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ABSTRACT

This study examines the relationship between organizations' green organizational identity-building efforts and
their strategies for using colors. The aim is to reveal how organizations use colors in the process of redesigning
their organizational identities around green thought. This study was designed as a qualitative multiple-case study.
The data consisted of images from the official websites of seven companies in the Turkish iron and steel industry,
selected using purposeful sampling. Findings revealed that the color green was used extensively in the images
and is associated with the factory or administrative building that represents the company. It is especially common
in all images to frame the factory or administrative building that represents the company in a green frame and to
allow the viewer to look at the symbolic objects that represent the company through a green window. This study
concludes that the use of green color as a background in the official website designs of companies and the related
and interconnected display of symbolic objects representing the company in green serve a transforming function
in the meaning of concrete material objects. The findings suggest that companies are attempting to create a
perception that they have internalized green thought in their corporate environment, making it the central
determinant of their practices through this transformation in their organizational identities using the ability of the
color green to represent environmentalism or ecologism.
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Introduction

The concept of identity is a key element considered at various levels, team, unit, organization,
industry, field and society and is accepted to shape and direct the actors or entities at each level
within the social system. When considered at the organizational level, the concept is called
“organizational identity” (Patvardhan et al,, 2015: p. 405). Organizational identity is a topic of
growing interest and development in organizational studies (Gioia et al., 2013: p. 123). Early
research emphasized the unchanging and permanent characteristics of identity more. In these
studies, organizational identity was defined as an organization's members' shared
understanding of the central, enduring and distinctive features of the organization's character
or their answer to the question “Who are we as an organization?” (Albert and Whetten, 1985: p
263; Gioia et al,, 2013: p. 125). In subsequent studies, it has been argued that the meaning of
attributes, such as centrality, persistence and distinctiveness is unclear and that very few
current characteristics of organizations can be used to determine these attributes (Corley et al.,
2006: p. 90). In particular, it has been argued that the trait of permanence is controversial and
that changes in the environment can bring about changes in organizational identity (Gioia et al.,
2000: p. 65; Clark, 2070: p. 398). Some researchers have drawn attention to the flexibility of the
concept by defining organizational identity as an element that can be completely “kneaded and
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reshaped” (Alvesson and Willmott, 2002: p. 624). Thus, the view that there is a close relationship
between organizational identity and changing environmental conditions has begun to be
accepted.

There are four main approaches to how organizational identity is formed and transformed. The
social construction approach (Gioia et al., 2000: p. 74) sees organizational identity as a concept
that is defined interactively by both organizational members and external stakeholders. This
approach focuses on the labels and meanings used to define organizational identity. The social
actor approach (Whetten and Mackey, 2002: p. 394) defines organizational identity as a social
reflection of who organizations see themselves as. According to this approach, organizations
construct their identities as social actors. The organizational ecology approach sees
organizational identity as a categorical feature in the population and suggests that it is defined
as exogenously given to population member organizations (Gioia et al., 2013: pp. 126-127). New
institutional theory (NIT) (Glynn and Abzug, 2002: p. 277; Glynn, 2008: p. 414; Wry et al., 2011: p.
449) considers organizational identity as an organizational characteristic that becomes
congruent with others under the pressure of the institutional environment.

The change in organizational identities can be in line with a single organization's vision, or it can
occur due to the interaction or intertwining of two organizational identities as due to the merger
of two organizations. However, organizational identity changes mainly occur due to changes in
the macro conditions surrounding the organization (Clark, 2010: p. 398). This is because
organizations must adapt to changing environmental conditions to survive and everything about
organizations, including identity, transforms according to these conditions (Brown and
Eisenhardt, 1997: p. 1). One of the macro developments that can be effective in transforming
the identities of organizations is environmentalism, which is called by different names, such as
“green thought” or “ecologism.” Discourses built on environmentalism challenge the established
assumptions of the social and economic sphere and the traditional meanings of organizational
roles and identities. As a result, organizations may attempt to construct new identities (Wright
et al,, 2012: p. 1452). Environmentalism can be defined as the understanding or rhetoric that
organizations act with the sensitivity of protecting the environment in their operational
processes (Jermier et al,, 2006: p. 627; Forbes and Jermier, 2010: p. 466). This understanding
includes expectations and demands from organizations, such as not polluting the air and clean
water resources, protecting natural life, using recyclable packaging, consuming less water and
energy, and investing in renewable energy sources (Bothello & Djelic, 2018: p. 94). Meeting these
expectations is thought to provide competitive advantage and legitimacy for organizations in
different fields (Bansal and Clelland, 2004: p. 101).

Environmentalism leads to the reorganization of organizational activities toward environmental
protection and to the redefinition of organizational identities within the framework of green
thought (Clark, 2010: p. 398). This green transformation of identities can influence the decisions
and activities of organizations (Elsbach and Kramer, 1996: p. 472) or it can be used as part of a
discourse strategy that aims to manipulate the environment (Fiol, 2002: p. 654; Chreim, 2005: p.
568). In this research, we do not question the intentions of organizations regarding whether they
aim for competitive advantage or legitimacy when transforming their identities towards
environmentalism. However, we reveal at the theoretical level how green thought, also called
environmentalism or ecologism, has turned into a universal ideology and how it affects the
identities of organizations as a macro-level frame of reference. Our primary focus and the
research problem is how organizations use colors in the process of green transformation they
try to realize in their identities. There is a close relationship between the color green and green
thinking, which is called environmentalism or ecologism, and the color green directly represents
green thought (Van Leeuwen, 2011; Francesconi, 2016; Kress & Van Leeuwen, 2020). Examples,
such as the “European Green Deal” (European Commission, 2019) or the “German Green Party”
(Olgun, 2021) are the clearest supporting evidence for this assessment. Although previous
studies have drawn attention to the relationship between organizational identities and
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environmentalism (Gioia et al., 2000; Clark, 2010; Glynn and Abzug, 2002; Glynn, 2008; Navis and
Glynn, 2010; Wry et al,, 2011; Wright et al., 2012; Gioia et al., 2013), i) they have ignored the
centrality of green thought as the color of organizational identity, ii) they have not been
interested in how colors are used in the green transformation of organizational identities.
Therefore, in this study, we make two original contributions to the literature: i) we show how
green thought, which has become a universal ideology and a frame of reference in
organizational processes, has become central to organizational identities, and ii) we explain how
organizations use colors to transform their identities within the framework of green thought. We
also make a conceptual contribution to the literature by naming the new organizational identities
transformed by the influence of green thought and symbolically colored by green as “green
organizational identity.”

This research was designed with a qualitative case study design (Yin, 2003; 2016; Stake, 2010).
In this research, the images on the home page, introduction page, and corporate and
sustainability pages of the official websites of the companies selected by purposive sampling
technique (Flick, 2009: p. 122; Patton, 2015: p. 407; Yin, 2016: p. 93) from the iron and steel
sector (SEFIA, 2022: 31), which is one of the industries where the corporate environment is most
sensitive to environmentalism, were used as data. The images were analyzed using the color
analysis technique of social semiotic analysis (Kress and Van Leeuwen, 2002; 2020; Van
Leeuwen, 2005).

Theoretical and Conceptual Framework
Organizational Identity

The foundations of organizational identity literature were laid by Albert and Whetten (1985),
Dutton and Dukerich (1991), Fiol (1991), Elsbach and Kramer (1996), Gioia and Thomas (1996),
and this period was described as “the age of youth” (Corley et al., 2006). Later, Fiol (2001)
developed the literature with his studies on identity and sustainability, Hatch and Schultz (2002)
on identity dynamics, Corley (2004) on hierarchical differences in identity perceptions, Corley
and Gioia (2004) on identity ambiguity, Chreim (2005) on continuity and change in identity,
Brickson (2005) on identity congruence, and the current stage is called “‘maturity age” (Gioia et
al., 2013: p. 128).

Organizational identity profoundly influences important organizational activities (Albert et al.,
2000: p. 13; Patvardhan et al,, 2015: p. 405), including strategic decision-making (Dutton and
Dukerich, 1991; Elsbach and Kramer, 1996), affiliated organizations (Corley and Gioia, 2004),
stakeholder relations (Brickson, 2005) and organizational change initiatives (Nag et al., 2007).
While organizational identity used to be defined simply as central, enduring and distinctive
characteristics, it has been increasingly viewed as a complex, ambiguous and contradictory
concept (Whetten, 2006: p. 220; He and Brown, 2013: p. 5). The idea that it is an unstable and
dynamic concept frequently revised and redefined by organizational members has become
accepted (Gioia et al., 2000: p. 64). Thus, the “permanent identity” view, which sees identity as
stable over time, and the “dynamic identity” view, which sees identity as more fluid, have
emerged (Gioia et al., 2013: p. 124).

Organizational identity is generally defined as the answer to the question “Who are we as an
organization?” (Albert and Whetten, 1985: p. 263; Albert et al., 2000: p. 13). This definition reflects
an internal view of organizational identity and an enduring identity. This question includes the
questions “Who do we think we are?” or “Who do we think we should be?” (Gioia et al., 2000: p.
68) and contributes to differentiating between organizations by influencing evaluations made
by external audiences (Rao et al., 2003: p. 804). In this approach, organizations construct their
own identities as social actors (Whetten and Mackey, 2002: p. 394). In this process, the way top
managers and organizational members make sense of and define the organization is effective
(Scott and Lane, 2000: p. 43). Therefore, organizational members' own identities and the
organization's identity are intertwined, affect each other and transform together (Elsbach and



ODUSOBIAD 184

Kramer, 1996: p. 467). Organizational identity guides members on how to behave and how other
organizations should relate to them. It positions the organization within legitimate social
categories and influences how internal and external audiences define and interpret the
organization (Albert et al., 2000: p. 13; Ravasi and Schultz, 2006: p. 435). The essence of this
definition of identity is to appear different from others.

The dynamic identity view defines organizational identity as a malleable and reshapeable
characteristic (Alvesson and Willmott, 2002: p. 624). This definition reflects an external view of
organizational identity. Therefore, it is formed as a result of answers to questions, such as “Who
do they think we are?” or “Who do they think we should be” (Gioia et al., 2000: p. 68; Corley et al,
2006: p. 87). This view emphasizes external sensitivity in the formation of identity (Ravasi and
Schultz, 2006: p. 433). Since it is essential to look similar to others, organizational identity
reflects the norms and values of the external environment.

The formation of organizational identity is generally considered in three different ways. Process-
oriented identity researchers close to the social actor approach emphasize the importance of
doing, acting and interacting. According to these researchers, organizations develop
professional identities by assessing violations of identity integrity, customizing identities and
validating these identities through the experts they employ (Pratt, 2012: p. 26). According to
those close to the social construction view, organizational identity can be formed or changed
as a result of the interactions of organizational members and managers with external
stakeholders, such as customers, media, competitors and regulatory bodies (Gioia et al., 2000:
p. 65; Scott and Lane, 2000: p. 44). The interaction of organizational identity with social collective
identity also significantly affects this process (Clegg et al., 2007; Patvardhan et al., 2015: p. 405).
According to researchers who adopt the new institutional theory approach, identity is
transformed at the discourse level for legitimacy and adaptation to the environment without
actually changing organizational identity (Glynn and Abzug, 2002; Navis and Glynn, 2010; Wry et
al, 20117). These three views on organizational identity formation can be summarized as
process, relational and symbolic (Pratt, 2012: p. 27).

Some studies claim that such discourses produced by organizations to give the appearance of
adaptation to the environment can be a source for identity construction or transformation that
reflects real environmental change (Wright et al., 2012: p. 1452). According to Kjaergaard et al.
(2017: p. 514), external images created through discourses and symbols facilitate members'
adoption of organizational identity. The external images of very famous and prestigious
organizations can captivate members' beliefs and understanding of organizational identity.
Members cannot openly oppose this image, which is different from the realities they experience
in the organization. Fiol (2002: p. 653) states that linguistic indicators and rhetoric used by
leaders strengthen organizational identity by causing individual and organizational identities to
interact. Some other studies suggest that organizational identity is transformed in the process
of organizational learning (Brown and Starkey, 2000: p. 102).

In the transformation of organizational identity, old and new identities may initially appear
fragmented and contradictory, far from exhibiting a holistic coherence (Wright et al.,, 2012: p.
1453). There is multilayeredness, complexity, conflict, and instability in this process, where each
identity is intertwined (Patvardhan et al., 2015: p. 405). Organizations can try to overcome such
problems by creating a transitional identity (Clark, 2010: p. 397) or multiple identities (Wright et
al., 2012: p. 1455). Usually, multiple identities are expected to reflect the organization as a whole
and, therefore, include multiple concepts. However, this may not always be achieved and
identities may conflict. Compartmentalization, erasure, integration and merging strategies can
be applied in this case. Segregation is the preservation of multiple identities but keeping each
separate from the others. Erasure is the de facto elimination of multiple identities. Integration is
bringing multiple identities into a whole. Consolidation is to bring together and protect multiple
identities by establishing connections between them (Pratt and Foreman, 2000: p. 18-27). If
organizations desire to erase the old identity and break with the past, they may adopt the idea
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of radical change by positioning the new era in strong contrast with the old era completely
(Ybema, 2010: p. 485). However, some research suggests that such radical identity changes are
met with resistance by members (Kjeergaard et al., 2011: p. 515). These characteristics allow
for blurring, multiplicity and dynamism in organizational identity while simultaneously reflecting
the organization's distinctiveness and unity (Albert et al., 2000: p. 13).

Another factor that has an impact on organizational identity is organizational culture.
Organizational culture guides and shapes identity dynamics along with external images (Ravasi
and Schultz, 2006: p. 433). Culture theorists argue that organizations institutionalize different
cultures that include practices that distinguish them from others. According to them,
organizational identity is based on uniqueness and distinctiveness (Pedersen and Dobbin, 2006:
p. 900). According to new institutional theory researchers, organizational identity is based on
similarity (Wry et al,, 2011: p. 449). According to some researchers, the top management of
organizations tends to see identity on the basis of the organization's strategy, while lower levels
see it in relation to the organization’s culture (Glynn, 2000: p. 295; Corley, 2004: p. 1169). Some
researchers argue that identities tend to be relatively uniform across levels because
organizational goals require some internal consistency, but for a variety of intentional and
unintentional reasons, uniformity is inhibited across levels and identities tend to diverge
somewhat (Ashforth et al, 2011: p. 1). Some researchers consider organizational identity a
phenomenon in which the balance between similarity and difference is maintained or conflicting
elements are reconciled for optimal distinctiveness (Pedersen and Dobbin, 2006: p. 902).

It can be expected that powerful movements, such as green thought or environmentalism, which
have become widespread on a global scale, will bring about a change in organizations' identities
as well as their behaviors. However, it should be questioned whether green identity construction
is part of top management strategies or whether it is an organizational-wide cultural element. It
should also be discussed whether the notion of environmental green thinking is seen as a means
of convergence or differentiation for organizations or whether it is tried to be kept in an optimal
position by considering the balance between both. Here, we will first reveal how
environmentalism has become a universal ideology in the historical process and how it has
influenced organizational structures, states and inter-state relations at the political, economic
and social levels as green thought. Then, we will try to show how this hegemonic ideological
idea determines the frame of reference of organizations and causes a transformation in their
identities.

Green Thought

Human beings' relationship with the environment began with their emergence as a 'species’
(Onder, 2003: p. 15). What transformed man from a zoological being into a human being is
undoubtedly his ability to intervene in the environment (Cangizbay, 1989: p. 40). In this context,
human beings have been intervening in the environment in various ways since their emerge to
sustain their existence on Earth. Especially since the industrial revolution, this intervention,
which has gone beyond measure, has led to environmental problems, such as air pollution,
species extinction, deforestation and climate change (Olgun and Isik, 2017: p. 34), while also, it
has accelerated the search for solutions to these problems by increasing environmental
concerns. Especially since the last quarter of the 20th century, “green thought,” which has begun
to gain an assertive place in the political spectrum, expresses the transfer of concerns about
nature to the political sphere and assumes the leadership of a social change (Robbins, 2007: p.
593) by promoting environmental awareness.

Therefore, when used as an “umbrella” concept, green thought can be considered a system of
thought and a social movement that deeply affects social, political, cultural and economic life,
whether it is considered an independent ideology or as the environmental approaches of
existing political ideologies. Thus, green thought can be associated with the environmental ideas
of established ideologies, such as Marxism, socialism, liberalism and anarchism, as well as an
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independent political ideology centered on the environment (Coban, 2002: p. 5; Yildirnm, 2021: p.
362).

Therefore, it can be said that green thought is a set of ideas that includes many colors. Even the
widely used term “environmentalism,” when used in its proper place, is far from adequately
expressing environmental sensitivities. Dobson (2007: p. 2-3), one of the leading figures in the
literature, makes a sharp distinction between “environmentalism,” which has a greater
reputation, and “ecologism,” which he defines as a separate ideology. According to him,
“environmentalism,” which advocates a “managerial” approach to environmental problems, is
based on the understanding that these problems can be solved without the need for a radical
transformation of existing patterns of production and consumption. In other words, policies and
actions that focus on eliminating environmental problems without addressing their root causes
are generally labeled as “environmentalism” (imga and Olgun, 2017: p. 13). In contrast,
“‘ecologism” claims that a sustainable human existence requires a radical transformation in both
our relationship with the environment and our socio-political lifestyle (Dobson, 2007: p. 3).
Therefore, the ecologist approach, which attributes environmental problems to human
instrumentalization of nature, goes beyond the effort to produce solutions to these problems. It
problematizes the dominant paradigm and advocates for a total change in terms of mentality
and a new social imagination (imga and Olgun, 2017: pp. 14-15).

Therefore, although “environmentalism” and “ecologism” are two main approaches belonging to
the “green thought” family, it is possible to see the former as largely “reformist” and the latter as
more of a “radical” position (Dobson, 2007: p. 3). In this respect, some of the actions that can be
considered within the scope of “environmentalism” are, for example, preferring refrigerators that
consume less energy and automobiles that consume less fuel due to environmental concerns
or some companies pursuing some environmentally friendly policies with the same
considerations. These are actions that do not problematize the fundamental failures in the
human conception of nature and try to prevent or eliminate environmental problems by staying
within the existing system. On the other hand, the prescription for the salvation of nature in
ecological thought must involve a serious deconstruction of the modern social formation
marked by capitalist relations of production, excessive consumption and hierarchical socio-
political structures.

Although the rise of green thought is a product of the 1960s, it is possible to trace the history of
environmental concerns and related organizations back much further. With the maturation of
the Industrial Revolution, several works dealing with the deterioration in human-environment
relations began to emerge as early as the 19th century. George P. Marsh's “Man and Nature, or
Physical Geography as Modified by Human Action” (1864), published in the USA, M. von
Pettenkofter's “The Value of Health to a City” (1873) and B. W. Richardson's “Hygeia: A City of
Health” (1876) had a groundbreaking effect in the Western world. On the other hand, many
associations aiming to recognize and protect nature are also products of this period. For
instance, the Alpine Club (1857), the Open Spaces Society (1865) and the Royal Society for the
Protection of Birds (1889) were founded in the United Kingdom. The Appalachian Mountain Club
(1876), the National Audubon Society (1885) and the Sierra Club (1892) founded in the USA
constitute the first examples of such organizations. Thus, in the face of the “mechanistic
worldview” that emerged with the scientific revolution in the 17th century, which advocated the
domination of nature, “romantic thought” based on criticism of industry and technology was
being put into practice. All these 19th-century developments can be characterized as the “first
important stage” in the history of green thought (Oz, 1989: p. 28-29).

The “second important phase” in the history of green thought had to wait until the second half
of the 20th century. During that period, green thought emerged as a component of the rising
“new social movements.” New social movements have been on the rise, especially since the
1960s, influenced by the following factors: (1) Reactions to the problems caused by industrial
and technological progress, (2) The transformation of Western societies, which witnessed new
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social conflicts and the reorganization of socio-economic relations, (3) The conflict between the
old politics based on materialist references and the new politics reflecting post-materialist
values, (4) The reaction of the newly educated masses whose upward mobility was hindered by
economic conditions, and (5) Romantic-ideological revolts against the contradictions of modern
societies (Onder, 2003: p. 37). Therefore, the environmental interest that re-emerged at the end
of the 1960s evolved into a social movement in the 1970s; in addition to the increase in
environmental problems at that time, factors, such as the spread of anti-war protests, the entry
of environmental problems into the agenda of the rising women's movement, the involvement
of the student masses of the 68 generation in the ecological struggle, and finally the energy
bottleneck that captured the world were effective (Olgun, 2021: p. 44-45; Oz, 1989: p. 29).

Among these factors, some works written at that time, which led to an increase in social
environmental awareness, can also be included. For example, Rachel Carson's “Silent Spring”
(1962), Barry Commoner's “Science and Survival” (1966), and Paul Ehrlich's “The Population
Bomb” (1968) are key works from this period. Moreover, some works published during that
period went beyond the perspective of “environmental protectionism” and drew attention to
“ecological” ideas. For example, the Club of Rome's report titled “Limits to Growth” (1972),
Edward Goldsmith's “A Blueprint for Survival” (1972) and Ernst Schumacher's “Small is Beautiful”
(1973) can be considered in this context (Olgun, 2021: p. 45; Onder, 2003: pp. 98-102).

The fact that environmental problems became an international issue at that time also played an
important role in the mass popularization of green thought. The first major step in this context
was the Stockholm Conference, organized in 1972 under the leadership of the United Nations.
In the final text of this conference, attended by over a hundred countries, the importance of
cooperation and solidarity between countries on the environment was emphasized (Keles and
Hamamci, 2005: p. 198). This conference was followed by other international environmental
conferences and conventions in the following periods. Even if the success of these initiatives in
overcoming environmental problems is a matter of debate, their contribution to raising
awareness among the global public. is great.

One of the important factors influencing the transformation of green thought into a mass
movement was the rise of non-governmental organizations, such as the Worldwide Fund for
Nature (1961), Friends of the Earth (1969) and Greenpeace (1971). These organizations, which
represent the most effective organizations of the environmental movement, influence decision-
makers as pressure groups on a global scale (Kilig and Tok, 2003: p. 234-235). Environmental
movements, categorized as professional protest groups, participatory protest groups and
participatory pressure groups, can engage in actions, such as influencing government decisions,
passive resistance against laws or preventing the implementation of decisions (Yildirm, 2021:
p. 375). Moreover, this whole process, which led to the mass mobilization of environmental
concerns, also brought about the transformation of green thought into a political movement
from the 1970s onwards. Indeed, environmentalist movements, which became stronger in
ideology and discourse on a global scale, not only continued their strategy of influencing political
decision-makers through pressure groups and lobbying activities but also organized as political
parties and established green parties to take part in direct decision-making mechanisms (Sipahi
and Dinger, 2019: p. 18). This process, which started as a reaction to the failures of the
establishment political parties of that period in the face of environmental problems, led to the
emergence and strengthening of “green” parties in many countries of Europe and the world. The
German Green Party, one of the leading ones, succeeded in first entering the parliament and
then becoming a coalition partner (Olgun, 2021: p. 45).

In general, the European Union (EU) is where the most positive results of this process have been
achieved. Indeed, the EU is the locomotive of today's environmentalist policies in terms of both
discourse and practice and designs environmentalism as an alternative way of life (Mirici and
Berberoglu, 2022: p. 156). The EU believes ecology and economy do not have to contradict each
other and wants to show that an alternative growth model is possible through green incentives,
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environmental policy and green innovations (Ecer et al., 2021: p. 127). The “European Green
Deal” announced with this understanding aims to transform the European region into a place
without greenhouse gas emissions and where resources are used efficiently (European
Commission, 2019). The scope of this agreement, which supports and complements the Kyoto
Protocol and the Paris Climate Agreement, includes a new international trade system and
sanctions that will require the transformation of many sectors that cause climate change.

Like many countries trading with the EU, it will become inevitable for Turkey to transform its
high-carbon-emitting industries in order not to lose its market. Indeed, the EU has declared that
it will impose controls through carbon regulation mechanisms at the border for every product it
imports. Accordingly, carbon taxes will be added to all products through import taxes, and thus,
the markets of EU countries will shift towards countries that provide carbon-free technology
(Mirici and Berberoglu, 2022: p. 157-159). The EU plans to consult and cooperate with all
countries and regions with which it has trade and economic relations. In this direction, it is
establishing environment, energy and climate partnerships with African countries, G20
countries, the Balkans, Eastern and Southern neighbors, and conducting negotiations with Latin
American, Asian and Pacific countries (Ecer et al., 2021: p. 131). The EU aims to achieve zero
carbon emissions by 2050 through the Green Deal and has set a general framework for a series
of practices. These can be listed as clean energy production, sustainable and environmentally
friendly production facilities, transition to the clean and green sector in construction and
renovation, sustainable food policies from farm to fork, elimination of existing pollution,
sustainable and clean means of transportation, ensuring and maintaining biodiversity (European
Commission, 2019).

Therefore, in the process in question, it is seen that the ideology and discourse of the green
thought movement, which affects all areas of social life, brings both a new way of life and a new
definition of identity (Kilig and Tok, 2003: p. 234-235). It is possible to argue that the ideology of
green thought, which positions itself above and apart from all other ideologies, political and
cultural movements, and concepts, such as nation, nation and class, has created a unique global
identity (Yildinm, 2021: p. 364). It is observed that this global understanding of collective identity
has also transformed organizational identities (Gioia et al., 2000: p. 67; Wright et al., 2012: p.
1452).

Environmental Change in Organizational Identity: Green Organizational Identity

At a time when green thought and environmental movements are increasing their effectiveness
at local and global levels, it is challenging for organizations to remain indifferent to this change.
However, organizations’ response to this change and the strategies they develop may vary.
Some organizations, although very few, may prefer to lobby and campaign by promoting
counter-narratives that deny climate change. Most organizations, on the other hand, either re-
evaluate their strategies and invest in new green technologies or engage in image activities to
identify themselves as “green organizations” (Wright et al., 2012: p. 1452).

Two different effects of such image activities can be noted. The first is that these activities may
cause positive perceptions among the organization's stakeholders. Environmentalism forces
organizations both to invest in environmental technologies and to construct a new discourse
(Wright et al., 2012: p. 1452). In this discursive construction of identity, established speech and
writing practices are used (Ybema et al.,, 2009: p. 303). These processes, in which environmental
terms, such as green building, sustainability, and carbon footprint are preferred (Hoffman and
Henn, 2008: 401), are designed to change the perception of the organization (Corley, 2004 p.
1149; Corley and Gioia, 2004: p. 177).

The second is the organization's ability to transform its identity. The strategy of producing a
positive image and perception in the organizational environment may not be stable most of the
time. Therefore, organizations may consider making environmentalism an important part of
their organizational identity to stabilize and sustain this image and perception. For example,
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when Shell energy company wanted to sink its oil exploration platform in the North Atlantic, it
not only backed down but also had to revise its organizational identity due to the objections of
environmentalist movements, such as Greenpeace and the national governments of the
surrounding countries (Gioia et al,, 2000: p. 67). As can be seen from the above example,
although environmentalist demands generally conflict with the technical interests of
organizations, such as profitability (Wright et al., 2012: p. 1455), organizations that experience
a competitive disadvantage if organizational processes are not green (Hoffman and Henn, 2008:
p. 393) do not only transform their activities but also their identities in the face of
environmentalist pressure that challenges the established social and economic order that they
anticipate will negatively affect their costs and profitability (Wright et al., 2012: p. 1455).
Language and symbols play an important role in the transformation of organizational identities
(Fiol, 2002: p. 655).

The transformation of organizational identity encourages the organization to operate with a
sense of corporate social responsibility and helps organizational stakeholders to make sense of
organizational activities (Brickson, 2005). Organizations that are accepted by their stakeholders
as having a credible identity increase their legitimacy and chances of survival (Drori, 2009).
Organizational identity provides both external stakeholders and organizational members with a
mirror of how they appear. On the one hand, they are influenced by these images reflected in
the mirror, and on the other hand, it helps to expand the original observation of organizational
members. Organizational stakeholders constantly observe the images reflected in the
organizational mirror when interpreting, reacting and committing to organizational actions
(Dutton and Dukerich, 1991: p. 551; Fiol, 2002: p. 653). Aware of this, organizational managers
provide the media with compelling newsworthy stories and guide stakeholders' meaning-
making process about organizational identity. This creates a process of interaction between
stakeholders and the media in which organizational identity is constantly reproduced
(Kjeergaard et al,, 2011: p. 536). Therefore, the discourses, stories and images produced for
positive perception (Fiol, 2002: p. 654; Humphreys and Brown, 2002: p. 437; Chreim, 2005: p.
568) lead to a transformation and renewal of organizational identities (Gioia et al., 2000: p. 63-
64; Glynn and Abzug, 2002: p. 267; Gioia et al,, 2013: p. 142). Images created by discourse,
stories and visuals embed organizational identity into organizational culture through the effect
of reflection (Hatch and Schultz, 2002: p. 1000).

As a result, organizations that are perceived as green, whether as part of image activities or
through a genuine identity transformation, maintain and increase their legitimacy (Shrivastava,
1994, Czarniawska and Wolff, 1998; Clegg et al., 2007; Waeraas and lhlen, 2009; Navis and
Glynn, 2010; Gioia et al., 2010; Wry et al., 2011; Wright and Nyberg, 2012; Patvardhan et al., 2015).
In this process, organizations present green thinking as the core ideology that underpins all their
activities. A core ideology consists of an organization's unchanging values and purpose that
transcend its multiple and changing established identities. All other identities are variable
manifestations of a single core ideology (Fiol, 2002: p. 662). For this reason, green thinking is
portrayed through various discourses and visuals as surrounding the whole organization or as
being at its center. In the methodology part of the study, we will try to analyze how companies
in the Turkish iron and steel industry use the color green to portray green thinking as their core
ideology.

Method

Research Design

This study was designed using a qualitative multiple case studies design. In case studies, an
organization or an activity of an organization or an inter-organizational relationship can be
selected as a case. Multiple case studies focus on how and why the outcomes of events may
have occurred and assume that these conditions are repeated across cases (Yin, 2003: p. 52).
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In studies designed with this approach, the more similar the findings obtained from the case
studies, the stronger the claims to be made about the prevalence of the event are accepted and
thus conceptual generalization can be made (Yin, 2016: p. 242). The purposive sampling
technique was used to select case studies and data sources to obtain richer information on the
subject (Flick, 2009: p. 122; Patton, 2015: p. 407; Yin, 2016: p. 93).

Data

Turkey's iron and steel sector has been selected as the organizational field of the research. The
reason for the selection of the iron and steel sector is that it alone produces between 7% and
9% of global carbon emissions and is therefore one of the industries to which the corporate
environment is most sensitive in the perception of environmentalism (SEFIA, 2022: p. 23-31).
The European Union's (EU) Border Carbon Regulation (BCR) regime, established within the
framework of the European Green Deal (EGC), aims to reduce the carbon emissions of 5 energy-
intensive sectors (iron and steel, aluminum, cement, fertilizer, electricity) through customs
duties and price mechanisms (European Commission, 2019). As of 2020, the EU's share in
Turkey's iron and steel exports is 31%, while the EU's share in Turkey's iron and steel imports is
40% (SEFIA, 2022: p. 19). The transformation of the iron and steel sector, which is heavily traded
with the EU, to reduce its carbon footprint is considered necessary to prevent vulnerability in the
coming years (TUSIAD, 2020: p. 94-95). For this reason, companies in this sector will likely
realize environmentalist-oriented changes in both their activities and structures and their
identities. In this study, pictures or screenshots used on the official websites of seven
companies operating in the iron and steel sector in Turkey were used as data. These seven
companies are among the top twenty largest iron and steel producers in Turkiye in 2022.
Tosgelik Iron and Steel (Osmaniye/Hatay) ranks second with 5000 tons per year, Eregli Iron and
Steel (Zonguldak) fourth with 4000 tons, Kardemir Iron and Steel (Karabuk) fifth with 3500 tons,
icdas Iron and Steel (Canakkale) seventh with 2500 tons, Diler-Yazici Iron and Steel (Kocaeli-
Hatay) ninth with 2300 tons, Yesilyurt Iron and Steel (Samsun) fifteenth with 1300 tons, and
Mescier Iron and Steel (Bartin) nineteenth with 1000 tons (SEFIA, 2022: p. 15).

Data Analysis

Kress and Van Leeuwen's (2002; 2020) social semiotics method was employed to analyze the
data. Kress and Van Leeuwen (2002; 2020) adapted Halliday's social semiotics to visual designs
and developed a visual design grammar that reveals how photographs, artworks,
advertisements, websites, public signs and newspapers are designed with a visual semiotic
code. According to this method, each visual design encompasses three metafunctions. These
can be listed as compositional metafunction, which shows the relationship between visual
elements, interactional metafunction, which shows the relationship between the visual and the
receiver, and representational metafunction, which shows the relationship between the
participants. The most important feature of social semiotics is the analysis of visuals from an
interdisciplinary perspective combined with social theory (Van Leeuwen, 2005).

In this study, the images selected as data will be analyzed based on the colors used (especially
green). Kress and Van Leeuwen (2002; 2020) define colors as a semiotic mode, arguing that
colors possess a language and produce meaning within certain rules. According to them, there
are regularities in the use of colors, which reflect the interests of producers, it is certainly not
arbitrary or anarchic, and therefore it is a semiotic resource. The semiotic analysis of colors
includes the processes of discovering the regularities of the color resource, understanding how
the interest of certain groups in colors shapes color signs, and revealing the general principles
of color use in a social-cultural field.

The metafunctional analysis of color should assess the extent to which color fulfills three basic
functions. Expressive (ideational) function: color indicates specific people, places and things, as
well as classes of people, places and things, and more general ideas. For example, companies
increasingly use specific colors or color schemes to signify their unique identity. Interactional
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(interpersonal) function; color is also used to convey interpersonal meaning. Just as language
allows us to perform speech acts, color allows us to perform “color acts.” The organizational
(textual) function: color can serve an organizational function and help create coherence between
the parts of a given composition. Metafunctional analysis also seeks answers to the following
questions. Can colors create specific relationships between participants, i.e. between the
people, places, things and ideas represented? Can they represent social relations and help
stimulate social interaction? Can they realize textual meanings, systems of reference and
coherence in texts? (Kress and Van Leeuwen, 2002; 2020).

The following model was used for the semiotic analysis of color (Kress and Van Leeuwen, 2002;
2020):

-Value; color's place on the value scale,

-Saturation, the scale of saturation reached by using intense color,

-Purity; the scale of the use of a color in plain or in combination with other colors,
-Modulation; the scale on which color is used, either solid or modulated,
-Transparency; scale related to the light transmittance of the color

-Luminosity; the scale of brightness of a color,

-Differentiation; the scale of differentiation of a color from other colors used,
-Hue; is a scale from blue to red.

Findings

When the selected visuals are examined, it can be said that the colors are generally used in a
certain order and there is no arbitrariness or confusion. The intense and conscious use of green
is a sign that reflects the interests of companies that want to create a green identity perception.
Color has two types of value. Direct value is the actual physical effect of color on the viewer. For
example, since the color green reflects nature, it evokes peace and relaxation. Associative value
occurs when it is associated with other phenomena that have symbolic and emotional value.
The context in which the color is used, the characteristics of its place of origin and the way it is
combined with other colors can produce different meanings, different uses and different
ideological positions (Kress and Van Leeuwen, 2002; 2020; Van Leeuwen, 2011). For example,
when the color green is used intertwined with the company administration building, the image
that green thinking is adopted, and when the color green is used intertwined or side by side with
the factory building, the image that nature is not harmed in the production process is produced.
In general, it was found that green is used as the dominant and dominant color in the visuals.
Another finding is that either the company building or the factory building is associated with the
color green. To achieve this, techniques were used to ensure that the two phenomena are either
intertwined, overlapping or juxtaposed. Situations, such as saturation, purity in the use of green
color, its use with other colors, the presence of light in front or behind, the light transmission
status of the color, the brightness of the green color, the use of green color by differentiating it
from other colors were analyzed separately for each visual.

Analysis 1
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Image 1 Erdemir Iron and Steel Official Website Home Page
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Value; the intensive use of the color green in different forms throughout the entire image aims
to increase the perceptual value attributed to it. Green color is at the top of the value scale in
terms of green thinking. Intensive use of green color in the visual increases the value that the
viewer attributes to the visual.

Saturation; high saturation can be positive and enthusiastic as well as rough or garish. Low
saturation can be subtle and delicate or cold, subdued and pessimistic. In the image, the building
representing the company is viewed through a frame formed by green leaves. On the one hand,
the green color has been integrated into the right and left edges of the black text column at the
top of the picture, and on the other hand, it has been reflected from the windows to achieve a
subtle saturation.

Purity; the use of pure colors is considered a sign of modernism, while the hybrid use of colors
is considered a sign of postmodernism. Green thought has been able to carry itself from the
modern period to the postmodern period by becoming stronger. In the visual, trying to use the
green color in a hybrid way by integrating it into the black color gives the impression that it is
trying to adapt to the spirit of the postmodern period.

Modulation; modulation allows for the production of different meanings and is strongly value-
laden. Solid color can be positively perceived as simple and bold, or it can be perceived as overly
simple. Similarly, modulated color can be perceived as subtle or overly meticulous and detailed.
In the visual, the color green is associated with the building representing the company. The
green framing of the building gives the impression of looking outside through the window of
values represented by green. The green leaves reflected from the windows evoke the feeling of
a green environment inside the building and create the perception that green thinking is
internalized.

Transparency; a color is transparent when light can pass through it so that things in the
background can be seen behind the colored foreground; translucent when light is partially
blocked, blurring the background or making it completely unreadable. The materiality of the
image can be transformed by color to become part of the production of meaning. In the same
way, colored glass both reveals and transforms what lies behind it. Using the angle of sunlight
in the image, the company building in the background can be seen behind the green-colored
foreground and the windows turn into mirrors and reflect the green leaves. In this way, on the
one hand, the company building in the background of the image is revealed and on the other
hand, the meaning reflected by an ordinary administrative building is transformed in a way
related to green thinking.

Luminosity: The brightness of a color lies in its luminosity, its ability to shine from within. Bright
colors are self-illuminating colors that place an aura around objects, and brightness has been
one of the most valued characteristics of color. The brightness resulting from the reflectivity of
colored surfaces is closely related to this. The green color of the leaves in the middle of the
image is brighter than the others and the attractiveness is increased by illuminating the entrance
of the building, which is the desired place to be shown.

Differentiation: differentiation is a scale ranging from monochromatic to maximum diversity,
and diversity increases the potential for meaning. Depending on the context, diversity can be an
expression of enthusiasm, while in another context, color restriction may have a more positive
value. In the visual, the variety of colors was limited, and care was taken not to use any other
color other than the color of the building and the colors in the company’s logo. This gives the
impression of being conscious and careful rather than adventurous.

Hue is a scale from blue to red, with the color green close to the blue end. The red end of the
scale is associated with warmth, energy, attractiveness and prominence, while the blue end is
associated with cold, calmness, distance and background. The intense use of green color shows
that calmness and background are tried to be highlighted.
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Image 2 Kardemir Iron and Steel Official Website Home Page

Value; the image centers on a factory surrounded by green mountains, hills, trees and
vegetation. Intense use of green color increases the value of the image.

Saturation; the blue sky at the top of the image is kept to the side and green is made the main
color. The factory building representing the company is placed in the center of a green frame.
The saturated use of green color in different tones evokes a feeling of exuberance and vitality
and creates the impression that the factory does not harm nature.

Purity; the green color is used in different tones but in a pure form. The fact that the factory
building, the symbol of the modern era, is located in the center of the image and the pure use of
green color makes the image closer to the spirit of modernism.

Modulation; the green color is modulated with the factory and the natural environment. The
placement of the factory in a green natural frame is simply and simply aimed at the perception
that the factory does not harm nature.

Transparency; in the visual, the sunlight is used to capture tonal differences in the green color.
By not blocking the light in any way, the factory in the background can be seen clearly and the
green frame transforms the function of the factory in terms of green production.

Luminosity; the brightness of the green color in the lower left part of the image creates an aura
and radiates energy and vitality.

Differentiation; in the visual, the impression of movement and dynamism is evoked by providing
diversity with colors, such as gray, brown and blue in the factory area. On the other hand, the
factory is enclosed in a green frame, giving a sense of serenity.

Hue; in the visual, the green color increases the clarity of the background and together with the
blue color, it represents calmness and serenity.
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Image 3 Diler Iron and Steel Official Website Sustainability Page

Value; in the visual, the factory building representing the company is placed behind a green
foreground. Together with the green image that forms the lower part of the image, it also
increases the value of the company represented by the factory.

Saturation; in the image, the factory building is positioned on the green color provided by the
trees in the foreground and the vegetation on the plain in the next foreground. Framed partially
with green color from the right, left and bottom sides, the image has a medium saturation level.
In this way, the feeling of cold and pessimism is tried to be prevented. Showing the factory side
by side with a green flat area gives the impression that nature is not harmed.

Purity; green and blue are used intensely as pure colors in the image. For this reason, the visual
gives a more harmonious image with the spirit of the modern period.

Modulation; in the visual, the green color is used flatly without modulation. Therefore, the
perception of simplicity is created. The placement of the factory in the background of the green
color is intended to provide the image that nature is not harmed in a simple way.

Transparency, sunlight is partially blocked in the image and the background is blurred. In this
way, the factory building, which represents modernism and environmental pollution, is pushed
into the background, making it unreadable, and the meaning is transformed through the green
foreground.

Luminosity; the luminosity is kept low in the image and therefore a feeling of dullness prevails
instead of spiritual dynamism and energy.

Differentiation; color diversity is restricted using predominantly green and blue in the visual.
Green is differentiated by the dark green of the trees in the foreground and the green grass in
the background. In this respect, the visual gives the impression of caution instead of
exuberance.

Hue; although the green color in the image is blurred by reducing the light and blurring the
background, it highlights the factory building as a whole without showing the details. At the
same time, green evokes a sense of calmness together with the color blue.
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Image 4 igdas Iron and Steel Official Website Home Page

Value; the image consists of two parts. On the left side is the original logo of the company
transformed with shades of green color, and on the right side is the factory building by the sea
and its surroundings. Both the three different shades of green color in the logo on the left side
and the green color of the factory buildings and the land on the right side provide intensity. This
increases the value of the image and the company it represents.

Saturation; high saturation is achieved using green in different tones in the image. However, this
high saturation evokes a feeling of artificiality and rudeness instead of positivity and
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enthusiasm. The extension of the green color on the outer part of the logo from the top of the
image on the right side and the green color of the land give the impression that the factory does
not harm nature. This impression is also provided by the green color of the factory building.

Purity; the green color is used in different tones but in a pure form. Therefore, the image reflects
the spirit of the modern period.

Modulation; the green color of the factory building in the visual represents environmentally
friendly clean production. The fact that the factory building is partially framed in green shows
that the outside is viewed through the window of values emphasized by green thinking. The
intense use of solid green in the logo and photograph can be perceived as bold, but it fails to
evoke a sense of simplicity.

Transparency; in the visual, green forms the frame as the background color and the factory
building in the background is brought to the foreground by not blocking the light in any way. The
green color that the factory building has and surrounds the building has transformed the
concrete material meaning of the factory in a way related to the idea of green.

Luminosity; none of the shades of the green color used in the image has luminosity and
therefore gives a feeling of dullness and rigidity instead of energy and dynamism.

Differentiation; color diversity was tried to be achieved using both different colors and different
shades of the color green in the visual. The use of three different shades of green in the logo
and two different shades of green in the photograph gives the impression of enthusiasm.
However, the lack of intensive use of other colors implies caution.

Hue; the visual green color is used as a frame to bring the factory building in the background to
the foreground. The use of green and blue gives a sense of calmness.

Analysis 5
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Image 5 Tosgelik Iron and Steel Official Website Home Page

Value; there is no intense use of green color in the visual. Only the sides of the factory buildings
are green and the low-intensity use of green color produces a partial value.

Saturation; in the image, only the sides of the factory building representing the company are
colored green and coldness and pessimism prevail rather than delicacy and tenderness.

Purity; the image is completely obscured by a black background and is dominated by shades of
gray, except for a single pure green color. The image simply reflects the spirit of the modern era.

Modulation; the green color of the sides of the factory building in the visual creates the
perception that production is done in an environmentally sensitive way.

Transparency; the image is made translucent by darkening with a black background and the
background is blurred. Thus, the background is clearly removed from readability. This shows
the intention to hide the mystery and the background. Through this blurring, only the green color
on the sides of the factory buildings can be clearly selected. This partially allows for a semantic
transformation that the company operates in line with the values of green thinking.
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Luminosity; it is seen that the energy and spiritual dynamism provided by the brightness of the
colors are not utilized in the visual. In general, the visual is dominated by pessimism and
dullness.

Differentiation; the image is designed on a single green color with shades of gray. This is a sign
of caution and caution.

Hue; black, gray and green colors in the visual represent coldness and calmness.
Analysis 6
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Image 6 Yesilyurt Iron and Steel Official Website Home Page

Value; The main page of the official website of the company from which the image was taken
was built on a green background. In this way, on the one hand, the color green is used as a
background color, and on the other hand, the color green is made visible in all parts of the web
page. In addition, high intensity was achieved through trees, landscaping, green tones on the
building windows and the green writing of the company name at the entrance of the building.
This increases the value of the visual and the company it represents.

Saturation; the green color in the image is at a medium saturation level. This is achieved subtly
and delicately using different shades of green color in the background of the official web page,
the trees on the left side, the landscape plants on the front, the building windows on the back,
and the company name text.

Purity; the hybrid use of green color on the building windows, the security structure at the
entrance and the company name in the visual evokes postmodernism.

Modulation; in the visual, the building representing the company is enclosed in a green frame
and the company is depicted in harmony with green values with the green color used in the
windows, company lettering and security structure. In this way, the feeling that the perspective
and the values internalized are shaped around the green idea is evoked. The modulated use of
green color, especially on the windows and company name lettering, is an indication of subtlety
and detail.

Transparency; transparency is achieved by creating a green frame in the image and not blocking
the light. Thus, the background is made visible and no mystery is created. Thanks to the green
frame and the different shades of green reflected from the windows, the building representing
the company has been transformed in a way that produces a meaning that the company is
intertwined with green thinking.

Luminosity; brightness in the image is only present in the green color used as the background
of the web page. This increases the energy emitted as it enables looking at the image through
a bright window.

Differentiation; color variety is limited in the visual, only green is used except for the gray and
white colors in the buildings. This shows caution rather than adventurousness. On the other
hand, using different shades of green in various forms evokes a feeling of exuberance.

Hue; using a green frame in the visual, the company building is brought to the forefront and the
impression of calmness is given.
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Image 7 Mescier Iron and Steel Official Website Sustainability Page

Value; the visual was created by combining five separate pictures side by side. The pictures on
the right and left sides of the image are dominated by green color. In this way, the value of the
visual and the company is increased in the viewer's perception.

Saturation; the green color saturation is highly saturated in the pictures at both ends of the
image. In the picture on the left, there is a saturation created by a green plant sprouting from
the soil and a light green spreading upwards with the reflection of sunlight from the leaves. In
the picture on the right, trees and green reeds at the water's edge, the green image formed by
the reflection of trees and reeds on the water’s surface, and the green vegetation extending from
the water's edge to the mountains have achieved high saturation. Green color tones were
captured subtly using the ability of sunlight to spread the color and reflect it from the water’s
surface.

Purity; on the left of the image, the green color is mixed with sunlight yellow, and on the right of
the image, a hybrid use is obtained by mixing it with sky blue reflected in the water. This hybrid
use of the color green shows conformity with the spirit of the postmodern period.

Modulation; in the image, the two pictures in the inner part, where the color fire is used to
represent production, are framed with two pictures in the outer part, where the color green is
used to represent nature. This composition creates the impression that the company's
production processes do not harm nature. At the same time, using green color in modulated
form with other colors produces the perception that natural diversity is protected. This subtle
use of color suggest that the values of the green idea are carried with sensitivity.

Transparency; transparency is achieved by not blocking the light in the visual, no mystery is
created and a sense of transparency is evoked. Thanks to the intense and modulated use of
green on both sides of the image, the production meaning indicated by the color fire has been
transformed in the direction of the green factory.

Brightness (luminosity); brightness is spread throughout the image. Especially the brightness
caused by the reflectivity of colored surfaces evokes a sense of spiritual dynamism and energy.
The use of objects that emit luminosity from within, such as fire and the sun, is used as an
indicator of the vitality inherent in nature and increases the value of the image.

Differentiation; color diversity is kept high using fire red, different shades of blue and different
shades of green. Fire red evokes the vitality of production, blue coldness and calmness, green
nature and naturalness. The differentiation in blue and green colors gives the impression of
movement and dynamism on the one hand, while also, it evokes a sense of adventure and
enthusiasm.

Hue; the intense use of blue and green colors in the visual evokes calmness and coolness, while
the fire color evokes warmth and energy. The fact that both sides of the paintings with fire color
are surrounded by intense blue and green paintings evokes the feeling that the production is
dynamic and energetic but careful and sensitive in terms of not harming nature.
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Conclusion and Discussion

Two eligibility criteria were considered in analyzing selected images of certain companies in
terms of color. First, the socio-cultural context of the color was considered, and the meanings
evoked by the color were derived from this context. Next, the distinctive features of the color
were positioned on a scale of values systematized in a series of scales. Evaluations were made
regarding the strength of meaning and expression (Kress and Van Leeuwen, 2002).

First, it is necessary to start with using the meanings of colors in socio-cultural contexts.
Although there are some differences between cultures and contexts, the color green generally
evokes nature, peace and prosperity (Van Leeuwen, 2011). This connotation can be clearly
associated with different sources or carriers of the color. For example, green can be associated
with the plains or with traffic clearance, and undoubtedly with many other things. Such
associations are then absolutized to become the meaning of green in a decontextualized
universal system (Kress and Van Leeuwen, 2002). As green thinking has become a politically,
economically, culturally and socially active ideology, the color green has been identified with
environmentalism or ecologism and absolutized. As a result, other meanings of green are now
in the background in communication. For example, the website for the “Green Toronto” project
has special sections for businesspeople to “green your business,” for parents and teachers to
“green children” and “green schools,” and for environmentally conscious citizens to “green your
neighborhood” and “green your home” (Francesconi, 2016). As in this example, when the
concept of “green” is used as a communicative mode, either textually or visually, the audience
directly associates it with green thinking (Van Leeuwen, 2011). Today, this reality makes the
perceptual use of the color green widespread in all kinds of organizations, from local
governments to central administrations, from commercial enterprises to political structures,
and the color green continues to be used to realize distinctly different ideological positions
(Kress and Van Leeuwen, 2002; 2020).

In this study, home page visuals on the official websites of companies were analyzed. Compared
to verbal code, visuals have a higher communication potential and impact on the audience.
Visuals have the characteristics of attracting attention, evoking emotions instantly and
effectively, having a wide range of associations and being more easily remembered. This gives
them a crucial function in image and promotional activities (Francesconi, 2016). Therefore, it
can be assumed that the official website designers and decision-makers of the companies act
selectively and carefully. Because these visuals, on the one hand, enable the production of
meaning for the audience, and on the other hand, they also indicate the identities that are
considered crucial for companies (Kress and Van Leeuwen, 2002; 2020).

In the analyzed visuals, the company management building or factory building enclosed in a
green frame attracts the most attention. The purpose of this design is to associate and identify
the company with the ideology represented by the color green. The color green is not a signifier
here, but a signifier, and it responds to the communicative need and interest in a particular
context between companies as sign makers and viewers as interpreters (participants) (Kress
and Van Leeuwen 2020). The company’s interest and need are to produce a meaning that its
image and perception are compatible with green thinking. The audience's interest and need are
to have information and conviction about the company to which they will make attitudes and
demands. Since communication is under the control of companies, the color green is used in
an associative manner, primarily associated with phenomena that have symbolic and emotional
value. In addition, the relaxing and refreshing physical effect of the green color may have been
intended for use in the background (Kress and Van Leeuwen, 2002; 2020).

Secondly, it is necessary to evaluate how the distinctive features of colors are positioned on a
scale of values systematized on many scales. Such analyses often rely on similarities, such as
the association of orange, red and yellow with fire, sun and heat. These types of colors are
described as warm colors and evoke energy, movement and liveliness. Green, blue and gray are
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considered cold colors and evoke calmness, stillness and serenity (Caivano, 1998). In the
analyzed images, it is seen that the use of green color is kept high in terms of intensity and
saturation. While the intense use of green color increases the value of the image and the
company, saturation ensures that this is done in a subtle, sensitive and enthusiastic way. In
some of the images, green is used pure and in others, it is used in a hybrid form. Pure usage
evokes modernism; hybrid usage evokes postmodernism. However, it is not possible to talk
about a general prevalence in terms of both types of use. It is common to use the green color
by modulating it with objects, such as factories or company buildings. This shows that an
association is intended between company identity and green thought. On the other hand,
modulating the green color with other colors gives the impression that this is being done in a
subtle way (Kress and Van Leeuwen, 2002; 2020).

In the images, it can be seen that transparency is achieved by placing the objects representing
the company in a green frame and not dimming the light. In this way, the object intended to be
shown in the background is brought to the fore, a feeling of transparency is created, and the
impression is given that the company looks at the outside world through the window of green
thinking. Thus, the meaning of the material object in the image is transformed around the green
idea. The brightness of the green color has been increased in some images. Brightness gives
objects spiritual dynamism and energy (Kress and Van Leeuwen, 2002; 2020). In this way, on
the one hand, it gives the impression that the company is dynamic and energetic in its activities,
and on the other hand, it creates the feeling that the company's activities do not harm the vitality
in nature.

It can be observed that the color and tone differences are primarily limited in the images.
Especially the use of blue color next to green attracts attention. In color combinations, either
green and another color come together (inherence), either both colors partially overlap (overlap),
or both colors are used side by side (juxtaposition) (Caivano, 1998). The presence of the color
of fire and green side by side in some images indicates that production is environmentally
friendly, and the presence of the color of the factory or administrative building in green shows
that the green idea has been internalized. The partial overlap of the color representing the
company with the color green gives the impression that the green idea has become a part of
the company's identity. Limiting the variety of colors and tones can be interpreted as being
cautious rather than being adventurous and enthusiastic. The intense use of green and blue
colors is an indication that an attempt is made to highlight calmness and the background (Kress
and Van Leeuwen 2002; 2020).

Finally, when a meta-functional analysis of the use of the color green is performed, it is seen
that the color green performs all three functions at the same time (Kress and Van Leeuwen
2002; 2020). Expressively (intellectually), the color green clearly indicates green thought. Hence,
iron and steel-producing companies, which have a high perception of social sensitivity about the
environment, use the color green intensively and subtly on the most observed home pages of
their official websites. Interactionally (interpersonally), the color green can convey meaning
between companies that are sign makers and audiences that are interpretive. Compositionally
(textually), the green color helps to create consistency between parts of the images and to
produce a basic meaning of the text. Thus, the use of green establishes a specific relationship
between the company and its identity with people who are environmentally sensitive or have
green thinking. While the green color represents a certain idea, it also directs the interaction
between the audience and the company. Using it as the background color or frame color of
official websites or images, it contributes to the visual's consistency within the whole.

This research, in which we try to explain how green thought affects organizational identities by
becoming a hegemonic ideology and how organizations use colors while transforming their
identities around green thought, clearly shows that companies try to use green color intensively
in their visuals. This situation, which is valid for all companies, raises the following question: "Is
it a coincidence that all companies use the color green extensively in their main visuals?"
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According to social semiotic analysis, colors are modes and contain meaning; there is regularity
in their use and signs that reflect the interests of the producer. Therefore, they cannot be
considered random, purposeless and meaningless phenomena. If the leading companies in the
iron and steel industry, where the corporate environment is very sensitive about
environmentalism, use the color green intensively and in association with objects that represent
the company on their official websites, where environmental actors can get information about
themselves in the easiest and simplest way and get first impressions that can affect their
decisions, judgments and preferences. There is a strategic reason for this. This strategic reason
is to show green thought as being at the center of its identity to get rid of the institutional
pressure caused by the hegemonic green ideology or to respond to corporate demands and to
create the perception or give the impression that all decision processes are acted with the
sensitivities of green thought. The results of this study can provide valuable insights into
expanding perspectives on how green thought, which has reached a hegemonic power at the
global level, affects organizational identities and how colors are used when transforming
organizational identities centered on green thought and to enrich the discussions on why
organizations can use colors in their communication strategies.
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OZET

Calisma orgutlerin yesil orgutsel kimlik insa gabalari ile renkleri kullanma stratejileri arasindaki iliskiyi konu
edinmektedir. Calismada orgutlerin orgutsel kimliklerini yesil dlstince merkezli yeniden tasarlama stirecinde
renkleri nasil kullandiklarinin ortaya cikarilmasi amaglanmaktadir. Calisma nitel goklu ornek olay deseniyle
tasarlanmistir. Veri olarak Turkiye demir-gelik sektorinden amacl orneklem teknigi ile segilen yedi firmanin resmi
web sitelerindeki gorseller kullaniimistir. Gorseller sosyal semiyotigin renk analizi teknigi ile ¢ozimlenmistir.
Bulgular gorsellerde yesil rengin yogun ve firmayi temsil eden fabrika ya da yonetim binasi ile iligkili bir sekilde
kullanildigini gostermektedir. Ozellikle firmayi temsil eden fabrika ya da yonetim binasinin yesil bir cerceve icine
alinmasi ve izleyicinin yesil renkte bir pencereden firmayi temsil eden sembolik nesnelere bakmasinin saglanmasi
butln gorsellerde yaygindir. Calismanin ulastigr sonug, firmalarin resmi web sitesi tasarimlarinda yesil rengin arka
plan olarak kullaniimasi ve yesil renkle firmayi temsil eden sembolik nesnelerin iliskili ve ig ice gosterilmesi somut
maddi nesnelerin anlamini donustiricu bir islev gormektedir. Firmalarin yesil rengin gevrecilik ya da ekolojizmi
temsil yetenegdini kullanarak orgutsel kimliklerinde gerceklestirdikleri bu dontsidm aracilidiyla kurumsal
gevrelerinde yesil distnceyi 6ztmsedikleri ve pratiklerinin merkezi belirleyicisi haline getirdikleri seklinde bir
anlam ve algi tretmeye calistiklar soylenebilir.

ANAHTAR KELIMELER

Orgitsel kimlik, Yesil distince, Gevrecilik, Yesil drglitsel kimlik, Sosyo-semiyotik analiz.

Giris

Kimlik kavrami birey, ekip, birim, orgut, endustri, alan ve toplum dlzeyinde ele alinan ve her bir
duzeydeki aktor ya da varligi sosyal sistem icinde sekillendirdigi ve yonlendirdigi kabul edilen
anahtar bir unsurdur. Kavram orgut dlzeyinde ele alindiginda “orgutsel kimlik” olarak
adlandinimaktadir (Patvardhan vd., 2015: s. 405). Orgitsel kimlik, 6rgit galismalari alaninda
giderek daha fazla ilgi duyulan ve gelisen bir konudur (Gioia vd., 2013: s. 123). ik arastirmalar,
kimligin degismeyen kalici 0zelligine daha ¢ok vurgu yapmislardir. Bu ¢alismalarda orgutsel
kimlik, bir orgtttn Uyelerinin orgutun karakteri hakkinda merkezi, kalici ve ayirt edici ozelliklerine
dair ortak anlayisi ya da “biz orgut olarak kimiz?" sorusuna verdikleri cevap olarak tanimlanmistir
(Albert ve Whetten, 1985: s. 263; Gioia, vd., 2013: s. 125). Sonraki galismalarda ise merkezilik,
kalicilik ve ayirt edicilik gibi niteliklerin ne anlama geldiginin belirsiz oldugu ve orgutlere iligkin
cok az glincel 6zelligin bu nitelikleri belirlemek icin kullanilabilecedi 6ne strtimistdr (Corley vd.,
2006: s. 90). Ozellikle kalicilik 6zelliginin tartismali oldugu ve gevredeki gelismelerin orglitsel
kimlikte de degisimler meydana getirebilecedi iddia edilmistir (Gioia vd., 2000: s. 65; Clark, 2010:
s. 398). Bazi arastirmacilar orgutsel kimligi tamamen “yogrulabilen ve yeniden sekil verilebilen”
bir unsur olarak tanimlayarak kavramin esnekligine dikkat gekmislerdir (Alvesson ve Willmott,
2002: s. 624). Boylelikle orgitsel kimlik ile degisen cevresel kosullar arasinda siki bir iliski oldugu
gorusu kabul gormeye baslamistir.
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Orgltsel kimligin nasil olustugu ve donustugu ile ilgili dort temel yaklasimdan bahsedilebilir.
Sosyal insa yaklasimi (Gioia vd., 2000: s. 74) orgutsel kimligi, hem orgt Uyeleri hem de dis
paydagslar tarafindan birlikte etkilesimsel olarak tanimlanan bir kavram olarak gorur. Bu
yaklasim, orgutsel kimligi tanimlamak igin kullanilan etiketlere ve anlamlara odaklanir. Sosyal
aktor yaklasimi (Whetten ve Mackey, 2002: s. 394) orgutsel kimligi, orgtlerin kendilerini kim
olarak gorduklerinin toplumsal yansimasi olarak tanimlar. Bu yaklasima gore orgutler sosyal
aktor olarak kendi kimliklerini insa eder. Orgltsel ekoloji yaklagimi orgltsel kimligi
populasyondaki kategorik bir ozellik olarak gortr ve populasyon Uyesi orgutlere disaridan verili
olarak tanimlandigini 6ne surer (Gioia, vd., 2013: s. 126-127). Yeni kurumsal kuram (YKK) ise
(Glynn ve Abzug, 2002: s. 277; Glynn, 2008: s. 414; Wry vd., 2011: s. 449) orgutsel kimligi,
kurumsal ¢evrenin baskisi altinda digerleriyle esbigimli hale gelen 6rgutsel bir ozellik olarak ele
alir.

Orgltsel kimliklerdeki degisim tek bir 6rgutiin kendi vizyonu dogrultusunda olabilecegi gibi, iki
orgutun birlesmesi sonucu iki orgutsel kimligin etkilesimi ya da i¢ ice gegmesi nedeniyle de
gerceklesebilir. Ancak cogunlukla orgutsel kimlik degisimleri orgutin gevresindeki makro
kosullarin degisimi nedeniyle yasanmaktadir (Clark, 2010: s. 398). ClnkUu orgitler hayatta
kalmak igin degisen gevresel kosullara uyum saglamak zorundadir ve kimlik dahil orgutlere dair
her sey bu kosullara gore donisulr (Brown ve Eisenhardt, 1997: s. 1). Orgutlerin kimliklerini
donustiurmede etkili olabilecek makro gelismelerden biri de “yesil distince” ya da “ekolojizm” gibi
farkli isimlerle adlandirilan gevreciliktir. Cevrecilik Uzerine insa edilen soylemler yalnizca sosyal
ve ekonomik alanin yerlesik varsayimlarina degil, ayni zamanda orgutsel rollerin ve kimliklerin
geleneksel anlamlarina da meydan okumaktadir. Bunun sonucu olarak orgutler, yeni kimlik insa
cabast igine girebilmektedir (Wright vd., 2012: s. 1452). Cevrecilik, 6rgutlerin faaliyet slireglerinde
gevrenin korunmasi duyarliiglyla hareket etmesine yonelik anlayis veya retorik seklinde
tanimlanabilir (Jermier vd., 2006: s. 627; Forbes ve Jermier, 2010: s. 466). Bu anlayis orgitlerden
faaliyet sureglerinde havanin ve temiz su kaynaklarinin kirletiimemesi, dogal hayatin korunmasi,
donusebilir ambalajlanin kullanilmasi, daha az su ve enerji tuketimi, yenilenebilir enerji
kaynaklarina yatirim yapilmasi gibi beklenti ve talepleri icermektedir (Bothello ve Djelic, 2018: s.
94). Bu beklentilerin karsilanmasinin farkli alanlardaki 6rgutler igin rekabet avantaji ve mesruiyet
sagladigi distintlmektedir (Bansal ve Clelland, 2004: s. 101).

Cevrecilik sadece orgttsel faaliyetlerin cevrenin korunmasi yontinde yeniden dizenlenmesine
degil ayni zamanda orgutsel kimliklerin yesil disince gercevesinde yeniden tanimlanmasina
neden olmaktadir (Clark, 2010: s. 398). Kimliklerdeki bu yesil donisim orgltlerin karar ve
faaliyetlerini etkileyebilir (Elsbach ve Kramer, 1996: s. 472) ya da sadece gevreyi maniptle etmeyi
amaclayan soylem stratejisinin bir pargasi olarak kullanabilir (Fiol, 2002: s. 654; Chreim, 2005: s.
568). Biz bu arastirmada orgitlerin kimliklerini gevrecilik odakli dontstdriirken rekabet avantajini
mi hedeflediklerine yoksa mesruiyeti mi amagladiklarina dair niyetlerini sorgulamiyoruz. Ancak
cevrecilik ya da ekolojizm olarak da adlandirilan yesil distncenin nasil evrensel bir ideolojiye
donlstigunt ve makro dlzeyde bir referans cgergevesi olarak orgutlerin kimliklerini nasil
etkiledigini teorik duzeyde ortaya koyuyoruz. Temel olarak odaklandigimiz nokta ve arastirmanin
sorunsall ise orgutlerin kimliklerinde gerceklestirmeye calistiklar yesil dontsim surecinde
renkleri nasil kullandiklaridir. CunkU yesil renk ile gevrecilik ya da ekolojizm olarak adlandirilan
yesil dustnce arasinda siki bir iliski soz konusudur ve yesil renk dogrudan yesil distnceyi temsil
etmektedir (Van Leeuwen, 2011; Francesconi, 2016; Kress ve Van Leeuwen, 2020). “Avrupa Yesil
Mutabakati” (European Green Deal) (Avrupa Komisyonu, 2019) ya da “Alman Yesiller Partisi”
(Olgun, 2021) gibi ornekler bu degerlendirmenin en agik destekleyici kanitlaridir. Daha onceki
calismalar orgutsel kimlikler ile cevrecilik arasindaki iliskiye dikkat gekmis olsalar da (Gioia vd.,
2000; Clark, 2010; Glynn ve Abzug, 2002; Glynn, 2008; Navis ve Glynn, 2010; Wry vd., 2011; Wright
vd., 2012; Gioia, vd., 2013); i) yesil distincenin orgttsel kimligin rengini veren merkeziligini goz
ardi etmislerdir, ii) orgutsel kimliklerdeki yesil dontsimde renklerin nasil kullanildidiyla
ilgilenmemiglerdir. Bundan dolayi biz bu ¢alismada literatlre iki 6zgiin katki sunuyoruz: i)
evrensel bir ideoljiye donuserek orgutsel sureglerde referans cgercevesi haline gelen yesil
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dislncenin orgutsel kimliklerde nasil merkezi konuma gectigini gosteriyoruz, ii) orgdtlerin
kimliklerini yesil dustnce gergevesinde donusturtrken renkleri nasil kullandigini agikliyoruz.
Ayrica yesil disuncenin etkisiyle donudsen ve sembolik olarak yesilin rengini verdigi yeni orgutsel
kimlikleri “yesil orgutsel kimlik” olarak adlandirarak literature kavramsal bir katki yapiyoruz.

Arastirma nitel ornek olay deseniyle tasarlanmistir (Yin, 2003; 2016; Stake, 2010). Arastirmada
cevrecilik konusunda kurumsal cevrenin en c¢ok duyarl oldugu endustrilerin basinda gelen
demir-gelik sektoriinden (SEFIA, 2022: 31) amagl 6rneklem (purposive sampling) teknigi ile
segilen (Flick, 2009: s. 122; Patton, 2015: s. 407; Yin, 2016: s. 93) firmalarin resmi web sitelerinin
ana sayfa, tanitim sayfasi, kurumsal ve surdurdlebilirlik sayfalarindaki gorseller veri olarak
kullaniimistir. Gorseller sosyal semiyotik analizin renk analizi teknigiyle ¢ozimlenmistir (Kress
ve Van Leeuwen, 2002; 2020; Van Leeuwen, 2005).

Teorik ve Kavramsal Gergeve
Orgitsel Kimlik

Orgltsel kimlik literatriinin temelleri Albert ve Whetten (1985), Dutton ve Dukerich (1991), Fiol
(1991), Elsbach ve Kramer (1996), Gioia ve Thomas (1996) tarafindan atiimis ve bu dénem
“genclik cagdi” olarak nitelendirilmistir (Corley vd., 2006). Daha sonra Fiol (2001) kimlik ve
sUrdurulebilirlik, Hatch ve Schultz (2002) kimlik dinamikleri, Corley (2004) kimlik algilarindaki
hiyerarsik farkliliklar, Corley ve Gioia (2004) kimlik belirsizligi, Chreim (2005) kimlikte sureklilik ve
degisim, Brickson (2005) kimlik uyumu Uzerine galismalari ile literatlri gelistirmis ve gelinen
asama “olgunluk ¢agi” olarak adlandirnimistir (Gioia, vd., 2013: s. 128).

Orgutsel kimlik, stratejik karar verme (Dutton ve Dukerich, 19971; Elsbach ve Kramer, 1996), bagli
orgutler (Corley ve Gioia, 2004), paydas iligkileri (Brickson, 2005) ve orgitsel degisim girisimleri
(Nag vd., 2007) basta olmak Uizere onemli orgutsel faaliyetleri derinden etkiler (Albert vd., 2000:
s.13; Patvardhan vd., 2015: s. 405). Orgutsel kimlik dnceleri merkezi, kalici ve ayirt edici 6zellikler
seklinde basitce tanimlanirken daha sonra karmasik, belirsiz ve celiskili bir kavram oldugu
yonlndeki gorlsler giderek yayginlik kazanmistir (Whetten, 2006: s. 220; He ve Brown, 2013: s.
5). Orgut Uyeleri tarafindan siklikla yeniden gézden gegirilen ve tanimlanan istikrarsiz ve dinamik
bir kavram oldugu duslincesi kabul gormeye baslamistir (Gioia vd., 2000: s. 64). Boylelikle kimligi
zaman icinde istikrarli olarak goren "kalici kimlik" goridsu ile daha degisken olarak goren "dinamik
kimlik" gortsl ortaya gikmistir (Gioia, vd., 2013:'s. 124).

Orgltsel kimlik genel olarak "6rgtit olarak biz kimiz?" sorusunun cevabi olarak tanimlanir (Albert
ve Whetten, 1985: s. 263; Albert vd., 2000: s. 13). Bu tanimlama orgutsel kimlige igsel bir bakistir
ve kalici kimlik gordsunt yansitir. Bu soru 'kim oldugumuzu dustntyoruz?" veya "kim olmamiz
gerektidini dusintyoruz?" sorularini da igerir (Gioia vd., 2000: s. 68) ve dis izleyiciler tarafindan
yapilan degerlendirmeleri etkileyerek orgutler arasinda ayrim yapiimasina katki saglar (Rao vd.,
2003: s. 804). Bu yaklagimda orgtitler sosyal aktor olarak kendi kimliklerini insa eder (Whetten
ve Mackey, 2002: s. 394) ve bu siirecte Ust yonetici ve 6rgut Uyelerinin orgiitt anlamlandirma ve
tanimlama bigimleri etkindir (Scott ve Lane, 2000: s. 43). Bu nedenle orgut Uyelerinin kendi
kimlikleri ile 6rgutin kimligi ic ice gecer, birbirini etkiler ve birlikte donlstr (Elsbach ve Kramer,
1996: s. 467). Orglitsel kimlik Uyelere nasil davranmasi ve diger orgltlerin onlarla nasil iligki
kurmasi gerektigine dair yol gosterir. Orgiiti mesru sosyal kategoriler icinde konumlandirarak ic
ve dis izleyicilerin 6rgitl tanimlama ve yorumlama sireclerini etkiler (Albert vd., 2000: s. 13;
Ravasi ve Schultz, 2006: s. 435). Bu kimlik taniminda esas digerlerinden farkl goriinebilmektir.

Dinamik kimlik gortsu ise orgutsel kimligi yogrulabilir ve yeniden sekil verilebilir bir 6zellik olarak
tanimlar (Alvesson ve Willmott, 2002: s. 624). Bu tanim orgltsel kimlige digsal bakisin
yansimasidir. Bu nedenle 'kim oldugumuzu ddsundyorlar?" veya 'kim olmamiz gerektigini
dustnuyorlar" seklindeki sorulara verilen cevaplar neticesinde olusur (Gioia vd., 2000: s. 68;
Corley vd., 2006: s. 87). Bu gorus kimligin olusumunda dis duyarliidi vurgular (Ravasi ve Schultz,
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2006: s. 433). Burada digerleriyle benzer gorinebilmek esas oldugu igin orgiitsel kimlik dis cevre
norm ve degerlerini yansitir.

Orgutsel kimligin olusumu genelde (g farkll sekilde ele alinmaktadir. Sosyal aktor yaklasimina
yakin sure¢ odakli kimlik arastirmacilar, yapmanin, eylemde bulunmanin ve etkilesimde
bulunmanin onemine dikkat gekmektedir. Bu arastirmacilara gore orgutler gorevlendirdikleri
uzmanlar araciligiyla kimlik buatunltgu ihlallerini degerlendirerek, kimlikleri ozellestirerek ve bu
kimlikleri dogrulayarak profesyonel kimlik gelistirirler (Pratt, 2012: s. 26). Sosyal insa goruslne
yakin olanlara gore orgutsel kimlik orgutsel Uye ve yoneticilerin musteriler, medya, rakipler ve
duzenleyici kurumlar gibi dis paydaslarla girdikleri etkilesimler sonucu olusabilir ya da degisebilir
(Gioia vd., 2000: s. 65; Scott ve Lane, 2000: s. 44). Bu sUreci orgttsel kimligin toplumsal kolektif
kimlikle etkilesmesi de onemli 6lglide etkiler (Clegg vd., 2007; Patvardhan vd., 2015: s. 405). Yeni
kurumsal kuram yaklasimini benimseyen arastirmacilara gore ise gercekte orgutsel kimlik
degismeden gevreye uyum ve mesruiyet amaciyla sdylem diizeyinde kimlik dondsttrdlir (Glynn
ve Abzug, 2002; Navis ve Glynn, 2010; Wry vd., 2011). Orgutsel kimlik olusumu ile ilgili bu g
goris sureg, iliskisel ve sembolik olarak 6zetlenebilir (Pratt, 2012: s. 27).

Bazi arastirmalar orgutlerin ¢evreye uyum goruntlst vermek amaciyla Urettikleri bu tur
soylemlerin gercek cevresel degisimi yansitan kimlik ingsasi ya da dontdsumu igin bir kaynak
olabilecegini iddia etmektedir (Wright vd., 2012: s. 1452). Kjeergaard vd.'ne (2011: s. 514) gore
soylem ve sembollerle olusturulan dis imajlar Uyelerin orgutsel kimligi benimsemesini
kolaylastirmaktadir. Ozellikle gok meshur ve prestijli orgdtlerin dis imajlari, Uyelerin 6rgitsel
kimlik inanglarini ve anlayislarini  bulyuleyebilmekte ve Uyeler orgutte deneyimledigi
gercekliklerden farkli bu imaja acikga karsi ¢ikamamaktadir. Fiol (2002: s. 653) ise dilsel
gostergelerin ve liderlerin kullandigi retoriklerin bireysel ve orgutsel kimliklerin etkilesime
gecmesine neden olarak kurumsal kimligi guc¢lendirdigini belirtmektedir. Diger bazi arastirmalar
ise orgltsel kimligin orgutsel 6grenme sirecinde dontstigini one sidrmektedir (Brown ve
Starkey, 2000: s. 102).

Orgutsel kimligin donusimiinde eski ve yeni kimlikler baslangicta butinsel bir tutarlilik
sergilemekten uzak, pargall ve geliskili gortnebilir (Wright vd., 2012: s. 1453). Her bir kimligin i¢
ice gectigi bu suregte ¢ok katmanlilik, karmasiklik, catisma ve istikrarsizlik s6z konusudur
(Patvardhan vd., 2015: s. 405). Orgditler bu tir problemleri gegis kimligi (Clark, 2010: s. 397) ya
da goklu kimlikler (Wright vd., 2012: s. 1455) olusturma yoluyla asmaya galisabilir. Genellikle
coklu kimliklerin bir btttn olarak orgutu yansitmasi ve bu nedenle coklu kavramlari icermesi
beklenir. Ancak bu her zaman basarilamayabilir ve kimlikler ¢atisabilir. Bu durumda bolimlere
ayirma, silme, butunlestirme ve birlestirme stratejileri uygulanabilir. Ayirma; ¢oklu kimlikleri
koruma ancak her birini digerinden ayri tutmadir. Silme; coklu kimlikten fiili olarak kurtulmadir.
Bitlinlestirme birden fazla kimligi bir buttn haline getirmedir. Birlestirme; coklu kimlikler
arasinda baglantilar kurarak bir araya toplama ve korumadir (Pratt ve Foreman, 2000: s. 18-27).
EQer orgutler eski kimligi tamamen silip gegmisinden kopmayi arzuluyorsa yeni donemi eski
donemle glglu bir karsitlik iginde konumlandirip radikal bir degisim fikrini benimseyebilir
(Ybema, 2010: s. 485). Ancak bazi arastirmalar bu tarz radikal kimlik degisimlerinin Gyeler
tarafindan direngle karsilandigini 6ne stirmektedir (Kjeergaard vd., 2011: s. 515). Bu 6zellikler bir
yandan orgutsel kimlikte bulanikliga, gcokluga ve dinamizme izin verirken diger yandan ayni anda
orgutn farkliigini ve birligini yansitan yoninid gostermektedir (Albert vd., 2000: s. 13).

Orgutsel kimlik tzerinde etkisi olan bir diger unsur orgitsel kilttrdir. Orgit kilturl dis imajlarla
birlikte kimlik dinamiklerini yonlendirir ve sekillendirir (Ravasi ve Schultz, 2006: s. 433). Kultur
teorisyenleri orgutlerin, kendilerini digerlerinden ayiran uygulamalari igeren farkl kulttrleri
kurumsallastirdiklarini one surmektedir. Onlara gore orgutsel kimlik, benzersizlik ve ayirt edicilik
tzerine kuruludur (Pedersen ve Dobbin, 2006: s. 900). Yeni kurumsal kuram arastirmacilarina
gore ise orgutsel kimlik benzerlik Gzerine kuruludur (Wry vd., 2011: s. 449). Bazi arastirmacilara
gore orgutlerin  Ust yonetimleri  kimligi  organizasyonun stratejisi  temelinde gorme
egilimindeyken, daha alt kademeler onu organizasyonun kulturtyle iliskili olarak gormektedir
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(Glynn, 2000: s. 295; Corley, 2004: s. 1169). Bazi arastirmacilar kurumsal hedeflerin bir miktar i¢
tutarlilik gerektirmesi nedeniyle kimliklerin duzeyler arasinda nispeten esbigimlilige egilimli
oldugunu ancak cesitli kasitli ve kasitsiz nedenlerden oturd, esbicimliligin dtzeyler arasinda
engellendigini ve kimliklerin bir sekilde farklilasma egilimi gosterdiklerini one surmektedir
(Ashforthvd., 2011:s. 1). Bazi arastirmacilar ise orgitsel kimligi, benzerlik ve farklilik arasindaki
dengenin korundugu ya da optimal ayirt edicilik dogrultusunda gatisan unsurlarin uzlastinldigi
bir olgu olarak degerlendirmektedir (Pedersen ve Dobbin, 2006: s. 902).

Yesil disunce ya da cevrecilik gibi kuresel olcekte yayginlasan guclu hareketlerin orgutlerin
davraniglari yaninda kimliklerinde de bir degisim meydana getirmesi beklenebilir. Ancak gevreci
yesil kimlik insasinin Ust yonetim stratejilerinin bir pargasi mi oldugu yoksa orgutsel tabana
yaygin kultdrel bir unsur mu oldugu sorgulanmalidir. Ayrica ¢evreci yesil dustince nosyonunun
orgutler agisindan benzesmenin mi yoksa farklilasmanin mi bir araci olarak goruldigu ya da her
ikisi arasindaki denge gozetilerek optimal bir konumda mi tutulmaya ¢alisildigr da tartisiimaldir.
Biz burada once gevreciligin tarihsel surec icerisinde nasil evrensel bir ideolojiye donustugunu
ve yesil dusltnce olarak politik, ekonomik ve sosyal duzeyde orgutsel yapilari, devletleri ve
devletlerarasi iligkileri nasil etkiledigini ortaya koyacagiz. Daha sonra bu hegemon ideolojik
dusuncenin orgutlerin referans gergevesini belirleyerek kimliklerinde nasil bir dontistime neden
oldugunu gostermeye calisacagiz.

Yesil Distince

Insanin gevreyle olan iligkisi, onun bir ‘tir’ olarak ortaya gikisiyla baslamistir (Onder, 2003: s. 15).
Insani zoolojik bir varliktan beseri bir varliga donistiren husus, hic siiphe yok ki, onun cevreye
midahale yetenegdidir (Cangizbay, 1989: s. 40). Bu baglamda insan, ortaya ¢ikti§i glinden bu
yana, yerylUzundeki varligini sirdirmek amaciyla gevreye muhtelif bicimlerde midahalede
bulunmaktadir. Ozellikle sanayi devriminden itibaren 6lglisl kagan bu midahale; bir yandan
hava kirliligi, tUrlerin yok olmasi, ormansizlagsma ve iklim degisikligi gibi ¢evre sorunlarina yol
agarken (Olgun ve Isik, 2017: s. 34), diger taraftan da gevreye iliskin endiseleri artirarak, bu
sorunlara yonelik ¢ozim arayislarini hizlandirmistir. Ozellikle 20. ylzyilin son geyreginden
itibaren politik spektrumda kendine iddial bir yer edinmeye baslayan ‘“yesil dusiunce”; dogaya
iliskin kaygilarin siyasi alana taginmasini ifade etmekte ve gevre bilincini tesvik ederek toplumsal
bir degisimin (Robbins, 2007: s. 593) onciiliglne soyunmaktadir.

Dolayisiyla “semsiye” bir kavram olarak kullanildiginda yesil dustnce; ister mevcut siyasal
ideolojilerin cevreye iliskin yaklasimlari, ister bagimsiz bir ideoloji olarak kabul edilsin, toplumsal,
politik, kultdrel ve ekonomik hayati derinden etkileyen bir disunce sistemi ve sosyal hareket
olarak degerlendirilebilir. Bu nedenle yesil dusunce; marksizm, sosyalizm, liberalizm ve anarsizm
gibi muesses ideolojilerin cevreye dair fikirleriyle iliskilendirilebildigi gibi, cevreyi merkezine alan
mstakil bir siyasi ideoloji olarak da ele alinabilmektedir (Coban, 2002: s. 5; Yildirm, 2021: s.
362).

Dolayisiyla soylenebilir ki yesil dlstince, icinde pek cok rengi barindiran bir fikirler manzumesidir.
Bu o kadar boyledir ki, yaygin bir kullanima sahip olan “cevrecilik” kavrami dahi, yerli yerinde
kullanildiginda, gevreye iliskin hassasiyetleri layikiyla ifade etmekten uzak kalabilmektedir.
Nitekim literatliriin 6nde gelen isimlerinden Dobson (2007: s. 2-3), daha blyuk bir sohrete sahip
olan “gevrecilik” ile ayr bir ideoloji olarak tanimladi§i “ekolojizm” arasinda keskin bir ayrima gider.
Ona gore, gevre sorunlarina iliskin “idari” bir yaklasimin savunuculugunu yapan “cevrecilik”; bu
sorunlarin, mevcut Uretim ve tuketim kaliplarinda radikal bir dontusume gerek kalmadan
cozulebilecegi anlayisina dayanir. Diger bir deyisle cevre sorunlarinin, esas sebeplerine temas
edilmeksizin gideriimesine odaklanan politika ve eylemler genel itibariyle “cevrecilik” biciminde
tesmiye olunmaktadir (imga ve Olgun, 2017: s. 13). Buna karsilik “ekolojizm”; strdrtlebilir bir
insani var olusun hem cevreyle iliskimizde hem de sosyo-politik hayat tarzimizda radikal bir
donisim gerektirdigi iddiasindadir (Dobson, 2007: s. 3). Dolayislyla gevresel sorunlari insanin
tabiati aragsallastirmasina hamleden ekolojist yaklasim bu sorunlara ¢ozum uretme gayretinin
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Otesine gegmekte; hakim paradigmayi sorunsallastirarak zihniyet bakimindan topyekdn bir
degisimin ve yeni bir toplumsal tahayyulin savunuculugunu yapmaktadir (Imga ve Olgun, 2017:
s. 14-15).

Bundan dolayi “gevrecilik” ve “ekolojizm’, “yesil disiunce” ailesine mensup iki ana yaklasim
olmakla birlikte, bunlardan ilkini bdytk ol¢ude “reformist”, ikincisini ise daha ziyade ‘radikal” bir
tutum olarak gormek mimkindur (Dobson, 2007: s. 3). Bu itibarla, gevresel kaygilar sebebiyle
sozgelimi daha az enerji harcayan buzdolaplarini ve daha az yakit ttketen otomobilleri tercih
etmek yahut kimi sirketlerin yine ayni mulahazalarla dogaya dost birtakim politikalar gutmeleri,
“cevrecilik” kapsaminda degerlendirilebilecek eylemlerden bazilaridir. Bunlar; insanin doga
tasavvurundaki temel arizalari sorun etmeyen ve gevre sorunlarini onleme yahut ortadan
kaldirma isini mevcut sistem icerisinde kalarak gerceklestirmeye calisan eylemlerdir. Buna
karsilik ekolojist dustncede doganin kurtulus regetesi; kapitalist Uretim iliskileri, asir tiketim ve
hiyerarsik sosyo-politik yapilar gibi unsurlarin  damgasini vurdugu modern toplumsal
formasyonun ciddi bir yapisokimunt icermek durumundadir.

Yesil dustncenin yukselise gegisi her ne kadar 1960'lar sonrasinin bir Urlnd ise de, gevre
sorunlarina yonelik kaygilarin ve buna bagl orgutlenmelerin mazisini cok daha eskilere gottirmek
mumkundur. Sanayi devriminin olgunlagsmasiyla birlikte insan-gcevre iligkilerindeki bozulmayi
konu edinen birtakim eserler hentz 19. yuzyildan itibaren ortaya ¢ikmaya basglamistir. Nitekim
George P. Marsh'in ABD'de yayimlanan “insan ve Tabiat veya insan Eylemiyle Degistiriimis Fiziki
Cografya” (1864) baslikli eseri ile Birlesik Krallik'ta M. von Pettenkofter'in kaleme aldidi “Saglidin
Bir Sehir igin Degeri” (1873) ve B. W. Richardson’un yayimladigi “Hijyen: Saglikli Bir Sehir” (1876)
baslikl kitaplar Bati diinyasinda adeta cigir acici bir etki yaratmistir. Diger taraftan dogayi tanima
ve koruma amaci guden birtakim dernekler de yine bu donemin Grdntdur. Sozgelimi Birlesik
Krallik'ta kurulan Alpgilik Kullibti (1857), Agik Alanlari Koruma Dernegi (1865) ve Kuslari Koruma
Dernegi (1865) ile ABD'de kurulan Apalachian Dagcilik Kullibl (1876), Milli Audubon Dernegi
(1885) ve Sierra Kullp (1892) bu tarz orgutlenmelerin ilk 6rneklerini teskil etmektedir. Boylece
17. yuzyilda bilimsel devrimle ortaya ¢ikan ve dogaya hukmetmeyi salik veren “mekanik dtnya
gorusu” karsisinda, sanayi ve teknoloji elestirisi Uzerine temellenen “romantik distnce” hayata
gegirilmis oluyordu. 19. ylzyilda yasanan butin bu gelismeleri, yesil disunce tarihindeki “birinci
onemli agama” olarak nitelemek mimkindur (Oz, 1989: s. 28-29).

Yesil dusunce tarihindeki “ikinci onemli asama” iginse 20. yuzyilin ikinci yarisini beklemek
gerekmistir. O donemde yesil dusunce, yukselise gecen “yeni toplumsal hareketler”in bir bileseni
olarak ortaya ¢ikmistir. Yeni toplumsal hareketler, bilhassa 1960'li yillardan itibaren; (1) Sinai ve
teknolojik ilerlemenin neden oldugu sorunlara yonelik tepkilerin, (2) Yeni sosyal ¢ekismelere
sahne olan ve sosyo-ekonomik iligkilerin yeniden orgutlendigi Bati toplumlarinda yasanan
donistimin, (3) Maddeci referanslara dayanan eski siyaset ile postmateryalist deg@erlerin
yansimasl olan yeni siyaset arasindaki cekismenin, (4) Yukariya hareketliligi iktisadi sartlar
tarafindan engellenen yeni egitimli kitlelerin gosterdigi reaksiyonun ve (5) Modern toplumlarin
celiskilerine yonelik romantik-ideolojik baskaldirlarin bir sonucu olarak yukselise ge¢cmistir
(Onder, 2003: s. 37). Dolayisiyla 1960'larin sonunda tekrar ortaya gikan gevresel ilginin
1970'lerde toplumsal bir harekete evriimesinde, o donem itibariyle ¢evre sorunlarinda yasanan
artisin yani sira, savas karsiti protestolarin yayginlasmasi, gevre sorunlarinin yukselen kadin
hareketinin guindemine girmesi, 68 kusagl mensubu ogrenci kitlelerinin ekolojik mucadeleye
dahil olmasi ve nihayet diinyayi esir alan enerji darbogazi gibi faktorler etkili olmustur (Olgun,
2021:'s. 44-45; 0z, 1989: s. 29).

Bu faktorler arasina, yine o donemde kaleme alinan ve toplumsal gevre bilincinde artisa yol agan
birtakim eserler de ilave edilebilir. S6zgelimi Barry Commoner’in Bilim ve Yasam (1960), Rachel
Carson’un Sessiz Bahar (1962) ve Paul Ehrlich’in Nifus Bombasi (1968) baslikli calismalari bu
eserlerin baslicalandir. Ustelik yine o donemde yayimlanan eserlerden bazilar, “cevre
korumacilik” perspektifini asarak “ekolojik” fikirlere dikkat gcekmeyi basarmistir. Mesela Roma
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Sablonu” ve Ernst Schumacherin “Kiglk Guzeldir" (1973) adli eserlerini bu kapsamda
degerlendirilmek mimkindur (Olgun, 2021: s. 45; Onder, 2003: s. 98-102).

Gevre sorunlarinin o donem itibariyle uluslararasi bir mesele haline gelmesi de yesil distncenin
kitlesellesmesinde onemli bir pay sahibi olmustur. Bu baglamda atilan ilk buytk adim, Birlesmis
Milletler'in oncultgunde 1972 yilinda tertip edilen Stockholm Konferansi'dir. Ylzden fazla
dlkenin katihm sagladigi bu konferansin sonu¢ metninde, gevre konusunda Ulkeler arasindaki is
birliginin ve dayanismanin dnemine dikkat gekilmistir (Keles ve Hamamci, 2005: s. 198). Bu
konferansi daha sonraki donemlerde baska uluslararasi ¢cevre konferanslari ve sozlesmeleri de
takip etmistir. Bu girisimlerin, gevre sorunlarinin Ustesinden gelme hususundaki basarilari
tartisma konusu olsa dahi, konunun dinya kamuoyuna mal olmasindaki katkilari buyuktdr.

Yesil dustncenin kitlesel bir harekete dontusmesinde etkili olan dnemli faktorlerden biri de
Worldwide Fund for Nature (1961), Friends of the Earth (1969) ve Greenpeace (1971) gibi sivil
toplum kuruluglarinin ytkselisidir. Cevreci hareketin en etkin orgutlenmelerini temsil eden bu
kuruluslar, kiresel dlgekte birer baski grubu olarak karar vericileri etkilemektedir (Kilig ve Tok,
2003: s. 234-235). Profesyonel protesto gruplari, katilimci protesto gruplari ve katilimci baski
gruplan seklinde siniflandirilabilen gevreci hareketler; hikiimet kararlarini etkileme, yasalara
karsi pasif direnis ya da kararlarin uygulanmasina engel olmak gibi eylemlere girisebilmektedirler
(Yildinm, 2021: s. 375). Dahasi, gevreye iliskin kaygilarin kitlesellesmesini sadlayan bitin bu
streg, yine 19701 yillardan itibaren yesil dusuncenin politik bir harekete donudsmesini de
beraberinde getirmistir. Gercekten de ideoloji ve sdylem olarak kuresel olgekte guclenen gevreci
hareketler; baski grubu ve lobicilik faaliyetleriyle politik karar vericileri etkileme stratejilerini
surdurmekle birlikte, dogrudan karar verme mekanizmalarinda yer almak amaciyla siyasi parti
olarak da orgutlenmekte ve yesil partiler kurmaktadirlar (Sipahi ve Dinger, 2019: s. 18). Bilhassa
0 donemin muesses siyasi partilerinin ¢evre sorunlari kargisindaki basarisizliklarina bir tepki
olarak baslayan bu surec, Avrupa’nin ve dunyanin pek ¢cok ulkesinde “yesil” partilerin dogusuna
ve guglenmesine yol agmistir. Bunlarin dnde gelenlerinden biri olan Alman Yesiller Partisi, elde
ettigi destekle once parlamentoya girmeyi, ardindan koalisyon ortagi olmayi basarmistir (Olgun,
2021:s.45).

Bahse konu sulrecin en olumlu sonuclarinin alindidi yer genel olarak Avrupa Birligi'dir (AB).
Gergekten de AB gunumuz gevreci politikalarinin hem soylem hem de uygulama agisindan
lokomotifi konumundadir ve alternatif bir yagam bicimi olarak gevreciligi tasarlamaktadir (Mirici
ve Berberoglu, 2022: s. 156). AB ekolojinin ve ekonominin birbiriyle gelismek zorunda olmadig
inancindadir ve yesil tesvikler, gevre politikasi ve yesil yenilikler yoluyla alternatif bir biytime
modelinin mimkun oldugunu gostermek istemektedir (Ecer vd., 2021: s. 127). Bu anlayisla ilan
edilen “Avrupa Yesil Mutabakatl” (European Green Deal) Avrupa bolgesini sera gaz
emisyonlarinin  olmadigl, kaynaklarin verimli kullanildigi bir yere donustirmek amacini
tagimaktadir (Avrupa Komisyonu, 2019). Kyoto Protokoli ve Paris iklim Anlasmasinin
destekleyicisi ve tamamlayicisi niteligindeki bu mutabakatin kapsami; yeni bir uluslararasi ticaret
sistemi ve iklim degisikligine neden olan birgok sektorin dontstimunu gerektirecek yaptirmlari
icermektedir.

AB ile ticaret yapan bircok ulke gibi Turkiye'nin de pazarini kaybetmemek igin karbon emisyon
salinimi yuksek endustrilerinde donustume gitmesi kaginilmaz hale gelecektir. Gergekten de AB,
ithal ettigi her urtn icin sinirda karbon duzenleme mekanizmalari araciligiyla kontrol
uygulayacagini beyan etmistir. Buna gore ithalat vergileriyle tim Urlnlere karbon vergisinin
eklenmesi s6z konusu olacak ve boylece AB Ulkelerinin pazarlari karbonsuz teknoloji saglayan
Ulkelere dogru kayacaktir (Mirici ve Berberoglu, 2022: s. 157-159). AB bu sdreci ticari ve
ekonomik iliski icerisinde oldugu tum Ulke ve bolgelerle istisare etmeyi ve birlikte yurtGtmeyi
planlamaktadir. Bu dogrultuda Afrika ulkeleri, G20 ulkeleri, Balkanlar, Dogu ve Giiney komsulari
ile cevre, enerji ve iklim ortakliklar kurmakta; Latin Amerika, Asya ve Pasifik Ulkeleri ile
mizakereler yirttmektedir (Ecer vd., 2021: s. 131). AB yesil mutabakat sayesinde 2050 yilina
kadar sifir karbon emisyonuna ulasmayi hedeflemektedir ve bunun igin bir dizi uygulama igin
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genel cerceve belirlemistir. Bunlar; temiz enerji UGretimi, surdurdlebilir ve gevreye saygili dretim
tesisleri, insaat ve renovasyonda temiz ve yesil sektore gecis, tarladan ¢atala strdurulebilir gida
politikalar, mevcut kirliligin ortadan kaldirimasi, surdurtlebilir ve temiz ulasim araglari,
biyogesitliligin saglanmasi ve stirekliligi seklinde siralanabilir (Avrupa Komisyonu, 2019).

Dolayisiyla s6z konusu suregte yesil dustince hareketinin sosyal hayatin her alanini etkileyen
ideolojisi ve soyleminin hem yeni bir yagsam bicimini hem de yeni bir kimlik tanimini beraberinde
getirdigi gortlmektedir (Kilig ve Tok, 2003: s. 234-235). Butlun diger ideolojilerden, siyasal ve
kulturel hareketlerden, ulus, millet ve sinif gibi kavramlardan kendini ayri ve Ustte konumlandiran
yesil dusunce ideolojisinin kendine 06zgu kuresel bir kimlik olusturdugunu o6ne surmek
mumkdndir (Yildinm, 2021: s. 364). Kiresel dizeyde olusan bu kolektif kimlik anlayisinin
orgutsel kimliklerde de bir donistim meydana getirdigi agikgca gozlemlenen bir husustur (Gioia
vd., 2000: s. 67, Wright vd., 2012: s. 1452).

Orgiitsel Kimlikte GCevreci Degisim: Yesil Orgiitsel Kimlik

Yesil dustince ve gevreci hareketlerin etkinligini yerel ve kuresel duzeyde artirdigi bir donemde
orgutlerin bu degisime ilgisiz kalmasi ¢ok zordur. Ancak bu degisime orgutlerin verdikleri tepki
ve gelistirdikleri stratejiler farkllik gosterebilir. Sayilari cok az da olsa bazi orgutler, iklim
degisikligini inkar eden karsi soylemleri tesvik ederek lobi ve kampanya yurtUtmeyi tercih
edebilmektedir. Cogu orgut ise ya stratejilerini yeniden de@erlendirmekte ve yeni cevreci
teknolojilere yatinm yapmakta ya da kendilerini “yesil orgit” olarak tanimlayacak imaj
faaliyetlerine girisebilmektedir (Wright vd., 2012: s. 1452).

Bu tlr imaj faaliyetlerinin iki farkli etkisinden bahsedilebilir. ilki bu faaliyetlerin 6rgutin
paydaslarinda olumlu alglya neden olabilmesidir. Cevrecilik, orgutleri hem c¢evreci teknolojilere
yatinm yapmak hem de yeni bir sdylem insa etmek zorunda birakmaktadir (Wright vd., 2012: s.
1452). Kimligin bu soylemsel insasinda yerlesik konusma ve yazma pratikleri kullaniimaktadir
(Ybema vd., 2009: s. 303). Yesil bina, stirdurdlebilirlik, karbon ayak izi gibi gevreci terimlerin tercih
edildigi (Hoffman ve Henn, 2008: s. 401) bu stiregler orgute iliskin algiyr degistirmek amaciyla
tasarlanmaktadir (Corley, 2004: s. 1149; Corley ve Gioia, 2004: 5. 177).

Ikincisi ise orgutun kimligini donusturebilmesidir. Orgltsel cevrede olumlu imaj ve algi Gretme
stratejisi cogu zaman istikrarli bulunmayabilir. Bu nedenle orgutler bu imaj ve algiyi daha istikrarli
ve surdurulebilir hale getirmek igin gevreciligi orgutsel kimliklerinin dnemli bir pargasi haline
getirmeyi disinebilir. Ornegin Shell enerji sirketi petrol arama platformunu Kuzey Atlantik'de
batirmak istediginde Greenpeace gibi cevreci hareketler ile cevredeki Ulkelerin ulusal
hikUmetlerinin itirazlari sonucu geri adim atmakla kalmamis, orgutsel kimligini gozden
gecirmek zorunda kalmistir (Gioia vd., 2000: s. 67). Yukaridaki ornekten de anlasilacagi tzere
cevreci talepler genel olarak orgutlerin karllik gibi teknik ¢ikarlari ile gatissa da (Wright vd., 2012:
s. 1455) orgltsel sireglerin yesil olmamasi durumunda rekabet agisindan dezavantajla
karsilagilacagini deneyimleyen (Hoffman ve Henn, 2008: s. 393) orgtitler, maliyet ve karliliklarini
olumsuz etkileyecegini ongordugu yerlesik sosyal ve ekonomik dlzene meydan okuyan
cevrecilik baskisi karsisinda sadece faaliyetlerini dontstlirmekle yetinmemekte, kimliklerini de
donustirmektedir (Wright vd., 2012: s. 1455). Orgitsel kimliklerin dontistimunde kullanilan dil ve
semboller nemli bir rol oynamaktadir (Fiol, 2002: s. 655).

Orgutsel kimligin dontstimu  orgltin  kurumsal sosyal sorumluluk bilinciyle faaliyette
bulunmasini tesvik eder ve orgutsel paydaslarin orgutsel faaliyetleri anlamlandirmalarina
yardimet olur (Brickson, 2005). Paydaslari tarafindan givenilir bir kimlige sahip olarak kabul
edilen 6rgutler mesruiyetlerini ve hayatta kalma sanslarini artinir (Drori, 2009). Orgutsel kimlik
hem dis paydaslara hem de orgtsel Uyelere nasil gordnduklerine dair bir ayna sunmaktadir. Bir
yandan aynadan yansiyan bu imajlardan etkilenmekte diger yandan orgutsel Gyelerin orijinal
gdzleminin genisletimesine yardimci olmaktadir. Orgitsel paydaslar orgitsel eylemleri
yorumlarken, tepki verirken ve taahhutte bulunurken orgutsel aynadan yansiyan imajlari surekli
olarak gozlemler (Dutton ve Dukerich, 1991: s. 551; Fiol, 2002: s. 653). Bunun farkinda olan orgit
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yoneticileri medyaya haber degeri taglyan gekici hikayeler saglar ve paydaslarin orgutsel kimlige
dair anlam yaratma surecini yonlendirir. Boylelikle paydaslar ve medya arasinda orgutsel
kimligin strekli yeniden dretildigi bir etkilesim sireci ortaya ¢ikar (Kjeergaard vd., 2011: s. 536).
Dolayislyla olumlu algi amaciyla Uretilen soylem, hikaye ve gorseller (Fiol, 2002: s. 654;
Humphreys ve Brown, 2002: s. 437; Chreim, 2005: s. 568) 6rgutsel kimliklerde de bir dontisime
ve yenilenmeye neden olur (Gioia vd., 2000: s. 63-64; Glynn ve Abzug, 2002: s. 267; Gioia, vd.,
2013: s. 142). Soylem, hikaye ve gorsellerin olusturdugu imajlar yansimanin etkisiyle orgutsel
kimligi orgutsel kultirln icine yerlestirir (Hatch ve Schultz, 2002: s. 1000).

Sonug olarak ister imaj faaliyetlerinin bir parcasi olsun ister gercek anlamda bir kimlik dondsimd
gergeklesmis olsun cevreci olarak algilanan orgtitler mesruiyetlerini korur ve artirir (Shrivastava,
1994, Czarniawska ve Wolff, 1998; Clegg vd., 2007; Waeraas ve lhlen, 2009; Navis ve Glynn, 2010,
Gioiavd.,2010; Wry vd., 2011; Wright ve Nyberg, 2012; Patvardhan vd., 2015). Bu slrecte orgutler
yesil dusunceyi butln faaliyetlerine temel teskil eden cekirdek ideolojileriymis gibi sunar.
Gekirdek ideoloji, bir orgutin c¢oklu ve degisen yerlesik kimliklerini asan degismeyen
degerlerinden ve amacindan olusur. Butun diger kimlikler, tek bir ¢ekirdek ideolojinin degisken
tezahurleridir (Fiol, 2002: s. 662). Bu nedenle yesil distince gesitli soylem ve gorseller yoluyla
butln orgutd gevrelemis ya da onun merkezine yerlesmis gibi gosterilir. Biz arastirmanin yontem
kisminda Turkiye demir-gelik endustrisindeki firmalarin yesil distnceyi gekirdek ideolojileriymis
gibi gosterebilmek amaciyla yesil rengi nasil kullandiklarini cozimlemeye galisacagiz.

Yontem

Arastirmanin Deseni

Bu galisma nitel goklu 6rnek olay arastirmasi (multiple case studies) deseniyle tasarlanmistir.
Ornek olay arastirmalarinda bir 6rgit ya da sinirlar belirli olmak kosuluyla 6rgitin bir faaliyeti
ya da oOrgutler arasi bir iliski ornek olay (case) olarak segilebilir. Coklu 6rnek olay arastirmalari
olaylarin sonuglarinin nasil ve nigin meydana gelmis olabilecegine odaklanmakta ve bu
kosullarin olaydan olaya aynen tekrarlandigini varsaymaktadir (Yin, 2003: s. 52). Bu desenle
tasarlanmis arastirmalarda ornek olaylardan elde edilen bulgular ne kadar benzerse, olayin
yayginhigr konusunda ileri surulecek iddialar o kadar guclu kabul edilir ve boylelikle kavramsal
genelleme yapilabilir (Yin, 2016: s. 242). Ornek olay ve veri kaynagi segiminde konu ile ilgili daha
zengin bilgilere ulasabilmek icin amacl 6rneklem (purposive sampling) teknigi kullanilmistir
(Flick, 20009: s. 122; Patton, 2015: s. 401; Yin, 2016: s. 93).

Veri

Arastirmanin yapilacagi orgutsel alan olarak Turkiye demir-gelik sektort belirlenmistir. Demir-
celik sektoruntin secgilme nedeni, kuresel karbon emisyonunun %7 ila %9'u arasinda bir degeri
tek basina Uretmesi ve bu nedenle cevrecilik algisinda kurumsal ¢cevrenin en cok duyarli oldugu
endustrilerin basinda gelmesidir (SEFIA, 2022: s. 23-31). Avrupa Birliginin (AB) Avrupa Yesil
Mutabakati (AYM) cercevesinde olusturdugu Sinirda Karbon Dizenlemesi (SKD) rejiminde, 5
enerji yogun sektortn (demir-gelik, aliminyum, gimento, glbre, elektrik) giimrik vergisi ve fiyat
mekanizmas! araciliiyla karbon emisyonunun dusdrilmesi hedeflenmektedir  (Avrupa
Komisyonu, 2019). 2020 vyili itibariyle Tirkiye'nin demir-gelik ihracatinda AB'nin payl %31,
Turkiye'nin demir-gelik ithalatinda AB'nin pay1 %40'dir (SEFIA, 2022: 19). AB ile ticaretin yogun
oldugu demir-celik sektortunin karbon ayak izini disurecek donisumu gerceklestirmesi sonraki
yillarda yasanacak kirilganhigi onleyebilmesi igin gerekli olarak degerlendirilmektedir (TUSIAD,
2020: s. 94-95). Bu nedenle bu sektordeki firmalarin hem faaliyet ve yapilarinda hem de
kimliklerinde gevrecilik odakli degisim gergeklestirmeleri gok yuksek ihtimaldir. Bu arastirmada
Turkiye demir-gelik sektorinde faaliyet gosteren yedi firmanin resmi web sitelerinde kullandiklari
resim veya ekran gorintleri veri olarak kullaniimistir. Bu yedi firma Turkiye'nin en biytk demir-
celik Ureticisi 2022 listesinde ilk yirmi icerisindedir. Tosgelik demir-gelik (Osmaniye/Hatay) yillik
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5000 ton ile ikinci, Eregli demir-celik (Zonguldak) 4000 ton ile dordiincd, Kardemir demir-gelik
(Karabtik) 3500 ton ile besinci, igdas demir-celik (GCanakkale) 2500 ton ile yedinci, Diler-Yazici
demir-gelik (Kocaeli-Hatay) 2300 ton ile dokuzuncu, Yesilyurt demir-gelik (Samsun) 1300 ton ile
onbesinci, Mescier demir-gelik (Bartin) 1000 ton ile ondokuzuncu siradadir (SEFIA, 2022: s. 15).

Veri Analizi

Veriler ¢ozimlenirken Kress ve Van Leeuwen'in (2002; 2020) sosyal semiyotik yontemi
kullanilmistir. Kress ve Van Leeuwen (2002; 2020) Halliday'in gelistirdigi sosyal semiyotigi gorsel
tasarimlara uyarlamis ve fotograflar, sanat eserleri, reklamlar, web siteleri, kamuya acik isaretler
ve gazetelerin nasil bir gorsel semiyotik kodla tasarlandigini ortaya koyan gorsel tasarim grameri
gelistirmislerdir. Bu yonteme gore her bir gorsel tasarimin ¢ uUst islevi soz konusudur. Bunlar;
gorsel elemanlarin kendi aralarindaki iliskiyi gosteren metinsel - diizensel islev (compositional
metafunction), gorsel ve alici arasindaki iliskiyi gosteren kisilerarasi iliskisel -etkilesimsel islev
(interactional metafunction) ve katiimcilar arasindaki iliskiyi gosteren distinsel- anlatimsal islev
(representational metafunction) olarak siralanabilir. Sosyal semiyotigin en 6nemli 6zelligi sosyal
teori ile birlikte disiplinlerarasi bir bakisla gorsellerin ¢ozimlenmesidir (Van Leeuwen, 2005).

Bu calismada veri olarak segilen gorseller, kullanilan renk (6zellikle vyesil) Uzerinden
¢ozimlenecektir. Kress ve Van Leeuwen (2002; 2020) renklerin bir dili oldugunu ve belirli kurallar
gercevesinde anlam urettigini one surerek renkleri semiyotik bir mod olarak tanimlamaktadir.
Onlara gore renklerin kullaniminda dutzenlilikler vardir, Ureticilerin gikarlarini yansitan isaretler
bulunur, kesinlikle keyfi veya anarsik degildir ve bu nedenle semiyotik bir kaynaktir. Renklerin
semiyotik analizi, renk kaynaginin duzenliliklerini kesfetmek, belirli gruplarin renklere olan
ilgilerinin renk isaretlerini nasil sekillendirdigini anlamak, bir sosyal-kulturel alandaki renk
kullaniminin genel ilkelerini ortaya ¢ikarmak sureglerini icermektedir.

Rengin ust islevsel analizinde rengin U¢ temel islevi ne dlglde yerine getirdigi ¢ozUmenmelidir.
Anlatimsal (distinsel) islev; renk belirli insanlari, yerleri ve seylerin yani sira insan siniflarini, yerleri
ve seyleri ve daha genel fikirleri belirtir. Ornegin sirketler, kendi benzersiz kimliklerini belirtmek
icin giderek daha fazla belirli renkler veya renk semalari kullanir. Etkilesimsel (kisilerarasi) islev;
renk Kigilerarasi anlami iletmek i¢in de kullanilir. Dil nasil konusma eylemlerini
gerceklestirmemize olanak sagliyorsa, renk de “renk eylemlerini” gerceklestirmemize olanak
saglar. Diuzensel (metinsel) islev, renk dizensel islev gorebilir ve belirli bir kompozisyonun
bolimleri arasinda tutarlilik olusmasina yardimei olabilir. Ust islevsel analizde ayrica su sorularin
cevaplariaranmaktadir. Renkler katiimcilar arasinda, yani temsil edilen insanlar, yerler, seyler ve
fikirler arasinda spesifik ilikiler yaratabilir mi? Sosyal iliskileri temsil edebilir ve sosyal etkilesimi
canlandirmaya yardimci olabilir mi? Metinsel anlamlari, metinlerdeki referans ve tutarlilik
sistemlerini gergeklestirebilir mi? (Kress ve Van Leeuwen, 2002; 2020).

Rengin semiyotik analizinde asagdidaki model kullanilmistir (Kress ve Van Leeuwen, 2002; 2020):

-Deger (value); rengin deger skalasindaki yeri

-Doygunluk (saturation), rengin yogun kullanilarak doyuma ulasma skalasi

-Saflik (purity); rengin sade kullanimi ya da diger renklerle kullanimi skalasi
-Modlilasyon (modulation); rengin diiz ya da modiile edilerek kullaniima skalasi
-Saydamlik (transparency); rengin 1s1d1 gecirgenligi ile ilgili skala

-Parlaklik (luminosity); rengin parlakligi skalasi

-Differentiation (farklilasma), rengin kullanilan diger renklerden farklilagma skalasi
-Renk tonu (hue); maviden kirmiziya dogru bir skaladir

Bulgular

Secili gorseller incelendiginde genel olarak renklerin belirli bir dizen ¢ergevesinde kullanildigi,
keyfiligin ve karmasanin soz konusu olmadigi soylenebilir. Yesilin yogun ve bilingli kullanimi yesil
kimlik algisi olusturmak isteyen firmalarin ¢ikarlarini agikga yansitan isaretlerdir. Rengin iki tur
degeri vardir. Dogrudan deger; rengin izleyici Uzerindeki gercek fiziksel etkisidir. Ornegin yesil
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renk dogay! yansittigi icin huzur ve rahatlama etkisi uyandirir. Cagrisimsal deger; sembolik ve
duygusal degeri olan diger olgularla iliskilendirildiginde ortaya ¢ikar. Rengin kullanildigi baglam,
ortaya cikis yerinin ozellikleri ve diger renklerle birlestiriime bicimleri farkli anlamlar, farkli
kullanimlar ve farkli ideolojik konumlar Uretebilir (Kress ve Van Leeuwen, 2002; 2020; Van
Leeuwen, 2011). Ornegin yesil renk ile firma idare binasi i¢ ige kullanildiginda yesil diistincenin
benimsendigi, yesil renk ile fabrika binasi i¢ ice veya yan yana kullanildiginda tretim surecinde
dogaya zarar verilmedigi imaji uretilmektedir. Genel olarak gorsellerde yesilin baskin ve hakim
renk olarak kullanildigi bulgusuna ulasiimistir. Diger bir bulgu yesil renk ile ya firma binasinin ya
da fabrika binasinin iliskilendirildigidir. Bunu basarabilmek amaciyla her iki olgu agisindan ya i¢
ice olma ya Ust Uste gelme (ortiisme) ya da yan yana gelme durumunu saglayacak teknikler
kullaniimistir. Yesil rengin kullanimindaki doygunluk, saflik, diger renklerle birlikte kullanimi, 1s1gin
onde ya da arkada bulunmasi, rengin 1s1g1 gegirme durumu, yesil rengin parlakhgi, yesil rengin
diger renklerden farklilastinlarak kullanimi gibi durumlar her bir gorsel icin ayr ayrn
¢ozUmlenmigtir.

Gozimleme 1

Urlnler ve Tedarikgi O T

OrdUrilebilirtik Kariy Erdemir Onlie
izl ligler Srdardlebiliri ariyer e i Ondine

AL

KU rU SOI Kvumsal . Torihge  Yonetim | Medya | Degerlerve Kurum Kiiltird  Celigin Hikayesi

Gorsel 1 Erdemir Demir-Celik Resmi Web Sitesi Ana Sayfa

Deger (value); gorselin tamaminda yesil rengin farkli bigimlerde yogun kullanimi atfedilen algisal
degeri yukseltme amaci tagimaktadir. Yesil renk yesil dustnce agisindan deger skalasinda en
Ustte yer almaktadir. Gorselde yesil rengin yogun kullanimi izleyicinin gorsele atfettigi degeri
artirmaktadir.

Doygunluk (saturation); ylksek doygunluk olumlu ve coskulu olabilecegi gibi kaba veya cafcafli
da olabilir. DUsuk doygunluk ince ve hassas olabilecegdi gibi soguk, bastiriimis ve karamsar da
olabilir. Gorselde firmay! temsil eden binaya yesil yapraklarin olusturdugu bir cerceveden
bakilmasi saglanmistir. Yesil renk bir yandan resmin Ust kismindaki siyah yazi stitununun sag ve
sol kenarlarina yedirilmis diger yandan camlardan yansitilarak ince bir sekilde doygunluga
ulasiimaya calisiimistir.

Saflik (purity); saf renk kullanimi modernizmin, renklerin hibrit kullanimi ise postmodernizmin
belirteci olarak degerlendirilmektedir. Yesil distnce modern donemden postmodern doneme
daha da guclenerek kendisini tasiyabilmistir. Gorselde yesil rengin siyah renge yedirilerek hibrit
bir sekilde kullanilmaya ¢alisiimasi postmodern donemin ruhuna uyum gosteriimeye c¢alisildigi
izlenimi vermektedir.

Moddlasyon (modulation); modulasyon farkli anlam Uretimlerine imkan saglar ve glclu bir
sekilde deger yukludur. Diz renk olumlu anlamda sade ve cesur olarak algilanabilecegi gibi asin
basit olarak da algilanabilir. Benzer sekilde module edilmis renk, incelikli ya da asir titiz ve
ayrintil olarak algilanabilir. Gorselde yesil renk firmayi temsil eden binayla iliskilendirilmistir.
Binanin yesil gerceve icine alinmasi disariya yesilin temsil ettigi degerler penceresinden bakildig
izlenimi vermektedir. Camlardan yansiyan yesil yapraklar bina iginde yesil bir ortam bulundugu
hissi uyandirmaktadir ve yesil diistincenin igsellestirildigi algisi olusturmaktadir.

Saydamlik (transparency); bir renk, isik iginden gegebildiginde seffaftir, boylece arka plandaki
seyler, renkli 6n planin arkasinda gorulebilir; 1sik kismen engellendiginde yari saydam olup arka
plani bulaniklastirir veya tamamiyla okunamaz hale getirir. Gorseldeki maddilik, renk tarafindan
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donusturdlerek anlam Uretiminin bir parcasi haline getirilebilir. Renkli cam da ayni sekilde
arkasinda yatani hem ortaya ¢ikarir hem de dondsturur. Gorselde gunes 1siginin agisi kullanilarak
hem yesil renkli on planin arkasinda arka plandaki firma binasi gorulebilmektedir hem de camlar
birer aynaya donuserek yesil yapraklari yansitmaktadir. Boylelikle bir yandan gorselin arka
planindaki firma binasi ortaya ¢ikarilmakta hem de siradan bir yonetim binanin yansittigi anlam
yesil dusunceyle iligkili bir sekilde donusturulmektedir.

Parlaklik (luminosity); Bir rengin parlakligi onun parlakliginda, i¢ten parlama yeteneginde
yatmaktadir. Parlak renkler, nesnelerin etrafina bir aura yerlestiren, kendi kendini aydinlatan
renklerdir ve parlaklik, rengin en cok deger verilen ozelliklerinden biri olmustur. Renkli ylzeylerin
yansiticiligindan kaynaklanan parlaklik yine bununla yakindan iliskilidir. Gorselin ortasindaki
yapraklarin yesil rengi digerlerine gore daha parlaktir ve gosterilmek istenilen yer olan binanin
girisi aydinlatilarak gekicilik artirimistir.

Differentiation (farklilasma); farklilasma, tek renklilikten maksimum cesitlilige kadar uzanan bir
Olgektir ve cesitlilik anlam potansiyelini artirir. Baglama gore cesitlilik cosku ifadesi olabilecegi
gibi baska bir baglamda renk kisiti daha olumlu bir degere sahip olabilir. Gorselde renk cesitliligi
kisith tutulmus, bina rengi ve firmanin logosundaki renkler disinda baska bir renk kullanmamaya
dikkat edilmistir. Bu maceraci degil bilingli ve dikkatli olundugu izlenimi uyandirmaktadir.

Renk tonu (hue); maviden kirmiziya dogru bir skaladir ve yesil renk mavi uca yakindir. Skalanin
kirmizi ucu sicaklik, enerji, dikkat cekicilik, on plana ¢ikma ile mavi ucu ise soguk, sakinlik,
mesafe, arka plan ile iligkilidir. Yesil rengin yogun kullanimi sakinlik ve arka planin one
cikariimaya cgalisildigini gostermektedir.

GCozumleme 2
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Godrsel 2 Kardemir Demir-Celik Resmi Web Sitesi Ana Sayfa

Deger (value); gorsel etrafi yesil dag, tepe, agag ve bitki ortistyle cevrili bir fabrikayr merkezine
almaktadir. Yogun yesil renk kullanimi gorselin degerini artirmaktadir.

Doygunluk (saturation); gorselin Ust kismindaki gokytzid maviligi kenarda tutularak yesil ana
renk haline getirilmistir. Firmayl temsil eden fabrika binasi yesil bir cercevenin ortasina
yerlestirilmistir. Yesil rengin farkl tonlarda doygun kullanimi coskunluk ve canlilik hissi
uyandirmakta ve fabrikanin dogaya zarar vermedigi izlenimi olusturmaktadir.

Saflik (purity); gorselde yesil renk farkli tonlarda fakat saf bir bigimde kullaniimistir. Modern
donemin sembolid olan fabrika binasinin gorselin merkezinde yer almasi ve yesil rengin saf
kullanimi gorseli modernizmin ruhuyla daha yakin gostermektedir.

Modulasyon (modulation); gorselde yesil renk fabrika ve dogal gevre ile modile edilmistir.
Fabrikanin yesil bir dogal gerceve icine yerlestiriimesi basit ve sade bir sekilde fabrikanin dogaya
zarar vermedigi algisina yoneliktir.

Saydamlik (transparency); gorselde gines 1sigi kullanilarak yesil renkte ton farkliliklari
yakalanmistir. Isik hichir sekilde engellenmeyerek arka plandaki fabrika net bir sekilde
gorulebilmekte ve yesil cerceve fabrikanin islevini yesil tretim anlaminda dondstirmektedir.
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Parlaklik (luminosity); gorselin sol alt kismindaki yesil rengin parlakligi bir aura olusturarak enerji
ve canlilik yaymaktadir.

Differentiation (farklilasma); gorselde fabrika alaninda gri, kahverengi, mavi gibi renklerle
cesitlilik saglanarak hareket ve dinamizm izlenimi uyandirlmaktadir. Diger yandan fabrika yesil
bir cergeve igine alinarak dinginlik hissi verilmistir.

Renk tonu (hue); gorselde yesil renk arka planin netligini artirmakta ve mavi renk ile birlikte
sakinlik ve dinginligi temsil etmektedir.
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Cozumleme 3
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Gorsel 3 Diler Demir-Celik Resmi Web Sitesi Strdurulebilirlik Sayfasi

Deger (value); gorselde firmayr temsil eden fabrika binasi yesil bir 6n planin arkasina
yerlestirilmistir. Gorselin alt kismini olusturan yesil gorselle birlikte fabrikanin temsil ettigi
firmanin degerini de artirmaktadir.

Doygunluk (saturation); gorselde fabrika binasi daha 6n planda agdaclarin ve bir sonraki 6n
planda duzlukteki bitki ortisunun sagladigi yesil rengin Uzerine konumlandinimistir. Sag, sol ve
alt taraftan kismi olarak yesil renkle gcercevelenen gorsel orta doygunluk derecesine sahiptir. Bu
sekilde soguk ve karamsarlik duygusu engellenmeye calisiimistir. Fabrikanin yesil bir diz alanla
yan yana gosterilmesi dogaya zarar verilmedigi izlenimi uyandirmaktadir.

Saflik (purity); gorselde yesil ve mavi saf renk olarak yogun sekilde kullaniimistir. Bu nedenle
gorsel modern donemin ruhuyla daha uyumlu bir gordntd vermektedir.

Modulasyon (modulation); gorselde yesil renk modiile edilmeden diz bir sekilde kullaniimistir.
Bu nedenle basitlik algisi olusmaktadir. Fabrikanin yesil rengin arka planina yerlestiriimesi sade
bir sekilde dogaya zarar verilmedigi imajina yoneliktir.

Saydamlik (transparency); gorselde gines 1sI§I  kismen engellenerek arka plan
bulaniklastinlmistir. Bu sekilde modernizm ve cevre kirliligini temsil eden fabrika binasi arka
plana itilerek okunamaz hale getirilmis ve yesil 6n plan araciligiyla anlam donusturdlmustar.

Parlaklik (luminosity); gorselde parlaklik distk tutulmustur ve bu nedenle ruhsal dinamizm ve
enerji yerine donukluk hissi hakimdir.

Differentiation (farklilasma); gorselde vyesil ve mavi adirlikli kullanilarak renk cesitliligi
kisitlanmigtir. Yesil en on plandaki agaglarin koyu yesili ve daha arka plandaki ¢im yesili ile
farklilastiriimistir. Bu agidan gorsel coskunluk yerine temkinlilik izlenimi vermektedir.

Renk tonu (hue); gorselde yesil renk her ne kadar isik kisilarak arka plan bulaniklastiriisa da
detaylar gosterilmeden bir bitin olarak fabrika binasini 6n plana ¢ikarmaktadir. Ayni zamanda
yesil mavi renk ile birlikte sakinlik hissi uyandirmaktadir.
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Gozimleme 4
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Gorsel 4 igdas Demir-Celik Resmi Web Sitesi Ana Sayfa

Deger (value); gorsel iki kisimdan olusmaktadir. Sol tarafta firmanin orijinal logosunun yesil
rengin tonlariyla donustutrtlmds bicimi, sag tarafta deniz kenarindaki fabrika binasi ve gevresi
yer almaktadir. Hem sol taraftaki logoda yer alan tg farkli tondaki yesil renk hem de sag taraftaki
kisimda yer alan fabrika binalarinin ve arazinin sahip oldugu yesil renk yogunluk saglamaktadir.
Bu durum gorselin ve temsil ettigi firmanin degerini artirmaktadir.

Doygunluk (saturation); gorselde yesil farkl tonlarda yogun bir sekilde kullanilarak yiiksek
doygunluk saglanmistir. Ancak bu yuksek doygunluk olumlu ve coskunluk yerine yapaylik ve
kabalik hissi uyandirmaktadir. Logonun dis kismindaki yesil rengin sag§ taraftaki gorselin Ust
kismindan uzatiimasi ve arazinin sahip oldugu yesil renk, fabrikanin dogaya zarar vermedigi
izlenimi vermektedir. Bu izlenim ayrica fabrika binasinin sahip oldugu yesil renk ile de
saglanmaya calisiimistir.

Saflik (purity); gorselde yesil renk farkli tonlarda ancak saf bir bigimde kullanilmistir. Bu nedenle
gorsel modern donemin ruhunu yansitmaktadir.

Modulasyon (modulation); gorselde fabrika binasinin sahip oldugu yesil renk gevre dostu temiz
dretimi temsil etmektedir. Fabrika binasinin kismen yesil cergeve igine alinmasi disariya yesil
dustncenin one cikardigi degerler penceresinden bakildigini gostermektedir. Logo ve
fotograftaki yogun duz vyesil kullanimi cesur olarak algilanabilir ancak sadelik hissi
uyandirilamamaktadir.

Saydamlik (transparency); gorselde yesil arka plan rengi olarak gerceveyi olusturmus ve Isik
hichir sekilde engellenmeyerek arka plandaki gosterilmek istenen fabrika binasi on plana
cikariimistir. Fabrika binasinin sahip oldugu ve binayi cevreleyen yesil renk fabrikanin somut
maddi anlamini yesil distnceyle iligkili bir sekilde donusttrmustur.

Parlaklik (luminosity); gorselde kullanilan yesil rengin hicbir tonu parlaklia sahip degildir ve bu
nedenle enerji ve dinamizm yerine donukluk ve katilik hissi vermektedir.

Differentiation (farkllagma); gorselde hem farkli renkler hem de yesil rengin farkli tonlari
kullanilarak renk cesitliligi saglanmaya calisiimistir. Logoda g farkli ve fotografta iki farkli yesil
renk tonunun kullanimi cosku izlenimi vermektedir. Ancak diger renklerin yogun kullaniimamasi
temkinlilik anlamina gelmektedir.

Renk tonu (hue); gorsel yesil renk cerceve olarak kullanilarak arka plandaki fabrika binasinin 6n
plana tasinmasini saglamaktadir. Yesil ve mavi kullanimi sakinlik hissi vermektedir.
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Cozdmleme 5
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Gorsel 5 Tosgelik Demir-Celik Resmi Web Sitesi Ana Sayfa

Deger (value); gorselde yogun bir yesil renk kullanimi s6z konusu degildir. Sadece fabrika
binalarinin yan taraflari yesil renktir ve yesil rengin dustk yogunluklu kullanimi kismi bir deger
Uretmektedir.

Doygunluk (saturation); gorselde firmayi temsil eden fabrika binasinin sadece yan taraflari yesil
renktedir ve incelik ve hassasiyetten daha ziyade sogukluk ve karamsarlik hakimdir.

Saflik (purity); gorsel tamamen siyah bir fonla karartiimistir ve tek bir saf yesil rengin disinda gri
tonlar hakimdir. Gorsel basit bir sekilde modern donemin ruhunu yansitmaktadir.

Modulasyon (modulation); gorselde fabrika binasinin yan taraflarinin yesil renkte olmasi Gretimin
cevreye duyarli bir sekilde yapildigi algisi olusturmaktadir.

Saydamlik (transparency); gorsel siyah fonla karartilarak yari saydam hale getirilmis ve arka plan
bulaniklagmistir. Boylelikle arka plan agik bir sekilde okunabilirlikten uzaklastinimistir. Bu durum
gizemi ve arka plandakileri gizleme niyetini gostermektedir. Bu bulaniklastirmanin i¢cinden en net
sekilde sadece fabrika binalarinin yan taraflarindaki yesil renk secilebilmektedir. Bu durum
firmanin yesil distince degerleriyle uyumlu faaliyet gosterdigi seklinde bir anlam dondsimiine
kismi bir sekilde izin vermektedir.

Parlaklik (luminosity); gorselde renklerin parlakliginin sagladigi enerji ve ruhsal dinamizmden
yararlaniimadigi gorilmektedir. Genel olarak gorsele karamsarlik ve donukluk hakimdir.

Differentiation (farklilasma); gorsel gri tonlari ile tek bir yesil renk Uzerine tasarlanmistir. Bu
durum dikkat ve temkin belirtisidir.

Renk tonu (hue); gorselde siyah, gri ve yesil renkler sogukluk ve sakinligi temsil etmektedir.

Cozumleme 6
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Gorsel 6 Yesilyurt Demir-Celik Resmi Web Sitesi Ana Sayfa

Deger (value); gorselin alindigi firmanin resmi web sitesinin ana sayfasi yesil bir arka plan tzerine
insa edilmistir. Bu sekilde bir yandan yesilin arka plan rengi olma ozelliginden yararlanilirken
diger yandan yesil renk web sayfasinin butun boltimlerinde gortndr kiinmistir. Ayrica agaglar,
peyzaj, bina camlarindaki yesil tonlar ve bina girisindeki firma isminin yesil yaziimasi sayesinde
yuksek yogunluk saglanmistir. Boylelikle gorselin ve temsil ettigi firmanin degeri artmaktadir.

Doygunluk (saturation); gorselde yesil renk orta doygunluk derecesindedir. Bu durum resmi web
sayfasinin arka planinda, sol taraftaki agaclarda, on taraftaki peyzaj bitkilerinde, arka taraftaki
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bina camlarinda ve firma ismi yazisinda yesil rengin farkli tonlari kullanilarak ince ve hassas bir
sekilde gerceklestirilmistir.

Saflik (purity); gorselde yesil rengin bina camlarinda, giristeki gtivenlik yapisinda ve firma ismi
yazisinda hibrit bir sekilde kullanimi postmodernizmi cagristirmaktadir.

Modulasyon (modulation); gorselde firmayi temsil eden bina yesil gerceve icine alinmis ve
camlar, firma yazisi ve guvenlik yapisinda kullanilan yesil renkle firma yesil de@erlerle uyumlu
tasvir edilmistir. Boylelikle bakis agisinin ve i¢sellestirdigi degerlerin yesil disince etrafinda
sekillendigi hissi uyandinimaktadir. Ozellikle camlardaki ve firma ismi yazisinda yesil rengin
module edilerek kullanimi incelikli ve ayrintili olundugunun gostergesidir.

Saydamlik (transparency); gorselde yesil cerceve olusturularak ve isik engellenmeyerek
saydamlik saglanmistir. Boylelikle arka plan gordlebilir kiinmis ve gizem olusturulmamistir.
Yesil gerceve ve camlardan yansiyan yesilin farkli tonlari sayesinde firmayi temsil eden bina,
firmanin yesil distinceyle i¢ ige gectigi yonunde bir anlam Uretecek bigimde donustirulmustar.

Parlaklik (luminosity); gorselde parlaklik sadece web sayfasinin arka plani olarak kullanilan yesil
renkte soz konusudur. Bu durum parlak bir pencereden gorsele bakmayi sagladigi igin yayilan
enerjiyi artirmaktadir.

Differentiation (farklilasma); gorselde renk gesitliligi kisith tutulmus, binalardaki gri ve beyaz
renkler disinda sadece yesil kullaniimistir. Bu durum maceraci degil dikkatli olundugunu
gostermektedir. Diger yandan yesilin farkli tonlarinin ¢esitli bicimlerde kullanimi bir coskunluk
hissi uyandirmaktadir.

Renk tonu (hue); gorselde yesil gergeve kullanilarak firma binasi 6n plana gikariimis ve sakinlik
izlenimi verilmistir.

GozUmleme 7
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Deger (value); gorsel bes ayri resim yan yana birlestirilerek olusturulmustur. Gorselin sag ve sol
iki ucundaki resimlerde yogunlukla yesil renk hakimdir. Bu sekilde izleyici algisinda gorselin ve
firmanin degeri artinlmaktadir.

Doygunluk (saturation); gorselin her iki ucundaki resimde de yesil renk doygunlugu yiksek
oranda saglanmistir. Soldaki resimde topraktan filizlenmis yesil bir bitki ve gines 1siginin
yapraklardan yansimasiyla yukari dogru yayilan acik yesilin olusturdugu bir doygunluk soz
konusudur. Sagdaki resimde su kenarinda aJaclar ve yesil sazliklar, agac ve sazliklarin su
yUzeyine yansimasiyla olusan yesil goruntu, su kenarindan daglara kadar uzanan yesil bitki
ortusu sayesinde yuksek doygunluk elde edilmistir. GUnes 1sI§inin rengi yayma ve su yuzeyinden
yansitma ozelligi kullanilarak ince bir sekilde yesil renk tonlari yakalanabilmistir.

Saflik (purity); gorselin solunda yesil renk glines 1s1§1 sarislyla, gorselin saginda ise suya yansiyan
gok mavisiyle karistirilarak hibrit bir kullanim elde edilmistir. Yesil rengin bu sekildeki hibrit
kullanimi postmodern donemin ruhuna uygunlugu gostermektedir.

Modulasyon (modulation); gorselde Uretimi temsil eden ates renginin kullanildidr i¢ kisimdaki iki
resim dogay! temsil eden yesil rengin kullanildigi dis kisimlardaki iki resimle gergeve igine
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alinmistir. Bu kompozisyon firma dretim sureglerinin dogaya zarar vermedigi imajini
olusturmaktadir. Ayni zamanda yesil rengin diger renklerle module bir bicimde kullanimi dogal
gesitliligin korundugu algisi dretmektedir. Bu incelikli renk kullanimi yesil dustncenin degerlerinin
hassasiyetle tasindigi anlaminin gikariimasina imkan tanimaktadir.

Saydamlik (transparency); gorselde 1sik engellenmeyerek saydamlik sadlanmistir, gizem
olusturulmamis ve seffaflik hissi uyandinlmistir. Gorselin her iki tarafinda yesilin yogun ve
module kullanimi sayesinde ates rengiyle isaret edilen uretim anlami yesil fabrika yonunde
donusturdlmuastur.

Parlaklik (luminosity); gorselde parlaklik butine yayilmistir.  Ozellikle renkli yizeylerin
yansiticiligindan kaynaklanan parlaklik ruhsal bir dinamizm ve enerji hissi uyandirmaktadir. Ates
ve gunes gibi icten parlaklik yayan nesnelerin kullanimi dogaya ickin bir canliligin gostergesi
olarak kullaniimis ve gorselin degerini artirmistir.

Differentiation (farklilasma); gorselde ates kirmizisi, mavinin farkli tonlari ve yesilin farkli tonlari
kullanilarak renk cesitliligi yuksek tutulmustur. Ates kirmizisi Uretimdeki canliligi, mavi
sogukkanlhg ve sakinligi, yesil dogay! ve dogalligi ¢cagristirmaktadir. Mavi ve yesil renlerdeki
farklilastirma bir yandan hareket ve dinamizm izlenimi verirken diger yandan maceraci ve
coskunluk hissi uyandirmaktadir.

Renk tonu (hue); gorselde mavi ve yesil rengin yogun kullanimi sakinlik ve sogukkanlilgl, ates
rengi sicaklik ve enerjikligi cagristirmaktadir. Ates renginin bulundugu resimlerin her iki yaninin
mavi ve yesil yogun resimlerle ¢evrelenmis olmasi tretimin dinamik ve enerjik gerceklestirildigi
ancak dogaya zarar vermeme anlaminda dikkatli ve hassas olundugu hissi uyandirmaktadir.

Sonug ve Tartisma

Belirli firmalarin segilmis gorselleri renk bakimindan ¢ozdmlenirken iki uygunluk kriterine dikkat
edilmistir. Once rengin sosyo-kiiltirel baglami goz 6niine alinmis ve rengin cagristirdigi anlamlar
bu baglamdan turetilmistir. Sonra rengin ayirt edici 6zellikleri bir dizi olcekte sistematize edilmis
degerler skalasi Uzerinde konumlandinlimistir. Boylelikle anlamin ve anlatimin guglulugtne
yonelik degerlendirmeler yapiimistir (Kress ve Van Leeuwen, 2002).

Ik olarak renklerin sosyo-kiiltirel baglamda kazandiklari anlamlarin kullanimindan baslamak
gerekmektedir. Yesil renk kiltlr ve baglamlar arasi bazi farkliliklar olmakla birlikte genel olarak
dogayi, huzuru ve refahi ¢cagristirmaktadir (Van Leeuwen, 2011). Bu ¢agrisim o rengin farkli
kaynaklari veya tasyicilariyla agikga iligkilendirilebilir. Ornegin yesil, ovalarla ya da trafikte gegis
izniyle ve sUphesiz baska birgok seyle de iliskilendirilebilir. Daha sonra bu tur c¢agrisimlar,
baglamdan arindinlmis bir evrensel sistemde vyesilin anlami haline getiriimek Uzere
mutlaklastirilir (Kress ve Van Leeuwen, 2002). Yesil disincenin politik, ekonomik, kdiltirel ve
toplumsal anlamda etkin bir ideoloji haline gelmesiyle yesil renk gevrecilik ya da ekolojizmle
0zdeslestirilmis ve mutlaklastinimistir. Bu nedenle artik yesilin diger anlamlari iletisimde arka
planda kalmaktadir. Ornegin "Yesil Toronto" projesi icin olusturulan web sitesinde is adamlarina
“isinizi yesillendirin”, ebeveynlere ve ogretmenlere “yesil cocuklar” ve “yesil okullar’, cevreye duyarli
vatandaslara ‘mahallenizi yesillendirin® ve “evinizi yesillendirin® 6zel boluimleri bulunmaktadir
(Francesconi, 2016). Bu ornekte oldugu gibi ister metinsel olarak “yesil” kavraml, ister gorsel
olarak “yesil” renk iletisimsel mod olarak kullanildiginda izleyici dogrudan yesil dusince ile
iliskilendirmektedir (Van Leeuwen, 2011). Bu gergeklik giiniimuizde yerel yonetimlerden merkezi
idarelere, ticari isletmelerden politik yapilara kadar her turlu orgttlenmede yesil rengin algisal
kullanimini yaygin hale getirmekte ve yesil renk belirgin sekilde farkli ideolojik konumlari
gergeklestirmek igin kullaniimaya devam etmektedir (Kress ve Van Leeuwen, 2002; 2020).

Bu calismada firmalarin resmi web sitelerindeki ana sayfa gorselleri cozimlenmistir. Szl kodla
karsilastirildiginda gorseller daha yuksek bir iletisim potansiyeline ve izleyici Uzerinde etkiye
sahiptir. Gorseller dikkat cekici olma, aninda ve etkili bir sekilde duygulari uyandirma, genis bir
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gagrisim yelpazesine sahip olma ve daha kolay hatirlanma 6zelliklerine sahiptir. Bu da imaj ve
tanitim faaliyetlerinde onlara énemli bir islev yiklenmesine neden olmaktadir (Francesconi,
2016). Bu nedenle firmalarin resmi web sitesi tasarimcisi ve karar vericilerinin segici ve dikkatli
hareket ettikleri varsayilabilir. Cunkd bu gorseller bir taraftan izleyici Uzerinde anlam Uretimini
saglarken diger taraftan firmalar agisindan oldukga onemli gortlen kimlikleri de belirtmektedir
(Kress ve Van Leeuwen, 2002; 2020).

Cozlmlenen gorsellerde en ¢ok yesil gerceve icine alinmis firma yonetim binasi ya da fabrika
binasi dikkat gekmektedir. Bu tasarimdaki amag firma ile yesil rengin temsil ettigi ideolojiyi
iliskilendirmek ve 6zdeslestirmektir. Yesil renk burada gosterge degil, gosterendir ve gosterge
yapicilari olan firmalar ile yorumcu (katilimcilar) konumunda olan izleyiciler arasinda belirli bir
baglamdaki iletisimsel ihtiyaca ve ilgiye cevap vermektedir (Kress ve Van Leeuwen, 2020).
Firmanin ilgi ve ihtiyaci imaj ve algisinin yesil dusunce ile uyumlu oldugu yonunde bir anlam
uretilmesidir. izleyicinin ilgi ve ihtiyaci ise tavir ve talepte bulunacagi firmaile ilgili bilgi ve kanaate
sahip olmaktir. iletisim firmalarin kontrolinde oldugu igin yesil renk oncelikle sembolik ve
duygusal degeri olan olgularla iliskilendirilerek gagrisimsal bir bicimde kullaniimaktadir. Ayrica
yesil rengin rahatlatici ve ferahlatici fiziksel etkisinden de ikinci planda yararlanmak istenmis
olabilir (Kress ve Van Leeuwen, 2002; 2020).

Ikinci olarak renklerin ayirt edici dzelliklerinin bir dizi dlcekte sistematize edilmis degerler skalas
uzerinde nasil konumlandirildiklarini de@erlendirmek gerekmektedir. Bu tur ¢ozumlemeler
turuncu, kirmizi ve sarinin ates, gunes ve isiyla iliskilendirilmesinde oldugu gibi ¢ogunlukla
benzerliklere dayanir. Bu tur renkler sicak renkler olarak tanimlanir ve enerji, hareket ve canliligi
cagnstinr. Yesil, mavi ve gri soguk renkler olarak kabul edilir ve sakinlik, durgunluk ve dinginligi
cagristinr (Caivano, 1998). Cozimlenen gorsellerde yesil rengin kullaniminin yogunluk ve
doygunluk anlaminda yuksek tutuldugu gorulmektedir. Yesil rengin yogun kullanimi gorselin ve
firmanin degerini artirirken, doygunluk bunun ince, hassas ve coskulu bir sekilde yapiimasini
saglamaktadir. Gorsellerin bazilarinda yesil saf olarak bir kisminda ise hibrit bir bicimde
kullanilmistir. Saf kullanim modernizmi, hibrit kullanim postmodernizmi ¢agristirmaktadir.
Ancak her iki kullanim turd agisindan genel bir yayginliktan bahsetmek mumkun degildir. Yesil
rengin fabrika ya da firma binasi gibi bir nesneyle moddile edilerek kullanimi yaygindir. Bu durum
firma kimligi ile yesil disince arasinda bir iligkilendirme amaclandigini gostermektedir. Diger
yandan yesil rengin diger renklerle module edilmesi ise bunun ince bir sekilde yapilmaya
calisildidr izlenimi vermektedir (Kress ve Van Leeuwen, 2002; 2020).

Gorsellerde genellikle firmayl temsil eden nesnelerin yesil cerceve icine alinarak ve isik
kisilmayarak saydamlik saglandigi gortlmektedir. Boylelikle arka planda gosterilmek istenilen
nesne on plana ¢ikarilmakta, seffaflik hissi uyandirimakta ve firmanin dis diinyaya yesil distince
penceresinden baktidi izlenimi verilmektedir. Boylelikle gorseldeki maddi nesnenin anlami yesil
dustnce etrafinda dontsturtlmektedir. Gorsellerin bazilarinda yesil rengin parlaklidr artinlmuistir.
Parlaklik nesnelere ruhsal dinamizm ve enerji 6zelligi kazandirmaktadir (Kress ve Van Leeuwen,
2002; 2020). Bu sayede bir yandan firmanin faaliyetlerinde dinamik ve enerjik oldugu izlenimi
verilirken diger yandan firma faaliyetlerinin dogadaki canhlia hicbir zarar vermedigi hissi
uyandirimaktadir.

Gorsellerde renk ve ton farkliiginin gogunlukla kisith tutuldugu gorilmektedir. Ozellikle yesilin
yaninda mavi rengin kullanimi dikkat cekmektedir. Renk kombinasyonlarinda ya yesil ile baska
bir renk i¢ ice gelmektedir (igsellik), ya her iki renk kismen ortismektedir (6rtiisme) ya da her iki
renk yan yana (yan yana gelme) kullaniimaktadir (Caivano, 1998). Bazi gorsellerde ates rengi ile
yesilin yan yana bulunmasi uretimin dogaya zarar vermeyecek sekilde yapildigini, fabrika ya da
yonetim binasi renginin yesilin iginde bulunmasi yesil dustncenin icsellestirildigini
gostermektedir. Firmayi temsil eden renk ile yesil rengin kismen ortismesi yesil dustncenin
firma kimliginin bir pargasi haline getirildigi izlenimi vermektedir. Renk ve ton ¢esitliliginin kisitl
tutulmasi ise maceraci ve coskun degil dikkatli olundugu seklinde yorumlanabilir. Yesil ve mavi
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rengin yogun kullanimi sakinligin ve arka planin one cikariimaya calisildiginin gostergesidir
(Kress ve Van Leeuwen 2002; 2020).

Son olarak yesil rengin kullaniminin st islevsel analizi yapildiginda yesil rengin her Gg¢ islevi de
ayni anda gergeklestirdigi gortlmektedir (Kress ve Van Leeuwen 2002; 2020). Anlatimsal
(duslnsel) olarak yesil renk yesil distnceyi acik bir sekilde belirtmektedir. Bu nedenle gevre
konusunda toplumsal hassasiyet algisi yiksek olan demir-celik Ureticisi firmalar resmi web
sitelerinin en ¢ok gozlemlenen ana sayfalarinda yesil rengi yogunlukla ve ince bir sekilde
kullanmaktadir. Etkilesimsel (kisilerarasi) olarak yesil renk gosterge yapici olan firmalar ile
yorumlayici olan izleyiciler arasinda anlami aktarabilmektedir. Dizensel (metinsel) olarak yesil
renk, gorsellerin bolumleri arasinda tutarlilik olusmasina ve metnin bir temel anlam Uretmesine
yardimci olmaktadir. Boylelikle yesilin kullanimi gevre hassasiyeti olan ya da yesil dusunce fikrine
sahip olan insanlarla firma ve firma kimligi arasinda spesifik bir iliski kurulabilmesini
saglamaktadir. Yesil renk bir yandan belirli bir dusunceyi temsil ederken ayni zamanda izleyiciler
ile firma arasindaki etkilesimi yonlendirmektedir. Resmi web sitelerinin ya da gorsellerin arka
plan rengi veya cergeve rengi olarak kullanilmasiyla gorselin bir butun igerisinde tutarhlik
kazanmasina katki sunmaktadir.

Yesil disuncenin hegemon bir ideoloji haline gelerek orgutsel kimlikleri nasil etkiledigini ve
orgutlerin kimliklerini yesil dusunce merkezinde donusturtrken renkleri nasil kullandigini
aciklamaya calistigimiz bu arastirma, firmalarin gorsellerinde yodun bir sekilde yesil rengi
kullanmaya calistiklarini agik bir bigimde gostermektedir. Buttin firmalar icin gegerli olan bu
durum su soruyu beraberinde getirmektedir: “Butin firmalarin ana gorsellerinde yesil rengi
yogun bir sekilde kullanmalari tesaduf mudur?”. Sosyal semiyotik analize gore renkler birer
moddur ve anlam igerirler, kullanimlarinda duzenlilik ve Ureticisinin ¢ikarini yansitan isaretler soz
konusudur. Bu nedenle tesadufi, amagsiz ve anlamsiz olgular olarak degerlendirilemez.
Cevrecilik konusunda kurumsal ¢evresinin oldukca hassas oldugu demir-celik endustrisindeki
onde gelen firmalar kendileri hakkinda cevresel aktorlerin en kolay ve basit sekilde bilgi
alabilecekleri, karar, yargi ve tercihlerini etkileyebilecek ilk izlenimleri edinebilecekleri resmi web
sitelerinde yesil rengi yogun ve firmayi temsil eden nesnelerle iliskili bir sekilde kullaniyorsa
bunun stratejik bir nedeni soz konusudur. Bu stratejik neden hegemon yesil ideolojinin meydana
getirdigi kurumsal baskidan kurtulmak ya da kurumsal taleplere cevap verebilmek icin yesil
dusunceyi kimliginin merkezine yerlesmis gibi gostermek ve butln karar sureclerinde yesil
dusuncenin hassasiyetleriyle hareket edildigi algisi Uretmek ya da izlenimi vermektir. Bu
calismanin sonuglari, kuresel duzeyde hegemonik bir glce ulasan yesil dustuncenin orgutsel
kimlikleri nasil etkiledigine ve orgutsel kimlikler yesil dustnce merkezli donusturdlurken renklerin
nasll kullanildigina ilskin bakis agilarini genisletmeye ve orgutlerin iletisim stratejilerinde renkleri
nicin kullanabileceklerine dair tartismalari zenginlestirmeye katki sunacaktir.

Yazar Katki Oranlari

Calismaya 1. Yazar: %50, 2. Yazar: %50, oraninda katki saglamistir.

Cikar Gatigmasi Beyani

“Yesil orgutsel kimlik: orgutlerin nicin yesil gorunduklerinin sosyo-semiyotik analizi” baslikli

makalemizin herhangi bir kurum, kurulus, kisi ile mali ¢ikar gatismasi yoktur. Yazarlar arasinda
da herhangi bir ¢ikar ¢catismasi bulunmamaktadir.
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