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Abstract: Today, social media platforms have evolved beyond mere communication tools to become the
foundation of new economic models. Content creators on platforms such as YouTube, Instagram, and TikTok
reach large audiences and generate income through advertisements, sponsorships, and donations. However,
integrating this digital economy into traditional tax systems has led to regulatory gaps and varying implementations
across different countries. Uncertainties persist regarding the classification, taxation, and auditing of social media
earnings. This study examines the existing regulations on the taxation of income derived from social media,
addressing the legal and economic challenges in this field. To illustrate the potential issues arising from the
unregulated nature of digital marketing and the influencer economy, this research analyzes the documentary Fyre:
The Greatest Party That Never Happened. The case of the Fyre Festival, which was promoted with grand promises
in 2017 but ultimately turned into a massive failure due to organizational shortcomings and financial irregularities,
serves as a significant example of the accountability of influencers and the auditability of economic values created
through social media. Using a descriptive analysis approach, this study explores different taxation practices
worldwide and evaluates the challenges social media content creators face in declaring their income. The findings
indicate that the digital economy does not fully align with existing tax systems, highlighting the need for new
regulatory frameworks. In conclusion, the study presents recommendations for ensuring the transparent auditing
of social media earnings and establishing a fair taxation system.
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Sosyal Medya Uzerinden Elde Edilen Gelirlerin Vergilendirilmesi: Fyre: The Greatest
Party That Never Happened? Belgeseli Uzerine Bir Arastirma

Oz: Giiniimiizde sosyal medya platformlar1 sadece birer iletisim arac1 olmanin dtesine gegerek yeni ekonomik
modellerin temeli haline gelmistir. Igerik olusturucular YouTube, Instagram ve TikTok gibi platformlarda genis
kitlelere ulasarak reklamlar, sponsorluklar ve bagislar yoluyla gelir elde etmektedir. Ancak bu dijital ekonominin
geleneksel vergi sistemlerine entegre edilmesi, farkli iilkelerde mevzuat bosluklarina ve farkli uygulamalara yol
acmustir. Ozellikle, sosyal medya kazanglarmin smiflandiriimasi, vergilendirilmesi ve denetlenmesine iligkin
belirsizlikler devam etmektedir. Bu ¢alisma, sosyal medya tizerinden elde edilen gelirlerin vergilendirilmesine
iliskin mevcut diizenlemeleri inceleyerek, bu alanda karsilasilan hukuki ve ekonomik sorunlari ele almaktadir.
Arastirmada, dijital pazarlamanin ve influencer ekonomisinin denetimsiz yapisinin yol agabilecegi sorunlar1 somut
bir ornek iizerinden incelemek amaciyla, Fyre: The Greatest Party That Never Happened belgeseli analiz
edilmistir. 2017 yilinda biiyiik vaatlerle duyurulan ancak organizasyon eksiklikleri ve mali usulsiizliikler nedeniyle
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biiyiik bir fiyaskoya doniisen Fyre Festival 6rnegi, sosyal medya araciliiyla olusturulan ekonomik degerlerin
denetlenebilirligi ve bu siiregte influencer’larin finansal sorumluluklar1 gibi konular agisindan 6nemli bir vaka
sunmaktadir.Caligmada, yontem olarak betimsel analiz kullanilarak farkli iilkelerde uygulanan vergilendirme
yaklagimlari incelenmis ve sosyal medya igerik tireticilerinin gelirlerini beyan etme siirecinde karsilagtiklar
zorluklar degerlendirilmistir. Bulgular, dijital ekonominin mevcut vergi sistemleriyle tam olarak ortlismedigini ve
bu nedenle yeni diizenlemelere ihtiya¢ duyuldugunu ortaya koymaktadir. Calismanin sonunda, sosyal medya igerik
iireticilerinin gelirlerinin seffaf bir sekilde denetlenebilmesi ve adil bir vergilendirme sisteminin olusturulabilmesi
i¢in Oneriler sunulmustur.

Anahtar Kelimeler: Sosyal Medya, Dijital Gelirler, Vergilendirme, Influencer Ekonomisi, Fyre Belgeseli

Introduction

With the rapid advancement of digitalization, social media platforms have evolved beyond merely
facilitating communication between individuals to become significant economic arenas. Today, content
creators reach vast audiences on platforms such as YouTube, Instagram, and TikTok, generating revenue
through sponsorships, advertising, and various other means. However, integrating this new economic
model into traditional tax systems presents numerous challenges. The cross-border nature of digital
income, decentralized payment methods, and regulatory gaps create uncertainties regarding how these
earnings should be taxed.

This study examines the taxation of income generated through social media within the context of
different national regulations, analyzing the position of the influencer economy concerning legal
frameworks. The Netflix documentary Fyre: The Greatest Party That Never Happened is employed as a
case study, offering a critical perspective on how digital marketing strategies can be manipulated and
their financial consequences. The documentary highlights the role of influencers in promoting the ill-
fated Fyre Festival, raising questions about their financial responsibilities and the transparency of their
earnings.

A descriptive analysis methodology is used in this research to assess the nature of content creators'
income, compare tax regulations across different countries, and evaluate existing policy approaches.
The findings suggest that current tax frameworks are insufficient to regulate digital income effectively
and that a more transparent and equitable taxation system is needed at a global scale. The study
concludes that strengthening regulatory mechanisms and introducing clearer guidelines for reporting
influencer income would contribute to a more sustainable and fair digital economy.

Objective

This study aims to conduct a comparative analysis of the existing regulations on the taxation of
income earned by social media content creators through digital platforms and to systematically evaluate
the legal, economic, and administrative challenges emerging in this field.

Within the scope of the research, the focus will be on the incompatibility of the digital economy
with tax systems on a global scale, examining how different taxation policies among countries impact
content creators and governments.

Furthermore, to illustrate the potential risks of the unregulated nature of digital marketing and the
influencer economy, a qualitative case analysis will be conducted through the Fyre: The Greatest Party
That Never Happened documentary. In this context, the 2017 Fyre Festival, which turned into a major
financial crisis due to misleading promotions by social media influencers, will be used to shed light on
critical issues such as the lack of transparency in digital revenues and the ambiguity of tax obligations.
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Method

This study adopts a qualitative research paradigm, utilizing descriptive analysis and case study
techniques to explore the taxation of income generated by social media content creators. Descriptive
analysis is a method that systematically examines the current state of a particular phenomenon and
interprets it through case studies and findings from the existing literature. Through this method, the
current situation concerning the taxation of social media income is analyzed and compared with the
regulatory frameworks of various countries.

This research also includes a comparative evaluation of the legal frameworks applied in the
United States, the United Kingdom, Germany, Turkey, and Australia regarding the taxation of social
media income. These countries were selected due to their active engagement in the digital economy and
their diverse regulatory approaches to taxing income generated through digital content. Each country’s
legal structure, tax authority practices, and regulatory approaches toward content creators are analyzed
comparatively.

The case study technique is employed within the scope of this research through the analysis of
the Netflix documentary Fyre: The Greatest Party That Never Happened (2019). The documentary
provides a conceptual framework for understanding the tax-related dimensions of the influencer
economy, the lack of oversight in digital marketing activities, and the transparency issues surrounding
revenues generated via social media platforms. The Fyre Festival case is examined in terms of the
financial responsibilities of influencers, the taxation of advertising revenues, and regulatory gaps in the
digital economy.

Findings

This study reveals several findings based on the analysis of current challenges related to the
taxation of income generated by social media content creators, international regulatory frameworks, and
tax auditing practices within the digital economy. The research focuses particularly on the documentary
Fyre: The Greatest Party That Never Happened, which provides a compelling case for examining the
taxation-related risks posed by the influencer economy.

One of the key findings is the diversity of income sources among content creators and the
incompatibility of these income types with traditional taxation systems. Revenues from advertising,
sponsorships, donations, merchandise sales, and paid digital content are often treated inconsistently
across jurisdictions. While some countries, such as Germany and the United Kingdom, classify these
earnings under self-employment income, others, like the United States and Australia, treat them as
commercial or business income. These legal discrepancies lead to uncertainties in how such revenues
should be declared and taxed, thereby creating gaps in enforcement and compliance.

The analysis of the Fyre documentary highlights the deficiencies in tax auditing mechanisms
concerning influencer marketing. The failure of the Fyre Festival, largely due to misleading promotional
content shared by high-profile influencers, underscores the absence of a transparent system for tracking
and taxing such sponsorship revenues. In many cases, including in the United States and Turkey, there
is insufficient oversight of whether influencers accurately declare their income, particularly earnings
from brand collaborations and affiliate marketing. This lack of regulation allows for informal financial
practices to flourish, further complicating attempts at effective taxation in the digital domain.

Furthermore, the study compares taxation policies in selected countries, namely the United States,
United Kingdom, Germany, Turkey, India, and Sweden, revealing significant variation in legislative
approaches. In Scandinavian countries such as Sweden, content creators who exceed a specified income
threshold are subject to clear tax liabilities. In contrast, countries like India have introduced exemptions
or tiered tax structures to accommodate the unique nature of digital content production. These “tax
policies” encompass formal legal codes, tax laws, and administrative guidelines that govern how digital
revenues are reported and assessed.
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Another notable finding is the relatively low level of tax awareness among content producers,
which contributes to substantial tax losses. In many cases, earnings generated via international digital
platforms remain unreported, particularly when payments are made through decentralised financial tools
or third-party services. This situation impedes national revenue collection efforts and undermines the
goal of fair taxation. It also points to a growing need for harmonised global standards that can address
cross-border digital transactions more effectively.

Overall, the findings of this research indicate that while the social media economy continues to
expand rapidly, the legal and fiscal frameworks intended to regulate it remain underdeveloped. In order
to ensure financial transparency and equity, there is a clear need for comprehensive, adaptable, and
internationally coherent tax regulations tailored to the digital content creation landscape.

Discussion

With the rapid advancement of digitalisation, social media content producers have diversified the
ways in which they generate income, and traditional tax systems are inadequate to regulate this new
economic model. The findings of the study reveal that there are different approaches across countries
on how to tax advertising, sponsorship and other sources of income of content producers. In particular,
the lack of a clear framework on whether these revenues should be considered as self-employment or
commercial income creates uncertainties in tax legislation.

Fyre: The Greatest Party That Never Happened documentary, which was analysed within the
scope of the research, reveals the lack of control of the influencer economy. The failure of the festival
demonstrates how social media influencers' misleading promotions through unregulated sponsorship
deals have an impact on consumers. This situation demonstrates the need for stricter regulation of the
financial responsibilities of content producers as well as the taxation of revenues generated through
digital platforms.

When international tax policies are analysed, it is seen that some countries consider content
producers as self-employed and apply certain tax rates, while others adopt a system based on income
thresholds. However, the cross-border mobility of social media revenues, decentralised payment
systems and digital advertising models make it difficult to effectively implement existing tax systems.
Therefore, it is necessary to develop an internationally recognised taxation model that is suitable for the
dynamics of the digital economy.

The results of the study show that the awareness of digital content producers about declaring their
taxable income should be increased. At the same time, it is important to strengthen auditing mechanisms
and for platforms to assume more responsibility for ensuring revenue transparency. For the sustainability
of the digital economy, it is of great importance to implement regulations that will ensure the recording
of social media revenues.

Social Media

The rapid advancement of technology and the internet leads to many changes in both social and
business life. One of these changes is the introduction of social media, which has become almost
indispensable for people. Social media has redefined individual and social life by eliminating time and
space restrictions. It has become the final point of information flow on a global scale and has led to the
emergence of the concept of ‘network society’. Manuel Castells defines this society as one in which
individuals live in a globally and locally interconnected network. The development of social media has
enabled society to be reinterpreted within this global network cycle. With the widespread use of the
Internet, social media has become an important force shaping our daily lives and transforming the way
we interact and communicate (Caligkan & Mengig, 2015).
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Social media is a versatile platform that allows individuals to freely share their ideas and opinions
over the internet regardless of time and place. It allows users to benefit from various multimedia features
available on the Internet. In addition, social media creates an interactive environment where individuals
can exchange and share with others. Essentially, social media provides people with a space where they
can express themselves and connect with others in a virtual community (Bulunmaz, 2011).

The concept of social media is often defined based on the idea of "newness" and "sociality." These
definitions focus on the technological advancements, usage patterns, and power dynamics that shape
social media. The various definitions highlight the collective nature, interactivity, connectedness,
creative production, and sharing that are found in different forms of online social interaction. The
concept of social media is considered to be part of the "new media" framework due to its innovative
nature and its foundation in communication and interaction. The definitions aim to provide a
comprehensive understanding of social media by analyzing this new space through the lens of social
theories (Celik, 2021, p. 68).

Social media can be broadly defined as websites and tools that facilitate social interaction,
community building and collaborative projects. These platforms are built on Web 2.0 technologies and
provide deeper interaction. In addition, social media includes internet and mobile-based tools that
integrate technology, telecommunications and social interaction. Through these platforms, users can
create, co-create and share content such as words, images and sounds. Today, this definition
encompasses various forms of social media, including websites, apps and other digital platforms. In
general, social media is a term that encompasses technologies and platforms that enable people to
connect, interact and share content across multiple channels and devices (Dabner, 2012).

Social media is a term that does not have a specific definition, but many researchers have tried to
define it. Basically, social media refers to internet platforms that facilitate online interaction and sharing
among users, such as social networking sites with features such as comments. Another definition of
social media includes the idea of individuals sharing information, thoughts, interests and knowledge.
Essentially, it refers to online tools and websites that create an environment for communication.
Although there are different interpretations of social media, the basic concept revolves around the use
of the internet to connect and interact with others (Ozdemir vd., 2014).

Social Media Content Producers

Social media content producers are people who create and share content in various formats on
digital platforms (YouTube, Instagram, TikTok, Twitter, Facebook, blogs, etc.). These people produce
original content by focusing on a specific topic or audience and interact with their followers.

YouTube is a social media platform founded by Steve Chen, Chad Hurley and Jawed Karim.
Initially, its market acceptance was weak as it was not a video sharing application, but it gained
popularity in 2006. In 2006, Google acquired YouTube for $1.65 billion. This acquisition created a new
excitement for video sharing sites. YouTube became one of the leading social media platforms with a
large user base and billions of views per day. It has also become one of the world's largest search engines
after Google. YouTube allows users to upload videos, subscribe to channels, access data, rate, comment,
like, share and add to playlists. Content generally consists of music videos, TV series, educational
content and film trailers (Rathee, Rajain & Tejaswini, 2021, p. 885).

YouTube's core success lies in its ability to create and provide a platform for content-rich videos
and build a powerful social network. The system allows users to effortlessly upload videos, tag them
with keywords and link to other videos. Users can easily share videos via links or embed them in blogs.
YouTube's popularity has been further fuelled by the availability of digital cameras and high-speed
internet connections, allowing anyone to upload videos. YouTube has become an important medium for
both amateurs and professionals. Its acquisition by Google has strengthened its position and made it one
of the most popular video sharing sites (Ilhan, 2018).
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Youtuber or YouTube content creator is used to describe users who produce and share videos on
the video sharing website YouTube. A Youtuber aims to build and maintain relationships with their
audience, but these relationships are not reciprocal like in real life. The relationship between YouTubers
and their viewers is different from that of traditional TV viewers. The reality created by YouTubers is
perceived as real social reality by the viewers. Generational differences among YouTube viewers
explain the reality exchange. Viewer behaviour is influenced by factors such as idolising and imitating
YouTubers as well as comparing themselves to the creators. The adoption of this reality is a normal and
expected outcome of these relationships. YouTubers try to integrate themselves with their audience to
maintain their authenticity (Y1ildirim, 2020).

According to Cambridge Dictionary (2018) and Oxford Dictionary (2018), YouTubers are
defined as people who frequently use the YouTube website and produce videos on the site. From a
broader perspective, YouTubers are YouTube content producers who generate revenue through
advertising revenue based on video view counts, gain a large following, and may even become
professional content creators in partnership with YouTube (Ergen, 2018).

YouTube promised to break the monopoly of corporate media, allowing people to share and
interact with content. However, more than a decade later, YouTube has turned into a commercial
platform and focused on making huge profits. YouTubers, on the other hand, reached a large audience
in a short time and earned millions online. YouTubers have a great appeal among young people and are
an important cultural phenomenon for young people. In order to understand and utilise this influence in
education, it is important to investigate this phenomenon in more depth (Pereira, Moura & Fillol, 2018).

YouTubers are people who create creative video content through YouTube channels. They are
divided into two different categories: independent creators or those working on behalf of agencies.
Independent creators work for their own accounts and can make videos on topics such as language
learning, travelling, and food. Those working on behalf of agencies monetise their services and may
create channels or advertisements for other parties, such as animation creators. YouTubers can utilise a
variety of sources to generate revenue. These include direct revenue from YouTube channels, ad
impressions, and indirect revenue from their popularity. YouTubers can also earn income through
placements promoting brands' products, support from financial support platforms, product sales, or as
professional speakers (Saptano, Ayudia & Khozen, 2021).

Blogs are recognised as an important online medium that influences consumers' purchasing
decisions. Technologically enabled consumers seek practicality in their purchasing decisions. The
consumer and seller relationship is constantly changing with the advancement of technology. These
changes have radically altered consumer expectations and increased the demand for more personalised
and innovative products, better experiences and services. In today's retailing era, many companies aim
to provide a superior consumer experience. Sources of information distribution have also changed
significantly with the rise of the internet. Consumers generally trust bloggers more because bloggers are
constantly presenting in different areas. Bloggers can help evaluate products or services by using
information suggested by consumers. Web 2.0 tools allow consumers to share their experiences and
information and make purchases on various platforms (AlSaleh, 2017).

Blogs, short for weblogs, are online platforms where individuals can share their thoughts and
experiences. They can be seen as a hybrid publication that serves as personal diaries but has become
politicised over time. Blogs are used for a variety of purposes, from sharing personal experiences to
supporting campaigns and sharing educational materials. During the US presidential election, blogs
played an important role in mobilising the opposition and providing independent journalistic coverage
from Iraq. In addition, blogs have become a popular medium for expressing opinions about consumer
products, leading to an increase in consumer blogs and their use as marketing tools. As a result,
companies have started to set up their own blog pages to interact with consumers and encourage
interactive communication (Oziidogru, 2014).
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People who produce content and write blogs on personal development, fashion, style, health and
many other various topics on the internet are called bloggers. A blog is a platform where individuals can
express their thoughts and share information on a particular topic. It involves creating content on
personal or other websites for various reasons, including personal interest or monetary gain. To be
successful in blogging, it is important to have technical knowledge of the medium and to conduct
extensive research on the chosen topics. Creating a blog, consistently producing quality content and
attracting the attention of readers are crucial steps to becoming a successful blogger. Using social media
platforms and sharing content can also help increase blog traffic. Bloggers can cover a wide range of
topics, but it is unrealistic for one person to be an expert in everything. However, bloggers can produce
content on a variety of topics by using their blogging knowledge and doing proper research
(iienstitu.com, 2020).

Social media influencers are people who have an audience that they entertain and influence
through a channel. They influence their audience through blogs, posts, tweets and other social media
tools. These influencers have large followings on social media through endorsement practices and aim
to increase online engagement. These influencers are also known as content producers and have an
audience they can trust. Influencers play an important role in creating social influence and have a wider
sphere of influence with millions of followers. Influencers have a high ability to persuade and some
have close ties to decision-making processes. Therefore, influencers should also be active in reforming
areas of society. We can also say that influencers have an important role in societies by using the
language of dialogue and tranquility, preventing harm and restoring trust (Albadri, 2023).

An influencer is a content creator who interacts with like-minded people online through different
business models by building trust-based and authentic relationships on social media platforms.
Influencers generate revenue in different ways such as brand collaborations and sponsorships by
producing original content and interacting with their audience. This business model can be successful
when influencers attract the attention of online communities and provide them with valuable content
(Michaelsen & Collini, 2022, p. 27).

Influencers are people who use social media platforms to promote their products and services and
share their experiences and thoughts with their followers. They have the ability to influence their
audience through their online presence. This phenomenon has become more common with the
advancement of technology and increased access to social media platforms (Deger & Sine Nazli, 2022).

The influencer phenomenon, which emerged with social media platforms, represents people who
have a large following on social media. These influencers guide their followers about products and offer
their opinions. Therefore, advertisers also prefer to promote their products on social media. Product
visibility combined with reviews, comments and recommendations made by an influencer can increase
product attractiveness. Especially young people trust the recommendations of social media influencers
more. Therefore, collaborations between influencers and brands are on the rise. In addition, research on
influencer phenomena has also increased. This new trend of social media is becoming an effective
marketing strategy for brands (Deger & Sine Nazli, 2022).

Social media influencers have the ability to influence the purchasing decisions of their followers
through their expertise, influence and relationships. They serve as opinion leaders who can significantly
influence the decision-making processes of their communities. These influencers are digital opinion
leaders and are replacing traditional reference groups such as friends, family and experts that consumers
typically consult when making purchases. Marketers have long used celebrities, whom people generally
admire and trust, to increase brand awareness and perception. They are pursuing a similar strategy by
collaborating with social media influencers, but instead of using traditional advertising channels such as
TV and print, brands are using social media platforms. This change in approach allows brands to reach
a wider audience and benefit from the trust environments created by influencers in their sectors (Koksal
Arag, 2023).

TikTok, also known as Douyin in China, is a popular short video sharing platform that has rapidly
gained users since its launch in 2018. Originally based on the Musical.ly app founded by Zhang Yiming
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in 2016, TikTok was acquired by Beijing-based technology company Bytedance in 2017. Bytedance
then launched the app as Douyin in China and TikTok internationally in 2018. On TikTok, users have
the option to passively consume content created by other users or actively engage with the platform by
interacting with others or creating their own content. With its growing user base, TikTok has become a
major player in the social media landscape by offering a unique platform for short-form video content
(Montag, Yang & Elhai, 2021).

TikTok, created by ByteDance, is a popular video sharing platform with more than 300 million
monthly active users in China and 800 million worldwide. The application offers various features such
as special effects, animations, stickers and video editing tools to increase the visual appeal of videos. It
also provides personalised content recommendations based on users' preferences. TikTok can be likened
to a combination of Vine, Snapchat and Musical.ly, which ByteDance acquired in 2017. The platform
encourages collaborative and inclusive user experiences by allowing users to create duet videos with
others and comment on videos. TikTok brings new perspectives to traditional social media applications,
reshaping the way people interact with content and interact with others online (Giil Unlii, Kus & Géksu,
2020).

TikTok users who share content on the platform are often referred to as TikTokers. However, the
term ‘TikToker’ is often used to describe the most popular accounts with the largest number of
followers. These accounts strive to create viral content to gain a large audience. To achieve this,
TikTokers need to understand TikTok's algorithm and produce trending content. In addition, they must
captivate their audience with original content and eye-catching titles. By doing so, TikTokers can
become TikTok celebrities or influencers. Similar to influencers on YouTube and Instagram, TikTokers
call themselves social media influencers and in this way strive to differentiate themselves from users on
different platforms (Tam, 2022).

Podcast is emerging as one of the perfect examples of media-based audio that is automatically
accessible, portable, has control over the audience and is always available as long as it is connected to
the internet. Podcasts are used as a means of providing information as well as entertainment media.
When podcasts are combined with sources that are characterised as information sources, they can
provide good results for the public. However, there are concerns about the reliability of podcasts and it
is important that this can be measured. The credibility of a podcast is based on more than just style and
presentation. Factors such as production quality also need to be assessed. These factors help determine
ethics and applicability for research and classroom use. With an improved evaluation model, academia
can meet the demands of the evolving practice of research in media content and information distribution.
The ethical evaluation of a podcast includes factors such as expertise and reliability, accuracy and
balance. All these criteria help to determine the credibility of podcasts and also set quality standards
(Renisyifa, Sunarti & Pebriyanti, 2022).

Podcaster is a person who produces and shares audio content (podcasts) over the internet. Podcasts
are audio recordings that are usually shaped around a particular topic or theme and are presented to
listeners in a way that they can access and listen to them at any time. Podcasts are a form of audio
broadcasting that can be produced by various organisations, institutions or individuals. It offers a free
publishing approach accessible to the whole society. Unlike traditional radio broadcasts, podcasts can
be downloaded and listened to at any time and place using mobile phones or computers. This gives
listeners the freedom to choose when and where they want to listen without worrying about missing the
live broadcast. Podcast production requires some technical equipment, but can be done by a group of
people or even an individual. Overall, podcasting provides a flexible and convenient way for people to
access and enjoy audio content (Budak, 2021).

Podcasts are widely available on various platforms such as iTunes, Spotify and Google Podcasts,
allowing podcasters to reach a wide audience and listeners to choose from a variety of content types
(Yenituna & Kurt, 2022).
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The most common advertising spaces in podcasts are in the first 15-30 seconds after the podcast
starts, in the middle of the podcast for one minute, and in the last 15-30 seconds before the podcast ends.
Among these options, the one-minute ad slot in the middle is considered to be the most attractive for
advertisers. Advertisers pay for these time slots based on the number of interactions (cost per mile,
CPM). CPM rates vary for different podcasts in the US (Yiicel, 2020).

Instagram is seen as a platform based on filtered images and visual aesthetics that promotes luxury
brands and lifestyles. This social media application enables employees to gain followers and facilitate
social interaction among customers (Salhab, 2024).

Instagram is a social media platform where users can share photos and videos. Instagrammer is
the name given to a person who produces and shares content on the Instagram platform and generally
appeals to a specific audience. Instagrammers interact with their followers by creating content in various
formats such as photos, videos, stories and reels. The application allows photos to be edited and shared
on different social networks by applying digital filters. The app was founded by Kevin Systrom and
Mike Krieger and officially launched for iPhone in 2010. Originally known as ‘Burbn’, the application
aimed to combine features of popular social media services. However, with Krieger's involvement, it
was decided to focus solely on photo sharing. Instagram aimed to relive the nostalgia of instant
photography in a digital format. The application displays the photos taken with mobile devices in the
form of a square and offers users the opportunity to change their photos with different manipulation
tools. It also transforms the light and tone of the photos with 20 different filters (Amaral, 2015).

Instagram has become an increasingly popular platform. Instagram, which can only be used
through the Instagram application and does not offer a web-based interface, has a messaging feature
called Instagram Direct, which is generally considered to be the most useful tool for users. With the
spread of the Internet, businesses are trying to use customer-company communication online to increase
the visibility of their presence and products, and Instagram has become an important marketing tool in
this regard. While Instagram offers advertising and sponsorship services, it is initially free and
companies can build a significant following (Chaudhary, 2021, p. 22).

Instagram is a mobile application launched in 2010 for location sharing. Instagram, which initially
only shared location, later added image editing features, allowing users to use various features. In this
way, it has managed to differentiate from other photo sharing platforms. Instagram has the feature of
combining the stages of taking photos, editing them, and then showing them to other users, as in
traditional photography, in a single mobile application. With these features, Instagram offers an
innovative service in photo sharing (Kafadar, 2022).

Social Media Economy

Social media is used in all areas, but it is also effective in income-generating areas such as trade
and marketing. At first, the purpose of social media was to maintain personal communication, but now
it is a vast network that can be used to obtain big data. Social media is used to promote products to large
masses or to represent the economic situation of a region. Thanks to social media, people can share
information and become more connected with each other. This allows businesses to target more
opportunities and explore the social media market (Cui, 2021).

Billions of people spend time on social media platforms daily, communicating and sharing
content. Thanks to social media, it has become easier to communicate with people at long distances.
Companies have also started to shift their advertising budgets to social media by realising that their
target audience has shifted to the internet. Social media also generates revenue through advertising, and
as the number of people using these platforms increases, more companies want to advertise. In the last
three years, the advertising revenues of social media have increased significantly (Silva, 2017, p. 10).

Today, social media has an increasing influence in the financial world. Thanks to the internet and
mobile technologies, people have joined social media networks and have become a part of their daily
lives. This has led investors and financiers to actively use social media to access financial information
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and gain insights for investment decisions. Social media platforms enable the rapid dissemination of
financial news and analyses and provide individuals with the opportunity to access more information on
financial issues. Social media also plays an important role in customer relationship management and
marketing strategies of financial companies (Ferah & Sumer, 2023).

Social media platforms provide new methods of earning for third parties. Concepts such as
Youtuber, Instagrammer and Influencer have led to the emergence of people who can reach large
audiences by sharing videos and photos and thus earn income. Youtubers, who add adverts to their
videos, especially on platforms such as Youtube, earn income by showing these adverts to people who
watch them. While some of the income remains on the platform, the remaining part is distributed to
Youtubers. The same applies to Facebook games. While game developers earn income from payments
made by users, they can also generate additional income by adding adverts to the games. Legal
arrangements are being made regarding all these issues and studies are being carried out on the
characterisation of income as commercial income or self-employment income (Avci, 2023).

Tax/Taxation

Taxes are compulsory revenues collected according to the financial power of individuals in order
to meet public expenditures. Taxes are a source of income for the state, but an expense for taxpayers. In
our country, taxes are divided into direct and indirect taxes, while indirect tax rates are high, which
makes it difficult for low-income people. The fact that taxes are unrequited creates a burden and
discontent for taxpayers because the tax causes a decrease in the income of taxpayers. Therefore, people
see it as a burden that negatively affects their economic power. Tax burden can be classified as subjective
and objective. Subjective tax burden is the pressure felt by taxpayers and creates a psychological effect.
Objective tax burden, on the other hand, refers to the ratio between tax paid and income (Ozpence &
Mercan, 2020).

Taxes have different effects on different economies and can promote or hinder long-term
development. The tax system should be simple and transparent while minimising administrative and
economic inefficiencies (Raczkowski, Schneider & Wegrzyn, 2023, p. 13).

Taxes, which are monetary values collected by the state or authorised institutions, are used to
meet public expenditures. Tax audits aim to ensure efficiency by ensuring that taxpayers comply with
tax laws (Gilindogdu, 2022).

The State uses various measures within constitutional limits to fulfil its functions. Public revenues
consist of all revenues from various sources. Taxes have an important place in public revenues and
constitute 70-90 per cent of revenues. Taxes levied by the state according to the ability of individuals to
pay are compulsory monetary obligations without any provision for the services provided. In order to
effectively fulfil the fiscal function of taxation, country conditions should be taken into consideration
when analysing the tax subject, base and tariffs. An optimal tax system should adhere to the principles
of fairness, generality, neutrality, efficiency and simplicity, while at the same time broadening the tax
base, reducing tax losses and evasion, and increasing awareness. Today, efforts are being made to reduce
tax rates, stimulate the economy, increase tax revenues, prevent tax losses and evasion, attract foreign
investors, adapt to global competition and long-term taxation (Armagan, 2027).

Governments rely on tax revenues to provide public services. Tax revenues are collected from
taxpayers who owe taxes on various sources of income. The number of taxpayers and the factors that
lead to tax liability are important factors in the collection of tax revenues. While it is important to
increase the amount of tax paid by taxpayers, it is also vital to broaden the tax base and increase tax
awareness. Preventing informality and promoting tax awareness in the society are key steps in increasing
tax revenues. It is important to emphasise that although the tax collected from small incomes is small,
encouraging low-income earners to be tax conscious today will result in them paying more tax in the
future when they have higher incomes (Ogiing, 2023).
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Taxation Of Social Media Income

Brands need platforms such as Facebook and Twitter to exist and advertise in social media
environments. While advertising revenues on these platforms are generally based on click-through rates,
there are also revenue models based on user likes. Methods such as affiliate marketing, e-commerce
models and sponsored tweets are also used. However, the biggest problem is the taxation of online
advertising. This problem arises especially in foreign country-based social media platforms such as
YouTube and Twitter (Ortag & Akcay, 2016).

Activities on social media affect various areas related to tax law. Social media influencers have
the advantage of reaching a large audience and make posts that are visited by billions of people daily.
Through these posts, social media influencers not only showcase their personal talents but also
contribute to the product promotion of businesses. Therefore, these individuals, who generate significant
amounts of income, should be taxed. Countries have regulated this issue in their occupation and income
status laws in order to tax social media content producers (Avci, 2023).

While the taxation of the earnings of social media content producers varies from country to
country, there are uncertainties due to the lack of a clear regulatory framework. With the entry into force
of Law No. 7338 in our country, it is aimed to provide clarity on how these earnings will be taxed. For
income tax purposes, it has been debated whether these earnings should be recognised as commercial or
self-employment earnings. While some have argued that self-employment activity should be considered
as income since it is based on personal labour and savings and is performed without being subject to an
employer, others have stated that it should be considered as commercial income since the earnings are
more concentrated on capital. Therefore, it is necessary to provide clarity on this issue in taxation
legislation and to make certain tax regulations. These regulations will ensure that the earnings of social
media content producers are taxed fairly (Durdu, 2019).

In our country, social media content producers are considered as self-employed by some
authorities and they are requested to be taxed accordingly. When self-employed individuals earn income
through various means such as social media, they do not have to deal with obligations such as
bookkeeping, issuing receipts and submitting monthly declarations. However, they are required to pay
15 per cent of their earnings to the state as withholding tax. This tax is transferred to the state through
banks and helps to reduce tax irregularities. However, there are uncertainties as to how to recognise
online revenues as advertising activity. In today's world, where payments are sometimes made in
cryptocurrencies and the use of cash is decreasing, it is important for the state to make taxation
arrangements for different payment methods. Otherwise, significant revenue losses may occur (Durdu,
2019).

According to the Finnish Tax Administration, income from social media activities is taxed like
other types of income. There is no specific tax law or regulation for the taxation of this income, but it is
stated that the income is subject to general tax laws and deductions. Therefore, the taxation of income
of social media content producers or influencers depends on whether these activities are carried out
individually or through their own companies (Kuznetcova, 2024, p. 4).

While there are no specific provisions on the tax treatment of social media creators in Indonesia,
it has various implications from a legal and taxation perspective. For income tax purposes, social media
content creators are considered non-employees and are required to withhold income. Social media
content producers are in the same category as artists such as musicians, presenters, singers, comedians,
film stars, soap opera stars, advertising stars, directors, film crews, photo models, mannequin/model,
playwright, dancer, sculptor, painter. Therefore, social media content producers are subject to taxation
on their income and tax provisions are applied in the same way as other jobs (Rechtavian, Ispriyarso &
Wibawa, 2023).

India has special taxation rules for social media content creators based on cash earnings and
annual earnings rates. Individual content creators are taxed only on their cash earnings, with 5% of their
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earnings included in tax up to a certain limit. However, if their earnings exceed the specified amount,
they are required to keep books and the tax rate increases to 10 per cent, turning their activity into a
business. Content producers also have the possibility to reduce the taxable portion of their earnings by
proving their expenses. Similar to businesses, individuals or businesses that produce content can deduct
costs such as energy, internet connection and other materials used in content production from their
profits. In addition, expenses incurred for internet advertisements placed in other countries can also be
counted as deductions. These regulations aim to ensure fair taxation for social media content creators in
India (Bhagat, 2021).

In the UK, social media earnings are taxed twice a year and are classed as income tax. Taxes are
calculated separately for each six-month period and are based on the amount deposited into the
individual's bank accounts. Internet earnings were added to the income tax laws in 2005 and a distinction
was made between entrepreneurs who sell directly online and entrepreneurs who produce content.
Income below £1000 per annum is exempt from tax, but tax is imposed on amounts above this threshold.
Tax rates vary according to the type of income. Content that requires talent or creativity is generally
taxed at 5%, while direct sales or income that steadily increases over time is subject to a 10% tax rate
(Dhaliwal, 2019).

In France, a special tax system for social media content producers has been developed but has not
yet been implemented. The current legislation regulates the marketing of social media content producers
and contains many rules that are often similar and complex. Social media content producers must
determine their country of residence and tax their earnings. The most common contractual arrangement
is the contract for the provision of services and covers income from content (Kuznetcova, 2024, p. 9).

In the Nordic countries, there are four specific criteria for being recognised and taxed as a social
media content producer. The first criterion is that the amount of monetary income earned exceeds a
certain level, which is the Nordic threshold. In Finland, social media content creators usually do not file
tax returns when they describe themselves as hobbyists, but if their income reaches significant levels,
they are categorised as self-employed (Abidin et al., 2020).

The Tax Administration in Norway recognises that business activities operated by social media
creators are taxable if they are carried out at the expense and risk of the social media creators, have a
certain scope and duration, and are likely to generate profit. In Sweden, the rules are more clearly
defined. The Swedish Tax Agency has announced that all social media content creators who earned
more than SEK 19,247 in 2018 must file an income tax return. In addition, foreign social media content
creators who contract with Swedish companies are also required to pay special income tax (Skatteetaten,
2019).

In Denmark, social media content creators with an annual income of DKK 150,000 or less are
considered self-employed. These guidelines determine the tax status of social media content producers
and impose the responsibility to file tax returns (Abidin et al., 2020).

The Nordic countries are still developing their tax laws for social media content producers and
there are no clear regulations yet. In Norway, the Tax Administration provides clear rules and
regulations on blog and social media taxation. However, there is a lack of knowledge about taxation by
new and young social media creators and they have difficulty understanding the taxation rules. In
particular, there is confusion about gift purchases and uncertainty as to whether unwanted gifts are taxed.
Similarly, social media content producers in Denmark operate in a grey area where tax rules are difficult
to understand. The former Danish Tax Minister has called for making the tax rules clearer for social
media content producers. However, these calls have not yet been implemented. This accessibility issue
is something that all countries' markets need to address (Abidin et al., 2020).
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Fyre: The Greatest Party That Never Happened

Fyre: The Greatest Party That Never Happened is a documentary about the Fyre Festival scandal,
released by Netflix in 2019. Directed by Chris Smith, this production reveals the behind-the-scenes of
the Fyre Festival, which was planned to be held in the Bahamas in 2017 but turned into a major
organisational failure.

Subject of the Documentary

Fyre: The Greatest Party That Never Happened documentary reveals how marketing strategies
through social media can become a manipulative force in the digital age. The documentary focuses on
Fyre Festival, which was announced as a luxury festival in 2017 but turned into a huge failure due to
organisational shortcomings. The festival was mainly promoted through sponsored posts by popular
social media influencers and celebrities, thus creating the perception that the event would offer a
prestigious and privileged experience. However, individuals who attended the event discovered that the
promised luxury accommodation and services were not provided, the basic infrastructure was inadequate
and the organisation was financially unsustainable.

The documentary examines the financial and organisational decisions of Billy McFarland, the
creator of the Fyre Festival, and discusses the lack of oversight of digital advertising and the influencer
economy. The transformation of the festival into a large-scale hoax is associated not only with fake
marketing strategies, but also with the lack of financial transparency and the inability of regulatory
bodies to intervene. In this context, the documentary offers a critical perspective by analysing the weak
points of the modern digital economy, especially the ethical and legal dimensions of consumer
perception and monetisation methods shaped through social media.

Findings on the Documentary
As a result of the analyses made on the documentary, the following findings were obtained.
Tax Challenges of the Influencer Economy

The Fyre Festival documentary reveals the gaps created by the influencer economy in terms of
tax control. During the promotion process of the festival, it is seen that famous influencers announce the
event to large masses by making social media posts for high fees. From a tax perspective, there are
uncertainties about how influencers' income generated through digital platforms should be reported.
While sponsorship agreements in traditional media and advertising are regulated within certain legal
frameworks, it is debatable whether digital content producers fulfil similar obligations. Although
regulatory bodies such as the Federal Trade Commission (FTC) state that influencers should clearly
disclose their sponsored content, it is unclear to what extent these rules are monitored in practice.

When the financial management of the festival is analysed, it is understood that the organiser
Billy McFarland managed the huge revenues from ticket sales and sponsorships with non-transparent
methods. It is stated that ticket payments were transferred to offshore accounts and a large part of the
revenues were hidden from the records without being taxed. This situation points to the ease of
international tax evasion methods in the digital economy. In particular, the fact that individuals who
earn income through social media platforms have the opportunity to carry out their financial transactions
independently from central authorities reveals the inadequacy of the control mechanisms in this field.
The Fyre Festival example shows that taxation policies should be updated in order to ensure the financial
transparency of content producers who earn income through digital platforms.

In this context, the decentralised structure of the influencer economy, unlike traditional sources
of income, requires a new framework in terms of tax regulations. How to tax the income of digital
content producers, how to control international payments, and how to legitimise the earnings obtained
through false advertising are among the main problems that today's economic policies seek answers to.
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At this point, strengthening the regulatory mechanisms on the advertising revenues of social media
platforms and implementing legal regulations that will require influencers to declare their earnings
openly will contribute to the establishment of a fair taxation system in the digital economy.

Failure to Audit Digital Advertising from a Tax Perspective

The lack of tax control of digital advertising stands out as an important regulatory gap in the
modern economy. Fyre: The Greatest Party That Never Happened documentary reveals the lack of
control of advertising campaigns carried out through social media and the economic and legal
consequences this can have. In the documentary, Fyre Festival was largely promoted through influencers
and digital platforms, and the perception that the event would offer a luxurious and privileged experience
was created through sponsored content shared by celebrities. However, most of this advertising content
was not clearly labelled as ‘advertisement’ despite sponsorship agreements and consumers were
deliberately misled.

From a tax perspective, it remains unclear how the revenues of influencers and digital content
producers on social media platforms are reported. While sponsorship agreements in traditional
advertising are regulated within certain legal frameworks, the decentralised nature of digital marketing
makes it difficult to track and tax such revenues. As in the case of Fyre Festival, the lack of transparency
in social media advertising increases irregularities in income declaration and reveals the inadequacy of
tax regulations in this area. The rapid growth of the digital economy and the fact that influencer
marketing has overtaken traditional advertising makes it imperative to review the legal and tax
regulations in this field.

Income Generation and Tax Evasion through Platforms

Income generation and tax evasion through platforms is becoming increasingly complex due to
deficiencies in the control mechanisms of the digital economy. Fyre: The Greatest Party That Never
Happened exposes the financial and legal consequences of not transparently reporting revenues
generated through social media and digital marketing. Billy McFarland, the organiser of the festival,
managed the large amounts of revenue collected from ticket sales and investors to finance the event
through unregistered methods, transferred some payments to offshore accounts and used the profits
without being taxed. Similarly, the sponsored posts made by famous influencers involved in the
promotion of the festival in exchange for high sums of money were not audited in terms of financial
transparency and it remained unclear whether these revenues were taxed or not.

The lack of a standardised taxation system for individuals earning income through digital
platforms constitutes an important obstacle in combating the informal economy. While traditional
sources of income are regulated by specific legislation, the decentralised nature of digital advertising
and the influencer economy makes it difficult to track earnings. The Fyre Festival example shows how
revenues generated through platforms can be managed in an unregulated manner, which can lead to
large-scale financial scandals. In this context, making the income declaration processes of digital content
producers more transparent and strengthening tax regulations on an international scale stand out as a
critical requirement for establishing a fair taxation system in the digital economy.

Applicability of Taxation Regulations to Digital Economy

The applicability of taxation regulations to the digital economy poses a significant challenge in
the rapidly growing social media and digital marketing sectors. Fyre: The Greatest Party That Never
Happened documentary provides a concrete example of this problem, demonstrating how monetisation
activities on digital platforms operate in an unregulated and non-transparent manner. Fyre Festival was
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promoted on digital platforms through influencers and celebrities, but these posts were marketed with
great advertising power without explicitly labelling them as sponsorship. Whether such income is
taxable or not creates serious uncertainties in terms of its traceability and regulation. Most of the
earnings generated through digital platforms do not fall within the scope of traditional tax regulations
and are difficult to audit by national tax systems due to their decentralised nature.

As in the case of the Fyre Festival, the fact that revenues are generated through international
platforms and digital payments are made across borders calls into question the effectiveness of existing
taxation arrangements. In most cases, the revenues of digital content producers do not fall within the
audit area of local tax authorities and pave the way for tax evasion. In this context, the rapidly evolving
structure of the digital economy reveals the need to reshape existing taxation frameworks. Developing
a global tax regulation for digital content producers to declare their incomes correctly and for these
incomes to be audited internationally is critical to prevent injustices in the digital economy.

Conclusion

This study analyses the current regulations regarding the taxation of income earned by social
media content producers through digital platforms and presents the main problems and solution
proposals in this area. The findings show that despite the rapid development of the digital economy, tax
legislation has not fully adapted to this transformation. In particular, the fact that there are different
practices among countries regarding whether the income of content producers is considered as self-
employment or commercial income leads to uncertainties in tax systems.

In the research, Fyre: The Greatest Party That Never Happened documentary was taken as a case
study and it was determined that the influencer economy has serious deficiencies in terms of tax control.
The failure of the festival shows that influencers' income is not reported transparently and digital
marketing activities are not subject to adequate legal regulations. This situation reveals the need for
stricter regulations regarding the financial obligations of social media influencers.

In conclusion, in order to harmonise the social media economy with existing tax systems,
international standards should be established and the income declaration processes of content producers
should be made more transparent. It is of great importance for digital platforms to develop mechanisms
that encourage their users to fulfil their financial responsibilities and for tax authorities to strengthen
their audit processes in order to prevent tax losses. In this context, it is imperative to develop a fairer
and more inclusive taxation policy for content producers for the sustainability of the digital economy.

Recommendations

Considering that the current regulations for taxing the income of social media content producers
are insufficient, it is necessary to establish a transparent and applicable taxation system that is in line
with the dynamics of the digital economy. First of all, it is important to set international standards to
eliminate differences between countries. By developing a globally harmonised tax policy, the tax
liabilities of content producers arising from their activities in different countries should be clarified and
problems such as double taxation should be prevented.

In order to adapt tax legislation to the digital economy, the types of income of content producers
should be clearly defined and taxation processes should be simplified. Clarity should be provided on
which tax category advertising, sponsorship, donations and other income items fall under, and
regulations should be developed to encourage the declaration of these incomes. Especially for content
producers earning above a certain income threshold, mechanisms such as automatic tax deduction can
be implemented to prevent informality.

Digital platforms should take a more active role in ensuring that their users fulfil their tax
responsibilities. Platforms such as YouTube, Instagram and TikTok can develop systems that can
directly report the earnings of content producers to tax authorities and automate tax deductions through
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the platform. In this way, the processes of content producers to fulfil their individual tax obligations can
be facilitated and audit mechanisms can be made more effective.

In order to increase tax awareness, guidance and training programmes should be organised for
content producers. Raising awareness about taxation processes is a critical step both to ensure that
content producers fulfil their financial obligations completely and to minimise tax losses of
governments. Accordingly, tax authorities and digital platforms should cooperate to provide informative
resources and guides for content producers.

Finally, the legal framework of the influencer economy should be further elaborated to ensure
that advertising and sponsorship activities are subject to stricter regulation. Fyre: The Greatest Party
That Never Happened documentary, transparency policies and mandatory declaration systems for digital
advertising should be established to prevent influencers from causing large-scale economic losses by
making misleading promotions. Such regulations will both protect consumer rights and contribute to the
creation of a fair tax system in the digital economy.
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TURKCE SURUM

Giris

Dijital ¢cagin en 6nemli doniisiimlerinden biri, sosyal medya platformlarmin yalnzca bireyler
arasindaki iletisimi kolaylagtiran araclar olmaktan ¢ikip, ayni1 zamanda yeni ekonomik modeller yaratan
mecralar haline gelmesidir. Giinlimiizde icerik ireticileri, YouTube, Instagram, TikTok gibi dijital
platformlarda genis kitlelere ulagarak sponsorluk anlagmalari, reklam gelirleri ve diger is birlikleri
araciligiyla 6nemli kazanglar elde etmektedir. Ancak, bu yeni gelir kaynaklarinin vergisel statiisii ve
denetimi, geleneksel vergi sistemleri agisindan ¢esitli zorluklar yaratmaktadir. Uluslararasi sinirlari agan

dijital 6demeler ve merkezi olmayan finansal yapilar, vergi otoritelerinin bu gelirleri diizenlemesini ve
denetlemesini karmasik hale getirmektedir.

Bu baglamda, sosyal medya ekonomisinin hukuki ve ekonomik yonlerini ele almak amaciyla,
Fyre: The Greatest Party That Never Happened belgeseli incelenmistir. Netflix tarafindan yayimlanan
bu belgesel, sosyal medya ve influencer ekonomisinin pazarlama giiclinii ve denetimsizliginin yol
acabilecegi finansal sonuclar1 gézler 6niine sermektedir. 2017 yilinda biiyiik vaatlerle duyurulan ancak
organizasyon eksiklikleri ve mali usulsiizliikler nedeniyle biiyiik bir fiyaskoya doniisen Fyre Festival,
sosyal medya araciligiyla olusturulan ekonomik degerlerin ne 6lgiide denetlenebilir oldugu sorusunu
giindeme getirmektedir. Festivalin pazarlama siirecinde, iinlii influencer’larm yiiksek {icretler
karsiliginda yaniltici tanitimlar yapmasi ve bu siirecin vergi yiikiimliilikkleri agisindan yeterince seffaf
olmamasi, dijital icerik iireticilerinin finansal sorumluluklarini tartismaya agmaktadir.

Bu calisma, sosyal medya iizerinden elde edilen gelirlerin vergilendirilmesi sorununu, farkli
iilkelerde uygulanan mevzuatlar ve Fyre belgeseli ekseninde ele almaktadir. Dijital igerik iireticilerinin
kazanglarinin hangi vergi rejimi altinda degerlendirilmesi gerektigi, mevcut diizenlemelerin yeterliligi
ve olasi diizenleyici reformlar iizerine bir ¢ergeve sunmay1 amaglamaktadir. Caligmada, yontem olarak
betimsel analiz yontemi kullanilarak hem sosyal medya ekonomisinin genel yapist hem de Fyre belgeseli
iizerinden somut Orneklerle influencer ekonomisinin vergisel yonii incelenmistir. Dijital cagin
dinamiklerine uygun, adil ve uygulanabilir bir vergilendirme sisteminin gerekliligi vurgulanarak, bu
alanda karsilasilan temel sorunlara yonelik ¢6ziim onerileri gelistirilmistir.

Amag

Bu caligsma, dijital platformlar aracilifiyla sosyal medya igerik iireticileri tarafindan elde edilen
gelirlerin vergilendirilmesine iligkin mevcut diizenlemelerin kargilagtirmali bir analizini yapmay1 ve bu
alanda ortaya ¢ikan hukuki, ekonomik ve idari zorluklar sistematik bir yaklasimla degerlendirmeyi
amaglamaktadir. Arastirma kapsaminda, kiiresel Ol¢ekte dijital ekonominin vergi sistemleriyle
uyumsuzluguna odaklanilarak, iilkeler arasindaki farkli vergilendirme politikalarinin igerik iireticileri
ve devletler iizerindeki etkileri incelenecektir.

Ayrica, dijital pazarlama ve influencer ekonomisinin denetimsiz yapisinin potansiyel risklerini
somutlastirmak amaciyla, Fyre: The Greatest Party That Never Happened belgeseli tizerinden niteliksel
bir vaka analizi gergeklestirilecektir. Bu baglamda, 2017 yilinda sosyal medya fenomenlerinin yaniltici
tanitimlariyla biiyiik bir finansal krize doniisen Fyre Festival 6rnegi, dijital gelirlerin seffaflik eksikligi
ve vergisel sorumluluklarin belirsizligi gibi kritik konular1 aydinlatmak igin kullanilacaktir.

Yontem

Bu ¢aligsmada, nitel aragtirma yontemleri temel paradigma olarak benimsenmis olup, bu kapsamda
betimsel analiz ve 6rnek olay incelemesi (vaka analizi) tekniklerinden yararlanilmistir. Betimsel analiz
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yontemi, belirli bir olgu ya da konunun mevcut durumunu sistematik bir bigimde incelemeyi ve bunu
literatiirdeki bulgular ve 6rnek olaylarla birlikte yorumlamay1 amaclar. Bu yontem sayesinde, sosyal
medya igerik {reticilerinin gelirlerinin vergilendirilmesine iliskin giincel durum analiz edilerek, farkl
iilkelerde uygulanan diizenlemelerle karsilagtirma yapilmasi hedeflenmistir.

Arastirmada, sosyal medya igerik ireticilerinin gelirlerinin vergilendirilmesine iligkin olarak
ABD, Birlesik Krallik, Almanya, Tiirkiye ve Avustralya gibi {ilkelerde uygulanan yasal diizenlemeler
incelenmigtir. Bu iilkelerin tercih edilme nedeni, dijital ekonomide aktif rol oynamalar1 ve sosyal medya
gelirlerinin vergilendirilmesine yonelik farkli yasal yaklasimlar sergilemeleridir. Her bir iilkenin yasal
mevzuati, vergi idaresi uygulamalar1 ve dijital icerik iireticilerine yonelik diizenleyici ¢ercevesi
karsilagtirmali olarak degerlendirilmistir.

Caligma kapsaminda 6rnek olay incelemesi teknigi, Netflix yapimi Fyre: The Greatest Party That
Never Happened (2019) belgeseli {izerinden uygulanmistir. Belgeselin analizi, influencer ekonomisinin
vergisel boyutlarmi, dijital pazarlama faaliyetlerinin denetimsizligini ve sosyal medya aracilifiyla elde
edilen gelirlerin seffafligina iligkin sorunlari kavramsal bir ¢cergevede ele alma imkéani1 sunmaktadir. Fyre
Festivali 6rnegi, sosyal medya igerik iireticilerinin finansal sorumluluklari, reklam yoluyla elde edilen
gelirlerin vergilendirilmesi ve dijital ekonomideki diizenleyici bosluklar agisindan degerlendirilmistir.

Bulgular

Bu ¢aligma, sosyal medya icerik iireticilerinin gelirlerinin vergilendirilmesine, farkl iilkelerdeki
diizenlemelere ve dijital ekonomide vergi denetimine iliskin mevcut sorunlar {izerine yapilan analizler
sonucunda gesitli bulgular ortaya koymaktadir. Ozellikle Fyre: The Greatest Party That Never Happened
adli1 belgesel, influencer ekonomisinin vergisel boyutlarina 151k tutarak bu alandaki riskleri
degerlendirmek acgisindan énemli bir 6rnek olay sunmaktadir.

Elde edilen temel bulgulardan biri, igerik iireticilerinin gelir kaynaklarimin ¢esitliligi ve bu gelir
tirlerinin geleneksel vergi sistemleriyle tam olarak oOrtiismemesidir. Reklam gelirleri, sponsorluk
anlagmalari, bagislar, {irlin satiglart ve dijital icerik gelirleri gibi farkli kazang tiirleri, {ilkeler arasinda
degisen yasal diizenlemeler nedeniyle farkli sekillerde vergilendirilmektedir. Ornegin, Almanya ve
Birlesik Krallik gibi baz iilkelerde bu gelirler serbest meslek kazanci kapsaminda degerlendirilirken;
Amerika Birlesik Devletleri ve Avustralya gibi iilkelerde ticari kazang olarak vergilendirilmektedir. Bu
yasal farkliliklar, gelirlerin nasil beyan edilmesi gerektigi konusunda belirsizlikler yaratmakta ve vergi
uyumunu zorlastirmaktadir.

Fyre belgeselinin analizi ise, influencer pazarlamasina iliskin vergi denetimi mekanizmalarinda
ciddi eksikliklerin bulundugunu ortaya koymaktadir. Fyre Festivali’nin basarisizligi, yiiksek ticretler
karsiliginda tanitim yapan sosyal medya fenomenlerinin yaniltict igeriklerine baglanmistir. Ancak bu
tiir sponsorluk gelirlerinin nasil vergilendirilecegine dair seffaf bir sistemin bulunmamasi, influencer
ekonomisinin mali denetimi agisindan ciddi bir bosluk yaratmaktadir. Amerika Birlesik Devletleri ve
Tiirkiye gibi iilkelerde influencer’larin elde ettikleri gelirleri dogru sekilde beyan edip etmedikleri
yeterince denetlenmemekte; bu durum kayit dig1 ekonomiyi tesvik etmektedir.

Ayrica, ¢caligmada Amerika Birlesik Devletleri, Birlesik Krallik, Almanya, Tiirkiye, Hindistan ve
Isvec gibi iilkelerin vergi politikalar1 karsilastirmali olarak ele alinmistir. Bu iilkeler arasinda sosyal
medya gelirlerine yonelik uygulamalarda biiyiik farkliliklar goézlemlenmistir. Ornegin, Isveg gibi
Iskandinav iilkelerinde belirli bir gelir esigini asan icerik iireticileri dogrudan vergi miikellefi
sayilmakta; Hindistan gibi baz {ilkelerde ise sosyal medya gelirlerine 6zel muafiyetler ya da kademeli
vergi uygulamalan getirilmektedir. Burada “vergi politikalar1” ile kastedilen, ilgili {ilkelerin sosyal
medya gelirlerini nasil siniflandirdigi, hangi yasal diizenlemelere (vergi kanunlari, yonergeler,
yonetmelikler) dayandirdig: ve ne tiir beyan yiikiimliiliikleri ongordiigtdiir.
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Son olarak, sosyal medya igerik tiireticilerinin vergi ylikiimliiliiklerini yerine getirme konusunda
farkindalik diizeylerinin diisiik oldugu ve bu durumun vergi kayiplarina yol acgtig1 tespit edilmistir.
Dijital platformlar araciligiyla elde edilen baz1 gelirlerin kayitlara gegmemesi, iilkelerin vergi
gelirlerinde kayiplara neden olmakta ve adil bir vergilendirme sistemi olusturulmasini zorlagtirmaktadir.
Ozellikle uluslararas1 ddeme sistemleri ve merkeziyetsiz finans araclari, denetim siireclerini daha da
karmasgik hale getirmektedir.

Genel olarak, bu aragtirmanin bulgular1 sosyal medya ekonomisinin hizla biiyiimesine ragmen,
bu alandaki vergilendirme politikalarmin yeterince gelismedigini ortaya koymaktadir. Igerik
iireticilerinin mali sorumluluklarin1 diizenlemek adina daha seffaf, kapsayici ve uluslararas1 6lgekte
uyumlu yasal ¢er¢evelerin olusturulmasina ihtiyag duyulmaktadir.

Tartisma

Dijitallesmenin hizla ilerlemesiyle birlikte, sosyal medya icerik {ireticilerinin gelir elde etme
bigimleri gesitlenmis ve geleneksel vergi sistemleri bu yeni ekonomik modeli diizenleme konusunda
yetersiz kalmigtir. Caligmanin bulgulari, igerik ireticilerinin reklam, sponsorluk ve diger gelir
kaynaklarinin nasil vergilendirilecegine dair iilkeler arasinda farkli yaklagimlar oldugunu ortaya
koymaktadir. Ozellikle, bu gelirlerin serbest meslek mi yoksa ticari kazang m1 olarak degerlendirilmesi
konusunda net bir ¢er¢evenin bulunmamasi, vergi mevzuatinda belirsizlikler yaratmaktadir.

Aragtirma kapsaminda incelenen Fyre: The Greatest Party That Never Happened belgeseli,
influencer ekonomisinin denetim eksikliklerini gozler dniine sermektedir. Festivalin basarisizligi, sosyal
medya fenomenlerinin denetlenmeyen sponsorluk anlagmalariyla yaniltici tanmitimlar yapmasimin
tiiketiciler iizerinde nasil bir etki yarattigin1 gdstermektedir. Bu durum, dijital platformlar iizerinden elde
edilen gelirlerin vergilendirilmesi kadar, igerik tireticilerinin finansal sorumluluklarinin da daha siki
kurallarla diizenlenmesi gerektigini ortaya koymaktadir.

Uluslararas1 vergi politikalarina bakildiginda, baz {ilkelerin igerik iireticilerini serbest meslek
sahibi olarak degerlendirerek belirli vergi oranlar1 uyguladigi, bazilarinin ise gelir esigine dayali bir
sistem benimsedigi goriilmektedir. Ancak, sosyal medya gelirlerinin simir Otesi hareketliligi,
merkeziyetsiz 6deme sistemleri ve dijital reklamcilik modelleri, mevcut vergi sistemlerinin etkin bir
sekilde uygulanmasimi zorlagtirmaktadir. Bu nedenle, dijital ekonominin dinamiklerine uygun,
uluslararasi 6lgekte kabul goren bir vergilendirme modeli gelistirilmesi gereklidir.

Caligmanin sonuglari, dijital igerik iireticilerinin vergiye tabi gelirlerini beyan etmeleri konusunda
farkindaliklarinin artirilmasi gerektigini gostermektedir. Ayn1 zamanda, denetim mekanizmalarinin
giiclendirilmesi ve platformlarin gelir seffafligini saglamaya yonelik daha fazla sorumluluk iistlenmesi
onem arz etmektedir. Dijital ekonominin siirdiiriilebilirligi acisindan, sosyal medya gelirlerinin kayit
altina alinmasim saglayacak diizenlemelerin hayata gegirilmesi biiylik 6nem tasimaktadir.

Sosyal Medya

Teknolojinin ve internetin hizla ilerlemesi hem sosyal hem de is hayatinda bir¢ok degisiklige yol
acmaktadir. Bu degisimlerden biri de insanlar i¢in neredeyse vazgecilmez hale gelen sosyal medyanin
hayatimiza girmesidir. Sosyal medya, zaman ve mekan kisitlamalarim ortadan kaldirarak bireysel ve
toplumsal yasami yeniden tanimlamistir. Kiiresel 6lgekte bilgi akiginin son noktasi haline gelmis ve “ag
toplumu” kavraminin ortaya ¢ikmasina neden olmustur. Manuel Castells bu toplumu, bireylerin kiiresel
ve yerel olarak birbirine bagl bir ag i¢inde yasadig bir toplum olarak tanimlamaktadir. Sosyal medyanin
gelisimi, toplumun bu kiiresel ag déngiisii icinde yeniden yorumlanmasina olanak saglamustir. Internetin
yayginlagmasiyla birlikte sosyal medya giinliik hayatimiz1 sekillendiren, etkilesim ve iletisim kurma
bigimlerimizi doniistiiren 6nemli bir gii¢ haline gelmistir (Caliskan & Mengig, 2015).
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Sosyal medya, bireylerin fikir ve goriislerini zaman ve mekandan bagimsiz olarak internet
iizerinden 6zglirce paylagsmalarini saglayan ¢ok yonlii bir platformdur. Kullanicilarin internette bulunan
cesitli multimedya 6zelliklerinden yararlanmasina olanak tanimaktadir. Ayrica sosyal medya, bireylerin
bagkalartyla karsilikli aligveris ve paylagimda bulunabilecegi interaktif bir ortam yaratmaktadir. Esasen
sosyal medya, insanlara kendilerini ifade edebilecekleri ve sanal bir topluluk i¢inde baskalartyla baglanti
kurabilecekleri bir alan saglamaktadir (Bulunmaz, 2011).

Sosyal medya kavrami genellikle “yenilik” ve “sosyallik” fikirlerine dayali olarak
tamimlanmaktadir. Bu tamimlar, sosyal medyay1 sekillendiren teknolojik gelismelere, kullanim
sekillerine ve giic dinamiklerine odaklanmaktadir. Cesitli tanimlar, ¢evrimigi sosyal etkilesimin farkli
bicimlerinde bulunan kolektif dogayi, etkilesimi, baglantililigi, yaratict liretimi ve paylasimi
vurgulamaktadir. Sosyal medya kavrami, yenilik¢i dogasi ve iletisim ve etkilesimdeki temeli nedeniyle
“yeni medya” c¢ercevesinin bir parcasi olarak kabul edilmektedir. Tanimlar, bu yeni alam1 sosyal
teorilerin merceginden analiz ederek sosyal medyanin kapsamli bir sekilde anlasilmasini saglamay1
amaglamaktadir(Celik, 2021, s. 68).

Sosyal medya genis anlamda sosyal etkilesimi, topluluk olusturmay:1 ve is birligine dayali
projeleri kolaylastiran web siteleri ve araglar olarak tanimlanabilmektedir. Bu platformlar Web 2.0
teknolojileri iizerine insa edilmis olup daha derin etkilesim saglamaktadir. Ayrica sosyal medya,
teknoloji, telekomiinikasyon ve sosyal etkilesimi biitiinlestiren internet ve mobil tabanlh araglar1 da
kapsamaktadir. Bu platformlar araciligiyla kullanicilar kelimeler, goriintiiler ve sesler gibi igerikler
yaratabilir, birlikte olusturabilir ve paylasabilmektedir. Bu tanim, giiniimiizde web siteleri, uygulamalar
ve diger dijital platformlari igeren gesitli sosyal medya bigimlerini kapsamaktadir. Genel olarak sosyal
medya, insanlarin birden fazla kanal ve cihaz {izerinden baglanti1 kurmasini, etkilesimde bulunmasini ve
icerik paylagsmasim saglayan teknolojileri ve platformlar1 kapsayan bir terimdir (Dabner, 2012).

Sosyal medya, literatiirde kesin bir tanima sahip olmamakla birlikte, birgok arastirmaci tarafindan
farkli agilardan tamimlanmaya g¢aligilan bir kavramdir. Genel anlamda sosyal medya; sosyal ag siteleri
gibi, kullanicilar arasinda ¢evrimigi etkilesimi ve paylasimi miimkiin kilan, yorum yapma, igerik
olusturma ve paylagma gibi 6zelliklere sahip internet tabanli platformlari ifade etmektedir. Bu yoniiyle
sosyal medya, bireylerin bilgi, diisiince, ilgi alanlar1 ve birikimlerini diger kullanicilarla paylagmalarim
tesvik eden dijital bir iletisim ortami sunar.Bir bagka deyisle, sosyal medya; kullanicilarin yalnizca igerik
tiiketicisi olmaktan ¢ikarak aktif iireticiler héline geldigi, ¢evrimigi araglar ve web siteleri aracilifiyla
iletisim kurdugu bir yapiy1 temsil etmektedir. Her ne kadar sosyal medya kavramina dair farkli yorumlar
bulunsa da, bu kavramin temelinde internetin bagkalartyla baglanti kurmak ve etkilesimde bulunmak
amactyla kullanilmasi yer almaktadir (Ozdemir vd., 2014).

Bu baglamda, sosyal medya igerik iireticileri de dijital iletisim ortaminin 6nemli aktorleri olarak
one ¢ikmaktadir.

Sosyal Medya icerik Ureticileri

Sosyal medya igerik iireticileri, dijital platformlarda (YouTube, Instagram, TikTok, Twitter,
Facebook, bloglar vb.) cesitli formatlarda igerik olusturan ve paylasan kisilerdir. Bu kisiler, belirli bir
konu veya kitle lizerinde odaklanarak 6zgiin icerikler iiretir ve takipgileriyle etkilesim kurar.

YouTube, Steve Chen, Chad Hurley ve Jawed Karim tarafindan kurulan bir sosyal medya
platformudur. Baslangicta video paylasim uygulamasi olmadigi i¢in pazar kabulii zayifti, ancak 2006'da
popiilerlik kazanmigtir. 2006 yilinda Google, YouTube'u 1,65 milyar dolar karsiliginda satin almustir.
Bu satin alma, video paylasim siteleri i¢in yeni bir heyecan yaratmistir. YouTube, biiyiik bir kullanici
kitlesi ve giinliilk milyarlarca goriintiileme ile sosyal medyanin 6nde gelen platformlarindan biri
olmustur. Ayrica Google'ln ardindan diinyanin en biiyiik arama motorlarindan biri haline gelmistir.
YouTube, kullanicilarin videolar yiiklemelerine, kanallara abone olmalarina, verilere erigsmelerine,
verileri derecelendirmelerine, yorum yapmalarina, begenmelerine, paylagmalarma ve oynatma
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listelerine eklemelerine olanak tanimaktadir. igerik genellikle miizik videolari, TV dizileri, egitim
igerikleri ve film fragmanlarindan olusmaktadir (Rathee, Rajain & Tejaswini, 2021, s. 885).

YouTube'un temel basarisi, zengin igerikli videolar i¢in bir platform olusturma, saglama ve giiclii
bir sosyal ag kurma becerisinde yatmaktadir. Sistem, kullanicilarin zahmetsizce video yliklemelerine,
anahtar kelimelerle etiketlemelerine ve diger videolara baglanti vermelerine olanak tanimaktadir.
Kullanicilar videolar1 baglantilar araciligiyla kolayca paylasabilir veya bloglara yerlestirebilir.
YouTube'un popiilaritesi, dijital kameralarin ve yiiksek hizli internet baglantilarinin erisilebilirligi ile
daha da artmis ve herkesin video yiiklemesine olanak saglamistir. YouTube hem amatorler hem de
profesyoneller icin 6nemli bir mecra haline gelmistir. Google tarafindan satin alinmasi konumunu
giiglendirmis ve onu en popiiler video paylasim sitelerinden biri haline getirmistir (Ilhan, 2018).

Youtuber ya da YouTube igerik yaraticisi, video paylasim sitesi YouTube’da videolar iiretip
paylasan kullanicilar1 tanimlamak i¢in kullanilmaktadir. Bir Youtuber, izleyicileriyle iliski kurmay1 ve
stirdiirmeyi amaglar, ancak bu iligkiler gercek hayattakiler gibi karsilikli degildir. YouTuber'lar ve
izleyicileri arasindaki iliski geleneksel TV izleyicilerinden farklidir. YouTuberlar tarafindan yaratilan
gerceklik, izleyiciler tarafindan gergek sosyal gerceklik olarak algilanmaktadir. YouTube izleyicileri
arasindaki kusak farkliliklar1 gerceklik aligverisini aciklamaktadir. Izleyici davranislari, YouTuber'lart
idollestirme ve onlar1 taklit etmenin yam sira kendilerini igerik olusturucularla karsilagtirma gibi
faktorlerden etkilenmektedir. Bu gercekligin benimsenmesi, bu iligkilerin normal ve beklenen bir
sonucudur. YouTuber'lar 6zgiinliiklerini korumak i¢in kendilerini izleyicileriyle biitiinlestirmeye
caligirlar (Yildirim, 2020).

Cambridge Sozligi (2018) ve Oxford Sozligi'ne (2018) gore YouTuberlar, YouTube web
sitesini siklikla kullanan ve sitede video iireten kisiler olarak tanimlanmaktadir. Daha genis bir
perspektiften bakildiginda, YouTuber'lar, video goriintiileme sayilarina dayali reklam gelirleri yoluyla
gelir elde eden, biiylik bir takipgi kitlesi kazanan ve hatta YouTube ile ortaklasa profesyonel icerik
olusturucular haline gelebilen YouTube igerigi iireticileridir (Ergen, 2018).

YouTube, kurumsal medyanin tekelini kirmayi vaat ederek insanlara icerik paylagsma ve
etkilesime ge¢me imkani sunmustur. Ancak on yildan fazla bir siire sonra, YouTube'un ticari bir
platforma doniistiigli ve biiyiik karlar elde etmeye odaklandig1 goriilmiistiir. YouTuber'lar ise kisa siirede
genis bir izleyici kitlesine ulagarak internetten milyonlar kazanmiglardir. YouTuber'lar gengler arasinda
biiyiik bir ¢ekicilige sahiptirler ve gengler igin 6nemli bir kiiltiirel fenomendirler. Bu etkiyi anlamak ve
egitimde kullanabilmek i¢in bu fenomeni daha derinlemesine aragtirmak 6nemlidir (Pereira, Moura &
Fillol, 2018).

YouTuber'lar, YouTube kanallar1 araciligtyla yaratici video igerigi olusturan kisilerdir. Bagimsiz
icerik olusturucular veya ajanslar adina ¢alisanlar olmak tizere iki farkli kategoriye ayrilirlar. Bagimsiz
igerik olusturuculart kendi hesaplar icin calisir ve dil 6grenme, seyahat, yemek gibi konular1 igeren
videolar yapabilirler. Ajanslar adina ¢alisanlar ise hizmetlerini kullanicilarindan gelir elde ederler ve
animasyon Yyaraticilar1 gibi baska taraflar i¢in kanallar veya reklamlar olusturabilirler. YouTuber'lar,
gelir elde etmek icin ¢esitli kaynaklardan yararlanabilirler. Bunlar arasinda YouTube kanallarindan elde
edilen dogrudan gelir, reklam gosterimleri ve popiilerlikleri sayesinde sagladiklar1 dolayli gelirler yer
almaktadir. YouTuber'lar ayrica markalarm iriinlerini tanitan yerlestirme, finansal destek
platformlarindan destek alma, iirin satis1 veya profesyonel konusmaci olarak da gelir elde
edebilmektedirler (Saptano, Ayudia & Khozen, 2021).

Bloglar, tiiketicilerin satin alma kararlarini etkileyen 6nemli bir ¢evrimigi mecra olarak kabul
edilmektedir. Teknolojik olarak etkinlestirilen tiiketiciler, satin alma kararlarinda pratiklik aramaktadir.
Tiiketici ve satict iliskisi ise teknolojinin ilerlemesiyle siirekli degismektedir. Bu degisimler tiiketici
beklentilerini kokten degistirmistir ve daha kisisellestirilmis ve yenilik¢i {iriinlerin, daha 1iyi
deneyimlerin ve hizmetlerin talebini artirmigtir. Giiniimiiz perakendecilik ¢aginda, birgok firma istiin
bir tiiketici deneyimi saglamay1 hedeflemektedir. Bilgi dagitim kaynaklar1 da internetin giiclenmesiyle
birlikte 6nemli Ol¢iide degismistir. Tiiketiciler genellikle blog yazarlarina daha fazla giivenmektedir,
clinkli blog yazarlan siirekli olarak farkli alanlarda sunum yapmaktadir. Blog yazarlar, tiiketiciler
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tarafindan Onerilen bilgileri kullanarak iiriin veya hizmetlerin degerlendirilmesine yardimci
olabilmektedir. Web 2.0 araglar ise tiiketicilerin deneyimlerini ve bilgilerini paylagsmasina ve ¢esitli
platformlarda satin alma iglemlerini gerceklestirmesine olanak saglamaktadir (AlSaleh, 2017).

Webloglarin kisaltmas1 olan bloglar, bireylerin diisiince ve deneyimlerini paylasabildikleri
cevrimici platformlardir. Kisisel gilinliikler olarak hizmet veren ancak zaman icinde siyasallagsan melez
bir yaym olarak goriilebilirler. Bloglar, kisisel deneyimlerin paylagilmasindan kampanyalarin
desteklenmesine ve egitim materyallerinin paylasilmasina kadar cesitli amagclarla kullanilmaktadir.
ABD baskanlik secimleri sirasinda bloglar muhalefeti harekete gecirmede ve Irak'tan bagimsiz
gazetecilik haberleri saglamada 6nemli bir rol oynamistir. Ayrica, bloglar tiiketici iiriinleri hakkinda
goriis bildirmek i¢in popiiler bir mecra haline gelmis, bu da tiiketici bloglarinin artmasina ve pazarlama
araci olarak kullanilmasina yol agmistir. Sonug olarak, sirketler tiiketicilerle etkilesime gecmek ve
interaktif iletisimi tesvik etmek icin kendi blog sayfalarin1 kurmaya baslanmislardir (Oziidogru, 2014).

Internet ortaminda kisisel gelisim, moda, stil, saglik ve daha pek cok ¢esitli konuda igerik iireten,
blog yazan kisilere blogger denilmektedir. Blog, bireylerin diislincelerini ifade edebildikleri ve belirli
bir konu hakkinda bilgi paylasabildikleri bir platformdur. Kisisel ilgi veya parasal kazang da dahil olmak
iizere ¢esitli nedenlerle kisisel veya diger web sitelerinde igerik olusturmay1 igerir. Blog yazmada
basarili olmak i¢in mecra hakkinda teknik bilgiye sahip olmak ve secilen konular hakkinda kapsamli
arastirma yapmak onemlidir. Bir blog olusturmak, siirekli olarak kaliteli i¢erik iiretmek ve okuyucularin
dikkatini cekmek basarili bir blog yazari olmak i¢in ¢ok dnemli adimlardir. Sosyal medya platformlarini
kullanmak ve igerik paylagsmak da blog trafigini artirmaya yardimci olabilir. Blog yazarlar ¢ok gesitli
konulart ele alabilir, ancak bir kisinin her konuda uzman olmasi gerc¢ekci degildir. Bununla birlikte, blog
yazarlart blog yazma bilgilerini kullanarak ve dogru arastirma yaparak cesitli konularda igerik
iiretebilirler (iienstitu.com, 2020).

Sosyal medya influencer'lari, bir kanal araciligiyla eglendirdikleri ve etkiledikleri bir kitlesi olan
kisilerdir. Bloglar, gonderiler, tweetler ve diger sosyal medya araglariyla kitlelerini etkilerler. Bu
influencer'lar, onaylama uygulamalariyla sosyal medyada biiylik takip¢i kitlesi olan kisilerdir ve
cevrimici etkilesimi artirma amaci giiderler. Bu influencer'lar ayn1 zamanda igerik {ireticileri olarak da
bilinir ve glivenebilecekleri bir kitleye sahiptir. Etkileyenler, sosyal etki yaratma konusunda énemli rol
oynarlar ve milyonlarca takip¢iyle daha genis bir etki alanma sahiptirler. Etkileyenlerin ikna etme
yetenekleri yiiksektir ve bazilar1 karar alma siirecleriyle yakin iliskilere sahiptir. Bu nedenle, niifuz
sahipleri toplumun reform alanlarinda da etkin olmalidir. Ayrica, influencer'larin toplumlarda diyalog
ve stikunet dilini kullanarak yonlendirmelerde bulunma, zararlar1 engelleme ve giiven ortamini yeniden
tesis etme gibi dnemli bir role sahip oldugunu sdyleyebiliriz (Albadri, 2023).

Bir influencer, sosyal medya platformlar iizerinde giivene dayali ve 6zgiin iliskiler kurarak, farkli
is modelleri aracilifiyla benzer diisiinen insanlarla ¢evrimigi etkilesime gegen bir igerik yaraticisidir.
Influencer'lar, 6zgilin icerikler {iretip izleyicileriyle etkilesim kurarak, marka is birlikleri ve
sponsorluklar gibi farkli yollarla gelir elde ederler. Bu is modeli, influencer'larin ¢evrimigi topluluklarin
ilgisini ¢gekmesi ve onlara degerli icerikler sunmasiyla bagarili olabilmektedirler (Michaelsen & Collini,
2022, s. 27).

Influencerlar, iiriin ve hizmetlerini tanitmak, deneyim ve diisiincelerini takipgileriyle paylasmak
icin sosyal medya platformlarin1 kullanan kisilerdir. Cevrimigi varliklar aracilifiyla izleyicilerini
etkileme yetenegine sahiptirler. Bu olgu, teknolojinin ilerlemesi ve sosyal medya platformlarina erisimin
artmasiyla birlikte daha yaygin hale gelmistir (Deger & Sine Nazli, 2022).

Sosyal medya platformlariyla birlikte ortaya ¢ikan influencer fenomeni, sosyal medyada biiyiik
bir takipgi kitlesi olan kisileri temsil etmektedir. Bu influencer'lar, takipgilerine {iriinler hakkinda
rehberlik eder ve goriislerini sunarlar. Bu nedenle, reklam verenler de iriinlerini sosyal medyada
tanitmay1 tercih ederler. Bir influencer tarafindan yapilan degerlendirme, yorum ve tavsiyelerle birlesen
{iriin goriiniirliigii, {irlin cazibesini artirabilmektedir. Ozellikle gengler, sosyal medya fenomenlerinin
Onerilerine daha fazla glivenmektedirler. Bu nedenle, influencer'lar ve markalar arasindaki
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igbirliklerinde biiyiik bir artis yasanmaktadir. Ayrica, influencer fenomenleri ile ilgili yapilan
arastirmalar da artmistir. Sosyal medyanin bu yeni trendi, markalar i¢in etkili bir pazarlama stratejisi
haline gelmektedir (Deger & Sine Nazli, 2022).

Sosyal medya fenomenleri uzmanliklari, etkileri ve iliskileri sayesinde takipgilerinin satin alma
kararlarim1 etkileme yetenegine sahiptir. Topluluklarinin karar alma siireclerini 6nemli Olgiide
etkileyebilen kanaat 6nderleri olarak hizmet vermektedirler. Bu influencer'lar dijital kanaat énderleridir
ve tiiketicilerin satin alma yaparken genellikle danistiklar1 arkadaslar, aile ve uzmanlar gibi geleneksel
referans gruplarinin yerini almaktadirlar. Pazarlamacilar uzun zamandir marka bilinirligini ve algisini
artirmak i¢in insanlari genellikle hayranlik duyduklar1 ve giivendikleri tinlii kisileri kullanmaktadirlar.
Sosyal medya fenomenleriyle is birligi yaparak da benzer bir strateji izlemektedirler, ancak markalar
TV ve basili yaymn gibi geleneksel reklam kanallarmi kullanmak yerine sosyal medya platformlarini
kullanirlar. Yaklagimdaki bu degisim, markalarin daha genis bir kitleye ulagsmasina ve influencer'larin
kendi sektdrlerinde olusturduklar giiven ortamlarindan yararlanmasina olanak tanimaktadirlar (Koksal
Arag, 2023).

Cin'de Douyin olarak da bilinen TikTok, 2018'deki lansmanindan bu yana hizla kullanici kazanan
popiiler bir kisa video paylasim platformudur. Aslen 2016 yilinda Zhang Yiming tarafindan kurulan
Musical.ly uygulamasina dayanan TikTok, 2017 yilinda Pekin merkezli teknoloji sirketi Bytedance
tarafindan satin almmistir. Bytedance daha sonra uygulamay1 Cin'de Douyin ve uluslararasi alanda
TikTok olarak 2018'de piyasaya siirmiigtiir. TikTok'ta kullanicilar, diger kullanmicilar tarafindan
olusturulan igerigi pasif olarak tiilketme ya da bagkalariyla etkilesime girerek veya kendi igeriklerini
olusturarak platformla aktif olarak etkilesime girme segenegine sahiptir. Biiyliyen kullanici tabaniyla
TikTok, kisa bigimli video igerigi i¢in benzersiz bir platform sunarak sosyal medya ortaminda énemli
bir oyuncu haline gelmistir (Montag, Yang & Elhai, 2021).

ByteDance tarafindan olusturulan TikTok, Cin'de aylik 300 milyondan fazla ve diinya ¢apinda
800 milyon aktif kullanicisi olan popiiler bir video paylasim platformudur. Uygulama, videolarin gorsel
cekiciligini artirmak igin 0zel efektler, animasyonlar, ¢ikartmalar ve video diizenleme araglar1 gibi
cesitli 6zellikler sunmaktadir. Ayrica kullanicilarin tercihlerine gore kisisellestirilmis icerik onerileri de
saglamaktadir. TikTok, ByteDance'in 2017'de satin aldigi Vine, Snapchat ve Musical.ly'nin bir
kombinasyonuna benzetilebilir. Platform, kullanicilarin bagkalariyla diiet videolar: olusturmasina ve
videolar hakkinda yorum yapmasina olanak taniyarak isbirligine dayali ve kapsayici kullanici
deneyimlerini tesvik etmektedir. TikTok, geleneksel sosyal medya uygulamalarina yeni bakis agilar
getirerek, insanlarin igerikle etkilesime gecme ve cevrimi¢i ortamda bagkalariyla etkilesim kurma
bicimlerini yeniden sekillendirmektedir (Giil Unlii, Kus & Goksu, 2020).

Platformda igerik paylasan TikTok kullanicilar1 genellikle TikTokerlar olarak adlandirilmaktadir.
Bununla birlikte, “TikToker” terimi genellikle en fazla sayida takipgisi olan en popiiler hesaplar
tanimlamak icin kullanilmaktadir. Bu hesaplar, genis bir kitle kazanmak i¢in viral igerik olusturmaya
caligmaktadir. Bunu basarmak i¢in TikTokerlarin TikTok'un algoritmasini anlamalar1 ve trend igerik
iiretmeleri gerekmektedir. Ek olarak, kitlelerini orijinal igerik ve g6z alic1 basliklarla biiytilemelidirler.
Bunu yaparak TikTokerlar, TikTok iinliileri veya fenomenleri haline gelebilmektedir. YouTube ve
Instagram'daki etkileyicilere benzer sekilde, TikTokerlar, kendilerini sosyal medya etkileyicileri olarak
adlandirirlar ve bu sekilde farkli platformdaki kullanicilardan ayrigmaya ¢aba gostermektedirler (Tam,
2022).

Podcast, otomatik olarak erisilebilir, taginabilir, izleyici tizerinde kontrole sahip ve internete bagl
oldugu siirece her zaman kullanilabilir olan medya tabanli sesin miikemmel 6rneklerinden biri olarak
ortaya ¢ikmaktadir. Podcast'ler, eglence medyasinin yam sira bilgi saglamak icin de bir ara¢ olarak
kullanilmaktadir. Podcast'ler, bilgi kaynagi olarak nitelendirilen kaynaklarla birlestirildiginde kamuoyu
icin iyi sonuglar verebilmektedir. Ancak, podcast'lerin giivenilirligi konusunda endiseler vardir ve
bunun OSl¢iilebilmesi énemlidir. Bir podcast'in gilivenilirligi, sadece stil ve sunumdan daha fazlasina
dayanmaktadir. Uretim kalitesi gibi faktorlerin de degerlendirilmesi gerekmektedir. Bu faktorler,
arastirma ve smifta kullanim i¢in etik ve uygulanabilirligin belirlenmesine yardimeci olmaktadir.
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Gelismis bir degerlendirme modeliyle akademi, medya igerigi ve bilgi dagitiminda arastirmanin gelisen
uygulamalarinin taleplerini karsilayabilmektedir. Bir podcast'in ahlaki degerlendirmesi, uzmanlik ve
giivenilirlik, dogruluk ve denge gibi faktorleri igermektedir. Tiim bu kriterler, podcast'lerin
giivenilirligini belirlemeye yardimer olmakta ve ayni zamanda kalite standartlarini belirlemektedir
(Renisyifa, Sunarti & Pebriyanti, 2022).

Podcaster, internet iizerinden sesli igerik (podcast) lireten ve paylasan kisiye denilmektedir.
Podcastler, genellikle belirli bir konu veya tema etrafinda sekillenen ses kayitlaridir ve dinleyicilere
istedikleri zaman erisip dinleyebilecekleri sekilde sunulmaktadir. Podcast'ler gesitli kuruluslar, kurumlar
veya bireyler tarafindan iiretilebilen bir sesli yaym bi¢imidir. Tiim toplumun erisebilecegi iicretsiz bir
yayincilik yaklagimi sunmaktadir. Geleneksel radyo yayinlarindan farkli olarak podcastler, cep
telefonlar veya bilgisayarlar kullanilarak istenilen yer ve zamanda indirilebilir ve dinlenebilmektedir.
Bu da dinleyicilere, canli yayimni kagirma endisesi olmadan, ne zaman ve nerede dinlemek istediklerini
secme Ozgiirliigli vermektedir. Podcast {iretimi baz1 teknik ekipmanlar gerektirmekte, ancak bir grup
insan veya hatta bir birey tarafindan yapilabilmektedir. Genel olarak podcasting, insanlarin ses igerigine
erigsmesi ve bu icerigin keyfini ¢cikarmasi igin esnek ve kullanigh bir yol saglamaktadir (Budak, 2021).

Podcast'ler iTunes, Spotify ve Google Podcasts gibi cesitli platformlarda yaygin olarak
bulunmakta ve podcast yayincilarinin genis bir kitleye ulasmasina ve dinleyicilerin gesitli igerik tiirleri
arasindan se¢im yapmasina olanak saglamaktadir (Yenituna & Kurt, 2022).

Podcast'lerde en yaygin reklam alanlari, podcast basladiktan sonraki ilk 15-30 saniye iginde,
podcast'in ortasinda bir dakika boyunca ve podcast bitmeden onceki son 15-30 saniye ic¢inde yer
almaktadir. Bu segenekler arasinda, ortadaki bir dakikalik reklam alani reklam verenler igin en cazip
olani1 olarak kabul edilmektedir. Reklam verenler bu zaman dilimleri i¢in etkilesim sayisina gére 6deme
yapmaktadir (mil basma maliyet, CPM). CPM oranlar1 ABD'deki farkli podcast'ler igin degisiklik
gostermektedir (Yiicel, 2020).

Instagram, liikks markalar1 ve yasam tarzlarimi tanitan filtrelenmis goriintiilere ve gorsel estetige
dayali bir platform olarak goriilmektedir. Bu sosyal medya uygulamasi, ¢aliganlarin takipgi kazanmasini
ve miisteriler arasinda sosyal etkilesimi kolaylastirmasini saglamaktadir (Salhab, 2024).

Instagram, kullanicilarin fotograf ve video paylasimi yapabildikleri bir sosyal medya
platformudur. Instagrammer, Instagram platformunda igerik {ireten, paylasan ve genellikle belirli bir
takipei kitlesine hitap eden kisiye verilen isimdir. Instagrammer’lar, fotograf, video, hikaye (story) ve
reels gibi ¢esitli formatlarda icerikler olusturarak takipgileriyle etkilesim kurmaktadir. Uygulama, dijital
filtreler uygulayarak fotograflarin diizenlenmesine ve farkli sosyal aglarda paylasilmasina olanak
tanmimaktadir. Uygulama, Kevin Systrom ve Mike Krieger tarafindan kurulmus olup 2010 yilinda iPhone
icin resmi olarak piyasaya siiriilmiistiir. Baslangigta "Burbn" adiyla bilinen uygulama, popiiler sosyal
medya hizmetlerinin 6zelliklerini birlestirmeyi amacglamistir. Ancak, Krieger'in katilmiyla birlikte,
sadece fotograf paylasimina odaklanmaya karar verilmistir. Instagram, anlik fotograf nostaljisiyle dijital
bir formatta yeniden yasatmay1 hedeflemistir. Uygulama, mobil cihazlar ile ¢ekilen fotograflar kare
seklinde gosterirken, kullanicilara farkli manipiilasyon araglanyla fotograflarimi degistirme imkam
sunmaktadir. Ayrica, 20 farkl filtre ile fotograflarin 151k ve tonunu doniistiirmektedir (Amaral, 2015).

Instagram, giderek popiiler hale gelen bir platform haline gelmistir. Sadece Instagram uygulamasi
iizerinden kullanilabilen ve web tabanli bir ara yiiz sunmayan Instagram, genellikle kullanicilar i¢in en
kullanigh ara¢ olarak kabul edilen Instagram Direct adi verilen bir mesajlasma 6zelligine sahiptir.
Internetin yayilmasiyla birlikte, isletmeler, varliklarm ve iiriinlerinin goriiniirliigiinii artrmak igin
¢evrimigi olarak miisteri-sirket iletisimini kullanmaya galigmaktadir ve Instagram da bu konuda énemli
bir pazarlama aracit olmustur. Instagram reklam ve sponsorluk hizmetleri sunarken, baslangigta
iicretsizdir ve sirketler, onemli bir takipgi kitlesi olusturabilirler (Chaudhary, 2021, s. 22).

Instagram, 2010 yilinda konum paylasimi amaciyla piyasaya siiriilen bir mobil uygulamadir. Ik
baslarda sadece konum paylasimi yapilan Instagram, daha sonra resim diizenleme 6zellikleri eklenerek
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kullanicilarin gesitli 6zellikleri kullanmasina olanak saglamistir. Bu sayede diger fotograf paylasim
platformlarindan ayrismay1 basarmistir. Instagram, kullanicilarina fotograf ¢ekme, diizenleme ve
ardindan geleneksel fotografciliktaki gibi diger kullanicilara gosterme asamalarmi tek bir mobil
uygulamada birlestirme 6zelligine sahiptir. Bu 6zelliklerle Instagram, fotograf paylasiminda yenilik¢i
bir hizmet sunmaktadir (Kafadar, 2022).

Sosyal Medya Ekonomisi

Sosyal medya tiim alanlarda kullanildig: gibi ticaret ve pazarlama gibi gelir saglayan alanlarda da
etkili olmaktadir. ilk basta, sosyal medyanmn amaci kisisel iletisimi siirdiirmekti, ancak simdi biiyiik
veriler elde etmek i¢in kullanilabilecek genis bir agdir. Sosyal medya, iiriinleri genis kitlelere tanitmak
veya bir bolgenin ekonomik durumunu temsil etmek icin kullanilmaktadir. Sosyal medya sayesinde
insanlar bilgi paylasabilir ve birbirleriyle daha baglantili hale gelebilmektedir. Bu, isletmelerin daha
fazla firsat hedeflemesine ve sosyal medya pazarini kesfetmesine olanak tanimaktadir (Cui, 2021).

Giinliik olarak milyarlarca insan sosyal medya platformlarinda zaman gegirerek iletisim kurmakta
ve igerik paylagmaktadir. Sosyal medya sayesinde uzak mesafelerdeki insanlarla iletisim kurmak daha
kolay hale gelmistir. Sirketler de hedef kitlelerinin internete kaydigini fark ederek reklam biitcelerini
sosyal medyaya kaydirmaya baglamistir. Sosyal medya da reklam yoluyla gelir elde edilmekte ve bu
platformlar1 kullanan kisi sayis1 arttikga daha fazla sirket reklam yapmak istemektedir. Son ii¢ yilda
sosyal medyanin reklam gelirleri 6nemli dlgilide artig gostermistir (Silva, 2017, s. 10).

Giiniimiizde sosyal medyanim finans diinyasinda giderek artan bir etkisi vardir. insanlar artik
internet ve mobil teknolojiler sayesinde sosyal medya aglarina katilmis ve giinlilk hayatlarmin bir
parcasi haline gelmistir. Bu durum, yatirimeilar ve finansorlerin finansal bilgilere erismek ve yatirim
kararlar i¢in fikir edinmek amaciyla sosyal medyay1 aktif olarak kullanmasini saglamistir. Sosyal
medya platformlari, finansal haberlerin ve analizlerin hizla yayilmasini ve bireylerin finansal konularla
ilgili daha fazla bilgiye erisme imkani elde etmelerini saglamaktadir. Ayrica sosyal medya, finans
sirketlerinin miisteri iligkileri yonetiminde ve pazarlama stratejilerinde de dnemli bir rol oynamaktadir
(Ferah & Sumer, 2023).

Sosyal medya platformlari, ii¢iincii taraflar i¢in yeni kazang yontemleri saglamaktadir. Youtuber,
Instagrammer ve Influencer gibi kavramlar, video ve fotograf paylasarak genis kitlelere ulasabilen ve
bu sayede gelir elde edebilen kisilerin ortaya ¢ikmasma neden olmustur. Ozellikle Youtube gibi
platformlarda videolarina reklamlar ekleyen Y outuber'lar, bu reklamlari izleyen kisilere gostererek gelir
elde ederler. Gelirin bir kism1 platformda kalirken, kalan kismi Youtuber'lara dagitilmaktadir. Ayni
durum Facebook oyunlar i¢in de gegerlidir. Oyun gelistiricileri, kullanicilar tarafindan yapilan
Odemelerden gelir elde ederken, oyunlara reklamlar da ekleyerek ek gelir saglayabilmektedirler. Tiim
bu konularla ilgili yasal diizenlemeler yapilmakta ve gelirlerin ticari gelir veya serbest meslek kazanci
olarak nitelendirilmesi lizerinde ¢aligmalar yapilmaktadir (Avei, 2023).

Vergi /Vergilendirme

Vergi, kamu harcamalarmin finansmanim saglamak amaciyla kisilerin mali giiciine gére devlet
tarafindan zorunlu olarak toplanan karsiliksiz gelirlerdir. Devlet agisindan 6énemli bir gelir kaynagi olan
vergiler, miikellefler a¢isindan ise ekonomik bir yiik niteligi tasimaktadir. Tiirkiye'de vergiler dolayli ve
dolaysiz olmak iizere iki temel gruba ayrilmakta; ancak dolayli vergi oranlarinin ytiksekligi, 6zellikle
diisiik gelirli bireyler lizerinde orantisiz bir baski olusturmaktadir. Bu durum, verginin karsiliksiz
niteligiyle birlestiginde, bireylerde hogsnutsuzluk yaratmakta ve vergi yiikii psikolojik olarak daha fazla
hissedilmektedir. Ciinkii vergi, dogrudan kisisel gelirde azalma anlamina gelmekte ve bu durum bireyler
tarafindan ekonomik gii¢lerini olumsuz etkileyen bir unsur olarak degerlendirilmektedir.Vergi yiikii,
stibjektif ve objektif olmak iizere iki sekilde siniflandirilmaktadir. Siibjektif vergi yiikii, miikelleflerin
vergiye iliskin olarak hissettikleri psikolojik baskiy1 ifade ederken; objektif vergi yiikii, 6denen verginin
miikellefin geliri igindeki orammi belirtmektedir (Ozpence & Mercan, 2020). Bu baglamda, vergi
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sisteminin adil, seffaf ve uygulanabilir bir yapiya sahip olmasi, vergiye kars1 toplumsal kabulii artirmak
acisindan onem arz etmektedir.

Ayrica, vergilendirme politikalariin farkli ekonomi modelleri iizerinde degisen -etkileri
bulunmaktadir. Etkin bir vergi sistemi yalmizca kamu gelirlerinin artirilmasi agisindan degil, ayni
zamanda uzun vadeli ekonomik kalkinmanin tesviki agisindan da belirleyicidir. Vergi sisteminin yapisi;
idari ve ekonomik verimsizlikleri en aza indirecek sekilde sade, anlasilir ve seffaf olmalidir
(Raczkowski, Schneider & Wegrzyn, 2023, s. 13). Bu gercevede, hem bireylerin vergiye karsi
duyarliliklarinin hem de devletin mali siirdiiriilebilirliginin dengelenmesi, modern vergi sistemlerinin
temel hedefleri arasinda yer almaktadir.

Devlet veya yetkili kurumlar tarafindan tahsil edilen parasal degerler olan vergiler, kamu
giderlerini karsilamak i¢in kullanilmaktadir. Vergi denetimleri, miikelleflerin vergi kanunlarina
uymalarini saglayarak verimliligi temin etmeyi amaglamaktadir (Glindogdu, 2022).

Devlet, islevlerini yerine getirmek i¢in anayasal sinirlar dahilinde gesitli tedbirler kullanmaktadir.
Kamu gelirleri, cesitli kaynaklardan elde edilen tiim gelirlerden olugsmaktadir. Kamu gelirleri iginde
vergiler 6nemli bir yer tutmakta ve gelirlerin %70-90'm1 olusturmaktadir. Devlet tarafindan bireylerin
O0deme giliciine gore alinan vergiler, sunulan hizmetler igin herhangi bir karsilik olmaksizin zorunlu
parasal yiikiimliiliklerdir. Vergilendirmenin mali islevini etkin bir sekilde yerine getirmek i¢in, vergi
konusu, matrah1 ve tarifeleri analiz edilirken iilke kosullarmin g6z Oniinde bulundurulmasi
gerekmektedir. Optimal bir vergi sistemi adalet, genellik, tarafsizlik, verimlilik ve basitlik ilkelerine
bagli kalmali, aym1 zamanda vergi tabaninm1 genisletmeli, vergi kayip ve kacaklarimi azaltmali ve
farkindaligr artirmalidir. Giiniimiizde vergi oranlarimi diigiirmek, ekonomiyi canlandirmak, vergi
gelirlerini artirmak, vergi kayip ve kacaklarin1 6nlemek, yabanci yatirimcilar gekmek, kiiresel rekabete
ve uzun vadeli vergilendirmeye uyum saglamak icin ¢aba sarf edilmektedir (Armagan, 2027).

Hiikiimetler kamu hizmetlerini saglamak icin vergi gelirlerine giivenmektedirler. Vergi gelirleri,
cesitli gelir kaynaklari iizerinden vergi borcu olan miikelleflerden toplanmaktadir. Vergi miikelleflerinin
sayist ve vergi yikiimliiliigline yol agan unsurlar vergi geliri elde edilmesinde 6nemli faktorlerdir.
Miikellefler tarafindan 6denen vergi miktarinin artirtlmasi 6nemli olmakla birlikte, vergi tabaninin
genisletilmesi ve vergi bilincinin artirilmasi da hayati 6nem tasimaktadir. Kayit disiligin 6nlenmesi ve
toplumda vergi bilincinin tegvik edilmesi vergi gelirinin artirilmasinda kilit adimlardir. Kiigiik
gelirlerden toplanan vergi az olsa da, diisiik gelirlilerin bugiin vergi bilincine sahip olmalarimin tesvik
edilmesinin, gelecekte daha yiiksek gelirlere sahip olduklarinda daha fazla vergi 6demeleriyle
sonuglanacagini vurgulamak onemlidir (Ogiing, 2023).

Sosyal Medya Gelirlerinin Vergilendirilmesi

Markalar, sosyal medya ortamlarinda var olabilmek ve reklam yapabilmek i¢in Facebook ve
Twitter gibi platformlara ihtiya¢c duymaktadir. Bu platformlardaki reklam gelirleri genellikle tiklama
oranlarina dayanirken, kullanic1 begenilerine gore hareket eden gelir modelleri de bulunmaktadir. Bagh
kurulus pazarlamasi, e-ticaret modelleri ve sponsorlu tweetler gibi yontemler de kullaniimaktadir.
Ancak, en biiyiik sorun internet reklamlarinin vergilendirilmesidir. Bu sorun 6zellikle YouTube ve
Twitter gibi yabanci iilke merkezli sosyal medya platformlarinda ortaya ¢ikmaktadir (Ortag & Akgay,
2016).

Sosyal medyada yapilan faaliyetler, vergi hukukuyla ilgili ¢esitli alanlan etkilemektedir. Sosyal
medya fenomenleri, biiyiik bir kitleye erisebilme avantajma sahip olup, gilinlik milyarlarca insan
tarafindan ziyaret edilen paylagimlar yapmaktadirlar. Bu paylasimlar sayesinde fenomenler, kisisel
yeteneklerini sergilemenin yami sira igletmelerin {irlin tanitimlarina da katki saglamaktadirlar. Bu
nedenle, dnemli miktarda gelir elde eden bu kisilerin vergilendirilmesi gerekmektedir. Ulkeler, sosyal
medya igerik iireticilerini vergilendirebilmek icin bu konuyu meslek ve gelir durumu kanunlarinda
diizenlemislerdir (Avci, 2023).
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Sosyal medya igerik iireticilerinin kazanglarinin vergilendirilme durumu iilkeden iilkeye farlilik
gostermekle birlikte, hakkinda kesin bir diizenleyici ¢ergeve bulunmadigindan belirsizlikler mevcuttur.
Ulkemizde 7338 sayili Kanun'un yiiriirliige girmesiyle birlikte, bu kazanglarin nasil vergilendirilecegi
konusunda netlik saglanmasi amaglanmaktadir. Gelir vergisine gore, bu kazanclarn ticari kazang m1
yoksa serbest meslek kazanci mi olarak kabul edilmesi gerektigi tartisilmistir. Bazilar serbest meslek
faaliyetinin kisisel ¢aligma ve tasarrufa dayandigi, bir igverene tabi olmadan yapildig i¢in gelir olarak
kabul edilmesi gerektigini savunurken, digerleri kazancin sermaye iizerine daha ¢ok yogunlastigi i¢in
ticari kazang olarak kabul edilmesi gerektigini ifade etmistir. Dolayisiyla, vergilendirme mevzuatinda
bu konuda netlik saglanmasi ve belirli vergi diizenlemelerinin yapilmasi gerekmektedir. Bu
diizenlemeler, sosyal medya igerik lreticilerinin kazanglarinin adil bir sekilde vergilendirilmesini
saglayacaktir (Durdu, 2019).

Ulkemizde sosyal medya icerik iireticileri, bazi otoritelerce serbest meslek erbabi olarak
goriilmekte buna gore vergilendirilmeleri istenmektedir. Serbest meslek erbablari, sosyal medya gibi
cesitli yollarla gelir elde ettiginde, gelirlerinin bir kismim defter tutma, makbuz diizenleme ve aylik
beyanname verme gibi yiikiimliiliiklerle ilgilenmek zorunda degillerdir. Ancak, kazanglarinin %15'ini
stopaj vergisi olarak devlete &demeleri gerekmektedir. Bu vergi, bankalar araciligiyla devlete
aktarilmaktadir ve vergi usulsiizliiklerinin azaltilmasina yardime1 olmaktadir. Ancak, internet {izerinden
elde edilen gelirlerin reklam faaliyeti olarak nasil tanimlanacagi konusunda belirsizlikler bulunmaktadir.
Odemelerin bazen kripto para ile yapildig1 ve nakit kullaniminm azaldig1 giiniimiizde, devletin farkl
O0deme yontemleri icin vergilendirme diizenlemeleri yapmasi1 énemlidir. Aksi takdirde, dnemli gelir
kayiplan ortaya c¢ikabilmektedir (Durdu, 2019). Bu durum yalnizca Tiirkiye ile sinirlt olmayip, birgok
iilkenin dijital ekonomi kapsaminda sosyal medya gelirlerini nasil vergilendirecegi konusundaki
arayislar stirmektedir.

Finlandiya Vergi Idaresi'ne gore, sosyal medya faaliyetlerinden elde edilen gelir, diger gelir tiirleri
gibi vergilendirilir. Bu gelirin vergilendirilmesi i¢in 6zel bir vergi kanunu veya diizenlemesi yoktur,
ancak gelirlerin genel vergi kanunlaria ve kesintilere tabi oldugu belirtilmektedir. Bu nedenle, sosyal
medya igerik {ireticileri veya etkileyicilerin gelirlerinin vergilendirilmesi, bu faaliyetlerin bireysel mi
yoksa kendi sirketleri araciligryla mi1 yapildigina baghidir (Kuznetcova, 2024, s. 4).

Endonezya’da sosyal medya igerik iireticilerinin vergi muamelesi hakkinda spesifik bir hiikiim
olmamakla birlikte, hukuk ve vergilendirme agisindan ¢esitli sonuglar dogurmaktadir. Gelir vergisi
acisindan, sosyal medya igerik iireticileri, ¢caligan olmayanlar olarak kabul edilir ve gelirlerinden stopaj
yapmak zorundadirlar. Sosyal medya igerik tireticileri, miizisyenler, sunucular, sarkicilar, komedyenler,
film yildizlari, pembe dizi yildizlari, reklam yildizlari, yonetmenler, film ekipleri, foto modeller,
manken/model, oyun yazar, dansci, heykeltirag, ressam gibi sanat¢ilarla aymi kategoridedirler.
Dolayisiyla, sosyal medya igerik iireticileri, elde ettikleri gelirler vergiye tabidir ve diger islerde oldugu
gibi vergi hiikiimleri uygulanmaktadir (Rechtavian, Ispriyarso & Wibawa, 2023).

Hindistan, sosyal medya igerik {ireticileri igin nakit kazanglarina ve yillik kazang oranlaria gore
0zel vergilendirme kurallarina sahiptir. Bireysel igerik olusturuculart yalmizca nakit kazanglar
iizerinden vergilendirilmekte ve belirli bir limite kadar kazanglarinin %5'i vergiye dahil edilmektedir.
Ancak, kazanglar belirtilen miktar1 asarsa, defter tutmalar1 gerekmekte ve vergi orani1 %10'a ylikselerek
faaliyetlerini bir isletmeye doniistirmektedirler. Igerik iireticileri ayrica giderlerini kanitlayarak
kazanglarinin vergiye tabi kismini azaltma imkanina da sahiptirler. Isletmelere benzer sekilde, igerik
iireten bireyler veya igletmeler, enerji, internet baglantisi ve igerik iiretiminde kullanilan diger
malzemeler gibi maliyetleri karlarindan diigebilirler. Ayrica, diger iilkelerde verilen internet reklamlari
icin yapilan harcamalar da indirim olarak sayilabilmektedir. Bu diizenlemeler, Hindistan'daki sosyal
medya igerik olusturucular igin adil vergilendirme saglamay1 amaglamaktadir (Bhagat, 2021).

Birlesik Krallik'ta sosyal medya kazanglarinin vergilendirilmesi yilda iki kez yapilmakta ve gelir
vergisi sinifina girmektedir. Vergiler her alt1 aylik donem i¢in ayr1 ayr hesaplanir ve bireyin banka
hesaplarma yatirilan tutara dayanmaktadir. Internet kazanglar1 2005 yilinda gelir vergisi kanunlarina
eklenmis ve dogrudan online satis yapan girisimciler ile igerik {ireten girisimciler arasinda ayrim
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yapilmustir. Yillik 1000 sterlinin altindaki gelirler vergiden muaftir, ancak bu esigin iizerindeki tutarlar
icin vergi uygulanmaktadir. Vergi oranlar1 gelirin tiiriine gore degismektedir. Yetenek gerektiren veya
yaraticilikla olusturulan igerik genellikle %5 oraninda vergilendirilirken, dogrudan satiglar veya zaman
iginde istikrarh bir sekilde artan gelirler %10 vergi oranina tabidir (Dhaliwal, 2019).

Fransa’da, sosyal medya igerik iireticileri i¢in 6zel bir vergi sistemi gelistirilmekle beraber heniiz
uygulamaya gecilmemigtir. Mevcut mevzuat, sosyal medya igerik ireticileri pazarlamasini
diizenlemektedir ve genellikle birbirine benzeyen ve karmasik olan bir¢ok kural igermektedir. Sosyal
medya igerik iireticileri kendi ikamet ettikleri iilkeyi belirlemeli ve kazanglarini vergiye tabi tutmalidir.
En yaygin sozlesme diizenlemesi, hizmetlerin saglandigi s6zlesmedir ve igerikten elde edilen gelirleri
kapsamaktadir (Kuznetcova, 2024, s. 9).

Iskandinav iilkelerinde sosyal medya igerik iireticisi olmanin kabul edilmesi ve vergiye tabi
olunabilmesi igin dért belirli dlgiit mevcuttur. i1k dlgiit, kazanilan parasal gelir miktarmnin iskandinav
esigi olan belirli bir seviyeyi agmasidir. Finlandiya'da, sosyal medya igerik tireticileri kendilerini hobici
olarak tanimladiklarinda genellikle vergi beyaninda bulunmazlar, ancak gelirleri énemli boyutlara
ulagirsa serbest meslek sahibi olarak siniflandirilirlar (Abidin v.d., 2020).

Norveg'teki Vergi Idaresi, sosyal medya igerik iireticilerinin islettigi ticari faaliyetlerin, masraflari
ve riski sosyal medya igerik lireticilerine ait oldugu ve belirli bir kapsama ve siireye sahip olmasi
durumunda ve kar getirmesi muhtemelse vergilendirilecegini kabul etmektedir. Isveg'te ise kurallar daha
net olarak belirlenmistir. Isve¢ Vergi Dairesi, 2018 yilinda 19.247 isve¢ Kronu'nun iizerinde gelir elde
eden tiim sosyal medya icerik iireticilerinin, gelir vergisi beyannamesi vermesi gerektigini duyurmustur.
Buna ek olarak, Isvegli sirketlerle sézlesme yapan yabanci sosyal medya igerik iireticilerinin de 6zel
gelir vergisi 6demesi gerekmektedir (Skatteetaten, 2019).

Danimarka'da ise yillik geliri 150.000 DKK veya altinda olan sosyal medya igerik treticileri
serbest calisan kabul edilmektedir. Bu yonergeler, sosyal medya igerik iireticilerinin vergi durumlarim
belirlemekte ve vergi beyannamesi verme sorumlulugunu getirmektedir (Abidin v.d., 2020).

Iskandinav {ilkeleri, sosyal medya igerik direticileri i¢in vergi kanunlarimi hala gelistirme
asamasindadir ve heniiz net bir diizenleme mevcut degildir. Norvec'te Vergi Idaresi, blog ve sosyal
medya vergilerine iligkin net kurallar ve diizenlemeler sunmaktadir. Ancak, yeni ve geng sosyal medya
icerik iireticileri tarafindan vergilendirme konusunda bilgi eksikligi bulunmaktadir ve vergilendirme
kurallarin1 anlamakta zorluk ¢ekmektedirler. Ozellikle hediye alimlari konusunda karisiklik yasanmakta
ve istenmeyen hediyelerin vergilendirilip vergilendirilmeyecegi konusunda belirsizlik bulunmaktadir.
Benzer sekilde, Danimarka'daki sosyal medya igerik iireticileri de vergi kurallarini anlamanin zor oldugu
bir gri alanda ¢alismaktadir. Eski Danimarka Vergi Bakani, vergi kurallarin1 sosyal medya igerik
iireticileri i¢in daha agik hale getirme cagrisi yapmistir. Ancak heniiz bu ¢agrilarin uygulanmasi
gerceklesmemistir. Bu erisilebilirlik sorunu, tiim iilkelerin pazarlarinin ele almasi gereken bir konudur
(Abidin v.d., 2020).

Fyre: The Greatest Party That Never Happened Belgeseli

Fyre: The Greatest Party That Never Happened, 2019 yilinda Netflix tarafindan yayimlanan ve
Fyre Festival skandalin1 konu alan bir belgeseldir. Yonetmenligini Chris Smith’in iistlendigi bu yapim,
2017 yilinda Bahamalar'da diizenlenmesi planlanan ancak biiylik bir organizasyon basarisizligina
doniisen Fyre Festival’in perde arkasini gozler 6niine sermektedir.

Belgeselin Konusu

Fyre: The Greatest Party That Never Happened belgeseli, dijital ¢agda sosyal medya araciligiyla
pazarlama stratejilerinin nasil manipiilatif bir giic haline gelebilecegini gozler oniine sermektedir.
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Belgesel, 2017 yilinda liiks bir festival olarak duyurulan ancak organizasyonel eksiklikler nedeniyle
biiylik bir basarisizliga doniisen Fyre Festival’i ele almaktadir. Festivalin tanitimi, agirlikli olarak
popiiler sosyal medya influencer’lar1 ve tinlii isimler tarafindan yapilan sponsorlu paylagimlar iizerinden
gerceklestirilmis, boylece etkinligin prestijli ve ayricalikli bir deneyim sunacagi algisi yaratilmistir.
Ancak, etkinlige katilim saglayan bireyler, vaat edilen liiks konaklama ve hizmetlerin sunulmadigini,
temel altyapinin yetersiz oldugunu ve organizasyonun mali agidan siirdiiriilemez bir yapiya sahip
oldugunu kesfetmislerdir.

Belgesel, Fyre Festival’in yaraticisi Billy McFarland’in finansal ve organizasyonel kararlarini ele
alarak, dijital reklamciligin ve influencer ekonomisinin denetlenmesi konusundaki eksiklikleri
tartigmaktadir. Festivalin biliyllk capta bir aldatmacaya donilismesi, yalnizca sahte pazarlama
stratejileriyle degil, aym zamanda finansal seffafligin saglanamamas1 ve diizenleyici kurumlarin
miidahale edememesiyle de iligkilidir. Bu baglamda, belgesel modern dijital ekonominin zayif
noktalarini, ozellikle sosyal medya araciligiyla sekillenen tiiketici algisimin ve gelir elde etme
yontemlerinin etik ve hukuki boyutlarini irdeleyerek elestirel bir perspektif sunmaktadir.

Belgesel Uzerinde Elde Edilen Bulgular

Belgesel {izerinde yapilan analizler sonucunda asagidaki bulgulara ulasilmistir.

Influencer Ekonomisinin Vergisel Zorluklari

Fyre Festival belgeseli, influencer ekonomisinin vergisel denetim agisindan yarattigi bosluklar
gozler oniine sermektedir. Festivalin tanitim siirecinde, {inlii influencer'larin yiiksek ticretler karsiliginda
sosyal medya paylasimlari yaparak etkinligi genis kitlelere duyurdugu goriilmektedir. Vergisel agidan
degerlendirildiginde, influencer’larin dijital platformlar {izerinden elde ettikleri gelirlerin nasil
raporlanmas1 gerektigi konusunda belirsizlikler bulunmaktadir. Geleneksel medya ve reklamcilikta
sponsorluk anlagsmalar1 belirli yasal ¢erceveler iginde diizenlenirken, dijital igerik iireticilerinin benzer
yiikiimliliikleri yerine getirip getirmedigi tartismalidir. Federal Ticaret Komisyonu (FTC) gibi
diizenleyici kurumlar, influencer’larin sponsorlu igeriklerini agik¢a beyan etmeleri gerektigini ifade etse
de, uygulamada bu kurallarin ne 6lgiide denetlendigi belirsizdir.

Festivalin finansal yonetimi incelendiginde, organizator Billy McFarland’1n bilet satiglarindan ve
sponsorluklardan elde edilen biiyiik gelirleri seffaf olmayan yontemlerle yonettigi anlagilmaktadir. Bilet
Odemelerinin offshore hesaplara aktarildig1 ve gelirlerin biiyiik bir kismimin vergiye tabi tutulmadan
kayitlardan gizlendigi belirtilmektedir. Bu durum, dijital ekonomide uluslararasi vergi kagirma
yontemlerinin kolaylagmasina isaret etmektedir. Ozellikle sosyal medya platformlar1 araciligiyla gelir
elde eden bireylerin, finansal islemlerini merkezi otoritelerden bagimsiz sekilde yiriitme imkanina sahip
olmalar, bu alandaki denetim mekanizmalarinin yetersizligini ortaya koymaktadir. Fyre Festival 6rnegi,
dijital platformlar {izerinden gelir elde eden igerik iireticilerinin finansal seffafliginin saglanmasi adina
vergilendirme politikalarinin giincellenmesi gerektigini gostermektedir.

Bu baglamda, influencer ekonomisinin geleneksel gelir kaynaklarindan farkli olarak merkezi
olmayan bir yapiya sahip olmasi, vergisel diizenlemeler agisindan yeni bir ¢ergeve olusturulmasin
gerektirmektedir. Dijital igerik iireticilerinin gelirlerinin nasil vergilendirilecegi, uluslararasi 6demelerin
nasil denetlenecegi ve sahte reklamecilikla elde edilen kazanglarin nasil yasal bir zemine oturtulacagi,
giiniimiiz ekonomi politikalarinin yanit aradigi temel sorunlar arasinda yer almaktadir. Bu noktada,
sosyal medya platformlarinin reklam gelirleri iizerindeki diizenleyici mekanizmalarin giiglendirilmesi
ve influencer’larin kazanglarii agik bir sekilde beyan etmelerini zorunlu kilacak yasal diizenlemelerin
hayata gecirilmesi, dijital ekonomide adil bir vergilendirme sisteminin olusturulmasina katki
saglayacaktir.
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Dijital Reklamciligin Vergisel A¢idan Denetlenememesi

Dijital reklamciligin vergisel agidan denetlenememesi, modern ekonomide 6nemli bir diizenleyici
bosluk olarak 6ne ¢ikmaktadir. Fyre: The Greatest Party That Never Happened belgeseli, sosyal medya
araciligiyla gergeklestirilen reklam kampanyalarmin denetim eksikligini ve bunun yaratabilecegi
ekonomik ve hukuki sonuglar1 gozler 6niine sermektedir. Belgeselde, Fyre Festival’in tanitimi biiyiik
ol¢lide influencer’lar ve dijital platformlar {izerinden yiiriitiilmis, inli isimlerin paylastig1 sponsorlu
icerikler aracilifiyla etkinligin lilks ve ayricalikli bir deneyim sunacagi algis1 olusturulmustur. Ancak
bu reklam igeriklerinin biiytik bir kismi, sponsorluk anlasmalarina ragmen agik sekilde “reklam” olarak
belirtilmemis ve tiiketiciler bilingli olarak yaniltilmistir.

Vergisel agidan degerlendirildiginde, influencer’larin ve dijital igerik iireticilerinin sosyal medya
platformlar iizerinden elde ettikleri gelirlerin nasil raporlandigi belirsizligini korumaktadir. Geleneksel
reklamcilikta sponsorluk anlagsmalar1 belirli yasal ¢erceveler i¢inde diizenlenirken, dijital pazarlamanin
merkezi olmayan yapisi nedeniyle bu tiir gelirlerin takip edilmesi ve vergilendirilmesi giiclesmektedir.
Fyre Festival 0meginde oldugu gibi, sosyal medya reklamlarmin seffaf olmamasi, gelir beyani
konusundaki usulsiizliikleri artirmakta ve bu alandaki vergisel diizenlemelerin yetersizligini ortaya
koymaktadir. Dijital ekonominin hizla biiyiimesi ve influencer pazarlamasimin geleneksel reklamciligin
Oniline gegcmesi, bu alandaki yasal ve vergisel diizenlemelerin yeniden gézden gecirilmesini zorunlu hale
getirmektedir.

Platformlar Aracihigiyla Gelir Saglama ve Vergi Kacirma

Platformlar araciligiyla gelir saglama ve vergi kacirma, dijital ekonominin denetim
mekanizmalarindaki eksiklikler nedeniyle giderek daha karmasik bir hale gelmektedir. Fyre: The
Greatest Party That Never Happened belgeseli, sosyal medya ve dijital pazarlama yoluyla elde edilen
gelirlerin seffaf bir sekilde raporlanmamasinin yaratabilecegi mali ve hukuki sonuglar1 gozler 6niine
sermektedir. Festivalin organizatorii Billy McFarland, etkinligin finansmanini1 saglamak amactyla bilet
satislarindan ve yatirimcilardan topladig biiylik miktardaki gelirleri kayit dig1 yontemlerle yonetmis,
baz1 6demeleri offshore hesaplara aktarmis ve elde ettigi kazanglan vergilendirilmeden kullanmistir.
Benzer sekilde, festivalin tanitiminda yer alan iinlii influencer’larm yiliksek meblaglar karsiliginda
gerceklestirdigi sponsorlu paylasimlar, finansal seffaflik acisindan denetlenmemis ve bu gelirlerin
vergiye tabi tutulup tutulmadig belirsiz kalmisgtir.

Dijital platformlar {izerinden gelir elde eden bireyler igin standart bir vergilendirme sistemi
bulunmamasi, kayit dis1 ekonomiyle miicadelede dnemli bir engel teskil etmektedir. Geleneksel gelir
kaynaklar1 belirli mevzuatlarla diizenlenirken, dijital reklamcilik ve influencer ekonomisinin
merkeziyetsiz yapisi, kazanglarin takibini zorlastirmaktadir. Fyre Festival oOrnegi, platformlar
araciligiyla saglanan gelirlerin nasil denetimsiz bir bi¢imde yonetilebilecegini ve bu durumun biiyiik
Olgekli mali skandallara yol acabilecegini gostermektedir. Bu baglamda, dijital igerik iireticilerinin gelir
beyan siireclerinin daha seffaf hale getirilmesi ve uluslararasi Olgekte vergi diizenlemelerinin
giiclendirilmesi, dijital ekonomide adil bir vergilendirme sisteminin olusturulmasi agisindan kritik bir
gereklilik olarak 6ne ¢ikmaktadir.

Vergilendirme Diizenlemelerinin Dijital Ekonomiye Uygulanabilirligi

Vergilendirme diizenlemelerinin dijital ekonomiye uygulanabilirligi, hizla biiyiiyen sosyal medya
ve dijital pazarlama sektorlerinde 6nemli bir zorluk teskil etmektedir. Fyre: The Greatest Party That
Never Happened belgeseli, bu sorunun somut bir drnegini sunarak, dijital platformlar iizerinden
gergeklestirilen gelir elde etme faaliyetlerinin nasil denetimsiz ve seffafliktan uzak bir bi¢gimde isledigini
gozler oniine sermektedir. Fyre Festival’in tanitimi, influencer’lar ve f{nliiler araciligiyla dijital
platformlarda yapilmis, ancak bu paylasimlar sponsorluk olarak agikg¢a belirtilmeden biiyiik bir reklam
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giicliyle pazarlanmistir. Bu tiir gelirlerin vergiye tabi tutulup tutulmadigy, izlenebilirligi ve diizenlenmesi
acisindan ciddi belirsizlikler yaratmaktadir. Dijital platformlar araciligiyla elde edilen kazanglarin ¢ogu,
geleneksel vergi diizenlemelerinin kapsamina girmemekte ve merkeziyetsiz yapist nedeniyle ulusal
vergi sistemleri tarafindan denetlenmesi zordur.

Fyre Festival 6rneginde oldugu gibi, gelirlerin uluslararasi platformlar {izerinden elde edilmesi ve
dijital O6demelerin smir otesi gerceklesmesi, mevcut vergilendirme diizenlemelerinin etkinligini
sorgulatmaktadir. Cogu durumda, dijital igerik iireticilerinin gelirleri, yerel vergi otoritelerinin denetim
alanina girmemekte ve vergi kacak¢iligina zemin hazirlamaktadir. Bu baglamda, dijital ekonominin
hizla evrilen yapisi, mevcut vergilendirme ¢ercevelerinin yeniden sekillendirilmesi gerektigini ortaya
koymaktadir. Dijital igerik tireticilerinin gelirlerini dogru bir sekilde beyan etmeleri ve bu gelirlerin
uluslararasi diizeyde denetlenmesi i¢in global bir vergi diizenlemesi gelistirilmesi, dijital ekonomideki
adaletsizliklerin 6nlenmesi agisindan kritik bir dneme sahiptir.

Sonug¢

Bu caligma, sosyal medya igerik iireticilerinin dijital platformlar aracilifiyla elde ettikleri
gelirlerin vergilendirilmesine yonelik mevcut diizenlemeleri inceleyerek, bu alandaki temel sorunlar1 ve
¢Oziim Onerilerini ortaya koymustur. Elde edilen bulgular, dijital ekonominin hizli gelisimine karsin
vergi mevzuatinin bu doniisiime tam anlamiyla uyum saglayamadigim gostermektedir. Ozellikle igerik
iireticilerinin gelirlerinin serbest meslek mi yoksa ticari kazang mu olarak degerlendirilmesi konusunda
iilkeler arasinda farkli uygulamalar bulunmasi, vergi sistemlerinde belirsizliklere yol agmaktadir.

Arastirmada, Fyre: The Greatest Party That Never Happened belgeseli 6rnek olay olarak ele
alinmis ve influencer ekonomisinin vergisel denetim agisindan ciddi eksiklikler barmdirdigi tespit
edilmistir. Festivalin basarisizlikla sonuglanmasi, influencer’larin gelirlerinin seffaf bir sekilde
raporlanmadigim ve dijital pazarlama faaliyetlerinin yeterli yasal diizenlemelere tabi tutulmadigin
gostermektedir. Bu durum, sosyal medya fenomenlerinin finansal yiikiimliiliiklerine dair daha siki
diizenlemelerin gerekliligini ortaya koymaktadir.

Sonug olarak, sosyal medya ekonomisinin mevcut vergi sistemleriyle uyumlu hale getirilmesi i¢in
uluslararasi standartlarin olugturulmasi ve igerik iireticilerinin gelir beyan siireglerinin daha seffaf hale
getirilmesi gerekmektedir. Dijital platformlarin, kullanicilarinin finansal sorumluluklarini yerine
getirmelerini tesvik eden mekanizmalar gelistirmesi ve vergi otoritelerinin denetim siireclerini
giiclendirmesi, vergi kayiplarinin 6nlenmesi agisindan biiyiik 6nem tagimaktadir. Bu baglamda, dijital
ekonominin siirdiiriilebilirligi i¢in igerik {ireticilerine yonelik daha adil ve kapsayici bir vergilendirme
politikasi1 gelistirilmesi zorunludur.

Oneriler

Sosyal medya igerik {ireticilerinin gelirlerinin vergilendirilmesine yonelik mevcut diizenlemelerin
yetersiz kaldig1 g6z oniine alindiginda, dijital ekonominin dinamiklerine uygun, seffaf ve uygulanabilir
bir vergilendirme sisteminin olusturulmas1 gerekmektedir. Oncelikle, iilkeler arasi farkliliklar:
giderecek sekilde uluslararasi standartlarin belirlenmesi 6nem arz etmektedir. Kiiresel diizeyde uyumlu
bir vergi politikas1 gelistirilerek, igerik {ireticilerinin farkl iilkelerdeki faaliyetlerinden dogan vergisel
yiikiimliiliikkleri netlestirilmeli ve ¢ifte vergilendirme gibi sorunlarin 6niine gecilmelidir.

Vergi mevzuatinin dijital ekonomiye uyarlanabilmesi igin igerik iireticilerinin gelir tiirleri agikca
tamimlanmal1 ve vergilendirme siiregleri sadelestirilmelidir. Reklam, sponsorluk, bagis ve diger gelir
kalemlerinin hangi vergi kategorisine girdigi konusunda netlik saglanmali ve bu gelirlerin beyan
edilmesini tesvik edecek diizenlemeler gelistirilmelidir. Ozellikle belirli bir gelir esiginin {izerinde
kazang elde eden igerik iireticileri i¢in otomatik vergi kesintisi gibi mekanizmalar uygulanarak, kayit
disiligin 6niine gegilebilir.

Dijital platformlarin, kullanicilarinin vergi sorumluluklarimi yerine getirmelerine yonelik daha
aktif bir rol iistlenmesi saglanmalidir. YouTube, Instagram, TikTok gibi platformlar, igerik iireticilerinin
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kazanglarin1 dogrudan vergi otoritelerine bildirebilecek sistemler gelistirebilir ve vergi kesintisini
platform iizerinden otomatik hale getirebilir. Boylelikle, igerik iireticilerinin bireysel vergi
yiikiimliiliiklerini yerine getirme stiregleri kolaylastirilabilir ve denetim mekanizmalari daha etkin hale
getirilebilir.

Vergi bilincinin artirilmast amaciyla, igerik iireticilerine yonelik rehberlik ve egitim programlari
diizenlenmelidir. Vergilendirme siirecleri hakkinda farkindalik yaratmak, hem igerik iireticilerinin mali
yiikiimliiliiklerini eksiksiz yerine getirmelerini saglamak hem de devletlerin vergi kayiplarin1 minimize
etmek acisindan kritik bir adimdir. Bu dogrultuda, vergi otoriteleri ve dijital platformlar is birligi
yaparak, icerik {ireticilerine yonelik bilgilendirici kaynaklar ve rehberler sunmalidir.

Son olarak, influencer ekonomisinin hukuki g¢ercevesi daha ayrintili sekilde ele alinarak, reklam
ve sponsorluk faaliyetlerinin daha siki diizenlemelere tabi tutulmasi saglanmalidir. Fyre: The Greatest
Party That Never Happened belgeselinde goriildiigii gibi, influencer’larin yaniltici tamitimlar yaparak
biiyiikk ¢apli ekonomik kayiplara yol agmasinin oniine gecilmesi igin, dijital reklamciliga yonelik
seffaflik politikalar1 ve zorunlu beyan sistemleri olusturulmalidir. Bu tiir diizenlemeler, dijital
ekonomide hem tiiketici haklarim1 koruyacak hem de adil bir vergi sisteminin olusturulmasima katki
saglayacaktir.

Beyan ve Aciklamalar

1. Aragtirmacilarm katki oram beyam: : Sosyal Medya Uzerinden Elde Edilen Gelirlerin
Vergilendirilmesi: Icerik Ureticileri Uzerine Bir Arastirma isimli calismada yazarlar esit oranda
katki sunmustur.

2. Cikar catismast: Sosyal Medya Uzerinden Elde Edilen Gelirlerin Vergilendirilmesi: Icerik
Ureticileri Uzerine Bir Arastirma isimli calismada yazarlar arasinda cikar catismasi yoktur.

3. Etik Raporu: Sosyal Medya Uzerinden Elde Edilen Gelirlerin Vergilendirilmesi: Icerik Ureticileri
Uzerine Bir Arastirma isimli ¢aligmada etik raporu gerekmemektedir.
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