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ABSTRACT

The concept of the consumer society refers to an economic and cultural structure where individuals are motivated
by both their basic needs and desires to continuous consumption. Since the Industrial Revolution, the act of
consumption has significantly accelerated and taken on new meanings, shaped by globalization, mass
communication tools, and marketing strategies. This transformation has resulted in individuals defining their
social prestige through the objects they possess, turning consumption into an identity-construction tool. From a
broader perspective, this process has also led to significant challenges concerning ecosystems, natural life, and
environmental sustainability. In response to these emerging issues, steps have been taken in production and
distribution processes under the framework of the “eco-fashion” movement. One prominent example is H&M, a
fast fashion brand producing clothing for men, women, and children. In recent years, H&M has positioned itself
as a representative of ecological fashion by introducing products made from recycled and environmentally
friendly materials. This study conducted a semiotic analysis of the sections on H&M's website categorized under
“sustainability,” where the brand claims to offer environmentally friendly products while detailing its production
and distribution processes. The combination of visual elements and textual choices used in these explanations
revealed both the distinctions and similarities between ecological fashion and the conventional fashion industry.
The analysis demonstrated that while H&M promotes a sustainable fashion ideology and an environmentally
respectful image, it simultaneously seeks to sustain consumption itself. The portrayal of production and
distribution processes as highly “innovative” and "harmless” positions the products as “alternatives,” transforming
them into a campaign that justifies their consumption. Findings obtained through semiotic analysis indicated that
initiatives taken under the guise of ecological concern generate new market opportunities and customer
demands, illustrating how any emerging idea can evolve into an industry. Moreover, this study highlights that
every aspect of capitalism can, in essence, be rendered “sustainable.”
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Introduction

The concept of need, which wields the power to shape human life in many dimensions, is a
primary element of the consumption phenomenon (islamoglu & Altunisik, 2008, p. 3). The
increasing integration of these habits as an essential aspect of daily life results from the
dynamics of a consumption society and, fundamentally, capitalism. In addition to basic
necessities, such as food, drink, and shelter required for survival, individuals have come to
possess needs that provide emotional satisfaction. As a concept, evolving conditions and
shifting circumstances have enabled the need to acquire new meanings, manifesting as a
characteristic of increased and accelerated consumption. Maslow's hierarchy of needs holds
particular significance in examining the concept of need. According to Maslow, needs are the
most influential factor shaping human behavior, and they inherently possess an instinctual
quality. He distinguishes between needs that can be met and those that are less. While
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physiological, social, and security-based needs are met periodically, fullfilling esteem and self-
actualization needs is considerably more challenging (Parilt, 1999, p. 270).

Douglas and Isherwood, adopting a different perspective on consumption and its processes,
integrate the consumption phenomenon within the social realm. They argue that consumption
is so extensive that it cannot be merely reduced to an activity's outcome or sole objective. As a
facet of sociability, consumption encompasses many processes, ranging from socialization to
establishing interpersonal relationships (Douglas & Isherwood, 1999, pp. 8-9). This observation
underscores the profound impact of consumption on human relationships. Bauman, in his
analyses of the consumption society and its processes, articulates the following: “Just as our
ancestors among whom philosophers, poets, and moral educators grappled with the question
of whether man works to live or lives to work—today we are most frequently confronted with the
dilemma of whether man consumes to live or lives to consume. In other words, can we still
speak of living independently of consumption, and do we need such a separation?” (Bauman,
2010, p. 48). Researchers generally associate the relationship between life and consumption
with a process of “transformation.” In contemporary society, fashion is one of the domains in
which consumption and its associated habits are most conspicuous. Trends and structures in
areas, such as clothing, food, shelter, and health constitute a powerful system that accelerates
and amplifies consumption beyond basic needs. The impacts of a globalizing worldand the
consequent erosion and threat to the uniqueness of local cultures have also become a subject
of scholarly inquiry. Research on consumption and fashion elucidates the effects that a
consumption society exerts on individuals. The detrimental impacts of the fashion industry and
its allied sectors are not confined solely to the social sphere but also pose significant ecological
risks. The relentless consumer frenzy, along with companies striving to meet product demands
through the unsustainable use of natural resources and harmful practices in production and
distribution, have led to irreversible consequences. In this context, fashion and its by-products
have come under scrutiny as an integral component of the capitalist system, prompting some
companies to advocate for a paradigm of sustainable fashion. Campaigns and improvements
in production conditions by firms claiming environmental sensitivity serve as manifestations of
their perceived responsibility in the face of ecological crises.

The Concept of Consumption

The consumption phenomenon has long been the subject of intense debate. With its socially
enveloping features, consumption cannot be considered separately from value judgments. At
the same time, it has taken on the character of a battleground for competing values and
ideologies. In traditional societies, the possibility of unmet needs might signal social or moral
problems; however, in consumer culture, the idea that individuals may have unlimited needs is
accepted as normal (Acar & Kavuran, 2021, p. 236). Although there are differing perspectives
regarding needs and their related phenomena, the notion that individuals can possess unlimited
needs has become synonymous with the capitalist system.

The concept of consumption takes on different meanings depending on its underlying
theoretical framework. Some sociologists approach the concept in ways that diverge from
monetary, Keynesian, or Marxist economic theories. In this context, when sociologists analyze
social movements independently of political and economic movements, they begin to evaluate
the consumption phenomenon not merely as an economic behavior but as a social
phenomenon. For example, Max Weber played a significant role in the development of sociology,
introducing “social status” in his analyses of social structures (Bocock, 2009, p. 15). Raymond
Williams (2003, p. 449) defined consumption as “to annihilate, to waste, to squander, to
consume.” Considering these explanations, it is evident that, in a capitalist society, consumption
is a behavior that needs to be controlled and directed (Featherstone, 2007, p. 49). As the
consumption phenomenon is not merely a mechanical process, it is intrinsically linked to
cultural values, symbols, and images. In this context, marketing products and services to
consumers—with the aid of consciousness, psychoanalytic processes, and classical and
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operant conditioning techniques from psychology—aims to shape individual and group
behaviors to sustain and perpetuate consumption. In this way, a link between consumption and
desire is also constructed. It appears that, to increase consumption, products are defined
according to personality types, and various identities, lifestyles, and approaches to spending
leisure time are designed based on consumption phenomena rather than on family roles or
environmental role models (Oztiirk, 2013, pp. 152-153).

Overall, consumption is generally understood as occurring to bridge the perceived gap between
the material and spiritual selves. It is also appropriate to define consumption as the acquisition,
possession, use, or disposal of a product or service to meet a specific need. The individual who
carries out this process is, in turn, the consumer (Odabasl, 2013, p. 4). Baudrillard (2018, p. 97)
argues that consumption should be viewed as an active social behavior and as a compulsory,
moral, institutional, and societal value system.

Consumption Society

The term "consumption society" is sometimes used in modern Western societies to indicate
that these societies are increasingly focused on consumption (the accumulation of goods and
entertainment) rather than on the production of goods and the provision of services (Marshall,
1999, p. 768). In this context, the concept traces its origins back to the Industrial Revolution of
the early 19th century, when increased production enabled social groups to forge their own
paths. The first new consumer groups were primarily the upper classes and aristocrats, who
created a large market for new luxury goods. With the evolution of economic systems,
consumption and the habits associated with it increased among various social groups
throughout the 19th and 20th centuries (Giddens & Sutton, 2016, p. 148).

When consumption is examined as a cultural phenomenon, three approaches emerge. The first
perspective posits that consumption culture is rooted in the proliferation and increased
production of jewelry and valuable items. The second perspective maintains that benefits and
power derive from the presentation, maintenance, and construction of societal order,
suggesting that the various ways in which people use products aim at creating social
connections or distinctions. The third perspective refers to a process wherein the emotions,
dreams, and desires expressed within the consumer's cultural mindset evoke pleasure,
providing both physical stimulation and aesthetic satisfaction (Featherstone, 2007, pp. 36-37).

The process of societies acquiring consumer characteristics accelerated after the 1950s,
particularly in the West, where the impact of the Industrial Revolution was profound. As Fordist
production expanded, rapid shifts in the balance between supply and demand compelled
producers to adopt diverse strategies—primarily due to the necessity for products from mass
production to be consumed swiftly. As the structural features of the consumption society began
to emerge, it acquired a continuously dynamic character. A large segment of the population
began to experience a cultural drive for upward social mobility and the need to display this status
through symbols (Baudrillard, 2018, p. 125). The consumption society has been shaped by the
comforts provided by the capitalist system and has sustained its existence accordingly. In this
framework, the creation of appropriate social conditions has become essential for the survival
of capitalism.

One of the most striking characteristics unique to consumption societies is the creation of non-
existent needs. Individuals not only possess a desire to consume the products they require, but
they also harbor a desire to consume for the needs they have mentally constructed. Naturally,
these fabricated needs are not desires the individual has devised independently or monopolized.
Rather, they are needs instilled through exposure to media content and societal institutions
integrated into daily life, which trigger an urgent demand for fulfillment. In this context,
individuals gravitating toward increased purchasing derive material and spiritual pleasure. The
capitalist system'’s implicit message that "you deserve more" engenders discontent regarding
both living standards and social status. Consequently, individuals opt to alleviate the resulting
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economic difficulties—problems that are disproportionate to their actual material earnings—by
working harder. In this way, individuals within the perpetually dynamic consumption society
ultimately acquire the very characteristics that the system seeks. Consumers who work as they
consume and who consume even more as they work become essential to maintaining the
system's sustainability.

Consumption and Fashion

Today, the concept of fashion encompasses appearance, form, meaning, sound, movement,
behavior, and posture. It refers to an image or style that an individual adopts either occasionally
or within a specific time (Longman-Metro, 1993, p. 55). In the context of fashion and
consumption, the objective is for everything related to fashion to become commodified and to
foster image-consciousness (Saribay, 1993, p. 50). KiAs design this process. The produced
images are organized into a market and disseminated to the masses through these instruments.
Historically, visually appealing images were propagated until they achieved iconic status. For
example, figures, such as Chaplin with his hat and cane, Hitler delivering speeches in
Nuremberg, Churchill making the V-sign, Roosevelt in his black cape, Marilyn Monroe with her
skirt billowing in the wind, and thousands of others have all become commodities in the
universal realm of images (Toffler, 1981, p. 219). According to Kellner (1991, p. 89), needs,
values, and everyday behavioral patterns—among the defining elements of our lives—are
critically significant about advertising, fashion, and the consumption phenomenon. In this
context, the advertising and fashion industries are compelled to persuade consumers to alter
their entrenched habits and replace old products with new ones, as maintaining high
consumption demand is essential. Individuals continuously engage in consumption to creatively
combine their personal identities with their sense of comfort. This process unfolds in tandem
with the desire to gain social acceptance and popularity. To demonstrate conformity to social
norms through their attire and to enhance their popularity, individuals engage in ongoing
consumption. However, the products and fashions produced through mass production foster
an artificial and counterfeit individuality. By utilizing these products, individuals effectively
transform themselves into consumer subjects and create images that are, in essence,
standardized. In other words, while consumption and fashion claim to promote individuality,
they actually contribute to the reinforcement of a homogenized image.

Fashion also serves as a common mode of representation across various fields. Different forms
of fashion may emerge in scientific and philosophical contexts—such as Structuralism and
Existentialism—as well as in the automotive industry, advertising, religion, and other domains.
Fashion forms a common foundation across various systems. According to Baudrillard,
although fashion itself is an enduring concept, it is part of a system in which everything it
represents is inevitably destined to become obsolete and vanish over time. Only the forms
change—as exemplified by summer fashion, winter fashion, or spring fashion—even though
invariability is proclaimed within the system; ultimately, everything is fated either to be
consumed or to perish. Nature, objects, culture, and all that exists are compelled to be
consumed as quickly as possible. Humans, as one of the fundamental functional components
of this system, must be present and must spend in order for consumption to occur. The system,
on one hand, encourages consumption by providing individuals with money, while on the other
hand it compels consumption to reclaim that money (Adanir, 1991, p. 64).

For individuals homogenized by fashion regardless of geographical boundaries or obstacles, the
process of cultural interaction has also begun to evolve differently. In this context, the “cultural
codes” and “cultural models” of powerful countries tend to influence other nations. The fact that
cultural products disseminated through the media are generally of U.S. origin reveals a process
of Americanization of life spheres (Bayhan, 1992, p. 199). With his concept of the
“McDonaldization of society,” George Ritzer defines McDonaldization as the globalization of the
American lifestyle (Ritzer, 2009, p. 56). This observation demonstrates that the concept of
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fashion—though it may seem confined solely to the clothing and accessories sectors—
permeates every aspect of life.

Within capitalism—a system based on consumption—the fashion industry and its institutions
have become one of the most prominent arenas for accumulation and purchasing surplus
needs. The production of low-cost products within the fashion industry has boosted
consumption while simultaneously diminishing the perceived value of these products due to
their low prices. This scenario can quickly transform into a phenomenon of waste, increasing
raw material consumption and exacerbating environmental impacts, such as pollution and
global warming (Fogg, 2014, p. 486). In this context, recycling has emerged as one of the most
popular and effective practices today. There is a targeted effort to increase the use of recycled
fibers, yarns, and fabrics in international trade within certain regions. The fundamental
responsibility of companies in the fashion sector is to modify their production, distribution, and
marketing methods in accordance with sustainability strategies. According to Cheng (2019, p.
244), "Sustainability acknowledges the challenges that must be overcome despite the
unsustainable nature of the industry, in the face of growing societal concerns and a lack of a
clear plan.” Companies thus have an opportunity to adhere to sustainable consumption
principles. Another strategy is to promote conscious consumption habits through measures,
such as clothing labeling systems and the use of environmentally friendly lighting. Sustainable
fashion aims to meet future generations’ need while considering environmental, social, and
economic values based on ethical principles. It is intended to conserve resources through
practices, such as recycling, reusing, and reducing. Fashion designers are expected to integrate
sustainable fashion by considering the adverse effects of fast fashion (Yicel & Tiber, 2018, pp.
371-375).

Within capitalist production and consumption framework, contemporary environmental
movements are undoubtedly important for every sector. This study will critically examine the
extent to which the steps taken within the fashion and apparel sectors under the umbrella of
ecological ideology can be applied effectively and sincerely within a system that continues to
harm the environment.

Ecological Consciousness and Activism: A Changing World, Changing Movements

Ecological studies have been defined as efforts to consider the relationship between nature and
the individual and the exchanges that occur. Questions related to the origin, structure of nature,
and humanity's role within this structure have intrigued individuals since ancient times (Under,
1996, p. 15). Additionally, it would not be incorrect to assert that nature and certain principles
originated from ancient pagan religions, such as Hinduism, Buddhism, and Taoism (Heywood,
2007, p. 322). Generally, ecological thought and related studies have developed parallel with
changes and developments since the Industrial Revolution. Ecological thinking and
environmental approaches emerged in response to the role industrialization played in societal
and environmental life and the problems it created (Tok, 2003, p. 175). The term "ecology" first
appeared in 1866, introduced by Ernst Haeckel (1834-1919). He used the term to describe "the
study of all relationships of animals to their organic and inorganic environments." Since the
2000s onwards, ecology has also been recognized as 'a branch of biology studying the
relationships between living organisms and their environments" (Heywood, 2007, p. 259).
Callenbach (2011, p. 471) emphasizes that ecology focuses not on cause-and-effect
relationships, like traditional science, but on order, networks, balance, and circulation—drawing
attention to the functional nature of this perspective. In this context, a social system that
considers humans superior to others has also led to a global environmental crisis. Capitalism
and related systems have disrupted balances across various domains, from society to the
economy, generating problems. Environmentalism, as a movement, addresses issues like
pollution and global warming, undertaking efforts to tackle these challenges. In solving these
problems, ecological movements aim to address human impact through structural solutions.
Ecological thought is presented as an approach that does not disregard economic and social
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effects. Steps and changes in ecological thinking require significant transformations and
solutions. Proponents of this perspective argue that nature does not hold inherent value.
Instead, investigating and reflecting on the relationship between nature and humans to provide
lasting solutions to existing problems is deemed the most valuable approach (Onder, 2003, p.
11). One of the primary goals of this process is to decode the relationship between humans and
nature. Generally, environmental developments and movements, influenced by economic,
social, and cultural factors, appear complex and heterogeneous. Individuals or groups that care
about environmental issues often represent diverse views, which is reflected in their actions. For
instance, environmental problems may be taken to the political arena by green parties or
addressed by NGOs, such as Greenpeace, Friends of the Earth, or the World Wide Fund for
Nature. Examining these actions reveals that the influence and structural solutions proposed
often fall short. Furthermore, environmental activists can be divided into two groups: those who
adopt a human-centered approach and those with more radical, sharply defined views (Tok,
2003, pp. 175-176). There has also been considerable criticism directed at the works
undertaken in response to the social and economic problems caused by the capitalist system
and its organs. Ecologists argue that to provide lasting solutions to these issues, the ideological
mistakes made initially need to be acknowledged and rectified.

Ecological Consciousness and Activism: A Changing World, Changing Movements

Ecological studies have been defined as endeavors to reflect upon the relationships and
interactions established between nature and the individual. Questions regarding the origin and
structure of nature, as well as the role of humans within this framework, have intrigued people
since ancient times (Under, 1996, p. 15). Furthermore, it would not be incorrect to claim that
nature and certain principles have been derived from ancient pagan religions, such as Hinduism,
Buddhism, and Taoism (Heywood, 2007, p. 322). In general, the origins of ecological thought
and its related studies have evolved in parallel with the transformations and developments since
the Industrial Revolution. Ecological thought and environmental approaches emerged as a
reaction to the role industrialization played in both societal and environmental life and the
problems it engendered (Tok, 2003, p. 175).

The term “ecology” was first used in 1866 by Ernst Haeckel (1834-1919), who defined it as "the
study of all the relationships between animals and their organic and inorganic environments."
Since the 2000s, ecology has also been recognized as a branch of biology that examines the
relationships between living organisms and their environments (Heywood, 2007, p. 259).
Callenbach (2011, p. 41) argues that, unlike traditional science, which emphasizes cause-and-
effect relationships, ecology focuses on order, networks, balance, and circulation—highlighting
the functional nature of this perspective. In this context, a social system that considers itself
superior to others has given rise to global environmental problems. Capitalism and its affiliated
systems have disrupted balances and generated issues across various dimensions, from the
social to the economic spheres. As a movement, environmentalism addresses challenges, such
as pollution and global warming by undertaking targeted initiatives. Ecological movements, in
their efforts, seek to mitigate the impacts caused by humans through structural solutions.
Ecology is thus presented as an approach that does not disregard economic and social effects.
Proponents of ecological thought and its initiatives advocate for fundamental changes and
enduring solutions. They argue that nature does not possess an inherent, intrinsic value; rather,
the critical examination of the relationship between nature and humans and the provision of
lasting contributions to solving existing problems is of paramount importance (Onder, 2003, p.
11). In this process, deciphering the "code" governing human nature interactions is one of the
primary objectives.

Overall, environmental developments and the movements addressing them exhibit a complex
and heterogeneous structure influenced by economic, social, and cultural factors. Individuals or
groups with environmental sensitivity may display considerable diversity, which is also reflected
in their actions. For instance, environmental issues may be brought into the political arena by
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green or environmental parties, while non-governmental organizations, such as Greenpeace,
Friends of the Earth, and the World Wide Fund for Nature undertake related initiatives. Reviewing
these actions reveals that the impacts and structural solutions implemented often prove
insufficient. Moreover, those with environmental sensitivity can be broadly categorized into two
groups: those who adopt a human-centric approach and activists with more radical, sharply
defined positions (Tok, 2003, pp. 175-176). In response to the problems generated by the
capitalist system and its institutions in both the social and economic spheres, numerous
criticisms have been raised regarding the existing approaches. According to ecologists,
achieving lasting solutions necessitates first acknowledging and amending the ideological
errors underpinning these issues.

Methodology

This study employed the semiotic analysis method. The primary reason for choosing this
method is that the sample comprises images on the brand’'s website designed to create
perceptions. Generally, the conceptualization of this method can be traced back to ancient
origins; however, as an academic discipline, it only emerged in the second half of the 20th
century. Many fields within the social sciences have drawn on—and continue to draw on—
elements of semiotics. Semiotic theory developed within the realm of linguistics considering the
perspectives of Saussure, Barthes, Hjelmslev, and Martinet (Aktulum, 2004, p. 1). Today, it is
widely accepted that semiotic theory occupies a significant position in linguistics, especially in
theoretical and pedagogical language research. Some researchers, influenced by
communication theory, focus on the study of signs—referred to as semiotic knowledge—while
others direct their efforts toward investigating the meaning of speech and text. Semiotics is also
known as the science of value theory or as the method for analyzing value in texts. This
approach offers various ways to interpret values and evaluate the outcomes produced. In this
context, different levels of perception—such as sensory, intellectual, moral, numerical, and
aesthetic perceptions—are all examined and scrutinized through semiotics (Erkman, 2005, p.
13). The cognitive forms and styles representing these phenomena are interpreted using
semantic and semiotic methods and concepts.

Semiotics is essentially the study of signs; it is the analysis of any milieu as a system of symbols.
It examines everything that can be utilized for communication—natural human language,
gestures, the alphabets used by deaf individuals, images, road signs, city maps, the organization
of traffic routes within a country, architectural plans, musical compositions, theatrical
performances, advertising posters, money, written texts, fashion, and, in short, everything that
carries meaning and significance. It is based on a system comprised of various symbolic units,
which in themselves do not inherently express meaning. These units are often called signs
(Rifat, 2014, pp. 113-115).

To understand semiotics, Descartes’ method—dividing a problem into its smallest possible
parts and then proceeding from simple, controllable units—is of considerable importance. By
applying this approach, which originates from one of the pioneers of scientific thought to
scientific analysis, semiotics emerges as a methodological approach that emphasizes clarity,
logic, and, above all, creativity. In a sense, semiotics tends to explore the different levels of
production process systems, their interconnected constituent components, and deep semantic
explanations. Each analysis creatively uncovers new features and, consequently, new
relationships (Klinkernbern, 1996, p. 9). Generally, semiotics, like other methods, is shaped
according to certain principles—one of the most important being objectivity. It also questions
whether objectivity is relative. This approach assumes that individuals approach every subject
they value through signs, and it is on this assumption that the analytical process is based.
Historically, especially since the 1950s, semiotics has frequently been used in the analysis of
media and other materials and has been applied in many fields, including medicine. “As
explained by Saussure and Barthes, when we hear a word in everyday language, this sequence
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of sounds evokes a concept in our mind. Of course, for this alignment to occur, one must know
the language’s code. This word evokes, more or less, the same concept in the mind of anyone
who knows the code. The first concept that comes to mind is the meaning that the sign carries”
(Erkman & Akerson, 2016, pp. 53=111).

Multiple meanings can emerge in the mind regarding a given concept. The resultant meanings
may be many and varying from person to person or across different societies. The meaning of
images can be influenced and transformed by an individual's or society's historical memory or
communication tools. According to Barthes, the meaning of thought is explained by what the
signs represent, while meaning itself is explained by what the signs signify. In this context, the
cultural codes formed by accumulated knowledge cause the sign and the signified to acquire
different meanings. At the conclusion of this process, a functional definition emerges. The
signified becomes one of the two binding elements of the sign. The only difference in opposition
is represented by the sign’s own contrast. Through this process, the relationship among the
signifier, the signified, and the sign creates meaning. While the signifier, the signified, and the
sign constitute the primary level of meaning, a secondary level encompassing the first level is
also established. Therefore, “the semantic system is the system in which a system of meaning
at the level of representation is formed” (Batrhes, 2016, pp. 35-88).

According to Saussure, every sign, image, object, and sound consists of the “signifier” and the
concept (or meaning) it represents. Saussure’s division of the sign into these two fundamental
components—and his assertion that the relationship between them is arbitrary—is of great
importance for the development of semiotics. From another perspective, Peirce examines the
three different aspects of signs from an alternative angle to describe the analytical process
(Berger, 1993, p. 29).

Results

H&M The H&M brand is recognized as a producer of ready-to-wear clothing for women, men,
and children and has recently expanded its production to include "home textiles." “H&M, Hennes
& Mauritz AB, is an international retail clothing company based in Stockholm. Operating in the
ready-to-wear sector, the company manufactures clothing items for men, women, youths, and
children. As of 2019, it operates in 74 countries through 5,000 stores under various brand names
and employs 126,000 workers” (Wikipedia, 2023). Evolving and changing social conditions,
along with the resulting economic policies, have steered such companies toward increased
production and sales. Consequently, it has been observed that rapid consumption resulting from
this production surge has led to escalating issues, such as environmental pollution. Companies
and enterprises that aim to draw attention to these problems and seek solutions promote
practices they believe will inflict less harm on nature and the world rather than simply slowing
down production and consumption processes.

On the brand’s website, under the “Our Efforts” section and featuring the slogans “Let’s innovate,
let's be fair, let's be for all of us, let's be transparent, let's clean up, let's close the loop,” one of
the statements regarding the sustainable production and sales process is as follows:

“Our planet does not have enough natural resources to allow us to continue doing what we
are doing. That is why we need to do things differently. The fashion industry is one of the
most polluting and water-intensive industries in the world. By investing in new technological
solutions, we aim to change the ways in which we produce, use, and bid farewell to our
garments. No more worn-out jeans or fabrics requiring intensive water usage ending up in
household waste. Instead, we want to eliminate waste and ensure that materials circulate in
closed loops.” (H&M, 2023)
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Figure 2 Explanations Regarding Sustainability Practices on H&M's Website

In the sustainability section of the website, the initial explanations pertain to the production and
distribution processes. The initiatives being undertaken are presented to customers under the
slogan “Deep Dive for Our Customers.” In this context, the emphasis on transparency regarding
the process emerges as the primary element. Other sections available for consumer review
areorganized under headings, such as “Chemicals, Transportation, and Packaging,” which are
structured around the narrative of the products up to the point of sale. Under the “Chemicals”
heading, the slogan “Irritating pesticides and other substances have no place in fashion”
communicates to customers both the reasons behind the cause being supported and the
emotional stance associated with it. In this context, the explanation provided is as follows:

“Everything you can see, breathe, eat, drink, or touch is actually made up of chemicals. Even
you are composed of chemicals! However, there are good chemicals and bad chemicals,
and we want to ensure that they do not harm you or the environment. So, what are dangerous
chemicals? They are substances that are persistent, bioaccumulative, toxic, carcinogenic,
mutagenic, endocrine-disrupting, or reproductive toxins. Yes, it's a long list of things we don't
want to be present in our garments.” (H&M, 2023)

The explanations are supported with medical terminology, and they also allude to the potential
health issues that might arise as a result.

"As we wash, dye, and print our garments, our suppliers must meet our chemical
requirements. These are generally stricter than the regulations set by the industry, and what
matters most to us is that dangerous chemicals are neither used by us nor present in any of
our products. We were one of the first fashion companies to establish a Chemical
Restrictions List in 1995. Since then, this list has been continuously updated. We conduct
regular tests (for example, thousands each year) to ensure that our suppliers comply. To be
sure that we select the least harmful chemicals, we use a method called Tracked
Chemicals." With this approach, we aim to limit dangerous substances during the design
phase." (H&M, 2023)

The H&M brand characterizes the chemical contents used in its products as irritating This
approach is designed on a cause-and-effect basis, intended to evoke consumer empathy and
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enhance the brand's desirability. Another section, regarding transportation, is structured with
the slogan, “We work to deliver our products to you with as little impact as possible.” The
explanation that follows is:

“Transportation accounts for only about 2-3% of all our emissions, yet it is something we
can still improve. To transport our products in the most sustainable way possible, we have
joined two interesting collaborations and coalitions. Maersk, one of the world's largest
shipping companies, has invented what is called a ‘carbon-neutral ocean product.' This is a
blend of biofuel that replaces fossil fuels and reduces emissions from overseas
transportation (for example, derived from waste cooking oil). Since we place great
importance on maritime transport, this is very exciting news. In the Pathways Coalition, we
have joined forces with Scania, E.ON, and Siemens to implement fossil-free commercial
transportation initiatives by 2050. Together, we published a report demonstrating that this
is possible! The report helps us reduce our own carbon emissions and, we hope, will
encourage politicians and other businesses to take action. Some of the solutions aimed at
reaching this goal include smarter logistics and the electrification of vehicles and biofuels.
By simply improving routing and load management, CO2 emissions from road
transportation can be reduced by 20%." (H&M, 2023)

Explanations regarding the transportation process are designed to capture consumers’
attention and emphasize the approach’s uniqueness through novelty and distinctiveness. This
reflects an effort to persuade them of the critical importance of environmental sensitivity and
the significance of related initiatives. In this context, the focus is on drawing attention to the
effort to use alternatives to fossil fuels. When examining the combination of texts and visual
elements on the website, it is evident that natural materials are used alongside processed ones.
Consequently, the narrative underscores that clothing products, as a consumption element are
as essential as nature and all that belongs to it; the goal is not to eliminate consumption but to
stress the need for transformation.

The images and texts featured on the website emphasize that the primary focus is not on
abandoning or reducing fast consumption. This raises critical questions about whether the
policies implemented and the ecological fashion initiatives promoted within this framework truly
offer structural solutions to the broader environmental and social challenges posed by the
industry. While these initiatives may create an impression of sustainability, they often operate
within the same consumer-driven logic, ultimately reinforcing the mechanisms of fast fashion
rather than dismantling them.

In this context, if consumers are expected to change their purchasing habits or opt for products
manufactured through alternative processes, it becomes essential to examine the underlying
motivations driving these shifts. The suggestion that consumers “should also choose us in this
regard” subtly mirrors the deeply embedded capitalist rhetoric that equates consumption with a
fulfilling lifestyle. This notion aligns with the long-standing exhortation to “spend and live,” which
has been a foundational pillar of market economies. Rather than encouraging a fundamental
reevaluation of consumer behavior, such messaging perpetuates the idea that sustainability can
be achieved without significant systemic change as long as it remains within the boundaries of
continuous purchasing and market participation. Thus, while eco-friendly alternatives and
ethical production methods are important steps, they do not necessarily challenge the core
structures that sustain excessive consumption. Instead, they risk becoming another facet of the
same capitalist cycle, where sustainability itself is commodified and repackaged as a
marketable trend rather than a transformative movement.
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Table 1 Semiotic Parameters of the Sustainability Tab

Narrative indicators Technical Indicators

Indicator Showing Shown Color Light Format
Middle-aged Brand users, Pastel Artificial A woman watching the

Human woman, young customers, public, Colors and sea on the beach
women, and a citizens, individuals natural Two hands washing a
young man light garment in water
1-Seaside The natural and Containers being

Space 2- Stiidio (2) studio environments transported by sea
3-Sea  vessel thatalign with the text A hand simultaneously
carrying holding a brand’s shopping
containers bag and a flower

Straight Meaning Connotation

A lonely woman on the beach. An anxious individual looking at the sea and

worrying about nature.
A consumer trying to clean her clothes by washing them in  The need for a system and transformation where
water. cleaning with water is not sufficient and we can
pollute the nature even while cleaning. .
Sea transportation is also used to deliver consumer Maritime vehicles used to deliver products harm

products. nature and living things while using fossil fuels.
Transformation is required in this regard.

Hand-holding branding bag and a flower. Even our brand bags are respectful of nature. The
bags are recycled products and are as harmless as
a flower.

Theinclusion of visuals, references to analyses conducted by independent organizations, and citations of
scientific studies in which the company has participated are structured to demonstrate the seriousness
of the ecological steps taken. In this context, the company carries out a campaign encouraging
consumers to choose the ideal option by comparing its efforts with those of other companies that have
yet to take ecological steps. From a dramatic perspective, it is also evident that elements of nature are
incorporated with the intent of eliciting empathetic reactions. Additionally, the presence of non-ecological
products on the website, offered through discounts, promotions, and special deals for fast consumption,
supports the findings obtained through analysis in this regard. Furthermore, the company’s statement
regarding transportation processes—"We have implemented fossil-free commercial transportation efforts
by 2050"—highlights that these ecological initiatives are also positioned as a long-term investment for the
future. While the steps taken align with the vision of fashion’s transformation, it is undeniable that they
also carry commercial concerns. Moreover, the company appears to be striving to raise awareness of
ecological sensitivity by influencing other institutions and organizations. In this respect, numerous
documents and analytical reports are shared with consumers, further emphasizing the company’s
commitment to transparency and ecological responsibility

Daha sUrdUrilebilir materyallerimiz

wuz En

Liyosel

Figure 3 Statements about Sustainability Practices on H&M's Website
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Daha iyi bakalim

Biliyor muydun?

Kevafer Toplama Gisgimyanz, kend: slannds dosyasmn en bovok kampanvas ve duars Gapmdsis tien magazslsnmerds ges
donosem kutulan bulunuyor.

i

Let's be ?
, . Let's beforall > transparent

Let’s be fair > Tum da oldugon hakinle gel Croele nerede Sretidigin

Alods sdil olabikis mi® Evet H&A\I'de heskes: kucaklyoruz. kolar

Pamugu

dnemsiyoruz Besyidizllar  ~ Cigiraganlar 7
Pumufumazun timaminun oggank, H&Arde en gok klindpms Kelekironlanmisds kliarclin en

ges démistirshmss vera Better sevee dosts materyalles rabnds inovatf matervalles haknds il

Figure 5 Statements on Sustainability Practices on H&M's

The main element of the site, which includes content about sustainable production, is to
establish the consumer loyalty to the brand after the sale. In this context, images and
explanations containing recommendations on how the purchased product should be stored,
cleaned and maintained for longevity are often included. The explanations made in this context
are as follows:

Fashion items made from grapes and waste? Welcome to the future. Our planet does not
have enough natural resources to enable us to continue doing what we do. That's why we
need to do things differently. The fashion industry is one of the most polluting and water-
intensive industries in the world. By investing in new technological solutions, we aim to
change the way we produce, use and say goodbye to clothes. There are no longer worn-out
jeans and fabrics that require intensive use of water in household waste. Instead, we want
to eliminate waste and ensure that material exists in circles (H&M, 2023)
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The images placed on the website consist of clothes made from natural and waste products.
The element that draws attention in this context is the sadness of not being at the desired point
yet. This situation is a suggestion to the consumer to prefer ecological sensitivity by purchasing
the brand's products. This behavior, which advises the consumer to take responsibility, appears
to be an effort to make the production process and sales sustainable. While product
descriptions are made, scientific explanations and details are also added to explain the cause-
effect relationship of sustainability-oriented practices. In the visual in Figure 3, the phrase "take
care" on a textile tool on the fabric also draws attention. This situation still appears as a
"warning" for those who prefer unsustainable products.

Cigir acanlar

Figure 6 Images of Sustainability Practices on H&M's Website

A generally "nature-centered" approach comes to the fore in the website texts, which also
emphasize the "fast consumption” habit, a feature of the consumer society. It becomes clear
that the focus of ecology on the human-nature relationship is an approach that moves from
nature to humans, with qualifications, such as "we care about cotton" and "groundbreaking." The
fact that elements of nature are sometimes characterized by elements of personification
constitutes an example of this situation. Another point is that visual and literary elements are
generally structured around emphasizing the need for transformation. This emphasis draws
attention to the inadequacy of ongoing practices and the need for what needs to be done. It is
stated that only environmentally friendly products produced by the materials used in today's
clothing industry are available within the brand.

Table 2 Semiotic Parameters of the Sustainability

Narrative Indicators Technical Indicators
Indicator Signifier Displayed Color Light Form
Human Woman  Pastel Colors Human Artificial T1-Woman holding
Brand user Woman light stacked clothing
customers, Brand user sources. items in her lap.
public, citizen, customers, 2- Clothing
individual. public, products stacked
Space Stlidio(4) Nature and studio citizen, scattered on a
environment individual. floor.
compatible with the 3- Awoman
text. holding a bunch of
grapes and a
woman's shoe in
the same hand at
the same time.
4- A woman
holding a bag, a
bunch of grapes
and leaves.
Denotation Connotation
A woman with various clothing items. Since you bought these, you need them, but your need may

reoccur after a while.
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Used clothing items. The consumer products you own will become insufficient
after a while and will take up space. If this situation bothers
you, you should choose our sustainable products.

The products are produced with naturally sourced The shoes produced have a structure as natural as a bunch

materials. of grapes and do not produce waste.

Natural products, such as grapes can be used not

only for food but also for clothing. Leather can be

produced from natural products, such as grapes, and

then the development and protection of grapes and

other natural elements are supported.

Conclusion and Recommendations

The H&M brand appears to have a large market with its ready-made clothing products for
women, men and children. It is a brand that influential in consumer fashion/fashion
consumption, with its branches in many countries and the number of employees increasing day
by day. Inthis context, it also contributes to the creation of a shopping universe that never ends,
runs out or slows down, driven by the developing and changing conditions. With these
developments, the supply of raw materials and the steps in the production process of the
products produced have gradually started to depletion of natural resources and environmental
degradation. Many NGOs and organizations that are aware of the seriousness of the situation
continue their efforts towards this end. As a brand that integrated with the capitalist system,
H&M manages its responsibilities under the concept of "sustainable fashion." Within the scope
of this study, semiotic analysis of the brand's website also reveals implicit visual and literary
messages in this context. The company, which states that it tries to produce structuralist
solutions regarding life, nature and humans from an ecological perspective, unfortunately does
this process with "new areas of need and consumption trends." Attempts to market the products
obtained from recycled products with the concern of a new market are included in the process,
ignoring the complained capitalist system and the damage it causes to the ecological balance.
In this context, the solutions and recommendations offered do not go beyond the suggestion to
consume more. The "own fashion" of the products that are brought back to the market with
sustainable practices causes those products to be preferred not because of ecological
sensitivity but because they are "different." While consumers continue to prefer nature-harming
products, they also continue to add "green" products, whose production processes are more
dramatic and interesting, to their wardrobes. The slogan "We have created new ways to reward
H&M members" on the website where the brand announces its sustainable campaigns and
shares information about the process, reveal that sustainability is targeted not only at the
production stage but also at the consumption stage. "Promises," one of the most important
elements of capitalism, have taken their place among the discourses preferred by the brand. In
this context, the "ecological fashion movement" that is being tried to be implemented, while
creating its own market, strengthens its place among the exciting, new and marginal
experiences of capitalist consumption, rather than offering an alternative (harmless to nature-
sustainable).
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Arastirma Makalesi Acik Erisim

Tiiketim toplumu ve siirdiiriilebilirlik: Ekolojik moda
diisiincesine yonelik kampanyalarin gostergebilimsel analizi

Emre Ertirk’

TKastamonu Universitesi, Kastamonu, Tiirkiye.

OZET

TUketim toplumu, bireylerin temel ihtiyaclarindan c¢ok isteklere ve sirekli olarak daha fazla tiiketmeye
yonlendirildigi ekonomik ve kiltlrel yaplyi ifade etmektedir. Sanayi Devrimi'nden itibaren hiz kazanan ve yeni
anlamlara kavusan tlketim eylemi; kiresellesme, kitle iletisim araglari ve pazarlama stratejilerinin etkisiyle
bireylerin sosyal statilerini de belirlemeye baslamistir. Bu durum, toplumsal prestijlerini sahip olduklari nesneler
Uzerinden tanimlayan bireylerin kimlik insa araci haline gelmistir. Bu slreg, daha genis bir perspektiften
bakildiginda ekosistem, dogal yasam ve gevresel sturdrtlebilirlik agisindan 6nemli sorunlar da beraberinde
getirmektedir. Son yillarda ortaya gikan bu problemlere karsi; Uretimde ve dagitimda “ekolojik moda” hareketine
dair adimlar atilmaya baslanmistir. Bir hazir giyim markasi olan, kadin, erkek ve ¢cocuklar igin Uretim yapan H&M
markas! da son yillarda geri donusturilmis ve dogaya zararsiz materyallerden Urettigi Urlnlerle ekolojik bir
modanin temsilcigini Ustlenmistir. Bu baglamda calismada; H&M markasinin web sitesinde yer alan ve
“sUrdurdlebilirlik” olarak tanimlanan, dogaya zararsiz oldugu iddia edilen trtnlerin bulundugu, Uretim ve dagitim
sureclerinin ayrintisiyla anlatildigi alanlarin  gostergebilimsel olarak gozimlemesi yapilmistir. Strece dair
aciklamalar yapilirken kullanilan gorsel 6geler ve segilen metinlerin kombinasyonu, ekolojik modanin hali hazirda
var olan moda anlayisindan farkini ve benzerliklerini ortaya gikarmaktadir. Cozimleme; strddrdlebilir bir moda
sloganiyla galismalarini ytrtten, dogaya saygil 6zelligiyle 6n plana ¢ikan anlayisin ayni zamanda “tiketimi” de
surdiriilebilir kilmaya calistigini gostermektedir. Urlinlerin retim ve dagitm sireclerinin oldukca “yenilikci” ve
“zararsiz" gorinmesi bu baglamda urinlerin “muadil” olma 6zelligini ortaya ¢ikarmis ve tercih edilmesini gerekli
kilan bir kampanyaya donidsmustir. Gostergebilimsel ¢ozimleme yoluyla elde edilen veriler, ekolojik bir kaygiyla
atilan adimlarin yeni bir pazar ve musteri ihtiyaci dogurdugunu, ortaya c¢ikarilan her fikrin bir sektor haline
gelebilecegdini ve kapitalizme ait her detayin da “surdurilebilir” oldugunu gozler 6nline sermektedir.

ANAHTAR KELIMELER

TUketim toplumu, Moda, Ekolojizm, Gostergebilimsel ¢oziimleme.
Giris

insan yasamini bircok boyutta sekillendirme glclne sahip olan ihtiyag kavrami, tiketim
olgusunun da basat unsurudur (islamoglu ve Altunisik, 2008, s. 3). Bu aligkanliklarin giderek
yasamsal bir 6zellik kazanmasi tlketim toplumu dinamiklerinin ve en temelde kapitalizmin bir
sonucudur. Bireyler yagsamlarini devam ettirmek adina yeme i¢cme ve barinma gibi ihtiyaglarina
ek olarak duygusal tatmini barindiran ihtiyaclara sahip olmuslardir. Bir kavram olarak ihtiyacin
gelisen ve degisen kosullara gore yeni anlamlar kazanmasi daha fazla ve daha hizli tiketimin bir
ozelligi olarak karsimiza ¢ikmaktadir.

Ihtiyag kavramini irdelemek istedigimizde karsimiza gikan Maslow'un ihtiyaglar teorisi bu
baglamda onem arz etmektedir. Ona gore insan davranislarini en cok etkileyen unsur
ihtiyaglardir ve bu durum i¢gudusel oOzellikler tasimaktadir. Maslow'a gore ihtiyaglar
karsilanabilenler ve daha az karsilananlar olmak UGzere ayriimaktadir. Fizyolojik, sosyal ve
guvenlik temelli ihtiyaglar periyodik olarak karsilanirken sayginlik ve 6z benlige dair ihtiyaglarin
yerine getirilme sireci daha zordur (Parilt, 1999, s. 270). Tuketim ve sureglerine farkli bir bakis
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acisiyla yaklasan Douglas ve Isherwood, tuketim olgusunu toplumsal olanla bagdastirarak
surece dahil etmektedir. Onlara gore tuketim bir calismanin sonucunu ya da sadece amacini
olusturmayacak kadar genis kapsamlidir. Toplumsalligin bir parcasi olarak karsimiza gikan
tuketim, sosyallesmeden iliski kurmaya kadar bir ¢ok sureci bunyesinde barindirmaktadir
(Douglas ve Isherwood, 1999, s. 8-9). Bu durum tlketimin insan iliskilerindeki etkisini de
gostermektedir.

Bauman da tuketim toplumu ve tuketim sureclerine Uzerine yaptigi aciklamalarda sunlari
aktarmaktadir: “Nasil atalarimiz arasindan filozoflar, sairler ve ahlak hocalari insanin yasamak
icin mi galistigi yoksa galismak igin mi yasadigi sorusu Uzerine kafa patlatmislarsa, bugunlerde
uzerinde en sik kafa patlatildigini duydugumuz ikilem insanin yasamak igin mi tukettigi yoksa
tuketebilmek icin mi yasadi§i sorusudur. Yani, biz hala tiketmekten ayri olarak yasamaktan soz
edebiliyor muyuz ve buna ihtiyag duyuyor muyuz?” (Bauman, 2010, s. 48). Arastirmacilarin
yasam ve tuketim arasindaki iliskiyi genel olarak “dontistim” ile bagdastirdi§i gortlmektedir.

GuUnUumuzde tuketim ve buna bagli aliskanliklarin yogun sekilde gozlemlendigi alanlardan biri de
moda unsurlaridir. Giyim, gida barinma, saglik ve daha bir¢ok alanda olusan moda ve organlar,
bireyin ihtiyaci disindaki tuketimini hizlandiran ve artiran guglu bir sistem olarak karsimiza
cikmaktadir. Kuresellesen dinya ve buna bagh kayiplar yasayan, biricikligini kaybetme tehdidi
altinda olan yerel kdlturlerin i¢inde bulundugu durum galismalarin da konusu haline gelmistir
TUketim ve moda Uzerine yapilan arastirmalarin, tiketim toplumunun bireyler Gzerinde yaratttigi
etkileri gozler onune sermektedir. Moda ve buna bagli sektorlerin vermis oldugu zararlar sadece
toplumsal boyutta degil ayni zamanda ekolojik baglamda da riskler barindirmaktadir. Sonu
gelmeyen aligveris gilginligina drdn yetistirmeye galisan firmalarin, dogaya ait kaynaklari bilingsiz
kullanimi, Uretim ve dagitim sureclerindeki zararl islemler, telafisi olmayan sonuglari da
beraberinde getirmistir. Bu baglamda kapitalist sistemin bir pargasi olan moda ve getirdikleri,
bazi firmalarin surddirtlebilir moda tahayyill ile sorgulanmaya baslamistir. Bu konuda duyarli
oldugunu iddia eden firmalarin kampanyalari ve dretim kosullarindaki iyilestirmeler, yasanan
ekolojik felaket karsisinda “sorumlu” hissettmelerinin bir tezahtrU olarak karsimiza gikmaktadir.

Tiiketim Kavrami

TUketim olgusu uzun suredir yogun tartismalarin konusu olmustur. Tuketim, toplumsal bir varlik
olarak insani kusatan ozellikleriyle deger yargilarindan ayri dustintlemeyecedi gibi ayni zamanda
cesitli deger ve ideolojilerin rekabet ettigi bir savas alani 6zelligi de kazanmstir. Ozellikle
geleneksel toplumlarda ihtiyaclarin karsilanamama ihtimali sosyal ya da ahlaki sorunlara isaret
edebilirken, tuketim kulturunde bireylerin sinirsiz ihtiyaglara sahip olabilecegi dtistncesi normal
olarak kabul edilmektedir (Acar ve Kavuran, 2021, s. 236). ihtiyag ve ona bagl olgulara iligkin
farkli gortsler olsa da bireylerin sinirsiz ihtiyacglara sahip olabilecegdi distincesi kapitalist
sistemle 0zdeslesmis bir anlayistir.

TUketim kavrami, ait oldugu temel teorik cerceveye bagli olarak farkli anlamlara sahiptir. Baz
sosyologlar tlketim kavramini parasalci, Keynesgi veya Marksist ekonomi teorisinden farkli
sekillerde ele almislardir. Bu baglamda sosyologlar toplumsal hareketleri siyasal ve ekonomik
hareketlerden ayri olarak analiz ettiklerinde tuketim olgusunu ekonomik bir davranistan ziyade
toplumsal bir olgu olarak degerlendirmeye baslamislardir. Ornedin Max Weber, bu acidan farkli
teorik tartismalarla sosyolojinin gelisiminde onemli rol oynamis ve sosyal yapilar Uzerindeki
analizlerinde “sosyal statl” kavramini gelistirmistir (Bocock, 2009, s. 15). Tiketim kavrami
Uzerine aciklamalarinda Raymond Williams (2003, s. 449) ise "yok etmek, israf etmek, israf
etmek, tUketmek" anlamina geldigini belirtmistir. Bu agiklama ve tanimlar dikkate alindiginda
kapitalist toplumda tuketimin kontrol edilmesi ve yonlendirilmesi gereken bir davranis oldugu
gergegi de ortaya ¢lkmaktadir (Featherstone, 2007, s. 49).

Tuketim olgusu salt mekanik bir stre¢c olmadigindan kulttrel degerlerden, sembollerden ve
imgelerden ayri dustunutlemez bir boyut kazanmistir. Bu baglam strece bakildiginda biling,
psikanalisttik surecler ve psikolojide kullanilan klasik ve edimsel kosullandirma yontemleriyle
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drtn ve hizmetlerin belirli gostergeler ve sembollerle tiketicilere pazarlanmasi, tliketimin
surekliligi ve tiketiminin saglanmasi amaciyla bireysel ve grup davranislarinin sekillendiriimesi
amagclanmaktadir. Bu sekilde tiketim ile arzu arasinda bir bag da insa edilmis olmaktadir.
TUketimi artirmak amaciyla drunlerin kisilik tipleri Uzerinden tanimlandigl, ¢esitli kimliklerin,
yasam tarzlarinin ve bos zamani degerlendirme bigimlerinin aile rolleri ve ¢evredeki rol
modellerden ziyade tiketim olgulari Gzerinden tasarlandigi ortaya gikmaktadir (Oztirk, 2013,
s. 152-153).

Genel olarak bakildiginda tuketimin, maddi ve manevi benlikler arasinda algilanan boslugu
doldurmak icin gerceklestigi gortlmektedir. Belirli bir ihtiyaci karsilamak icin bir Urin veya
hizmetin edinilmesi, bulundurulmasi, kullanilmasi veya imha edilmesi olarak aciklamak da
uygun olacaktir. Bu islemi gerceklestiren birey ayni zamanda tiiketicidir (Odabasgl, 2013, s. 4)
Baudillard, (2018, s. 97) tlketimin aktif bir toplumsal davranis olmasinin yani sira zorunlu,
ahlaki, kurumsal ve toplumsal bir deger sistemi olarak da degerlendirildigini savunmaktadir.

Tiiketim Toplumu

TUketim toplumu terimi bazen modern Bati toplumlarinda, bu toplumlarin mal tretmek ve
hizmet sunmaktan ziyade giderek tliketime (mal toplama ve eglence) odaklandigini belirtmek
icin kullanilan bir terimdir (Marshall, 1999, s. 768). Bu baglamda kavram kokeni, artan mal
dretiminin sosyal gruplarin kendi yollarini gizmesine olanak tanidigi 19. yuzyilin baslarindaki
Sanayi Devrimi'ne kadar uzanan bir tarihe sahiptir. Yeni tuketici gruplarindan ilki, yeni ltiks mallar
icin bdyuk bir pazar yaratan, esas olarak Ust sinif ve soylular olmuslardir. Degisen ve gelisen
ekonomik sistemlerle 19. ve 20. yuzyillarda birgok toplumsal grupta tuketim ve buna yonelik
aliskanliklarda artis meydana gelmistir (Giddens ve Sutton, 2016, s. 148).

Bir kultur olarak tlketim ele alindiginda Ug yaklasim on plana ¢ikmaktadir. Birinci yaklasima gore
tuketim kdlturtd, mdcevher ve degerli esyalarin Uretiminin yayginlasmasina ve ¢ogalmasina
dayanmaktadir. ikinci gorus ise iyiligin ve gucun, farkliigin sunumuna, sirdirilmesine ve
toplumun insasina bagli sonuclardan kaynaklandigi yonidndedir. Bu yaklasim, insanlarin artnleri
kullanirken izledigi farkl yollan gostererek sosyal baglantilar veya farkliliklar yaratmayi
amagladigini 6ne strmektedir. Uglincl yaklagim ise; tiketicinin kultirel dustncelerindeki
duygularin, hayallerin, arzularin hazzini ifade eden, birgok yonden fiziksel uyarim ve estetik zevk
yaratan bir slrece isaret etmektedir (Featherstone, 2007, s. 36-37).

Toplumlarin tuketici ozellikler kazanma sureci 1950'li yillardan sonra ozellikle Bati'da Sanayi
Devrimi'nden guclt bir sekilde etkilenerek hizlanmis, Fordist Uretim buyUdukge, arz ve talep
dengelerindeki hizli degisimler, Ureticileri farkl stratejiler segmeye zorlamistir. ClnkU seri
dretimden ¢ikan drdnlerin hizli bir sekilde tuketilmesi ihtiyaci ortaya ¢ikmistir. Yapisal ozellikleri
olusmaya baslayan tiketim toplumu surekli hareket halinde olan bir 6zellik kazanmistir.
Nudfusun budytk kismi, sosyal statlde yikselme ve yuksek statl elde etme kilttrel intiyacina ve
bu statllyli sembollerle gdsterme ihtiyacini duymaya baslamistir (Baudrillard, 2018, s. 125).
TUketim toplumu kapitalist sistemin sagladigi konforda sekillenmis ve varligini sirdirmeye
baslamistir. Bu baglamda kapitalizmin de hayatta kalabilmesi i¢in uygun toplumsal kosullarin
yaratilmasi onem arz etmeye basglamistir.

TUketim toplumlarina has bir ozellik olarak ortaya ¢ikan durumlardan en dikkat gekeni olmayan
ihtiyaclarin yaratimidir. Bireyler, ihtiyac duyduklari Grdnlerin yaninda zihinsel olarak yarattiklar
ihtiyaclar icin de tiketme arzusu tasimaktadirlar. Yaratilan bu ihtiyag elbette bireyin kendi
tasarladigi yahut tekelinde olan bir arzu degildir. Maruz kalmis oldugu medya igerikleri ve
toplumsal yasama entegre olmus organlar vasitasiyla bireye telkin edilen ihtiyaclar en kisa
surede karsilanma alarmi vermektedir. Bu baglamda daha fazla satin alma yoluna giden birey
hem maddi hem de manevi olarak haz yasamaktadir. Kapitalist sistemin dayatmis oldugu sen
daha fazlasina layiksin tavsiyeleriyle hem yasam standartlari hem de toplumsal stattist hakkinda
hosnutsuzluk ortaya ¢cikmaktadir. Birey, maddi kazanciyla paralel olmayan ttketim aliskanliklari
neticesinde yasamis/yasayacak oldugu ekonomik sikintilari daha fazla galisarak giderme yolunu



245 ODUSOBIAD

tercih edecektir. Bu baglamda “surekli hareket halinde olan” tiketim toplumu bireyleri, tam olarak
sistemin istedigi karakteristik ozellikleri de kazanmis olmaktadir. Tukettikge calisan galistikga
daha fazla tuketen bireyler, sistemin surdurtlebilir 6zelligi igin onem arz etmektedir.

Tiiketim ve Moda

Moda kavrami gunumuzde gorunus, gorunds, bigim, anlam, ses, hareket, davranis ve durusu
kapsayan bir 6zellige sahiptir. Bir kisinin zaman zaman veya belirli bir zaman dilimi icerisinde
aldigi bir imaji veya tarzi ifade etmektedir (Longman-Metro, 1993, s. 55). Moda ve tiketim
baglaminda bir degerlendirme yapildiginda modaya dair her seyin metaya dontismeyi ve birimaj
kaygisi olusturulmasi amaglanmaktadir (Saribay, 1993, s. 50). Bu sureci tasarlayan KiA'lardir.
Bu araglar vasitasiyla Uretilen imajlar bir pazar olusturularak kitlelere ulastirilir. Tarihsel olarak
bakildiginda gorsel olarak cekici tasarlanmis imajlar ikon haline gelene dek yayllmaya
calisiimistir. Buna ornek olarak Sapkasi ve bastonuyla Sarlo, Nurnberg’de nutuk atan Hitler, V
isareti yapan Churchill, siyah pelerinli Roosevelt, etedi rlzgarla havalanmis Marilyn Monroe ve
daha binlerce benzeri, evrensel imaj dinyasinin birer metasi haline gelmistir (Toffler, 1981, s.
219). Kellner (1991, s. 89)' in ifadesine gore, hayatimizin belirleyici unsurlari arasinda yer alan
ihtiyaclar, degerler ve gunluk davranis kaliplari, reklam, moda ve tuketim olgularinin kritik onem
tasimaktadir. Bu baglamda, reklam ve moda endustrileri tuketicileri, koklesmis aliskanliklarini
degistirmeye ve eski drunlerini yenileriyle degistirmeye ikna etmek zorundadir, ¢unku tuketim
talebini en ust duzeyde tutmak onemlidir. Bireyler, surekli olarak tlketimde bulunarak kendi
bireysel kimliklerini ve konforlarini ilging yollarla birlestirmeyi basarmaktadir. Bu durum,
toplumsal kabul ve popdlerlik elde etme arzusuyla birleserek gerceklesmektedir. Bireyler,
kendilerini toplumsal normlara uygun giyinerek kanitlamak ve daha popdler hale gelmek
amaciyla surekli olarak tuketimde bulunmaktadir. Ancak, kutle Uretimle ortaya ¢ikan tuketim
drunleri ve modasi, yapay ve sahte bir bireysellik yaratmaktadir. Bireyler, bu drtnleri kullanarak
bir tuketim esyasina dondusturtlen bir 6zne-insan ve bir imaj yaratmaktadirlar. Yani, tiketim ve
moda, bireysellik iddiasinda bulunurken aslinda standartlastiriimis bir imajin tesvik edilmesinde
rol oynamaktadir.

Moda, farkli alanlarda ortak bir temsil bigimidir. Bilimsel ve felsefi anlamda moda (Yapisalclilik,
Varolusguluk), otomotiv endistrisinde, reklamcilikta, inang vb. alanlarda farkli modalar s6z
konusu olabilir. Bu baglamda, moda, cesitli sistemlerin ortak bir temelini olusturur. Baudrillard'a
gore moda, kendisi eskimeyen bir kavram olsa da temsil ettigi her seyin zamanla eskimeye ve
yok olmaya mahkdm oldugu bir sistemdir. Degisen sadece bicimlerdir, yaz modasi, kis modasi,
bahar modasi buna drnek olusturmaktadir. Bu sistemde degismezlik ilan edilmis olsa da her sey
tuketime veya yok olmaya mahkumdur. Doga, nesneler, kdltur, vb. her sey en kisa slrede
tiketilmek zorunda birakilir. insanlar, bu sistemin temel fonksiyonel unsurlarindan biridir;
tuketim gerceklesebilmesiicin insanlar bulunmali ve harcama yapmalidir. Sistem, insanlara para
vererek bir eliyle tlketimi tesvik ederken, diger eliyle de tuketime zorlayarak parayi geri
almaktadir (Adanir, 1991, s. 64).

Modanin cografi sinirlar ve engeller dinlemeden aynilastirdigi bireyler icin kulttrel etkilesim
sureci de farklilasmaya basglamistir. Bu baglamda kulttrel etkilesim surecinde, guclu Ulkelerin
“Kdltur Kodlan" ve "Kulttr Modelleri” diger Ulkeleri etkileme egilimindedir. Bu agidan, medya
dzerinden vyayilan kdlttrel Urtnlerin genellikle ABD kaynakli olmasi, Hayat Alanlarinin
Amerikanlastiriimasi slrecini ortaya koymaktadir (Bayhan, 1992, s. 199). George Ritzer ise
Toplumun McDonaldlasmasi kavramiyla, McDonaldlasmanin  Amerikan yasam tarzinin
kiresellesmesi olarak tanimlamaktadir (Ritzer, 2009, s. 56). Bu durum sadece giyim ve aksesuar
sektortine aitmis gibi gorinen moda kavraminin yasamin her alanina sirayet ettigini de gozler
onune sermektedir.

TuUketim temelli bir sistem olan kapitalizmde moda endustrisi ve organlari, biriktirmenin ve
ihtiyac fazlasini satin almanin en yaygin oldugu alanlardan biri haline gelmistir. DUsuk maliyetli
drunlerin moda endustrisinde Uretilmesi, tuketimi artirmis ve dusuk fiyatlar nedeniyle drunlerin
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degerini azaltmistir. Bu durum, hizla israf olgusuna donusebilmektedir ve hammadde tiketimini
artirarak gevresel etkileri (kirlilik, kiiresel 1sinma vb.) artirmistir (Fogg, 2014, 5.486). Bu baglamda
geri dontsum guntumuzde en populer ve etkili uygulamalardan biri olarak karsimiza ¢ikmaktadir.
Geri donusturulmus elyaflar, iplikler ve kumaglarin uluslararasi ticarette belirli bolgelerde daha
fazla kullanilmasi hedeflenmektedir. Moda sektortindeki firmalarin temel sorumlulugu, Gretim,
dagitim ve pazarlama yontemlerini surddrulebilirlik stratejilerine uygun sekilde degistirmektir.
Cheng (2019, s. 244) gore, "Surdurilebilirlik, endustrinin slrdurtlemez dodasina ragmen
toplumda artan endiselere ve net plan eksikligine ragmen asiimasi gereken zorluklarin oldugunu
kabul ediyor." Sirketler, strdurulebilir tiketim ilkelerine uymak igin bir firsata sahiptir. Bir diger
strateji, giysilere yonelik etiketleme sistemlerinin ve ¢evre dostu aydinlatmanin kullaniimasi gibi
bilingli tuketim aliskanliklarini tesvik etmektir. Strdurulebilir moda, gelecek nesillerin ihtiyaglarini
karsilamayi ve etik degerlere dayanarak cevresel, sosyal ve ekonomik degerleri goz onunde
bulundurmayr amaglar. Geri donusum, yeniden kullanim ve azaltma gibi uygulamalarla
kaynaklari koruma amacini tasir. Moda tasarimcilarinin, hizl modanin olumsuz etkilerini goz
onlnde bulundurarak sirdurulebilir modaya dahil olmalari beklenir (Yicel ve Tiber, 2018, s. 371-
375).

Kapitalist dretim ve tlketim anlayisi igerisinde gunun kosullarina yonelik gevreci hareketler
elbette her sektor igin 6nem arz etmektedir. Bu baglamda galisma kapsaminda moda ve giyim
sektorinde ekolojik ideoloji gergevesinde atilan adimlarin, ayni zamanda ekolojiye de zarar
vermeye devam eden bir sistem igerisinde ne derece uygulanabilir ve samimi oldugu
tartisilacaktir.

Ekolojik Biling ve Aktivizm: Degisen Diinya, Degisen Hareketler

Ekolojik calismalar tabiat ve birey arasinda kurulan iligkiler ve var olan aligveris Uzerine disinme
cabasi olarak tanimlanmistir. Doganin kokeni, yapisi ve insanin bu yapidaki rolt gibi sorular, eski
¢aglardan itibaren insanlari ilgilendirmistir (Under, 1996, s. 15). Ayrica, doganin ve bazi ilkelerin
Hinduizm, Budizm ve Taoizm gibi eski pagan dinlerden turedigini iddia etmek de yanls
olmayacaktir (Heywood, 2007, s. 322). Genel olarak bakildijinda ekolojik disiince ve buna
yonelik calismalarin kokenleri Sanayi Devrimi'ni takip eden degisim ve gelismelere paralel olarak
gelismistir. Ekolojik dusunce ve c¢evre yaklasimlari, sanayilesmenin toplumsal ve cevresel
yasamdaki roliine ve bu rolln yaratti§i sorunlara bir tepki olarak ortaya ¢ikmistir (Tok, 2003, s.
175).

Ekoloji terimi ilk kez 1866 yilinda Ernst Haeckel (1834-1919) tarafindan kullanilmis bir kavram
olarak karsimiza ¢ikmaktadir. Haeckel, bu terimi "hayvanlarin organik ve inorganik gevreleriyle
olan tum iliskilerinin incelenmesi" seklinde kullanmistir. 2000'i yillardan itibaren ekoloji “canli
organizmalar ve gevreleri arasindaki iligkileri inceleyen biyoloji dal” olarak da kabul gormeye
baslamistir (Heywood, 2007, s. 259). Callenbach (2011, s. 41), ekolojinin geleneksel bilim gibi
neden-sonug iliskilerine degil, dizen, ag, denge ve dolasima odaklandigini ifade ederken bu
perspektifin islevsel olusuna da dikkat cekmektedir. Bu baglamda insanlarin digerlerinden daha
iyi oldugunu dudsunen bir sosyal sistem, kiresel bir ¢cevre sorunu da beraberinde getirmistir.
Kapitalizm ve buna yonelik sistemler, toplumsal alandan ekonomik alana birgok duzlemde
dengeleri bozmus ve sorunlar meydana getirmistir.

Bir hareket olarak gevrecilik; ortaya ¢ikan gevre kirliligi, kiresel 1Isinma vb. sorunlari ele alip buna
yonelik calismalar yurttmektedir. Ekolojik hareketler ise tum bunlar yaparken insan ve onun
yarattigi etkileri yapisalci cozUmlerle giderme cabasindadir. Ekoloji, ekonomik ve sosyal etkileri
goz ardi etmeyen bir dustnce olarak karsimiza ¢ikmaktadir Ekolojik disunce ve buna yonelik
atilan adimlar, koklu degisiklikleri ve ¢ozimleri gerekli gormektedir. Onlara gore doda saf bir
deger ozelligi tasimamaktadir. Doga ve insan ile arasindaki iligkiyi irdeleyip var olan sorunlarin
¢ozumiine kalici katkilar sunmak asil degerli olandir (Onder, 2003, s. 11). Bu slregte insan ve
doga arasinda bir kod ¢ozumlemesi ilk amaclari arasindadir. Genel olarak bakildiginda cevresel
gelismeler ve buna yonelik hareketlerin ekonomik, sosyal ve kiltlrel faktorlerin etkisiyle
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karmasik ve heterojen bir yaplya sahip oldugu gortlmektedir. Cevreye dair hassasiyet taslyan
birey ya da gruplar, yapisal olarak birgok farkliiga cesitlilige sahip olabilmektedir ve bu durum
onlarin eylemlerine de yansimaktadir. Buna ornek olarak ¢evre sorunlari ¢evreci ya da yesil
partiler tarafindan siyasi arenaya taslyabilirken Greenpeace, Friends of the Earth, World Wide
Fund for Nature gibi STK'lar da bu minvalde ¢alismalar yurutmektedir. Yurtttlen galismalara ve
eylemlere bakildiginda etki ve vyapisalci ¢ozimlerin ¢ogu zaman yetersiz kaldigi da
gorulmektedir. Buna ek olarak cevresel hassasiyet tasiyan kesimleri insan merkezli yaklagim
sergileyenler ve radikal gortse sahip daha keskin cizgileri olan aktivistler olarak ikiye ayirmak
mumkindur (Tok, 2003, s. 175-176).

Kapitalist sistem ve organlarinin toplumsal ve ekonomik alanlarda meydana getirdigi sorunlara
istinaden yapilan calismalara birgok elestiri de getirilmistir. Ekolojistlere gore sorunlara kalici
¢cozumler getirilmesi icin ilk olarak ideolojik baglamda yapilan hatalarin kabul edilmesi ve
degistiriimesi gereklidir.

Yontem

Calismada yontem olarak gostergebilimsel ¢ozimleme yontemi kullaniimistir. Yontemin tercih
edilmesindeki temel sebep, orneklem olarak belirlenen markanin web sitesinde yer alan ve algi
olusturma gabasi taglyan gorsellerdir. Genel olarak bakildiginda bu yontemin kavramsallastirma
biciminin gok eski kokenlere sahip oldugu gorulmektedir. Buna ragmen bir bilim dali olarak ancak
20. yuzyihn ikinci yarisinda ortaya ¢ikabilmistir. Sosyal bilimlerin bir¢ok alani gostergebilime ait
hususlardan yararlanmistir ve yararlanmaya da devam etmektedir. Gostergebilim kurami,
dilbilim alaninda Saussure, Barthes, Hjelmslev ve Martinet'nin goruslerini dikkate alarak gelisim
gostermistir (Aktulum, 2004, s. 1).

GUnUmuUzde gostergebilim kuraminin dilbilimde onemli bir yere sahip oldugu ve ozellikle
kuramsal ve pedagojik dlzeyde dil arastirmalarinda dnemli bir yere sahip oldugu acikca kabul
edilmektedir. Bazi arastirmacilar iletisim kuraminin etkisiyle gostergebilimsel bilgi adi verilen
gostergelerin incelenmesine odaklanirken, bazilari da konusma ve metnin anlaminin
incelenmesi ilkesine dayall gostergebilimsel arastirmalara yonelmislerdir. Gostergebilim, degder
teorisi bilimi veya metinlerdeki degeri analiz etme yontemi olarak da bilinmektedir. Bu, deg@erlerin
farkli sekillerde algilanmasi ve elde edilen sonuglarin de@erlendirilmesi igin gesitli yollar veya
yontemler sunulmaktadir. Bu baglamda bakildiginda duyusal algi, entelektiel algi, ahlaki deger
algisi, sayisal alg, estetik algi gibi farkli algi dizeylerinin timU gostergebilim tarafindan ele
alinmakta ve irdelenmektedir (Erkman, 2005, s. 13). Bu durumlari temsil eden biligsel bigimler ve
stiller anlamsal ve gostergebilimsel yontem ve kavramlar kullanilarak okunmaktadir.

Gostergebilim isaret bilimidir, herhangi bir ortamin simge sistemi olarak incelenmesidir.
Gostergebilim iletisim amaciyla kullanilabilecek her seyi inceler. Dogal insan dili, jestler, sagir
insanlarin kullandidi alfabeler, resimler, yol isaretleri, sehir haritalari, bir Glkedeki trafik
rotalarinin dizeni, mimari yerlesim plani, muzik eserleri, tiyatro gosterileri, reklam posterleri,
para, yazil eserler. , moda ve kisacasl anlam ve onem taslyan her sey. Hicbir sey ifade
etmeyen tim bu farkli sembolik birimlerden olusan bir sisteme dayaniyor. Sistemin bu
birimlerine gogu zaman gosterge adi verilmektedir (Rifat, 2014, s. 113-115).

Gostergebilimi anlamak adina Descartes’in yontemi ve tavsiye olan bir problemi ¢ozmek igin
once onu mumkun olan en klglk pargalara bolmek, sonra basit ve kontrol edilebilir parcalardan
yola ¢cikmakla baslayan islem 6nem arz etmektedir. Bilimsel disincenin ilk isimlerinden birine
ait olan bu yaklasimi bilimsel analize uygulayan gostergebilim, acikligi, mantigi ve her seyden
once yaraticihgr goz ardi etmeyen bir uygulama yontemi olarak karsimiza ¢ikmaktadir. Bir
bakima gostergebilim, dretim sureci sistemlerindeki farkli duzeyleri, birbirine bagl kurucu
bilesenleri ve derin anlamsal agiklamalari, farkli boyutlarla, her incelemede yaraticilik yoluyla yeni
ozellikleri ve dolayisiyla yeni iligkileri kesfetme egilimindedir (Klinkernbern, 1996, s. 9). Genel
olarak bakildiginda teknik olarak gostergebilim de diger yontemler gibi belirli ilkelere gore
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sekillenir ve en onemli ilkelerden biri objektifliktir. Gostergebilim nesnelligin goreceli olup
olmadigini sorgulamaktadir. Bu yaklasim, insanlarin dnemsedikleri her konuya gostergeler
aracihgiyla yaklastiklarini varsayarak inceleme islemidir. Tarih boyunca 6zellikle 1950'li yillardan
itibaren medya ve diger materyallerin analizinde siklikla kullanilan gostergebilim, tip dahil bir¢ok
alanda uygulanan bir yontemdir. “Saussure ve Barthes'in acikladigi gibi, ginluk dilde bir kelime
duydugumuzda, bu ses dizisi zihnimizde bir kavrami gagristirmaktadir. Elbette bu hizalamanin
gerceklesmesi icin dilin kodunu bilmeniz gerekmektedir. Bu kelime, sifreyi bilen herkesin
zihninde asag! yukari ayni kavrami ¢agristirmaktadir. Akla gelen ilk kavram, isaretin akilda
tasidigr anlamdir” (Erkman ve Akerson, 2016, s. 53-111).

Bir kavrama dair zihinde olusan birgok anlam olusabilmektedir. Olusan anlamlar, sayica fazla
olabilmekte ve kisiden kisiye ya da toplumdan topluma degisiklik gosterebilmektedir. imgelerin
anlami bireylerin, toplumun tarihsel bellegiyle ya da iletisim araclariyla olusturulabilmekte ve
degisebilmektedir. Barthes'a gore dusuncenin anlami simgelerin neyi temsil ettigiyle, anlam ise
simgelerin neyi temsil ettigiyle agiklanmaktadir. Bu baglamda kulturel birikim olusturdugu kodlar
vasitaslyla gosterge ile gosterilenin farkli anlamlar kazanmasina neden olmaktadir. Bu streg
sonunda islevsel bir tanim ortaya gikmaktadir. Gosterilen, gostergenin iki baglayici unsurundan
biri haline gelmektedir. Gosterenle karsitliktaki tek fark, gostergenin karsithdi olarak karsimiza
clkmaktadir. Surecte, gosteren, gosterilen ve gosterge arasindaki iliski anlami yaratiimaktadir.
GOsteren, gosterilen ve gosterge birinci anlam duzeyini olustururken, ikinci dlzeyde birinci
dizeyi kapsayan anlam dizlemini olusturulmaktadir. Bu nedenle “yananlamsal sistem, temsil
dlizeyinde bir anlam sisteminin olusturuldugu sistemdir” (Batrhes, 2016, s. 35-88).

Saussure’e gore Saussure'e gore her gosterge, goruntd, nesne ve ses, "gosterge” ve onun temsil
ettigi kavramdan yani anlamdan meydana gelmektedir. Saussure'lin gostergeyi gosteren ve
gosterilen olmak Uzere iki temel bilesene ayirmasi ve bu iliskinin nedensiz oldugunu savunmasi
gostergebilimin gelisimi acisindan buytk onem tasimaktadir. Baska bir bakis acisiyla Peirce,
gostergelerin Ug farkl yonine farkl bir perspektiften bakarak irdeleme surecini tarif etmektedir
(Berger, 1993, s. 29).

Bulgular

H&M markasi kadin, erkek ve ¢ocuk tuketiciler i¢in hazir giyim trtnleri ve son zamanlar da “ev
tekstili" Uzerine de Uretimler yapan bir marka olarak karsimiza ¢ikmaktadir. “H&M, Hennes &
Mauritz AB Stockholm merkezli uluslararasi perakende giyim firmasi. Hazir giyim sektorinde
faaliyet gosteren sirket erkek, kadin, gencler ve ¢ocuklar igin giyim esyasi Uretmektedir. 2019
itibaryla, 74 Ulkede 5,000 degisik isimli magazalarda, 126,000 calisaniyla hizmet vermektedir”
(Wikipedia, 2023). Gelisen ve degdisen toplumsal kosullar ve bunun neticesindeki ekonomi
politikalari bu tarz firmalari daha fazla tretim ve satisa yonlendirmis durumdadir. Bu dretim ve
neticesinde hizli tiketim sonucunda da cevresel Kkirlilik vb. sorunlarin giderek arttigi da
gozlemlenmektedir. Yasanan sorunlara dikkat ¢ekmek ve buna yonelik bir ¢ozim arama
gayretinde olan firma ve isletmeler de Uretim ve tlketim sureclerinin yavaslamasinda ziyade,
dogaya ve dunyaya daha az zarar verecegine inandiklari uygulamalari gindeme getirmektedir.

Gorsel T H&M'in Web Sitesinde Surdurulebilirlik Uygulamalarina Yonelik Gorseller

Bu baglamda H&M, sustainability (strdurdlebilirlik) temali Grlnlerini piyasaya sirmektedir. Hali
hazirda geleneksel materyal ve kosullarda Uretilen Urtnlerine ek olarak alternatif kaynaklar ile
hazirlamis oldugu Urtnler hem yeni bir tuketim trendine hem de kapitalizmin itici gtict olan ozel
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algisina uygun olarak hazirlanmaktadir. Bu baglamda ekolojik olarak hassasiyet tasiyan urtnler
hem tlketim hem de Uretim suregleri ele alindiginda daha masum bir profil gizmektedir.
Urlinlerin alternatif kaynaklarla tretiimesinin yaninda alternatif bir “pazar” olusturmasi da 6nem
arz etmektedir.

Markanin web sitesinde calismalarimiz bashgiyla sunulan ve “Hadi yenilik yapalim Adil olalim,
Hepimiz icin olalim, Seffaf olalim, Hadi temizleyelim Donglyu kapatalim” sloganlariyla tasarlanan
sUrdurdlebilir Gretim ve satis strecine yonelik yapilan aciklamalardan biri su sekildedir:

Kimyasallar > Ulastirma E Ambalaj x4

Gorsel 2 H&M'in Web Sitesinde Surdurulebilirlik Uygulamalarina Yonelik Agiklamalar

Web sitesinde surdurulebilirlik sekmesinde ilk olarak dretim ve dagitim sureclerine iliskin
aciklamalar yer almaktadir. Yurutulen ¢alismalar musteriler icin derinlemesine incele slogani ile
sunulmaktadir. Bu baglamda surece iliskin seffaflik vurgusu on plana gikan ilk 6gedir.
incelenmek Uzere tiketiciler igin sunulan diger sekmelerde “kimyasallar, ulastirma ve ambalaj”
basliklari Urdnlerin satisa kadar uzanan hikayesi Uzerine kurgulanmistir. Kimyasallar bashg
altinda sinir bozucu pestisitler ve diger maddelerin modada yeri yok slogani ile musterilere taraf
olunan davanin sebepleri ve bu baglamda yasanilan duygu durumu aktariimaktadir. Bu
baglamda yapilan agiklama su sekildedir:

“Gorebilecegin, soluyabilecegdin, yiyebilecedin, igebilecedin veya dokunabilecegin her sey
aslinda kimyasal maddelerdir. Sen bile kimyasallardan olusuyorsun! Ancak, iyi olanlar ve kotu
olanlar vardir ve biz de onlarin sana veya cevreye zarar vermeyecedinden emin olmak
istiyoruz. Peki, tehlikeli kimyasallar nedir? Kalici, biyobirikimli, zehirli, karsinojen, mutajenik,
endokrin bozucu veya Ureme igin zehirlidirler. Evet, kiyafetlerimizin yaninda olmasini
istemedigimiz seylerden olusan uzun bir liste.” (H&M, 2023)

Aciklamalar tibbi terimlerle desteklenmek ve bunun sonucunda dogabilecek saglik sorunlarina
da gonderme yapilmaktadir:

“Kiyafetlerimizi yikarken, boyarken ve baski yaparken, tedarikgilerimizin kimyasal
gerekliliklerimizi karsilamasi gerekir. Bunlar cogdunlukla endistri tarafindan belirlenen
duzenlemelerden daha katidir ve bizim i¢in asil onemli olan, tehlikeli kimyasallarin bizim
tarafimizdan kullaniimamasi veya higbir drinimizde bulunmamasidir. 1995 vyilinda
Kimyasal Kisitlamalar Listesi'ni kuran ilk moda sirketlerinden biriydik. O zamandan bu yana,
bu liste surekli olarak gincellenmektedir. Tedarikgilerimizin uyum sagladigindan emin olmak
icin (0rnegin, yilda binlerce) dizenli testler gergeklestiriyoruz. En zararsiz kimyasallari
sectigimizden emin olmak adina Takip Edilen Kimyasallar adli bir ydontem kullaniyoruz. Bu
yontemle, tasarim asamasinda tehlikeli maddeleri sinirlamayi hedefliyoruz.” (H&M, 2023)
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H&M markas drunlerde kullanilan kimyasal igerikleri “sinir bozucu” olarak tanimlama yoluna
gitmektedir. Bu durum tlketicilerin empati yapmasi ve markanin tercih edilirligini artik Gzere
neden-sonug iligkisi Uzerine kurularak tasarlanmistir.

......

calisiyoruz” sloganiyla yapilandirlmistir. Devaminda yapilan agiklama su sekildedir:

“Tasimacilik tim emisyonlarimizin sadece %2-3 kadarini olusturmaktadir ancak bu yine de
iyilestirebilecegimiz bir sey. Urlinlerimizi elimizden gelen en sirdurilebilir sekilde tasimak
igin iki ilginc isbirligine ve koalisyona katildik. Maersk dunyanin en buyuk tasimacilik
sirketlerinden biridir ve karbon notr okyanus Uridnu olarak adlandirilan bir sey icat etmistir.
Fosil yakitin yerini alan ve denizasin tasimaciliin emisyonlarini azaltan bir biyoyakit
karisimidir (6rnegin, atik yemeklik yagdan). Deniz tasimaciligina byik énem verdigimiz igin
bu oldukca heyecan verici bir haber. The Pathways Coalition'da Scania, E.ON ve Siemens ile
guclerimizi birlestirerek 2050 yilina kadar fosilsiz ticari tasimacilik calismalari gergeklestirdik.
Birlikte bunun mumkun oldugunu ortaya koyan bir rapor yayimladik! Rapor, kendi karbon
emisyonumuzu azaltmamiza ve umuyoruz ki politikacilari ve diger isletmeleri etkileyerek
harekete gegmemize yardimci olacaktir. Bu noktaya ulasmaya yonelik bazi goztmler, daha
akilli lojistik, araclarin ve biyoyakitlarin elektrifikasyonudur. Yalnizca yonlendirme ve yik
yonetimini iyilestirerek, kara yoluyla tasimadan kaynaklanan CO2 emisyonlari %20 oraninda
azaltilabilir.” (H&M, 2023)

Ulastirma surecine yonelik yapilan agiklamalar tuketicinin dikkatini gekmek ve uygulamanin
biricikligini on plana ¢ikarmak adina ilgin¢lik ve farklilik Gzerine kurgulanmistir. Bu durum cevreye
olan hassasiyetin ve buna yonelik calismalarin ne denli dnemli olduguna ikna etme cabasina
isaret etmektedir. Bu baglamda fosil yakitlarin alternatiflerini kullanmaya yonelik bir cabaya
dikkat cekilmeye calisiimaktadir. Web sitesine vyerlestirilen metinler ile gorsel 6gelerin
kombinasyonuna bakildiginda ise doJaya ait materyallerin islenmis materyallerle beraber
kullanildigi gortulmektedir. Bu baglamda bir tiketim unsuru olarak giyim trdnlerinin doga gibi,
dogaya ait olan her sey gibi gerekli oldugu, vazgecilmesi gereken seyin tuketim
olmadigi/olamadigr ancak bir dontstmun gerekliligi vurgulanmaktadir.

Web sitesinde yer alan gorseller ve metinlerin vurgulamis oldugu asil hususun hizli tiketimden
vazgecis ya da azaltma olmamasi, uygulanan politikalarin, atilan ekolojik moda adimlarinin
yapisalcl ¢ozumler olup olmadigini da tartismaya acmaktadir. Bu baglamda tuketici eger bir
aliskanlik degisimine gidecekse ya da Uretim sureci farkli olan drinleri tercih edecekse “bu
konuda da bizi tercih etmeli” anlayisl, kapitalizmin bir konsepti olan harca ve yasa telkinini akillara
getirmektedir.

Tablo 1 Surddrlebilirlik Sekmesinin Gostergebilimsel Parametreleri

Anlatisal Gostergeler Teknik Gostergeler

Gosterge Gosteren Gosterilen Renk Isik Bigim
Orta yasli Marka  kullanicisi  Pastel Yapay 1-Kumsalda denizi
insan kadin, geng mdusteriler, halk, Renkler ve izleyen bir kadin
kadinlar ~ ve vatandas, birey Dogal  2- Giysiyi su iginde
geng bir erkek Isik yikayan iki el
1-Deniz kiyisi  Metinle  bagdasan 3-Deniz yoluyla tasinan
Mekan 2-Stiidyo (2) doga ve stldyo konteynerler
3-Konteyner  ortami 4-  Markaya ait bir
tasiyan deniz aligveris posetini ve bir
aracl gicedi ayni anda tutan
bir el
Dlzanlam Yananlam

Kumsalda yalniz bir kadin.

Denize bakarak doga igin endiselenen, kaygili

bir birey.
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Elindeki giysiyi suda yikayarak temizlemeye galisan bir ~ Su ile temizleme igleminin yeterli olmadigi ve

tuketici. temizlik yaparken bile dogayi
kirletebilecegimiz bir sistem ve dondsim
ihtiyacl.

Tuketim Urlnlerini ulagtirmak igin deniz yolu da Urlnlerin ulastirimasinda kullanilan deniz

kullanihiyor. aracglar fosil yakit kullanirken dodaya ve

canlilara zarar verir. Bu konuda dontsim
gerekmektedir.

Marka poseti ve bir ¢gigek tutan el. Marka posetlerimiz bile dogaya saygihidir.
Posetler geri donusum trdnudur ve bir gigek
kadar zararsizdir.

Gorsellerle birlikte, bagimsiz kuruluslarin yapmis oldugu analizler e firmanin da dahil oldugu
bilimsel galismalara atiflarda bulunulmasi, ekolojik olarak atilan adimlarin ciddiyetini kanitlamak
uzere yapilandinlmistir. Bu baglamda firma, yapmis olduklari galismalari hala ekolojik bir adim
atmayan diger firmalarla kiyaslayarak ideal olani tercih edin kampanyasi ylrttmektedir.
Dramatik olarak bakildiginda ise doJaya ait unsurlarin empatik tepkiler amaclanarak
yerlestirildigi de aciktir. Web sitesinde, sdrdurdlebilirlik disinda yer alan ve ekolojik olmayan
drdnlerin indirimler, kampanyanlar ve firsatlar esliginde hizli tiketime sunulmasi bu baglamda
analiz sonucunda elde edilen bulgular destekler niteliktedir. Ulastirma sureclerine iliskin yapilan
aciklamalarda yer alan “2050 yilina kadar fosilsiz ticari tagimacilik galigmalari gergeklestirdik”,
ayrintisi bu baglamda ekolojik calismalarin gelecege dontk bir yatirim unsuru oldugunu da
gozler onlne sermektedir. Bu baglamda modanin donusebilecedi ongorisd ile atilan adimlarin,
ticari kaygl tasidigi da bir gercektir. Buna ek olarak firmanin diger kurum ve kuruluslarn etkileyerek
ekolojik hassasiyete dikkat cekmeye calistigi da gorulmektedir. Bu agidan bir¢cok belge ve analiz
raporu tuketiciyle paylasiimaktadir.

Biliyor muydun?

dazuynon Eurslan bubsemarae

Gorsel 3 H&M'in
Uygulamalarina il

T Letabe 2 Web Sitesinde Surdurdlebilirlik
Taen 61 oldugon haik gl Ortalacmisia stcsds orvelgin Yonellk AQ|k|ama|ar

Daha iyi bakalim
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Daha sUrdirilebilir materyallerimiz

Liyosel

Gorsel 4 H&M'in Web Sitesinde Surdurulebilirlik Uygulamalarina Yonelik Agiklamalar

Cigracanlar 7

Keleksrorlasmada knllandan en

alls hakinnda bl

Gorsel 5 H&M'in Web Sitesinde Surdurdlebilirlik Uygulamalarina Yonelik Agiklamalar

Surdurulebilir retime dair igeriklerin yer aldidi sitede temel unsur satistan sonra da tuketicinin
markaya olan baglliginin tesisidir. Bu baglamda, satin alinan drintn hangi kosullarda
saklanacagi, temizlenecedi ve uzun omurld olmasina yonelik tavsiyeleri iceren gorsel ve
aciklamalar siklikla yer almaktadir. Bu baglamda yapilan agiklamalar su sekildedir:

Uzimler ve atiklardan uretilmis moda Urinleri mi? Gelecege hos geldin Gezegenimiz,
yaptigimiz isi yapmaya devam etmemizi saglayacak yeterli dodal kaynaga sahip degil. iste
bu nedenle, islerimizi farkli yapmamiz gerekiyor. Moda endustrisi, dlinyadaki en kirletici ve
en yogun su kullanimi olan endustrilerden biri. Yeni teknolojik ¢ozimlere yatinm yaparak,
kiyafet Uretme, kullanma ve onlara veda etme yontemlerimizi degistirmeyi hedefliyoruz.
Evsel ¢oplerde artik eskitilmis jeanler ve yogun su kullanimi gerektiren kumasglar artik yok.
Bunun vyerine, atiklari ortadan kaldirmak ve malzemenin daireler halinde var olmasini
sa@lamak istiyoruz (H&M, 2023).

Web sitesine yerlestirilen gorseller dogal ve atik Urtnlerden Uretilmis giysilerden olusmaktadir.
Bu baglamda dikkat c¢ekilen unsur hendz varilimak istenen noktada olamamanin verdigi
hizunddr. Bu durum tuketiciye markanin Urunlerini satin alarak ekolojik anlamda duyarliligi
tercih etmesine yonelik bir telkindir. Tuketicinin de sorumluluk almasini 6gutleyen bu davranis
dretim sUrecini ve satisi da surddrdlebilir kilmaya yonelik bir ¢alisma olarak karsimiza
¢ikmaktadir. Urlin agiklamalari yapilirken bilimsel agiklamalar ve detaylar da eklenerek
surdurdlebilirlige yonelik uygulamalarin neden-sonug iliskisi agiklanmaktadir. Resim 3'te yer alan
gorsel de kumasin Uzerindeki bir tekstil aracinda “take care” “dikkatli ol" ifadesi de dikkat
cekmektedir. Bu durum hala surdurtlebilir olmayan Urunleri tercih edenlere yonelik bir “uyar”
olarak karsimiza gikmaktadir.

Cigir aganlar

-

Gérsel 6 H&M'in Web Sitesinde SdeUrUIebiIirIik Uygulamalarina Yonelik Gorseller
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TUketim toplumunun bir 6zelligi olarak karsimiza c¢ikan “hizli tuketim” aliskanhigina dair
vurgularin da yer aldigi web sitesi metinlerinde genel olarak “doda merkezli” bir anlayis 6n plana
clkmaktadir. Ekolojinin insan-doga iliskisine yonelik odaginin “pamugu onemsiyoruz”, “¢igir
acanlar” gibi nitelemelerle dogadan insana dogru giden bir yaklagsimin benimsendigi ortaya
cikmaktadir. Dogaya ait unsurlarin yer yer kisilestirme unsurlariyla nitelenmesi de bu duruma bir
ornek olusturmaktadir. Bir baska husus ise gorsel ve yazinsal unsurlarin genel olarak dénusim
ihtiyaci vurgusu gevresinde yapilandigidir. Bu vurgu devam eden uygulamalarin yetersizligi ve
yapilmasi gerekenleri gerekliligine dikkat gekmektedir. GinumUuz giyim endustrisinde kullanilan
materyallere muadil olarak Uretilen dogaya saygili Urunlerin sadece marka bunyesinde

bulundugu belirtiimektedir.

Tablo 2 Surddrdlebilirlik Sekmesinin Gostergebilimsel Parametreleri

Anlatisal Gostergeler Teknik Gostergeler
Gosterge Gosteren Gosterilen Renk Isik Bigcim
insan Kadin Marka kullanicisi  Pastel Yapay stk 1-Kucaginda giyim
musteriler, halk, Renkler. kaynaklari. drdnlerini istiflemis
vatandas, birey. olarak  tutan  bir
Mekan Stlidyo(4) Metinle bagdasan kadin.
doga ve stlidyo ortami. 2- Bir zemin
lizerinde daginik
sekilde istiflenmis
giyim Urunleri.
3-Uziim salkimini ve
bir kadin
ayakkabisini - ayni
anda ayni elinde
tutan bir kadin.
4- Elinde ¢anta tutan
bir kadin, {zim
salkimi ve yaprag!.

Dizanlam Yananlam

Cesitli giyim Urtnlerine sahip bir kadin. Bunlar satin aldigina gore ihtiyacin vardir ancak ihtiyacin
bir sure sonra tekrarlayabilir.

Kullanilmis giyim drdnleri. Sahip oldugunuz tuketim Urlnleri bir sire sonra yetersiz
gelecek ve yer kaplayacak. Bu durum sizi rahatsiz ediyorsa
sUrdurulebilir Granlerimizi tercih etmelisiniz

Uriinler dogal kaynakli materyaller ile tretilmektedir.  Uretilen ayakkabi Gzim salkimi kadar dogal ve atik
dretmeyen bir yapiya sahiptir.

Uzim gibi dogal Uriinler sadece gida degil ayni  Uzim gibi dogal triinlerden deri Uretilebilir ve sonrasinda

zamanda giyim i¢in de kullanilabilir UzUm ve diger doJaya ait unsurlarin da gelisimi ve
korunmasi desteklenir.

Sonug ve Oneriler

H&M markasli kadin, erkek ve ¢ocuklara dair Uretmis oldugu hazir giyim Urunleriyle biyuk bir
pazara sahip olan bir marka olarak karsimiza ¢ikmaktadir. Birgok Ulkede yer alan subeleri ve gtin
gectikge de artan calisan sayisiyla tiketim modasi/moda tuketimi baglaminda s6z sahibi olan
bir markadir. Bu baglamda gelisen ve degisen kosullara uygun olarak yaratilan moda ve akimlar
sayesinde bitmek, tlikenmek ve yavaslamak bilmeyen bir aligveris evreni yaratiimasina da katki
saglamaktadir. Bu gelismelerle birlikte Uretilen drdnlerin ham madde temini ve Uretim
surecindeki adimlar da giderek dogayi ve gezegeni tuketmeye baslamistir. Durumun ciddiyetinin
farkinda olan birgok STK ve yapilanma da buna yonelik calismalarina devam etmektedir.
Kapitalist sisteme entegre sekilde ¢alisan bir marka olarak H&M de Uzerine disen sorumlulugu
“strdurtlebilir moda” anlayisl ile organize etmektedir. Calisma kapsaminda markaya ait web
sitesinin gostergebilimsel olarak ¢ozimlenisi, bu baglamda ortuk gorsel ve yazinsal mesajlari
da ortaya gikarmaktadir. Ekolojik perspektiften bakildiginda yasama, doJaya ve insana dair
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yapisalci gozimler dretmeye calistigini ifade eden firma, bu slreci maalesef ki “yeni ihtiyag
alanlan ve ttketim trendleri” ile yapmaktadir. Geri donustm Urtnlerinden elde edilen drtnlerin
yeni bir pazar kaygisiyla pazarlanmaya calisiimasi, sikayet edilen kapitalist sistem ve onun
ekolojik dengeye verdigi zararlar goz ardi edilerek strece dahil edilmektedir. Bu baglamda
sunulan ¢oztm vyollar ve tavsiyeler daha fazla tiket telkininden Oteye gitmemektedir.
Surdurulebilir uygulamalarla yeniden piyasaya kazandirilan Urtnlerin “kendi modasi” o Urtnlerin
ekolojik bir hassasiyetle degil “farkli” olusuyla tercih edilmesine sebep olmaktadir. Tuketiciler,
hem dogaya zarar veren urunleri tercih etmeye devam ederken, Uretim sureci daha dramatik ve
ilgi gekici olan “yesil” drlnleri de gardiroplarina eklemeye devam etmektedirler. Markanin
surdurtlebilir kampanyalarini acikladigi ve surece dair bilgilerin paylasildigi web sitesinde "H&M
memberlarini 6dullendirmek icin yeni yollar olusturduk” sloganlari bu baglamda surdurtlebilirligin
sadece Uretim asamasinda degil ayni zamanda tliketim asamasinda da hedeflendigini gozler
onune sermektedir. Kapitalizmin en dnemli unsurlarindan olan “vaatler” markanin da tercih etmis
oldugu soylemler arasindaki yerini almistir. Bu baglamda uygulanmaya calisilan “ekolojik moda
hareketi” kendi pazarini olustururken bir alternatif (dogaya zararsiz-sirdirulebilir) sunmaktan
ziyade kapitalist tuketimin heyecan verici, yeni ve marjinal deneyimleri arasindaki yerini
saglamlastirmaktadir.

Yazar Katki Oranlan
Makale tek yazarlidir. Calismaya 1. Yazar: %100 oraninda katki saglamistir.
Cikar Catigmasi Beyani

“Tuketim toplumu ve surdurdlebilirlik: ekolojik moda dustncesine yonelik kampanyalarin
gostergebilimsel analizi® baslikli makalemin herhangi bir kurum, kurulus, kisi ile mali ¢ikar
catismasi yoktur. Yazarlar arasinda da herhangi bir ¢ikar gatismasi bulunmamaktadir.
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