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Ozet

Deinfluencing (etkisizlestirme) kavrami, dijital iletisim ortamlarinda hizla yayilan ve ozellikle geng
kullanict gruplart arasinda yayginlasan, tiiketim karsiti bir sdylem bi¢imi olarak 6ne ¢ikmaktadir. Bu
egilim, ozellikle TikTok, Instagram ve YouTube gibi mecralarda igerik iireticilerinin belirli {iriinleri
almamay1 onerdikleri, tiiketicileri bilingli tercihlere yonlendirdikleri igeriklerle somutlagsmaktadir.
Deinfluencing, geleneksel influencer pazarlamasina yonelik elestirileri icermekle kalmayip, dijital
platformlarda dolagan markali icerige kars1 bir tiir sembolik direnis islevi de gormektedir. Bu ¢alisma,
deinfluencing olgusunu iletisim bilimleri perspektifinden ele alarak Kaynak Giivenirligi Teorisi,
Sosyal Etki Teorisi, Baudrillard’in simgesel tiikketim kurami ve Klein ile Sawchuk’un marka kiiltiirii
elestirisi olmak tizere dort temel kuramsal gerceveyle kavramsal diizeyde incelemeyi amaglamaktadir.
Kaynak Giivenilirligi Teorisi, mesajin etkisini belirleyen temel unsurlarmm kaynak giivenilirligi,
uzmanlik ve samimiyet oldugunu savunmaktadir. Bu baglamda deinfluencer’lar, sponsorluk
baskisindan uzak, kisisel deneyim temelli igerikleriyle daha orijinal bir konumda yer almakta ve
izleyicinin giivenini kazanarak klasik influencer modeline alternatif bir yap1 sunmaktadir. Sosyal Etki
Teorisi ise, bireylerin sosyal ortamlardan gelen normatif ya da bilgisel yonlendirmelere agik oldugunu
vurgulamaktadir. Bu dogrultuda, deinfluencing igerikleri, tiiketicilere sadece iiriin hakkinda bilgi
vermekle kalmayarak sosyal baskilarla basa c¢ikmalarini saglayacak bir referans noktasi da
olusturmaktadir. Baudrillard’in simgesel tiiketim yaklasimi dogrultusunda ise deinfluencing, Griinlerin
islevselliklerinin yani sira temsil ettikleri sembolik degerler iizerinden de tiiketildigi cagdas toplumda,
bu deger sistemine karsi bir sorgulama pratigi olarak ortaya ¢ikmaktadir. Klein ve Sawchuk’un marka
kiltiirti elestirisi ise deinfluencer’larin yiiksek profilli markalara karsi gelistirdigi elestirel duruglarini,
markalarin yalnizca ticari degil, ideolojik hegemonya araglar1 oldugu goriisiiyle oOrtlistiirmektedir.
Deinfluencing igerikleri, bireysel etik duruglarin 6tesine gecerek, toplumsal bir farkindalik iiretme ve
alternatif tiikketim sOylemleri gelistirme potansiyeli tasimaktadir. Bu kavramsal degerlendirme
sonucunda, deinfluencing’in yalmizca dijital bir akim degil, tiikketim kiiltiirtine kars1 gelisen ¢ok

katmanli bir iletisim pratigi oldugu gortilmektedir. Calisma, iletisim disiplini agisindan etik tiiketim,
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medya okuryazarlig1 ve dijital vatandaslik gibi alanlarda teori iiretimi i¢in zengin bir temel sunmakta;

ayni zamanda ileride yapilacak ampirik arastirmalar i¢in kavramsal bir harita ¢izmektedir.

Anahtar Kelimeler: Sosyal Medya, Deinfluencing, Dijital iletisim, Influencer Kiiltiirii, Tiiketim

Karsithg

THE DEINFLUENCING TREND IN DIGITAL COMMUNICATION: A CONCEPTUAL
ASSESSMENT OF CONSUMPTION

Abstract

The concept of deinfluencing is emerging as a form of anti-consumerist discourse that is spreading
rapidly in digital communication environments and becoming particularly prevalent among young user
groups. This trend is embodied in content produced by content creators on platforms such as TikTok,
Instagram, and YouTube, who advise consumers not to buy certain products and guide them toward
conscious choices. Deinfluencing not only incorporates critiques of traditional influencer marketing
but also serves as a form of symbolic resistance against branded content circulating on digital
platforms. This study aims to examine the phenomenon of deinfluencing from a communication
science perspective, conceptualizing it through four theoretical frameworks: Source Credibility
Theory, Social Influence Theory, Baudrillard's theory of symbolic consumption, and Klein and
Sawchuk's critique of brand culture. The Source Credibility Theory argues that the fundamental
elements determining the impact of a message are source credibility, expertise, and sincerity. In this
context, deinfluencers occupy a more original position with their content based on personal
experience, free from sponsorship pressure, and offer an alternative structure to the classic influencer
model by gaining the trust of their audience. Social Influence Theory emphasizes that individuals are
open to normative or informational guidance from social environments. In this regard, deinfluencing
content not only provides consumers with information about the product but also creates a reference
point that helps them cope with social pressures. In line with Baudrillard's approach to symbolic
consumption, deinfluencing emerges as a practice of questioning the value system in contemporary
society, where products are consumed not only for their functionality but also for the symbolic values
they represent. Klein and Sawchuk's critique of brand culture aligns with deinfluencers' critical stance
toward high-profile brands, viewing them not only as commercial but also as ideological hegemonic
tools. Deinfluencing content has the potential to transcend individual ethical stances, fostering social
awareness and developing alternative consumption discourses. As a result of this conceptual
evaluation, it is seen that deinfluencing is not merely a digital trend but a multi-layered
communication practice that has developed in response to consumer culture. The study provides a rich
foundation for theoretical production in areas such as ethical consumption, media literacy, and digital
citizenship from a communication discipline perspective; it also maps out a conceptual framework for

future empirical research.
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