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A Foreword from the Editor

This is the first issue of the seventh volume of the Journal of Politics, Economy and Management
(JOPEM). JOPEM, a scholarly journal specializing in economics and administrative sciences, is seeking
submissions of recent, excellent papers for potential publication in upcoming editions. The journal is biannually
published by the Faculty of Economics and Administrative Sciences of Hatay Mustafa Kemal University. It
employs a double-blind peer-review method that promotes multidisciplinary research. JOPEM is included in the
databases and indices of ResearchBib, JournalTOCs, Google Scholar, Idealonline, ASOS index, and Index
Copernicus. In order to uphold our rigorous standards, we frequently seek new opportunities for indexing and
abstract inclusion.

The journal is focused on the assessment of articles and collections, including theoretical discussions and
empirical and practical research articles that have been approved for publication. The journal’s objective is to
facilitate the spread of scientific information by featuring an extensive range of topics and encouraging current
empirical research. We invite papers prepared in either Turkish or English from the following academic
disciplines: economics, business, political science, public administration, international relations, finance,
industrial relations, information systems and management, econometrics, and other related topics.

We, the Editorial Board, are delighted to publish the exceptional research papers submitted by the authors
in the first issue of the seventh volume of the Journal. I express my gratitude to the reviewers, section and
language editors, the secretariat responsible for the layout, the JOPEM Advisory Board and the Editorial Board,
as well as other individuals who have contributed to the preparation of the articles for publication.

In order to maintain the attention of our readers and promote new ideas, we aim to encourage a higher
number of writers submitting papers for upcoming issues of JOPEM. If you have any comments or
recommendations, please contact us.

29.06.2024, Hatay-TURKIYE
Prof.Dr. Cengiz AYTUN

Editor in Chief, owner of JOPEM
(Behalf of the Faculty of Economics and Administrative Sciences, Hatay Mustafa Kemal University)
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Arastirma makalesi/Research article

Kent yoksullugu temelinde mekéansal ayrisma: Hatay/Dag (Aydinlikevler)
mahallesi 6rnegi!

Rahime CERCI?

Lecturer Doctor, Department Management and Organization, Local Administrations
Hatay Mustafa Kemal University, Antakya Vocational High School, Tiirkiye
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Onerilen Alintilama/Suggested citation: Cerci, R., & Giines, M. (2024). Kent yoksullugu
temelinde mekansal ayrigsma: Hatay/Dag (Aydinlikevler) mahallesi drnegi [Spatial Segregation on
the basis of urban poverty: Hatay/dag (Aydinlikevler) district example]. Journal of Politics,
Economy and Management 7(1), 1-20.

Oz: Kiiresellesme ile birlikte sosyal, ekonomik, politik ve teknolojik yapida meydana gelen degisim
ve doniigiimler yoksulluk sorununun kentler iizerindeki etkisini artirmaktadir. Zira bu degisim ve
doniisiime uyum saglayamayan kesimler kentin belirli bolgelerine yerleserek kendilerini kentin geri
kalan kismindan gerek sosyal gerekse mekansal yonden ayristirmaktadir. Bu durum toplumsal yap1
igerisinde ¢ok yonlii bir etkiye sahip olan mekénsal ayrigma baglaminda kentsel yoksulluk olgusunun
biitiin yonleri ile analiz edilmesi ihtiyacini dogurmustur. Caligmanin amact da kent yoksullugunun
mekansal ayrigma tizerindeki etki diizeyinin tespit edilmesidir. Kent yoksullugunun bireylerin yasam
alanlarini belirleme noktasindaki etkisinin dl¢tildiigii bu ¢aligma kapsaminda Hatay’in Antakya
ilcesine bagli Dag (Aydinlikevler) Mahallesi 6rnek alinmigtir. Mahallede yasayan bireylerin kente
kars1 olan aidiyet duygusunu ve yoksulluk halinin mekana olan yansimalarini tespit etmek amacryla
saha calismasinda mahallede ikamet eden Tiirk vatandasit 93 hane biiyiigiine yar1 yapilandirilmis
goriigme formatinda sorular yoneltilmis olsa da 75 kisi goriisme formunu eksiksiz olarak
cevaplandirmigtir.  Bunun yani sira ¢aligma sirasinda calismact tarafindan yapilan gézlemler
calismanin desteklenmesinde kullanilan veri toplama araglari arasindadir. Calisma, mahallenin
yoksulluk profili ¢ikarilmasi kapsaminda kent 6zelinde yapilan ilk ¢aligma olmasi ve kent yoksulu
olarak nitelendirilen bireylerin hayatlarini devam ettirebilmek adina maruz kaldiklar1 zorluklarla
basa ¢ikma yontemlerine yakindan sahit olma hususunda ayrica 6nem arz etmektedir. Calisma
kapsaminda elde edilen bulgular, yoksullugun bireylerin yerlesim yerleri se¢imi noktasinda biyiik
rol oynamasi, kentlerin yoksulluk halinden kurtulus alanlar1 olarak degerlendirilmesi, yoksullugun
bir dizi sosyal sorunu da beraberinde getirmesi ve yoksullukla miicadele noktasinda rol oynayan
aktorlerin daha etkili ve verimli projeler iistlenmeleri gerektigi yoniindedir.

Anahtar Kelimeler: Kentsel mekan, Yoksulluk, Kentsel yoksulluk, Mekénsal ayrigma

Spatial segregation on the basis of urban poverty: Hatay/Dag
(Aydinlikevler) district example

Abstract: Changes and transformations in the social, economic, political and technological structure
with globalization increase the impact of the poverty problem on cities. Because the segments that
cannot adapt to this change and transformation settle in certain parts of the city and separate
themselves from the rest of the city both socially and spatially. This situation has created the need

'Bu makale “Kent Yoksullugu Temelinde Mekansal Ayrisma: Hatay/Dag (Aydinlikevler) Mahallesi Ornegi”
(2022) adli doktora tezinden iiretilmistir.

2 Correspondence author: Hatay Mustafa Kemal Universitesi Antakya Meslek Yiiksekokulu, Yonetim ve
Organizasyon Boliimi, Yerel Yonetimler Programi, rhmkmy@gmail.com.
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to analyze the phenomenon of urban poverty in all its aspects in the context of spatial segregation,
which has a multifaceted effect on the social structure. The study aims to determine the impact level
of urban poverty on spatial segregation. Within the scope of this study, where the effect of urban
poverty on determining the living spaces of individuals is measured, Dag (Aydinlikevler) District of
Hatay's Antakya district was taken as an example. To determine the sense of belonging of individuals
living in the neighborhood to the city and the reflections of poverty on the place, questions were
asked in a semi-structured interview format to 93 Turkish citizen households living in the
neighborhood during the field study, but 75 people answered the interview form completely. In
addition, observations made by the researcher during the study are among the data collection tools
used to support the study. The study is also important in that it is the first study conducted in the city
within the scope of profiling the neighborhood's poverty and closely witnesses the methods of coping
with the difficulties faced by individuals who are described as urban poor to continue their lives.
The findings obtained within the scope of the study are that poverty plays a major role in individuals'
choice of settlements, cities should be considered as areas of relief from poverty, poverty brings
with it a series of social problems, and actors who play a role in fighting against poverty should
undertake more effective and efficient projects.

Keywords: Urban space, Poverty, Urban poverty, Spatial segregation
JEL Classification: D10, 131, 132, P36.

1. Giris

Gelismis iilkelerin dahi tam bir ¢éziime ulastiramadig gelir adaletsizligi sorunu yoksullugun temelini
olusturmaktadir. Bu nedenle {ilkelerin gelir dagilimina yonelik uygulayacaklari politikalara ve
programlara ayri bir dnem vermeleri her daim zorunluluk arz etmektedir. Aksi durumda o iilkelerdeki
ya da bolgelerdeki alt gelirli kesim daha da yoksullagsmaktadir. Bu dogrultuda yoksullugun kaynaklar
olarak; adaletsiz olan vergi sistemi, yiiksek faiz ve rant saglayan ekonomi, dogal afetler, ¢alisamayan
engelli sayisinin fazlaligi, bireysel yetenek farkliligi, piyasa tekelligi, enflasyon, igsizlik (Aktan, 2002,
s. 1) gibi faktorleri gostermek miimkiindiir. Oxfam’m 2020 yilinda yayimladig: “Esitsizlik Raporu”nda,
2019 yilindaki diinya milyarderlerinden en zengin 2153 kiginin servetinin 4,6 milyar insanin toplam
varligindan daha fazla oldugu ve yine en zengin %1°lik varlikli kesimin servetinin 6,9 milyar insanin
toplam varliginin iki katindan daha fazla oldugu belirtilmistir. Raporda bu zengin kisilerin servetlerinin
yalnizca %1 inin dnlimiizdeki 10 yil siiresince ve sadece %0,5 oraninda arttirllarak vergilendirilmesiyle
elde edilen gelir ile egitim ve saglik imkani, yasli ve engelli bakimi ve bir¢ok sektdrde 117 milyon
istihdam olusturulmasi saglanabilmektedir (Oxfam, 2020, s. 6).

Giliniimiizde kirsala 6zgii bir sorunmusg gibi algilanan yoksulluk artik kentsel alanda da hizli bir
sekilde yayilmaktadir. Yoksullugun daha genis bir yelpazeye yayilmasiyla kentler, yoksulluk sorununun
giderek derinlestigi ve belirginlestigi mekanlar haline gelmektedir. Giiniimiiziin yoksulu i¢in igsizlik
daimi neden olmaktan ¢ikma egilimindedir. Gelir eksikligi, bireysel etkiye; egitim, saglik, giivenlik
imkan1 gibi yoksunluklar da hizmet eksikligine neden olmaktadir. Oyle ki artik calisan bireyler de
yoksul hale gelebilmektedir. Bu noktada kentin dengesizligi, diizensizligi ve bozulan islevselligi sonucu
kentsel yoksulluk ortaya c¢ikmaktadir. Kentsel yoksulluk, her kentin kendine has yapismdan
kaynaklanan unsurlarin yetersizligi ve eksikligi ile meydana gelen yoksunluk hali seklinde
nitelenmektedir. Kent icerisindeki imkanlara o kentte yasayan halkin erisim durumu da kentsel
yoksullugun diizeyini belirlemektedir. Kentin sundugu imkanlardan, konfordan, iyi bir yasam idealinden
uzak kalan bireyler, yasadiklar1 yoksunluklar neticesinde kentsel ve sosyal sisteme yeterince entegre
olamamakta ve s6z konusu sistemlerin disinda, bir nevi kendi yasam alanlarinda izole bir sekilde,
hayatlarini idame ettirmektedir. Bu denetimsiz yerlesimler yoksulluk ve ayrisma ekseninin énemli bir
pargasini olusturmaktadir.

Kent yoksullugu temelinde mekansal ayrigmay1 konu alan bu ¢alismada; kent, yoksulluk, kent
yoksullugu ve mekénsal ayrisma kavramlari agiklandiktan sonra Hatay iline bagli Antakya ilgesinin Dag
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(Aydinlikevler) Mahallesi® 6zelinde kent yoksullugu haritasi gikarabilmek ve bu durumun mekana olan
yansimalarini  Ol¢ebilmek adina analizler yapilmistir. Bu baglamda c¢alisma boyunca kent
yoksullugunun, kentte yasayan bireylerin mekan tercihlerinde ve kentle olan biitiinlesmelerinde ne kadar
o6nemli oldugu vurgulanmigtr.

2. Kent Yoksullugu ve Mekansal Ayrisma

Kiiresellesmenin etkisiyle kentlerin yapilarmda hizli bir degisim doniisiim yasanmakta ve yaganmaya
da devam etmektedir. Kent tanimlamasi yapilirken, yerlesim yerinin sosyolojik, ekonomik, cografik,
idari ve hatta hukuksal boyutlar1 ele alindiginda bir¢ok tanimla karsilasmak miimkiindiir. Ornegin,
OECD raporlar niifus yogunlugunun yiiz elli kisiden az oldugu alanlar1 kirsal alan daha fazla oldugu
alanlartysa kent kabul etmektedir (Kartal, Tuncel ve Goktolga, 2015, ss. 3-4). Ulkemizdeki 442 Sayili
Koy Kanununa goére yirmi bin ve daha fazla niifusa sahip yerlesim alanlar1 kent olarak kabul
edilmektedir.

Kentleri, kirsal alanlardan ayiran temel 6zelliklerin sosyo-ekonomik ve yonetim durumlarinin
yani sira teknolojik imkanlarin gelisim derecesine gore gergeklestirilen dagitim ve denetim islevlerinin
gergeklesmesinde heterojen bir yapmin yaygin oldugu yerlesim alanlari olarak ifade etmek miimkiindiir
(Parlak, 2011, s. 452). Louis Wirth’in ifade ettigi gibi kent, “toplumsal bakimdan benzerlik gostermeyen
bireylerin olusturdugu goreceli olarak genis yogun niifuslu ve mekanda siireklilik niteligi olan
yerlesmedir” (Wirth, 1938’ten aktaran Koyuncu, 2011, s. 39). Baska bir ifadeyle, belirli sinirlar iginde
yasayan bireylerin gegimlerini birincil ekonomik sektorlerin disindaki faaliyetlerle saglayan yerlesim
alanlaridir (Ulusoy ve Akdemir, 2013, s. 301). Ayrica kentler, bir evler toplulugunun ¢ok 6tesinde
bireylerin kendilerine ait miilklerle olusturdugu iktisadi bir birlikteligi ifade etmektedir (Weber,
2003’ten aktaran Kogak, 2011, s. 261). Bu birliktelik sonucu meydana gelen yogun yap1 ve insan
birlikteligi beraberinde yeni degerlerin (Kaya, 2017, ss. 4-5) orflerin, hal ve hareketlerin toplanarak
6zgiin kiiltiirlerin ortaya ciktig1 yerlesim alanlar1 olan kentleri meydana getirmistir (Kogak, 2011, s.
261). Yani kentler, belirli bir yerlesim alaninda belirli bir zaman dilimi igerisinde belirli bir insan
toplulugunun kendine has 6zellikleriyle meydana gelen “’goger’” ve “’kir’’ insanlari i¢in gelinebilecek
son agsamadir (Topal, 2004, s. 28).

Sekil 1. Kentin unsurlari

Zayif | Ozgiirliikler '
Bireycilik ilisk}iller Demokrasi
bilinci
ifu
_ Dinamik

Sinirly

alan Farklilagsan

uzmanliklar

Asir ‘ Toplumsal |
niifuslanma runlar |

B

Heterojen Cevre
toplum sorunlari

Kaynak: Yukarida verilen tanimlardan esinlenerek yazar tarafindan olusturulmustur.

3 Calisma kapsaminda mahalle ad1 yerel halk tarafindan bilinen Dag Mahallesi olarak kullanilmustir.
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Kentin ilk ortaya ¢iktig1 donemden giiniimiize kadar ki gegen siirecte gerek kentin gerekse kentte
yasayan insanlarin degismesine neden olmustur. Bu degisim beraberinde kentlerdeki doniisiimleri de
getirmis ve kentin anlagilmasinin yaninda anlatilmasini da zorlastirmistir. Bu siire¢ sonucunda kentler
tarih, cografya, ekonomi, sosyoloji basta olmak iizere bir¢ok disiplinin konusu olmustur. Kent iizerine
yapilan tanimlamalarda evrensel bir ifade olmasa da yukaridaki sekilde belirtilen unsurlarin ortak payda
oldugu goriilmektedir.

Bireyler gerek kendileri gerekse aile iiyelerinin yiiksek yasam standardina ulasabilmesi igin
geldikleri kentlerde yoksulluk sorunu ile bas etmek zorunda kalmaktadirlar. Yoksulluk, asgari yasam
standardina erisememe yani maddi nitelikteki mahrumiyetler nedeniyle kaynaklara ve iiretim
faktorlerine erisememe halidir. TDK’de yoksul kisi, ihtiyaglarini giderme noktasinda sikint1 yasayan
kimse olarak ifade edilirken, baska bir tanimda yoksul kisi, yeterli miktarda paraya sahip olamayan
veyahut konforlu bir hayat yasayabilmek i¢in ihtiya¢ duydugu araglara sahip olamayan kisi olarak ifade
edilmektedir (Aktan ve Vural, 2002, s. 1). Yani ge¢inebilmek i¢in ihtiya¢ duydugu ekonomik
imkanlardan mahrum olan kisiler yoksul kisiler olarak nitelendirilmektedir.

Yoksulluk olgusunun tanimlanmasina dair yapilan ¢alismalar incelendiginde yoksullugun bir¢ok
yoniine vurgu yapan tanimlarin gelistirildigi goriilmistiir. Bu kapsamda gelistirilen kavramsal ¢ergeve,
yoksullugun yalnizca bireylerin yasamlarini devam ettirme noktasinda ihtiya¢ duyduklar1 gelirden
yoksun olma halinin 6tesinde bir kavram oldugu sonucuna varilmistir. Bu kapsamda yoksulluk,
kimilerine gore kisisel yeteneksizlik iken, kimilerine gore ise toplumsal bir eksiklik olarak
degerlendirilmis ve bu yonde ¢6ziim yollart aranmustir (Sarikoca ve Dasgli, 2016, s. 1299).

Sekil 2.Y oksulluk nedenleri
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Kaynak: Gokdayi, 2019, ss. 94-95.

Yoksulluga yol acan nedenler degerlendirilirken bireylerin alim giiclindeki zayiflik ya da alim
giicliniin hi¢ olmamas1 halinin yamn sira satin alinmak istenen {iriinlerin var olmas1 gerekmektedir. Zira
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alim giiciine sahip olan bireyler almak istedikleri iiriinii bulamadiklar1 halde yoksulluk hali yine
meydana gelecektir. Dolayisiyla bireylerin hem alim giiciliniin olmast hem de ihtiya¢ duydugu {iriine
ulasabilmesi gerekmektedir (Aydin, 2014, s. 10).

Yoksulluk alaninda yapilan c¢alismalarda Oncii konumunda olan Amartya Sen bireylerin,
gelirlerinin Glgek olarak kabul edildigi goreli yoksullugun ve yetenekleri kapsaminda degerlendirilen
mutlak yoksullugun tiiketim toplumlarinda daha belirgin bir sekilde goriildiigiinii vurgulamaktadir
(Karakas, 2010, s. 8). Oyle ki giiniimiiz toplumlarinda tiiketim, bireylerin giindelik davramslarini
bicimlendirmenin &tesinde fikirlerini ve faaliyetlerini de ekonomik bakis agisiyla anlamlandirmaktadir.
Bu noktada bireyler harcamalarin1 yaparken ihtiyaglarini kargilamak yerine arzularimi tatmin etme
yoluna gitmektedirler.

Zamanla bireylerin tatmin olmayan arzulari, modern tiiketim ideolojisi olan anlik ve sonu
gelmeyen tatminsizliklere neden olmaktadir (Karakas, 2005, ss. 5-6). Bu noktada kendini yetersiz
hisseden bireyler toplumdan ayrismaktadir. Oyle ki hayatlarin1 idame edecek kadar sermayeye sahip
bireyler tiiketim noktasinda dilediklerini yapabilme hakkini kendilerinde goérmezlerken, stirekli bir
zorunluluk i¢inde olan bu bireyler kente karsi, bir aidiyet sorunu da yagamaktadirlar. Ayrica kente karsi
bir yabancilasmaya girer ve kentin sadece kendisinin yasadigi sinirlardan ibaret oldugunu varsayarlar.
Zira yoksulluk olgusu ekonomik getirinin dtesinde bir kavram olarak bireylerin bir vatandas, arkadas,
anne-baba, komsu olmak gibi sosyal rollerini de kapsamaktadir. Bu kapsamda degerlendirildiginde
belirli bir cografyada birlikte yasamanin 6tesinde ayrigan yoksullugu, hizmete erisim noktasinda (toplu
tasima, saglik, egitim vs.) eksiklik, giivensizlik gibi siire¢lerinde dahil oldugu toplumsal yapidan
soyutlanamayan bir olgu olarak degerlendirmek miimkiindiir.

Gunimiiz kentlerinde meydana gelen yoksulluk ge¢mis donemlerle kiyaslandiginda kentte
yasayan bireylerin biiyiik bir kesimini etkisi altina alarak yayilan yeni kentsel yoksulluk olgusu olarak
karsimiza ¢ikmaktadir. Bu kavram, eskiden niifusun kiigiik kismi agisindan statik bir olgu olarak
tartisilan ya da diisiik sanayilesme ve hizli kentlesmeyle baglantili olarak aciklanan kentsel yoksullugun,
neoliberal politikalar sonucu enformel sektdr, tagseronluk gibi istihdam bigimlerinin, esnek tiretim ad1
altinda daha genis bir ¢cergevede kullanilmaktadir (Koériikmez, 2008’ den aktaran Cigek, 2010, s. 25). Bu
anlamda yeni kentsel yoksulluk kavrami, az gelismis iilkelerin yan1 sira gelismis iilkeleri de kapsayacak
sekilde son yillarda goreli olarak yoksullasan daha genis toplumsal kesimlerin yasam kosullarini
anlatmaktadir.

Yoksulluk kentsel diizlemde, bireyin kentlilesmesinde olumsuzluklara sebep olmaktadir. Kent
yasamina uyum saglayamama ve kentlesme siirecine katilamamalar1 sonucunda kentsel alanda herkesi
ilgilendiren sorunlar ortaya ¢ikmaktadir. Yoksulluk halleri kalict hale geldiginde toplumda birey ve grup
diizeyinde davranislar gelistirerek bir alt kiiltiir olusmaktadir (Demiral, Evin ve Demiral, 2007, s. 7).
Kent yoksullugu, ekonomik, egitim, psikolojik gibi bircok soruna neden olsa da kentsel mekanda
yasamlarini siirdiiren bireylerin karsilastiklart sorunlarin iginde barinma ve giivensizlik en biiyiik sorun
olarak degerlendirilmektedir (Sula, 2004’ten aktaran Aydin, 2007, s. 165).

Gecmisten gilinlimiize kentsel mekanlarin {iretimine yonelik yapilan aragtirmalarda mekanin,
morfolojik olarak hangi malzemenin kullanildigi, bulundugu bdlgenin dogal sartlarinin nasil oldugunun
oOtesinde kentsel algilarin nasil oldugu yoniinde sekillenmistir. Bu kapsamda mekanin, “sadece fiziksel
iiretim araclariyla degil, o toplumu kuran iligkiler orgiisiiyle” iligkili olarak sosyal anlami ortaya
¢ikmaktadir (Yirtict, 2005, s. 1). Oyle ki mekanlar; {izerinde hayatlarin1 devam ettirecek bireylerden
bagimsiz veya onlara ragmen bir olusumun disinda onlar tarafindan algilanip anlamlar yiiklenerek
sekillenen diizlemlerden 6te bagka bir seyi ifade etmemektedir (Yildiz ve Alaeddinoglu, 2011, s. 848).
Yani sosyal bir insa ile meydana gelen kentsel mekanlar, mekani1 kullananlarin algi ile kimligini
kazanmaktadir. Ancak bu olusumda belirli kaliplarla sekillenen toplumsal yasam ve diislince 6n plana
cikarken bireysel diisiinceler géz ardi edilmektedir (Giingor, 2019, s. 97). Oysa kentsel mekanlar
olusturan her bireyin i¢inde yasadig1 toplumdan bagimsiz anlamlarla yiiklenmis algilar1 vardir. Bu farkli
algi bigimleri mekanlarin meydana gelmesi siirecinde kendini géstermesiyle her toplumda birbirinden
farkli mekanlarin meydana gelmesine neden olmaktadir. Zamanla mekanin {iretimi yerini mekanin



Cergi, Giines Kent yoksullugu temelinde mekansal [Spatial segregation on the basis]

tilketimi kavramina birakmis mekanlarin olusmasinda ekonomik islevi 6n plana ¢ikarilmistir. Bu
kapsamda degerlendirildiginde, mekanlarin her {iretim tarzzmm kendi mekanm (ilkel-kdleci
toplum=mutlak mekani, feodalizm= tarihsel mekani, kapitalizm=art1 deger) meydana getirmistir (Tasg1,
2012, ss. 53-55).

Harvey (2002, ss. 155-161) toplumsal yapi ile mekansal ayrismayi dort temel varsayimla
iliskilendirerek agiklamistir. Bunlardan ilki, toplumsal sinifa yarinini yasayacak ve gelecek nesiller
tiretecek kadar imkanlara sahip olmasi kapsaminda “yeniden iiretim” varsaymudir. Ikinci varsaymm,
mekansal birimler, komsuluk birimlerinin, yerel topluluklarin ve bireylerin deger ve beklentilerini,
tiikketim aligkanliklarini, pazar donanimlarini ve biling durumlarii 6nemli 6l¢iide etkileyecek toplumsal
etkilesim ortamlar1 olduguna dairdir. Kapitalist iiretim sistemi kendi devamliligimi saglayabilmek i¢in
yeni tiiketim bicimleri, yeni toplumsal istekler ve gereksinimler olusturmak durumundadir. Eksik
titketim, sermaye birikimi agisindan asir1 liretim ve bunalim olusturacagindan siirekli tiiketimi saglamak
tizere belli tilketim siniflarinin varligr zorunlu oldugu igin, dagitim ve tiikketim noktasinda toplumsal
ayrigmalar meydana gelmektedir. Farkli tiiketim kaliplarina sahip bireylerin mekanla iligkisi de farkli
olacagindan iist gelir grubuna dahil olan bireyler ile alt gelir grubuna dahil olan bireylerin yasam alanlari
da birbirinden ayrismis olacaktir. Ugiincii varsayim olarak, biiyiik niifus yogunluklarmin farkli
topluluklara bdliinmesinin sinif bilincinin de bdliinmesine yol agacagi yoniindedir ki bu durum sistemin
devamliligimi saglayici bir etken olarak kabul edilmektedir. Son varsayim ise mekéansal ayrigma
modellerinin kapitalist toplumdaki g¢eligkilerin birgogunu yansittigina yonelik gelistirdigi varsayimidir.

Toplumdaki farkli kesimden olan bireylerin sectikleri yasam alanlarini ifade etmek icin kullanilan
mekansal ayrisma, siirli bir gelire ve kaynaga sahip olan yoksul bireylerin sectikleri meskenlerde
kendini gostermektedir. Buradaki en onemli kistas ekonomik diizey olarak algilandiginda meydana
gelen ayrisma sadece ekonomik esitsizlige baglanmaktadir. Ancak unutulmamasi gereken nokta bu
ayrigmanin yalnizca ekonomik nedenlere bagli olarak meydana gelmemesidir. Zira ekonomik etkenlerin
yani sira etnik ve siyasi unsurlar da bireylerin yasam alanlarini belirlemede etkin rol oynamaktadir
(Ozbilgin, 2016, s. 16). Gelire ve statiiye gore ortaya ¢ikan smifsal konuma bagh olarak meydana gelen
ayrigma egitim ve istihdamla ilgili olarak bireylerin yasam tarzlarinda ortaya ¢ikarken, etnik veyahut
dini kokenle ilgili olan ayrisma bireyler arasinda ayrimcilifa neden olurken dislanma ile
sonuglanmaktadir (Ozgiir, 2006, s. 80).

3. Dag(Aydinlikevler) Mahallesinde Kentsel Yoksulluk ve Mekéansal Ayrisma
3.1 Arastirmanin Amaci ve Onemi

Yirminci ylizyilin son geyregi itibariyle ticari faaliyetlerin zenginlik kaynag olarak goriildiigii kentlerde
yogun niifus artist olmustur. Bu tarihten sonraki siirecte kentlere dogru yasanan yogun niifus
hareketliligi sonucunda mevcut imar planlar1 asilarak kagak yapilagma yoluna gidilmistir. Yasanilan bu
olumsuz durumlardan Hatay’in Antakya il¢esi de payina diiseni almigtir. Bu durumun net bir sekilde
gozlenebilmesi i¢in ilgceye baglh Dag Mahallesi ¢alisma alani olarak se¢ilmistir.

Dag Mabhallesinin ¢alisma kapsaminda se¢ilmesinin nedeni de kentin en eski yerlesim yerlerinden
biri olmasimin yam sira kent yoksullugunun mekéna yansimasinin en iyi resmedildigi yer 6zelligi
gostermesidir. Mahalle, tarihi ¢ok eskilere dayanan Antakya kentinin eski yerlesim bdlgelerinden
biridir. Hatay’in merkez ilgesi olan Antakya, eski kent &zelliklerini bir nebzede olsun koruyabilen
kentlerden biri olma o6zelligine sahiptir. Kentin i¢inde 2 kilometre uzunlugunda ve 30-35 metre
genisligindeki Asi Nehri kenti, Eski Antakya ve Yeni Antakya olmak iizere iki bolgeye ayirmaktadir.
Nehrin kuzeydogusu ile Habib Neccar Dagi arasinda kalan kisim kentin eski yerlesim bdlgesini
olustururken, nehrin kuzeybatisindaki diizliik de yeni yerlesim bolgesini olusturmaktadir.

Kente ilk yerlesim M.O 8000°lii yillara kadar uzanmaktadir. Antiokheia adini kurucusu
Seleucos’un babasi Antiokos anisin1 yagatmak iizere alan kent, kuzey-bati Suriye’nin korunmasi igin
kurulmustur. Heterojen yapidaki kentte halka Hellenizm kabul ettirilmeye calisilmistir. Bu yoniiyle
Antakya, Helenistik Cag kentlerinin tipik bir drnegidir. Helenistik Cag da insa edilen birgok kentte
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“Hippodamos tarzi plan” uygulanmistir. Bu kapsamda, belirli bir nizam igerisinde birbirine dik ve

paralel cadde ve sokaklardan olusan yap1 adalarinin meydana getirdigi “1zgara plan”1 uygulanmustir.

Kentin kurulusunda uygulanan bu imar planinin izlerinin Orhanli ve Meydan Mahallelerinde
gormek miimkiindiir (Omeroglu, 2006, ss. 35-36).

Antakya’nin mimarisinin sekillenmesindeki etmenlerin basinda, iklim, arazi yapisi ve insanlarin
yasam tarzlar1 gelmektedir. Kentte meydana gelen dogal afetler ve isgaller kentin birgok kez yeniden
insa edilmesine neden olmustur. Her ne kadar bu yeniden yapilagsmalar kentin siluetin de degisikliklere
neden olsa da eski kentten izler giiniimiize kadar ulasmistir. Kentin eski mahallelerinde yer alan ve
zamanla gecirdigi degisim ve doniisiimlerle belli bir mimari karaktere ulagsmistir. Bu siiregte sokaklar
hem sokak-ev iliskisi hem sokak boyunca uzanan daralmalar-genislemeler ve hem de sokaklarin
kesisme noktalarinda meydana gelen birbirinden farkli agilarla olusan bir kent dokusu ortaya ¢ikmugtir.

23 Temmuz 1939 yilinda Hatay’in Tiirkiye’ye katilisinin ardindan 6zellikle de 1950°1i yillardan
sonra Asi Nehri’nin bati yakasinda bulunan, Akevler, Cumhuriyet, Emek, Armutlu, Kanatli ve Cebrail
mabhalleleri hizla geliserek Yeni Antakya’y1r olusturmustur (Omeroglu, 2006, s. 65). Antakya’nin 95
mahallesi olsa da bu mahallelerden bazilar1 oldukg¢a eski mahallelerdir. 1970’te insa edilen Havuz-
Emek, Akevler ve Sofulardan ayrilarak olusan Dag Mahallesi civarina gore daha eski yerlesim
bolgeleridir. Habib-i Neccar Dagi tarafindaki Bagriyanik, Havuzlar, Sirince, Karaali Boliigii, Kardesler,
Dag ve Bedevi Stimerler Mahalleleri ise kdyden kente gd¢ edenlerin meydana getirdikleri gecekondu
alanlari olusturmustur (Attaroglu, 1984, ss. 5-6). Calisma kapsaminda, bu gecekondu alanlarindan
Dag Mahallesinin kent yoksullugu temelinde mekansal ayrigsma profili ¢ikarilmasi amaglanmistir. Bu
dogrultuda Arastirma, 1.875 (990 erkek ve 885 kadin) kisinin yasadig1 Hatay’in Antakya ilgesine bagl
Dag Mahallesinde hane temsilcisini kapsamaktadir. Mahallede yasayan hane temsilcisi ile yapilan
gorlismelerden elde edilen veriler Dag Mabhallesinin geneline uyarlanmistir. Mahallenin gegmisten
gliniimiize kentin ge¢irdigi degisim ve doniisiimlerden izler tasimasiyla birlikte bu alanda bolgede
herhangi bir ¢aligmanin yapilmamis olmasi alani incelemeye daha da deger kilmaktadir. Bununla birlikte
kent yoksulu olarak nitelendirilen bireylerin yasamlarindaki zorluklarin ve bunlarla miicadele etme
yollarina yakindan sahit olmak c¢alismanin 6nemini bir kez daha ortaya ¢ikarmaktadir. Oyle ki soz
konusu arastirma sonucu elde edilen verilerin yerel arastirmalar olmaksizin resmi kayit ve istatistiksel
veriler iizerinden tespit edilmesi miimkiin degildir. Hatta salt istatistiksel verilerin bolgeye ait olan
ozelliklere ait bilgilere sahip olunmadan dogru bir sekilde yorumlanmasi da s6z konusu degildir. Zira
veri tabaninda yoksullara ait bilgilerin olduk¢a sinirlt olmasi bireylerin neden yoksul olduklar1 hakkinda
ciddi anlamda bilgi eksikligine neden olmaktadir.

Iste bu arastirma ile Dag Mahallesi 6zelinde bu agigin kapanmasi ve bu yonde yapilacak
calismalara yon vermesi amaglanmaktadir. Bu baglamda arastirmanin alt amaglari sunlardir:

1. Aragtirma kapsamindaki kent yoksullarinin demografik niteliklerinin belirlenmesi,
ii. Aragtirma kapsamindaki kent yoksullarinin hane halki bilgilerinin tespit edilmesi,
iii. Aragtirma kapsamindaki kent yoksullariin konum bilgilerinin saptanmasi ve

iv. Arastirma kapsamindaki kent yoksullarinin i¢inde bulunduklar1 yoksunluklarinda mekansal
ayrigmanin etkisinin dl¢tilmesidir.

Aragtirma alaninin se¢imi noktasindaki diger bir etken de Antakya ilgesinin kus bakis
gorilintlisiinii izlemek icin gelen yerli ve yabanci turistlerin ugrak noktasi olan Dag Mahallesinin
(Kurtulus Caddesinden baslayip Izmir Caddesine (bir cadde ve on sekiz adet sokag1 bulunmakta) kadar
uzanan yol giizergahi) ilgenin turistik degerini 6n plana ¢ikarmasi kapsaminda ortaya ¢ikmaktadir.

3.2. Arastirmanin yontemi

Calisma kapsaminda, nitel aragtirma yontemlerinden durum analizi deseni kullanilmistir. Durum
analizinde verilerin toplanmasinda ¢esitli kaynaklardan yararlanilmaktadir. Bu gesitlilik farkli
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kaynaklardan benzer bilgilerin elde edilmesi anlamindadir ve ¢aligmanin giivenilirligi icin oldukca
onemlidir. Bunun yan1 sira farkli kaynaklardan elde edilen bilgiler bir diger kaynagin eksikligini de
gidermektedir. Caligma kapsaminda kullanilacak verilerin toplanmasindan énce Hatay Mustafa Kemal
Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastrma ve Yaym Etigi Kurulu tarafindan izin
almmistir. Yapilan bu c¢alismada da veriler arastirmaci tarafindan, ¢alisma kapsamindaki mahalle
sakinleri ile 12/05/2022 tarihi ile 24/05/2022 tarihleri arasinda goriismecilerin hanelerinde
derinlemesine soru sorarak eksiksiz ve agik yanitlarin alinmasina firsat vermesi i¢in ek sorularin
soruldugu yar1 yapilandirilmig goriisme formu kullanilmistir. Goriisme formu 47 sorudan olugmaktadir.
Formun ilk kismindaki yedi soru katilimcilarin profil bilgilerini 6grenmeye yoneliktir. Gorlisme
formunun da yer alan sonraki dokuz soru hane halki bilgilerine yonelikken devamindaki yedi soruysa
kattlimcilarmm  konum bilgilerine yonelik hazirlanmistir. Ayrica formun son kisminda kent
yoksullugunun mekansal ayrisma iizerine olan etkilerini 6lgebilmek amaciyla katilimcilara yirmi
sorudan olusan olgusal sorular yoneltilmistir. Bunun yani sira yapilan goriismeler sirasinda verilen
cevaplarin dogru yorumlanmasini saglamak adina arastirma sahasinda bulunularak katilimer gozlemi
yapilmistir. Arastirmada mahalle sakinleri tarafindan ses kayit cihazi kullanilmasina sicak bakilmamasi
sonucu bu yontemden vazgegilmistir. Elde edilen veriler arastirmaci tarafindan not alma yontemi ile
kayit altina alinmigtir. Bu goriismeler ortalama 30 dakika stirmiistiir. Verilerin analizinde betimsel ve
igerik analizi kullanilmigtir,

3.3. Bulgular ve analiz

Arastirmanin bu boliimiinde aragtirmaya katilan kent yoksullarinin arastirmaci tarafindan yoneltilen
sorulara verdikleri cevaplar dogrultusunda gergeklestirilen analizler sonucunda elde edilen bulgulara yer
verilmistir.

3.3.1. Sosyo-demografik bulgular

Calisma kapsaminda Dag Mabhallesinde 75 hane temsilcisi ile goriistilmistiir . Gorisiilen kisilerin;
%44°1 kadmn, %56’s1 erkektir. Calismaya katilanlarin %96’s1 evli ve ailesiyle birlikte ikamet eden
kisilerden olusmaktadir. Mahallede yasayan hane temsilcilerinin geneli orta yas ve iizeri kisilerden
olustugundan ve ¢alisma kapsaminda goriisme adina hane temsilcisi arandigindan sadece %4’liikk bekar
kesim ile karsilagilmistir.

Sekil 3. Cinsiyet Sekil 4. Medeni hal

4%

= Erkek = Evli

= Kadin = Bekar

Gorisiilen kisiler agirlikli olarak %49’luk bir oranla 41-60 yas grubu araliginda yer almaktadir.
En diistik katilimc1 bulunan yag aralig1 ise %4’liik oranla 18-25 yas arasinda iken katilimcilarm %20’si
26-40 yas araliginda ve %27’si de 60 yas iizerindedir. Mahallede yasayanlarin ¢cogunlukla orta yas ve
tizeri aile iiyeleri oldugu gorilmiistiir.
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Mabhalle sakinlerinin yerlesim yeri olarak bu mahalleyi se¢me ya da mahallede kalmalarinda ana
etkenlerin yoksulluk, miilkiyet, yakinlik ve aidiyet oldugu goriiliirken; egitim, issizlik, gelir azligi,
pahalilik, uygun ev fiyatlari, miras, yatirim, koken akrabalik, evlilik, merkeziyet, is yeri, carsi ve
hastaneye olan yakinlik alt faktorlerinin etkili oldugu goriilmiistiir.

Sekil 5.Yerlesim yeri se¢imine etki eden faktdrler

Yerlesim Yeri Se¢cimi

Yoksulluk Miilkiyet Yakinhk Aidiyet
L Uygun Ev :
Egitimsizlik . Kent Merkezi Koken
Fiyatlar1
Issizlik Miras Is Yeri Akraba
Gelir Azlig1 Yatirim Cars1 Evlilik
Pahalilik Hastane

Calisma kapsaminda mahalle sakinlerinin kendilerine has yasam tarzlarinin olmasi kentin geri
kalan kismindan ayrigmalarina neden oldugu goriilmistiir. Bu durum mabhalleye yeni tasinanlar ile
mahalle sakinleri arasinda birtakim aidiyet sorunlarnt (G,2, G,33, G,30, G,1, G,5) beraberinde
getirmistir.

Ben bu mahalleye gelin olup geldigimden beri adapte olma konusunda ¢ok sikint1 yasadim. Mesela
burada kadinlarda kavgaya karigmaktan ¢ekinmiyor hatta erkekler gibi argo kelimeler kullaniyorlar.
Inanir misin buraya geldikten sonra benim bile konusma tarzim degisti. Imkanim olsa burada bes
dakika bile durmam. (G,2, K,36, 12 yildir mahallede yastyor)

Yukaridaki katilimei ifadeleri mahallede yasayabilmenin mahalledeki yasama ayak uydurmada
zorlanabilindigini gosterirken merkezle olan ayriminin nedenlerini de dile getirmektedir. Bunlara 6rnek
vermek gerekirse;

Burasi medeniyetten nasibini almayan, alamayan bir yer. Niye mi? Ciinkii buraya biri bir sey
yapmaya kalksa burada yasayanlar arttk neden rahatsiz oluyorsa bilmem, ona hemen zarar
verebiliyor. Bunun i¢in kamera bile taktilar bir ara takip etmek i¢in, ger¢i taktilar da ne oldu? O da
nasiplendi haftasinda kameray1 kirmiglar m1 ¢almislar mi ne bilmem. (G, 2, K, 36)

Kars1 tarafta yasayan insanlarin bu mahallede yasayanlari umursamamasi yiiziinden bu farklar hep,
istense burasi da gelismez mi? (G, 10, E, 30)

Kentin yoksul mahallelerindeki yasam tarz1 ile kentin diger bolgelerindeki yasam tarzindaki
farkliliklar ¢ogu zaman bireylerin kentle biitiinlesmesine engel olmaktadir. Buradaki temel faktoriin
sahip olunan kiiltiirel degerler oldugu bilinse de Dag Mabhallesi gibi i¢ i¢e yasayan mahalle sakinleri o
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kadar benzer oOzellikler sergiler hale gelmekte ki yeni gelen kisiler hakkinda hemen hiikiim
verilebilmektedir®.

Yoksulluk olgusu toplum igerisinde yasayan bireyler arasinda farklilik géstermekle birlikte bu
etki hane tliyeleri arasinda da farkliliklara neden olmaktadir. Bu durum ayni hanede yasayan bireyler
arasinda yoksulluk olgusunun kadinlar {izerindeki etkisinin erkeklere oranla daha fazla oldugu mahalle
icinde kendine 0zgii yasam tarzinin benimsendigi ve kadinin konumunun ev olarak belirlendigi
mahallede kendini gostermektedir.

Kentin yoksul mahallelerinde yasayan kadinlar birgok olumsuzluga maruz kalmistir. Oyle ki
calismanin yapildig1 Dag Mahallesinde yasayan kadinlar evin biitiin yiikiinii iizerine almakla beraber
cogunlukla eve ekonomik katki saglayabilme adina “say” adi verilen ayakkabinin st deri kisminin
dikimini bos vakitlerinde yapmaktadir. Bu durumu goriismecilerden biri “su an ben yarmminu diisiinerek
yastyorum, onceligim ¢ocuklarim kendime ayiracak bir vaktim yok (G, 48, K, 43) seklinde ifade etmistir.
Dolayisiyla mahalle sinirlari iginde yasayan, kendine zaman ayiramayan, kadinlar sosyal anlamda her
seyden uzak kalmaktadir.

Sekil 6. Yas Sekil 7. Dogum yeri

= 41-60 Arast = Antakya
Yag . = Aydmlikevler

= 60 Yas Uzeri

4%, Reyhanli

18-25 Arasi Yayladag
Yas .
26-40 Arast " Diger
Yas = Altmozi

Calismaya katilanlarin iicte birinin dogum yeri Dag Mahallesi ve beste birinin dogum yerinin de
Antakya’nin diger (Giizelburg, Demirkoprii, Emek, Altingay ve Meydan) mahallelerinden oldugu
goriilmiistlir. Ayrica Hatay’in diger ilgelerinden Antakya’ya gd¢ eden ve Dag Mahallesine yerlesen
cogunluk katilimcilari dogum yerleri su sekilde dagilmaktadir: %24 Altinozi, %13 Yayladagi ve %7
Reyhanli. Mahallenin, kiigiik bir oran disinda farkli sehir dogumlu katilimcilarin tercih noktasi olmadigi
gOrilmustiir.

Mabhallede yasayanlarin iigte biri orada dogup biiyiimils ve kalmistir. Katilanlarm; %4’liik bir
kesimi Dag Mahallesinden once, Sirnak, Istanbul ve Mersin olmak iizere farkli sehirlerde ikame
etmiglerdir. Bunun yani sira %44’liikk bir kesim; mahalleye yerlesmesinden once Hatay’in farkli
ilcelerinden Altindzi, Yayladagi ve Reyhanli da ikamet etmistir. Goriismecilerin %19’luk bir kesimi de
Antakya’nin Altingay, Giizelburg, Emek, Demirkoprii, Narlica, Soguksu ve Meydan mahallelerinden
Dag Mabhallesine gog ettiklerini belirtmistir.

4 Ayrica olandan yetinme egilimindedirler, kendilerini bilirler ve herkesi de bilmek isterler.
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Sekil 8. Eski ikameti Sekil 9. Mahalleye go¢ sebebi

¢

15%

= Yakin Tavsiyesi

0,
19% = Evlilik

4%l

= Farkli ilce
= Dogum Yeri = Ailevi Sebepler
isyerine Yakinhk

= Merkeze Yakinhk

= Farkli Sehir
Farkl Mahalle

= Uygun Ev Fiyatlari
6%

Goriismecilerin %21’inin mahalleye evlilik sonras1 yerlestikleri goriiliirken mahallenin tercih
sebebinin kimi gdriismeciler i¢in aile yaninda kalma oldugu goriiliirken kimi goriismeciler igin ise uygun
ev fiyati kaynakli oldugu saptanmustir. Oyle ki mahalle sakinlerinin yerlesim yeri segimlerinde goniillii
bir tercihten ¢ok mahallenin is yerlerine, kentin merkezine, ¢arsiya ve hastaneye (2021’e kadar mahalle
yakinlarinda dogum hastanesi aktif olarak hizmet vermekteydi) olan yakinligin bu alanlara ulagim
kolaylig1 saglamasi zorunlulugundan kaynaklandigini gostermektedir. Bu zorunluluk halinin mahalle
sakinlerine sagladigi kolayliklar su sekilde dile getirilmistir;

Isimin buraya yakin olmasi en azindan yol masrafindan kurtarryor, ayrica evimizin burada olmasi
yine bir sebep. (G, 54, E, 48)

Bir yil dncesine kadar burada dogumevi vardi bizim i¢in yakind: hemen gidip geliyorduk simdi
Mozaik Hastanesi var ama o 6zel olunca bize yaramiyor eskisinin kalmasi bizim i¢in daha iyiydi.
Bir de dogumevi buradan gidince otobiiste ¢ikmaz oldu bizim buraya, neyse ki evimiz carsiya
yakinda ihtiyaglarimizi zorda olsa gideriyoruz oradan. (G, 46, K, 33)

Mabhallede yakini oldugu ic¢in onun araciligryla yerlesen %8, ailevi nedenlerden seklinde
cevaplayan %15 oranindadir. Ayrica mahalleye yerlesim sebepleri arasindaki is yerine yakinlik %10 ve
merkeze yakinlik %6 oranindadir. Ulagimin iyi olmadig1 mahalle i¢in is yerine ve merkeze yakinligin
diger sebeplere kiyasla mahallede baskin yasama sebebi olarak goriilmedigi anlagilmaktadir.

Sekil 10. Yoksunluk halleri

Y oksunluk
Halleri

-

Dag Mabhallesinin kentin merkezi ile olan ayrigsmasi mahalle sakinlerini, ulagimdan alt yapiya,
cocuk parklarindan yiiriiyiis alanlarina hatta su sikintisina kadar daha bir¢ok yoksunlukla karsi karsiya
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biraktigi goriilmistiir. Bu kapsamda mahalle sakinlerinin i¢inde bulundugu yoksunluk halini su
ifadelerle daha iyi anlamak miimkiin olacaktir;

Ev yiiksekte mi diye bilmem ama sik sik su kesintisi oluyor bizim burada bazi zamanlar giinii geciyor
su hala yok. Bari aksamlar1 olsa. (G, 33, K, 64)

Ulasim sikintisi buranin her seyden mahrum kalmasina sebep oluyor. Cilinkii bizim buraya ulagim
cok zor ulasim olmayinca da ne kasap ne manav ne market oluyor. (G, 4, K, 37)

Gorligmenin gergeklestigi mahallenin kentin dig ¢eperinde yer almasi burada yasayan bireylerin
kentin merkezine olan ulasimlarmi zorlastirmaktadir. Genellikle gériismeciler tarafindan yer se¢imi
noktasinda se¢ilen bu mahalledeki ev fiyatlarinin uygun oldugu dile getirilmistir. Ancak ayni bireyler
tarafindan mahallede su, kanalizasyon ve ulasim sorunlar1 da ifade edilmistir.

Bir yere gitmek istesek ta asag1 balik¢ilarin oraya gitmek gerekiyor oradan da bir buguk saatte bir
araba kalkiyor. Onceden bura 3/A (yeni adiyla 123 nolu) otobiis gelirken simdi oda gelmiyor.
Bahaneleri de yok otobiisiin zemini yere ¢arpiyor yok tas atiyorlar diyerek ayni bizim mahalle gibi
yokus olan Sirince Mahallesinden geri déniiyor. (G, 24, K, 40)

Yoksulluk olgusunun etkilerine kars1 savunmasiz olan ¢ocuklar, egitim, saglik, oyun alam gibi
daha bir¢cok soruna maruz kalma riski yetigkinlere oranla daha fazladir. Yoksullugun c¢ocuklar
izerindeki olumsuz etkileri goriismeci anneler tarafindan 1srarla dile getirilmistir.

Cocuklarimizin kaliteli bir okul ortam1 yok. Ama mecburen buradaki okula gonderdik ¢ocuklar1 ama
bu sene son ikisini de karsidaki okullardan birine yazdiracagim. Niyesini goriiyorsun (kii¢iik kizinin
ayagi al¢ida) bak. Nasil mi1 oldu? Kizima bagka siiftan ¢ocuklar saldirmislar bu kavga okulun i¢cinde
oluyor ha ¢ikigta falan degil. Daha koétiisiinii de anlatayim; bundan birkag giin 6nce oglum omzunda
kesikle eve geldi. Oglan 6nce anlatmak istemedi ama birkag sikistirinca anladik ki meger okuldaki
diger ¢ocuklar yanlarinda kelebekle geliyormus. E bizim oglanla da aralarinda bir siirtiigme olunca
¢ocugun koluna sallamis bigagi. E simdi ben nasil bu ¢ocuklari bu okula gondermeye devam edeyim
anlayacagin ¢cocuklarimizin okulda bile giivenligi yok. (G, 5, K, 38)

Cocuklarin enerjilerini harcayabilecekleri bir park yok ger¢i park olsa da génderir miyim bilmem.
Ciinkii benim ona 6grettiklerimle disardan 6grendikleri arasinda daglar kadar fark var. Mesela ben
ona kiifretmenin yanlig oldugunu sdylerken mahalle ortaminda bu matah bir seymis gibi gosteriliyor.
Bu da ¢cocugumda (biiyiikk oglunda) davranis bozukluklarina neden oldu. (G, 2, K, 36).

Cocuklarimiz burada hi¢ mutlu degiller. Niye mi? Ciinkii bizim burada ¢ocuklarin enerjilerini
atacaklar1 giivenli bir oyun parki yok. Bizde ¢ocuklarimiz: siirekli evde tutmak zorundayiz yoksa
kotii yola saparlar burada ortam ¢ok kotii. (G,4, K,37).

Mahalle sakinlerinin issizlik ya da diisiik {icretli islerde ¢alismalarinin sebebi yoksulluk mirasina
dayanmaktadir. Oyle ki yoksul ailelerden gelen sakinler egitim alma imkanimm kendilerinde
bulamamislardir. Calismaya katilanlarin egitim durumuna bakildiginda ¢ogunluk kesimin %59’luk bir
oranla ilkokul diizeyinde kaldig1 tespit edilmistir. Bununla beraber katilimcilar igerisinde en yiiksek
egitim seviyesinin lise diizeyi oldugu goriilmiistiir. Lise diizeyinde olan katilimcilarin orant %9’dur.
Katilimeilar arasinda %16 gibi azimsanmayacak bir kesimin ise okur-yazar olmadig1 saptanmistir. Diger
yanda %9’luk oranla ortaokul diizeyinde egitim alanlar ve okula gitmeyen ancak kendi ¢abasiyla okuma-
yazma Ogrenen %7’lik oranla okur-yazar olanlar yer almaktadir. Bu durum mahalle sakinleri i¢in kisith
istthdam olanaklarima sebep olurken yoksullukla sonu¢lanmasina neden olmustur. Ayrica piyasa
fiyatlanmasinin da mahalle sakinlerinin alim giici iizerinde olmasi yoksulluk halini daha da
belirginlestirdigi goriilmiistiir. Asagidaki iki farkli aile nezdindeki dongiisel durum katilimeilarin iginde
bulunduklar1 bu durumu 6zetler niteliktedir;

Biz yoksul aileden geliyoruz. Okuyamadik zamaninda para yoktu babamin kazandigi ancak
karnimizi doyuyordu, okula ayiracak para nerde. Okul okumayinca da is bulmak kolay olmuyor dyle
olunca da bizim gibiler ya issiz kaliyor ya da karm tokluguna ¢alisiyor. (G, 66, K, 57)

Ele gecen para az, ¢gocugu okula gondersek ek masraf, elbet okusa para kazanir ama simdi olmayan
parayla nasil okusun, liniversite kazanmak i¢in test kitab1 lazim, onu alsak kazansa okutmak i¢in
daha fazlasi, e hep bunlar para demek bizde de o yok, olsa okutmaz miy1z saniyorsun. (G, 52, K, 55)
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[k goriigmecinin yoksul aileden geldigi i¢in okuyamayan, ikinci gériismecinin ise yoksul oldugu
igin ¢ocugunu okutamayan kisi olmasi degerlendirildiginde yoksullugun nedeninin yine yoksulluk
olabildigi goriilmektedir. Zira ilk goriismecinin egitimsizlik sebebinin ge¢mise dayandigi ikinci
goriismecinin ise gelecegi etkileyecek bir kisir dongii olusturdugu anlasilmaktadir®.

3.3.2. Hane halki bulgular

Sekil 11. Hane durumu Sekil 12. Hane biiyiikliigii

= 150m2 Ustii
= Kira 46% = 50m2-70m2

 Milk % 71m2-100m2

23% 101m2-150m2

Yoksul bireyler yasam alanlar1 segerken buradaki mekanlarin fiyatlarin1 6ncelikli olarak
degerlendirmektedirler. Caligma kapsaminda degerlendirilen mahallede yasayan bireylerin biiyiik
cogunlugunun burada yasamlarin1 devam ettirmesindeki temel sebep ailesinden miras kalan evlerdir. Bu
evlerin degerinin merkezdeki evlerin degerinin ¢ok altinda kalmasi bireyleri burada kalmaya iten temel
sebeptir. Oyle ki goriisiilen kisilerin %93 oranla kendi evinde yasadig goriiliirken, bu ¢ogunlugun ev
sahipliginin mahalledeki kalma sebeplerinden en 6nemlisi oldugu gézlemlenmistir. Zira kira oraninin
%7’de kalmas1 mahallenin cezbedici tarafinin olmadiginin bir gdstergesidir.

Paramiz olsa burada bir giin bile oturmam. Ama ne yapalim burada ev fiyatlar1 ucuz farzi misal
bizim burada 250 bine ii¢ katl1 ev alirken Ekincilerde 750 bine ancak tek bir daire alabilirsin. Yoksa
ben de isterim daha sakin ve rahat bir yerde yasamay1 ama ne yapacaksin imkanimiz buna yetiyor.
(G,1,E, 48)

Ben buraya ev fiyatlar ucuz diye geldim yerlestim. Buradan ev aldik ama karsida ev almay1 birak
kirada bile ge¢inemeyiz, gelir az. (G,6, E, 53)

Mahalledeki uygun ev fiyatlar1 yoksul kisilerin mahalleyi tercih etme sebebi, aileden kalan miras
da halihazirda ikamet eden katilimcilarin mahallede kalma sebebi oldugu goriilmektedir. Zira mahalle
sakinleri sahip olduklar1 imkanlarla kentin baska bir yerinde ev sahibi olamayacaklarini veya istedikleri
sartta bir evde oturamayacaklarini diisiincesine itmektedir. Oyle ki ¢alismaya katilanlarm yariya
yakininin hane biiyiikligii 101m2-150m2 arasi oturuma sahiptir. Yaklasik dortte bir kesimin ise 150m2
tizeri hane biiyiikliigii bulunmaktadir. Geri kalan %23’liik kesim 71m2-100m2 arasi, %7’lik kesim ise
50m2-70m?2 arasi hanelerde ikame etmektedirler. Hanelerinin biiyiik cogunlugunun %40 oranla 2+1 ve
%37 oranla 3+1 oldugu belirlenmistir. Cok katli evlerin birden fazla aile tarafindan paylasildig1 ancak
aile igerisinde tek bir konut gibi goriildiigii anlasilmistir. Ayrica evlerin bdliinerek kiralandigi durumlar
da olabilmektedir. Bu sayede gelen kira ile gecime katki saglanmak istenmektedir. Ancak tek bir adresin
gosterildigi bu kiralama iglemi kiracilarin yapilan yardimlardan yararlanamamasi ile sonuglandig tespit
edilmistir.

5 Yoksulluk egitimsizlige, egitimsizlik igsizlife sebep olabilirken, issizlik de yoksullugu beraberinde
getirebilmektir ve bu durum bdyle devam edecektir.
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Mabhalledeki hane halki sayis1 genellikle 2-4 kisi araligindadir, bu oran katilanlar arasinda %77
diizeyindedir. 5 ve iistii kisinin yasadig1 hane orani da %21seviyesindedir. Yalniz yasam mahallede yok
gibidir, hemen hemen tiim haneler aile konutudur, tek kisilik hane %2 oraninda diisiik bir kesimi temsil
etmektedir. Kiiciik evlerin ¢oklugu ve boliinmiis evlerin varligi haneleri ¢ekirdek aile statiisiinde
yasamaya zorlamaktadir. Genis ailelerin beste bir oraninda oldugu mahallede aileler birlikte ayn1 evi
paylasmaktadir. Bu aileler ge¢imlerini ortak idame ettirmektedir.

Sekil 13. Hanehalki sayis1 Sekil 14. Ogrenci sayisi

Y = 5 ve Ustii = Yok
= ° alKisi = 3-4 Cocuk
= 2-4 Kisi ' = 1-2 Cocuk

Katilanlarin yarisinin hanesinde 1-2 6grenci bulunmaktadir. 3-4 6grenci olan hane orani %7
olarak gézlemlenmistir. Orta yashi ve yash ailelerin hanelerinde 6grenci bulunmamaktadir, bu oran %44
olarak saptanmistir. Ayrica orta yagl ailelerin evlerinde 6grenci olmamasi 6grenim diizeyinin diisiik
oldugunun gostergesidir. Yoksulluk sonucu egitimin geri planda kaldigi mahallede g¢ocuklar lise
diizeyine kadar okutulabilmektedir. Bir an 6nce is hayatina yonlendirilen ¢ocuklar erken yasta evlenip
yoksulluga diigebilmektedir.

Sekil 15. Calisan sayist Sekil 16. Hanereisinin en uzun issiz
kaldig1 siire

= Yok = 6 Aydan Fazla
= 2 Kisi = 4-6 Ay
‘ = 1 Kisi =1-3 Ay
1 Aydan Az

Hanelerde genellikle 2-4 arasi kisi bulunmaktadir. Aileler ¢ok katli ve ¢ok odali evlerde birlikte
yasamakta olup kendi aralarinda evlerini ayirmislardir. Yaslilar calismamakta geng baba ve evlenmemis
cocuklar ¢alisan kesimi olusturmaktadir. Genelde tek kisi olan ¢alisan sayis1 %60 oranindadir. %9 oranla
hanelerde iki kisinin ¢alistig1 belirlenmistir. ki iizeri kisinin calistig1 durum ile calisma kapsaminda
karsilasilmamistir. Kapsam dahilinde ¢alismayan kesim %31°lik bir orana sahiptir. Bu durumun
kaynaginin, yasli ve yalniz yasayan ailelerin devletten aldig1 yardimla, yaslilik ayligi ile idare etmeye
calismast sonucu oldugu goriilmiistiir. Is bulamayan ve ara ara buldugu islerde calisan bireyler ise
giiniibirlik bir yasam siirdiirmektedir. Bu kapsamda hane biiyligiiniin is bulamadigi, kazang elde
edemedigi, yardim ile idame etmeye calistig1 siireler sorgulandiginda; 1 aydan az %39, 1-3 ay arasi
%36, 4-6 ay aras1 %15, 6 ay ve iistii %20 oraninda oldugu goriilmiistiir. Hane biiyiigiiniin siirekli isinin
olmamasi hali baz1 donemlerde issiz kalmasina neden olabilmektedir. Bu siire ne kadar uzarsa yoksulluk
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hissiyat1 o kadar derin hissedilmektedir. Ozellikle Covid-19 pandemi ddéneminde olan iki yillik
siirlamalar bu noktada kazang saglanamayan donemleri ayrica uzatmistir. Katilimeilar bu dénemlerde
olan birikimlerini kullanarak idare etmeye ¢alismis, es dost yardimi almis ve yetmeyen durumda kredi
cekerek borg altina girmek zorunda kalmustir.

Sekil 17. Hanereisinin aylik geliri Sekil 18.Hanehalkinin aylik toplam geliri
1% 0
| = 5000 TL'den 0% = 5000 TL'den
Fazla Fazla

=3001-5000 TL =3001-5000 TL

5%
1000 TL'den 56%
1,2 Az

1000-3000 TL

1000 TL'den
Az

1000-3000 TL

5%

Katilanlarin yaridan fazlas1 1000-3000TL aras1 bir gelire sahiptir. %5 diizeyde olan issizlik orani
tamamen ¢alisamayan yasl ve engelli kesimi gostermektedir. Keza 3000TL’den az geliri olanlar asgari
diizey alt1 kazang ile ge¢imini saglamaya ¢alismaktadir. Ancak %34’liik bir kesim asgari tutar araliginda
3000-5000TL arasi bir kazang elde etmektedir. S000TL iizeri sadece %1°lik bir oran bulunmakta ve bu
kentsel yoksullugun bir boyutudur. 1000TL’den az bir gelire sahip bireylerin gézlemlenmesi de derin
yoksullugun bir sonucudur. Bu durumda hayatlarina devam edebilme noktasinda bireyler akraba, es dost
yardimlarina bagvurmak zorunda kalmiglardir. Ayni hane igerisinde yasayan birden fazla aileler ortak
gelir-gider dengesi ile bu sorunla miicadele etmeye ¢alismaktadir. Calismaya katilanlarin aylik toplam
gelirlerine bakildiginda %56’lik bir kesimin asgari {icret sinir1 altinda, 1000-3000TL arasi, kaldig1
goriilmustiir. 1000TL’den az kazang ile idame etmeye ¢alisan %5°lik bir kesim is géremezligin bir
sonucudur. Genele kiyasla sadece 3000-5000TL arast %34, 5000TL’den fazla %5’lik bir oran
bulunmaktadir. Hanelerde genellikle tek bir kisinin ¢aligmasi sonucu hane biiyligliniin aylik geliri ile
hane halkinin toplam aylik gelir oranlarinin yaklasik degerlerde oldugu tespit edilmistir.

Sekil 19. Mekansal ve ¢evresel 6zellikler

Dik
Yokuslar
l
Mekansal ,
Bitisik ve Yapisal
Oturum Cevresl Hasarlar

Ozellikler

3.3.3. Yerlesim yeri secimi

Yerlesim yeri se¢iminde bireylerin konforlu bir hayat siirdiirebilmesi i¢in mekansal ve cevresel
ozellikler onem arz etmektedir. Bireylerin rahatga dolasabilecegi ve g¢ocuklarmin giivenle oyun
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oynayabilecegi dis mekanlar sosyal iletisimin ve fiziksel ihtiyaglarin karsilandig1 alanlardir. Caligma
kapsaminda gergeklestirilen goriismeler, gozlemler ve incelemeler 1s1g¢inda se¢ilen mahallede bireylerin
kentsel mekanla olan etkilesimlerinde, yasam tarzlar1 ve aligkanliklarinin yani sira yasam alanlarmin
mekansal 6zellikleriyle de ilintili oldugu tespit edilmistir.

Dag Mabhallesindeki konutlarin, plansiz ve mekansal ¢oziimleme noktasinda estetik kaygilardan
tamamen uzak isleve yonelik bir tavirda insa edilen derme ¢atma yapilardan olusmustur. Goriismecilerin
yasadiklar1 evler genellikle miistakil, tek katl, rutubetli, bakimsiz ve yapisal hasarlari olan benzer
oOzelliklere sahip evlerdir. Ayrica bu evler, hazine arazisi iizerine insa edilmis ruhsatsiz gecekondu tipi
yap1 Ozelligini tagimaktadir.

Evlerde kullanilan ucuz yapt malzemeleri ile yapilan ve ev sahiplerince terk edilip birakilan
evlerdeki hasarlar bitisik oturum diizeni sebebiyle yanindaki evler iginde tehdit olusturmaktadir. Bu
durum goriismecilerden biri tarafindan sdyle dile getirilmistir;

Evlerin dip dibe yapilmasi biiylik sorun olusturmakta. Ciinkii yanimdaki ev yikild1 yikilacak evde
kimse yasamiyor diye kimse tarafindan sorunla ilgilenilmiyor bu durumda benim evim igin biiytiik
bir tehdit. (G,3, K,56, 4. Sokak)

Mahalle genelinde bitisik oturum diizeninde insa edilmis evler 6zellikle kadinlar tarafindan
mahremiyet a¢isindan sorun teskil etmektedir. Genellikle mahallede yasayan biitiin kadinlarin kullandig1
mahremiyet sorununa su ifadelerle 6rnek vermek miimkiin;

Evlerin dip dibe olmasi 6zellikle biz kadimnlar i¢in biiylik sorun. Ciinkii evde istedigimiz gibi
dolasamiyoruz mahalleyi gezerken gormiissiindiir. Sokak aralarindaki merdivenlerden evler
rahatlikla goriilityor. Anlayacagin hic mahremiyet yok. (G, 55, K, 47)

Evlerin bu kadar yakin olmasi kadmnlar i¢in hep sorun. Ciikii karsi evden hep evin ici
goriilityor. Hatta gegen sene iki ev asagimizda kavga ¢ikti komsular arsinda bu yiizden sonra adam
duvarm yiikseltti de sorun ¢oziildi. (G, 18, K, 39)

Bunun yani sira evlerin bitisik olmasi kis aylarinda sobadan ¢ikan dumanlarin sorun teskil ettigi
tespit edilmistir. Bu durum goriigsmeciler tarafindan sdyle dile getirilmistir;

Kisin dumanlar hep evlere gegiyor. Komiir yakildigi i¢in cami acarsan evde duramazsin ama ne
yapacaksin burada herkes ayni diye idare ediyoruz. (G, 15, E, 57)

Cami aginca hep duman geciyor eve o yiizden kisin kapatiyoruz camlari e bizimki de baskasina
geciyor anlayacagin herkeste ayni diye birbirimizi idare ediyoruz. (G, 6, E, 53)

Genellikle fazla esyas1 ve ayr1 bir yatak odasinin olmadigi ¢alisma kapsamindaki kimi evlerin
tuvaletinin evin dis kisminda yer aldigi ve kimi evlerde de mutfak ve banyonun i¢ i¢e oldugu
goriilmiistiir. Ote yandan yetersiz alt yap: nedeniyle siirekli tasan rogarlarin evlerde haserelerin olmasina
neden olurken burada yasamaya calisan bireylerin hayatin1 zorlastirmaktadir. Yagsanan zorluklar
goriismeciler tarafindan soyle dile getirilmektedir;

Evimiz dokiiliiyor. Ozellikle alt yapidaki sikint1 yiiziinden evden lagim sulari ¢ikiyor ve bu da
rutubete neden oluyor. Yalniz rutubet olsa gene iyi ama bdcekler ayr1 bir sorun daha gegen su ¢ok
yagmurlarda gene lagim tagt1 inanir misin elim biiyiikliigiinde tarantula ¢ikardim evden. Bir de astim
hastastyim kiigiik cocuklarimda var. Yani bu evlerde yasam ¢ok zor. (G, 2, K, 36)

Evin icinde rutubetten nefes aliniyor mu ki? Bak bizim evde yemek pisirdigimiz (mutfak) yerde ayni
hamam (banyo) yaptigimiz yerde ayni. (G, 34, K, 70)

Mahalledeki plansiz yapilagsma sonucu olugan dar ve dik sokaklar acil durumlarda yetkililerin
miidahalesini zorlastirmaktadir. Bu durumu gériismecilerden biri sdyle dile getirmektedir;

Mahalledeki dar sokaklar ulagim sikintisina neden oluyor. Mesela gegenlerde komsu hastalandi
ambulans sokaga ¢ikamayinca gorevliler hastayr 10 dakika boyunca merdivenlerde tasidi. Yine bir
olay olsa polislerin olaya miidahale etmesi 5 dakikada olacakken 15 dakika siirebiliyor. (G, 47, E,
62)
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Mabhalledeki dik yokuslar ozellikle yashlar icin biiylik sorun teskil etmektedir. Bu durum
goriismeciler tarafindan soyle dile getirilmektedir;

Ben 70 yasinda bir kadinim ve bir siirii hastaligim var. Gegen giin kontrol i¢in hastaneye gittik ama
yola ininceye kadar ne ¢ektigimi bir ben bilirim. Bu yokuslar yiiziinden evde hapis hayat1 yagiyorum
ne yapayim biri beni indirip ¢ikarmazsa evden ¢ikamiyorum ki. (G, 34, K,70)

Bu dar sokaklar yiiziinden mahalleden arabalarin gecememesi biiyiik sorun. Bu sorunun ¢dziilmesi
icin evin bir kismini (bahgesini kastederek) dahi feda ederim elimizdeki posetlerle yokusu yiirtiyerek
citkmak cok zor oluyor. (G, 7, E, 50)

Her ne kadar mahalle genelinde ulagim ve dar sokaklar sikinti olarak degerlendirilse de bu durum
mahallenin tamaminda ayn1 degildir. Ciinkii mahallenin izmir Caddesinde ve Seyhoglu Caddesini
olusturan orta ve i¢ kisimlarinda oturan bireyler gerek ulasimdan gerekse dar sokaklardan sikayet
etmemektedir. Soyle ki, “Ulasim zor buranin yine bize ¢ok uzak degil. Ciinkii Sinan Aygiin
Parkindan doniiyor otobiisler igeridekiler yiiriiyorlar hele esya varsa ve arag yoksa zor onlara. (G,
61, E, 55)

Bizim evimiz cadde lizerinde oldugu i¢in dar sokaklar sorun olmuyor. Cinki bizim kapimizin
ontinden 109 numarali otobiis diizenli olarak gegiyor bir sikintt olmuyor. (G, 26, K, 28, Izmir
Caddesi)

Mabhalle kapsaminda yapilan c¢alismada mahallenin ¢ehresinin degismesi, yasam alanlarinin
iyilestirilerek daha bakimli bir yere doniistiiriilmesi ve kentle olan ayrismanin 6niine gegmek i¢in kentsel
donisiim uygulamasmin gerekli oldugu goriilmiistiir. Kentsel doniisiim, 6zellikle mahalle sakinleri
tarafindan biiylik eksiklik olarak goriilen dogal gazin mahalleye gelmesi acisindan tek ¢oziim olarak
degerlendirilmektedir. Ancak goriigmeciler bu konuda magduriyet yasamamalar1 ve sahip olduklar
genislikte ve sayida dairenin kendilerine geri verilmesi ile bu uygulamaya karsi olmayacaklarini
ozellikle belirttikleri goriilmiistiir.

4. Sonuc¢

Kentlerdeki yoksullugun en belirgin sonuglarindan biri, toplumsal ayrigsmadir. Ciinkii yoksulluk
kavraminin kendisi ayrigmay1 icermektedir. Yoksulluk, ‘yok’u ve ‘yokluk’u ifade etmektedir. Bu agidan
bakildiginda, yoksulluk, gegmiste daha ¢ok insanin belli esya ya da gereglerden yoksun olmasi anlamina
gelirken, gilinlimiizde insan olma niteliklerinden, 6z saygidan, kendine giliven gibi temel
gereksinimlerden yoksunluk anlamina gelmektedir. Kentsel yoksullugun, davranisla ilgili boyutlari
vurgulandiginda mekénsal etkenlerin ve yapisal nedenlerin 6n plana ¢iktigt durumlarla
karsilasilmaktadir. Bu baglamda, “kentsel yoksulluk” ifadesi yoksullugun mekan ve davranig
boyutlarini kapsayan bir ¢erceve haline gelmektedir. Her iki boyutu birlestiren, issizlik, yetersiz egitim
durumu, sosyo-kiiltiirel dezavantaj gibi 6zelliklerin bulunmasidir.

Kent yoksullugunun zor yasam kosullarinda hayatlarini siirdiirmek zorunda kalan bireyler,
toplumsal ayrigsma siireci igerisine girmektedir. Bu siire¢ bireylerin kentlilesmelerini, kentle ve kentin
sundugu imkanlarla entegre olmalarini zorlagtirmaktadir. Yeterince gilivenceli i ve yasam
imkanlarindan istifade edemeyen bireyler, sosyal iliskilerin ve dayanisma mekanizmalariin
islevselliklerini yitirdigi kapitalist piyasa ekseninde bir kisir hayat dongiisiine hapsolmaktadir. Oyle ki
temel gereksinimlerin saglanma giicliikleri veya karsilanmasinda yasanan zorluklar, kisaca ge¢im derdi,
sosyal ihtiyaglarin Oniine ge¢mektedir. Bir baska ifadeyle yoksunluklar, yoksullugu dolayisiyla da
toplumsal ayrigmay: {iiretebilen, besleyebilen, temel unsurlardir. Bireysel anlamda yoksulluga bagh
sosyal diglanma, farkinda olunmayan veya hissedilenin 6tesinde yapisal bir toplumsal ayrismanin
mevcut oldugunu gostermektedir.

Kentin yoksul mahallelerindeki yagsam tarzi ile kentin diger bolgelerindeki yasam tarzi arasindaki
farklar ¢ogu zaman bireylerin kentle biitiinlesmesine engel olmaktadir. Yoksulluk olgusu toplum
icerisinde yasayan bireyler arasinda da farklilik gdstermekle birlikte bu etki hane iiyeleri arasinda
farkliliklara neden olmaktadir. Bu durum ayni hanede yasayan bireyler arasinda yoksulluk olgusunun
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kadinlar iizerindeki etkisinin erkeklere oranla daha fazla oldugu mahalle i¢inde kendine 6zgii yasam
tarzinin benimsendigi ve kadinin konumunun ev olarak belirlendigi mahallede kendini gostermektedir.
Kadinlarin toplumsal cinsiyet rolleri geregi tstlendigi sorumluluklar kentten ayrisan yoksul
mahallelerde belirgin hal almaktadir. Calisma kapsaminda kadinlarin kentin merkezinde iginde
bulunduklar1 yoksunluk ve yoksulluk karsisinda gerek sosyal gerek ekonomik gerekse kiiltiirel agidan
olumsuzluklarla miicadele ettikleri tespit edilmistir. Goriismeci kadinlarin i¢inde bulunduklari bu
durumu anlatirken smirlt ve diisiik miktardaki aile geliri ile evin ihtiyacglarim gidermede yetersiz
kaldiklarint belirtmislerdir. Yoksullukla miicadele etme noktasinda biiylik sorumluluklar iistlenen
kadinlar yoksullugu, “egitimsizlik”, ”eve hapsolus”, “sosyal ve kiiltiirel hayattan kopma” ve “gelecege
yonelik tercihlerde segimsizlik” ve “igsizlik” olmak {izere bir¢ok boyutta yagamaktadir. Bu kapsamda
kendi sosyo-Kkiiltiirel yasam tarzi olan mahallelerin kent merkeziyle olan baglantisin1 saglayacak yaya
ve toplu tagima olanaklari, bakim kurumlari ve sosyal hizmetlerle desteklenmesi, kadinlarin ev ve is
sorumluluklarinin yiikiinii hafifleterek yeni yasama uyumunu destekleyecektir. Ayrica yoksul
kadinlarin, kentlesme siirecinde deneyimledigi ayrismanin sosyal nedenlerini anlamalarina ve bir araya
gelerek bunlara yonelik ortak ¢oziimler gelistirmelerini saglayacak sekilde orgiitlenmelerine Onciiliik
etmek gerekmektedir.

Kentsel ayrisma nedenlerinden olan yerlesme bicimi mekansal parcalanmanin boyutunu
belirlemektedir. Kente yeni gé¢ eden yoksul bireyler genellikle kent ¢ceperinde gecekondu tarzi sagliksiz
yapilarda ikamet etmekte ve kent merkezlerinde bulunan arsa ve konut edinme maliyetlerini
karsilayamamaktadir. Ayrica kent merkezine ulasimin zor oldugu yerlesim yerlerinde diisiik gelirli
bireylerin kentsel hizmetlerden yararlanmalar1 ve isgiicli piyasasina erisimleri de kisith bir diizeyde
kalmaktadir. Diger yandan, dongiisel nitelikte, kentin dezavantajli bolgelerine de yeterli altyapi
hizmetinin sunulamamasi sagliksiz yasam kosullarina ve mekansal ayrismaya yol agmaktadir. Bu
kapsamda degerlendirilen Dag Mahallesindeki konutlarin, plansiz ve mekansal ¢éziimleme noktasinda
estetik kaygilardan tamamen uzak bir tavirla insa edilen derme c¢atma yapilardan olustugu
goriilmektedir. Mahalledeki evlerin ve sokaklarin bakimsiz, plansiz, gelisigiizel olusu %40 oranla
kentsel doniisiim istegini cezbetmektedir. Goriismecilerin yagadiklar1 konutlar genellikle miistakil, tek
katli, rutubetli, bakimsiz ve yapisal hasarlar1 olan benzer 6zelliklere sahip evlerdir. Ayrica mekansal
ayrigmanin yogun hissedildigi mahalle evlerinde kullanilan ucuz yapi malzemeleri ile yapilan ve ev
sahiplerince terk edilip birakilan evlerdeki hasarlar bitigik oturum diizeni sebebiyle yakindaki evler i¢in
tehdit olusturabilmektedir. Hatta bu evlerin bazilari, hazine arazisi {izerine insa edilen tapusu olmayan
yapilardir. Mahalledeki bir kisim evlerin de tapusu olmasina karsin kagak insa edilen ruhsatsiz yapilar
oldugu goriilmektedir. Bu baglamda mahalle adina olusturulacak kentlesme projesi, doniisiim alaninda
yasayan herkesi kapsayan bir yasal diizenleme temelinde yiiriitiilmesi gerekmektedir. Kentsel doniistim
uygulamasinin, mahallenin arazi yapisi, tapusuz miilkiyet ya da hisseli tapu sahipligi durumu nedeniyle
yasanabilecek haksizliklar, evsizlik kosullar1 ve olusabilecek yoksullagsma gozetilerek planlanmasi
gerekmektedir.
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Extended Abstract

As poverty spreads to a wider range, cities become places where the problem of poverty becomes deeper
and more evident. Lack of income has an individual impact; Deprivations such as education, health and
security opportunities also cause lack of services. So much so that working individuals can now become
poor. At this point, urban poverty emerges as a result of the imbalance, disorder and impaired
functionality of the city. Poverty is the state of not being able to reach the minimum standard of living,
that is, not being able to access resources and production factors due to material deprivations. Poverty
in today's cities, when compared to previous periods, appears as a new phenomenon of urban poverty
that has spread by affecting a large portion of the individuals living in the city. As a result of their
inability to adapt to urban life and their inability to participate in the urbanization process, problems that
concern everyone in the urban area arise. When poverty becomes permanent, a subculture forms in
society by developing behaviors at the individual and group levels. In other words, urban spaces created
through social construction gain their identity through the perception of those who use the space. These
different forms of perception manifest themselves in the formation of spaces, causing different spaces
to emerge in every society. Over time, the production of space has been replaced by the concept of
consumption of space, and economic function has been brought to the fore in the formation of spaces.
In this study about spatial segregation based on urban poverty; After explaining the concepts of city,
poverty, urban poverty and spatial segregation, analyses were carried out create an urban poverty map
and measure the reflections of this situation in the Dag (Aydinlikevler) District of Antakya district of
Hatay province. In this context, it is emphasized throughout the study how important urban poverty is
in the spatial preferences of individuals living in the city and their integration with the city. In this case,
it has created the need to analyze all aspects of the phenomenon of urban poverty in the context of spatial
segregation, which has a multifaceted effect on the social structure. The findings obtained within the
scope of the study are that poverty plays a major role in individuals' choice of settlements, cities should
be considered as areas of relief from poverty, poverty brings with it several social problems, and actors
who play a role in fighting against poverty should undertake more effective and efficient projects. On
the other hand, the cyclical nature of not providing adequate infrastructure services to disadvantaged
areas of the city leads to unhealthy living conditions and spatial segregation. So much so that it seems
that the difficulties experienced in meeting basic needs, in short, the struggle to make ends meet, take
precedence over social needs. In other words, deprivations are the basic elements that can produce and
feed poverty and therefore social separation. Finally, social exclusion due to individual poverty shows
that there is a structural social separation beyond what is realized or felt.
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Abstract: Targeting Generation Z is crucial for organizations seeking to remain connected in the
fast-changing digital environment of this era. Moreover, understanding Generation Z is imperative
for firms navigating the intricacies of modern customer behavior. This study conducted a systematic
literature review (SLR), providing a thorough comprehension of Generation Z's interests and habits,
thereby facilitating the development of targeted marketing strategies tailored to this demographic's
preferences. Additionally, the study conducted a bibliometric analysis, offering insights into the
trends and patterns of research on marketing to Generation Z, revealing a considerable increase in
interest and production on the topic after 2016, with clear evidence of international cooperation in
co-authorship analysis. The study suggests a transition towards digital platforms, authenticity, and
tailored content to successfully captivate Generation Z, highlighting the need to adjust marketing
strategies to align with their unique attributes and principles. This study contributes to the literature
by providing a comprehensive understanding of Generation Z's preferences and behaviors through
an SLR and bibliometric analysis. It specifically highlights the importance of digital platforms in
marketing strategies, reflecting the shift in research trends and the growing interest in this
demographic. The purpose of the study was i) to identify challenges in targeting Generation Z
through traditional marketing channels; ii) to conduct an SLR to gather insights into the evolving
preferences and behaviors of Generation Z; and iii) to employ bibliometric analysis to delineate key
trends and patterns in the literature on marketing to Generation Z.

Keywords: Customer behavior, Research trends, Gen Z, Marketing effectiveness

JEL Code: M3

1. Introduction

The field of marketing has been transformed by the emergence of Gen Z, a target group that has grown
up in a digital-first world. This section will introduce the importance of understanding and engaging
this demographic, highlighting the need for innovative strategies in a rapidly evolving digital
environment.

1.1. Alternative approaches to engaging generation Z: Navigating the digital landscape

Traditional marketing techniques frequently prove inadequate for effectively targeting Generation Z in
the digital world. This subsection examines alternate strategies for engagement, highlighting the
significance of adjusting to Gen Z's digital preferences and habits.
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Marketers face the formidable task of capturing the attention of Generation Z amidst rapid
technological advancements and evolving customer behaviors. Generation Z, the first cohort to grow
up entirely in the digital age, possesses distinct qualities and preferences that fundamentally transform
conventional marketing methods. Zoomers, colloquially known as Generation Z, are the demographic
cohort succeeding Millennials and preceding Generation Alpha, referring to individuals born after 1990.
They value diversity, are optimistic about their future, and possess a strong Baby Boomer work ethic
(Williams, 2018).

The task of connecting Generation Z, born between the mid-1990s and early 2010s, with
traditional marketing methods has become increasingly difficult due to their distinctive features and
fluctuating media landscape. Generation Z, the first generation to experience the internet and social
media at an early age, has developed different preferences and habits regarding communication and
brand loyalty, making traditional marketing techniques less effective. Throughout history, the allocation
of time and the use of technology have been subject to generational differences influenced by a
multitude of factors. However, with the emergence and growth of Generation Z in the age of technology,
they have become the largest and most important target audience for businesses and brands, leaving the
previous generations behind. This group asserts and defends its rights, attaches importance to
environmental sustainability, and prioritizes trust and quality (Beyaz, 2020). This has led to a greater
focus on research of Generation Z, with a special emphasis on e-commerce in the marketplace.

Generation Z's skepticism towards traditional advertising and their desire for authenticity and
transparency necessitate a reevaluation of marketing strategies. They have grown up in an era of
information overload and are adept at filtering out inauthentic or irrelevant content. As companies
realize that the Z generation is more equipped than previous generations, they have started to renew
their marketing strategies from the beginning (Giimiis, 2020). Additionally, Generation Z exhibits a
strong preference for social responsibility, inclusivity, and diversity. The individuals of this generation
prefer playing games on the computer to going to the park, using social media platforms instead of
email for communication, and finding their friends on the internet rather than outside. They find it easy
to video chat with distant acquaintances and prefer to browse websites rather than go to physical stores
(Kavale1, & Unal, 2016). This emphasizes the need for marketers to not only understand the values and
aspirations of Generation Z but also demonstrate genuine commitment to social and environmental
issues.

In conclusion, to successfully engage Generation Z, marketers must go beyond conventional
approaches and adapt to the digital-first styles and habits of this group. Gaining insight into the attitudes,
habits, and expectations of Zoomers (Gen Z) is essential for crafting marketing strategies that effectively
connect with this demographic. Generation Z, being the first cohort to come of age in the era of the
internet and social media, has a strong need for authenticity, openness, and a firm dedication to social
and environmental causes. By adopting cutting-edge strategies and using online platforms,
organizations may effectively attract the interest of Generation Z and establish significant, enduring
relationships with this crucial group.

1.2. Understanding generation Z: Media ecology and consumer behavior perspectives

To successfully target Generation Z, it is essential to fully understand their media environment, tastes,
lifestyles, and consumer habits. This subsection explores the distinctive characteristics of this
generation, providing insights into their behaviors in consuming media and making choices in
purchasing.

The challenges of effectively engaging with Generation Z through traditional marketing
approaches can be understood by utilizing the theoretical lenses of media ecology and consumer
behavior. Generation Z, comprising 40% of the global consumer population (Andruszkiewicz,
Grzybowska-Brzezinska, Grzywinska-Rapca, & Wisniewski, 2023), is a significant demographic force.
Within the United States, Gen Z accounts for 24% of the population (Pichler, Kohli, & Granitz, 2021),
indicating its substantial presence in this key market. Moreover, in India, Generation Z boasts a sizable
population of 472 million (Hameed, & Mathur, 2020), underscoring its influence on the Indian
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consumer landscape. Similarly, Malaysian Generation Z, constituting 29% of the overall population,
wields considerable economic power, with a monthly disposable income totaling $327 million
(Tjiptono, Khan, Yeong, & Kunchamboo, 2020). These statistics collectively highlight Generation Z's
global significance as a demographic cohort with considerable sway over consumer trends and
economic dynamics in various regions.

For Generation Z, who grew up in a digital environment, traditional media channels such as
television, print media, and radio may not be as effective in attracting their attention and participation.
The Z generation expects products and services with many alternatives, as well as high visuality and
innovativeness (Wood, 2013). In the virtual world, social media acts as a platform for users to exchange
information, share various forms of content, express emotions, and showcase photos, music, and
experiences. Websites that provide ways to communicate, share content, participate in discussions, and
network among users fall under the category of social media. The success of a business on social media
depends on the careful selection of the appropriate platform and target audience for its products or
services. People flock to social networks in search of diversity, entertainment, and added value. As a
result, companies should strive to produce unique content that convinces their customers to follow their
social media presence (Haenlein et al., 2020).

According to Hajarian, Camilleri, Diaz, and Aedo (2021), social media plays a crucial role in
online marketing. Using social media, companies can easily share information with a wider audience
and increase brand awareness while promoting their products and services. Social media also provides
opportunities for instant interaction, relationship building, and increasing customer loyalty. Therefore,
as noted by Ogbuji and Papazafiropoulou (2016), companies need to maintain a positive image on social
networks and actively engage with their customers. To effectively manage social networks, companies
need to create adequate content and develop a comprehensive plan.

Generation Z can easily access information, allowing them to conduct their research and
differentiate between services and products more easily. Based on this, the brand addiction that we see
in the X generation is not present in Generation Z. With effective advertising, companies can target the
X generation and increase their profit margin. However, advertising doesn't have as much of an effect
on Generation Z, as they exhibit a "banner guard" behavior. Since there is no brand dependency, this
generation compares products and services to find the best quality and cheapest ones. Therefore, brands
are completely changing their strategies and market approaches (Salam, Singkeruang, Husni,
Baharuddin, & Ar, 2024). Even if Generation Z individuals do not make immediate purchases, they
continue to research and compare.

Generation Z's propensity for personalized experiences and their skepticism towards traditional
advertising can be explained by the principles of ad avoidance and ad participation, as outlined by
Dahlén, Rosengren, and T6rn (2008). While ad avoidance is about consumers' ability to ignore or filter
out traditional ads, ad engagement involves crafting relevant, tailored content that enriches consumers'
lives. Companies that prioritize ad engagement tactics are in a better position to successfully engage
with Generation Z and develop lasting brand loyalty. Today's generation, known as Generation Z, has
access to unlimited information via the Internet and struggles with memorization. They find
memorization pointless because they can easily search for information online. This lack of commitment
to memorization makes it difficult for them to hone their skills. Due to the ever-increasing availability
and ever-changing nature of knowledge, this generation lacks patience and struggles to shape
knowledge in their minds. As a result, they get lost in the vast sea of knowledge. This inability to learn
has negative consequences for their social relationships as they transition from the virtual world to
reality. The daily challenges of life become problematic for this generation, making it difficult for them
to find solutions (Csobanka, 2016). Known for their dislike for stability, this current generation
frequently changes jobs and avoids routine. Many opt for self-employment. Unlike past generations,
family ties are weaker. Despite having intellectual abilities, their emotional intelligence is
underdeveloped due to their reliance on technology, blurring the lines between reality and virtuality.
They tend to learn quickly and forget. Their emotional processing capacity is limited, making it difficult
for them to fully concentrate on any task. The modern mind is overflowing with a multitude of stimuli
that lead to the development of a basic processing ability. However, the ability to effectively memorize
and store information for long-term learning has become a challenge for the multitasking generation.
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According to Ozturan’s (2011) definition of ethics as a set of determined behaviors, Generation Z seems
to be incompatible with established norms. The prevalence of sleep problems among this cohort is also
noticeably high, with social media being a contributing factor. Celebrities and social media personalities
have emerged as primary role models for Generation Z, replacing their parents and teachers who have
taken on this role in previous generations.

Businesses must adjust their marketing tactics to interact effectively with Generation Z while
also accepting their distinctive traits. An important factor to consider is the importance of honesty and
clarity in promotional efforts. As an over-informed generation, Generation Z is skilled at identifying
insincere or deceptive advertisements. They prioritize genuine connections and tend to trust brands that
are upfront about their principles, actions, and social contributions. To connect with the Generation Z
demographic, companies must tailor their messages to align with the values and aspirations that are
most important to this generation. Generation Z is characterized by a strong social awareness and a keen
interest in issues such as environmental sustainability, inclusion, and diversity. By integrating these
principles into their advertising efforts, businesses can connect more meaningfully with this core
demographic.

Companies must use social media platforms and engage with this tech-savvy demographic to
effectively engage with Generation Z. Social media plays a vital role in their daily lives, and they want
engaging and captivating content. Businesses must create innovative and original content that goes
beyond traditional advertising methods. This may include incorporating user-generated content,
fostering dynamic partnerships, and providing interactive experiences that encourage active
engagement and participation. In today's business environment, businesses must realize that the
Generation Z cohort places more emphasis on experiences than on tangibles. They show a greater
tendency to invest their funds in travel, events, and distinctive experiences than in physical goods. That's
why companies should take measures to create memorable moments and develop ways to collaborate
with their customers.

Media ecology and consumer behavior frameworks highlight the importance of businesses
grasping the diverse trends, attitudes, and behaviors of the Generation Z cohort through marketing
campaigns aligned with their values and communication preferences. Also, the value system of
Generation Z differs from its predecessors by prioritizing social responsibility, inclusion, and diversity,
requiring businesses to adhere to their values to connect with this demographic. In summary, the unique
characteristics of Generation Z require a new marketing approach compared to previous generations.

In conclusion, generation Z, comprising 40% of the global consumer population, wields
significant influence in various regions. For example: in the United States, Gen Z accounts for 24% of
the population, while in India, it boasts a considerable population of 472 million. Similarly, Malaysia
constitutes 29% of the overall population, with considerable economic power. However, engaging with
this digitally savvy cohort requires a shift away from traditional marketing approaches. Social media
plays a pivotal role, allowing companies to share information, increase brand awareness, and foster
customer loyalty. Generation Z’s propensity for personalized experiences and skepticism toward
traditional advertising necessitates tailored content that enriches their lives. Therefore, brands must
adapt strategies to meet the unique preferences and behaviors of this distinct demographic.

Clearly, the purpose of the current study is to enhance understanding of the challenges associated
with targeting Generation Z through traditional marketing strategies. Specifically, the purposes of this
study are:

a) To identify challenges in targeting Generation Z through traditional marketing channels.

b) To conduct a systematic literature review (SLR) to gather insights into the evolving preferences
and behaviors of Generation Z.

¢) To employ bibliometric analysis to delineate key trends and patterns in the literature on marketing
to Generation Z.
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2. Literature review

This section serves as the foundation for understanding marketing for Generation Z. As this
demographic cohort wields significant influence globally, it is crucial to explore their unique
characteristics, preferences, and behaviors. In this section, we delve into existing research on marketing
and reaching Generation Z through various marketing channels, as well as bibliometric studies
conducted on Generation Z.

2.1. Marketing to generation Z

Targeting Generation Z necessitates deviating from traditional marketing methods. Generation Z, who
were born in the digital age, have unique characteristics such as being skeptical of advertisements and
having a predilection for interactive activities. In this section, we define and examine the characteristics,
challenges, and benefits of Gen Z.

The Greek root genesthai, which means "to come into existence," is the etymology of the word
"generation." This origin refers specifically to the time when a child was born (Li, 1978). Researchers
have defined a generation as a collection of individuals that share the same cohorts and age groups and
have experienced some shared events (Wang, & Peng, 2015). Generation is defined as a group of people
connected over a specific period who share similar habits, behaviors, and cultural characteristics
(Eyerman, & Turner, 1998).

Four distinct cohorts have emerged since the end of the Second World War: Veterans (silent
generation), Baby Boomers, Generation X (13" generation), and Millennials (generation Y) (Bernstein
& Bhugra, 2011) (Table 1). Generation Z's predecessors are the generations that came before, namely
Generations X and Y. Additionally, people often refer to Generation Z as Generation I, the Web
generation, and digital natives (Turner, 2015).

Table 1. Generational traits and characteristics comparison

Veterans (silent Gen.) Gen X (13" Gen.) Gen Y (Millennials) Gen Z (Baby Boomers)
Born between 1965  Born between 1980 and
Born before 1955 and 1980 1995 Born between 1995-2005
DlSClpllned to do what is Prepared rule Close to parents Friends & Family
right settings
Integrity No drama Confident Connected
Under control Balance Global minder and Global minder
balance
Educational divides Street. smart and Book smart and Savvy Social Natives
skeptical

First generation
to have Internet
technology so
readily available

Expanded use of
technology compared to
previous generations

Less use of
technology

Source: Tim (2014, p. 1).

Growing up in a technology-driven world, Generation Z is consistently immersed in digitalization
and tends to spend increasing amounts of time dependent on and addicted to technology, while also
remaining highly active on social media platforms. Their proficiency in digital technology and a strong
sense of individualism emphasizes the importance of marketing strategies aimed at Generation Z to
prioritize authentic and personalized experiences. Therefore, comprehending the values and aspirations
of Generation Z is imperative for the development of effective marketing strategies. Various studies
indicate that successful marketing to Generation Z entails utilizing social media platforms, influencers,
personalized and genuine content, interactive and user-generated media, and addressing their values
such as corporate social responsibility, innovation, and community support (Kupec, 2016; Williams, &
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Page, 2011; Raza, Zaman, Qabool, Alam, & Ur-Rehman, 2023; Wilson, 2019; Djafarova, & Foots,
2022; Fathinasari, Purnomo, & Leksono, 2023; Backlund & Martin, 2019).

Williams and Page (2011) discuss the significance of multi-generational marketing, which
involves appealing to the unique needs and behaviors of individuals across different generational
groups. They emphasize the importance for marketers to understand the distinct characteristics and
behaviors of each of the six U.S. generations: Pre-Depression Generation, Depression Generation, Baby
Boomers, Generation X, Generation Y, and Generation Z. The paper aims to provide a brief overview
of each generation in terms of their historical context, as well as their characteristics, lifestyles, and
attitudes. Additionally, it focuses on outlining marketing strategies tailored to the specific
characteristics and behaviors of each generation, particularly in areas such as segmentation,
product/service offerings, and communication channels. The research mentions that by considering
these factors, marketers can more effectively build relationships, gain trust, and drive business
outcomes.

Bécklund and Martin (2019) explore the importance of brand awareness and its role in indirectly
influencing purchasing decisions, particularly focusing on Generation Z. They identify a research gap
regarding brand awareness strategies for this demographic and aim to analyze the best communication
channels for establishing brand awareness among Generation Z consumers. The study employs a
combination of interviews and surveys to gather empirical evidence and insights. Qualitative data is
emphasized, with quantitative data providing an overview. Through the analysis of empirical findings,
the study emphasizes the significance of brand awareness as a crucial step in driving purchases.
Additionally, it highlights the importance of progressing from brand awareness to brand liking to
increase purchase intention. The study suggests that Instagram is a preferred communication channel
for establishing brand awareness among Generation Z and recommends its inclusion in integrated
marketing communications strategies.

Kupec’s (2016) study focused on marketing communication in business strategies, particularly
in the context of evolving digital technologies and their impact on target audiences. The research
analyzed various marketing communication tools and their effects on Generation Z, a demographic
known for its use of multiple digital screens. The study emphasizes the importance of adopting the 31
model (intelligent, individual, and information) in communication strategies. The research advises
company management to integrate digital media and environments using the 31 components to
effectively manage their sales strategies.

The studies of Williams and Page (2011), Backlund and Martin (2019), and Kupec (2016)
underscore the importance of understanding the unique characteristics and behaviors of Generation Z
to effectively tailor marketing strategies. They agree on the significance of digital media in engaging
this demographic, reflecting Generation Z's preference for digital interaction and multi-screen use.
Williams and Page (2011) emphasize the need for multi-generational marketing, focusing on tailoring
strategies to the unique characteristics of each generation, including Generation Z. Backlund and Martin
(2019) stress the importance of brand awareness strategies specific to Generation Z, highlighting how
these strategies influence purchasing decisions. Kupec (2016) underscores the necessity of adapting
marketing communication tools to the digital habits of Generation Z.

The studies share a common focus on the effectiveness of digital and social media platforms.
Both Bécklund and Martin (2019) and Kupec (2016) specifically identify digital and social media
platforms as critical channels for reaching Generation Z. Williams and Page (2011) also acknowledge
the importance of utilizing appropriate communication channels tailored to generational preferences,
which aligns with the other studies' emphasis on digital media. Additionally, all these studies highlight
the importance of building relationships and gaining trust with Generation Z, suggesting that
personalized and relevant marketing strategies are key to engaging this demographic.

However, there are notable differences in their approaches and specific focus areas. Williams and
Page (2011) provide a broad overview of multi-generational marketing, discussing the characteristics
and behaviors of six U.S. generations and offering general marketing strategies for each. Their work is
more comprehensive in terms of generational analysis but less focused on the nuances of digital
marketing specific to Generation Z. In contrast, Bicklund and Martin (2019) narrow their focus to brand
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awareness strategies for Generation Z, using empirical evidence to identify effective communication
channels, such as Instagram. Their study is more detailed in terms of practical applications for brand
awareness but does not cover a wide range of marketing techniques. On the other hand, Kupec (2016)
focuses on the impact of digital technologies on marketing communication, emphasizing the 31 model
(intelligent, individual, and information) as a framework for engaging Generation Z. The study offers a
more theoretical approach to digital marketing strategies, highlighting the need for intelligent and
personalized communication.

In conclusion, while these studies outline the importance of understanding and adapting to
Generation Z's digital habits, they differ in scope, with Williams and Page (2011) offering a broader
generational perspective, Bicklund and Martin (2019) focusing on brand awareness, and Kupec (2016)
emphasizing the theoretical framework of digital marketing communication. These differences and
commonalities provide a comprehensive view of the challenges and strategies in marketing to
Generation Z. Nevertheless, as we explore marketing strategies specifically designed for Generation
Z, we acknowledge the significance of adjusting to their tastes, lifestyles, and beliefs. By
comprehending the habits and goals of this group, firms may develop compelling ads that connect with
this crucial population.

2.2. Bibliometric studies on marketing to generation Z

Bibliometric studies are essential for examining academic material that pertains to marketing and
Generation Z. Through the process of measuring trends in publications, citations, and co-authorship,
we can get useful insights into the academic scene. In this section, we delve into the studies that
employed bibliometric analysis to investigate Gen Z.

The utilization of bibliometric analysis is on the rise (Aria & Cuccurullo, 2017) due to its ability
to pinpoint trends, chart the current state of knowledge, and assess the influence of scholarly work
across diverse disciplines and viewpoints. Bibliometric analysis, which focuses on analyzing
publications and citations within a specific field, can provide valuable insights into understanding
Generation Z in marketing (Kahawandala Peter, & Niwunhella, 2020).

There are numerous bibliometric studies on Generation Z, but none specifically focused on
bibliometric analysis of marketing to Generation Z. The study of Benitez-Marquez, Sanchez-Teba,
Bermudez-Gonzalez, and Nunez-Rydman (2022) aims to enhance understanding of Generation Z in the
workforce and workplace, as well as the key thematic trends driving research in this area. Through
bibliometric techniques, it analyzes 102 publications from the Web of Science between 2009 and 2020.
The research examined the most published and cited authors and journals to provide a comprehensive
overview of the subject. Using a longitudinal approach, the study focuses on the evolution of thematic
clusters to assess progress and the network surrounding the primary cluster in each period. Results
indicate that the topic began gaining attention in 2018 and still has considerable room for growth. Core
research themes include "Generation Z," "workplace," "management," "attitudes," "leadership,"
"career," and "learning-teaching education,". The findings suggest a need for further exploration of
various aspects concerning Generation Z and the labor market.

The study of Pham et al., (2024) addresses the growing importance of Generation Z in the labor
market, highlighting their projected significant presence, estimated to reach 27% of the workforce by
2025. Recognizing the lack of comprehensive literature summaries on Generation Z's perceptions of
careers, the research employs bibliometric methodologies to analyze current research trends, assess the
state-of-the-art, and propose future research directions. The analysis covers 108 papers published
between 2016 and 2022, identifying growth trends, geographical distribution of research, leading
sources, and prominent authors. Key documents and main topics are highlighted, offering valuable
insights and suggestions for researchers interested in exploring this area further.

Ortiz-Pimentel, Molina, and Ronda-Pupo (2020) and Pham et al. (2024) reported the lack of
qualitative research on Generation Z. As a result, it is critical to conduct a bibliometric analysis of
marketing industry publications targeting Generation Z, considering their significant presence as a
customer demographic.
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In conclusion, a review of the literature played a crucial role in establishing a solid base of
knowledge, extracting valuable ideas from various sources, and pinpointing areas where the
comprehension of successful marketing strategies for Generation Z is lacking. Through the examination
of bibliometric trends, we get significant contextual information that informs later studies and directs
our research on this ever-changing subject. As we explore more, it becomes clear that modifying
marketing strategies to connect with Generation Z requires ongoing study and creativity.

3. Methodology

This section outlines our research approach, combining bibliometric analysis and systematic literature
review (SLR). By employing both quantitative and qualitative methods, we aim to provide a
comprehensive perspective of the subject matter.

3.1. Bibliometric Analysis

Bibliometric analysis is used to analyze bibliographic data, such as articles, books, reviews, conference
papers, etc...., particularly in scientific, library, and information science domains. Metrological
literature analysis often relies on extensive databases like Scopus or Web of Science (van Eck, &
Waltman, 2010). Scopus provides extensive coverage across diverse fields. Moreover, it offers access
to a wide variety of document types and citation data, enabling detailed analysis of scholarly impact
and precise literature searches with high accuracy and retrieval rate (Vieira, & Gomes, 2009; Burnham,
2006; Zhu, & Liu, 2020). Using the Scopus database for text mining and bibliometric analysis offers
convenience (Deng & Romainoor, 2022), with 96.42% of its indexed journals also covered by
Dimensions, enhancing its suitability for such analyses (Singh, Singh, Karmakar, Leta, & Mayr, 2020).
In this study, the Scopus database was utilized for bibliometric analysis. Our study employed VOS-
viewer version 1.6.20 to conduct Bibliometric Analysis. VOS-viewer is a software application designed
for creating and visualizing bibliometric maps, with a review of the graphical depiction of these maps
(van Eck, & Waltman, 2009). By conducting a bibliometric analysis of research publications related to
Generation Z, researchers can identify trends, patterns, and emerging areas of interest in this field
(Donthu, Kumar, Mukherjee, Pandey, & Lim, 2021).

This study included two main subjects, Generation Z and Marketing. After determining the
subject of the study, it is essential to understand the basic vocabulary of the field in which the problem
is situated and to construct a concept map or logical network (Aromataris & Riitano 2014). An extensive
literature review, belonging to Generation Z and Marketing was carried out. Moreover, we utilized A
map chart (2024) to visually represent the global distribution of publications. A portion of the study's
data was gathered and examined using Microsoft 365, which involved generating statistical analysis
charts. The literature search was performed in the Scopus databases on May 4th, 2024. The literature
search results were refined to include four categories of literature to retrieve a comprehensive collection
of relevant publications in the field of Marketing to Generation Z. These categories include (1) articles,
(2) conference papers, (3) reviews, and (4) conference reviews.

The search formula utilized was TITLE-ABS-KEY (title-abstract-keyword). Any term included
in the title, abstract, or keywords of any literature, the corresponding page would be displayed in the
search results. The search string used in this study is as follows: TITLE-ABS-KEY ( marketing AND
generation AND z ) OR TITLE-ABS-KEY ( gen AND z AND advertising ) OR TITLE-ABS-KEY (
generation AND z AND campaigning ) OR TITLE-ABS-KEY ( generation AND z AND promotion )
OR TITLE-ABS-KEY ( generation AND z AND publicity ) OR TITLE-ABS-KEY ( generation AND
z AND sales ) AND LIMIT-TO ( SUBJAREA , "BUSI" ) OR LIMIT-TO ( SUBJAREA , "SOCI" ) OR
LIMIT-TO ( SUBJAREA , "ECON" ) OR LIMIT-TO ( SUBJAREA , "DECI" ) AND LIMIT-TO (
DOCTYPE, "ar" ) OR LIMIT-TO ( DOCTYPE, "cp" ) OR LIMIT-TO (DOCTYPE, "re" ) OR LIMIT-
TO (DOCTYPE, "cr").

The search results obtained using the above search approach were exported as a document in
CSV format. The document contained data, including the author(s), document title, year, source title,
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citation count, source & document type, affiliations, publisher, correspondence address, author
keywords, and indexed keywords. Afterward, the document was imported into VOS-viewer version
1.6.20.

Ultimately, based on the retrieved data, this paper conducted the Co-Authorship of Countries and
Co-Occurrence of Keywords analysis. This facilitated network visualization, overlay visualization, and
density visualization, completing the analysis. The layout and clustering parameters were adjusted to
enhance visualization, considering the content and data. Typically, larger nodes indicate increased
connectivity, implying higher significance. Certain statistical charts were created using Microsoft 365.

3.2. Systematic Literature Review (SLR)

A SLR is a rigorous and thorough inquiry into the process of literature reviews. It includes evaluating
different approaches and questioning how to improve the planning and rigor of education and research
(Xiao, & Watson, 2017).

In this study a comprehensive SLR was conducted, encompassing academic articles, industry
reports, and reputable databases. This review was instrumental in collecting pertinent data regarding
the defining characteristics of Generation Z and the challenges associated with engaging them through
conventional marketing approaches. It serves as the cornerstone of the study's theoretical framework,
shedding light on the current landscape of research in this domain.

This section of our study was guided by six predetermined aspects, including:
1. Decline of Traditional Media Consumption
2. Fragmented Attention Spans
3. Ad-Blindness and Ad-Fatigue
4. Rise of Influencer Marketing
5. Demand for Personalization and Interactive Content
6. Adapting Marketing Strategies to Reach Generation Z

Ultimately, these insights gleaned from this exploration, along with the ensuing
recommendations, offer valuable groundwork for future investigations and the formulation of marketing
strategies tailored to resonate with Generation Z.

4. Results

This section presents our empirical findings from the SLR and bibliometric analysis. This section will
delve into document type and topic classifications, citation and publication patterns, co-authorship
analysis of countries, co-occurrence analysis of keywords, the decline of traditional media consumption,
fragmented attention spans, ad-blindness and ad-fatigue, the rise of influencer marketing, demand for
personalization and interactive content, and adapting marketing strategies to reach Gen Z.

4.1. Bibliometric analysis
4.1.1. Document type and topic classifications

The bibliometric analysis, utilizing the Scopus database over the past 37 years (1987-2024), reveals that
the search string employed in this study yielded a total of 626 literature items. The literature types
included Articles (n=479, 76.5%), Conference Papers (n=115, 18.4%), Reviews (n=18, 2.9%), and
Conference Reviews (n=14, 2.2%) respectively.

The most represented category is Business, Management, and Accounting (n=283, 22.6%), while
the least is Arts and Humanities (n=36, 2.9%). Social Sciences and Computer Science are also notable
with n=196, 15.7%, and n=151, 12.1% respectively. Other significant categories include Economics,
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Engineering, Environmental Science (n=97, 7.7%), and Decision Sciences (n=56, 4.5%). The Other
category encompasses a substantial portion (n=171, 15.3%) (Table 2).

Table 2. Subject categories focusing on marketing to generation Z

Categories Frequencies (n) Percentage (%)
Business, Management and Accounting 283 22.6
Social Sciences 196 15.7
Computer Science 151 12.1
Economics, Econometrics and Finance 97 7.7
Engineering 93 7.4
Environmental Science 59 4.7
Decision Sciences 56 4.5
Energy 46 3.7
Medicine 44 3.5
Arts and Humanities 36 2.9
Other 171 15.3

4.1.2. Citation and Publication Patterns

Figure 1 shows a relatively flat trend from 1987 to around 2015, with the number of documents
remaining under 10 per year. In some years, the number of publications is recorded as 0. Starting in
2016, there was a sharp increase in the productivity of publications on Marketing to Generation Z,
reaching a peak of nearly 195 documents in 2023 before experiencing a slight decline in 2024. This
shows the highest number of articles published in 2023 (n=195). This rapid growth suggests a
significant rise in interest or research activity in this topic in the later years, particularly from 2016
onwards.

Figure 1. Publication trends of documents by year (1987 - 2024)

250
200

150

Documents

100
50

0
1987 1990 1993 1996 1999 2002 2005 2008 2011 2014 2017 2020 2023 2026

Year

There was a notable surge in the number of citations starting from 2016. This research analyzed
all 626 documents, with the most cited article, located in 2023, being “What drives the travel switching
behavior of Chinese Generation Z consumers. Journal of Tourism Futures” (n = 7) (Tseng, Chang, &
Zhu, 2021). The average number of citations per document was approx. 10.66.
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4.1.3. Co-Authorship analysis of countries

This analysis highlights the countries that have the most influence in Marketing to Generation Z. Figure
2 displays the results of this analysis using VOS-viewer. The size of the node was directly related to the
number of publications. In other words, the more publications there were, the greater the node size. The
thickness of the lines linking nations in the graphic indicates the degree of interconnectedness in
research between those countries.

Figure 2 represents co-authorship in research on Marketing to Generation Z, highlighting
extensive collaboration among various countries. Central to the network are the United States (with 84
documents, 1447 citations, and total link strength of 39), Indonesia (with 60 documents, 206 citations,
and total link strength of 18), China (with 55 documents, 899 citations, and total link strength of 36),
and India (with 57 documents, 406 citations and total link strength of 26), indicating their prominence
in this research area. The United States shows robust links with China, the United Kingdom, and
European countries, suggesting widespread international cooperation. China connects strongly with
both the U.S. and neighboring Asian countries like South Korea and Japan, reflecting significant
regional and international partnerships. Other notable interactions include those between European
countries underscoring an active research community within Europe. This network illustrates a global
effort to understand and reaching Generation Z through academic research around Marketing.

Figure 2. Visualization of country co-authorship
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Publication on Marketing to Generation Z is sourced from 69 distinct countries. Figure 3
illustrates a worldwide distribution of published papers across various countries. The countries that have
more than 20 publications include United States, with a substantial count of n=84 documents, followed
by Indonesia with n=60, and India closely behind at n=57. China also shows a strong output with n=54
documents. The United Kingdom and Malaysia contribute n=31 and n=28 documents respectively,
indicating less, yet significant, activity compared to the leading countries. Italy, Greece, and South
Africa are relatively lower with contributions around the low twenties, reflecting their involvement in
the field. This data illustrates the geographical distribution of research output, with the highest
concentrations in the United States and significant contributions from Asia.
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Figure 1. Worldwide distribution of publication in various countries

Created with mapchart.net

Figure 2. Visualization of keyword co-occurrence
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4.1.4. Co-Occurrence analysis of keywords

The analysis revealed (Figure 4) that keywords that appear more than 10 times in the field of Marketing
to Generation Z are: Generation Z, Marketing, Human, Social Media, Humans, Female, Male,
Commerce, Consumer Behavior, Sales, Social Networking (Online), Adult, Purchase Intention,
Consumer Attitude, Generation Y, Perception, Sustainability, Purchasing, Advertising, Millennials,
Controlled Study, Students, Economic and Social Effects, Digital Marketing, Consumption Behavior,
Decision Making, Communication, Electronic Commerce, Social Media Marketing, Attitude,
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Marketing Communication, Gen Z, Influencer, Sustainable Development, Influencer Marketing, Covid-
19, Online Shopping, Artificial Intelligence, Gender, Behavioral Research, Digital Natives, Instagram,
Consumer Behavior, TikTok, E-Commerce, Brand Loyalty, and Trust.

In Figure 4, each cluster represented by different colors, highlights three specific thematic areas.

Red Cluster: This cluster focuses on terms like “Generation Z”, Marketing”, “Consumer
Behavior”, “brand loyalty”, “millennials”, “Gen Z, and “Communication”. It is centered around
keywords like social media, Sales, and Purchasing habits of Generation Z, emphasizing how this
generation interacts with marketing strategies, particularly in digital and e-commerce contexts.

EE N LE T4

Green Cluster: Key terms in this cluster include “social media”, “purchasing”, “sales”, and
“decision making”. The cluster is likely to analyze how social media platforms influence commerce
and consumer behavior, with a particular focus on sales dynamics and the role of influencers in
marketing strategies.

Blue Cluster: This cluster groups terms such as “health promotion”, “human”, “male”,
“female”, and “controlled study”. It suggests a focus on research and studies related to health,
potentially how different demographics (gender, age) respond to health-related campaigns or studies.
This cluster somehow connects to Generation Z and marketing studies through its emphasis on research
into human behaviors, gender differences, and controlled studies.

4.2. Systematic literature review (SLR)
4.2.1. Decline of traditional media consumption

Generation Z's consumption habits have shifted away from traditional media channels such as
television, print, and radio. They are more likely to consume content through digital platforms,
streaming services, and social media. Numerous studies indicate a substantial decrease in traditional
media consumption because of the increasing popularity of online media.

Online media has become increasingly integrated into the daily routines of younger generations,
a trend further accelerated by factors such as the COVID-19 pandemic, user-generated content, and
media automation. However, there is potential for traditional media to tap into the user base of social
media (Price et al., 2021; Ha et al., 2018; Macnamara, 2010; Ha, & Fang, 2012; Yanardagoglu, 2020).
Conversely, Fotopoulos (2023) highlights that within the European Union, traditional media channels
like television, radio, and print press continue to enjoy greater favorability and trust for news
consumption compared to newer online platforms and radio.

Research by Anderson, & Jiang (2018) found that currently, approx. 51% of teenagers in the
United States between the ages of 13 and 17 report using Facebook, which is significantly less than the
percentages of teenagers who use YouTube, Instagram, or Snapchat. This shift in media consumption
patterns makes it challenging for marketers relying on traditional channels to effectively reach and
engage with Gen Z. Generation Z likes to use the internet a lot and to see short and easy-to-understand
things. Sellers need to make sure their messages look short and good to catch the attention of these
young people. Also, these teens like to have their friends tell them what they like, so sellers need to
work with people who are popular online. By tailoring their message to resonate with individual
preferences, companies can cultivate deeper connections with Generation Z, fostering increased affinity
for their products—a testament to the influential power of Word of Mouth (WOM).

Yanardagoglu (2020) delves into the shifting media habits of college students in the UK and
Turkey, aiming to understand the factors influencing their news consumption behavior. Through
qualitative interviews with approximately 50 students from major universities in London and Istanbul,
common trends emerge, including increased reliance on mobile news access, incidental exposure to
news via social media, sporadic engagement with news, and efforts to verify information. The findings
suggest a notable transition away from traditional media sources towards online platforms, as the rigid
formats of traditional media fail to align with the dynamic lifestyles of youth, marked by academic
commitments, employment, and commuting. Notably, the research underscores the evolving landscape
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of news consumption among young adults and its implications for the future of democracy in diverse
media ecosystems.

Ha and Fang (2012) explore the impact of online news consumption on traditional news media
usage, specifically examining how individuals' internet experience influences the time spent on
traditional news media. The findings reveal a significant displacement effect of the internet on
traditional media consumption within daily news, particularly evident after five years of internet
experience. As individuals gain more experience with the internet, their time devoted to traditional
media diminishes, although with diminishing returns. Experienced internet users demonstrate an
increasing overlap between their internet and traditional media consumption, perceiving the internet as
superior to traditional media.

4.2.2. Fragmented attention spans

Gen Z individuals have grown up in an era of information overload, leading to shorter attention spans
and a preference for bite-sized, easily digestible content. Various research indicates that Generation Z
possesses a short attention span and exhibits a preference for interactive, technology-driven, and
collaborative learning experiences.

Azmy et al., (2022) mentioned that the recent pandemic has forced Gen Z into fully online
learning environments, where surveys indicate they struggle to maintain focus. On average, the human
attention span typically lasts for 8.25 seconds, which is even shorter than that of goldfish. Research by
Hampton and Keys (2016) and Shatto and Erwin (2016) suggests that attention spans have decreased
across generations, with millennials averaging 12 seconds and Gen Z only 8 seconds.

According to a study conducted by Cojocaru (2022), the average attention span of Gen Z is
approximately 8 seconds. This is a significant challenge for marketers using traditional long-form
advertisements or print media, as they may struggle to capture and maintain Gen Z's attention within
such a short timeframe. On the other hand, Addae, Ettarh, and Crowley (2020) found that Generation Z
students display certain traits commonly associated with Generation Z before their enrollment in
medical school, including reliance on mobile devices, short attention spans, and a preference for
collaborative learning in group settings. Watson. (2015) reported that the average human attention span
has decreased from 12 seconds to 8 seconds. Consequently, individuals are less inclined to watch an
entire video, read an article, or consume news online.

4.2.3. Ad-Blindness and ad-fatigue

Exposure to numerous digital advertisements has enabled Gen Z consumers to selectively ignore
irrelevant commercials and focus on those that align with their interests. People commonly refer to this
phenomenon as “ad blindness” or “banner blindness”. Gen Z individuals may also experience internet
weariness, becoming weary from continuous scrolling.

Cho and his friends (2004) investigated the reasons behind people's avoidance of online
advertising. The study developed a comprehensive theoretical model to elucidate the various aspects
influencing Internet ad avoidance. They examined three key factors: perceived goal impediment,
perceived ad clutter, and prior negative experiences. The findings revealed that these factors play crucial
roles in explaining individuals’ tendency to avoid advertising messages on the Internet, encompassing
cognitive, affective, and behavioral aspects. Notably, perceived goal impediment emerged as the most
significant predictor of advertising avoidance online.

Barreto (2013) investigates whether users of Facebook, a popular online social network, pay
attention to the advertisements displayed on the platform, thereby assessing the presence of "banner
blindness." Additionally, the study aimed to evaluate the effectiveness of paid advertising on Facebook
by comparing it with the visibility of recommendations from friends. The research conducted an
experiment involving 20 participants from a prominent university in the USA, utilizing eye-tracking
technology followed by a questionnaire. The findings indicated that online advertisements on Facebook
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garnered less attention compared to recommendations from friends. One potential explanation for this
observation is that Facebook ads fall outside the typical visual pattern known as the "F-shaped pattern,"
leading to a phenomenon of "banner blindness." Furthermore, the results demonstrated no statistically
significant difference in the visibility and click-through rates of ads between male and female
participants.

Tullis and Siegel’s (2013) study examined whether "ad blindness" varies based on the age or
gender of users. The findings revealed that younger adults, specifically those in their 20s and 30s,
demonstrated significantly higher levels of ad-blindness compared to older adults. Additionally, men
exhibited notably more ad-blindness than women. These results suggest that both researchers and
practitioners should consider the demographic factors of age and gender when studying web-behavior.

4.2.4. Rise of influencer marketing

Generation Z places significant trust in their peers and influencers they follow on social media
platforms. Traditional marketing methods relying on celebrity endorsements or mass media messaging
have lost some of their effectiveness. Instead, Gen Z responds better to influencers and micro-
influencers who align with their interests and values. Digital influencers have a great role in their lives
as 45% of Generation Z spend almost all their time online using visual applications such as YouTube
or Instagram (Anderson & Jiang, 2018).

Nadanyiova and Sujanska, L. (2023) explore the rising trend of influencer marketing in reaching
Generation Z consumers, who are highly active on social media. It emphasizes the importance of
selecting influencers based on factors like engagement rate and credibility rather than just follower
count. The study employed general scientific and statistical methods, including questionnaire surveys,
to assess the impact of influencer marketing on Generation Z's decision-making process. Findings
suggest that successful influencer marketing campaigns prioritize authenticity, originality, and long-
term collaborations with influencers. The article concludes that implementing influencer marketing
effectively can yield benefits such as building relationships, increasing loyalty, and enhancing the
company image among Generation Z consumers. Moreover, the article proposes measures for
optimizing influencer marketing strategies targeted at Generation Z, underlining its value in
contemporary marketing communication.

Hermawan, Karjo, Wijayanti, and Napitupulu (2023) focus on Generation Z's characteristics as
YouTube viewers and assess the potential benefits of utilizing YouTube influencer marketing to target
this demographic. Through an online survey of 178 Generation Z participants aged 18 to 34, the research
investigates their YouTube usage patterns, including frequency, subscriptions, preferred content types,
and engagement behaviors such as sharing and commenting. The findings indicate that Generation Z
individuals are active YouTube users with distinct preferences and engagement habits. Moreover, the
study suggests that leveraging influencer marketing on YouTube could be advantageous for companies
seeking to engage and convert young consumers into potential target markets.

Zatwarnicka-Madura, Nowacki, & Wojciechowska, (2022) examine the potential of influencer
marketing to promote green energy among Generation Z in Poland, considering their significant
presence on social media and sensitivity towards environmental issues. Conducted between April and
June 2022 via the CAWI method, the research surveyed 533 individuals aged 18 to 26, employing a
quota sampling technique. Statistical analysis, including percentages and correlation measures, was
used to analyze the data. Findings indicate a strong affinity for social media among Generation Z and
active engagement with influencers. While over half of the respondents acknowledged the potential of
influencers in promoting green energy, the majority stated that their choice of green energy was
influenced more by peer opinions than by influencers.

4.2.5. Demand for personalization and interactive content

Generation Z values personalized experiences and interactive content that allows them to actively
engage. They seek to co-create and participate rather than passively consume. Research by Francis and
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Hoefel (2018) highlights that Gen Z consumers expect personalized experiences from brands. Classic
marketing methods often lack the personalization and interactivity that Gen Z craves, leading to reduced
effectiveness in capturing their attention and driving engagement.

The emergence of Generation Z posed a significant challenge for marketers who rely on
traditional marketing methods. The decline in traditional media consumption, short attention spans, ad
blindness, the rise of influencer marketing, and the demand for personalized and interactive content are
all contributing factors to the difficulty of engaging Gen Z effectively. To meet this challenge, marketers
need to adjust their strategy using digital platforms, collaborating with influencers, and creating
interactive experiences that align with Gen Z's preferences and behaviors (Singh, 2023).

Taneo Zanderand Mirkovic (2019) investigates Generation Z's attitudes toward personalized
advertising and the commercial usage of personal data in marketing. It aims to explore how these
attitudes may influence consumer behavior in the digital landscape. Utilizing a positivistic approach
and deductive reasoning, the study tests the Theory of Planned Behavior (TPB) to understand if
Generation Z's attitudes align with existing literature, which suggests younger consumers (like
Millennials) may be more receptive to personalized advertising and data sharing. Through a survey and
statistical analysis, the findings reveal a mostly neutral stance among Generation Z respondents
regarding personalized advertising and data sharing for commercial purposes. Additionally, there's a
positive but weak correlation between consumer attitudes and the intention to engage with personalized
advertisements, suggesting that attitudes alone may not strongly predict behavioral intentions in this
demographic.

Nguyen (2021) investigates the content preferences of Vietnamese Gen Z audiences and
proposes a personalized content strategy for marketers aiming to engage this demographic effectively.
Results indicate that short video content on social media platforms is highly preferred by Vietnamese
Gen Z, with a desire for both educational and entertaining elements. Content quality emerges as a crucial
factor influencing their engagement duration. Notably, Gen Z individuals express concerns regarding
data privacy and security during their personalized content experiences. Furthermore, the study offers
a recommended content strategy for marketers based on these findings. The study concludes with
suggestions for future research directions, including exploring other markets or conducting longitudinal
studies to track evolving content preferences among Gen Z audiences.

4.2.6. Adapting marketing strategies to reach generation Z

The results of our research indicate that businesses need to change their marketing strategies to interact
effectively with Generation Z. Digital communication platforms should be a top priority for brands, as
well as establishing a genuine and open connection with their target audience. In addition, businesses
should ensure that their principles align with those of Generation Z, emphasizing the importance of
inclusion, diversity, and corporate social responsibility.

In the modern era, Generation Z poses a complex barrier for marketers who rely on traditional
marketing approaches. With their digital upbringing and diverse preferences, this demographic presents
a discussion of the decline in traditional media consumption, shorter attention spans, underrated
advertising, and the emergence of influencer marketing. To reach and connect with this generation,
marketers must tailor their techniques to include personalized and interactive content. The decline of
traditional media consumption among Generation Z is a significant hurdle for marketers. The
prevalence of digital platforms, streaming services, and social media has resulted in a shift away from
television, print, and radio.

Numerous studies indicate that successful marketing strategies for capturing the attention of
Generation Z should incorporate digital content that is genuine, clear, and tailored to individual
preferences, incorporating elements like humor, music, and social media influencers. Moreover, it's
crucial to account for gender variations in preferences, such as females' inclination toward personalized
content and males' towards entertainment-focused features (Ponomarenko, & Lytovchenko, 2022; Liu,
Wang, Zhang, & Qiao, 2022; Mansor, 2021; Singh, 2023; Munsch, 2021).
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Ponomarenko and Lytovchenko (2022) explore crafting marketing strategies for Generation Z
amidst digitalization. They discuss demographic shifts and Generation Z's emergence as a significant
consumer group. Key points include the importance of personalized approaches, relevant content, and
digital marketing tools, with platforms like TikTok and Instagram highlighted. Ongoing collaboration
with Generation Z and alpha cohorts is emphasized for cultivating brand loyalty. Additionally, the
article touches on the rise of virtual influencers among Generation Z.

Mansor (2021) investigates the incorporation of youth language, predominantly code-mixing and
slang, into local commercial discourse to appeal to Malaysian urban youths, often referred to as
Generation Z. The article aims to uncover linguistic strategies used in fashion articles and assess
perceptions of young adults towards such language in local fashion magazines. Results revealed a
prevalent use of non-standard language and code-mixing in advertisements, primarily to captivate
Generation Z consumers. Additionally, most respondents expressed positive views towards these
advertisements, considering them effective marketing strategies. On the other hand, Munsch (2021)
discusses the challenges marketers face in effectively reaching Millennials, a demographic with
significant purchasing power and a penchant for digital media. It highlights Millennials' ability to avoid
traditional advertising strategies and their preference for short, engaging content. The findings indicate
that short, entertaining digital advertisements incorporating music, humor, and social media influences
resonate positively with both Millennials and Generation Z demographics.

Liu et al. (2022) explored the challenges destination marketers face with Gen Z. The study
examines how social media marketing activities (SMMAs) influence Gen Z travel behaviors compared
to other generations. The study employs a comparative analysis to evaluate the impact of various
SMMA attributes on destination choices among Gen Z and other age groups. Gen Z travelers show
greater susceptibility to four SMMA traits (entertainment, trendiness, interaction, and word-of-mouth)
when selecting destinations and are more willing to pay a premium for visits compared to older
generations. Additionally, the study finds that customization and word-of-mouth features are more
influential for Gen Z females, while entertainment features resonate more with Gen Z males. These
insights enhance marketers' understanding of Gen Z travelers' preferences and behaviors, providing
valuable guidance for implementing effective SMMA strategies.

5. Discussion and conclusion

The integration of online media into the daily routines of younger generations, particularly during the
COVID-19 pandemic, has been widely documented. Price et al. (2021) and Ha et al. (2018) argue that
user-generated content and media automation have significantly accelerated this trend. Macnamara
(2010) and Ha and Fang (2012) further highlight the potential for traditional media to engage social
media users. In contrast, Fotopoulos (2023) provides a different perspective, emphasizing that in the
European Union, traditional media channels like television, radio, and print press still enjoy greater
favorability and trust for news consumption compared to online platforms.

Anderson & Jiang (2018) illustrate a shift in media consumption patterns among U.S. teenagers,
where only 51% of teens use Facebook, a significantly lower percentage compared to YouTube,
Instagram, or Snapchat. This shift presents challenges for marketers relying on traditional channels. The
preference of Generation Z for short, easily digestible content is underscored by their internet usage
habits. Marketers must tailor their messages to these preferences to effectively reach and engage this
demographic. The influential power of Word of Mouth (WOM) is highlighted by the need for
companies to work with popular online figures to cultivate deeper connections with Gen Z.

Yanardagoglu (2020) examines the changing media habits of college students in the UK and
Turkey, revealing common trends such as increased reliance on mobile news access and incidental
exposure to news via social media. The research indicates a significant shift away from traditional media
towards online platforms, driven by the dynamic lifestyles of youth. This transition underscores the
evolving landscape of news consumption among young adults and its implications for democracy in
diverse media ecosystems.
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Ha and Fang (2012) explore the impact of online news consumption on traditional news media
usage, revealing a displacement effect where increased internet experience correlates with reduced
traditional media consumption. Over time, experienced internet users demonstrate an overlap between
their internet and traditional media usage, viewing the internet as superior.

Research consistently shows that Generation Z has shorter attention spans compared to previous
generations, leading to a preference for bite-sized, easily digestible content. Azmy et al. (2022)
highlighted how the pandemic-induced shift to fully online learning environments has exacerbated this
issue, with Gen Z struggling to maintain focus. Studies by Hampton and Keys (2016) and Shatto and
Erwin (2016) suggest that attention spans have decreased across generations, with Gen Z averaging an
attention span of just 8 seconds, compared to 12 seconds for Millennials. This poses a significant
challenge for marketers using traditional long-form advertisements. Cojocaru (2022) corroborates these
findings, indicating that Gen Z's short attention span challenges traditional media's effectiveness in
capturing and maintaining their attention. Addae et al. (2020) further support this, noting that
Generation Z students show a strong reliance on mobile devices and a preference for collaborative
learning in group settings. Watson (2015) also notes the overall decrease in human attention spans,
which impacts how individuals consume media online.

Generation Z's exposure to numerous digital advertisements has led to ad blindness, where they
selectively ignore irrelevant commercials. In this context, Cho and his friends (2004) investigated the
reasons behind online ad avoidance, finding that perceived goal impediment, ad clutter, and prior
negative experiences play crucial roles. Barreto (2013) studied Facebook users' attention to ads, finding
that recommendations from friends were more effective than paid advertisements due to "banner
blindness." On the other hand, Tullis and Siegel (2013) found that ad blindness varies by age and gender,
with younger adults and men showing higher levels of ad blindness. This suggests that demographic
factors should be considered in web behavior studies.

Generation Z places significant trust in their peers and influencers, responding better to influencer
marketing than traditional methods. Nadanyiova and Sujanska (2023) emphasize the importance of
selecting influencers based on engagement rate and credibility rather than follower count, while
Hermawan et al. (2023) highlight the benefits of utilizing YouTube influencer marketing to target
Generation Z, who are active YouTube users with distinct preferences and engagement habits. Both
studies agree on the influential power of social media personalities in shaping Gen Z’s purchasing
decisions, but they approach it from different angles—Nadanyiova and Sujanska focus on engagement
metrics, whereas Hermawan et al. focus on platform-specific behaviors.

Zatwarnicka-Madura et al. (2022) examined the potential of influencer marketing to promote
green energy among Generation Z in Poland, finding that peer opinions are more influential than
influencers in decision-making. This contrasts with the previous studies by highlighting a scenario
where influencers have a secondary role compared to direct peer influence. These studies indicate
furthermore that peer trust is an essential force among members of Gen Z. Francis and Hoefel, 2018
posit that Gen Z demands personalized experiences offered by brands. Nguyen, 2021 adds that
Vietnamese Gen Z prefers short videos for education and entertainment. All this indicates that
traditional marketing approaches may not go well. The brands must develop personalized content that
personally engages Gen Z.

To connect with Generation Z, businesses should use digital platforms, partner with influencers,
and create interactive experiences. Ponomarenko and Lytovchenko (2022) highlight the need for
personalized and relevant digital marketing content. Mansor (2021) points out that using non-standard
language and code-mixing in local ads effectively captures Gen Z's attention. These findings show that
personalization and cultural relevance are crucial in marketing strategies. Liu et al. (2022) explore the
influence of social media marketing activities on Gen Z travel behaviors, finding that entertainment,
trendiness, interaction, and word-of-mouth are crucial factors. Similarly, Singh (2023) emphasizes the
need for marketers to adapt their strategies to align with Gen Z's preferences and behaviors,
incorporating elements like humor, music, and social media influencers. Both studies suggest that
successful engagement with Gen Z requires an understanding of their preference for dynamic,
entertaining, and interactive content, as well as the influential role of peer recommendations. In
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conclusion, the common aspect across these studies is the emphasis on leveraging digital platforms and
influencers to create personalized and interactive experiences that resonate with Generation Z.
However, differences arise in the specific tactics and contexts, such as the greater emphasis on peer
opinions in certain scenarios and the distinct preferences for content types and engagement methods
across different regions and platforms. These insights collectively inform a nuanced approach to
marketing strategies tailored to Generation Z's unique characteristics and preferences.

The bibliometric analysis conducted in this study reveals notable trends and patterns in research
concerning marketing targeted at Generation Z. The significant increase in both interest and output,
particularly from 2016 onwards, reflects the growing importance of understanding and catering to
Generation Z. This trend is evidenced by a spike in the number of publications and citations,
highlighting the unique consumption patterns and preferences of this cohort in the digital era. On the
other hand, the analysis of co-authorship emphasizes the global scope of research on marketing to
Generation Z, demonstrating significant international cooperation, particularly among the United
States, Indonesia, China, and India. This international collaboration underscores the global significance
and influence of research focused on marketing strategies targeting Generation Z. Comparatively, other
studies utilizing bibliometric analysis, such as those by Aria and Cuccurullo (2017) and Kahawandala
et al. (2020), highlight the rising importance of this methodology in pinpointing trends and assessing
the influence of scholarly work across diverse disciplines. These studies emphasize the value of
bibliometric analysis in understanding various aspects of Generation Z, although their focus has
primarily been on the workforce and workplace rather than marketing specifically. For example,
Benitez-Marquez et al. (2022) analyzed 102 publications to enhance understanding of Generation Z in
the workforce, identifying key thematic trends such as workplace attitudes, leadership, and career
development. Their findings indicate that the topic began gaining significant attention in 2018, similar
to the trends observed in our study for marketing research.

Additionally, the study by Pham et al. (2024) addresses the growing importance of Generation Z
in the labor market, highlighting their projected significant presence in the workforce. They employed
bibliometric methodologies to analyze current research trends, geographical distribution, leading
sources, and prominent authors, covering 108 papers published between 2016 and 2022. Both Pham et
al. (2024) and our study reveal a surge in research interest starting around the mid-2010s, although
Pham et al. (2024) focused more on career perceptions and labor market implications rather than
marketing. A commonality between our study and the others is the emphasis on the global scope and
the collaborative nature of research on Generation Z. Both our study and those by Benitez-Marquez et
al. (2022) and Pham et al. (2024) identify significant international cooperation and geographical
distribution of research efforts, highlighting the global relevance of understanding Generation Z.
However, while our study specifically targets marketing to Generation Z, the other studies
predominantly focus on Generation Z's role in the workforce and related thematic trends. Another
difference lies in the specific thematic focus. Our study combined SLR and bibliometric analysis to
synergistically analyze the subject of marketing to Generation Z. In contrast, the studies by Benitez-
Marquez et al. (2022) and Pham et al. (2024) delve into workplace attitudes, management, and career
development, reflecting the broader scope of Generation Z's impact on the labor market rather than
consumer behavior.

In conclusion, while our bibliometric analysis provides valuable insights into the trends and
patterns in marketing research targeting Generation Z, highlighting the need for digital and personalized
strategies, other studies like those by Benitez-Marquez et al. (2022) and Pham et al. (2024) offer
complementary perspectives on Generation Z's influence in the workforce. Both areas of research
underscore the significant and growing interest in understanding Generation Z, driven by their unique
characteristics and the global implications of their preferences and behaviors.

Ultimately, the results of the SLR provide insights into several significant themes influencing
marketing strategies aimed at Generation Z. These factors include the decline in consumption of
conventional media, shortened attention spans, ad blindness, the rise of influencer marketing, and the
demand for personalized and interactive content. The digital upbringing and diverse tastes of Generation
Z necessitate a fundamental shift in marketing strategies, focusing on digital platforms, authenticity,
and alignment with the ideals of Generation Z. Moreover, our research indicates that marketing

39



Journal of Politics, Economy and Management (JOPEM) ISSN 2630-5933, Volume 7, Issue 1, 2024

strategies targeting Generation Z are evolving due to rapid technological advancements and changing
consumer habits. Businesses must adapt their marketing techniques to effectively connect with this
specific demographic, including leveraging digital platforms, partnering with influential individuals,
and creating tailored content. To succeed in the digital era, companies must prioritize understanding
and meeting the preferences of Generation Z, as they have a substantial impact on consumer trends and
market dynamics.
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