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GASTRODIPLOMASI ALANININ TURK ELCIiSI
GASTRONOMETRO’NUN SOSYAL MEDYA
HESAPLARI UZERINE BiR INCELEME

Dogan KORKMAZ!

1. GIRIS

Kiiltlirlerarasi iletisim ve etkilesimin her mecrada oldukga
sik kullanilmasiyla geligsmisligin en dnemli gostergelerinden biri
kiiltiirel zenginligimizdir. Bu sebepten var olan sanat, kiltur ve
mutfak bilgi ve becerilerimizi gliniimiizden gelecege tasimak ve
tiim diinya iilkelerine tanitip benimsetmek oldukc¢a 6nemlidir. Bir
toplumun kiltird esas olarak o topraklarda i¢i ige yasayanlarin
etkilesimleriyle sekillenmektedir. Orf, adet ve inanclarimiz
mutfak uygulamalarimizi sekillendirmekte ve 0 kilture sahip olan
bireylerin 6zelliklerini tanimamiza da yardimeci olmaktadir. Bir
toplumun mutfak kiiltiirii hakkinda bilgi sahibi olabilmek igin
yeme aligkanliklari, pisirme teknikleri ve tarim uygulamalarini da
dikkate almak gerekmektedir. Unlii Fransiz gastronom Jean
Antheleme Brillat Savarin (1755-1826) “Bana ne yedigini soyle,
sana kim oldugunu sdyleyeyim” diyerek yemek Kkultrinin
toplumu ve bireyi tamimada c¢ok onemli rol oynadigini dile
getirmistir. Esas itibariyle yemekler toplumsal izleri ve degisimi
takip etmenin en kolay yolu olmustur. Gastrodiplomasi yiyecek
ve iceceklerin hazirlanip tanitilmasindan ¢ok o6te ideolojik,
kultirel, ekonomik, sosyal ve politik yapinda tanitilmasini
kapsamaktadir.

1 Ogr. Gor. Dr; Maltepe Universitesi Yabanci Diller Yiiksekokulu,
dogankorkmaz@maltepe.edu.tr ORCID: 0000-0002-9498-0665.
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2. GASTRONOMI KAVRAMI

1943 yilinda ABD’li psikolog Abraham Maslow
tarafindan ortaya atilan Ihtiyaglar Hiyerarsisi Teorisi’nde de
goriildiigli gibi insanoglu varhigim siirdiirmek, yasamini idame
ettirebilmek icin dncelikle yeme-igme gibi fizyolojik ihtiyaglarini
karsilamalidir. Giinlimiizde ise insanlar igin yeme-igme fizyolojik
ihtiyaclarmi karsilamanin disinda (Hegarty ve O’Mahony, 2001:
3; Santich, 2004: 17) stat(, prestij, topluluk icerisinde bulunma,
rahatlama, kisitli zamanini verimli kullanma ve sosyallesme gibi
bircok ihtiyact da karsilamaktadir. Yiyecek-icecek tlketimi
zorunlulugu ve yiyecek-icecegin tliketimiyle ilgili nedenlerin
fazlalig1 gastronomi kavraminin taniminin yapilmasi gerekliligini
ortaya ¢ikartmistir (Okumus vd. 2007: 254).

Gilinimiize kadar gastronomi kavrami hakkinda birgok
tanim yapilmaya calisilmis ve tanimlamalarin  birbirini
tamamlayan farkli boyutlar {izerinde durdugu gézlemlenmistir.
Bu durum gastronominin diisiiniilenden daha genis bir kapsami
oldugunu, ayrica tek bir tanim gergevesi igerisine sigmayacagini
gostermektedir. Etimolojik olarak Yunanca ‘‘Gastros: Mide’” ve
““Nomos: Yasa’’ sozciiklerinin birlesiminden olusan (Kivela ve
Crotts, 2006: 355; Santich, 2007: 53) gastronomi, genel olarak
bircok kaynakta yeme-icme sanati, yemek bilimi, hijyenik
kosullarda iiretilen kaliteli yiyecekleri segcme, hazirlama, servis
etme ve yiyecek-icecegin tiiketiminden keyif alma (Kivela ve
Crotts, 2005: 41; Santich, 2007: 54; Richards, 2002: 3) olarak
tanimlanmaktadir. Gastronominin  bugiinkii  anlamiyla
yorumlanmasina ilk katkilardan birini yapan ve giliniimiizdeki
gastronomi ile ilgili ¢alismalara yol gosteren Brillat-Savarin’e
(1848: 27-29) gore gastronomi sadece yeme icmeyle ilgili
degildir; gastronomi tarih, fizik, kimya, as¢ilik, ticaret ve
ekonomi disiplinleri ile yakin iligki icerisinde olan disiplinler
arast bir bilimdir.
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Gunumuzde ise Scarpato (2002a: 52) gastronomiyi daha
iyl aciklayabilmek igin iki kategoride incelemek gerektigini
vurgulamaktadir. Ilk kategoride gastronomiyi basitce, en iyi
yiyecek ve igecekleri tiiketmekle ilgi bir olgu olarak agiklarken;
ikinci kategori de ise gastronomiyi insanoglu tarafindan
tiikketilebilir olarak kabul edilen tiim yiyecek ve igecekleri gida
giivenligi, gida tiretimi vb. yonleriyle ele alan disiplinler aras1 bir
bilim olarak tanimlamis ve gastronominin iiretim ve tiiketim
boyutlar1 ile disiplinler arasi bir alan olma 6zelligini
vurgulamistir. Hegarty (2009: 4-5) ise gastronomiyi tanimlarken
yiyecek ve icecegin pisirilmesi, servis edilmesi ve tiikketilmesinin
Otesinde sOz edilen pisirme, sunum ve tiiketim basamaklari
Uzerinde etkisi olan sanat, bilim ve felsefe disiplinleriyle
gastronomi arasindaki baglanttya vurgu yapmis ve hem
Savarin’in tanimina paralel bir yol izlemis hem de gastronominin
stire¢ boyutunu vurgulamistir.

3. GASTRODIPLOMASI NEDIiR?

Gastrodiplomasi, iilkelerin kiiltiirel miraslarin1 yemek
tizerinden paylagsmalarini ifade etmektedir. Bununla beraber
yemek ve dig politikanin kesistigi ara¢ olarak gosterilen, kamu
diplomasisini yiirlitmek, ulus marka bilincini arttirmak igin
ulkelerin mutfak lezzetleri kullanilmaktadir. Gastrodiplomasi
gida yoluyla kiiltiirler arasindaki bariyerleri yikmak ve saglam bir
kiiltiirel bag olusturmak igin ortaya ¢ikmistir (Rockower, 2014).

Gastrodiplomasi ve mutfak diplomasisi birbiri yerine
kullaniliyor olsa da gastrodiplomasi kamu diplomasisinin bir kolu
iken mutfak diplomasisi tamamen kultlrel diplomasiyle ilgilidir.
Politikanin, kiiltiiriin ve iletisimin temelini olusturan Kamu
diplomasisinin kalpleri ve zihinleri mide araciligiyla kazanmanin
yeni metodu olarak Gastrodiplomasi gosterilmektedir (Cull,
2008). Gida ve dis politikanin kesisme noktasi olarak gosterilen
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gastrodiplomasi, ulus marka farkindaligi yaratmak igin bir
ulkenin  mutfak zevklerini arag olarak kullanmaktadir.
Gastrodiplomasi en sade bicimde; Ulusal mutfak araciligiyla
iilkeye iliskin kiiltiirel algiy1r genisletmek, karsilikli anlayisa
katkidabulunmak ve iilke markasini giliglendirmek i¢in yapilan
calismalarin tiimiinii kapsamaktadir.

Ciddi bir politik 6neme sahip olan diplomatik sofralarin
yemek ve kiiltiiriin gostergesi ve reklami oldugunu sOylemek
miimkiindiir. Gastrodiplomasi kavraminin 2000’ 1i yillarda ilk
olarak kullanilmasindan evvel nelerin yenilip icilecegi, masada
bulunan takimlar, kimim nereye ve kiminle beraber oturtulacagi
hep alta derin mesajlar barindirmaktaydi. Sofra diplomasisinde,
yenen yemegin politik mesaj olarak algilanip yorumlanmasina
sebep  olmaktadir. Kamu  diplomasisi  metotlariyla
gastrodiplomasi arasindaki iligski oldukca acik ve nettir. Yabanci
elcilerin kendi lkelerinin lehine olumlu bir kamuoyu olusturma
cabalarinda yemegi kullanmalari pek sik rastlanan bir
uygulamadir.

Yemek gunimizde resmi ve gayri resmi kamu
diplomasisinin bir araci haline gelmistir. Gastrodiplomasi’de
mutfakla bir iilkeyi tanitmanin ¢ok 6tesinde, yabanci kamuoyu
Oniinde sempati kazanmanin, direk veya dolayli mesaj vermenin
bir yolu olmustur (Chappel, J. (2020).

Son yillarda bazi1 Dogu ve Giineydogu Asya devletlerinin
kiiltiirel diplomasi ¢alismalarinda yemege buyuk 6nem vermeleri
gastrodiplomasinin yiikselisini gostergesi olarak sayilmaktadir.
Tayland bu konuda 6ncti olarak 2002 yilinda Tay restoranlarinin
sayisini artirmak amaciyla resmi bir kapmaya baslatarak onciiliik
yapmustir. Dinya genelinde 5000 olan restoran sayisini ii¢ yil
icinde 8500’e ¢ikarmak en 6nemli hedeflerinin baginda geliyordu.
Bu ¢alismalar1 o kadar 1yi sonug verdi ki 2013 yilina gelindiginde
diinyadaki Tay restoranlarinin sayist1 20.000°e ulasmistir
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(Pham,2003:5-6). Bu vesileyle Tay kiiltiirii ve mutfagi, yiyecek
endiistrisinin dig ticaret hacmini hatir1 sayilir bir bigimde artirarak
gastrodiplomasi kampanyalarinin  basaris1  bltin  dlinyaya
ispatlanmustir.

Tayland’in bu basarisinin ardindan Guney Kore ve
Malezya kendi gastrodiplomasi kampanyalarin1 baslatmislar ve
yemek enddstrisini on plana ¢ikararak uluslarinin marka
degerlerini artirmiglardir (Rockower, 2011: 125). Bu sirada
Uzakdogu mutfaklarinin itibarlarinin artmasiyla beraber o
cografyada pisirilen yemekler, kullanilan malzemeler, pisirme
teknikleri diinyaca bilinir hale gelmis ve milli kimlik
edinmislerdir.

Yemeklerin kilttrel ve fiziki cografyayla iliskisinde 6te
siyasi cografyayla iliskilendirilmesi gastrodiplomasinin esas
konularindandir.

Kampanyalarda genellikle yerel mutfaklardaki en belli
baghi dikkat c¢eken yemekler secilip onlar 6n plana
cikarilmaktadir. Korelilerin gastrodiplomasi kampanyalarini
“Kimgi Diplomasisi” olarak adlandirmasi buna 6rnek verilebilir.
Ozetle, diinyada bilinirligini artiran birgok Uzakdogu kokenli
lezzetle beraber, ascilar kadar politikacilar ve devlet adamlar1 da
propagandalarda ciddi rol almiglardir. Diger bir deyisle, diinyada
“Kimgi” ye olan ilgi Koreli diplomatlarin biiylik basaris1 olarak
degerlendirilebilir.

Uzakdogu’dan sonra pasifik okyanusuna uzanan
gastrodiplomasi kampanyalar1 Peru’da basladi. “Cocina Peruana
Para El Mundo” yani Tim Diinya i¢in Peru Mutfagi biiyiik 6lgtide
ses getirdi ve akabinde Peru mutfagt UNESCO’nun “Insanligin
Maddi Olmayan Kiiltiirel Miras1” listesine girdi(Wilson,2011:
16). Bu gelismeler Peru mutfaginin uluslararasi itibarini artirarak
baskent Lima’y1 “Gastronominin Mekke’si” diye
adlandirmislardir (2014).
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Amerika’ya gelindiginde Disisleri Bakani Hillary Clinton,
{inlii Ispanyol sef Jose Andres’i 2011 yilinda diinyanm ilk mutfak
el¢gisi olarak tiim diinyaya ilan etmistir. Ardindan elli as¢1 ve
mutfak calisaniyla iilkenin ilk resmi gastrodiplomasi programini
baglatmistir (Sokol,2013:177). Amerika Birlesik Devletleri gibi
siper bir glcin bu arenaya girmesi gastrodiplomasi
calistmlarinin orta dlgekli Uzakdogu tilkelerinin tekelinden ¢ikip
daha da geliseceginin bir gostergesi olmustur.

Kiiresel gelisim her gecen giin artmasi, turizmde talebin
yukselmesi, gastronominin 06zellikle ektik mutfaklara olan
ragbetin artmasiyla gastrodiplomasi de o oranda gelismektedir.
Yemegin kamu diplomasinin alt bashigi olup gastrodiplomasi
caligmalarina kaynak teskil etmektedir. 1990 yilinin Ocak ayinda
Berlin duvarinin yikilmasinin ardindan tam ¢ ay sonra
McDonald’s Moskava’da ilk subesini agarak gastronomik bir
devrim yapmustir. Bu restoranin agilmasi gastrodiplomasi
acisindan 6nemli bir degisimin de habercisi niteligindedir.

Orta Asya’dan Anadolu’ya go¢ eden Tarkler
beraberlerinde muhtesem mutfak birikimlerini de tagimislardir.
Anadolu topraklarinda yasamis uygarliklarinda etkisiyle TUrk
mutfagr diinyanin belli basli mutfaklarinin arasinda sayilmaya
baglamistir. Orta Asya’nin basit yemek duzeni ve kultirtinden
Selguklu ve Osmanli mutfaginin zenginligine giden yolda ¢ok
gelismeler kastedilmisgtir.  Osmanli mutfagi 17. Yiizyilin
sonlarinda ciddi olarak kendini gostermeye baglamigtir. Osmanlt
doneminde mutfak kiiltiiriiniin zenginligini duyan pek c¢ok
yabanci elgi as¢ilarini Tiirk as¢ilarinin yanina géndererek Turk ve
Osmanli yemeklerini kendi ag¢ilarini 6grenmesini saglamiglardir.
Saray ziyafet sofralarinda buzdan kaseler icinde hosaf servisi
yapilmasit ve limonun kesilip tiilbentte sarilarak sofraya
getirilmesi, sofralarin zarafetini gostermektedir. 1l. Murad
doneminde yabanci elgiler agirlanirken pilav, yahni ve serbet
ikram edilirmis. Fatih doneminde ise davetlerde 100 ¢esit yemek



Halkla [liskiler

sunulurmus. Mutfak iktidarin, giiciin ve zenginligin simgesi
olarak disiiniildiigiinden III. Murad doneminde Osmanli
sarayinda 1117 as¢1 ve yamagin gorev aldigi1 ayni zamanda sultan
nereye giderse has mutfaginda onunla beraber gittigi kayitlarda
sabittir (Akkoyunlu,2012:326-343).

Daha sonralari 1986 Ekim ayimnda Istanbul Taksim
meydanindaki ilk McDonald’s restoraninin dénemin Biiyiiksehir
Belediye Baskani Bedrettin Dalan tarafindan NATO {iyesi olan
bir Ulkenin en kalabalik sehrinde agilmigs kamu diplomasinin ve
gastrodiplomasinin birbirine girdigini gostergesi olmustur.

4. SOSYAL MEDYA KAVRAMI

Sosyal medya esas olarak paylasim, katilimcilarin ortak
bir noktada biitiinlesmesi ve ¢ogu zaman da daha iyi se¢im
yapabilmek i¢in daha ¢ok bilgi edinme imkan1 tanimasini esas
almaktadir. (Evans, 2008: 31). Sosyal medya basitge katilim,
paylasma ve isbirligi ile ilgilidir, dogrudan reklam ve satisla
alakal1 degildir (Kaplan ve Haenlein, 2010: 65).

Sosyal medyanin katilim, iletisim ve yoruma dayali
Ozellikleri her gecen giin farkli sosyal medya araglarinin
glinimiizde ¢ogalmasina neden olmustur. Sosyal paylasim
aglarinin gelisim ve biiylimesi de bu dogrultuda olmugstur. Sosyal
paylasim aglari, sinirli bir sistem igerisinde bireylere, herkese
acik ya da yart agik profil olusturmaya izin veren, baglantida
bulundugu diger kullanicilarin listesini agikca ortaya koyan ve
sistem igerisinde digerlerinin baglantida bulundugu kisilerin
listesini gosteren web tabanli hizmetler olarak tanimlanabilir
(Boyd ve Ellison, 2007: 1).

Kullanicilar agisindan ¢esitli anlamlar igeren sosyal aglar,
isletmeler icin hedef kitleyle bulusma ve pazarlama yonlii olarak
farkli anlamlar barindirmaktadir. Hedef kitlenin habere ulagsmakta
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sosyal medyay1 siklikla kullandigi herkes tarafindan bilinen bir
gercektir.

Dinyada ve Ulkemizde en ¢ok kullanilan sosyal aglari
incelersek ilk olarak Facebook, insanlarin sanal ortamda birlikte
vakit gegcirdikleri, paylasimda bulunup eglenebilecekleri bir
platformdur. Facebook bireysel hesaplarin disinda kurumsal
hesaplar1 da barindirmaktadir. Facebook isletmeler acisindan
bakildiginda tiiketiciye ulagsmak igin ¢ok sik kullanilan bir sosyal
mecradir.

fkinci olarak, Instagram daha ¢ok fotograf paylasim ve
fotograf diizenleme uygulamasidir. Son zamanlarda kisa siireli
video paylasimlar1 da olduk¢a ses getirmektedir. Bireysel
kullanimin daha fazla oldugu bu mecrada, kurumsal firmalar da
kendi Urlin ve hizmetlerini sikga paylagsmaktadirlar.

Ugiincii olarak, Twitter yeni adiyla X isletmelerin ve
insanlarin gelismeleri, glinlik yasamda yasadiklari, duyduklari,
diistindiikleri ve deneyimledikleri “seylerden” paylasilabilir
bulduklarimi takipgileri ile kisa climlelerle paylasma alani sunulan
bir sosyal platformdur. X (Twitter) ayn1 zamanda mikro blog
olarak da adlandirilip, kisa ileti, resim ve video paylasimlariyla
hem bireysel hem de kurumsal kullanicilar tarafindan
kullanilmaktadir.

Facebook, Instagram ve X(Twitter) isletmeler tarafindan
miisterileriyle iletisim icerisinde olmak i¢in yogunlukla
kullanilmaktadir. Sosyal medyay1 benzersiz kilan en 6nemli
Ozellik ise misteri ve isletme diyalogunun rahatlikla
kurulabilecegi bir platform olmasidir. Diger bir deyisle kulaktan
kulaga iletisimin en kolay yolu sosyal aglar1 kullanarak
gerceklesmektedir.

“Digital Around the World 2023” verilerine gore dinyada
2023'tin 4. ceyreginin basinda diinya genelinde toplam 5,30
milyar kisi internet erisimine sahiptir ve bu rakam diinya
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nifusunun yaklasik olarak ylzde 65,7'sine denk geldigi
sOylenebilir. Bunun yaninda, internetin benimsenmesine ve sik¢a
kullanilmasma  iliskin  arastirmalarin  islenmesinde  ve
yayinlanmasinda yagsanan diizenli gecikmeler, gercek biiylime
oraninin bu son rakamlarin gosterdiginden ¢ok daha yiksek
olabilecegi anlamina gelmektedir. (Kaynak: Digital Around The
World 2023  https://www.smartinsights.com/social-media-
marketing/social-media-strategy/new-global-social-media-
research/) (Erigsim tarihi:01.05.2024)

Tiirkiye’deki durum incelendiginde 2024 yili verilerine
gore nufusumuz toplam 86 milyon 122 bindir. Nifusun ylzde
67'si aktif sosyal medya kullanicilart 62.55 milyon Kisiye
ulagsmistir. Tirkiye'de en ¢ok kullanilan sosyal medya
platformlar1 basta Facebook, akabinde Instagram ve Twitter’dir.
Niifusun yiizde 53" olan 41 milyon 478 bin 300 kisi Facebook,
ylizde 46's1 olan 37 milyon 411 bin 800 kisi Instagram, yiizde
36's1 olan 29 milyon 278 bin 800 kisi ise Twitter kullandig tespit
edilmistir. (Kaynak: http://www.sosyalmedyahaber.com/2018/
03/2018-guncel-sosyal-medya-kullanici-sayilari/) (Erisim tarihi
:02.05.2024)

Diinya genelinde yapilan We Are Social ve Meltwater'in
"Temmuz 2023 Dijital Dinya" raporuna bakildiginda, Tiirkiye'de
toplam niifusun yiizde 67,5'1 sosyal medyayr kullanmaktadir.
Ilgili rapora gore 55,7 milyon kullaniciya sahip Instagram
kullanicisi, 34,4 milyon Facebook kullanicist ve yaklasik 32,2
milyon Tiktok ve 20.4 milyon Twitter 20,4 kullanicist
bulunmaktadir. 2023 yilinda en yiiksek sayida artis gosteren
sosyal medya mecras1 Instagram olup kullanicilarinin sayisi,
Temmuz 2023'te 7,1 milyon artarak yaklasik 55,7 milyona
ulagsmaktadir (Kaynak: https://www.inbusiness.com.tr/sektorler
/is-dunyasi/2023/08/16/iste-turkiyede-bu-yil-kullanici-sayisini-
en-fazla-artiran-sosyal-medya-platformu) (Erigim tarihi
01.03.2024).


http://www.sosyalmedyahaber.com/2018/%2003/2018-guncel-sosyal-medya-kullanici-sayilari/
http://www.sosyalmedyahaber.com/2018/%2003/2018-guncel-sosyal-medya-kullanici-sayilari/
http://www.inbusiness.com.tr/
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5. GASTRONOMININ SOSYAL MEDYADAKI
YERI

Gunldmizde en hizli ve etkin iletisim araci olan internet
her gecen giin daha da yayginlasmakta bitiin mecra stlinde bir
konuma gelmektedir. Internetin gorsel, yazili ve isitsel tiim
duyusal araglar1 kullanabilmesi kitle iletisim araglar1 arasinda
farkl1 bir yer edinmesine neden olmustur. Internet sadece eglence,
egitim,  bilgilendirme  islevi  gérmeyip,  sosyallesme
toplumsallagsma ve kiiltiirel bir iletisim araci haline gelmistir
(Cansever,2009: 137). Bu baglamda internet, haber, egitim,
eglence gibi birbirinden ¢ok farkli sektorlerin ve devletin bir
iletisim aracis1 konumuna gelmistir (Cakir vd.2005: 71).

Internette  bulunan  gastronomi  konulu yaynlara
baktigimizda; gastronominin farkli agilimlarina dair bilgilerin
paylasildigi, interaktif iletisim ortaminin sunuldugu bloglar,
sosyal ve kiiltirel paylasim alani olarak degerlendirilebilir. Ornek
vermek gerekirse tinlii kose yazari ve sef Murat Bozok ve Arda
Turkmen kendi bloglarinda yemek regetelerini, diinyanin farkli
yerlerindeki restoran deneyimlerini paylastiklar1 gibi diinyaca
unlu star sef Gordon Ramsey ile anilarin1 paylasmaktadir (Bozok
:2018).

Bireylerin internet ve sosyal medya araciligi ile cevrimigi
bir gorunurlik kazanilmasi, kisinin kendini daha kolay
hatirlanabilir olmasini saglar (Cavanagh, 2007: 123). Tiiketiciler
satin almayi1 disiindiikleri {iriin ve hizmetlerin incelemesini
yaparken sosyal medyada bulunan yorum ve degerlendirmeleri
dikkate alarak, bloger ya da influencer gibi kisilerin olumlu veya
olumsuz elestirileri son kullanici tarafindan olduk¢a 6nemsenip
tiketim davranisinda biiyiik rol oynamaktadir. Bunu asil nedeni
sosyal medyanin karar mekanizmamizda ciddi olarak yer
almasimin yaninda, zaman zaman tesvik edici ve uyaric
durumunda geg¢mektedir. Baska bir ifadeyle, marka veyahut

10



Halkla [liskiler

urinle ilgili sosyal medya yorumlar1 zayifsa tlketici igin
alternatif olma 6zelligini yitirmektedir (Emirza, 2012:22-23).

Kisaca, sosyal medya da iirlinlerin lansmanlarinin
yapilmasi ve bu iriinlerin sik¢a paylasilmasiyla marklar ve
hizmetler daha bilinir ve gucli hale gelmektedir. Sosyal medya
araciligryla tiikketicilerin neyi ne zaman istedikleri izlenebilir hale
gelmistir (Shao, 2009:7-25).

Kisilerin geri bildirimini aldiklar1 iiriinler ve hizmetler
tim se¢im davraniglarini etkilemektedir. Cagimizda gelisen ve
farklt bir geri bildirim sekli ortaya ¢ikmistir. Eskiden kisiler
sadece tecriibe edindiklerini paylasirken simdi sosyal medyada
tamimadig1 hi¢ deneyimlemedigi bir triin ya da hizmeti de
paylasip tavsiye edebilmektedir (Haciefendioglu,2010:56-57).
Tuketiciler, begenilerini ve yasam tarzlarin1 sosyal medya
aracilig1 ile deneyimlemekte ve kimliklerine ve sosyal stattlerini
bu vesileyle ortaya koymaktadirlar (Dijck,2009:44).

Yemek yemek hem sosyal hem de biyolojik bir olgu
oldugundan kisilerin yasam tarz ve aliskanliklarini apagik goz
oniine sermektedir. Internet ortaminda sergilenen yeni akimda
yemek hazirlamak, sofralarin ve yapilan {riinlerin sikga
paylasilmasi diinyanin gidaya olan ve ¢esitlilige olan egilimini
gostermektedir.  Yemek  firmalarina  yapilan  gevrimigi
siparislerden c¢ok Ote, eve pisirilmek iizere temizlenip ayr1 ayri
paketlenmis ve tariflendirilmis hazir yemek kutularinin
gonderimine kadar uzanmaktadir. Yurtdisinda ornek vermek
gerekirse; “Eatwith” ve “Feastly” gibi internet uygulamalari
kisilerin yemeklerini arkadaglariyla paylasmalarini
saglamaktadir. Diger taraftan “Mealsharing” uygulamasi
insanlarin evlerinde yemek hazirlayip misafir agirlayarak sosyal
iliskilerini gelistirip daha genis bir ¢evre edilmesine Yol
acmaktadir Bir bagka ¢ok kullanilan uygulama ise “Favoureat”
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olup, giinliik ev yapimi yemek arayan tiiketiciler bu platformda
toplanmaktadirlar.

Bir bagka uygulama ise “SoFood” dur. Bu uygulamada
yemek tarifi odakli mobil fotograf paylasim uygulamasidir.
Kullanicilar hazirlamig olduklari yemekleri ¢ekerek uygulamayi
kullananlarla paylasilmakta, detayli tarif ve kademe kademe
yemegin nasil pisirilecegi gosterilmektedir. Ayrica paylasilan
tariflere yorum yapilabilmektedir.

“Feedie” uygulamasinda paylasilan yemek fotograflari
sayesinde aclikla miicadele eden bolgelerdeki ihtiyag sahiplerine
yardim edilmektedir. Bu uygulamada, restoranlar sisteme uye
olduktan sonra uygulamanin kullanicilar1 Uye restoranlar giderek
cektikleri yemek fotograflarin1 kisisel profillerinde Feedie
uygulamas lizerinden paylasmaktadirlar. Restoranlar paylasilan
fotograf basina Afrika’daki okul ¢agindaki ¢ocuklara yemek
yardimi yapmaktadirlar.

2000’1i yillarin sonunda Guney Kore’de baslayip ¢ok
moda olan bir uygulama ise; kisiler web kameralarini karsisina
gecip yemek yiyip bunu canli olarak herkesle paylasmaktadirlar.
Izleyicilerde bu yemek ve sohbet sirecini ilgiyle takip
etmektedirler. Bu trend dinyada “Gastronomic Voyerism”,
Guney Kore’de “Muk- Bang” Tiirk¢eye terciime edildiginde
“Gastronomik Rontgencilik” diye adlandirilmigtir.

Giiney Afrika menseli “Dinercam” uygulamasinda sosyal
medya fotograflarini profesyoneller gibi goriinmesini isteyen
kullanicilara sunmaktadir. Diinyada ilk defa Cape Town daki El
Burro lokantasinda kullanilmaya baslanmigtir.  Cekilen
fotograflar dinercam hashtagiyle paylasilirsa firma fotografin bir
kopyasini miisteriye hediye etmektedir. Ulkemizde de pek ¢ok sef
Facebook ve Instagram gibi sosyal agalar vasitasiyla takipgilerine
sorular sormakta ilk bilen 2-3 kisiye mutfakla ilgili hediyeler
vermekte ya da kendileriyle bir mutfak deneyimi yasamalarini

12



Halkla [liskiler

saglamaktadirlar. Ornek olarak Arda Turkmen reklam yiizii
oldugu Tefal, Zwinger, Pasabahge gibi markalarin mutfak
urtnlerini sosyal ag kullanicilarina yarigsma sorularini bilmek ve
sosyal medyada arkadaglarim1 etiketlemek kaydiyla hediyeler
vermistir.

Cafe Fernando yemek blogunun iinlii ve 6dillii yemek
kitabi yazar1 Cenk Sénmezsoy blogunda tarifleri Ingilizce ve
Turkce olarak yayinlamaktadir. Yemek kitaplarin1 kategorize
ederek takipcilerini bilgilendirip, yonlendirmekte olup ayrica
yemek fotografciliginin  piif noktalarimi vermektedir. Son
yayiladigi yemek kitabi “Cafe Fernando” yurdumuzda ¢ok kisa
siire i¢inde inanilmaz bir rekor kirarak 13 baski yapmis ve
Amerika’da yayinlandigi ay en ¢ok satilan yabanci yemek kitabi
unvanini almistir. Bu da gostermektedir ki yemek kiltirimiz ve
aligkanliklarimiz ¢ok farkli olsa da yurdumuzda g¢ok satilan bir
kitap yurt disinda da tercih edilip satin alinmaktadir. Yemegin
evrenselligi boylelikle tekrar ispatlanmigtir.

Ulkemizdeki goze carpan uygulamalarin basinda
“YEPAP” Yemek Paylasim Agi1 Platformudur. Bu organizasyon,
giin sonunda katilimci1 otel, restoran ve lokantalardan artan
yemekleri goniillii kisiler ve sivil toplum kuruluslarinin arag ve
lojistik yardimiyla ihtiya¢ sahiplerine ulastirmaktadirlar. Bu
platforma dahil olan otel, restoranlar YEPAP sertifikasiyla
odillendirilip, sosyal medyada pek c¢ok grup tarafindan
desteklenip tavsiye edilmektedirler.

Instagram ve kismen Facebook gibi gorsel temel Uizerine
inga edilen aglarda yemek fotograflarinin paylasimi bu bilincin
artmasina yol agmaktadir.

Abraham Maslow’un ihtiyaglar hiyerarsisi agindan
bakildiginda ilk basmaktaki Fiziksel Ihtiyaglar arasinda bulunan
beslenme, yemek yeme ihtiyaci giderilmedigi takdirde diger
asamalara gecilemez. Sosyal medyada en ¢ok paylasilan
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fotograflarin ilk siralarin1 yemek fotograflarinin kaplamasi
Maslow’un ihtiyaglar hiyerarsisinin ilk ve son basamagiyla yani
kendini gergeklestirmeyle dogrudan iligkilendirilebilir. Modern
toplumlarda disarida yemek yeme aliskanliginin sembolik bir
degere doniistiirmekte insanlar hedonik duygularimi yemekle
tatmin etmektedirler. Akkus ve Mermer’in 2022°de yaptigi
aragtirmaya gore; cogu zaman yemek yemek i¢in a¢ olmaya gerek
yoktur; bireyler tok olmalarina ragmen sirf lezzetli oldugu ve haz
aldig1 icin bir seyler yiyip igebilir. Bu tiiketim sekli agikca
hedonik tiiketimdir.

Sosyal aglar1 bu kadar ¢ok kullanan gruplar, isletmelere
cok sayida tiiketiciye kisa siirede ulasma imkani1 saglamaktadir.
Bu nedenle, kisilerin marka ve iirlin iizerinden yapacaklari
iletisim 6n plana ¢ikmaktadir.

Sosyal medyanin gelismesiyle bireysel kullanicilarin ve
kurumsal firmalarin olusturdugu sanal mecralar gin gectikce
yayginlagmakta, mesajlar, yorumlar elestiriler ve sesli ve gorsel
tim igerikler kolaylikla yayilabilmektedir. Sosyal medya
kullanim maliyetinin diigiik olmasi1 bilginin hizli olarak
yayilabilme olanagi, hedef kitleyi tanima imkan1 sunmasi, 6lgme
ve degerlendirmenin yapilabilmesi, aracisiz dogrudan iletisim
saglayarak kisiler aras1i yakinlik saglamasi, referans yoluyla
alman bilgilerin gilivenirliliginin olmas1 sosyal medyay1 giiclii
yapan etkenlerdir (Er6z,2012: 136).

Topluluklarin organize olmasini kolaylagtiran sosyal
medya, bireylere bulunduklari ortak ag ile ilgili fikirlerin hizlica
yayllmasi ve gercekleri kolayca 0Ogrenebilme imkani
yaratmaktadir. Bireyler ve kurumlar arasindaki iletisime yardimci
olan sosyal medya Kkarsilikli etkilesimin kisa siirede
gerceklesmesi  saglanmaktadir.  Sosyal medya c¢agimizda
bireylerin giinlik yasamlarinin bir pargasi haline gelmistir.
Internetin giinliik yasamimiza girmesiyle isletmeler kendi marka,
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urin ve hizmetlerini sosyal medya araciligiyla hizlica
yayabilmektedirler.

6. GASTRONOMETRO VAKASI NEDiR?

Turk mutfagi uzun gegmisiyle can buldugu cografyayi
binlerce lezzet halinde yansitan ¢ok katmanli bir zenginliktir.
Tirk mutfagini tam manasiyla anlamak ve zengin igerigini
siirlar Otesine tasimak gastrodiplomasi agisindan son derece
kiymetlidir. Tirk gastrodiplomasi c¢aligmalarma en iyi
orneklerden biri “Gastronometro” olarak gosterilebilir.

Gastronometro 2015 Eylul’inde  Metro Toptanct
Market’in Tirk mutfak kalturd ve deneyimlerini hem yurt ici hem
de yurtdis1 profesyonellere tanitip reklamini yaptigr dev bir
mutfak atolye kompleksi olarak degerlendirilebilir. 1700
metrekarelik alana kurulu Gastronometro, bir egitim tanitim ve
gelistirme merkezi olarak tasarlanmigtir.  Gastronometro
kuruldugundan bu yana sayisiz atdlye c¢aligmasi seminer Ve
tanittmda bulunmus bunlar1 yaparken Bogazig¢i Universitesi
Yasam Boyu Egitim Merkezinde akademik olarak da yardim
almustir.

Bu merkez sadece yerel bilgi ve becerilerin sergilenme
yerinin ¢cok 6tesinde 6z mutfak kiiltiiriimiizii diinya mutfaklariyla
harmanlaylp yabanct seflere tamitimim1  yaparak Tirk
gastrodiplomasi ¢aligmalarina da katkida bulunmaktadir.

Gastronometro’nun baslangictaki kurulus amaci Metro
grubunda calisan 4 bin personele gastronomi egitimi verilip bir
gelisim ve  aktivite merkezi olmasiydi.  Halihazirda,
Gastronometro seflerden 6grencilere, tedarikc¢ilerden, restoran ve
otel isletmecilerine, her tiirlii lezzet tutkunlarina, gastronomi
yazarlarindan arastirmacilara sektoriin tiim taraflari icin bir
bulusma noktas1 haline gelmistir. Bununla beraber, yerli ve
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yabanci seflerin degis tokusuyla misyon daha da genisleyerek
Turk mutfak kiiltiiriinii tiim diinyaya tanitilip sevdirilmesi olarak
genislemistir.

Gastronometro yalnizca bir egitim mutfagi olarak
tasarlanmadig1 gibi her tiirlii gastronomi profesyonellerine egitim
ve gelisim destegi saglayacak yerli ve yabanci konuklarin ve
as¢ilarin  bir bulusma noktasidir. Gastronometronun baslica
hedefleri arasinda; gastronomi profesyonellerini anlamak, onlarin
hayallerini paylagsmak ve onlara ilham ve imkan vermek
bulunmaktadir. Bir bagka deyisle, Gastronometro kendini sadece
zamanin gastronomi trendlerini takip etmekle siirlamayip bu
trendleri bizzat belirleyen bir gastronomi ve gastrodiplomasi
aktorii olmay1 hedeflemektedir.

Ulkemizde gastrodiplomasiye ilgi giderek artiyor, yeni
lezzet mekanlar, onlara sefler yetistirecek ascilik okullari
aciliyor, yurtdisindan pek cok tinlii ag¢1 gelerek kendi lezzetlerini
Tirk ascilarina Ogretip buradaki teknik ve lezzetleri kendi
tilkelerine tagiyorlar (Lane, 2013).

Birbiri ardina Tiirk seflerin uluslararast alanda basari
haberleri geliyor. Ornegin, diinyanin en prestijli gastronomi
yarigsmasi olan Bocuse d’Or’da Gastronometro iki yildir Tlrk
lezzetlerini diinyaya tanitiyor. Gastronomi literatlriinde “Dinya
Yemek Sampiyonasi” olarak kabul edilen Bocuse d’Or 60
tilkeden 3 bin sefin yaristig1 ve her {ilkenin kendi yerel iirtinlerini
kullanma zorunlulugu da olan bu uluslararasi yarigmaya
Gastronometro rakili dondurma, istakozlu manti, gikolatali ve
kestaneli baklavalar, lokum ravyoli, asma yapragina c¢orba,
Bodrum mandalinas1 ve misket limonu sosu ile servis yapilmis,
Milas, Mugla yoresinin Memecik natiirel sizma zeytinyagi ile
lezzetlendirilmis balik yumurtasi, Aydin incirli, Cavdir portakali
kaplamali, kuru kaymak ve karpuz pekmezli trif gibi yok olmak
lizere, unutulmus ya da {liretimi bitme noktasina gelmis {iriinlerle
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katilarak iilkemiz yemek kiiltliriinii ve tadin1 diinyanin dort bir
tarafindan gelen sef ve gastronomi profesyonellerine tattirmistir.

Diinyanin bir¢ok tilkesinde devletin gerceklestirdigi veya
devlet destegi ile hayata gecirilmis benzerleri olan Gastronometro
ulkemizde ise tamamen 0zel bir firmanin ¢aba ve maddi
katkilartyla strdirilebilmektedir.

Gastronometro’da usta-girak geleneginin
stirdiriildiigiinii, geng ciraklarin Gastronometro’da usta seflerin
deneyim ve pratigiyle bulusturuldugunu gosteren pek c¢ok
seminer, atolye caligmalari ve gosteri
gergeklestirilmistir. Avrupa’nin  en prestijli  ekmekgilik  ve
pastacilik okullarindan INBP'den Sebastien Odet, Pastacilikta ve
ekmekgilikte son trendler Sebastien Odet'in 6zglin yorumuyla
gosterilmis ve “Ozel Giinler Pastalar” ismiyle Gastronometro
Kiitliphanesi i¢in kitaplastirilmistir.

Haberturk gazetesi yazar1 Fatih Altayli yazisinda
Gastronometronun davetlisi olarak yurdumuz gelen Fransa’da
yilin en iyi as¢ist se¢ilen ve 3 Michelin yildizina sahip diinyaci
tinlii sef Le Squer Tiirk mutfagini zenginligini ve 6zgilinliigline
hayran kaldigini ve burada gordiiklerini kendi restoranlarinda da
uygulayacagin dile getirmistir.

7. AMAC VE KAPSAM

Alan yazinda Gastrodiplomasi konusunda yapilan yerli ve
yabanci g¢aligmalarin son derece kisitli olmasi nedeniyle bu
arastirmanin giiniimiizde yiikselen deger olan gastrodiplomasi
alanina bir kaynak calisma olmasi amag¢lanmaktadir.
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8. ARASTIRMA

Bu ¢alisma Gastronometronun resmi Facebook, Instagram
ve Twitter hesaplar1 01.01.2024 ile 10.05.2024 tarihleri
arasindaki gonderiler, paylasimlar, begeniler ve yorumlar
incelenmistir.

9. SINIRLILIKLAR

Dilnyada ve Tiirkiye’deki sosyal medya hesaplarinin
incelenmesi iizerine yapilan anket, goriisme alan calismast, igerik
analizi, sosyal iletisim aglarindan elde edilen matematiksel
veriler ve yorumlar iizerinde incelemeler yapilmistir. Calismada
zaman sinir1 olmasi nedeniyle Gastronometronun resmi X
(Twitter) sayfasimin 01.01.2024 ile 10.05.2024 tarihleri
arasindaki toplam 4 ay 10 glnlik paylasimlar ve tweetler
incelenmistir.

Facebook sayfasina gelindiginde; Gastronometronun
resmi Facebook sayfasmin 01.04.2024 ile 30.04.2024 tarihleri
arasindaki toplam 1 aylik gonderi paylasim ve yorumlar
incelenmistir.

Instagram sayfasinda ise; Gastronometronun resmi
Instagram sayfasindaki 01.04.2024 ile 30.04.2024 arasindaki
gonderiler paylagimlar incelenmistir.

10. SONUC

Yapilan incelemelerde = Gastronometro’nun  sosyal
medyadaki hesaplarindan en ¢ok Instagram hesabi aktif oldugu
resim, video ve bilgi paylasiminin en fazla yapildigi mecra olarak
basi ¢ektigi goriilmektedir. Begeni, paylasim ve yorum sayilarina
bakildiginda birinci sirada yine Instagram, ikinci olarak
Facebook, son olarak da X hesabi gelmektedir. Fotograf ve video
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paylasiminin ¢okca yapildigi Instagram hesabinin bu kadar ilgi
gormesinin ana sebeplerinden biri degisik lriin ve yemek
tariflerinin tiim sosyal medya da ¢ok ragbet gormesi gosterilebilir.

Facebook ve X hesaplarmin takipg¢i sayisinin diisiik
olmasinin ana sebeplerinden birisi de ¢ok begenilen ve izlenen
video paylasimlarinin daha ¢ok Instagram iizerinden yapilmasi
olarak gosterilebilir. Facebook sayfasindaki tanitim, kutlama ve
iirtin lansmanlarinin tiiketiciyi pek cezbetmedigi, begenilerin ve
paylasimlarin sayisinin oldukga diisiik olmasindan da ortaya
cikmaktadir. Ayrica yapilan workshoplarin katilimer sayisinin
siirli olmasi ve bunun yaninda workshop fiyatlarinin yiksek
olmas1 begenilerin diisiik olmasina sebep olarak gdsterilebilir. Bu
bilgi Gastronometro yetkilileri tarafindan da teyit edilmektedir.
Gastronometronun yurtdigi fuar taniim ve lansmanlar1 ¢okca
begeni alip paylasim sayilar1 yurt i¢ine kiyasla daha fazla oldugu
g6zlenmektedir.

Oneri olarak firmanm Instagram hesabinin yaninda, geng
neslin yani y ve 6zellikle z kusaginin daha ¢ok kullandig1 X yeni
adryla Twitter’da da daha fazla paylasim yapmasi yerli ve yabanci
takipgilerinin artmasina neden olabilecektir. X hesabmin daha
aktif kullanimi1  Tirk gastrodiplomasisi agisindan fayda
saglayacak ve Tiirk yemek kiiltliriiniin diinyaya tanitimina
yardimci olacaktir.

19



Halkla [liskiler

KAYNAKLAR

Algil, A., Siiteti, C., (2015). “Degisen Haber Algisi: Kullanicilar
ve Sosyal Medya Ankara: Phoneix.

Boyd, D.M. ve Ellison, N.B., (2016). ““Social Network Sites:
Definition, History and Scholarship Journal of Computer-
Medaiated Communication. 13,210

Cansever, B.A. (2009) Ergenlerin Toplumsallasmasinda
internetin Etkilerine iliskin Ogretmen Goriisleri. Ege
Egitim Dergisi, 10(1).130-160

Cavanagh, A. (2007). Sociology in the Age of Internet.
Maidenhead : Open University Press; s.123

Cakir, H. Ve Topcu, H. (2005) Bir iletisim Dili Olarak Internet.
Erciyes Universitesi sosyal Bilimler Dergisi 19 (2),71-96

Emirza, E., Istahli, S. (2012) Sosyal Medyanin Cok katlh
Pazarlamada Kullanimi ve is Tatmini Uzerindeki Etkileri.
Yonetim ve Ekonomi Aragtirmalar1 Dergisi,s. 20-33

Ercan, F. (2014) Viral Pazarlama. Pazarlamada Yeni
Yaklasimlar ve Turizm Uygulamalart (Editor:Savas
Artuger). 1. Baski Ankara Detay Yayincilik: s.147

Erdz, S ve Dogdubay, M (2012) Turistik Uriin tercihinde Sosyal
Medyanin Rolii ve Etik iliskisi. Dokuz Eyliil Universitesi
iktisadi ve Idari Bilimler Fak. Dergisi,27(1) 133-157

Evans, D. (2008). Social Media Marketing An Hour a Day, Wiley
Publishing, Indiana.

Haciefendioglu,S. (2010) Sosyal Paylasim Sitelerinde Uye
baglihgr Uzerine Bir Arastirma. Kocaeli iiniversitesi
Sosyal Bilimler Enstitusi Dergisi, 20(2), 56-71

Hegarty, J. A. (2009) ‘‘How Might Gastronomy Be A Suitable
Discipline for Testing The Validity of Different Modern

20



Halkla [liskiler

and Postmodern Claims About What May Be Called
Avant-Garde?’’. Journal of Culinary Science and
Technology, 7(1): 1-18.

Hegarty, J. A. ve O’Mahony, G. B. (2001) ‘‘Gastronomy A
Phenomenon of Cultural Expressionism and An Aesthetic
For Living’’. International Journal of Hospitality
Management, 20(1): 3-13.

Kaplan, A. M., ve Haenlein, M. (2010). “Users of the world,
unite! The challenge

Kivela, J. ve Crotts, J. C. (2006) *““Tourism and Gastronomy;
Gastronomy’s Influence on How Tourists Experience a
Destination’’. Journal of Hospitality & Tourism Research,
30(3): 354-377.

Kivela, J. ve Crotts, J. C. (2009). ““Understanding Travelers’
Experiences of Gastronomy Through Etymology and
Narration’’. Journal of Hospitality & Tourism Research,
33(2): 161-192.

Mills A. (2012). Virality in Social Media. The SPIN Framework.
Journal of Public Affairs. 12(2),162-169

Mills A. (2012) Virality in Social Media: The SPIN Framework.
Journal of Public Affairs s.162-163

Okumus, F., Okumus, B. ve McKercher, B. (2007).
““Incorporating Local and International Cuisines in the
Marketing of Tourism Destinations: The Cases of Hong
Kong and Turkey’’. Tourism Management, 28(1): 253-
261.

Onaran, Burak (2015). Mutfaktarih, Yemegin Politik
Seriivenleri,istnabul: Iletisim Yayincilik

Pavlik, J. V. (2013). Yeni Medya ve Gazetecilik, (Cev.: M.
Demir, & B. Kalsin)

21



Halkla [liskiler

Richards, G. (2002). “‘Gastronomy: an Essential Ingredient In
Tourism Production And Consumption?”’. A. M. Hjalager
ve G. Richards (ed.). Tourism and Gastronomy.
Routledge, London, s. 3-2

Santich, B. (2007). *“The Study of Gastronomy: A Catalyst for
Cultural Understanding’’. The International Journal of
Humanities, 5(6): 53-58.

Scarpato, R. (2002a). ‘*Gastronomy as a Tourist Product: the
Perspective of Gastronomy Studies’”. A. M. Hjalager ve
G. Richards (ed.). Tourism and Gastronomy. Routledge,
London, s. 51-70. 0.

Shao, G. (2009) Understanding The Appeal of User Generated
Media: Uses and Gratification Perspective. Internet
Research, 19(1)s.8

Tirk Mutfak Kiiltiiri  Sempozyumu (Osmanli  Mutfak
Kiiltiirii)(2012). Bilecik: Bilecik Seyh Edibali Yayinlar

Yilmaz, Hakan (2016). Bir Iletisim Bigimi Olarak Gastronomi,
Ankara:Detay Yayincilik

Internet Kaynaklari

“Arda Tirkmen”, http://www.ardaninmutfagi.com/arda-
turkmen-kimdir(Erisim tarihi 20.05.2024)

“Cafe Feranando” Blog, http://cafefernando.com/turkce/ (erisim
tarihi 23.05.2024)

“Digital Around The World
2023”https://www.smartinsights.com/social-media-
marketing/social-media-strategy/new-global-social-
media-research/ (Erisim tarihi 23.05.2024)

22


http://www.ardaninmutfagi.com/arda-turkmen-kimdir
http://www.ardaninmutfagi.com/arda-turkmen-kimdir
http://cafefernando.com/turkce/

Halkla [liskiler

“Dinercam” http://time.com/83046/instagramming-food-has-
finally-gone-too-far/ (Erisim tarihi 13.04.2024)

“Eatwith” https://www.eatwith.com/?c=EUR (Erisim tarihi
01.05.2024)

“Favoureat” https://www.youtube.com/watch?v=00PbVJ4uX-0
(Erisim tarihi 23.04.2024)

“Feastly” https://eatfeastly.com/(Erisim tarihi 23.04.2024)

“Feedie” https://www.huffingtonpost.com/2013/08/28/feedie-
app_n_3830919.html (Erisim tarihi 20.08.2024)

“Gastronometro”, http://gastronometro.com.tr/ (Erisim tarihi
01.04.2024)

“Gastronomic Voyeurism”, https://www.independent.co.uk/life-
style/gadgets-and-tech/gastronomic-voyeurism-the-
south-korean-trend-that-means-youll-never-eat-alone-
9090847.html (Erisim tarihi 30.10.2023)

“INBP”, http://www.inbp.com/ (Erisim tarihi 30.10.2023)

“Mealsharing” https://www.mealsharing.com/ (Erisim tarihi
21.08.2023)

“Michelin Yildiz1”, https://yemek.com/michelin-yildizi-nedir-
nasil-alinir/#gref (Erisim tarihi 23.05.2024)

“Murat Bozok”, http://www.mbkistanbul.com/ (Erisim tarihi
22.08.2023)

“Sofood”, http://www.sofood.net/ (Erisim tarihi 01.08.2024)

“YEPAP”, http://yourthings.org/tr/project/yepap-yemek-
payla%C5%9Fim-a%C4%9Fi-platformu (erisim tarihi
01.05.2023)

23


http://time.com/83046/instagramming-food-has-finally-gone-too-far/
http://time.com/83046/instagramming-food-has-finally-gone-too-far/
https://www.eatwith.com/?c=EUR
https://www.youtube.com/watch?v=OOPbVJ4uX-o
https://eatfeastly.com/
https://www.huffingtonpost.com/2013/08/28/feedie-app_n_3830919.html
https://www.huffingtonpost.com/2013/08/28/feedie-app_n_3830919.html
http://gastronometro.com.tr/
https://www.independent.co.uk/life-style/gadgets-and-tech/gastronomic-voyeurism-the-south-korean-trend-that-means-youll-never-eat-alone-9090847.html
https://www.independent.co.uk/life-style/gadgets-and-tech/gastronomic-voyeurism-the-south-korean-trend-that-means-youll-never-eat-alone-9090847.html
https://www.independent.co.uk/life-style/gadgets-and-tech/gastronomic-voyeurism-the-south-korean-trend-that-means-youll-never-eat-alone-9090847.html
https://www.independent.co.uk/life-style/gadgets-and-tech/gastronomic-voyeurism-the-south-korean-trend-that-means-youll-never-eat-alone-9090847.html
http://www.inbp.com/
https://www.mealsharing.com/
https://yemek.com/michelin-yildizi-nedir-nasil-alinir/#gref
https://yemek.com/michelin-yildizi-nedir-nasil-alinir/#gref
http://www.mbkistanbul.com/
http://www.sofood.net/
http://yourthings.org/tr/project/yepap-yemek-payla%C5%9Fim-a%C4%9Fi-platformu
http://yourthings.org/tr/project/yepap-yemek-payla%C5%9Fim-a%C4%9Fi-platformu

Halkla [liskiler

CORPORATE SOCIAL RESPONSIBILITY AS A
CENTRAL CONCEPT IN SOCIAL
ENTREPRENEURSHIP BUSINESS MODELS:
AN EVALUATION OF SIMILARITIES AND
DIFFERENCES

Emel KUSKU OZDEMIR!

1. INTRODUCTION

Social issues and societal expectations are becoming
increasingly significant in both modern business and society.
Particularly with the rise of globalization, digitalization, and
conscious consumer movements, the responsibilities of
businesses toward society and the importance of initiatives that
provide social benefits have grown. In this context, social
entrepreneurship and social responsibility have emerged as two
important concepts frequently discussed within the field of public
relations. While both aim to create social value, they differ
significantly in their methods of achieving this goal and their
strategic approaches.

Social entrepreneurship refers to a business model that
aims to create social impact by offering innovative, sustainable,
and scalable solutions to societal problems. Social entrepreneurs
develop creative business models that not only provide benefits
to society but also establish self-sustaining organizations. From a
public relations perspective, social entrepreneurship stands out as
an approach that directly responds to the needs of society and
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offers long-term solutions to these needs. This approach not only
creates social impact but also enhances the reputation of
entrepreneurs and fosters strong social bonds in their
communication with stakeholders.

On the other hand, social responsibility generally refers to
the efforts of businesses or individuals to have a positive impact
on society and the environment. Within the framework of
corporate social responsibility (CSR), businesses voluntarily
engage in various social projects and environmental sustainability
practices to meet societal expectations. From a public relations
standpoint, social responsibility is viewed as a strategic tool that
strengthens businesses’ relationships with society and has a
positive effect on their brand reputation. In this context, social
responsibility activities provide institutions with the opportunity
to demonstrate their social consciousness and ethical
responsibilities.

Both concepts aim to contribute positively to society from
a public relations perspective. However, while social
entrepreneurship adopts a more innovative and entrepreneurial
approach, social responsibility integrates socially beneficial
practices into  existing  business  processes.  Social
entrepreneurship positions societal change at the core of its
operations, whereas social responsibility is often seen as a
supplementary activity of businesses. From a public relations
perspective, how these two approaches are positioned plays a
significant role in managing relationships with the public and
stakeholders.

This article aims to conceptually examine the similarities
and differences between social entrepreneurship and social
responsibility from a public relations perspective. By analyzing
the similarities and differences between these two concepts in
terms of creating social impact and building a positive public
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image, their contributions to public relations strategies will be
evaluated.

2. SOCIAL ENTREPRENEURSHIP AS A
CONCEPT AND ITS HISTORY

Social entrepreneurship refers to a type of
entrepreneurship that develops innovative and sustainable
business models aimed at solving societal problems. Social
entrepreneurs focus on addressing social, cultural, or
environmental issues, while also ensuring economic
sustainability (Kogak and Ozdemir, 2015). In this regard, social
entrepreneurship serves as a bridge between non-profit
organizations and for-profit enterprises. Social entrepreneurs
strive to create social value by developing innovative approaches
and making these approaches economically viable (Sirin, Bilir
and Oz, 2018; Yigit, 2020).

The concept of social entrepreneurship began gaining
attention in the 1980s and became more prominent in the 2000s,
with the growing visibility of social entrepreneurs' impact on
society. The historical development of social entrepreneurship
has been influenced by various cultural and economic factors. For
example, the effect of national culture on social entrepreneurship
leads to differences in social entrepreneurship activities across
countries. Data from the Global Entrepreneurship Monitor
(GEM) highlights how social entrepreneurship activities vary
between nations (Yigit, 2020). In Turkey, social entrepreneurship
has been receiving increasing attention in recent years, with
several examples emerging. For instance, initiatives like Fazla
Gida A.S. aim to reduce food waste, contributing to both social
and economic sustainability (Celik, 2023).

Education plays a critical role in the development of social
entrepreneurship.  Social  entrepreneurship  education at
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universities raises students' awareness of social issues while
enhancing their entrepreneurial skills (Gokbunar, Aktas and
Kargin, 2018). Furthermore, research supports social
entrepreneurship, linking it to trends such as self-efficacy
perceptions and achievement motivations of individuals (Akkan
and Slygun, 2016). Studies have focused on aspects like having
a social vision and mission, creating social value, identifying
social entrepreneurial opportunities, being innovative, generating
resources, ensuring sustainability, and leveraging social
networks. These dimensions contribute to the emergence of
successful social entrepreneur organizations and individuals
(Kirilmaz, 2014, p. 55).

In conclusion, social entrepreneurship emerges as a
significant field aimed at offering innovative solutions to societal
issues and creating social value. Developments in this area are
influenced by factors such as education, culture, and economic
conditions. The social entrepreneurship ecosystem in Turkey
holds considerable potential both locally and internationally, and
realizing this potential is crucial for social and economic
development (Esen, 2023; Aydogan, Karadeniz and Celbis,
2021).

3. CORPORATE SOCIAL RESPONSIBILITY AS
A CONCEPT RELATED TO SOCIAL
ENTREPRENEURSHIP

Public relations is the process of managing a company's
communication with its target audiences to create a positive
image through this communication. This process aims to improve
relationships between companies and both their internal and
external stakeholders, inform the public, and enhance brand value
(Ates, 2024). In today’s business world, public relations are
gaining increasing importance as a strategic process that enhances
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a company’s reputation, strengthens customer loyalty, and
provides competitive advantages through well-managed practices
(Bayram and Bayram, 2018; Bigakgi, 2021). This process
encompasses various areas of public relations practice, including
media relations, event management, crisis management, and
social responsibility (Akar, 2019; Ozer, 2022).

As one of the fields within public relations, social
responsibility refers to a company's efforts to fulfill its
responsibilities toward society and the environment. In this
context, social responsibility serves as a critical component of
public relations practices, encompassing activities aimed at
strengthening corporate reputation and generating societal
benefits. Social responsibility is often addressed within public
relations as part of corporate social responsibility (CSR), which
emphasizes companies’ sensitivity to social, environmental, and
ethical issues (Hostut, 2018).

While public relations manage a company's
communication with its target audience, social responsibility
projects enrich this communication and serve as a tool to enhance
corporate image. Social responsibility projects are generally
designed to meet societal needs, and communication about these
projects is carried out through public relations strategies. This
process contributes to strengthening relationships with both
internal stakeholders and external stakeholders (Ates, 2024).
Moreover, social responsibility practices are among the key
factors directly influencing a company’s reputation. Research
shows that participation in social responsibility projects
positively affects consumers’ perceptions of a brand. This
indicates that investing in social responsibility projects not only
provides social benefits but also contributes to economic gains
(Y1ildirim and Akbulut, 2017).
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Public  relations  practitioners  develop  various
communication strategies to promote social responsibility
projects and enhance their impact. These strategies include media
relations, social media campaigns, event management, and
community involvement. For example, social media platforms
help social responsibility projects reach wider audiences, thereby
increasing their social impact (Yenigikti and Tarakci, 2023).

In public relations, social responsibility plays a critical
role in fulfilling organizations’ responsibilities toward society
and the environment. By integrating social responsibility projects
into public relations strategies, corporate image is enhanced, and
social benefits are generated. In this context, social responsibility
is viewed not only as a communication tool but also as a strategic
management tool (Hostut, 2018).

The historical development of social responsibility
demonstrates how individuals and organizations have perceived
their obligations to society over time and the methods they have
adopted to fulfill these obligations (Latapi, Johannsdottir and
Davidsdottir, 2019). The concept of social responsibility was first
systematically addressed in the 1960s, with works emphasizing
the social obligations of businesspeople. In this regard, social
responsibility was defined as a concept requiring businesses to
consider not only economic but also social and environmental
dimensions (Kése and Giil, 2020; Ugur and Kiliger, 2021). Since
the 1980s, social responsibility practices have become part of
companies' strategic planning. Businesses began using social
responsibility projects to enhance their brand image and increase
customer loyalty, and during this period, social responsibility
started to be considered as a marketing tool as well (Basat and
Pekmezci, 2021).

Since the mid-20th century, social responsibility has
emerged as a term expressing businesses' obligations to society.
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Initially, social responsibility practices were seen as a voluntary
and ethical approach. However, over time, fulfilling social
responsibilities became critical for businesses to gain competitive
advantage and ensure sustainability (Ataman, Behram, Kaya and
Ata, 2020). During this period, the social problems brought about
by industrialization (such as labor rights and environmental
pollution) became a significant subject of debate in society
(Vorozheykina et al., 2019). The idea that businesses should not
only aim to generate profit but also fulfill their responsibilities to
society began to take shape during this time (Cochran, 2007).

Today, social responsibility holds critical importance for
both individuals and organizations, supported by projects aimed
at creating societal benefits (Latapi et al., 2019). Social
responsibility is now considered not only a corporate obligation
but also an important individual responsibility. The widespread
use of social media and digital communication tools has enabled
social responsibility projects to reach wider audiences.
Organizations are developing various communication strategies
to promote their social responsibility activities and enhance their
impact (Kun-Hsiang, 2020).

4. SIMILARITIES AND DIFFERENCES
BETWEEN THE CONCEPTS OF SOCIAL
RESPONSIBILITY AND SOCOAL
ENTREPRENEURSHIP

While both  social responsibility and  social
entrepreneurship aim to promote societal well-being, they exhibit
significant similarities and differences. In the literature, these
similarities are often discussed in terms of social benefit and
sustainability, whereas differences are examined through the
lenses of purpose, method, and financial models.

30



Halkla [liskiler

4.1.Social Benefit

Social benefit refers to the activities aimed at improving
the quality of life of individuals and communities, encompassing
social, economic, and environmental benefits. These activities
seek to address societal needs, ensure social justice, and promote
sustainable development (Hirsoy and Yemisci, 2022; Akg6z and
Engin, 2018). Social benefit manifests through various practices
such as social responsibility projects, volunteer services, and
social enterprises (Alptekin, 2023).

The principles of social benefit include justice, equality,
participation, and sustainability. The principle of justice requires
efforts aimed at social benefit to offer equal opportunities for all,
involving the fair distribution of social services and resources
(Akgdz and Engin, 2018). Equality focuses on ensuring equal
rights and preventing discrimination in the process of achieving
social benefit (Hursoy and Yemisci, 2022). Participation
encourages active involvement from the community in the
planning and implementation stages of social benefit projects,
allowing individuals to identify their own needs and contribute to
the solution processes (Alptekin, 2023). Sustainability
emphasizes long-term impacts and the preservation of
environmental and social resources (Memis, 2020).

According to Tamergencer and Aydinoglu (2020), social
entrepreneurship encompasses efforts aligned with social
responsibility. Social responsibility represents the obligations
individuals or organizations undertake to enhance societal
welfare, often focusing on the contributions of businesses in
considering their environmental, social, and economic impacts.
Corporate social responsibility (CSR) involves companies
fulfilling their responsibilities to society and the environment
beyond their legal obligations (Avci and Akdemir, 2014). CSR
activities address societal needs by promoting social justice,
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environmental sustainability, and economic development (Cetin
et al., 2019). In summary, both social responsibility and social
entrepreneurship aim to create social benefit, enhancing the
positive impact of individuals and organizations on society.

4.2.Sustainability

Sustainability is a concept that refers to meeting the needs
of the present without compromising the ability of future
generations to meet their own needs. This definition, introduced
in the 1987 United Nations report "Our Common Future,” forms
the foundation of sustainable development (Aydmn and Yildirim,
2020). Sustainability integrates environmental, economic, and
social dimensions, aiming for balanced development across these
areas (Sahin and Akgun, 2016). Sustainability applies to many
fields, including natural resource management, energy use,
agricultural practices, and social justice (Karadeniz and Uzpak,
2020).

The fundamental principles of sustainability include
environmental protection, social equity, and economic
development. Environmental protection entails the sustainable
use of natural resources and the preservation of ecosystems,
covering practices such as waste management, energy efficiency,
and biodiversity conservation (Day1, 2023). Social equity aims to
ensure equal opportunities for all individuals and the
establishment of social justice, addressing issues such as gender
equality and access to education and healthcare (Edinsel, 2023).
Economic development focuses on the creation of sustainable
business models and fostering economic growth (Sahin and
Akglin, 2016). Both social responsibility and social
entrepreneurship are grounded in sustainability. Social
responsibility supports environmental and social sustainability,
while social entrepreneurship aims to develop innovative
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solutions to ensure economic sustainability (Kalyoncu and
Demirtas, 2020; Kocak and Ozdemir, 2015).

4.3.Purpose and Method

Budak (2015) emphasizes the distinction between social
responsibility and social entrepreneurship. Peltekoglu (1993)
defines social responsibility as the efforts of organizations to
consider how their decisions affect society. Social
entrepreneurship, on the other hand, involves broader initiatives
taken by organizations to complement social responsibility
activities. Tamergencer and Aydinlioglu (2020) argue that while
the two concepts may appear similar in practice, they are
fundamentally different in meaning. In social responsibility,
businesses engage in social or philanthropic activities to raise
awareness and fulfill their commercial objectives. However,
social entrepreneurs focus on generating donations through their
socially oriented efforts to address stakeholders' problems and
distribute resources fairly (1068-69). Social responsibility
typically refers to the efforts of existing businesses to contribute
to society, while social entrepreneurship focuses on developing
new business models and solutions to address societal challenges
(Kogak and Ozdemir, 2015; Sirin et al., 2018).

4.4 Financial Model

A financial model is a tool used to estimate and analyze
the financial performance of a business or project, typically
incorporating revenue, expenses, cash flow, and other financial
indicators. These models help businesses make strategic
decisions, inform investors, and assess financial risks (Tekin and
Gor, 2022). In social entrepreneurship, financial models play a
critical role in balancing the goals of creating social impact and
maintaining financial sustainability (Kalyoncu and Demirtas,
2020). Several financial models are commonly used in social
entrepreneurship:

33



Halkla [liskiler

— Microfinance Models: These models aim to support
entrepreneurship and economic development by
providing small loans to low-income individuals or
communities. Examples like Grameen Bank
demonstrate successful applications of microfinance in
social entrepreneurship (Uzunaslan and Tek, 2021).

— Social Impact Investment Models: These models allow
investors to fund projects that aim to create social and
environmental impact while also generating financial
returns. This type of investment supports the growth and
sustainability of social enterprises (Celik, 2023).

— Hybrid Financing Models: Social enterprises that rely on
both donations and commercial revenues can enhance
their sustainability by combining various funding
sources. This model integrates social impact goals with
financial profitability (Celik, 2023).

— Social Enterprise Cooperatives: These cooperatives
enable community members to work together toward a
common goal, providing both social benefit and
financial gains for their members (Kaya, 2019).

— Blended Business Models: These models combine social
services with commercial activities, merging the goals of
social impact and financial sustainability (Celik, 2023).
Social responsibility activities generally represent the
efforts of for-profit businesses to contribute to social
causes, whereas social entrepreneurship encompasses
both for-profit and non-profit business models aimed at
achieving both social benefit and economic
sustainability (Kogak and Ozdemir, 2015; Yigit, 2020).

In conclusion, while social responsibility and social
entrepreneurship both strive to promote social benefit, they differ
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in their approaches and methods. Social responsibility refers to
the efforts of existing businesses to contribute to society, while
social entrepreneurship is a type of entrepreneurship focused on
solving societal problems through innovative solutions. Together,
these two concepts can create significant synergy in enhancing
societal welfare.

5. THE USE OF PUBL1C RELATIONS SOCIAL
RESPONSIBILITY PRACTICES IN SOCIAL
ENTREPRENEURSHIP ACTIVITIES"

Public relations social responsibility practices play a
significant role in social entrepreneurship activities. In this
context, public relations practices are utilized to enhance the
impact of social enterprises on society and to promote socially
responsible entrepreneurial projects more effectively. Public
relations supports social enterprises in establishing effective
communication with their target audiences, thereby aiding their
efforts to create social change. The use of social entrepreneurship
from a public relations perspective manifests itself in the
planning, implementation, and evaluation of social responsibility
projects. Public relations serves as a strategic tool for
communicating the missions and objectives of social enterprises
to the public. This is crucial for highlighting the solutions social
enterprises provide for societal issues and the benefits these
solutions deliver (Sanli and Bozkurt, 2023).

Furthermore, public relations practices organize
fundraising campaigns to support social enterprises’ projects,
thereby increasing the visibility of these campaigns (Isik and
Akcakaya, 2020). Activist public relations is another significant
approach that supports social enterprises in their efforts to create
social change. This approach examines how public relations can
be used to achieve social justice and societal benefit objectives.

35



Halkla [liskiler

Activist public relations is an effective tool for social enterprises
to draw attention to societal issues and raise awareness about
these issues (Sanli and Bozkurt, 2022). For instance, social media
platforms are employed by social enterprises to disseminate their
messages to wider audiences, thus enhancing their potential for
creating social impact (Onur and Yagmurlu, 2022).

Public relations practices develop various strategies to
support social enterprises’ objectives of providing societal
benefits. These strategies include engaging with target audiences,
utilizing social media, managing events, and public information
dissemination (Dursun and Tasdemir, 2021). Social media, as a
dynamic component of public relations, offers an effective
platform for social enterprises to promote their projects and raise
awareness about societal issues (Yenigikt1 and Tarake1, 2023).

6. CONCLUSION

In today's world, providing lasting and effective solutions
to societal problems has become a primary goal for both
individuals and organizations. In this context, the concepts of
social entrepreneurship and social responsibility represent two
key approaches aimed at contributing to society. Social
entrepreneurship is a model of entrepreneurship that seeks to
develop innovative, sustainable, and scalable solutions to societal
problems. Social entrepreneurs aim to create both economic and
social value by adapting the innovative structure of profit-driven
enterprises to projects that benefit society. On the other hand,
social responsibility involves individuals or businesses taking
responsibility for the societal and environmental impacts of their
activities and acting accordingly. These two concepts
complement each other as approaches that, while employing
different methods and perspectives, both seek to enhance societal
well-being.
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Social entrepreneurship focuses on creating sustainable
solutions through innovative business models, while social
responsibility emphasizes the use of existing resources for the
benefit of society. At the intersection of these two concepts lies
the idea that individuals and organizations should not only
develop innovative projects to improve societal well-being but
also take responsibility for the social impacts of these projects.
Therefore, social entrepreneurship and social responsibility are
two interrelated approaches that contribute to building a more just
and sustainable future in today’s world.

Both social entrepreneurship and social responsibility aim
to address societal problems and improve communities. Social
entrepreneurs often integrate social responsibility into the core of
their business models, making it a foundational aspect of their
ventures rather than an additional activity (as seen in CSR).
Businesses with strong social responsibility practices can also be
influenced by social entrepreneurship principles, as they adopt
sustainable and innovative solutions that contribute to society. In
summary, while social responsibility is a voluntary obligation that
businesses may undertake, social entrepreneurship actively seeks
to drive systemic societal change through innovative approaches.

In conclusion, public relations play a vital role in social
entrepreneurship and social responsibility efforts. The public
relations strategies employed to support social enterprises' goals
of providing societal benefits enhance the effectiveness of these
initiatives and create awareness in society. In this context, public
relations practices are a critical tool for effectively
communicating the missions and objectives of social enterprises.
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