way pub-
lic relations model put forward by Grunig and Hunt. This model
represents an understanding based on reciprocity between the
organization and its target audience (Peltekoglu, 2016, p. 96).
Symmetric communication is a communication process that
takes place within democratic conditions based on the creation
of a common ground between the organization and its target
audience (Sharpe, 2000, p. 350).

The principle of reciprocity aims to ensure that both the source
and the receiver of communication are on an equal footing. This
also allows a dialogic process to operate on both sides of the
communication. Dialogue has the meanings, “To hold a dialogue
or conversation, especially with another person; to communicate
by speech or writing”(OED, 2023), “mutual conversation, listening
to each other, mutual exchange of ideas and ideas for the pur-
pose of reviewing differences of opinion” (Lognmen Metro, 1993,
p. 385), and “mutual conversation” and “agreement, adaptation,
working in this way” (TDK, 2023). According to Buber (1985), dia-
logue is a goal for one communication side to understand the
other. It emphasizes the concepts of reciprocity, participation,
and openness (Kent & Taylor, 2002, p. 22).

At the institutional level, dialogue is a process that requires the
institution to be open to the thoughts, actions, and comments
of its target audiences and to focus on mutual benefit (Sentlirk
& Selvi, 2019, p. 18). For this, unlike traditional communication
methods, technology is needed to ensure the flow of communi-
cation from the target audience to the organization. In this sense,
Web 2.0 stands out with its interactive and dialogic aspects
(Grunig, 2009, p. 7). Both the source and the receiver in com-
munication are active in content production. These contents are
transmitted mutually (Boztepe, 2014, p. 33). This transmission
can take place simultaneously or at different times, thanks to
internet technology (Muckensturm, 2013, p. 15).

Conducting corporate communication with a dialogical approach
is closely related to the communication behavior of the institu-
tion from the past to the present. In this respect, on one side of
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the dialogic communication to be established between the insti-
tution and its target audience are the institution’s employees,
representing the institutional behavior, and on the other side are
the target audiences of the institution. This study is qualitative
research conducted to explain the perceptions of health workers
in Isparta about the communication carried out by public health
institutions with dialogic coommunication tools. Success in dia-
logic communication is based on the awareness of these tools by
the employees of the institution and their effective use because
dialogic communication allows health-care professionals to
educate health service recipients, learn their reactions to treat-
ment, monitor the changing conditions of service recipients, and
answer questions (Harris et al., 2022).

Field Studies on Dialogic Communication

Looking at previous research, dialogic communication is gener-
ally discussed in connection with corporate social responsibility,
digital technologies, and business crises. The prominent issue in
the articles prepared within the framework of corporate social
responsibility is the relations with internal staff and customers. In
a study, it was examined how customers evaluate the corporation
in programs where the corporate social responsibility program is
implemented with a bottom-up hierarchy within the company.
Customers perceived the existence of corporate-employee dia-
logic communication at a higher level in bottom-up corporate
social responsibility programs compared to corporate social
responsibility programs implemented with a top-down hierarchy
within the company. This perception caused customers to have a
positive attitude towards the company, purchase intention, and
a behavioral tendency to support corporate social responsibility
practices (Kim et al., 2023, p. 1). Another study on the effects of
corporate social responsibility (CSR) and dialogic communication
with internal staff was conducted with an online survey method
and with the participation of 660 people. The study revealed both
relational and behavioral benefits of CSR for both CSR dialogic
communication and managers’ behaviors that facilitate employ-
ees’ participation in CSR. This is because the development of
a mutual and reciprocal relationship between employees and
the organization limited their negative discourse towards the
organization and encouraged positive discourse. This study has
therefore provided strategic insights for organizational leaders
and public relations professionals on how to effectively create an
engaged and supportive workforce when it comes to CSR initia-
tives (Song & Tao, 2022, p. 10).

One study examined the effect of consumers’ perceptions of cor-
porate social responsibility on their intention to engage in dia-
logic communication with the company. The results of the study
showed that there is a significant relationship between corpo-
rate social responsibility activities and consumers’ intentions to
engage in dialogic communication with the company. In other
words, the study found empirical evidence that when consum-
ers perceive a company as socially responsible, they are more
likely to engage in dialogic communication with that company.
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The study also showed that consumers’ perceptions of a com-
pany’s corporate social responsibility increase their identification
with the company. This finding suggests that customer-com-
pany identification leads to customers’ intentions to engage in
dialogue. Therefore, the study showed that there is a strong rela-
tionship between customers’ identification with the company
and their company-preferring behaviors, such as communicating
product or service improvement ideas and contacting the com-
pany about potential problems (Hong et al., 2010, pp. 197-198). In
another study, customers’ brand trust was examined in the con-
text of monological and dialogic social responsibility activities. In
the study, it was concluded that the dialogic social responsibil-
ity commmunication strategy was significantly more effective than
monological communication strategies in terms of consumers’
brand trust, purchase intentions, and positive word-of-mouth
communication (Dai & Reich, 2022, p. 231).

Another study on corporate social responsibility and dialogic
communication was conducted in the context of environmen-
tal companies. This study groups 106 petrochemical companies
in terms of their environmental practices and looks at the rela-
tionship between dialogic communication and corporate social
performance. The companies are divided into four groups (green,
gray, toxic, and neutral) in terms of environmental and social
responsibility. Therefore, the study concludes that green compa-
nies are more likely to facilitate dialogic communication and that
company size positively affects the propensity for dialogic com-
munication (Uysal, 2018, p. 100). Accordingly, environmentally
friendly companies give more importance to dialogic communi-
cation with both employees and customers. At the same time,
when a direct proportion is established between the size of the
company and its institutionalization, it can be said that institu-
tionalized companies have a vast network of responsibility in their
relations with society. This may make companies more socially
responsible, and as a result, they may give more priority to dia-
logic communication.

It can be said that the intensification of studies on the concept of
dialogic communication is closely related to the development of
Internet technology. In this respect, one of the issues addressed
in many of the studies on dialogic communication has been
social networks and digital technology. Social media, in other
words, social networks, are one of the platforms that companies
use to establish dialogic communication with their target audi-
ences. In a study, the link between the communication content
and style produced by international companies with different
cultural backgrounds and the reactions of their customers, such
as likes and retweets, was analyzed. In this context, two global
companies of Chinese and German origin were analyzed on Sina
Weibo, one of China’s largest social networking sites. The study
examined the valuable content produced by these companies to
enhance dialogic communication and their culturally influenced
communication styles. The results show that both German and
Chinese companies share similar content about products/ser-
vices, corporate attractiveness, and relationship building, and
there is no significant difference in communication styles. How-
ever, the public was more receptive to the content related to
products/services shared by German companies and responded
more to the content related to corporate attractiveness for Chi-
nese companies. The public tended to respond more positively
to individualistic communication messages produced by German
companies than collectivist communication messages produced
by Chinese companies (Ngai et al., 2020, p. 1). Therefore, a more

emotional evaluation is made about the outputs of the Chinese
company with a cultural influence.

In a study on corporate communication management in social
networks, the basic dimensions of dialogic communication were
conceptually defined. According to the study, five basic dimen-
sions were identified: “active presence, “interactive attitude,
“interactive resources,” “responsiveness,” and “conversation”
(Capriotti et al,, 2021, pp. 46-47). These dimensions determine
the course of action of an organization that wants to establish
dialogic communication with its target audiences through social
networks. Another study on social networks is related to the
importance of conscious communication on these platforms.
The study examined two companies in the German food indus-
try in the context of holistic, dialogic corporate communication.
The results show that social media is the right and economical
tool to reach a target group of conscious consumers. It is also
concluded that a successful social media post encourages inter-
action with online and offline users (Veldung et al., 2022, p. 69).
Another research was conducted in Indonesia with a sample of
closed groups. The study concluded that the use of information
communication technology such as WhatsApp groups improves
the ability to create a positive relationship between the company
and its target audience. Furthermore, the results showed that
these groups could produce a chance for harmonization of the
differences between the company and its target groups (Nurja-
nah, 2017, p. 334).

Crises are situations that occur unexpectedly and have negative
consequences for the organization. Communication is one of the
most critical priorities to manage in times of crisis. Therefore, it
is necessary for organizations or companies to establish strong
communication with their target audiences both before, dur-
ing, and after the crisis. Dialogic communication is a strategic
approach for crisis situations. In this respect, there are various
studies on crisis and dialogic communication in the literature.
Especially with the development and widespread use of the inter-
net and digital technologies, studies in this field have become
more intense. Because digital technologies both provide oppor-
tunities in terms of crisis communication management and can
exacerbate crises, in this respect, the dialogic communication
opportunities of digital technologies should be utilized in order
to manage crisis communication effectively. Research conducted
with this approach addresses the willingness of companies to
engage in dialogic communication in times of crisis. The study
analyzed the corporate web communication of Tabung Haji, a
company facing allegations of financial mismanagement. The
analysis found some evidence of dialogic communication, but
the organization practiced silence and selective disclosure. It was
concluded that the company needs stronger relational connec-
tivity and is reluctant to utilize the non-textual features offered
by web communication to reduce reputational risk. This suggests
that the company’s effective communication is compromised
(Nair et al.,, 2021, p. 120).

A study has been conducted to examine the dialogic communi-
cation of South African JSE-listed companies with their inves-
tors. This study was carried out at a time when the South African
capital market was struggling with frequent corporate scandals.
The study concludes that stakeholders are more skeptical about
the accuracy and transparency of information communicated by
publicly traded companies; therefore, companies should engage
in dialogue with investors (Serfontein & Bornman, 2022, p. 73).
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Another study on crisis management and dialogic communica-
tion concluded that organizations should incorporate digital and
social media into their crisis communication and risk manage-
ment plans so that they are in a better position to communicate
credibly and transparently with different stakeholders. (Camil-
leri, 2021, p. 1). Trust or mistrust is crucial for crisis communica-
tion management. Dialogic communication has a function that
builds trust. In a study on dialogic communication, corporate
social responsibility, and company evaluation based on trust and
distrust, it was concluded that trust creates a higher perception
of dialogic communication, corporate social responsibility, and
company evaluation than distrust (Park & Kang, 2020, p. 1).

Research Questions

Based on the results of a quantitative study conducted by Gulli-
punar (2022, pp. 147-150), which measured citizens’ perceptions
of the dialogic communication tools and practices of Isparta pub-
lic health institutions, the questions of this study were formu-
lated as follows:

e« How can the sense of trust created by dialogue tools be
explained?

« How do health professionals evaluate the functions of dialogue
tools in relation to the protection of privacy?

e How do health workers evaluate the contribution of dialogue
tools to access to health care timely?

« How isthe feedbackissue evaluated by the health-care person-
nel in the dialogic communication carried out by Isparta public
health institutions with citizens?

o What do health-care professionals think about the transpar-
ency of dialogic communication carried out by Isparta public
health institutions?

Methods

This study deals with how the dialogic coommunication tools and
practices of public health institutions in Isparta are perceived by
health-care personnel. The dialogical communication tools of
public health institutions discussed in this study are the Ministry
of Health Communication Center (SABiIM), Presidential Commu-
nication Center (CIMER), social Media Accounts, corporate web
pages, and the Central Hospital Appointment System (MHRS),
which were defined in the doctoral thesis study conducted by
Gullipunar (2022). This research is a qualitative study based on
quantitative research results conducted in the relevant thesis
study. Therefore, an explanatory design was used in the study.
Explanatory design is a research approach in which the data col-
lection tools of qualitative research are determined based on
quantitative research results. Therefore, the general quantita-
tive research results are explained in detail (Creswell, 2017, p. 38).
In this context, a semi-structured interview questionnaire was
developed as a data collection tool. The question form basically
consists of five sections and 11 sub-questions. In the first section,
regarding the sense of trust created by the dialogue tools, in the
citizens, the perception of the staff about whether the messages
of the citizens are conveyed to the right place, the perception of
the citizens about whether they find an interlocutor in the dia-
logue tools and the perception of the way these tools are used by
the health institution are discussed. In the second section, the
perception of the health-care personnel about the protection
of confidentiality in dialogue tools is focused on the perception
of health-care personnel about the concealment of information
about the citizen’s illness and identity. In the third section, the
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perception of the health-care personnel about early diagnosis or
reaching the right health-care personnel at the right time was
discussed in relation to the function of dialogue tools for timely
access to health-care services. In the fourth section, in relation to
the feedback application in dialogue tools, the comparison of dia-
logue tools with each other, the use of social media in feedback,
and the importance of giving feedback were evaluated. In the fifth
and last section, the situation of clear rules about the functioning
of the communication process was discussed in relation to the
transparent use of dialogue tools.

Purposive sampling was used in the research. Purposeful sam-
pling consists of people who the researcher believes will find
answers to the research questions. The criterion for determin-
ing the interviewees is the researcher’s judgment (Coskun et al.,
2015, p. 142). In this framework, 12 health-care personnel work-
ing in the Isparta Provincial Health Directorate were interviewed.
The number of people interviewed has been determined accord-
ing to the repetition of the answers. The termination criterion of
the research is the limit at which the participants in the research
begin to give similar answers intensively. Of the interviewed
health-care personnel, four were nurses, three were midwives,
one was a medical secretary, two were data preparation and
control operators, one was an X-ray technician, and one was a
pharmacist. The research data were analyzed with the descrip-
tive interpretive analysis technique in the context of the basic
categories formed by the research questions. In descriptive
interpretive analysis, the researcher interprets and presents the
conversations, narratives, behaviors, rumors, and interview notes
taken over a period of time. He/she does not present all the data
obtained. He writes the ones he chooses among the data by put-
ting them in a particular order and interprets them(Sonmez &
Alacapinar, 2016, p. 273).

Results

The perception of the staff of the Isparta Provincial Directorate of
Health regarding the applications and platforms such as SABIM,
CIMER, social media accounts, corporate web pages, and MHRS,
which are defined as the tools of dialogic communication with
citizens, are discussed in the following basic dimensions. These
dimensions are the sense of trust created by dialogue tools in
citizens, protection of citizens’ privacy (confidentiality of disease
or identity information) in the dialogic communication process,
the function of dialogue tools to provide timely access to health
services, feedback, and the principle of transparency in commu-
nication carried out with dialogue tools.

Dialogue Tools and the Sense of Trust They Create

Seven participants (P1, P2, P5, PG, P7, P10, and P11) expressed
positive opinions about whether dialogue tools create a sense of
trust among citizens. Therefore, seven participants think that the
Isparta Provincial Directorate of Health creates a sense of trust
among citizens through dialogue tools. In this context, in general,
the messages conveyed through dialogue tools reach the right
points. Citizens can find an interlocutor in the institution regard-
ing their demands. Citizens’ demands are meticulously evaluated
by the health institution.

One of the essential issues emphasized by the participants who
expressed positive opinions about the sense of trust created by
dialogue tools is the idea that the messages conveyed by citizens
through dialogue tools are exaggerated and do not reflect reality.
Especially P1 and P5 emphasized this issue. P1 said, “l am sure it
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creates a sense of trust. But the messages are mostly exagger-
ated” P5 said, “Messages are conveyed to the right points. How-
ever, the majority of these messages do not reflect the reality.”

One of the prominent evaluations in the interviews is the idea
that citizens are overconfident. Some of the participants, who
stated that dialogue tools create a sense of trust in citizens, said
that citizens behave overconfidently while communicating their
demands. P5 said, “Citizens are overconfident in using these
channels unnecessarily.” In addition, among these participants
who expressed positive opinions, P10 said, “When people apply to
such places, they think that they are cared about,” P11 said, “How-
ever, it is not possible to satisfy everyone. Lack of empathy of citi-
zens in unfair requests causes dissatisfaction. This also damages
trust’”

The participants who expressed negative opinions about the
sense of trust created by dialogue tools were P3, P8, and P12. In
addition, although P4 and P9 expressed positive opinions, they
also expressed some reservations. When we look at the state-
ments of these participants, P3 said,

Messages reach the right place to a great extent. Since writ-
ten feedbacks are made, it does not create a sufficient sense
of confidence in citizens in finding an interlocutor. The per-
ception is that the demands are meticulously evaluated, but
this is not the case in reality”

P12 said, “Everything continues the old system. There is a hierar-
chical order. It isn’'t easy to find an interlocutor. Therefore, there
is no meticulous evaluation of the requests” P8 said, “In some
departments, even an appointment cannot be made through
these tools”

Dialogue Tools and the Perception of Protected Privacy

In the dialogic communication process, seven of the participants
(P1, P2, P4, P5, P6, P7, and P10) expressed a positive opinion, two
(P8 and P12) expressed a negative opinion, and three (P3, P9,
and P11) supported the positive opinion but stated that they had
some concerns. Those who expressed a favorable opinion gener-
ally stated that the essential quality of health services is based
on privacy. Therefore, they stated that health-care personnel are
trained in line with these requirements and pay attention to the
issue of confidentiality. For example, while P1 used the expression
“it is highly cared about” in relation to the issue of confidentiality,
P2 said, Patient privacy in health institutions is not something
to be overlooked.” P4, P7, and P11 stated that confidentiality is
respected. According to them, issues related to both health infor-
mation and identity information are only known to those who are
involved.

It can be said that the participants who stated that confidential-
ity is not protected in the communication established between
the health institution and the citizen through dialogue tools
expressed their insecurities on this issue based on their general
opinions. P8 said, “I do not believe that sufficient sensitivity is
shown regarding the protection of personal data in our country.”
P12 said, “These platforms are not reassuring.” Participants who
generally expressed positive opinions on the subject but had res-
ervations stated that problems related to the protection of pri-
vacy could be encountered in practice. P3 stated,

| think that privacy is successfully protected. However, due
to the security vulnerabilities in the web pages of state insti-
tutions in recent years, the sincere efforts of the personnel

in this regard have been in vain. In requests and complaints
made by citizens, care is taken to ensure anonymity. However,
while conducting research and investigation on the subject,
the person who made the complaint can be understood ifthe
complained personnel is asked a question about whether the
complaint is true or not. This can put the citizen who made
the complaint in a difficult situation in the following process.

P9 said, “Due care is taken to protect privacy. However, | think
there are problems in practice. For example, while waiting in line,
the patient’s name is not fully visible on the screen. However, the
patient whose turn comes is called loudly from the clinic with the
patient’s open name.”

Perception of Dialogue Tools and Timely Access to Health
Services

One of the basic requirements of health services is that they can
be provided at the right time. In the study, the role of dialogue
tools in this regard was questioned. Therefore, the contribution
of dialogue tools to early diagnosis of diseases or timely access to
health-care personnel was discussed with the participants. In this
framework, four of the participants (P2, P3, P6, and P7) expressed
positive opinions, one (P8) expressed negative opinions, and six
(P1, P4, P5, P9, P10, and P12) stated that they had reservations
despite their positive opinions. One of the participants (P11) did
not give an answer on the subject.

It can be said that the participants who expressed positive opin-
ions about the timely delivery of citizens to health services by
dialogue tools especially expressed their opinions about MHRS. It
is stated that MHRS prevents loss of time; it is possible to make
an appointment without going to the hospital, and this tool con-
tributes to the timely receipt of health services and early diag-
nosis because of the right to choose the health-care personnel.
Regarding this issue, P2 said, “A person who would normally go
later and learn about his/her illness later may learn about his/her
illness earlier thanks to these tools.” P3 said, “Especially, MHRS
is a great blessing for those who have difficulty in travelling to
health institutions. Although it is difficult to find an appointment
for most departments, going to the hospital at the appointment
time instead of waiting in health institutions all day long shortens
the service time. However, the “What’s wrong with me?” system
in MHRS may help people in this regard.” P6 said, “I can say that
the fact that patients can easily choose the physician and hospi-
tal they will go to already contributes to the diagnosis and treat-
ment of their diseases. MHRS channel is one of them.

P8, who expressed a negative opinion about the role of dia-
logue tools in early diagnosis or timely access to health services,
stated this opinion based on his personal experience. The par-
ticipants who expressed positive opinions on the subject but
also expressed reservations stated that citizens do not use these
tools effectively, the health service capacities of the provinces
(such as physical facilities, number of physicians, and number of
patients) are different from each other, and some problems may
arise in practice. Therefore, they stated that, due to such prob-
lems, dialogue tools might need to be improved for early diagno-
sis or timely access to health-care personnel. P1 and P5 stated,
“The function of these tools (MHRS) for early diagnosis or timely
access to health personnel is related to the capacity of the prov-
inces in the field of health. Population, number of patients, num-
ber of staff, number of physicians, etc. are important.” P9 said, “An
appointment can be made for a very late date for a disease. By
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that time, the complaints have already passed. Therefore, it does
not contribute to early diagnosis in this respect.”

Dialogue Tools and Feedback

In the questions about whether public health institutions in
Isparta Province provide feedback to citizen applications, eight of
the participants (P1, P2, P3, P4, P5, PG, P7, and P8) defended the
view that feedback is provided. While P11 stated that he had no
information about the subject, P9, P10, and P12 stated that feed-
back was given, but there were some inadequacies. For example,
P10 stated that “feedback is given. But they are not solution-ori-
ented; they are used to distract the citizens.”

When dialogue tools are compared with each other in terms of
giving feedback, participants generally know CIMER and SABIM
as platforms where feedback is given more quickly. It was stated
that feedback in these tools is a systemic obligation, and it was
emphasized that feedback is mainly provided via e-mail. The
MHRS, on the other hand, is known as a tool where feedback is
given via telephone message. Regarding the subject, P1 stated,
“feedback is provided as soon as possible in SABIM and CIMER,
P3 stated,

I have information only for SABIM and CIMER. After the appli-
cations are passed through the relevant institutions and
units, a text is created for the response, and feedback is pro-
vided to the citizen through the system. In emergencies, the
telephone is used.

P4 said, “Sabim and CIMER are used for complaints, and MHRS is
used for appointments.” As can be understood from this, a tech-
nical evaluation based on the system was made on the feedback
of dialogue tools. No evaluation was made in terms of the qual-
ity or analytical power of the feedback. This shows that health-
care personnel do not have sufficient information about whether
these tools are used effectively or not.

Only three of the participants (P8, P10, and P12) have knowledge
about giving feedback to citizens on social media. Three partici-
pants also stated that social media is not utilized sufficiently. For
example, P10 said, “It is not enough. There is a need for more
qualified personnel on the subject”

Regarding the importance of providing feedback to citizens,
many participants (P1, P4, P5, P9, P10, and P12) brought up the
concept of “trust” It was expressed that feedback would increase
the quality of service, contribute to the solution of problems,
give a sense of importance, and thus increase the sense of trust
of citizens. Regarding this issue, P1 stated, “Providing feedback
increases the trust of citizens in health institutions by finding an
interlocutor” P4 stated, “Providing feedback creates a sense of
trust and caring and increases service quality,” and P10 stated,
“As feedback is provided, trust increases and problems are solved
more quickly” P12, who expressed his concern on the subject,
said, “Feedback improves trust. But the answers in the form of
warning and punishment arouse suspicion.” Therefore, only P12
made a statement about the nature of the feedback. He states
that the general answers that the relevant personnel are warned
or punished in case of a complaint are suspicious.

Transparency in Dialogue Tools

Another dimension addressed in the study is whether the com-
munication established through dialogue tools is transparent,
whether the rules are clearly defined, and whether the citizens are
aware of these rules. Four of the participants (P1, P4, P5, and P7)
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expressed the view that the dialogue tools are operated in a trans-
parent manner. On the other hand, five of the participants (P6, P8,
P9, P10, and P11) argued that transparency is not observed in the
operation of dialogue tools. In addition, three of the participants
(P2, P3, and P12) stated that dialogue tools are operated trans-
parently, but there are also some negatives.

Participants who stated that dialogue tools are operated in a
transparent manner stated that the rules are generally defined
and citizens are aware of this. It was stated that citizens espe-
cially use SABIM and CIMER for their complaints, and it was
argued that the awareness of citizens about these platforms is
quite high. In this regard, P1 stated, “it is very easy and simple for
citizens to access and use these tools. Citizens’ awareness that
they have these opportunities is quite high, especially for SABIM
and CIMER. and P5: “Although these tools are absolutely trans-
parent, citizens are very aware of SABIM and CIMER, especially
with regard to complaints.”

Respondents who had a negative view of the principle of trans-
parency of dialogue tools mostly evaluated the issue in line with
their general convictions. This may also be a general prejudice
they have against dialogue tools. For example, P8 said, “There is
no job description in health. Therefore, the rules are not clearly
defined” and P10 said, “I don’t think most citizens are aware of
these platforms. There is not enough information on this issue.”
P11 expressed his negative opinion on more concrete grounds.
P11 said, “The rules are not clear. Even if there is a defined rule,
most citizens are not aware of it. This can be understood both
from the complaints, the reality of the requests, the empathy of
the applicants, the seriousness, and the language used. Espe-
cially in cases of complaints, this problem is clearly seen.”

Those who expressed positive opinions on the transparency of
dialogue tools but expressed some reservations stated that there
may be problems arising from the personnel managing the pro-
cess on the one hand and the citizens’ inability to understand the
rules on the other. P3 stated,

I think that these tools are operated in a transparent manner
to a great extent, but | am not sure whether this transparency
can be maintained according to the position and status of
the persons subject to the complaint. In addition, the rules
regarding the functioning of dialogue tools are announced
in general terms. However, | think that citizens often do not
follow these rules and summarise their complaints in gen-
eral terms. | witnessed that during the examination of most
applications, applicants were contacted again and asked for
information about their applications” and P2: “The rules are
clearly defined. However, | don’t think that people are aware of
this. It is generally known by word of mouth as much as what
other people say.

Conclusion and Recommendations

This study deals with the perceptions of the staff working in the
Isparta Provincial Health Directorate about the dialogue tools
(SABIM, CIMER, SOCIAL MEDIA, Corporate Web, MHRS) used by
Isparta public health institutions with a qualitative approach. The
study focuses on five dimensions of dialogue tools. These dimen-
sions are trust, confidentiality, timely access to health services,
feedback, and transparency.

Regarding the sense of trust created by the dialogue tools among
the citizens, the majority of the personnel participating in the
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research expressed a favorable opinion. The main reason behind
this opinion is the idea that the message conveyed by citizens to
health institutions through these tools goes to the right place.
They stated that there may be some problems, but these are
caused by the citizens. It is thought that certain problems may
arise due to the overconfidence of the citizens, their unnecessary
use of this area, their lack of empathy of the citizens, and exagger-
ation of the messages they convey. Participants who expressed
their concerns about the trust-building dimension of dialogue
tools stated that the perception that the work is carried out in
a systematic and orderly manner is created due to the written
feedback. However, they stated that written feedback leads to
the problem of not being able to find an interlocutor and causes
mistrust. In addition, a group of interviewees were of the opinion
that the communication carried out through these tools is not
suitable for dialogic communication. The reasons for this were
hierarchy, difficulty in finding an interlocutor, and problems of
meticulous evaluation.

The participants who expressed a positive opinion about the pro-
tection of confidentiality stated that confidentiality was taken
care of because the health-care personnel were trained with
this formation. Therefore, the participants approached their col-
leagues with a positive prejudice. The participants who expressed
negative opinions about the protection of confidentiality empha-
sized that the negativity was generally caused by the practice.

Participants who evaluated that dialogue tools assume a posi-
tive function in terms of timely access to health services and
early diagnosis especially emphasized MHRS. The fact that MHRS
prevents loss of time and provides the opportunity to choose a
physician was considered necessary in terms of fulfilling these
functions. However, although some participants expressed posi-
tive opinions, they stated that the functions of timely access to
health care and early diagnosis could not be realized due to the
inability of citizens to use these tools effectively and the different
capacities of each province to provide health services.

Participants generally based on the feedback dimension of dia-
logue tools on systemic features. They did not dwell on the qual-
ity or analytical power of the feedback provided by dialogue tools.
This situation may be due to the fact that health-care personnel
do not have sufficient knowledge about dialogue tools. A small
number of participants who emphasized social media accounts
in relation to feedback expressed the inadequacies of health
institutions in this regard. The view that social media is not used
sufficiently in terms of dialogic commmunication is dominant.
In addition, the main emphasis on the importance of feedback
was the concept of “trust” Participants argued that giving feed-
back would increase citizen trust in dialogue tools and health
institutions.

Regarding the transparency dimension, the majority of the par-
ticipants stated that these instruments are not operated trans-
parently enough. The participants expressed these negative
views mostly in line with their general opinions. They generally
did not put forward concrete reasons for transparency. Only one
participant explained the lack of transparency in the communica-
tion process based on concrete reasons.

As a result, it is understood that the participants made their posi-
tive or negative opinions based on their general opinions about the
dialogue tools in terms of creating a sense of trust, protecting con-
fidentiality, providing timely access to health services, providing

feedback, and whether these tools are operated in a transparent
manner. This shows that the participants do not have detailed
information about the dialogue tools to provide concrete reasons.
Therefore, in the next stage of this research, which deals with the
perception of the staff working in health institutions about dia-
logue tools, a qualitative study can be conducted with the partici-
pation of corporate communication staff responsible for the use of
these tools in order to make an in-depth examination of dialogue
tools. This will provide a more in-depth examination of this issue.

Peer-review: Externally peer-reviewed.

Declaration of Interests: The author declare that they have no compet-
ing interest.

Funding: The author declared that this study has received no financial
support.

Hakem Degerlendirmesi: Dis bagimsiz.
Cikar Catismasi: Yazar gikar catismasi bildirmemistir.

Finansal Destek: Yazar bu galigma igin finansal destek almadigini beyan
etmistir.

References

Boztepe, H. (2014). Halkla iliskiler ve iligki ydnetimi. Derin Yayinlari.

Camilleri, M. A. (2021). Strategic dialogic communication through digital
Media during COVID-19. In Crisis & I. M. Anthony Camilleri (Eds.),
Strategic corporate communication in the digital age (pp. 1-18).
Emerald Publishing Limited. [CrossRef]

Capriotti, P, Zeler, 1., & Camilleri, M. A. (2021). Corporate communication
through social networks: The identification of the key dimensions for
dialogic communication. In i. M. Anthony Camilleri (Ed.), Strategic
corporate communication in the digital age (pp. 33-51). Emerald
Publishing Limited. [CrossRef]

Coskun, R., Altunisik, R., Bayraktaroglu, S., & Yildirm, E. (2015). Sosyal
bilimlerde arastirma yontemleri. Sakarya Yayincilik.

Creswell, J. W. (2017). Karma ySntem arastirmalarina giris (I. H. Acar, Cev.).
Pagem Akademi.

Dai, W., & Reich, A. Z. (2023). The differential impact of monological and
dialogical corporate social responsibility communication strategies
on brand trust in the credence goods market. Asia Pacific Journal of
Marketing and Logistics, 35(1), 231-248. [CrossRef]

Grunig, J. E. (2009). Paradigms of global public relations in an age of digi-
talisation. PRism, 6(2), 1-19.

Gullipunar, M. D. (2022). Diyalogsal iletisim baglaminda kurumsal iletisim
uygulamalarinin saglk hizmeti kalitesi algisina etkisi: Isparta ili kamu
saglik kurumlari 6rnedi [Doktora Tezi]. Erciyes Universitesi Sosyal
bilimler Enstitlsu.

Harris, L., Dresser, C., & Kreps, G. L. (2022). E-health as dialogue: Com-
munication and quality of cancer care. https://lwww.aaai.org/Papers/
Symposia/Fall/2004/FS-04-04/FS04-04-009.pdf

Hong, S.Y, Yang, S.-U., & Rim, H. (2010). The influence of Corporate Social
Responsibility and Customer-Company Identification on Publics’
Dialogic Communication Intentions. Public Relations Review, 36(2),
196-198. [CrossRef]

Kent, M. L., & Taylor, M. (2002). Toward a dialogic theory of public relations.
Public Relations Review, 28(1), 21-37. [CrossRef]

Kim, K. H., Xu, H., & Rim, H. (2023). “We care about how you dialogue with
your employees:” The effects of bottom-up CSR through the lens of
dialogic communication. Journal of Public Relations Research, O,
1-25. [CrossRef]

Metro, L. (1993). Dialogue. In Longman Metro biiyiik ingilizce—Tiirkge—
Tlrkge s6zlik (p. 385). Metro Kitap Yayin Pazarlama.

Communicata. 2023; 26, 23-30 | doi: 10.5152/communicata.2023.23051


https://doi.org/10.1108/978-1-80071-264-520211001
https://doi.org/10.1108/978-1-80071-264-520211003
https://doi.org/10.1108/APJML-08-2021-0583
https://www.aaai.org/Papers/Symposia/Fall/2004/FS-04-04/FS04-04-009.pdf
https://www.aaai.org/Papers/Symposia/Fall/2004/FS-04-04/FS04-04-009.pdf
https://doi.org/10.1016/j.pubrev.2009.10.005
https://doi.org/10.1016/S0363-8111(02)00108-X
https://doi.org/10.1080/1062726X.2023.2215886

30

Muckensturm, E. (2013). Using dialogic principles on Facebook: How the
accommodation sector is communicating with its’ consumers.
Clemson University.

Nair, R., Arshad, R., & Muda, R. (2021). Utilising dialogic corporate web
communication: The case of reputational risk management at
tabung haji. Media International Australia, 181(1), 120-130.
[CrossRef]

Ngai, C. S. B,, Einwiller, S., & Singh, R. G. (2020). An exploratory Study on
Content and Style as Driving Factors Facilitating Dialogic Commu-
nication between Corporations and Publics on Social Media in China.
Public Relations Review, 46(1), 1-11. [CrossRef]

Nurjanah, A. (2017). Community communication forum (FKM) & What-
sApp (WA) group: Dialogic communication between company-com-
munity in achieving community development in Indonesia. KnE
Social Sciences, 2(4), 334-342. [CrossRef]

OED. (2023). Dialogue. Oxford English Dictionary. https://www.oed.com/
search/dictionary/?scope=Entries&q=dialogue

Park, Y. E., &Kang, M. (2020). When crowdsourcing in CSR leads to dialogic
communication: The effects of trust and distrust. Public Relations
Review, 46(1), 1-13. [CrossRef]

Peltekoglu, F. B. (2016). Halkla iliskiler nedir? Beta Basim Yayin Dagitim
AS.

Communicata. 2023; 26, 23-30 | doi: 10.5152/communicata.2023.23051

Sentiirk, Z. A, & Selvi, . (2019). Halkla iligkiler. In I. O. Selvi & Z. A. Sentiirk
(Eds.), Halkla iliskiler ve uygulama alanlari (pp. 9-133). Egitim Yayinevi.

Serfontein-Jordaan, M., & Bornman, D. (2022). Dialogic communication
management theory and engagement with investors: A study of
publicly listed organisations. Communicare, 41(1), 63-76. [CrossRef]

Sharpe, M. L. (2000). Developing a behavioral paradigm for the perfor-
mance of public relations. Public Relations Review, 26(3), 345-361.
[CrossRef]

Song, B., & Tao, W. (2022). Unpack the relational and behavioral outcomes
of internal CSR: Highlighting dialogic communication and manage-
rial facilitation. Public Relations Review, 48(1), 1-12. [CrossRef]

Sénmez, V., & Alacapinar, F. G. (2016). Orneklendirilmis bilimsel arastirma
yontemleri (4. Baski). Ani Yayincilik.

TDK. (2023). Diyalog kavrami. https:/[sozluk.gov.tr/?kelime=diyalog

Uysal, N. (2018). On the relationship between dialogic communication and
corporate social performance: Advancing dialogic theory and
research. Journal of Public Relations Research, 30(3), 100-114.
[CrossRef]

Veldung, S., Kowalczyk, P, & Otto, K. (2022). Holistic dialogical corporate
communications in the food retailing industry: The importance of
conscious communication in social networks. Journal of Media
Ethics, 37(1), 53-T71. [CrossRef]


https://doi.org/10.1177/1329878X20969467
https://doi.org/10.1016/j.pubrev.2019.101813
https://doi.org/10.18502/kss.v2i4.905
https://www.oed.com/search/dictionary/?scope=Entries&q=dialogue
https://www.oed.com/search/dictionary/?scope=Entries&q=dialogue
https://doi.org/10.1016/j.pubrev.2019.101867
https://doi.org/10.10520/ejc-comcare_v41_n1_a6
https://doi.org/10.1016/S0363-8111(00)00052-7
https://doi.org/10.1016/j.pubrev.2022.102153
https://sozluk.gov.tr/?kelime=diyalog
https://doi.org/10.1080/1062726X.2018.1498344
https://doi.org/10.1080/23736992.2021.2014849

ATATURK
UNIVERSITESI
YAYINLARI
ATATURK
UNIVERSITY
PUBLICATIONS

DOI: 10.5152/communicata.2023.23041

Derleme Review

Postmodern Donemde Tiiketim
Kultlirliniin Insasinda lletisimin
Stratejik Onemi

Strategic Importance of Communication in the

Construction of Consumption Culture in the
Postmodern Period

Zekeriya SARIHAN!
Nazli OZCAN SARIHAN?
Erkan CAKIR®

'Giimiishane Universitesi, Torul
Meslek Yiiksekokulu, Basim ve
Yayim Teknolojileri Programi,
GUmdushane, Turkiye
2Giimishane Universitesi, iktisadi
ve idari Bilimler Fakiiltesi, Siyaset
Bilimi ve Kamu Yonetimi Bolimu,
GUmdushane, Turkiye

3Kiitahya Dumlupinar Universitesi,
Altintas Meslek Ylksekokulu,
Nifus ve Vatandaslik Programi,
Kltahya, Turkiye

Bu calisma, 2014 yilinda Biskek’te
diizenlenen 3. Uluslararasi iletisim
Sempozyumunda ayni adla sunulan
s0zIU bildirinin genigletilmis halidir.
Gelig Tarihi/Received: 13.06.2023

Kabul Tarihi/Accepted: 22.08.2023

Yayin Tarihi/Publication Date: 08.09.2023

Sorumlu Yazar/Corresponding Author:

Zekeriya SARIHAN
E-mail: zekeriyasarihan@gumushane.
edu.tr

Cite this article as: Sarthan, Z.,
Ozcan Sarihan, N., & Gakir, E. (2023).
Postmodern Donemde Tiiketim
Kiiltiiriiniin insasinda iletisimin
stratejik Onemi. Communicata,

26, 31-36.

Content of this journal is licensed
under a Creative Commons
Attribution-NonCommercial 4.0
International License.

6z

Postmodernizm, son yillarda pek cok disiplin tarafindan sikga tartigilan ve farkli bakis agilariyla
tanimlanmaya calisilan bir kavramdir. Bazi arastirmacilara gore postmodernizm, modernizmin
sonrasini, ondan kopusu ifade ederken, bazi arastirmacilara gére modernizmin degisen yizind,
onun devamini ve kapitalizmin Uriintnd ifade etmektedir. Postmodern dénem, geleneksel deger-
lerin ve normlarin zayifladigi, bireyselligin 6n plana ¢iktigi ve strekli degisimin hakim oldugu bir
donem olarak nitelendirilebilir. Bu donemde tiketim kiltird, geleneksel tiketim aligskanliklarin-
dan farkli olarak birgok yeni boyut kazanmis ve tliketim kiltlirinde dnemli dedisimlere yol agmis-
tir. Postmodern dénemde tlketim, artik sadece temel ihtiyaglari karsilamaktan 6te, bir yasam
tarzini ifade etme ve kimlik olusturma araci haline gelmistir. Bu donemde tiketici kiltirinin olu-
sumunda iletigsimin énemli bir rolt oldugunu ifade etmek mimkindir. Reklam, pazarlama, dijital
medya ve sosyal aglar gibi iletisim araglari, tiiketicilerin algilarini etkileyerek markalarin ve trlinle-
rin tercih edilmesini saglamaktadir. Postmodern donemde, tiiketici davraniglari giderek daha kar-
mastk hale gelirken iletisim stratejileri de bu dedisime ayak uydurmustur. Geleneksel reklamcilik
yerine duygusal baglar kurma, hikaye anlatimi, etkilesim ve kisisellestirme gibi stratejiler 6Gnem
kazanmistir. Bu calismada toplumdaki tiketim kdltlrindn insasinda iletisimin stratejik roltntn
ortaya koyulmasi amaglanmaktadir. Calisma, postmodernizm ve tlketim kultlrl arasindaki ilig-
kiyi iletisim boyutuyla ele almasi nedeniyle 6zgunlik saglamaktadir. Tiketim kiltlrinin postmo-
dern donemde nasil sekillendigi, tiketici davranislarinin nasil degistigi ve iletisim stratejilerinin
tlketiciler Uzerindeki etkisi gibi konular, ¢alismanin énemli odak noktalarini olusturmaktadir.
Bu kapsamda iletisim teknolojilerinde yasanan gelismelerle birlikte ihtiya¢ kavraminin degistigi,
tlketim kultird ve aliskanliklarinin hizla topluma yayildigi, bireylerin toplumsal stattlerinin isaret
degeri ylksek tliiketim mallari ile olusturuldugu gortlmektedir.

Anahtar Kelimeler: Tiiketim kiiltiir(i, modernizm, postmodernizm, stratejik iletisim

ABSTRACT

In recent years, postmodernism has been a topic of regular discussion across various disci-
plines, with several definitions being attempted. Postmodernism, according to some academics,
expresses the aftermath of modernism, the break from it, whereas postmodernism, in the eyes of
others, expresses modernism’s evolving face, its continuity, and its manifestation as a capitalist
commodity. The postmodern period can be characterized as a period in which traditional val-
ues and norms are weakened, individuality comes to the fore, and constant change is dominant.
Consumption culture has undergone substantial modifications over this time due to the addition
of numerous new features that set it apart from conventional consumption patterns. Instead of
only providing for fundamental requirements, consumerism has evolved in the postmodern era
into a way to express a way of life and build identity. It is possible to state that communication
has an important role in the formation of consumer culture in this period. Advertising, market-
ing, social networks, and other communication methods shape consumers’ perspectives and
guarantee that certain brands and goods are chosen. In the postmodern era, consumer behav-
ior has become increasingly complex and communication strategies have kept pace with this
change. Strategies like emotional connection, storytelling, interactivity, and personalization have
become more significant than conventional advertising. This study aims to reveal the strategic
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role of communication in the construction of consumer culture in society. The study is distinctive in that it examines the inter-
action between consumer culture, postmodernism, and communication. The major emphasis points of the study include how
consumption culture is shaped in the postmodern age, how consumer behavior has changed, and the impact of communication
tactics on consumers. In this context, it can be seen that the concept of need has evolved as communication technologies have
advanced, consumer culture and habits have swiftly expanded throughout society, and individuals’ social status is formed through

the consumption products with high symbol value.

Keywords: Consumption culture, modernism, postmodernism, strategic communication

Girig

GUnuUmizde, postmodernizm kavrami hem yerli hem de ulus-
lararasi dlizeyde cesitli akademik disiplinlerde giderek artan
bir ilgiyle ele alinmaktadir. Bu kavram, modernizmi elestirel
bir bakis agisiyla ele alarak, farkli tanimlamalar ve yaklagim-
larla genis bir literatlrde yer bulmustur. Postmodernizm,
sadece yeni bir diinya gorisini ve hayat tarzini degil, ayni
zamanda bilimsellik, estetik, toplumsal yapi, kiltir, teknoloji,
siyaset ve ekonomi gibi ¢ok gesitli alanlardaki degdisimlere de
odaklanmaktadir.

Postmodernizm kavrami, literatiirde cesitli bakis acilarina gére
ele alinmaktadir. Bu bakis agilarindan biri, postmodernizmin
kiltirel cesitliligi ve farkhhgr vurgulayarak, bilimsellik, elestirel
distince ve birey 6zglrligu gibi dederleri destekledigini savun-
maktadir. Diger bir bakis agisina gore ise postmodernizm, kapi-
talist sistemin daha i¢sel yonlerini ele alarak, tliketim toplumunu
olusturma, marka ve imaj kiltirtni insa etme, estetik ve moda
kavramlarini sekillendirme, kitle iletisim araglari araciligiyla sem-
bolik tiiketimi tesvik etme gibi ekonomik ve toplumsal dontiglim
slireclerine odaklanmaktadir.

Bu baglamda, postmodernizm ile estetik anlayisi, modaya
uygunluk arayisi, toplumsal statl gostergeleri, tiketilen Grin-
ler ve egyalar arasinda kurulan iligki, ekonomik ve toplumsal
yonleri bir araya getirerek bir tliketim kiltlrl olusturma gabasi
icinde gorUlmektedir. Bu kdltir, bireyleri tiketmeye yonlen-
direrek, tiketim eylemi araciligiyla toplumsal kimlik ve stati
olusturmaktadir. Tliketim kiltlrG kitle iletisim araglarinin etkin
kullanimiyla hizla yayilmis ve toplumun her kesimine nifuz
etmistir.

Bu calisma, postmodernizmin elestirel boyutunu olusturan
tlketim kiltlrdntn olusum surecindeki kitle iletisim araglarinin
onemine odaklanmaktadir. Literatliriin incelenmesi sonucunda,
postmodernizm ve tiketim kiltlrd arasindaki iligkiyi iletisim
baglaminda ele alan calismalarin sinirli oldugu gortlmekte-
dir. Bu noktada galismayla birlikte belirtilen eksende daha kap-
saml ve doyurucu bilgiler sunarak literatiire katki saglanmasi
beklenmektedir.

Calismanin yapisi ¢ bdliimden olusmaktadir. ilk bdlimde,
modernizm ve postmodernizm kavramlari detayli bir sekilde
tanimlanacak ve aralarindaki farklar ele alinacaktir. ikinci
bolimde, postmodernizm ile kiiltlr arasindaki iliski, farkli boyut-
lariyla incelenecektir. Son bolimde ise, postmodern dénemde
tlketim kdltlrindn nasil olustugu ve yayildigina odaklanilacak,
ozellikle iletisim araglarinin bu strecgteki stratejik dnemi vur-
gulanacaktir. Bu sekilde, galisma postmodernizm, tiketim kdl-
tlrd ve iletisim araclarinin etkilesimini derinlemesine anlamay!
amaclamaktadir.
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Modernizm ve Postmodernizm Kavramlarina
Genel Bir Bakig

Modernizm ve postmodernizm tartismalarinin yerel sinirlari
asarak kiresel bir boyut kazandigi gorilmektedir. Bu iki kavrami
birbirinden bagimsiz bir sekilde tanimlamak pek mimkun goriin-
memektedir (Moghaddam & Rahman, 2012, s. 6643). Gunlik
yasam ve kultlirde, modaya uygun olan tutum ve davraniglara
modern adi verilmektedir. Modernligin 18. ylizyllda Ronesans ile
ortaya ¢iktigi kabul edilmekte olup, kokli bir degisiklikle ortaya
¢ikan yeni bir durumu ifade ettigi savunulmaktadir. Bu baglamda
modernligin sosyal, siyasal, iktisadi, kiltlrel ve teknolojik alanda
bir takim yenilik ve degisimleri beraberinde getirdigine vurgu
yapilmaktadir (Sisman, 1996, s. 451). Bu degisiklik aslinda tim
toplumsal stireglerde ve giinliik yasamda yavas yavas ortaya gikan
dontstmleri ifade etmektedir. Modernizmin etkisi, toplumun
farkli katmanlarini derinden etkilemis, yagsam bicimlerini, dlsiince
tarzlarini ve degerleri dontstlrmustir.

Modernlesme kavrami ise geleneksel tarimsal tretim ve el zana-
atina dayali statik bir yapidan sanayilesmis, kentlesmis ve iletisim
araclarinin gelistigi dinamik yapiya gegisi ifade etmektedir (Aslan
& Yilmaz, 2001, s. 94). Bir bagka deyisle modernlesme yeni tek-
nolojik ilerlemeler ve sanayideki gelismeler, kentlesme ve yurttas
hareketleriyle birlikte ortaya ¢ikan toplumsal degisim ve donu-
stimlerin bltlntdir (Sisman, 1996, s. 451). Modernite kavrami ise
daha ¢ok gagda iligkin, geleneksel olmayan anlamlarda kullanildigi
gorulmektedir (Eryigit, 2001, s. 2).

Bu aciklamalar 1siginda modernizm, yeni yasam tarzi ve dinya
goristnlG ve kiltlrel alanda kokli degisimleri anlatmaktadir.
Aslinda modernizm, Orta Cag dlstince diinyasina ve yasam kalip-
larina bir tepkinin trtinl (Yildirim, 2010, s. 704) olarak resim, sanat,
mizik, edebiyat, tiyatro ve dans alanlarinda ¢gagdas ve estetik bir
bakis acisi ve hareketi olarak ifade edilmektedir (Dunn, 1998, s.
235). Bu agidan modern insan, yenilikgi ve gagdas, sosyal duyarli-
g1 ylksek, idealist, yurttas sorumlulugu ve bilincine sahip diinya
vatandasidir (Demir ve ark. 2008, s. 79). Harvey (2006, s. 39)e
gore toplumsal, psikolojik, teknolojik, drglitsel ve siyasal sorunlara
¢0zUm bulmak modernist hareketlerin ortaya gikmasina zemin
hazirlamistir. Bu baglamda modernizme iligkin yapilan agiklama-
larin dislin diinyasinda ve yagsam tarzinda ortaya ¢ikan yeni bakis
agilarini ifade ettigi gortlmektedir. Kavrama slipheci agidan yak-
lagildiginda ise modernizmin, emperyalizm ¢agina gegisle derin
bir baglantiya sahip oldugu ifade edilmektedir (LeRoy & Beitz,
1974, s. 1158). Bu acgidan kavram, iktisadi temelli olarak Grlnlerin
pazarlanmasi ve satin alinma isteginin olusturulmasi bakimindan
toplumlari derinden etkileyen bir yapiya sahiptir.

Postmodernizm terimi ingilizce “post” 6n ekiyle “sonra” anlamina
gelmektedir. Yine Ingilizcede “cagdas” anlamina gelen modern
kelimesinin birlesimiyle olusturularak “modernizm sonrasli,
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“modernizm Gtesi” anlamlarinda kullanilmaktadir (Bayram, 2007,
s.1). Postmodernizm teriminin modernizmin sonu, devami, gelig-
mis hali, inkéri ve reddi anlamlarinda da kullanildigi gorilmekte-
dir. Buradan anlagihyor ki postmodernizmin icerigi ve anlamina
yonelik henlz bir gorus birligine varilamamistir (Giriz, 2011, s. 97).

Terim 1940 ve 1950’li yillarla birlikte mimari ve siirde yeni yakla-
simlari belirtmek igin kullaniimistir (Best & Kellner, 2011, s. 24).
Kavram ilk defa 1960’1 yillarda New Yorklu sanatgi ve elestirmence
kullanilmaya baslanmis, 1970’lerde ise Avrupa’da kullanilip gelis-
tirilmistir (Sarup, 2010, s. 186). Lyotard’a gore postmodernizm
sanayi sonrasi toplumun ortaya ¢ikmaslyla yeserip Ust anlatilara
duyulan glvenin sarsilmasiyla kendine yer bulmustur (Ander-
son, 2011, s. 40-41). Relativizmi temel alan bu hareket aydin-
lanma dustincesine, rasyonalizme, pozitivizme ve bunlarin Grini
kabul edilen modernizme kargl ¢ikmakta, onlari reddetmektedir
(Guriz, 2011, s. 87). Bu kapsamda postmodern s6zcligu statiikoyu
anlatmak veya ona boyun egmekten ziyade ona bagkaldiriyr ifade
etmektedir (ilter, 20086, s. 7). Bu kullanim aslinda terime yonelik
olumlu yaklagimlarin temelini olusturmaktadir. Postmodernizm
toplumsal, politik, iktisadi ve kiltlrel hayatta ortaya ¢ikan birta-
kim degisiklikleri modernizme elestiriler yonelterek agiklayan bir
paradigmadir (Caglar, 2008, s. 370). Ayrica postmodernizm farkli-
lida, heterojenlige, geligkiye, bilgi gesitliligine dncelik vererek yeni
bir adil yapi dnermektedir (Turner, 2003, s. 30).

Postmodernizm kisaca modernist anlayisa karsi ¢gikisi anlatmak-
tadir. Postmodernizmm mutlak bir dogruyu savunmaz, bir oneri
sunmagz, higbir seyi mutlaklagtirmaz, sorgulayici bir yaklagimla
modernizmin yanliglarini ortaya koyarak kendine bir yer bul-
maya caligir (Ugan, 2009, s. 2291). Postmodernizmde toplumun
mikemmel bir yapi olusturdugu distincesi reddedilerek, mutlak
hakikatlerin bulunamayisi hem kisinin varligini hem de toplumsal
dizenin bitlnlik ve kesinliginin sorgulanir hale gelmesine neden
olmustur (Murphy, 2000, s. 50-51).

Postmodernizm modernitenin yarattigi dar goruslilige ve top-
lumsal acilara kars! bir protesto, bagkaldiri ve 6zglrlesme arzusu
olarak nitelendirilir (Vergin, 2010, s. 299). Modernizme yonelti-
len elestirileri iceren bir tepki, onunla hesaplagsma ve baskaldiri
olarak ortaya ¢ikar (Odabasi, 2012, s. 23). Bu bakimdan yalnizca
catismaya, karisikliga, farklihga ve ¢ozimsizlige dikkat gcekerek
genel geger dogrulari, yazilani, okunani sorguya ceker, elestirir
ve reddeder (Ugan, 2009, s. 2291). Bu yaklagsimla, blyik anla-
tilarin ¢oktligl distincesini ileri siiren postmodernizm, gesitli
yerel, etnik, kimlik, ideolojik ve dinsel kliglk anlatilari dne ¢ikarir
(Heller & Feher, 1993, s. 12).

Bu baglamda, giinimizde postmodern tartigmalar farklilik ve
otekilige odaklanmistir. Bu tanimlamalar, aslinda terimin moder-
nizmden bir kopusu, farklilik ve baskaldiriyl ifade etme arayisini
yansitarak olumlu ve yeni bir kavram oldugunu vurgular. Post-
modernizm, tim buyulk ve evrensel anlatilari reddederek, ger-
¢ekligin birden fazla yorumlamaya ve bakis agisina agik oldugunu
ileri stirer. Bu yaklagim, kilturel gesitliligi, bireysel deneyimleri ve
toplumsal farkliliklari vurgular. Postmodernizmin amaci, normlara
ve kurallara karsi bir bagkaldirdir ve farklihidin, goklugun ve karma-
sikligin kabul edilmesini savunur.

Postmodernizme yonelik bir diger goris ise onun kapitalizmin bir
parcasl olarak gorilmesidir. Bu baglamda Bauman’a gore post-
modernizm, yurttaslara daha fazla s6z hakki ya da politik stireg-
lere katiimlarinda bir 6zglrlik saglamamisg, sadece bireyleri siyasi
yurttastan piyasa tuketicisine dontstirmdistuir (Bauman, 2000,

s.88). Postmodernizmi modernizmin bir uzantisi olarak degerlen-
diren Bell, postmodernizmi kitlesel tiiketim ¢aginda kapitalizm
klltlrinln bir pargasi olarak gormektedir. Benzer bir yaklagimla
Scott Lash postmodernlikle “blytk 6lglide sanayi sonrasi hale
gelmis bir kapitalist ekonomi” arasindaki uzlasabilirlik iligkisinden
s0z etmektedir. Yine Jameson postmodernizmi kapitalizmin belli
bir agsamasinin, “ge¢ kapitalizm”in kiltlrl olarak gormektedir.
Bu baglamda postmodernizm, toplumsal diizenin yeniden ingasi
degil kapitalizmin baska bir i¢ degisikliginin yansimasi ve dogal
sonucu olarak gorilmektedir (Kumar, 2013, s. 139-141). Jameson
(2005)a gore postmodernizm, kiltlirde ortaya gikan degisim,
sanayi sonrasi veya tiketim toplumu, medya veya gosteri top-
lumu ya da ¢okuluslu kapitalizm olarak adlandirilan yeni bir top-
lumsal yapiyr ve ekonomik diizeni donemlestirici bir kavramdir
(s. 15). Boylelikle postmodern séylem tarih, toplum, ekonomik,
kilttr ve distnsel alandaki degisimleri betimleyen donemles-
tirme terimlerini icermektedir (Best & Kellner, 2011, s. 47). Bu
gorise gore postmodernizm, modernizmin devami olarak kabul
edilirken, Uretimin taleple bulusabilmesi igin gerekli olan illiz-
yonlarin gergeklestiriime sanatini ifade etmektedir. Yani, post-
modernizm, modernizmi tamamlamaya galisirken ayni zamanda
tlketim kiltlrd ve gosteri toplumu ile iligkilendirilen illlizyonlari
ve sembollerini kullanma egilimindedir.

Postmodernizm ve Kiilttir

Baumann (2006)a gore kiiltdr, ulusal, etnik veya dinsel olarak bire-
yin olusturdugu ve devamli olarak yenileme ve bigimlendirmeye
ihtiyagc duydugu bir seyden ziyade kisinin sahip ve Uyesi oldugu
yapidir (s. 85). Postmodernist bakis agisiyla kiiltir, degisen, kendi
0z gecmisleri ile anladiklari bir verme-almayi icermektedir (Balci,
2003, s. 69). Bir bagka tanima gore kiltlr, belirli bir toprak pargasi
Uzerinde yasayan, ayri bir dili ve tarihi gecmisi paylasan ve belli bir
soydan gelen cemaattir (Kymlicka, 1998, s. 49).

Baumann bireyselligin ¢cikmazinin bir 6z kimlik sorunu olduguna
isaret ederek, modernite ve postmodernite yaklagimlarinda yurt-
tas kendi benliklerini ingsa etme arzusunda oldugunu belirtmis-
tir. Bu bakimdan yurttaglar artik soylari, kastlari ya da siniflari
yoluyla degil, kendi insa ettigi ve yarattigi kimlikle toplumda yer
edinecektir (Warde, 1994, s. 881). Bu perspektife gore, kiltdr, bir
toplumdaki bireyler tarafindan popller olarak insa edilen ve belli
araliklarla degisime ugrayan yasam stili ve hayat tarzidir. Bireyler,
modern ve postmodern toplumlarda 6zgtin kimliklerini olustur-
mak igin daha fazla 6zgurlik ve segeneklere sahip olmuslardir. Bu,
toplumsal statilerin ve kimliklerin sekillenme bigimini de 6nemli
oOlclide etkilemistir.

Modernlesmeyle birlikte bilginin merkezilestigi ve belli tlkelerin
diger Ulkeler Gzerinde bir kiltir hegemonyasi kurmasi sonucunu
dogurmustur (Sisman, 1996, s. 456). Postmodernizm ise toplum-
sal yapida onemli degisiklikler getirerek saygi ve hosgori temelli
bolinmUsligl ve pargalanmiglidr yani gokkiltirli bir yapi olus-
turmaya galismistir (Tekinalp, 2005, s. 78). Buradaki gok kiltdrlu-
|Uk kavrami, bazi nedenlerden otirl egemen yapidan diglanmig
veya sosyal yapinin digina itilmis etnik olmayan birgok sosyal
grubu icine alacak bicimde genigletilmistir. Kavram engelliler,
sokak gocuklari, kadinlar, isci sinifi, translar gibi gruplarin toplum-
sal yapidan diglanmigliklarini ortadan kaldirmaya yonelik cabala-
rint anlatmak igin kullaniimistir (Kymlicka, 1998, s. 48).

Postmodernizmin ozellikle Gzerinde durdugu husus kilttrin pli-
rallesmesidir. Kiltlrel gogulculuk diinyanin gergek postmodern-
lesmesinin batili deneyimidir. Bu daha dnce dayatilan asimilasyon
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ya da kiltlr hiyerarsisi politikalarindan yoksun, kilttrel hege-
monyadan arindirilmig, homojen olmayan bir diinyanin etnikles-
tirilmesidir (Friedman, 1988, s. 459). Bu agidan postmodernite;
heterojenlige, cogulluga ve farkliliga vurgu yapmaktadir. Kolek-
tif kimliklerin yerine daha ¢ogulculasmis ve 6zellesmis kimlikler
ortaya gikarak ulusal kimlik ve kiltlre karsi gok etnikli ve ¢ok kil-
tUrld toplumlarin olusturulmasindan yana bir tavir alarak fark-
lihk politikalarini desteklemektedir. Postmodernizm aslinda bu
farkhhklari bir zenginlik olarak gérmektedir (Kumar, 2013, s. 148).
Farklilik, bolinmuslik, parcalanmiglik, cogulluk ve heterojenlige
verdikleri dnemle postmodernistler, baskici oldugu gerekgesiyle
rasyonellik, konsensus, cogunluk ve kolektif miicadeleye karsi ¢ik-
maktadirlar (Best & Keller, 2011, s. 268).

Gegmis ve gelecekle ilgilenen ideolojilerin yerini genel agiklama-
larda bulunmayan, anlik ve dedisken sosyal hareketleri agiklamaya
calisan yeni pargali ideolojik yapilar ortaya ¢ikmistir. Bu agidan
ideolojilerin son buldugu distincesinin aksine evrensel agikla-
malarda bulunmayan kiiglik parcali pek gok yeni ideolojiler ortaya
ctkmistir (Ors, 2009, s. 10).

Belirtmek gerekir ki kiltlr kavrami postmodern donemde ¢ok
farkli boyutlarda ele alinmakla beraber tiiketim kiltlrl bir yagam
bicimi olarak tarif edilmektedir. Postmodern dénemde tlketi-
min bitln yasam alanlarini kusattigi, tim etkinliklerin birlesti-
rici 0zelligi oldugu belirtilmektedir. Tiketim kiltlri aslinda tim
toplumsal hayati kusatarak moda, reklam, aligveris merkezleri,
kredi kartlari, fuarlar tiiketim kiltiriinin glindelik hayattaki araci
roliinii Ustlenmistir (Ozbolat, 2012, s. 119). Bugiin kiiresellesme ve
bas dondulrici bir dijitallesmeyle tiketim kiltlrindn tim top-
lumsal katmanlara hizla yayildigini, 6zellikle de Y ve Z kusagi Uze-
rinde derin etkiler yarattigini sdylemek mimkuinddir.

Tiiketim Kiiltlirtiniin ingasinda iletigimin Stratejik Onemi

Son yillarda iletisim teknolojilerinde yasanan gelismeler bireyle-
rin galisma, iletisim kurma, 6grenme ve yasam bigimlerini dnemli
Olglide degistirmistir (Eleodinmuo, 2021, s. 60). Kiresellesmeyle
birlikte bu yasam bicimi tlketim kaliplarini degistirerek yeni
kiresel kimligin ortaya gitkmasina neden olmustur. Bireyler artik
metalarin yansittigi yeni hayat bigimi sayesinde kimligini ortaya
koyabilmekte, toplum tlketimle tanimlanabilir hale gelmektedir
(Ugurlu, 2009, s. 282). Bu stliregte postmodernizm, tretim kuil-
tlrdnden tuketim kiltirtne, Grin kdltdrinden marka ve imaj
kiltrine, fonksiyonel tliketimden gosteri ve sembolik tiketime
gegisin adi seklinde bir tanimlamaya dontsmustir (Odabasgl,
2009, s. 96). Postmodern donemde tiketim kiltird on plana
ciktigi gibi tiiketimin igeriginde de 6nemli degisimlerin yasandigi
gorilmektedir. Bu degisim sonucunda maddi nesnelerin tike-
timi yerini, imajlarin ve markalarin tiiketimine birakmigtir (Ozcan,
2007, s.268). Bu durum kitle iletisim araglariyla desteklendiginde,
popller hale gelen tiiketim nesnelerinin bireyler tarafindan daha
cok tercih edildigi gortlmektedir.

Bu degisimlerle birlikte tliketim sadece ihtiyaglara yonelik degil
daha ¢ok arzulara dayanan bir olguya dontigsmektedir. Satin alinan
giysiler, otomobiller, telefonlar, ayakkabilar, aksesuarlar ve mobil-
yalar araciliiyla bireyler belli bir kisilik kalibina girebilme arzusu
icindedir (Ugurlu, 2009, s. 279). Bu baglamda tiketim kdlttrintn
temel niteligi, bireylerin toplumsal statiistinl egitim, kariyer, mes-
lek gibi sayginlik gostergeleri dedil, bireyin kullanmis oldugu sem-
bol bir deder atfedilen araglarla belirlenmektedir (Nar, 2015, s. 949).

Zamanla tiketim toplumunda kimlik; mesleki roller ve statiler-
den ziyade tuketim kaliplariyla sekillenmektedir. Bireyin giyimi,
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konusmasl, zamanini dederlendirme sekli, yemek tercihleri, evi,
arabasi, cocugunu gonderdigi okul, tatil segenegi bir yagsam tarzi
olarak kisinin toplumsal stattistinii olusturmaktadir. Bu tir top-
lumlarda bireyler gelir diizeylerine gore degil, olmak istediklerine
gore tiiketmektedir. Oyle ki tiiketim ekonomik bir olgu olmaktan
Ote toplumsal, psikolojik, sosyolojik ve kilttirel bir olgu haline
dondsmustdr (Ertirk, 2011, s. 173). Bir baska ifadeyle tiketim
kalturd, tuketiciye yeni bir hayat tarzi ve yeni bir biling sunmakla
beraber isaret degeri yiksek olan mallarin tiketilmesiyle bireyi
toplumsal hiyerarsinin en tepesine ylkseltmektedir. Bireyin iti-
bari, kimligi ve durusu isaret dederine gore satin alinan tiiketim
mallariyla sekillenmeye baslanmistir (Demirzen, 2010, s. 103-
104). Oyle ki bu durum &zellikle sosyal medya platformlarinin
populer hale gelmesiyle birlikte daha ¢ok hissedilir bir hal almistir.

Baudrillard’a gore ortaya g¢ikan bu tiketim toplumu, bireylerin
kimliklerini ve farklliklarini dogrulama arayisinda olduklari ve
paylasilan bir isaret sisteminin satin alinmasi ya da tiketilme-
sinden zevk alan bir toplumu ifade eder hale gelmistir (Smith,
2001, s. 296). Bu durum bireylerin satin alacagi tiuketim malla-
riyla mutlulugu, huzuru, statiyt ve kimligi elde edecegini zannet-
melerine neden olmustur. Ancak her yeni alinan tiketim mali bir
sonrakine bu mutlulugu havale ederek bireylerin pesinde strlk-
lendigi bir kisir déngliye donisecektir (Demirzen, 2010, s. 104).
Boylelikle tiketimin slrekliligi ve devamliligi farkinda olmadan
saglanacaktir.

Bu agiklamalar isiginda tiketim, bireyler arasi ekonomik farklilk-
lar vurgulamaktan ziyade, sosyal gruplar arasindaki farklliklari
olusturmaya calisan sosyal ve kilttirel uygulamalardir (Bocock,
2009, s. 71). Benzer bir bakis agisiyla Saribay (2022, s. 136-137),
postmodern dénemde tliketimin ekonomik olgudan ¢ok sos-
yo-kiltlrel alanina dikkat cekmistir. Bu baglamda dislncelerin,
imgelerin ve anlamlarin bir meta gibi tiiketilmesiyle bireylerin kim
olduklari bu tiiketim kaliplarina iliskin sembollerle agiklanacagini
belirtmektedir. Bireylerin tiiketimleriyle sosyal konumlarinin ytk-
selecegi veya pekisecedi vurgulanmaktadir. Bu agidan tiketim
artik kullanim dederlerinden uzaklasarak gésterge degerine indir-
genmistir (Ozcan, 2007, s. 269).

Tam da bu noktada postmodern dénemle birlikte degisen tiike-
tim anlayisi, toplumlarda bir tiiketim kiltlrinin ortaya gikma-
sina neden olmustur. Bu tlketim kidltlrlinlin ortaya gikmasi ve
gelisiminde hig sliphesiz radyo, televizyon, dergi, gazete, internet
gibi iletisim araglarinin 6nemi yadsinamaz. Benzer bir gorisle
Utma (2020, s. 488), postmodern donemle kitle iletisim arag-
larinin destegiyle yeni gereksinimler yaratilarak bireylerin tike-
time yonlendirildigini vurgulamaktadir. Bu agidan giinimuzde
bireylerin gergek istek ve gereksinimlerinin yerini kitle iletisim
araglariyla reklam ajanslarinin olusturdugu yapay istek ve gerek-
sinimler almistir. Kitle iletisim araclarinin belirledigi yapay istek
ve gereksinimleri karsilayan tiketim nesneleri zamanla belli bir
hayat tarzini, statlyl ve glcl ifade eder olmustur. Boylelikle
bireyler tiketim nesnelerini istek ve ihtiyaclarini karsilamaktan
uzak, yalnizca kendilerine sagladigi isaret dederi bakimindan ter-
cih etmeye baslamiglardir (Demirzen, 2010, s. 103). Modaya konu
olan metalarin hizli deg@isimleri televizyon, reklamcilik ve med-
yanin topluma benzersiz bir sekilde niifuz etmesiyle yeni tarzda
tlketim tiplerinin ortaya ¢iktigi gorilmektedir (Jameson, 2005,
s. 30). Tuketim kultirinin toplumlarda yerlesimlerine iliskin
ozellikle televizyonun 6nemli etkisinin oldugu vurgulanmakta-
dir. Bati menseli sinema ve dizilerde sunulan yasam tarzi tike-
tim ahskanliklarini olusturmada bireylere rehberlik etmektedir
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(Bohtrler, 1992'den aktaran Cinar & Cubukcu, 2009, s. 279).
Ayrica son ylzyilda iletigsim teknolojilerinde yagsanan gelismeler
klltUrler arasi yeni etkilesim araglarini ortaya gikararak tiketim
kiltlrinin daha hizli yayilmasina neden olmustur.

Kitle iletisim araglari bilgi, imge satarak toplumun motivasyon
potansiyelini ydnlendirmeye caligirlar. izleyiciler farkinda olma-
dan, kitle iletisim araclarindan yayilan bilgilerle baska toplum-
larin, kiltUrlerin hayat standartlari, yasam bicimleri, davranis ve
tlketim kaliplariyla donatilirlar (Rigel, 1994, s. 220). Bu kapsamda
internet, cep telefonu ve sosyal medya platformlari bireyleri
kiresel bir alan igerisine gekerek artan Urln gesitliligi, bireyle-
rin kiresel 6lgekte degisen kultirel bellekleri tliketim kaliplarini
sekillendirmektedir. Moda, marka, estetik, imaj, reklam, 6zel glin-
ler ile bireylerin tiketim davraniglari yapay ihtiyacglarla (Nar, 2015,
s. 952) donatilirken iletisim araglariyla sekillendirilmektedir.

Hem kitle iletisim araclarinin gelisimiyle toplumlarin kiltirel
olarak birbirlerinden etkilenmesi hem de iletisim ve ulagimdaki
gelismelerle hiz kazanan kiresellesme, piyasalarin diinya gapinda
bitinlesmesini sadlayarak mal ve hizmetlerin gesitlilik ve mik-
tar bakimindan artmasina yol agmistir. iletisim teknolojisindeki
gelismeler Uretim igin ihtiyag duyulan bilgi akigini kolaylastirirken
diger yandan zaman ve mekan kullaniminda avantajlar saglayarak
Uretimde etkinligi ve verimliligi artirmaktadir (Ertlrk, 2011, s. 176).
Ayrica bu teknolojik gelismelerle birlikte tiiketicilerin bu Grinlere
ulasmasi kolaylasirken, tiketimi 6zendirmeye yonelik yapilan rek-
lamlarla birey, toplumda sosyal bir konum elde etme amaciyla
tlketime 6zendirilmektedir.

Sosyal medya platformlarinin toplumsal yasami énemli dere-
cede donUstirdtgini ifade eden Gezgin ve Kirik (2018, s. 24), bu
platformlarin bireylerin tiketim davranis ve kaliplarini da etkile-
digini belirtmislerdir. Sosyal medyanin genis kullanici adiyla bir-
likte Urlnlere ylklenen sembolik anlamlar, kullanicilara prestij ve
statli saglamakla birlikte tiketim kdltirtnin yerlesmesine neden
olmustur. Bu baglamda kitle iletisim araclari tlketim kdltlrd-
nin ortaya ¢ikmasinda ve tiiketimin genis kitlelere yayilmasinda
oldukga etkili oldugu ifade edilmektedir.

Sonug ve Oneriler

Postmodernizm, modernizmin ardindan gelen ve moderniz-
min temel prensiplerine meydan okuyan bir kavram olarak kul-
laniimaktadir. Modernizmin bilimsellik, evrensellik, nesnellik ve
genel-gecer dogruluk kabullerine karsi bir tepki olarak ortaya
cikmistir. Bu baglamda, postmodernizm farkliliklari, pargaliligy,
bolinmUslligu ve otekiligi ele alir. Postmodernizmin temelinde,
bilginin kesinlesmemesi ve gegici olmasi, “bugin var yarin yok”
anlayigina dayanir.

Postmodernizm, kdiltlirel alanda c¢okkulturltlige odaklanarak
dikkat geker. Farkhliklarin, pargaliigin, yerelliklerin ve otekiligin
vurgulanmasi nedeniyle, gesitli kultdrleri, uluslar ve etnik kim-
likleri icinde barindirir. Bu sekilde, dezavantajli gruplarin seslerini
daha iyi duyurabilecekleri bir alan yaratilir ve gesitli kiltlrlerin
toplumda gelismesine olanak tanir.

Postmodernizm, kiltiirel alanda birgok degisimi de beraberinde
getirmistir. Mizik, moda, resim, mimari gibi alanlarda yasanan
gelismeler ve aile yapisindaki degisiklikler, postmodern yaklagi-
min kiltdr Gzerindeki etkisini gosteren belirgin isaretlerdir. Post-
modernizmle birlikte yeni bir tiiketim kiltlrl olugsmus, bireyler
artik sadece ihtiyacglarina degil arzularina, hazlarina odaklanmig-
tir. Insanlarin siirekli daha fazlasini istedigi, tiiketimle biitiinlesen

bir toplumsal yapi olusmustur. insanlar gereksinimlerinden daha
gok kendilerini bir Ust sinifa koyabilecek isaret dederi yiksek
drtnler satin almaya yonelmisglerdir. Postmodernizmin yaratmig
oldugu bu tlketim kdltlrd, iletisim stratejileri aracilidiyla kire-
sel bir boyuta taginmigtir. Kitle iletisim araclari ve 6zellikle sosyal
medya, bu tiketim kiltlrind yaymak ve bireylerin tiketim alig-
kanliklarini sekillendirmek icin etkili bir platform haline gelmistir.
Geleneksel medya ve sosyal medya aracilidiyla suni gereksinimler,
haz ve statl olusturma baskisi bireylerin tlketim aliskanhklarini
etkilemektedir.
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