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Lojistik Isletmelerin Sosyal Medya Paylasimlarinin Siirdiiriilebilirlik

Baglaminda Degerlendirilmesi: LinkedIn Ornegi

Ozet
ilknur Gizem Yazar Dijitallesen diinya ile birlikte sosyal medyanin is diinyasindaki énemi
Ars. Gor. hizla artmaktadir. Sosyal medya iletisimi tek yonli bilgi paylasimi

degil, cift tarafli ve es zamanh bilgi paylasimina olanak sagladig: icin
isletmelere biiyiik faydalar saglamaktadir. Bu faydalarin basinda
marka bilinirligi yaratmasi gelmektedir. Sosyal medya isletmeden
tiiketiciye olan (B2C) pazarlarda oldukca yaygin kullanilmaya baslayan
bir dijital pazarlama araci olmasina karsin isletmeler arasi (B2B)
pazarlarda kullaniminin daha diisiik oldugu goriilmektedir. Oysa ki
sosyal medya pazarlamasi isletmeler aras1 (B2B) pazarlarda da oldukca
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avantajlar saglamaktadir. Isletmeler arasi (B2B) pazarlamada en yaygin
kullanulan  sosyal medya platformlarimin basinda LinkedIn
gelmektedir.

Isletmelerin iletisim stratejilerinde, giin gectikce hem is hem de
akademik cevrelerde 6nem kazanan siirdiiriilebilirlik konularina
deginmeleri marka degeri agisindan biyiik katkilar saglar.
Siirdiirilebilirlik kavrami glintimiiziin ihtiyaclarii karsilarken gelecek
nesillerin de ihtiyaclarmi karsilayabilme yeteneklerinin tehlikeye
atilmamasi esasina dayanir. Global diinyada artan ekonomik, sosyal ve
cevresel sorunlarla birlikte, siirdiiriilebilirlik diinyada giderek ilgi
gosterilen bir kavram haline gelmistir.

Son zamanlarda literatiirdeki c¢alismalarda  siirdiiriilebilirlik
kavraminin agirhikli olarak cevresel boyutlarinin ele alindig:
gortilmiistiir. Bu calismada siirdiiriilebilirlik kavrami gevresel, sosyal
ve ekonomik olmak {iizere {ic boyutuyla da degerlendirilmistir.
Calismada oncelikle siirdiiriilebilirlik ve sosyal medya kavramlar:
genel hatlariyla incelenmistir. Sonrasinda diinyanin en biiyiik 10
lojistik isletmesinin 6 aylik LinkedIn paylasimlar igerik analizi
yontemiyle incelenerek bu paylasimlarin ne kadarmin siirdiiriilebilirlik
kavram ile iligkili oldugunun belirlenmesi amaglanmistir. Ancak
isletmelerden bir tanesinin resmi LinkedIn hesabi olmamasi, bir
digerinin ise paylasim sayisinin siklik Olciitiine uymamasi nedeniyle 8
isletme iizerinden degerlendirme yapilmistir. Isletmelerin sosyal
medya iletisimlerinde siirdiiriilebilirlik konularina ne derece yer
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verdikleri degerlendirilmistir. Buradan hareketle isletmelerin
siirdiiriilebilir uygulamalara ne derece 6nem verdikleri sorgulanmistir.
Ayrica  igletmelerin  yaptifi  paylasimlardan yola  cikarak
stirdiiriilebilirlik iceriklerindeki trendler tartisilmistir. Gelecek
calismalarda; Facebook, Twitter gibi diger sosyal medya platformlari
da dahil edilip daha kapsamli bir analiz ile igeriklerin begeni, yorum ve
paylasim sayilar1 dikkate alinarak etkilesim oranlar1 yorumlanmaya
calisilacaktir.

Anahtar Kelimeler: Siirdiiriilebilirlik, Lojistik f§letmeler, Sosyal Medya, Linkedin, fgerik
Analizi

Evaluation of the Social Media Sharings of Logistics Businesses in the
Context of Sustainability: A Case Study of LinkedIn

Abstract

With the digitalizing world, the importance of social media in the
business world is increasing rapidly. Social media communication is
not only a one-way information sharing, but provides great benefits to
businesses as it allows two-sided and simultaneous information
sharing. One of these benefits is creating brand awareness. Although
social media is a digital marketing tool that has become widely used in
business to consumer (B2C) markets, it is observed that its use is lower
in business-to-business (B2B) markets. However, social media
marketing also provides many advantages in business-to-business
(B2B) markets. LinkedIn is one of the most widely used social media
platforms in business-to-business (B2B) marketing.

In the communication strategies of the businesses, mentioning the
sustainability issues, which are gaining importance in both business
and academic circles day by day, makes a great contribution to brand
value. The concept of sustainability is based on the principle that while
meeting the needs of today, the ability to meet the needs of future
generations is not compromised. With the increasing economic, social
and environmental problems in the global world, sustainability has
become an increasingly popular concept in the world.

Recently, it has been observed that espicially the environmental aspects
of the sustainability concept are mainly discussed in studies in the
literature. In this study, the concept of sustainability has been evaluated
in three dimensions as environmental, social and economic. In the
study, the concepts of sustainability and social media were examined
in general terms. Afterwards, it was aimed to determine how much of
these shares are related to the concept of sustainability by examining
the 6-month LinkedIn posts of the world's largest 10 logistics
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Keywords

companies with content analysis method. However, because one of the
businesses did not have an official LinkedIn account, and another did
not meet the frequency criteria of the number of shares, 8 businesses
were evaluated. The extent to which businesses include sustainability
issues in their social media communications has been evaluated. Based
on this, it was questioned to what extent businesses attach importance
to sustainable practices. In addition, the trends in sustainability content
were discussed based on the LinkedIn shares of businesses. In future
studies; other social media platforms such as Facebook and Twitter will
be included and interaction rates will be interpreted by taking into
account the number of likes, comments and shares of the content with
a more comprehensive analysis.

Sustainability, Logistics Businesses, Social Media, Linkedin, Content
Analysis
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