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Oz

Tiirkiye 'de 2000°li yillarin basinda kadin emegini degerlendirme, kadin yoksullugunu onleme ve kadinlar: gii¢lendirme
amaglaryla baslayan kadin kooperatifleri hareketi ile giiniimiizde farkli tiirlerde faaliyet gésteren kadin kooperatifleri
kurulmugtur: Ilerleyen yillarda kadin kooperatifleri kendi aralarindaki iletisimi ve is birligini artirabilmek icin 7 kadin
kooperatifinin énciiliigiinde Simurg Kadin Kooperatifleri Birligi (SIMURG) hayata ge¢irilmistir. Bu ¢calismada SIMURG
kurucusu kooperatiflerin (n=7) kurum kiinyelerinin incelenmesi ve kurumsal iletisimin onemli araglarindan biri haline
gelen yeni medya kullamimlarmin belirlenmesi amaglanmaktadwr. Arastirma nitel arastirma yontemlerinden vaka
incelemesi teknigi ile yiiriitiilmiis ve veri toplamak amaci ile dokiiman inceleme yontemi kullanilarak kooperatiflerin
Instagram hesaplari, Facebook hesaplari ve varsa web siteleri belirlenen élciitlere gore betimsel analize tabii tutulmugstur.
Arastirma bulgularina gére kadin kooperatiflerinin kurum kiinyelerinin (nerede, ne zaman kurulduklary, faaliyet alanlart
vb.) tespit edilebilmesi i¢in birden ¢ok arama yapilmasi gerektigi gériilmiistiir. Kooperatiflerin kiinyelerine tek bir web
sitesi ya da sosyal medya hesabi iizerinden ulasmak miimkiin olmamaktadir. Ote yandan kadin kooperatiflerinin yeni
medya araglarindan sosyal medyayt daha ¢ok iiriin/hizmet tanitimi yapmak ve katilinan/diizenlenen etkinlikleri duyurmak
amacryla kullandiklar: gériilmiistiir. Ek olarak sosyal medyayt yeterince aktif kullanmadiklari, paylasim sayilarmin diisiik
oldugu ve fotograflarin estetik acidan yetersiz kaldigi tespit edilmistir. Orneklemdeki kooperatiflerden yalnizca ikisinin
e-ticaret niteliginde web sitesi bulunurken, digerlerinin KEDV ’in sosyal isletmesi (nahil.com.tr) araciligiyla iiriinlerini
sattiklar: tespit edilmigtir.
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Abstract

The women's cooperative movement in Turkey started in the early 2000s with the aims of valorising women's labour,
preventing women's poverty, and empowering women, and today different types of women's cooperatives have been
established. In the following years, Simurg Women's Cooperatives Association (SIMURG) was established under the
leadership of 7 women's cooperatives in order to increase communication and cooperation among women's co-operatives.
This study aims to examine the corporate identity of SIMURG founder cooperatives (n=7) and to determine their use of
new media, which has become one of the important tools of corporate communication. The research was conducted using
the case study technique and the Instagram accounts, Facebook pages and websites of the cooperatives were subjected
to descriptive analysis according to the criteria determined by using the document analysis method to collect data. It was
found that multiple searches were required in order to identify women's cooperatives' corporate identity (where and when
they were established, areas of activity, etc.). It is not possible to access the identities of cooperatives through a single

! Bu calismanin 6zeti 25. Milletleraras: Tiirk Kooperatifcilik Kongresi’nde bildiri olarak sunulmustur.

Onerilen Atif /Suggested Citation
Ergin Demirdag, G. & Aydogan, E., 2025, Gériiniir olmak ya da olmamak: Kadin Kooperatiflerinin Yeni Medya Kullanimi

Analizi, Ugiincii Sektér Sosyal Ekonomi Dergisi, 60(1), 62-75.


http://dx.doi.org/10.15659/3.sektor-sosyal-ekonomi.25.01.2534
mailto:gulfiz.demirdag@usak.edu.tr
https://orcid.org/0000-0002-2090-3579
mailto:enver.aydogan@hbv.edu.tr
https://orcid.org/0000-0001-7327-7148

