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Abstract: Social media is a platform that enables individuals to communicate instantly with one another for
social, cultural, or economic purposes. One of the most widely used platforms is Instagram, as evidenced by
the presence of over 2 billion active accounts. Through Instagram, users can connect not only with friends from
their daily lives but also with individuals they have never met before, yet become acquainted with through
mutual following on the platform. For most Instagram users, the number of followers serves as an important
source of motivation, as a higher follower count increases the likelihood that their posts will reach a wider
audience and receive more engagement. Public accounts, in particular, aim to enhance visibility and,
consequently, increase their follower numbers. Users who grow their follower base, engage in product-
promotion collaborations, or produce diverse content are referred to as “influencers.” Influencers may receive
substantial financial compensation or various gifts in return for these activities. Another niche group active on
the platform is “mother influencers,” commonly referred to in the literature as “momfluencers.” A
momfluencer is generally defined as a social media user who simultaneously fulfills the roles of motherhood
and influencing. In this study, the posts of momfluencers were subjected to categorical and thematic analyses
within the framework of qualitative research. The posts were categorized, and themes and subthemes related
to these categories were identified. The aim of this research is to determine the content categories that high-
follower momfluencers engage in, identify the themes within their posts, and examine how their posts relate to
digital entrepreneurship. For the study, the posts of nine momfluencers on their social media accounts were
analyzed. The posts were categorized into four main groups: personal posts, social posts, mother-child/family
posts, and collaboration/promotion posts. Based on the identified themes and subthemes, the study examined
which areas were most emphasized in the posts. It was found that momfluencers most frequently post mother-
child/family content. Momfluencers, whose presence on Instagram is growing, must create content that is
creative, distinctive, and timely to maintain and increase engagement. At the same time, any mistakes carry the
risk of losing followers. This combination of creativity, distinctiveness, speed, and risk-taking aligns with core
entrepreneurial characteristics. By exhibiting these traits in a digital environment, momfluencers acquire the
identity of “digital entrepreneurs.” The findings of this study are expected to guide future research on
momfluencers.
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Oz: Sosyal medya bireylerin sosyal, Kkiiltirel veya ekonomik amaglarla birbirleriyle anlik iletisim
kurabilmelerine olanak taniyan bir platformdur. Bu platformlardan yaygin olarak kullanilanlardan birisi de
Instagram’dir. Platformda 2 milyar1 askin aktif hesap olmasi bunu dogrulamaktadir. Instagram hesaplari
iizerinden insanlar giinliik hayattaki arkadaslar1 ile baglanti kurabilecegi gibi daha 6nce hi¢ tanigmamis oldugu
ancak Instagram araciligiyla takipleserek tanidigi bireylerle de baglanti olusturabilmektedirler. Takipgi sayisi
Instagram kullanicilarinin ¢ogu i¢in 6nemli bir motivasyon kaynagidir ¢iinkii bu yaptiginiz paylagimlarin daha
cok kisi tarafindan goriilecegi veya begenilecegi anlamina gelmektedir. Ayrica herkese agik olan hesaplar da
paylasimlarin herkesce goriilmesini saglayarak takipgi sayilarimi artirmayr amaglamaktadir. Takipgi sayisim
artirarak, {riin-tanitim is birligine girerek veya farkli igerikler hazirlayarak paylasim yapan kisilere
“influencer” denilmektedir. Influencerlar bu faaliyetleri karsiliginda ciddi tcretler veya hediyeler elde
edebilmektedirler. Platform iizerinde faaliyeti olan bir diger nis grup “anne influencerlardir”. Bu grup
literatiirde yaygin olarak “momfluencer” adiyla yer almaktadir. Kisaca tanimi ise hem annelik hem de
influencer gorevlerini yerine getiren sosyal medya kullanicisidir. Bu arastirmada momfluencerlarin
paylasimlart nitel aragtirma kapsaminda kategorik ve tematik analizlere tabi tutularak, paylasimlari kategorize
edilmis ve bu kategorilere iligkin tema ve alt temalar belirlenmistir. Bu arastirmanin amaci yiiksek takipgiye
sahip momfluencerlarin paylasim yaptiklar: kategorileri tespit etmek, paylasimlarina iligkin temalara ulagmak
ve paylasimlar ile dijital girisimcilik iliskisinin nasil gergeklestigini gorebilmektir. Arastirma kapsaminda 9
momfluencerin sosyal medya hesaplarindaki paylasimlart esas alinarak, paylasimlar; kisisel paylasimlar,
sosyal paylagimlar, anne-gocuk aile paylagimlari ve is birligi-tanitim paylagimlart olarak kategorize edilmistir.
Sonrasinda olusturulan temalar ve alt temalar 1s18inda paylasimlarin hangi alanlarda yogunluk gosterdigi
sonucuna ulagilmaktadir. Momfluencerlarin paylagimlarinda gogunlukla 1. sirada yiiksek frekans oranlariyla
anne-¢ocuk-aile paylasimlart yaptiklar1 sonucuna ulasilmistir. Instagram’da sayica grafigi yiikseliste olan
momfluencerlarin paylagimlarinda yaratici, farkli ve hizli olmalari ile artan etkilesimlerini, yapacaklari bir hata
ile takip¢i kaybetme riskleri de barindirmalarindan dolay1, girisimcilerin temel 6zellikleri olan inovatif, farkls,
hizli olma ve ayn1 anda risk alma 6zellikleri ile ortiismesi ve bunlari dijital ortamda gergeklestirmeleri onlara
“dijital girisimci” kimligini kazandirmaktadir. Arastirma sonucunda elde edilen bulgularin momfluencerlar
hakkinda yapilacak ileriki aragtirmalara yol gostermesi umulmakladir.

Anahtar Kelimeler: Instagram, Influencer, Momfluencer, Dijital Girisimcilik, Paylagim.
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Structured Abstract

This study aims to identify the underlying themes of categorized Instagram posts shared by digital
entrepreneur mother influencers (momfluencers) with large follower bases and to provide insights for mothers
who seek to expand their engagement or aspire to become digital entrepreneurs.

Today, social media has become an indispensable part of everyday life for most people. Among the
most widely used social media platforms is Instagram, which enables individuals to share content and follow
one another. Along with the opportunities offered by this platform, the concept of digital entrepreneurship has
become increasingly prominent. Digital entrepreneurs seek to increase their follower base by producing content
that captures public attention.

As digital entrepreneurship has expanded, the number of mother influencers, commonly referred to as
momfluencers, who share various aspects of their daily lives has steadily increased. Accordingly, this study
categorizes Instagram posts shared by momfluencers to identify the key elements of digital entrepreneurship.
Specifically, it addresses the following research questions: (1) What categories of content do highly followed
momfluencers share? (2) Which themes underlie these categories? (3) How can the relationship between these
posts and digital entrepreneurship be explained?

The rise of digital platforms has provided mothers with opportunities to share their personal
experiences while generating income. This development reflects a transition from content creation to
entrepreneurship, integrating personal branding with commercial activities (Ntalla, 2025, p. 3). Being a mother
influencer entails simultaneously performing two roles: influencer and mother. The success of momfluencers
largely depends on audience engagement and the size of their social media following. Therefore, research
examining the behaviors, preferences, and motivations associated with the content they produce is essential.
To expand their engagement, momfluencers should not focus solely on brand promotion; rather, they should
also maintain authenticity while producing meaningful and engaging content for their audiences. In this way,
the digital motherhood community can become more sustainable, and Instagram can function effectively as
both a platform for social interaction and a potential source of income (Ratnasari et al., 2024, p. 36).

This study was conducted within the framework of qualitative research using content analysis
supported by categorical and thematic analysis techniques. Qualitative research seeks to understand and
interpret phenomena from the perspectives of participants.

Instagram accounts of mother influencers with at least 500,000 followers were examined. During the
data collection process, photographs and videos were analyzed separately and classified into predefined
categories. Subsequently, thematic analysis was employed to further clarify these categories. After the
categories and themes had been identified, two faculty members with expertise in the field reviewed and
validated the thematic structure.

The analysis of the selected Instagram accounts identified four primary content categories: social
posts, personal posts, product promotion and brand collaboration posts, and mother—child—family posts. The
social posts category included photographs and videos featuring friends or larger social groups, content
expressing affection for animals, social awareness messages, and posts emphasizing social values. The personal
posts category consisted of photographs featuring only the mother herself. The product promotion and brand
collaboration category included posts advertising products or services. Finally, the mother—child—family
category comprised photographs and videos featuring the mother together with her child or children, spouse,
or first-degree relatives. At this stage, frequency and percentage distributions for each category were calculated
for all participating momfluencers.

The thematic analysis revealed four overarching themes: friendship, motherhood, cosmetics, and
digital entrepreneurship. The friendship theme consisted of the sub-themes of entertainment, support, and
sharing. The motherhood theme included education, affection, and challenges. The cosmetics theme comprised
hairdressing, makeup, and perfume, whereas the digital entrepreneurship theme encompassed authenticity,
consistency, and perseverance.

An examination of category frequencies demonstrated that the mother—child—family category was the
most frequently shared content type among almost all momfluencers, ranking either first or second. This was
followed by personal posts, which primarily featured only the influencer herself. In addition to family-oriented
and personal content, momfluencers also shared social posts, mainly related to friendships, national
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celebrations, solidarity, and collaboration. These findings indicate that momfluencers tend to prefer individual
photographs and videos rather than posts featuring multiple subjects. The product promotion and brand
collaboration category exhibited the lowest frequency across all momfluencers.

This study employed categorical and thematic content analysis within a qualitative research
framework to examine Instagram posts shared by nine momfluencers over a six-month period. Future research
may employ alternative qualitative approaches, quantitative methods, or mixed-method research designs to
extend these findings. Furthermore, during the data collection process, male influencers who shared content
related to their spouses' pregnancies and daily family life were also observed. These influencers appeared to
produce innovative, engaging, attention-grabbing, and humorous content that addressed topics audiences were
interested in seeing and hearing. This observation highlights the need to further establish the concept of the
dadfluencer in the academic literature. Accordingly, future studies may focus on father influencers and may
also investigate the developmental strategies of momfluencers with relatively smaller follower bases.

Keywords: Instagram, Influencer, Momfluencer, Digital Entrepreneurship, Post.
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Résumé Structuré

Cette étude vise a identifier les thémes sous-jacents des publications Instagram classées par catégories,
partagées par des méres influenceuses (momfluencers) qui sont également des entrepreneuses numériques et
qui disposent d’une importante communauté d’abonnés, ainsi qu’a fournir des pistes de réflexion aux méres
qui cherchent a renforcer leur engagement ou qui aspirent a devenir des entrepreneuses numériques.

Aujourd’hui, les réseaux sociaux font partie intégrante du quotidien de la plupart des gens. Parmi les
plateformes les plus utilisées figure Instagram, qui permet aux utilisateurs de partager du contenu et de se
suivre mutuellement. Parallélement aux opportunités offertes par cette plateforme, le concept d’entrepreneuriat
numérique a pris une importance croissante. Les entrepreneurs numériques cherchent a accroitre leur nombre
d’abonnés en produisant du contenu qui capte 1’attention du public.

A mesure que I’entrepreneuriat numérique s’est développé, le nombre de méres influenceuses,
communément appelées momfluencers, qui partagent divers aspects de leur vie quotidienne, n’a cessé
d’augmenter. En conséquence, cette étude classe les publications Instagram partagées par les momfluencers
afin d’identifier les éléments clés de I’entreprencuriat numérique. Plus précisément, elle aborde les questions
de recherche suivantes : (1) Quelles catégories de contenu les « momfluencers » trés suivies partagent-elles ?
(2) Quels thémes sous-tendent ces catégories ? (3) Comment expliquer le lien entre ces publications et
I’entrepreneuriat numérique ?

L’essor des plateformes numériques a offert aux méres la possibilité de partager leurs expériences
personnelles tout en générant des revenus. Cette évolution refléte une transition de la création de contenu vers
I’entrepreneuriat, intégrant ’image de marque personnelle a des activités commerciales (Ntalla, 2025, p. 3).
Etre une « momfluencer » implique d’assumer simultanément deux réles : celui d’influenceuse et celui de
mere. Le succés des « momfluencers » dépend en grande partie de I’engagement de leur audience et de la taille
de leur communauté sur les réseaux sociaux. Il est donc essentiel de mener des recherches sur les
comportements, les préférences et les motivations associés au contenu qu’elles produisent. Pour accroitre
I’engagement de leur audience, les « momfluencers » ne devraient pas se concentrer uniquement sur la
promotion de marques ; elles devraient plutdt préserver leur authenticité tout en produisant un contenu pertinent
et captivant pour leur public. De cette maniere, la communauté numérique des meres peut devenir plus durable,
et Instagram peut fonctionner efficacement a la fois comme une plateforme d’interaction sociale et comme une
source potentielle de revenus (Ratnasari et al., 2024, p. 36).

Cette étude a été menée dans le cadre d’une recherche qualitative utilisant ’analyse de contenu,
appuyée par des techniques d’analyse catégorielle et thématique. La recherche qualitative vise a comprendre
et a interpréter les phénomenes du point de vue des participantes.
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Les comptes Instagram d’influenceuses-meéres comptant au moins 500 000 abonnés ont été examinés.
Au cours du processus de collecte des données, les photos et les vidéos ont été analysées séparément et classées
dans des catégories prédéfinies. Par la suite, une analyse thématique a été utilisée pour clarifier davantage ces
catégories. Une fois les catégories et les thémes identifiés, deux membres du corps enseignant spécialisés dans
ce domaine ont examiné et validé la structure thématique.

L’analyse des comptes Instagram sélectionnés a permis d’identifier quatre grandes catégories de
contenu : les publications sociales, les publications personnelles, les publications de promotion de produits et
de collaboration avec des marques, ainsi que les publications « mére-enfant-famille ». La catégorie des
publications sociales comprenait des photos et des vidéos mettant en scéne des amis ou des groupes sociaux
plus larges, des contenus exprimant de I’affection pour les animaux, des messages de sensibilisation sociale et
des publications mettant en avant des valeurs sociales. La catégorie des publications personnelles était
constituée de photos ne mettant en scéne que la mére elle-méme. La catégorie « promotion de produits et
collaboration avec des marques » comprenait des publications faisant la promotion de produits ou de services.
Enfin, la catégorie « mére-enfant-famille » comprenait des photos et des vidéos mettant en scéne la mére avec
son ou ses enfants, son conjoint ou des proches de premier degré. A ce stade, les fréquences et les répartitions
en pourcentage de chaque catégorie ont été calculées pour toutes les « momfluencers » participantes.

L’analyse thématique a révélé quatre thémes généraux : ’amitié, la maternité, les cosmétiques et
I’entrepreneuriat numérique. Le théme de I’amitié comprenait les sous-thémes du divertissement, du soutien et
du partage. Le théme de la maternité comprenait 1’éducation, I’affection et les défis. Le théme des cosmétiques
englobait la coiffure, le maquillage et les parfums, tandis que celui de 1’entrepreneuriat numérique couvrait
I’authenticité, la cohérence et la persévérance.

L’examen des fréquences par catégorie a montré que la catégorie « mére-enfant-famille » était le type
de contenu le plus fréquemment partagé par la quasi-totalité des « momfluencers », se classant soit en premicére,
soit en deuxiéme position. Venaient ensuite les publications personnelles, qui mettaient principalement en
sceéne I'influenceuse elle-méme. Outre les contenus axés sur la famille et les publications personnelles, les «
momfluencers » ont également partagé des publications sur les réseaux sociaux, principalement liées a I’amitié,
aux fétes nationales, a la solidarité et a la collaboration. Ces résultats indiquent que les « momfluencers » ont
tendance a préférer les photos et vidéos individuelles plutot que les publications mettant en scéne plusieurs
sujets. La catégorie « promotion de produits et collaborations avec des marques » a affiché la fréquence la plus
faible parmi toutes les « momfluencers ».

Cette étude a eu recours a une analyse de contenu catégorielle et thématique dans un cadre de
recherche qualitative afin d’examiner les publications Instagram partagées par neuf « momfluencers » sur une
période de six mois. De futures recherches pourraient employer d’autres approches qualitatives, des méthodes
quantitatives ou des protocoles de recherche mixtes afin d’approfondir ces résultats. Par ailleurs, au cours du
processus de collecte de données, des influenceurs masculins partageant du contenu 1ié a la grossesse de leur
conjointe et a la vie familiale quotidienne ont également été observés. Ces influenceurs semblaient produire un
contenu innovant, engageant, captivant et humoristique, abordant des sujets qui intéressaient leur public. Cette
observation souligne la nécessité d’ancrer davantage le concept de « dadfluencer » dans la littérature
académique. En conséquence, de futures études pourraient se concentrer sur les péres influenceurs et examiner
les stratégies de développement des « momfluencers » disposant d’une base d’abonnés relativement plus
restreinte.

Mots-clés: Instagram, influenceur, « momfluencer », entrepreneuriat numérique, publication.

Resumen Estructurado

El objetivo de este estudio es identificar los temas subyacentes de las publicaciones de Instagram
clasificadas por categorias que comparten las madres influyentes emprendedoras digitales (momfluencers) con
un gran numero de seguidores, asi como ofrecer informacion util a aquellas madres que desean aumentar su
interaccion con el publico o aspiran a convertirse en emprendedoras digitales.

Hoy en dia, las redes sociales se han convertido en una parte indispensable de la vida cotidiana de la
mayoria de las personas. Entre las plataformas de redes sociales mas utilizadas se encuentra Instagram, que
permite a los usuarios compartir contenido y seguirse mutuamente. Junto con las oportunidades que ofrece esta
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plataforma, el concepto de emprendimiento digital ha cobrado cada vez mas importancia. Los emprendedores
digitales buscan aumentar su numero de seguidores creando contenido que capte la atencion del publico.

A medida que se ha expandido el emprendimiento digital, ha aumentado de forma constante el nimero
de madres influyentes, conocidas comunmente como momfluencers, que comparten diversos aspectos de su
vida cotidiana. En consecuencia, este estudio clasifica las publicaciones de Instagram compartidas por las
momfluencers para identificar los elementos clave del emprendimiento digital. En concreto, aborda las
siguientes preguntas de investigacion: (1) ;Qué categorias de contenido comparten las «momfluencers» con
mayor nimero de seguidores? (2) ;Qué temas subyacen a estas categorias? (3) (Coémo se puede explicar la
relacion entre estas publicaciones y el emprendimiento digital?

El auge de las plataformas digitales ha brindado a las madres la oportunidad de compartir sus
experiencias personales al tiempo que generan ingresos. Esta evolucion refleja una transicion de la creacion de
contenido al emprendimiento, integrando la marca personal con las actividades comerciales (Ntalla, 2025, p.
3). Ser una «momfluencer» implica desempefiar simultdneamente dos roles: el de influencer y el de madre. El
éxito de las «momfluencers» depende en gran medida de la participacion de su publico y del niumero de
seguidores que tengan en las redes sociales. Por lo tanto, es esencial llevar a cabo investigaciones que examinen
los comportamientos, las preferencias y las motivaciones asociadas al contenido que producen. Para ampliar la
participacion de su publico, las «momfluencers» no deberian centrarse inicamente en la promocion de marcas,
sino que también deberian mantener la autenticidad al tiempo que producen contenido significativo y atractivo
para su publico. De este modo, la comunidad digital de madres puede volverse mas sostenible, e Instagram
puede funcionar eficazmente tanto como plataforma de interaccion social como fuente potencial de ingresos
(Ratnasari et al., 2024, p. 36).

Este estudio se llevd a cabo en el marco de la investigacion cualitativa mediante el analisis de
contenido, con el apoyo de técnicas de analisis categérico y tematico. La investigacion cualitativa busca
comprender e interpretar los fendmenos desde las perspectivas de los participantes.

Se examinaron cuentas de Instagram de madres influyentes con al menos 500 000 seguidores. Durante
el proceso de recopilacion de datos, se analizaron por separado las fotografias y los videos, y se clasificaron en
categorias predefinidas. Posteriormente, se empleo el analisis tematico para aclarar aun mas estas categorias.
Una vez identificadas las categorias y los temas, dos miembros del cuerpo docente con experiencia en el campo
revisaron y validaron la estructura tematica.

El analisis de las cuentas de Instagram seleccionadas identifico cuatro categorias principales de
contenido: publicaciones sociales, publicaciones personales, publicaciones de promocioén de productos y
colaboraciones con marcas, y publicaciones sobre la madre, el nifio y la familia. La categoria de publicaciones
sociales incluia fotografias y videos en los que aparecian amigos o grupos sociales mas amplios, contenido que
expresaba afecto por los animales, mensajes de concienciacion social y publicaciones que hacian hincapié en
valores sociales. La categoria de publicaciones personales consistia en fotografias en las que solo aparecia la
propia madre. La categoria de promocion de productos y colaboraciones con marcas incluia publicaciones que
anunciaban productos o servicios. Por ultimo, la categoria «madre, hijo y familia» comprendia fotografias y
videos en los que aparecia la madre junto a su hijo o hijos, su conyuge o familiares de primer grado. En esta
fase, se calcularon las distribuciones de frecuencia y porcentuales de cada categoria para todas las
«momfluencersy» participantes.

El analisis tematico revel6 cuatro temas generales: amistad, maternidad, cosmética y emprendimiento
digital. El tema de la amistad constaba de los subtemas de entretenimiento, apoyo y compartir. El tema de la
maternidad incluia la educacion, el afecto y los retos. El tema de los cosméticos abarcaba la peluqueria, el
maquillaje y los perfumes, mientras que el tema del emprendimiento digital englobaba la autenticidad, la
coherencia y la perseverancia.

Un anélisis de las frecuencias de las categorias demostr6 que la categoria «madre-hijo-familiay era el
tipo de contenido compartido con mayor frecuencia entre casi todas las «momfluencersy», ocupando el primer
o el segundo puesto. A esta le seguian las publicaciones personales, que en su mayoria mostraban unicamente
a la propia influencer. Ademas del contenido orientado a la familia y de caracter personal, las «momfluencers»
también compartieron publicaciones sociales, relacionadas principalmente con las amistades, las celebraciones
nacionales, la solidaridad y la colaboracion. Estos resultados indican que las «momfluencers» tienden a preferir
fotografias y videos individuales en lugar de publicaciones en las que aparecen varios sujetos. La categoria de
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promocién de productos y colaboracion con marcas fue la que present6 la menor frecuencia entre todas las
«momfluencersy.

Este estudio emple6 un andlisis de contenido categdrico y tematico dentro de un marco de
investigacion cualitativa para examinar las publicaciones de Instagram compartidas por nueve «momfluencers»
durante un periodo de seis meses. Futuras investigaciones podrian emplear enfoques cualitativos alternativos,
métodos cuantitativos o disefios de investigacion de métodos mixtos para ampliar estos hallazgos. Ademas,
durante el proceso de recopilacion de datos, también se observaron «influencers» masculinos que compartian
contenido relacionado con los embarazos de sus parejas y la vida familiar cotidiana. Estos influencers parecian
producir contenidos innovadores, atractivos, llamativos y humoristicos que abordaban temas que interesaban
al publico. Esta observacion pone de relieve la necesidad de consolidar atin més el concepto de «dadfluencer»
en la literatura académica. En consecuencia, los estudios futuros podrian centrarse en los padres influencers y
también investigar las estrategias de desarrollo de las «momfluencers» con un niimero relativamente menor de
seguidores.

Palabras clave: Instagram, influencer, «momfluencer», emprendimiento digital, publicacion.
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CrpykrypupoBanHoe Pesome

Llenp DaHHOTO HWCCIICNOBaHWS — BBIABHTh OCHOBHBIC TEMBI, 3aTPOHYTHIC B MOCTHI B Instagram,
OITyOJIMKOBaHHBIE MaMaMH-HHQIIIOeHCepaMi (momfluencers) — MaTepsAMHI-IIU(PPOBEIMU
NpeIIpPHHAMATENSIMU, UMEIOIIMMH OOJIBLIYIO ayIUTOPHIO, A TAKKEe MPEJOCTABHTH MOJIC3HYI0 HH(POPMALHUIO
MarepsiM, CTPEMSIIMMCS MTOBBICUTH BOBJICYEHHOCTh CBOCH ayJUTOPHU WIIM HKEJIAIOIIUM CTaTh HU(POBBIMU
NpeANpUHIMATEISIMU.

CeromHs colUalbHBIE CETH CTAlIM HEOTHEMJIEMOHW YacThIO IOBCEIHEBHON JKM3HM OOJBIIMHCTBA
moneit. OnHOM M3 HamOosee MOIMYJISIPHBIX COLMANBHBIX ceTeill sBisieTcs Instagram, KOTOpBIM MO3BOJSET
MOJIB30BATENAM ITyOJMKOBAaTh KOHTEHT W TOAINUCHIBAThCS APYr Ha Apyra. Hapsmy ¢ BO3MOMKHOCTSMH,
MpeIocTaBIsIeMbIMU 3TOH IIaT(OPMOii, Bce OOJBIIYIO aKTyadbHOCTh NMpHOOpETaeT KOHIENHs udpoBoro
npeAnpuHUMaTenseTBa. LludpoBeie mpeanprHUMATEIH CTPEMSTCS YBEIWYHUTh KOJIMYECTBO IOJIMHCYUKOB,
co3/1aBasi KOHTEHT, IPUBJICKAIONINH BHUIMaHNE OOIIECTBEHHOCTH.

Ilo w™epe pa3BuTHS LUPPOBOTO INPEANPHUHAMATENHCTBA HEYKIOHHO pacTeT 4YHCIO MaM-
MH(}IFOEHCEPOB, KOTOPHIX OOBIYHO Ha3bIBAIOT momfluencers, KOTOPBIE NEIATCS PA3ITMYHBIMA aCTIEKTAMHU CBOCH
MOBCETHEBHON >KM3HHU. COOTBETCTBEHHO, B JAHHOM HCCIIEJOBAaHWU IMPOBOAUTCS KJIACCH(UKALMS MOCTOB B
Instagram, myOauKyeMbIX MaMaMHU-HHQIIIOEHCEPAMH, C LEIIbIO BBISBIICHUS KIIFOUEBBIX 3JIEMEHTOB LIU(PPOBOTO
IpeANpPUHUMATENbCTBA. B 4acTHOCTH, B HEM pacCcMaTpUBAIOTCS CIEIYIOIINE HCCIEI0BATENBCKHE BOMPOCHL:
(1) Kakue xateropuu KOHTEHTa MyOJIMKYIOT «MaMa-HHQIIOEHCEPBI» ¢ OOJIBIIMM KOJINYECTBOM HOAITUCYHKOB?
(2) Kaxue TeMsI nexxaT B ocHOBe ATHUX Kateropuii? (3) Kak MokHO OOBSICHUTE CBA3b MEXy STUMHU ITOCTaMH U
U(GPOBBIM NPENTPUHUMATETHCTBOM?

PazButne nudpoBbix miaTGopm MpeaocTaBuio MaTepsiM BO3MOKHOCTD JIETUTHCS IMYHBIM OMBITOM U
OJHOBPEMEHHO NOIy4YaTb JAOXOA. OTO SBICHHE OTpaXkaeT Iepexox OT CO3[JaHds KOHTEHTa K
NpeANPUHUMATENBCTBY, 00bEANHSIONIEMY JIMUHBII OPEHANHT ¢ KOMMepUecKoii nestensHocThio (Ntalla, 2025,
c. 3). beiTb MaMoli-uH(IIOEHCEPOM 03HAYaET OJJHOBPEMEHHO BBITIOJIHATE JIBE POJIH: HH(IIIOEHCEPa U MaTEPH.
Ycenex MaM-HH(IIOEHCEPOB BO MHOTOM 3aBHCHUT OT BOBJIEYEHHOCTH ayAMTOPHU U KOJIMYECTBA ITOJITMCYNKOB
B colManbHbIX ceTsX. IloaToMy KkpailiHE Ba)XHO MPOBOJUTH MCCIEJOBAHUS, IMOCBAILIEHHBIE MOBEACHUIO,
NPEANOYTEHUSAM ¥ MOTHBALMSAM, CBS3aHHBIM C CO3/IaBa€MBbIM HMMH KOHTEHTOM. YTOOBI MOBBICHTH
BOBJICYEHHOCTh ayAWTOPHH, MaMaM-HH(IIOCHCEpaM HE CIIEAYeT COCPEIOTAYMBATHCS WCKIIOYUTENFHO Ha
MPOABMXCHUN OpEHNIOB; HANPOTHB, MM HEOOXOAMMO COXPAaHITh ayTeHTHYHOCTh, CO3[aBas IPH 3TOM
3HAYMMBIA W YBJIEKATEIbHBII KOHTEHT IS CBOCH aymuTopuu. Takum oOpazoM, mudpoBoe cOOOIIECTBO MaM
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MOJKET CTaTh OoJiee yCTOMYMBEIM, a Instagram cMmoxkeT 3¢ GeKTHBHO (HYHKIMOHUPOBATH KakK IuIatdopMa it
COIMATILHOTO B3aUMOJICHCTBHUS M KaK MOTCHIIMAIBHBIN HCTOYHHK Toxoaa (Ratnasari et al., 2024, c. 36).

HaHHOQ HUCCICIOBAaHUC OBLIO TIPOBEACHO B paMKaX Ka4€CTBEHHOI'O UCCIEA0OBAaHU C HCIIOJIB30BAHUEM
KOHTCHT-aHaJIM3a, IOAKPCIJICHHOTO METOJAaMMU KaT€ropuaJlbHOIO0 MW TEMATHUYCCKOIO aHau3a. I_IGJILIO
Ka4€CTBEHHOT'O NCCICA0OBAHUS ABJIACTCS MIOHUMAHNUE U UHTEPIIPETANA SIBIICHUH C TOYKH 3pE€HUA YIACTHHUKOB.

Brum m3ydeHBl akkayHTBI MaM-HHQIoeHcepoB B Instagram, mmerommux He Menee 500 000
noAnucynkoB. B xonme cOopa naHHBIX QoTorpaduu M BHACOPOIMKH aHAJTM3HPOBAINCH OTAEIBHO H
KJI1acCU(UIMPOBAIUCEH 10 3apaHee OINPEAEIEHHBIM KaTeropusM. 3aTeM JUisl JajbHEHIIero YTOUHEHUS 3THUX
KaTeropuii ObUT MPUMEHEH TeMaTHYecKnil aHanus3. [locie onpeaeneHus KaTeropuii ¥ TeM JiBa penoaaBaTeds,
o0Jaiaronye SKCIEPTHHIMY 3HAHUSIMU B JITAHHOM 00J1aCTH, TPOBEIH IPOBEPKY U IMOJITBEPANIIN TPABUILHOCTD
TEMaTUYECKOH CTPYKTYPHI.

Ananu3 BBIOpaHHBIX aKKayHTOB B Instagram IO3BOJMII BBIIENUTH YETHIPE OCHOBHBIE KaTErOpUH
KOHTEHTA: COLIMAJbHbIE IIOCTHI, JHMYHBIE IIOCTBI, IIOCTHI, IOCBSIIEHHBIE MPOABIKEHUIO TOBAPOB H
COTPYIHHYECTBY C OpEeHZaMH, a TarKKe IIOCTHI, IMOCBSIIEHHBIE OTHOMICHHAM «MaThb—PEOEHOK—CEMBS.
Kareropust «connanpHble TOCTE» BKIOYaa GpoTorpaduu 1 BUACO C yJacTHEM Ipy3el Wiu Oosee KPyMHBIX
COLMANBHBIX TPYHII, KOHTEHT, BBIpaKAlONIMH JIOO0Bb K >XMBOTHBIM, COOOIICHHWS, HAIlPaBICHHbIC Ha
MOBBIIIEHHE COLMAIbHON OCBEJOMIEHHOCTH, a TAK)KE MOCTHI, MOJYEPKUBAIOIINE COLMAIBHBIE LIEHHOCTH.
Kareropus «mdHBIE TIOCTBI» cocTosIa n3 GoTorpaduii, Ha KOTOPHIX ObLIa 3alevaTIieHa TOJIBKO caMa Marth.
Kateropusi «mpojBmxeHHe TOBApOB U COTPYIHHYECTBO ¢ OpeHJamMm» BKJIIOYaja IOCThI, PEKJIaMUPYIOLIHe
TOBapbl WM yciayru. Hakonen, kareropus «Mmarb—peOEHOK—CEMbs» BKIroyana (ortorpaduu W BHAEO, HA
KOTOPBIX MaTh 3alleyaTiieHa BMECTE CO CBOMM PeOEHKOM MU JETEMH, CYIIPyTOM HJIH POJICTBEHHUKAaMU IIEpBOH
CTeneHu poacTBa. Ha 3ToM aTamne ObUIM paccUMTaHbl YACTOTHBIC M MPOLEHTHBIE PACIIPEIEICHUS N0 KaX 10U
KaTeroOpuH JUIsl BCEX yYacTBOBABIIUX B UCCJIEIOBAHUHM MaM-HH(IIIOCHCEPOB.

TemaTnueckuid aHAIW3 BBISBHII YCThIPE OCHOBHBIC TEMBI: z(pyx(6a, MaTCpUHCTBO, KOCMCTHUKA H
I_[I/I(I)pOBOG OpeANPpUHUMATEIIBLCTBO. Tema ,Z[py)[(6bl COCTOsAJIa U3 MOATEM: Ppa3BJICUCHUA, IMOAACPIKKA U oOMeH
ombIToM. Tema «MATCPHUHCTBO» BKJIOYaJIa 06paaoBaHHe, m000Bb U TPYAHOCTH. Tema «KxOoCMeTHKAa»
OXBaTbIBaJla yXOA 3a  BOJIOCAMH, MAaKus K H Hapq)IOMepI/IIO, TOorJa Kak TEMa ((].II/I(I)pOBO@
NpeANPUHUMATCIBCTBO» BKIIOYAJIa ayTCHTUYHOCTD, IOCJICJOBATCIIbBHOCTD U HACTONYIMBOCTb.

AHamM3 YacTOTHl KATETOPHHA IIOKa3aj, 4YTO KaTeropus «MaThb—peOEHOK—CeMbs»» OBLIa CaMbIM
pacnpocTpaHEHHBIM THIIOM KOHTEHTA ITOYTH y BCEX MaM-HH(IIOEHCEPOB, 3aHNMast T100 TepBoe, T100 BTOpoe
MecTto. 3a HeH CIeJoBalM JIMYHBIE IOCTHl, B KOTOPHIX B OCHOBHOM ()UTypHpOBaJla TOJBKO cama
unparoeHcepia. [ToMuMO ceMeHOro M JIMYHOTO KOHTEHTa «Mama-MH(IIOCHCEPhI» TakKe ITyOIMKOBaIH
MOCTHl Ha COIMAJbHbIE TEMbI, B OCHOBHOM CBSI3aHHBIE C JAPYXOOH, HAIMOHAJIBHBIMU Ipa3JIHUKAMH,
COJIMAAPHOCTBIO M COTPYAHHYECTBOM. OTH PE3yJIbTaThl YKa3bIBAIOT HA TO, YTO «MaMa-HHQIIOEHCEPhD»
CKJIOHHBI OTAABaTh NPEANOYTEHHE OTCIbHBIM (hoTOrpadgusIM U BUACOPOIHKAM, a HE TIOCTaM C HECKOJIBKHMHU
nepcoHaxaMu. Kateropus «mpoBikeHIe MPOIyKTOB U COTPYIHHIECTBO C OpeHIaMI MPOJEMOHCTPHPOBaIa
CaMylo HI3KYIO YacTOTY CPEIU BCEX «MaMa-HH(QIIFOCHCEPOBY.

B maHHOM HcCiieZIOBaHUH B paMKaX KauyeCTBEHHOTO ITOAX0Ja OBUT MCITOJIF30BaH KATETOPUAIBHBIN U
TEMAaTHICCKU KOHTCHT-aHAJHN3 U1 M3YYCHHUS MOCTOB B Instagram, OomyONMKOBaHHBIX AEBATHIO «MaMaMH-
HH]IIOSHCEpaMI» B TCUCHHE IECTH MECAIEeB. B OyIynux MCCIIeIOBaHUSX U PACIIUPEHUS 3TUX BBIBOJIOB
MOTYT OBITh HCIIOJIb30BAHBI ANBTEPHATHBHBIE KAYECTBEHHBIE MOJXOJbI, KOJIMYECTBEHHBIE METOJBI WIU
CMEIIIaHHbIe HCCIeloBaTeNlbckue Au3aiiHpl. Kpome Toro, B mporecce coopa JaHHBIX OBLIM TAK)KE OTMEYEHBI
MY>KUYUHBI-UHQITIOEHCEPHI, KOTOPhIE MyOJNKOBaJIN KOHTEHT, CBS3aHHBIN ¢ OEPEMEHHOCTHIO CBOMX CYNpYT U
TTOBCETHEBHON CEMEHHON JKWU3HBIO. OTH WHQIIOCHCEPHI, IMO-BUIUMOMY, CO3/1aBajld WHHOBAIIMOHHBIM,
YBJIEKATEJIbHBIN, TIPUBJICKAIOIINM BHUMAaHUE U IOMOPUCTHUYECKUN KOHTEHT, 3aTPAaruBaroluil TEMbl, KOTOpPbIE
ayIUTOPHS XOTena Obl BHJIETh M CIBINIATE. DTO HAOJIOIEHNE MTOTIEPKUBACT HEOOXOAUMOCTh JTajbHEHIIEro
3aKpCIUICHUS KOHICIIINH «Man-uHQICHcepa» B Hay4yHO# mmrepatype. COOTBETCTBEHHO, OymayIiue
HCCIICIOBAaHHS MOTYT COCPEIOTOYHTRCS Ha OTIax-MH(IIOSCHCepax, a TAKIKE U3YYUTh CTPATETHH Pa3BUTHS MaM-
UH(ITIOCHCEPOB C OTHOCUTEIHHO HEOOIBIION 0a301 MOAMUCYHKOB.

KaroueBbie cJjoBa: Instagram, uH}IIOCHCED, Mama-HHQITFOCHCeD, nudpoBoe
MpeanpUHUMATEILCTBO, OCT.
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Yapilandirilmis Ozet

Bu calisma ile, yiiksek takipgi sayisina sahip dijital girisimci anne influencerlarin kategorize edilmis
gonderilerinin altinda yatan temalarin belirlenmesi, etkilesim alanlarimi genisletmek isteyen veya dijital
girisimci olmak isteyen annelere fikirler sunmay1 amaglamaktadir.

Giiniimiizde sosyal medya ¢ogu insan igin vazge¢ilmez bir alan haline gelmistir. En yogun kullanilan
sosyal medya platformlarindan biri de Instagram'dir. Instagram aracilifiyla bireyler igerik paylasabilir ve
birbirlerini takip edebilirler. Bu platformun sagladigi 6zgiirliikle birlikte, dijital girisimcilik kavrami da
hayatimiza girmistir. Dijital girigsimciler, kamuoyunun dikkatini ¢eken igerikler iireterek takip¢i sayilarimi
artirmaya g¢alisirlar.

Dijital girisimcilik faaliyetlerinde 6ne ¢ikmak i¢in, giinliik yasamlarini ¢esitli sekillerde paylagan anne
influencerlarin (momfluencer olarak da bilinir) sayisi siirekli artmaktadir. Bu nedenle, bu g¢alisma,
momfluencerlar tarafindan paylasilan Instagram gonderilerini kategorize ederek dijital girigsimciligin
unsurlarimi ortaya ¢ikarmayr amaglamaktadir. Bu baglamda, ¢aligma su sorulara cevap aramaktadir: Yiiksek
takipeili momfluencerlar hangi kategorilerde gdnderi paylastyor, bu kategorileri hangi temalar olusturuyor ve
gonderileri ile dijital girisimcilik arasindaki iligki nasil tanimlanabilir?

Dijital platformlarin yiikselisi, annelere kisisel deneyimlerini paylasabilecekleri ve gelir elde
edebilecekleri alanlar saglamistir. Bu durum, icerik paylasimindan girisimcilige gegisi ve bireysel markalagma
ile ticari girisimlerin biitiinlestirildigi bir siireci isaret etmektedir (Ntalla, 2025, s. 3). "Anne influencer" olmak,
ayni anda iki rolii tistlenmek anlamina gelir: biri influencer, digeri ise annelik. Anne influencerlarin basarisi
biiyiik 6lciide etkilesim diizeyine ve sosyal medya takipg¢i sayisina baglidir. Bu nedenle, anne influencerlar
tarafindan iiretilen iceriklerle ilgili davranislari, tercihleri ve motivasyonlari anlamaya yonelik aragtirmalar
gereklidir. Etkilesim alanlarini genigletmek i¢in, momfluencerlar yalnizca marka tanitimina odaklanmamals;
ayn1 zamanda O6zgiinliiklerini korurken takipgileri i¢in anlamli ve ilgi ¢ekici icerik iiretme konusunda da
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yetkinlik gdstermelidirler. Bu sekilde, dijital annelik toplulugu siirdiiriilebilir hale gelebilir ve Instagram
platformu hem sosyal etkilesim alani hem de potansiyel bir gelir kaynagi olarak en verimli sekilde kullanilabilir
(Ratnasari vd., 2024, s. 36).

Bu calisma, kategorik ve tematik analiz yontemleri kullanilarak igerik analizi yoluyla nitel aragtirma
kapsaminda gergeklestirilmigtir. Nitel arastirma, olgulari katilimcilarin bakis agilarindan anlamayi ve
yorumlamay1 amaglamaktadir.

Bu ¢alismada, en az 500.000 takipgisi olan anne influencerlarin Instagram hesaplar1 incelenmistir.
Veri toplama siirecinde, videolar ve fotograflar ayr1 ayr1 analiz edilmis ve belirli kategorilere ayrilmistir. Daha
sonra, bu kategorileri daha da netlestirmek i¢in tematik analiz yapilmistir. Kategoriler ve temalar belirlendikten
sonra, alandaki iki 6gretim iiyesinden temalarin dogrulugunu gézden gecirmeleri ve dogrulamalar: istenmistir.

Incelenen Instagram hesaplarinin analizine dayanarak dért kategori belirlenmistir: sosyal paylagimlar,
kisisel paylagimlar, iiriin tanitimi-is birligi paylasimlar1 ve anne-cocuk-aile paylagimlari. Sosyal paylasimlar
kategorisinde, arkadaslar1 veya biiyiik gruplar igeren fotograflar veya videolar, hayvan sevgisini yansitan
icerikler, sosyal mesajlar ve toplumsal degerlere odaklanma yer almigtir. Kisisel paylasimlar kategorisi,
annenin yalnizca kendisini paylastigi fotograflardan olusmaktadir. Uriin tanitimi-is birligi kategorisinde,
annenin reklamini yaptigi tirlinler veya hizmetler simniflandirilmigtir. Son olarak, anne-gocuk-aile kategorisi,
annenin ¢ocugu veya ¢ocuklari, esi veya birinci derece akrabalariyla birlikte yer aldigi fotograflar veya
videolart igermektedir. Bu agsamada, ¢alismaya dahil edilen tiim anneler i¢in kategorilere dayali frekans ve
ylizde degerleri sunulmustur. Kategorilerden tiiretilen temalar baglaminda, tiim anneler i¢in belirlenen ana
temalar arkadaslik, annelik, kozmetik ve dijital girisimciliktir. Bu temalara karsilik gelen alt temalar ise su
sekildedir: arkadaslik temasi igin eglence, destek ve paylasim; anne temasi igin egitim, sevgi ve zorluklar;
kozmetik temasi i¢in kuaforliik, makyaj ve parfiim ve dijital girisimcilik temasi i¢in dzgiinliik, stireklilik ve
gayrettir.

Kategorilerin frekans degerleri incelendiginde, neredeyse tiim anne influencerlarin en sik igerik
paylastig1 kategorinin anne-¢ocuk-aile kategorisi oldugu ve bu kategorinin birinci veya ikinci sirada yer aldigi
gozlemlenmistir. Bu kategoriyi takiben, neredeyse tim anne influencerlar yalnizca kendilerini igeren kisisel
gonderiler kategorisine yonelmektedir. Anne ve bireysel gonderilere ek olarak, anne influencer'lar sosyal
medya gonderileri de paylasmaktadir. Bu gonderiler ¢ogunlukla arkadaslar veya arkadas gruplari, ulusal
bayramlar veya dayanisma ve is birligi temalariyla ilgilidir. Bu bulgulara gore, anne influencer'lar ¢oklu igerikli
gonderilerden ziyade bireysel fotograf veya videolar: tercih etmektedir. Tiim momfluencerlar arasinda en
diisiik sikliga sahip kategori ise {iriin tanitimi-is birligi kategorisidir

Bu arastirma, son alt1 ayda dokuz anne influencer tarafindan paylasilan génderilere dayanarak, nitel
bir ¢erceve iginde kategorik ve tematik icerik analizi yontemleri kullanilarak gerceklestirilmistir. Gelecekteki
calismalar, farkli nitel analiz teknikleri, nicel yontemler veya karma ydntemli arastirma tasarimlari kullanilarak
yapilabilir. Ayrica, arastirma siirecinde, Instagram hesaplar1 arasinda gezinirken, eslerinin hamilelik siiregleri,
esleriyle giinliik yasamlan ile ilgili icerikler paylasan erkek influencerlara da rastlanmistir. Sozii edilen
influencerlarin, bireylerin gérmek veya duymak istedikleri konular1 ele alan yenilikei, dikkat ¢ekici ve esprili
icerikler iirettikleri goriilmiistiir. Bu durum literatiirde "dadfluencer, baba influencer" kavraminin yer almasinin
gerekliligini vurgulamaktadir. Bu baglamda, gelecekteki arastirmalar baba influencerlari odak noktasina
koyabilir. Ayrica, gelecekteki caligmalar daha az takipgisi olan momfluencerlarin gelisim ¢abalarini
inceleyebilir.

Anahtar Kelimeler: Instagram, Influencer, Momfluencer, Dijital Girisimcilik, Paylagim.
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Evaluation Of Momfluencers, As Actors Of Social Media, Through Content Analysis
Within The Axis Of Digital Entrepreneurship

Introduction

The importance of social media accounts in our daily lives stands before us as an undeniable
reality. Social media is defined in various ways within the literature. However, there is a general
consensus regarding the concept’s definition as “web-based platforms that enable users to create
profiles and make their relationships with other users visible” (Wolf et al., 2018, p. 3). Social media
often possesses the capacity to eliminate social status barriers that may hinder communication.
Through these platforms, individuals are able to interact with one another without the necessity of
physical encounters. In this context, spatial distance and prolonged separation are no longer limiting
factors in communication; even friends who have not been in contact for years can reconnect via
social media. Owing to its ease of use, access to and utilization of social media has become feasible
for nearly everyone. Social media has significantly transformed prevailing understandings of
communication as well as its theoretical frameworks (Watie, 2011, p. 69; Ozsenler, 2019, p. 587-
616; Giinevi Uslu ve Kazaz, 2022, p. 1007-1021). Individuals either create content, follow content,
or engage in both activities simultaneously. These activities, in turn, generate a rapid flow of social
media interaction. One of the prominent social media platforms is Instagram, which hosts accounts
for billions of users. Instagram is an application equipped with functions such as capturing photos
and videos, enhancing images, and sharing content, thereby enabling individuals to build social
networks based on their posts. Individuals who possess the ability to influence others through their
content on Instagram are referred to as “influencers.” Influencing has already attained the status of a
distinct profession. At their core, influencers represent contemporary opinion leaders, and, like all
opinion leaders, they exert a significant impact on others’ decision-making processes. Influencers
may generate effects that differ from those of traditional celebrities—who are typically recognized
for their activities outside social networks (e.g., television, music, or sports) —as they emerge within
social media environments and build their reputations through the actions they perform on these
platforms. Consequently, influencers are able to establish closer relationships with their followers,
which in turn facilitates the development of trust-based interactions. Followers tend to perceive
influencers’ activities as useful; influencers inspire them and assist in the discovery of new brands
and products (Belanche, 2020, p. 38-39).

Alongside offering flexibility through the opportunity to work from home, the number of
female influencers—and particularly mother influencers—has increased markedly. Individuals who
assume the dual roles of motherhood and influencing are referred to as “mother influencers,” or, as
termed in the literature, “momfluencers.” Momfluencers engage their followers by sharing content
related to fashion, cosmetics, mother—child relationships, family life, and various social issues.
Brands also periodically participate in these posts, forming collaborative partnerships. As
momfluencers enhance their popularity by reaching thousands or even millions of followers, they
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demonstrate their social capital through the number of individuals who like and subscribe to their
social media content. In this context, momfluencers who possess greater knowledge of content
creation and the logic of social media tend to attract more followers, which, in turn, translates into
higher potential economic gains for entrepreneurial actors pursuing an upward career trajectory
(Banton & Brady, 2024, p. 9). Within this framework, examining the categories of content shared by
momfluencers with a high level of influence on the Instagram platform, as well as their efforts to
present such content in an engaging manner, can contribute to a deeper understanding and
interpretation of social media dynamics. Accordingly, this study reveals the entrepreneurial practices
of momfluencers—both as women entrepreneurs and, more specifically, as maternal entrepreneurs—
within the scope of digital entrepreneurship. In doing so, it provides a contribution aimed at
advancing practices in the domains of women’s entrepreneurship, maternal entrepreneurship, and
digital entrepreneurship, while also addressing a gap in the existing literature.

Social Media and Its Actors

Social media is defined in various ways within the literature. It is commonly described as
web-based platforms that enable users to create profiles and make their relationships with other users
visible. Another definition conceptualizes social media as a set of web-based applications that
provide functions such as content sharing, relationship building, group formation, communication,
and profile management. Nevertheless, there is a general consensus that Web 2.0 technologies have
played a decisive role in the development and widespread adoption of social media. Platforms such
as Facebook, Instagram, Twitter, and LinkedIn expand opportunities for interaction by offering
individuals continuous and pervasive network connectivity (Wolf et al., 2018, p. 3).

In contemporary contexts, social media has become a central component of the information
ecosystem and has attracted considerable attention in both practice and research due to the
unprecedented level of access it provides among platforms and applications, as well as among users,
consumers, voters, businesses, governmental institutions, and non-governmental organizations.
Profit-oriented enterprises utilize social media not only as a rich source of information but also as a
business intelligence platform for conducting product design and innovation, managing consumer
and stakeholder relationships, and executing marketing processes. In this regard, social media is
considered a fundamental component of next-generation business intelligence systems. From the
perspective of political actors, political parties, and government institutions, social media serves as
an effective tool and information base for gauging public opinion on public policies and political
positions, as well as for mobilizing societal support in favor of candidates for public office. Public
health authorities regard social media as a valuable resource for obtaining early warning signals
regarding disease outbreaks and for gathering feedback on public health policies and intervention
strategies. For internal security and intelligence analysts, social media offers significant opportunities
to examine the behaviors of terrorist groups, their recruitment and public relations strategies, and the
social and cultural contexts underlying these activities. Social scientists and business researchers
employ social media as an unbiased sensor network and as a laboratory for natural experiments,
enabling them to obtain valuable indicators for testing hypotheses concerning the economic, political,
and societal consequences of social production and interaction. From an individual perspective,
social media has become a unique source of information for coping with information and cognitive
overload, finding answers to specific questions, and discovering new opportunities for socio-
economic interaction. Furthermore, social media functions as a platform that allows users to share
their expertise and opinions, participate in diverse and dynamic dialogues, and expand their social
networks (Zeng et al., 2010, p. 14).

Social media possesses the capacity to eliminate social status barriers that often hinder
communication. Through these platforms, individuals are able to interact with one another without
the need for physical encounters. In this context, spatial distance and prolonged separation are no
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longer limiting factors in communication; even friends who have not been in contact for years can
reconnect via social media. Owing to its ease of use, access to and utilization of social media has
become feasible for nearly everyone. Social media has significantly transformed prevailing
understandings of communication as well as its theoretical frameworks (Watie, 2011, p. 69).

With the widespread adoption of social media, the concept of the “influencer” has entered
everyday life. Influencers can be conceptualized as “individuals who have acquired a substantial and
engaged following on one or more social media platforms and possess the ability to shape the
attitudes, opinions, and behaviors of their target audiences through their online content.” These
opinion leaders exert influence over others’ choices and behaviors through their personal impact.
Commonly referred to as “micro-celebrities,” influencers have evolved from the early bloggers of
the late 1990s and have developed into individuals who utilize platforms such as Instagram,
Facebook, and YouTube to expand their reach and diversify their content (Han & Balabanis, 2024,
p. 397).

Becoming an influencer through the use of social media entails not only a particular lifestyle
but also a distinct social status. Today, an increasing number of individuals regard influencing as a
profession; while some earn their livelihood from their social media competencies, others pursue it
as a supplementary occupation or a passion-driven endeavor. To become an influencer, an individual
must first possess a genuine passion and be able to share this passion in an engaging manner through
social media platforms. An influencer’s passion should be reflected through their lifestyle,
achievements, and skill set. Most influencers approach their work with a high degree of seriousness,
engage in continuous practice to attain professionalism, and devote substantial time to creating
content that effectively engages their audiences (Szczurski, 2017, p. 7).

The general characteristics of influencers can be summarized as follows (Selvakkumar, 2012,
p. 112) ., p.
¢ Influencers are highly dynamic individuals capable of performing diverse tasks with ease.

e They possess extensive knowledge and expertise in social media optimization and marketing
techniques.

e They produce both personal and promotional social media content for their followers.

e They remain consistently up to date with emerging concepts related to their areas of
expertise.

e They maintain broad social media networks and reach their target audiences beyond
traditional boundaries.

e They have permeated virtually all sectors of the business world and employ innovative
methods to attract attention.

Instagram is widely recognized as one of the first social media platforms to offer users the
opportunity to engage in social interactions akin to real-life friendships. This interaction—occurring
between a follower and an influencer in a digital environment—takes the form of a virtual or
constructed yet trust-based relationship, which has contributed to Instagram becoming one of the
most popular platforms in the influencer marketing literature (Kilipiri et al., 2023, p. 2). Moreover,
Instagram provides a more democratized approach to content creation compared to traditional media
outlets, allowing for greater diversity in representations of beauty. Such platforms offer a significant
space for mothers to explore themselves and showcase their creativity on social media; at the same
time, they serve as an ideal medium for the fashion industry. Some of these mothers are identified as
“momfluencers” or “mother influencers.” These individuals utilize their experiences of motherhood
to develop their social media profiles and, in some cases, to achieve commercial objectives (Entwistle
& Wissinger, 2021, p. 7).
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Digital Entrepreneurial Mother Influencer (Momfluencer)

The rise of digital platforms has provided mothers with spaces where they can share their
personal experiences and generate income. This development signifies a transition from being mere
content sharers to becoming entrepreneurs, bringing about a process in which personal branding and
commercial ventures are increasingly integrated (Ntalla, 2025, p. 3; Kogyigit ve Celik, 2021, p. 1127-
1145). Consequently, the concept of the digital entrepreneurial mother influencer—namely, the
“momfluencer” —has begun to gain prominence in the literature.

Momfluencers represent the monetized form of a broader social trend in which parents share
the details of their private lives on social media. By presenting curated narratives of their personal
lives, momfluencers effectively commercialize their maternal roles, offering these portrayals to
‘ordinary’ parents. They often create the impression that what they present reflects everyday
reality—or that such a reality is attainable for everyone. In a digitally mediated environment shaped
by algorithms, the images produced by momfluencers reach parents and, even when these idealized
depictions are questioned or criticized, they nonetheless permeate parental perceptions of life with
children. Initially emerging through personal blogs shared online, mother influencing has evolved
into a multi-billion-dollar industry, as momfluencers monetize media attention through
advertisements and sponsored content based on the moments they share with their children. Although
ethical concerns have been raised regarding children’s legal rights to privacy, the phenomenon of
momfluencing continues to grow steadily. As parents increasingly turn to the internet in search of
guidance, momfluencers play a critical role in redefining the domain of parenting advice (Mingarelli,
2025, p. 3-6).

As momfluencers expand their popularity by reaching thousands or even millions of
followers, they demonstrate their social capital through the number of users who like and subscribe
to their social media content. In this context, momfluencers who possess expertise in content creation
and an understanding of social media dynamics tend to attract more followers, which, in turn, enables
them— as entrepreneurs pursuing upward career trajectories— to achieve greater economic gains
(Banton & Brady, 2024, p. 9). Within the context of representations on social media, the presence of
momfluencers inherently embodies a highly paradoxical character; nevertheless, it functions as a
bridge between structural and cultural elements, interpersonal relationships, and individual
preferences. Momfluencers frequently present an idealized version of motherhood that aligns with
the principles of intensive mothering. This situation may create pressure on other mothers to conform
to such high standards, even though they may lack the resources or the willingness to attain them. In
this respect, within the field of persuasive communication, momfluencers can foster a sense of
support and understanding among parents, while simultaneously giving rise to stress, perceived
parental inadequacy, and anxiety (Mertens et al., 2024, p. 2).

Moreover, although momfluencers provide valuable advice and support, their content is often
shaped and constructed by commercial interests. This may lead to the commodification of
motherhood by overshadowing the realities of parenting with polished and marketable
representations (Arybowo & Widhiasti, 2024, p. 373). In other words, momfluencers create a new
style by merging digital presence with domestic life. This style constitutes a narrative of motherhood
that feels “authentic,” yet is carefully curated and structured for social consumption. Although
momfluencers present seemingly spontaneous and natural scenes from everyday life, such content
is, in fact, a product of a controlled reality strategy referred to as “calibrated amateurism.” This
strategy enhances the attractiveness of content to followers. Ultimately, momfluencing can be
conceptualized as a form of digital entrepreneurship in which domestic lifestyle practices and product
promotions are seamlessly integrated into a single package, thereby facilitating the construction of
trust and intimacy with followers (Muhrami, 2025, p. 577).
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Being a “momfluencer” entails simultaneously fulfilling two distinct roles: that of an
influencer and that of a mother. The success of momfluencers is largely dependent on the level of
engagement and the number of followers they have on social media. For this reason, research
focusing on understanding the behaviors, preferences, and motivations associated with content
produced by momfluencers is required. In order to expand their sphere of influence, momfluencers
should not focus solely on brand promotion; rather, they must demonstrate competence in producing
meaningful and engaging content for their followers while maintaining their authenticity. In this way,
the digital mother community becomes more sustainable, and the Instagram platform can be utilized
most effectively both as a space for social interaction and as a potential source of income (Ratnasari
et al., 2024, p. 36).

Method

This section of the study presents the research purpose, methodology, population, sample,
limitations, findings, and conclusions/recommendations.

Research Purpose

The purpose of this study is to identify digital entrepreneurial components by categorizing
the Instagram posts of momfluencers. By conducting an in-depth examination of momfluencers’
accounts and developing content categories, the study aims to determine the thematic areas in which
they engage in digital entrepreneurial activities. In this context, the research seeks answers to the
following questions:

e What are the content categories of high-follower momfluencers?
e  What themes emerge within these content categories?

e How is the relationship between social media content and digital entrepreneurship
established?

Research Methodology

This study employs a qualitative research design, using content analysis through categorical
and thematic analysis techniques. Qualitative research aims to understand and interpret phenomena
from the participants’ perspectives. The researcher may adopt an interpretivist, critical, or
postmodern approach to the phenomenon under investigation. All qualitative studies involve the
search for meaning and insight, position the researcher as the primary instrument of data collection
and analysis, follow an inductive research strategy, and produce richly descriptive findings (Merriam,
2002, p. 6).

In this study, Instagram accounts of momfluencers with at least 500K followers were
examined. During the data collection process, videos and photographs were analyzed individually
and classified into specific categories. Subsequently, thematic analysis was conducted to further
clarify these categories. After the categories and themes were developed, two academic experts in
the field were consulted to verify the validity of the thematic structure. According to Braun and
Clarke (2012), thematic analysis is “a method for systematically identifying, organizing, and
providing insight into patterns of meaning (themes) across a dataset.” In qualitative research,
thematic analysis begins after data collection. As noted by Fereday and Muir-Cochrane (2006), this
approach can be applied either as an inductive, data-driven process or as a deductive process based
on a pre-established coding framework (Squires, 2023, p. 463—464). In this study, a data-driven
inductive approach was adopted.

Sample of the Study

The sample was constructed initially through the identification of news articles on
momfluencers (hurriyet.com.tr). Starting from one selected momfluencer identified in the news,
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further participants were reached through their networks, following a snowball sampling method.
Snowball sampling is one of the most commonly used techniques in qualitative research and is based
on networking and referral processes. Researchers typically begin with a small number of initial
contacts (seeds) who meet the study criteria and are invited to participate. These participants are then
asked to refer others who meet the criteria and may be willing to participate, continuing the chain of
referrals (Parker et al., 2019, p. 3).

The primary criterion for sample selection was follower count. As shown in Table 1, a
minimum threshold of 500K followers was used. In this context, between 01.06.2025 and
06.12.2025, the Instagram accounts of the momfluencers listed in Table 1 were analyzed. The dataset
included only posts that remained pinned or fixed on their profiles.

Findings

The Instagram accounts of nine selected momfluencers were analyzed, and several findings
were obtained. Table 1 presents the names of the momfluencers included in the study. In addition,
the table includes each momfluencer’s total number of posts, follower count, following count, and
Instagram join date. Instead of using real names, pseudonyms such as M1, M2, and M3 were assigned
to each momfluencer.

Table 1: General Instagram Data of Momfluencers

Momfluencer (Code) Total Number Number of Number of Instagram Join
of Posts Followers Following Date

Ml 1361 33M 575 December 2012
M2 2143 3.7M 999 February 2012
M3 1923 1.3M 465 February 2014
M4 1077 951 K 570 May 2012
M5 3530 850 K 1032 April 2012
M6 145 1M 751 August 2013
M7 566 1.4 M 550 November 2013
M8 661 539K 386 January 2018
M9 536 1.2M 594 March 2018

Based on the data in Table 1, the momfluencer with the highest number of followers is M2,
with 3.7 million followers. The lowest follower count belongs to M8. Regarding Instagram
registration dates, the earliest entry was made by M2 in February 2012. The most recent account
creation belongs to M9, who joined in March 2018. In terms of post numbers, M5 is the momfluencer
with the highest number of posts, whereas M6 has the lowest number of posts with 145. Additionally,
MS follows the highest number of accounts (1032), while M8 follows the fewest accounts (386).

In line with the analysis of the Instagram accounts of momfluencers, four categories were
developed. These categories are: social posts, personal posts, product promotion—collaboration-based
posts, and mother—child—family posts. The “social posts” category includes videos or photographs
featuring friends or group settings, animal-related content, posts containing social messages, and
content focusing on social values. The “personal posts” category consists of photographs in which
the momfluencer appears alone. The “product promotion—collaboration” category includes posts
related to the promotion of products or services through advertising or brand partnerships. Finally,
the “mother—child—family” category includes photographs or videos featuring the momfluencer with
her children, spouse, or first-degree relatives.

At this stage, frequency and percentage distributions of all momfluencers included in the
study are presented based on these categories.
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Table 2: Content Categories of M1’s Posts
Momfluencer Category Frequency Percentage %

Social Posts 12 %16,4
Personal Posts 47 %64.3

Ml Product 2 %2,7
Promotion/Collaboration
Mother-Child-Family Posts 12 %16,4

When M1’s posts are evaluated, it is observed that the highest proportion belongs to personal
posts with 64.3%. Mother—child—family posts and social posts follow, each accounting for 16.4%.
The product promotion/collaboration category ranks last with a rate of 2.7%.

Within her personal posts, narratives of strong women are prominent. Her social posts,

largely influenced by her residence in the United States, predominantly focus on the American
education system, the U.S. legal framework, and issues related to crime and criminality in the United
States. It is also observed that her product promotion and collaboration activities are mainly
concentrated in the fields of fashion and cosmetics. In addition, she shares entertaining photos and

videos featuring her children.

Table 3: Content Categories of M2’s Posts

Momfluencer Category Frequency Percentage %
Social Posts 27 %15,8
M2 Personal Posts 4 %2,3
Product Promotion/Collaboration 28 %16,4
Mother-Child-Family Posts 111 %65,2

In M2’s content distribution, the mother—child—family category ranks first with 65.2%,
followed by product promotion/collaboration posts at 16.4%, social posts at 15.8%, and personal

posts at 2.3%.

Her social posts are primarily centered on acts of mutual support, spending time with

relatives, and sharing entertaining and original videos. Her personal posts consist mainly of self-
portraits. The product promotion and collaboration activities are largely focused on organizations,
photography services, hairdressing, toys, and clothing brands.

Table 4: Content Categories of M3’s Posts

Momfluencer Category Frequency Percentage %
Social Posts 7 %17,9
Personal Posts 7 %179
M3 Product Promotion/Collaboration 6 %15,3
Mother-Child-Family Posts 19 %48,7

M3’s content distribution shows that nearly half of her posts (48.7%) fall under the mother—
child—family category. Within this category, attention-grabbing and comedy-oriented videos
featuring her child and spouse are predominant. Social posts and personal posts are equally
distributed, each accounting for 17.9% of the total. Her social posts mainly consist of humorous
videos created with friends, while her personal posts include individually produced comedic videos.
Finally, the product promotion/collaboration category represents 15.3% of her content and is
primarily associated with education, cleaning products, perfumes, and food-related promotions.
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Momfluencer Category Frequency Percentage %
Social Posts 5 %19,2
M4 Personal Posts 12 %46,1
Product Promotion/Collaboration 2 %7,6
Mother-Child-Family Posts 7 %26,9

In M4’s content distribution, the personal post category represents the highest share with
46.1%. Within this category, the influencer predominantly shares individual comedic videos. This is
followed by the mother—child—family category at 26.9%, where posts featuring her spouse and child
are particularly prominent. Social posts account for 19.2%, consisting of videos created with friends
as well as content related to Atatiirk. Finally, the product promotion/collaboration category
constitutes 7.6% of the content and is mainly associated with photography-related professional
collaborations.

Table 6: Content Categories of M5’s Posts

Momfluencer Category Frequency Percentage %
Social Posts 12 %33,3
Personal Posts 9 %25
M5 Product Promotion/Collaboration 8 %22,2
Mother-Child-Family Posts 7 %19,4

M5 most frequently posts within the social content category, accounting for 33.3% of her
total posts. Her social content includes support for foundations, animal-related content, and food
videos. This is followed by personal posts at 25%, consisting mainly of individual photographs.
Product promotion/collaboration posts represent 22.2% of her content and are primarily associated
with cleaning products, cosmetics, and online shopping platform advertisements. Finally, the
mother—child—family category accounts for 19.4%, largely comprising videos featuring her daughter.

Table 7: Content Categories of M6’s Posts

Momfluencer Category Frequency Percentage %
Social Posts 4 %12,1
Personal Posts 16 %48,4
M6 Product Promotion/Collaboration 4 %12,1
Mother-Child-Family Posts 9 %217,7

M6 predominantly shares content in the personal post category, which accounts for 48.4%
of her total posts. These posts mainly consist of individual photographs. The mother—child—family
category represents 27.7% of her content and includes videos featuring her children. Both the product
promotion/collaboration and social post categories each account for 12.1% of her content. The
product promotion/collaboration posts are primarily related to tableware, clothing, cosmetics, and
online shopping platforms.

Table 8: Content Categories of M7’s Post

Momfluencer Category Frequency Percentage %
Social Posts 9 %6
Personal Posts 22 %14,6
M7 Product Promotion/Collaboration 4 %2,6
Mother-Child-Family Posts 115 %76,6
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When M7’s posts are analyzed by category, it is observed that the mother—child—family
category constitutes the highest proportion at 76.6%. Within this category, she shares intimate and
humorous videos featuring both her nuclear and extended family. Personal posts account for 14.6%
and mainly consist of individual photographs. Social posts represent 6% of her content and include
videos expressing respect for Atatirk as well as animal-related content. Finally, product
promotion/collaboration posts account for 2.6%, primarily involving online shopping platforms,
photography services, and cosmetic products.

Table 9: Content Categories of M8’s Post

Momfluencer Category Frequency Percentage %
Social Posts 5 %10,4
M8 Personal Posts 10 %20,8
Product Promotion/Collaboration 2 %4,1
Mother-Child-Family Posts 31 %64,5

M8’s most frequently used content category is the mother—child—family category, accounting
for 64.5% of her total posts. Within this category, she shares photographs and videos featuring her
spouse and son. Personal posts constitute 20.8% of her content and primarily include individual
photographs. This is followed by social posts at 10.4%, which consist of videos created with friends.
Finally, the product promotion/collaboration category represents 4.1% of her content and is mainly
focused on cosmetic and clothing-related promotional videos.

Table 10: Content Categories of M9’s Post

Momfluencer Category Frequency Percentage %
Social Posts 12 %37,5
M9 Personal Posts 12 %37,5
Product Promotion/Collaboration 1 %3,1
Mother-Child-Family Posts 7 %21,8

In M9’s content distribution, social posts and personal posts jointly rank first, each
accounting for 37.5% of the total. Her social content includes posts created with friends as well as
content related to a visit to Anitkabir. Personal posts mainly consist of individual photographs. The
mother—child—family category accounts for 21.8% of her content and includes posts related to her
child’s birthday and graduation. Finally, the product promotion/collaboration category represents
3.1% of her posts and is primarily associated with jewelry advertising.
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Table 11: Themes Derived from Categories
Momfluencer Adi Soyadi The Themes Used Sub-themes

M1 Friendship, motherhood, cosmetics,
digital entrepreneurship, beauty, | Friendship: entertainment,
social responsibility, and music. support, sharing

M2 Friendship, motherhood, cosmetics,
digital  entrepreneurship, social
responsibility

M3 Friendship, motherhood, cosmetics, | Motherhood: education, love,
digital entreprencurship challenges

M4 Friendship, motherhood, cosmetics,
digital entrepreneurship

M5 Friendship, motherhood, cosmetics,
digital  entrepreneurship, social | Cosmetics: hairdressing,
responsibility, food makeup, perfume

M6 Friendship, motherhood, cosmetics,
digital entrepreneurship

M7 Friendship, motherhood, cosmetics,
digital  entrepreneurship, social o )
responsibility, animal love Dl‘gl'tal t.entreprer.leursh1p:

M8 Friendship, motherhood, cosmetics, originality, consistency, effort
digital entrepreneurship

M9 Friendship, motherhood, cosmetics,
digital entrepreneurship

The themes identified for all momfluencers, within the context of the categories obtained,
are friendship, motherhood, cosmetics, and entrepreneurship. The sub-themes corresponding to these
themes were constructed as follows: for the theme of friendship, entertainment, support, and sharing;
for the theme of motherhood, education, love, and challenge; for the theme of cosmetics,
hairdressing, makeup, and perfume; and for the theme of digital entrepreneurship, originality,
consistency, and effort.

After the themes and sub-themes were established, the opinions of two academics
specializing in entrepreneurship and social media studies in the literature were sought. As a result, a
consensus was reached regarding the themes and sub-themes, thereby ensuring the reliability of the
research.

Conclusion And Recommendations

Among social media applications where interpersonal interaction is highly intensive,
Instagram occupies a significant position. Individuals share posts related to their daily lives or special
occasions on their Instagram accounts, publish ephemeral stories, add music of their choice to these
posts, tag locations, and mention individuals involved in or relevant to the content. These functional
features draw users into Instagram interaction. The follower—following structure constitutes another
key component of the system. Users can follow others at any time without requiring approval—
unless the account is private—in which case they may begin following upon approval. Likewise,
they may allow others to follow them. To ensure users feel secure, the platform also provides a
blocking feature that eliminates unwanted access. As a tool for creating a more connected world
through photographs, Instagram not only connects people but also offers three specific benefits:
improving the “mediocre” appearance of mobile phone photos through filters, facilitating the instant
sharing of photos across multiple platforms, and increasing the speed and ease of uploading photos
(Laestadius, 2016: 575). With the increased use of these features and the emergence of a micro
“upload culture” within Instagram, the concept of the influencer has entered the social media
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literature. From this point onward, nothing remains as simple, effortless, or unembellished as before.
Users increasingly construct and curate their content around superlatives. Although its rationality
may be ambiguous, individuals at times build their identities around being the funniest, smartest,
most beautiful, slimmest, or most successful, and at other times the most helpful, social, artistic, or
affectionate, often perceiving follower and like counts as indicators of success.

Undoubtedly, social media tools are highly beneficial structures for both social and
entrepreneurial purposes. When used accurately, effectively, rapidly, and with a clear objective, they
serve as strong intermediaries in helping users achieve their goals. Particularly during the pandemic
period, restrictions on individuals and social distancing measures accelerated the widespread use of
digital technologies, leading the concept of “digital entrepreneurship” to become dominant and
triggering rapid and transformative changes in entrepreneurial structures (Sitaridis & Kitsios, 2023:
278). One of the most important application areas of digital entrepreneurship is Instagram. Through
their accounts, businesses can simultaneously reach millions of users and obtain feedback, thereby
creating opportunities for development. However, digital entrepreneurship is no longer limited to
institutions; individuals with access to digital platforms who can attract attention by producing
diverse content have also come to be defined as “digital entrepreneur influencers.” Influencers aim
to increase their number of followers and likes by producing various forms of content, which often
include product promotions and collaborations.

Influencing has evolved into a profession that has also attracted the attention of mothers,
leading to the emergence of “mother influencers,” or momfluencers, on Instagram. These influencers
typically engage with their followers on topics such as child development, cooking, home
organization, DIY (do-it-yourself) practices, cleaning, makeup tips, and travel guidance. The
increase in both the quality and quantity of these interactions is correlated with the ability of their
content to attract attention. Momfluencers produce innovative and distinctive content on topics likely
to capture public interest, share this content publicly rather than exclusively with followers, and
assume significant risk regarding potential positive or negative reactions. This positioning allows
them to be characterized as digital entrepreneurs. According to data reported by the Turkish
Statistical Institute (TUIK, 2025), as of the end of 2025, the rate of female entrepreneurship in Turkey
is 18.2%, compared to 81.8% for males. In this gendered context, momfluencers may contribute to
increasing the relatively low rate of female entrepreneurship, both individually and through social
networks, by supporting one another’s entrepreneurial activities.

The focus of this study is these digital entrepreneur momfluencers. Within the qualitative
research framework, posts shared by momfluencers with at least 500K followers between 01.06.2025
and 06.12.2025 were examined, and data were obtained through categorical and thematic content
analysis. When evaluated from a holistic perspective, four categories were identified: social posts,
personal posts, product promotion—collaboration, and mother—child—family. Social posts include
content involving societal issues or interactions with friends; personal posts consist of individual
photos or videos; product promotion—collaboration includes advertisements; and the mother—child—
family category comprises content featuring spouses, children, or close relatives. Analysis of
frequency values indicates that nearly all momfluencers most frequently shared content within the
mother—child—family category, ranking it first or second. This was followed by personal posts,
consisting solely of content featuring themselves. This finding may suggest that while they value
motherhood, they do not wish to lose their individual female identities. The social posts category
follows, indicating that momfluencers also include content involving friends, national holidays, or
acts of solidarity. These findings suggest a preference for individual content over multi-person posts,
possibly due to concerns about losing control or dominance over their media presence.

The least frequent category across all momfluencers is product promotion—collaboration.
This may be because such content is often shared as ephemeral stories rather than permanent posts.
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The themes derived from these categories are friendship, cosmetics, motherhood, and digital
entrepreneurship. All momfluencers include content featuring friends or friend groups. Additionally,
the prominence of hairdressing, makeup, and perfume in promotional content led to the identification
of the cosmetics theme. The presence of humorous or entertaining mother—child interactions resulted
in the motherhood theme. Finally, the highly curated, labor-intensive, professional, and attention-
grabbing nature of the content—often addressing the challenges of motherhood in a humorous
manner, providing emotional relief for other mothers, and involving the risk of public backlash—
aligns closely with the core elements of entrepreneurship. This demonstrates that momfluencers who
successfully influence audiences via Instagram constitute examples of digital entrepreneurship. By
identifying the themes underlying the categorized posts of high-follower momfluencers, this study
aims to provide insights for mothers seeking to become digital entrepreneurs and expand their
engagement areas.

This study was conducted using qualitative methods, specifically categorical and thematic
content analysis, based on posts shared over a six-month period by nine momfluencers. Future
research may employ different qualitative analysis techniques, quantitative methods, or mixed-
method approaches. Subsequent studies could include a larger number of momfluencers, extend the
time frame, or adopt a more comprehensive perspective by considering accounts from their inception.
Additionally, during the research process, male influencers who share content related to their
partners’ pregnancies, daily life, and their children—from birth to birthdays—were also observed.
Similar to momfluencers, these individuals produce innovative, engaging, and often humorous
content addressing topics that audiences find relevant, giving rise to the concept of “dadfluencers,”
which may also warrant inclusion in the literature. Accordingly, future research could focus on
dadfluencers. This study included only highly popular momfluencers with over 500K followers;
future studies may examine the developmental efforts of those with fewer followers or compare the
content strategies of low- and high-follower momfluencers.
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Giris

Giinliik hayatimiz igerisinde sosyal medya hesaplarinin 6nemi tartisilamaz bir gergeklikle
karsimizda durmaktadir. Sosyal medya, literatiirde cesitli bi¢imlerde tanimlanmaktadir. Ancak
kavramin tanimina iligkin genel uzlasi, “kullanicilarin profil olusturmasina ve diger kullanicilarla
olan iligkilerini goriiniir kilmasima imkan taniyan web tabanli platformlar” seklindedir (Wolf vd,
2018, s. 3). Sosyal medya, siklikla iletisimin Oniinde engel teskil eden sosyal statiiyli ortadan
kaldirabilme kapasitesine sahiptir. Bu platformlar araciligiyla, bireyler fiziksel olarak kargilagmadan
birbirleriyle etkilesim kurabilmektedir. Bu baglamda, mekan ve uzun siireli ayrilik artik iletigimi
sinirlayan unsurlar olmaktan ¢ikmaktadir; yillardir goériismemis arkadaslar dahi sosyal medya
araciligryla yeniden baglanti kurabilmektedir. Kullanim kolaylig1 sayesinde sosyal medyaya erisim
ve ondan yararlanma neredeyse herkes i¢in miimkiin hale gelmistir. Sosyal medya, mevcut iletisim
anlayisini ve teorik cerceveleri onemli dl¢iide doniistiirmiistiir (Watie, 2011, s. 69; Ozsenler, 2019,
s. 587-616; Giinevi Uslu ve Kazaz, 2022, s. 1007-1021). Insanlar ya paylasim yapmakta ya
paylagimlari takip etmekte veyahut da hem paylasim yapmakta hem de paylasim takip etmektedir.
Bu faaliyetler de hizli bir sosyal medya trafigi olusturmaktadir.

Sosyal medya aracilarindan bir tanesi milyarlarca insanin hesabimin bulundugu
Instagram’dir. Instagram, insanlarin paylasimlarina dayali sosyal aglar kurmasina yardimci olan
fotograf ve video ¢ekme, fotograf iyilestirme ve paylasma islevlerine sahip bir uygulamadir.
Instagram’da paylagimlari ile bireyleri etkileyebilme giiciine sahip kisilere ise “influencer” adi
verilmektedir. “Influencerlik” bir meslek dali olma unvamm goktan kazanmustir. Influencerlar
Oziinde, giiniimiiziin kanaat onderleridir ve tiim kanaat onderleri gibi bagkalarmin karar verme
stirecleri iizerinde 6nemli derecede etkileri bulunmaktadir. Influencerlar, sosyal aglarda dogmalari
ve bu platformlarda gergeklestirdikleri eylemler araciligiyla takipgileri arasinda iinlerini olusturmus
olmalar1 dolayisiyla, cogu zaman sosyal aglarin disindaki faaliyetlerinden (6rnegin TV, miizik, spor)
taninan tinliilerden farkl etkiler yaratabilmektedirler. Sonug olarak influencerlar, takipgileriyle daha
yakin baglar gelistirebilmekte bu durum ise giiven temelli iliskilerin kurulmasini saglayabilmektedir.
Takipgileri influencerlarin eylemlerini faydal olarak gérmekte, influencerlar onlara ilham vermekte
ve yeni marka/iirinleri kesfetmelerine yardimci olmaktadir (Belanche, 2020, s. 38-39).

Kadinlara evden ¢alisma imkani ile esneklik sunmasiyla beraber, kadin influencerlarin hatta
anne influencerlarin sayis1 gozle goriiliir bir bicimde artis gdstermektedir. Hem anneligi hem de
influencerligi sirtlanan kisiye “anne influencer” ya da literatiirdeki ismiyle “momfluencer”
denilmektedir. Momfluencerlar, moda, kozmetik, anne-¢ocuk iliskisi, aile ortami, sosyal bir takim
konular hakkinda paylagimlar yaparak takipgilerini etki alanlarina almaktadirlar. Markalar da zaman
zaman bu paylasimlar icerisine dahil olarak is birligi igerisinde olmaktadirlar. Momfluencerlar
binlerce hatta milyonlarca takip¢iyle popiilerliklerini artirdik¢a, sosyal sermayelerini, sosyal medya
iceriklerini begenen ve abone olanlarin sayisiyla gostermektedirler. Bu durumda, igerik olusturma ve
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sosyal medya mantig1 konusunda bilgili momfluencerlar daha fazla takip¢i kazanmakta ve bu da
potansiyel olarak yiikselen bir kariyer hedefi giiden girisimciler i¢in daha fazla ekonomik kazang
saglamalar1 anlamina gelmektedir (Banton ve Brady, 2024, s. 9). Bu baglamda Instagram
platformunda etki alani oldukga yiiksek olan momfluencerlarin paylasimlarinin hangi kategorilerde
oldugunu ve bu paylasimlart begeniye sunabilmeleri adina ¢abalar1 hakkinda bilgi edinmek, sosyal
medyay1 anlama ve anlamlandirmada fayda saglayabilecektir. Dolayisiyla ¢aligma literatiirde
momfluencerlarin bir kadin girisimci dahasi anne girisimei olarak girisimcilik pratiklerini dijital
girisimcilik anlaminda ortaya koymaktadir. Bu ortaya koyma ile hem kadin girisimcilik hem anne
girisimcilik hem de dijital girisimcilik odagindaki pratikleri gelistirmeye yonelik bir katki sunmakta
ve bu yonde literatiirdeki boslugu doldurmaktadir.

Sosyal Medya ve Aktorleri

Sosyal medya, literatiirde g¢esitli bigimlerde tanimlanmaktadir. Sosyal medya kullanicilarin
profil olusturmasina ve diger kullanicilarla olan iligkilerini goriiniir kilmasina imkéan taniyan web
tabanli platformlar olarak ifade edilmektedir. Bagka bir tanim sosyal medyay1 paylasim, iliski kurma,
grup olusumu, iletisim ve profil yonetimi gibi islevler sunan web tabanli uygulamalar biitiinii olarak
ele almaktadir. Bununla birlikte, genel uzlasi, sosyal medyanin gelisimi ve yayginlasmasinda Web
2.0 teknolojilerinin belirleyici bir role sahip oldugu yoniindedir. Facebook, Instagram Twitter ve
LinkedIn gibi sosyal medya platformlari, bireylere siirekli ve yaygin bir ag baglantis1 sunarak
etkilesim olanaklarini genisletmektedir (Wolf vd, 2018, s. 3). Sosyal medya, giinlimiizde bilgi
ekosisteminin merkezi bir bileseni haline gelmis olup, platformlar ve uygulamalarin, kullanicilar,
tiikketiciler, segcmenler, igletmeler, devlet kurumlar1 ve sivil toplum kuruluslari arasinda benzeri
goriilmemis bir erisime sahip olmasi nedeniyle hem uygulama hem de arastirma alanlarinda yogun
ilgi géormektedir. Kar amaci giiden isletmeler, sosyal medyay1 yalnizca zengin bir bilgi kaynagi
olarak degil, ayn1 zamanda iiriin tasarimi ve inovasyonu, tiiketici ve paydas iligkileri yonetimi ile
pazarlama siireglerini yliriitmek icin bir is zekasi platformu olarak kullanmaktadir. Bu baglamda
sosyal medya, ileri nesil ig zekasi sistemlerinin temel bileseni olarak degerlendirilmektedir. Siyasi
aktorler, siyasi partiler ve devlet kurumlar1 agisindan sosyal medya, kamu politikalar1 ve siyasi
pozisyonlar hakkinda halkin goriislerini 6lgmek ve kamu gorevleri i¢in aday olan bireyler lehine
toplumsal destek saglamak amaciyla etkili bir ara¢ ve bilgi tabam1 sunmaktadir. Halk sagligi
yetkilileri, sosyal medyay1 hastalik salginlariyla ilgili erken uyar1 sinyalleri almak ve halk saglig
politikalari ile miidahale stratejileri hakkinda geri bildirim saglamak icin degerli bir kaynak olarak
degerlendirmektedirler. ¢ giivenlik ve istihbarat analistleri igin ise sosyal medya, terdrist gruplarin
davraniglarini, ise alim ve halkla iligkiler stratejilerini ve bunlarin dayandigi sosyal ve kiiltiirel
baglamlar1 incelemek acisindan Onemli firsatlar sunmaktadir. Sosyal bilimciler ile isletme
arastirmacilari, sosyal medyayi tarafsiz bir sensor ag1 ve dogal deneyler i¢in bir laboratuvar olarak
kullanmakta; sosyal iiretim ve etkilesimlerin ekonomik, politik ve toplumsal sonuglarina dair
hipotezleri test etmek icin degerli gostergeler elde edebilmektedirler. Bireyler acisindan sosyal
medya, bilgi ve biligsel asir1 yiiklenme ile basa ¢ikmak, belirli sorulara yanit bulmak ve sosyo-
ekonomik etkilesimler i¢in yeni firsatlar kesfetmek amaciyla essiz bir bilgi kaynagi haline gelmistir.
Ayrica, sosyal medya, kullanicilarin uzmanlik ve goriislerini paylasarak ¢esitli dinamik diyaloglara
katilmalarim ve sosyal aglarini gelistirmelerini saglayan bir platform islevi géormektedir (Zeng vd,
2010, s. 14).

Sosyal medya, siklikla iletisimin Oniinde engel teskil eden sosyal statliyli ortadan kaldirabilme
yetenegine sahiptir. Bu platformlar araciligiyla, bireyler fiziksel olarak karsilagsmadan birbirleriyle
etkilesim kurabilmektedir. Bu baglamda, mekan ve uzun siireli ayrilik artik iletisimi smirlayan
unsurlar olmaktan ¢ikmaktadir; yillardir goriismemis arkadaslar dahi sosyal medya araciligiyla
yeniden baglant1 kurabilmektedir. Kullanim kolaylig1 sayesinde sosyal medyaya erisim ve ondan
yararlanma neredeyse herkes i¢in miimkiin hale gelmistir. Sosyal medya, mevcut iletisim anlayisin
ve teorik ¢erceveleri Onemli Ol¢iide dondstiirmiistir (Watie, 2011, s. 69). Sosyal medyanin
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yayginlagmasiyla giinliik hayatimiza “influencer” kavrami dahil olmustur. Influencerlar, "bir veya
daha fazla sosyal medya platformunda 6nemli ve etkilesimli bir takipgi kitlesi edinmis ve ¢evrimigi
icerikleri araciligryla hedef kitlelerinin tutumlarin, fikirlerini ve davranislarini sekillendirme giiciine
sahip kisiler" olarak kavramsallagtirilabilir. Bu kanaat onderleri, kisisel etkileriyle baskalarmin
secimleri ve davranislari lizerinde etkili olmaktadirlar. Genellikle "mikro tinliiler" olarak adlandirilan
influencerlar, 199071arm sonlarmdaki ilk blog yazarlarindan evrilerek gelisen, erisimlerini
genisletmek ve iceriklerini ¢esitlendirmek icin Instagram, Facebook ve YouTube gibi platformlari
arac olarak kullanan bireylerdir (Han ve Balabanis, 2024, s. 397).

Sosyal medyay1 kullanan bir influencer olmak, belirli bir yasam tarzini ve sosyal statiiyii de
beraberinde getirmektedir. Giliniimiizde giderek daha fazla kisi influencerligi bir meslek olarak
gormekte; bazilar1 sosyal medya becerilerinden ge¢imini saglarken, bazilari ise bunu ek bir is veya
tutkusal bir ugras olarak degerlendirmektedir. Influencer olabilmek i¢in 6ncelikle bireyin bir tutkuya
sahip olmasi ve bu tutkuyu sosyal medya platformlar1 araciligiyla eglenceli bir sekilde
paylasabilmesi gerekmektedir. Influencerin tutkusu, yagam tarzi, basarilar1 ve sahip oldugu beceriler
aracihigiyla yansitilmahdir. Cogu influencer, c¢aligsmalarini oldukca ciddiyetle ele almakta,
profesyonel olabilmek i¢in pratik yapmakta ve izleyicileriyle etkilesim saglayacak en iyi icerikleri
olusturmak icin saatler harcamaktadir (Szczurski, 2017, s. 7). Influencerlarin sahip oldugu genel
nitelikler su sekilde siralanabilir (Selvakkumar, 2012, s. 112);

v Influencerlar son derece dinamik bireylerdir ve ¢esitli gorevleri kolaylikla yerine

getirebilirler,

v Sosyal medya optimizasyonu ve pazarlama teknikleri konusunda yiiksek bilgi ve uzmanliga
sahiptirler,

v’ Takipgileri i¢in kisisel ve tanitim amagli sosyal medya igerikleri tiretirler,

v" Uzmanlik alanlariyla ilgili ortaya ¢ikan yeni kavramlar konusunda siirekli giincel kalirlar,

v" Genis bir sosyal medya agina sahiplerdir ve geleneksel sinirlar1 agarak hedef kitlelerine
ulagirlar,

v' s diinyasmin her alanina niifuz etmislerdir ve dikkat cekmek icin yenilik¢i yontemler
kullanirlar.

Instagram, diger kullanicilarla gercek hayattaki arkadaslar gibi sosyal etkilesim imkani sunan ilk
sosyal medya platformu olarak bilinmektedir. Bu etkilesim, yani bir takipgi ile bir influencer arasinda
dijital ortamda gerceklesen ve sanal’kurmaca ancak giivene dayali bir iliski bigiminde
gerceklesmekte, bu ise Instagram’in, influencer pazarlamasi literatiiriinde en popiiler platformlardan
biri haline gelmesini saglamaktadir (Kilipiri vd, 2023, s. 2). Ayrica, Instagram, geleneksel medya
kuruluslarima kiyasla igerik iiretimine daha demokratik bir yaklagim sunmakta ve giizellik
tasvirlerinde daha fazla cesitlilige izin vermektedir. Bu platformlar, anneler i¢in kendilerini
kesfetmek ve sosyal medyada yaraticiliklarini sergilemek acisindan énemli bir alan saglamaktadir;
aynt zamanda moda endiistrisi i¢in de bigilmis bir kaftandir. Bu annelerden bazilari,
“momfluencerlar” veya “anne influencerlar” olarak tanimlanmaktadirlar. Bu kisiler, annelik
deneyimlerini sosyal medya profillerini gelistirmek ve bazen ticari amaglara ulasmak dogrultusunda
kullanmaktadirlar (Entwistle ve Wissinger, 2021, s. 7).

Dijital Girisimci Anne Influencer (Momfluencer)

Dijital platformlarin yiikselisi, annelere kisisel deneyimlerini paylasabilecekleri ve gelir elde
edebilecekleri alanlar sunmugtur. Bu durum, paylasim yapandan, girisimciye dogru evrilen bir gecisi
isaret etmekte olup, bireysel markalagma ve ticari girisimlerin entegre oldugu bir siireci beraberinde
getirmektedir (Ntalla, 2025, s. 3; Kogyigit ve Celik, 2021, s. 1127-1145). Bu nedenle dijital girisimi
gergeklestiren anne influencer yani momfluencer kavrami literatiirde yer almaya baslamistir.
Momfluencerlar, genis bir toplumsal egilim ile 6zel hayatlarinin detaylarini sosyal medyada paylasan
ebeveynlerin paraya doniistiiriilmiis hélini temsil eder. Momfluencerlar, kendi 6zel hayatlarinin
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siislenmis anlatimlarim1  ‘siradan’  ebeveynlere satarak annelik rollerini ticarilestirirler.
Momfluencerlar sunduklarinin giinliik gergeklikleri oldugu ya da bunun herkesin gercekligi
olabilecegi izlenimini yaratirlar. Algoritmalar tarafindan yonlendirilen dijital bir diinyada,
momfluencerlarin goriintiileri ebeveynlere ulasir ve bu gosterisli betimlemeler onaylanmasa ya da
hatta kiiglimsense bile, ebeveynlerin ¢ocuklarla yasama dair algilarina sizar. Baglangicta ¢evrimigi
paylasilan kisisel bloglarla ortaya ¢ikan anne influencerligi, ¢ocuklariyla yasadiklari anlari sosyal
medyada paylasan anne-influencerlarin reklamlar ve sponsorlu igerikler araciligiyla medya ilgisini
paraya doniistiirmesiyle ¢cok milyar dolarlik bir sektdre doniismiistiir. Cocuklarin yasal mahremiyet
hakkina dair etik kaygilar dile getirilmis olsa da momfluencer olgusu istikrarli bigimde
ylikselmektedir. Ebeveynler rehberlik arayisinda giderek daha fazla internete yoneldikge,
momfluencerlar ebeveynlik tavsiyeleri alanin1 yeniden tanimlamada kritik bir rol oynamaktadir
(Mingarelli, 2025, s. 3-6). Momfluencerlar binlerce hatta milyonlarca takipgiyle popiilerliklerini
artirdikca, sosyal sermayelerini, sosyal medya igeriklerini begenen ve abone olanlarin sayisiyla
gostermektedir. Bu durumda, icerik olusturma ve sosyal medya mantigi konusunda bilgili
momfluencerlar daha fazla takip¢i kazanmakta ve bu da potansiyel olarak yiikselen bir kariyeri
hedefleyen girisimciler olarak onlara daha fazla ekonomik kazang saglamaktadir (Banton ve Brady,
2024,s.9).

Sosyal medyadaki temsiller baglaminda, momfluencerlarin varligi kaginilmaz bir bigimde
oldukea ¢eligkili bir nitelik tasimaktadir; ancak bu durum, yapisal ve kiiltiirel unsurlar ile kisilerarasi
iligkiler ve bireysel tercihler arasinda bir koprii islevi gormektedir. Momfluencerlar siklikla yogun
annelik (intensive mothering) ilkeleriyle uyumlu, idealize edilmis bir annelik versiyonu sunmaktadir.
Bu durum, diger anneler iizerinde bu yiiksek standartlara uyum saglama baskisi yaratabilir; {istelik
bu anneler, bu standartlara ulasacak kaynaklara veya istege sahip olmayabilirler. Bu baglamda, ikna
edici iletisim alaninda, momfluencerlar, ebeveynler arasinda destek ve anlayis duygusu
olusturabilmekte, ancak ayni zamanda stres, ebeveyn yetersizligi algisi ve kaygiya da yol
acabilmektedir (Mertens vd, 2024, s. 2). Dahasi, momfluencerlar degerli tavsiyeler ve destek saglasa
daicerikleri siklikla ticari ¢ikarlar tarafindan sekillendirilmis ve kurgulanmig durumdadir. Bu durum,
ebeveynligin gergeklerinin, cilali ve pazarlanabilir gorsellerle golgelenmesine yol agarak anneligin
metalasmasina neden olabilmektedir (Arybowo ve Widhiasti, 2024, s. 373). Basgka bir ifadeyle,
momfluencerlar, dijital varlik ile ev i¢i yasami birlestirerek yeni bir tarz yaratmaktadir. Bu tarz
“gercek” hissettiren fakat toplumsal tiiketim i¢in kurgulanmis ve diizenlenmis bir annelik anlatisidir.
Momfluencerlar spontane ve dogal goriinimli giinlilk yasam sahneleri sunsalar da bu igerikler
aslinda “kalibre edilmis amatorlik” olarak adlandirilan, kontrollii bir gergeklik stratejisinin
driintidiir. Bu strateji, igeriklerin takipgilere g¢ekici goriinmesini saglamaktadir. Sonug¢ olarak,
momfluencerlik, ev i¢i yasam tarzinin ve liriin tanitimlarinin dogal islenmesi ile tek bir pakette
birlestirilerek, takipgileriyle giiven ve yakinlik insa edildigi dijital girisimciliktir (Muhrami, 2025, s.
577).

“Momfluencer” olmak, ayni anda iki rolii listlenmek anlamina gelmektedir; bu rollerden biri
influencer olmak digeri ise anne olmaktir. Momfluencerlarin basarisi biiylik dlglide sosyal medya
takipgilerinin etkilesimi ve sayisina baglidir. Bu nedenle, momfluencer tarafindan iiretilen igeriklerle
ilgili davranislari, tercihleri ve motivasyonlarin1 anlamaya yonelik arastirmalar gereklidir.
Momfluencerlar etkilesim alanlarini genisletebilmek i¢in yalnizca marka tanitimina odaklanmamali,
ayni zamanda takipgileri i¢in anlamli ve ilgi ¢ekici igerikler iiretme konusunda yeterlilik gostermeli
ve Ozglinliiklerini korumalidir. Bu sekilde, dijital anne toplulugu siirdiiriilebilir hale gelir ve
Instagram platformu hem sosyal etkilesim alan1 hem de potansiyel bir gelir kaynagi olarak en verimli
sekilde kullanilabilir (Ratnasari vd, 2024, s. 36).
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Yontem

Caligmanin bu kisminda aragtirmanin amaci, yontemi, evreni, 6rneklemi, kisitlari, arastirma
sonunda elde edilen bulgular ve sonug/0Oneriler yer almaktadir.

Arastirmanin Amaci

Arastirmanin = amact momfluencerlarin  Instagram  {izerinden yapmis olduklart
paylagimlarinin  kategorize edilmesiyle, dijital girisimci unsurlarinin ortaya ¢ikarilmasidir.
Momfluencerlarin hesaplarinin derinlemesine incelenerek kategoriler olusturulmasi, bu kategorilere
iligkin temalarla hangi alanlarda dijital girisimcilik faaliyetleri gerceklestirdikleri sonucuna ulagmak
amaclanmaktadir. Bu baglamda arastirmada su sorulara cevap aranmaktadir;

v Yiiksek takipg¢iye sahip momfluencerlarin paylasim yaptiklari kategoriler nelerdir?
v Paylagimlarina iligkin kategorilere ait temalar nelerdir?
v Paylasimlar ile dijital girisimcilik iligkisi nasil gergeklesmektedir?

Arastirmanin Yontemi

Arastirma nitel yontem kapsaminda icerik analizinin, kategorik ve tematik analiz yontemi ile
gergeklestirilmistir.  Nitel arastirma, olgulari katilmcilarin  bakig agisindan anlamayi ve
anlamlandirmay1 amaglar. Arastirmaci, incelenen olguya yorumsamaci, elestirel ya da postmodern
bir yaklasimla yaklasabilir. Tiim nitel arastirmalar; anlam ve i¢cgorii arayisi, veri toplama ve analiz
stireclerinde arastirmacinin temel ara¢ konumunda olmasi, tlimevarima dayali bir arastirma stratejisi
izlenmesi ile zengin betimlemeler igeren sonuglar barindirmaktadir (Merriam, 2002, s. 6). Bu
arastirmada en az 500 B takipgisi olan momfluencerin Instagram hesaplari incelenmistir. Verilerin
elde edilmesi asamasinda, video ve fotograflar tek tek incelenerek belli kategorilere oturtulmustur.
Sonrasinda bu kategorilerin daha agik bir hale gelmesi icin tematik analiz gergeklestirilmistir.
Kategorilerin ve temalarin olusturulmasmin ardindan, alan kapsaminda, iki 0gretim {iyesinden
temalarin dogruluklarinin kontrol edilmesi istenmistir.

Braun ve Clarke’a (2012) gore tematik analiz, “bir veri seti boyunca anlam Oriintiilerini
(temalar1) sistematik olarak tanimlamak, diizenlemek ve bunlara dair iggoriiler sunmak igin
kullanilan bir yontemdir”. Nitel bir ¢alismada veriler toplandiktan sonra tematik analiz baglar.
Fereday ve Muir-Cochrane’n (2006) belirttigi gibi, yaklasim “veriye dayali tlimevarimsal bir
yaklasgim” ya da “Onceden belirlenmis bir kod sablonu ile yapilan tiimdengelimsel bir yaklagim”
olarak uygulanabilir (Squires, 2023, s. 463-464). Bu arastirmada veriye dayali tlimevarimsal
yaklagim esas alinmigtir.

Arastirmanin Orneklemi

Arastirmanin 6rneklemi olusturulurken, baslangi¢ asamasi olarak momfluencerlara iligkin
haberlere ulagilmistir (hurriyet.com.tr). Buradan segilen bir momfluencer ve ardindan takip ettigi
momfluencera ulasilarak diger bir ifadeyle kartopu drnekleme yontemi kullanilarak 9 momfluencera
ulagilmistir. Kartopu 6rnekleme, nitel arastirmada en yaygin 6rnekleme yontemlerinden biridir ve
temelinde ag kurma ile yonlendirme oOzellikleri yer alir. Arastirmacilar genellikle aragtirma
kriterlerine uyan ve arastirmaya katilmalari i¢in davet edilen az sayida baslangi¢ kontagi (tohum) ile
ise baglarlar. Arastirmaya katilmayi kabul eden bu kisilerden, arastirma kriterlerine uyan ve
potansiyel olarak katilmaya istekli olabilecek diger kisileri dnermeleri istenir; bu kisiler de daha
sonra bagka potansiyel katilimecilart dnerir ve siire¢ bu sekilde devam eder (Parker vd, 2019, s. 3).

Orneklemin belirlenmesinde esas alinan kisit takipgi sayisidir. Tablo 1°de goriildiigii gibi en az
takipgi sayisi olarak 500B temel alinmistir. Bu baglamda 01.06.2025 ve 06.12.2025 tarihleri arasinda
Tablo 1°de isimleri verilmis olan momfluencerlarin hesaplari incelenmistir. Arastirmanin
ornekleminde baska bir ifade ile veri setinin kapsaminda analize dahil edilen igerik tiirii olarak
momfluencerlarin sayfalarinda sabit kalan gonderiler lizerinden hareket edilmistir.
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Bulgular

Arastirmaya dahil edilmis dokuz momfluencerin Instagram hesaplar1 incelenerek bazi
bulgulara ulasilmistir. Tablo 1’de arastirma kapsamindaki momfluencerlarin isimlerine yer
verilmektedir. Ayrica tabloda her bir momfluencerin toplam gonderi sayisi, takipgi sayist, takip sayisi
ve Instagram’a katilim tarihleri bulunmaktadir. Momfluencerlarin gergek isimlerinin yerine M1, M2,
M3 gibi kod isimler kullanilmistir.

Tablo 1: Momfluencer Instagram Genel Verileri

Momfluencer Adi Soyadi Toplam Takipei Sayisi Takip Sayist Instagram’a
Gonderi Katilim Tarihi
Sayisi
M1 1361 3.3 M 575 Aralik 2012
M2 2143 3M 999 Subat 2012
M3 1923 1.3M 465 Subat 2014
M4 1077 951 B 570 Mayis 2012
M5 3530 850 B 1032 Nisan 2012
M6 145 1M 751 Agustos 2013
M7 566 14M 550 Kasim 2013
M8 661 539B 386 Ocak 2018
M9 536 1.2M 594 Mart 2018

Tablo 1°deki veriler 15181nda en yiiksek takipgi sayisina sahip olan momfluencer 3,7 milyon
takipei ile M2’dir. En az takipgi sayist ise M8’in hesabindadir. Instagram’a katilim tarihleri ele
alimdiginda ilk girisimin Subat 2012°de M2 tarafindan gergeklestigi goriilmektedir. Instagram’a
iiyeligini en son gerceklestiren ise Mart 2018’de M9 olmustur. Gonderi sayilarina gore, en ¢ok
gonderi yapan momfluencer M5 iken, en az gonderi sayis1 145 ile M6’ya aittir. Ayrica 1032 ile M5
en ¢ok hesap takip edenken, en az takip eden (386) M8 hesabidir.

Momfluencerlarin incelenen Instagram hesaplar1 dogrultusunda 4 kategori olusturulmustur.
Bu kategoriler sosyal paylasimlar, kisisel paylasimlar, iiriin tanitim-is birligi temelli paylagimlar ve
anne-¢ocuk-aile paylagimlaridir. Sosyal paylagimlar kategorisinde degerlendirmeye tabi tutulmus
video veya fotograflarin iceriginde arkadaslarla veya kalabalik bir grupla ¢ekilmis olan, hayvan
sevgisi barindiran, toplumsal mesaj iceren, toplumsal degerlere odaklananlar dikkate alinmistir.
Kisisel paylagimlar kategorisi momfluencerin yalnizca kendisini paylastigi fotograflardan
olusmaktadir. Uriin tanitim-is birligi kategorisinde momfluencerm reklamii yapmis oldugu iiriin
veya hizmetler kategorilestirilmistir. Son olarak, anne-cocuk-aile kategorisinde, momfluencerin
cocuk ya da cocuklariyla veya esiyle veyahut birinci derece akrabalariyla ¢ekmis oldugu
fotograf/videolar yer almaktadir. Bu asamada arastirmaya dahil edilmis olan tiim momfluencerlarin
kategoriler temelinde frekans ve buna iligkin yiizdelik degerleri verilmektedir.

Tablo 2: M1’in Paylasim icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal Paylasim 12 %16,4
Ml Kisisel Paylagim 47 %64,3
Uriin tamitim/is birligi 2 %2,7
Anne-¢ocuk-aile 12 %16,4

M1’in paylasimlarnt degerlendirildiginde, en yiiksek oranin %64,3 ile kisisel paylagimlara
yonelik oldugu goriilmektedir. Anne-¢ocuk-aile ve sosyal paylasimlari %16,4 ile ikinci sirada yer
almaktadir. Uriin tanmitim-is birligi kategorisi %2,7 oran ile en sonda yer almaktadir. Kisisel
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paylasimlarinda giiclii kadin anlatilar1 yogunlukta olmakla birlikte sosyal paylagimlar1 Amerika’da
yasamasindan dolay1 ¢ogunlukla Amerikan egitim sistemi, Amerikan hukuk diizeni, Amerika’daki
suc ve suclular hakkindadir. Uriin tamtim-is birligini moda ve kozmetik iizerinden yaptig1 ve ayrica
cocuklarina yonelik eglenceli video ve fotograf paylasimlar yaptigi goriilmektedir.

Tablo 3: M2’nin Paylasim Icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal Paylagim 27 %15,8
M2 Kisisel Paylasim 4 %2,3
Uriin taniti/is birligi 28 %16,4
Anne-gocuk-aile 111 %65,2

M2’nin paylasim oranlarinda %65,2 ile anne-cocuk-aile kategorisi birinci sirada bulunurken
takiben %16,4 ile iiriin tamitim/ig birligi, %15,8 ile sosyal paylasimlar ve %2,3 ile kisisel paylagim
kategorileri yer almaktadir. Sosyal paylasimlar1 yardimlagma ve akrabalarla vakit gegirme ve
eglenceli, 6zgiin videolar odakli iken kisisel paylasimlar kendi fotograflarindan olusmaktadir. Uriin
tanitim-ig birligi biiylik oranda organizasyon sirketi, fotograf sanatgisi, kuafor, oyuncak ve giyim
odaklidir.

Tablo 4: M3’iin Paylasim Igerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal Paylagim 7 %17,9
Kisisel Paylagim 7 %17,9
M3 Uriin tanitim/is birligi 6 %15,3
Anne-gocuk-aile 19 %48,7

M3 paylasimlarinin yaklasik olarak yarisini (%48,7) anne-¢ocuk-aile kategorisine yonelik
yapmistir. Bu kategoride cocugu ve esiyle dikkat ¢ekici ve komedi odakli videolar ¢cogunluktadir.
Sosyal ve kisisel paylasimlar1 %17,9 ile aymi oranlarda gerceklesmistir. Sosyal paylasimlar
arkadaslari ile olusturdugu komik videolardan, kisisel paylasimlari ferdi ¢ektigi komik videolardan
olusmaktadir. Son olarak %15,3 ile iiriin tanitim-is birligi kategorisi egitim, temizlik, parfiim ve gida
igeriklidir.

Tablo 5: M4’{in Paylasim Icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal Paylasim 5 %19,2
M4 Kigisel Paylagim 12 %46,1
Uriin tanitim/is birligi 2 %7,6
Anne-¢ocuk-aile 7 %26,9

M4’iin paylasimlarindan kisisel paylagim kategorisi %46,1 ile en yiiksek orandir. Bu
kategoride influencer ferdi komik videolar paylagmaktadir. Sonrasinda %?26,9 ile anne-g¢ocuk-aile
kategorisinin yer aldigi goriilmektedir. Bu kategoride esi ve cocuguyla paylagimlar1 dikkat
¢ekmektedir. Son olarak sosyal paylasim kategorisi %19,2 ile arkadaslariyla olusturulan ve Atatiirk
ile ilgili videolardan, {irlin tanitim- is birligi kategorisi ise %7,6 ile fotograf sanatgis1 odaklidir.

Tablo 6: M5’in Paylasim Icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal paylasim 12 %33,3
Kisisel Paylagim 9 %25
M5 Uriin tanttim/is birligi 8 %22,2
Anne-¢ocuk-aile 7 %19,4
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MS5 en ¢ok paylagimi sosyal paylasim kategorisinde (%33,3) yapmuistir. Sosyal paylasimlar
arasinda, vakif destegi, hayvan sevgisi ve yemek videolar: yer almaktadir. Sirasiyla, kisisel paylasim
%25, bu oran ferdi fotograflarindan, iirtin tanitim- is birligi %22,2, temizlik, kozmetik, aligveris sitesi
reklamlarindan ve anne-g¢ocuk-aile kategorisi %19,4, kiziyla ¢ektigi videolardan olusmaktadir.
Tablo 7: M6 nin Paylasim igerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal paylagim 4 %12,1
Kisisel Paylagim 16 %48,4
Mo Uriin tanttim/is birligi 4 %12,1
Anne-gocuk-aile 9 %27,7

M6, paylasimlarinin biiytik bir kismini kisisel paylasim kategorisinde (%48,4) yapmistir. Bu
paylasimlar1 ferdi fotograflarindan olusmaktadir. Uriin tamtim-is birligi ve sosyal paylasimlari
%12,1, anne-cocuk-aile kategorisi %27,7’dir. Uriin tanitim-is birligi, ziiccaciye, giyim, kozmetik ve
aligveris sitesi videolarindan olugmaktadir. Anne-¢ocuk aile kategorisinde cocuklar: ile ¢ektigi
videolar bulunmaktadir.

Tablo 8: M7’nin Paylasim Icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal paylasim 9 %6
Kisisel Paylasim 22 %14,6
M7 Uriin tanttim/is birligi 4 %2,6
Anne-gocuk-aile 115 %76,6

M7’nin paylasimlar1 kategorilerle degerlendirildiginde en yiiksek oranin %76,6 ile anne-
cocuk-aile kategorisine ait oldugu gozlemlenmektedir. Bu kategoride gerek cekirdek ailesiyle
gerekse genis ailesiyle samimi ve komik videolar paylasmaktadir. Kisisel paylasimlart %14,6 ile
ferdi fotograflarindan olusmakta iken, sosyal paylasimlart %6 ile Atatirk’e saygi ve hayvan
sevgisine yonelik videolardan, {irlin tamtim-is birligi paylasimlarn ise %2,6 ile aligveris sitesi,
fotograf sanatcisi ve kozmetik alanlari iizerine ger¢eklesmistir.

Tablo 9: M8’in Paylasim Icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal paylagim 5 %10,4
M8 _ Kisisel Paylagim 10 %20,8
Urlin tanitim/ig birligi 2 %4,1
Anne-gocuk-aile 31 %64,5

M8’in en cok paylasim yaptigi kategori (%64,5) anne-cocuk-aile kategorisidir. Bu
kategoride esi ve ogluyla fotograf ve videolar paylasmaktadir. Kisisel paylasim kategorisinde (20.8)
ferdi fotograflar1 yer almaktadir. Takiben, arkadaslariyla ¢ektigi videolarla %10,4 oran ile sosyal
paylasim, kozmetik ve giyim odakli reklam videolariyla %4.1oraninda tanitim-is birligi kategorisi
yer almaktadir.

Tablo 10: M9’un Paylasim Icerikleri

Momfluencer Kategori Frekans Yiizde %
Sosyal paylagim 12 %37,5
M9 Kisisel Paylagim 12 %37,5
Uriin tanitim/is birligi 1 %3,1
Anne-cocuk-aile 7 %21,8

M9’un paylasimlarinda %37,5 ile ilk sirada sosyal ve kisisel paylasgimlar1 yer almaktadir.
Sosyal paylagimlar1 arkadaslariyla birlikte olusturduklarindan ve Anitkabir ziyaretinden, kisisel
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paylasimlari ise ferdi fotograflarindan meydana gelmektedir. Anne-g¢ocuk-aile kategorisinde %21,8
oraninda ¢ocugunun dogum giinline ve mezuniyetine yonelik fotograflar yer almaktadir. Son olarak
iriin tanitim-is birligi kategorisinde (%3,1) taki reklami yer almaktadir.

Tablo 11: Kategorilerden Elde Edilen Temalar

Momfluencer Adi Soyadi Kullanilan Temalar Alt Temalar
M1 Arkadaglik, annelik, kozmetik,
dijital girisimcilik, giizellik, sosyal Arkadashk
sorumluluk, miizik Eglence
M2 Arkadaglik, annelik, kozmetik, Destek
dijital girisimcilik, sosyal Paylagim
sorumluluk
M3 Arkadaglik, annelik, kozmetik, Annelik
dijital girisimcilik Egitim
M4 Arkadashik, annelik, kozmetik, Sevgi
dijital girisimcilik Zorluk
M5 Arkadaglik, annelik, kozmetik,
dijital girisimcilik, sosyal Kozmetik
sorumluluk, yemek Kuafor
Mé6 Arkadaglik, annelik, kozmetik, Makyaj
dijital girisimcilik Parfiim
M7 Arkadaglik, annelik, kozmetik,
dijital girisimcilik, sosyal Dijital Girisimcilik
sorumluluk, hayvan sevgisi O"zgun'li'%k
M8 Arkadashik, annelik, kozmetik, Stireklilik
dijital girisimcilik Gayret
M9 Arkadaglik, annelik, kozmetik,
dijital girigimcilik

Kategorilerden elde edilen temalar baglaminda tiim momfluencerlar icin olusan temalar,
arkadaslik, annelik, kozmetik ve girigsimciliktir. Bu temalara karsilik gelen alt temalar ise, arkadaslik
temasinda, eglence, destek, paylasim, annelik temasinda egitim, sevgi ve zorluk, kozmetik
temasinda, kuafor, makyaj ve parfiim, dijital girisimcilik temasinda ise 6zgiinliik, stireklilik ve gayret
alt temalar1 olusturulmustur. Tema ve alt temalar olusturulduktan sonra, literatiirde girisimcilik ve
sosyal medya ¢aligmalari bulunun iki akademisyenden de fikirleri talep edilmis ve sonug olarak tema
ve alt temalar hakkinda fikir birligi olusarak, arastirmanin giivenirligi saglanmaistir.

Sonug ve Oneriler

Insanlar aras1 etkilesimin oldukca yogun yasandigi sosyal medya uygulamalar1 arasinda
Instagram 6nemli bir yerdedir. Bireyler Instagram hesaplarinda giinliik veya 6zel giinlerine dair
gonderiler, ugucu hikayeler paylagsmakta, bu paylasimlarina istedikleri bir miizigi ekleyebilmekte,
gonderilerinde konum gosterebilmekte ve paylasimlarina dahil olan ya da paylasimla ilgisi olan
kisileri etiketleyebilmektedir. Bu fonksiyonel dzellikler de bireyleri Instagram etkilesiminin igerisine
cekmektedir. Takip etme ve takipgi diizeni, sistemin 6nemli bir diger parcasidir. Bireyler takip etmek
istedikleri kisiyi, kars1 taraf onay1 gerekmedikge, her an takip edebilir, onaylanmasi ile takip etmeye
baslayabilir, kendilerinin de takip edilmesine miisaade verebilir. Ancak bireylerin giivenli
hissedilebilmesi adina sistem engelleme secenegi de sunarak istenilmeyen kigilerin ulasma ihtimalini
ortadan kaldirmaktadir. Fotograflar araciligiyla daha baglantili bir diinya yaratmanin araci olan
Instagram, insanlar1 birbirine baglamanin yami sira, kullanicilarma ¢ 6zel fayda sunmaktadir.
Bunlardan ilki, filtreler araciliiyla cep telefonu fotograflarinin "vasat" gériiniimiinii iyilestirmek,
ikincisi, fotograflarin birden fazla platformda aninda paylasimimi kolaylastirmak, iigiinciisii ise,
fotograf yiikleme siirecinin hizim1 ve kolayliginmi artirmaktir (Laestadius, 2016, s. 575). Sozii edilen
bu faydalarm kullanim oranlarimin artmasi ve Instagram igerisinde kiigiik bir upload diinyasi
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olugmasi ile influencer kavrami da sosyal medya literatiiriine dahil olmustur. Bundan sonra higbir
sey eskisi kadar basit, emeksiz veya gosterigsiz olmayacaktir. Herkes paylagimlarini en’ler iizerine
kurmaya ve kurgulamaya baslamistir. Rasyonelligi muglak olsa da bireyler kimliklerini zaman
zaman en komik, en zeki, en glizel, en zayif, en basarili zaman zaman en yardimsever, en sosyal, en
sanatsever, en asik gibi kategoriler iizerine insa etmekte, takipci ve begeni sayilarini bir basari dlgiti
olarak gérmektedir.

Stiphesiz ki sosyal medya araclar1 toplumsal veya girisimsel konularda oldukca faydali
yapilardir. Dogru, etkin, hizli ve bir ama¢ dogrultusunda kullaniminda kullanicinin amacina
ulasmasinda iyi bir araci role sahiptir. Ozellikle pandemi déneminde bireylerin kisitlanmasi ve sosyal
mesafe uygulamalar1 sirasinda dijital teknoloji kullaniminin hizla yayginlagmasi, “dijital
girisimcilik” kavraminin baskin hale gelmesini saglamis, girisimcilik yapisinda hizli ve doniistiiriicii
degisimleri tetiklemistir (Sitaridis and Kitsios, 2023, s. 278). Dijital girisimciliginin uygulama
alanlarindan en &nemlisi Instagram hesaplaridir. Isletmeler hesaplar1 araciligiyla milyonlarca kisiye
ayni anda erigebilmekte ayn1 zamanda doniitler de alarak gelisim firsati elde edebilmektedir. Ancak
dijital girigimcilik yalnizca kurumlara 6zgii bir alan olmakla kalmamig, dijitale ulagimi olan, farkl
icerikler iireterek dikkat ¢ekebilen kisiler de “dijital girisimci influencer” olarak nitelendirilir hale
gelmigtir. Influencerlar birtakim icerikler {ireterek, takipci ve begeni sayilarini artirmayi
hedeflemekte, bu icerikler igerisinde yer yer iiriin tanitim-is birligi de yapmaktadir.

Bir meslek halini almig olan influencerlik annelerin de dikkatini cezbetmis ve bununla beraber
instagramda “anne influencerlar” yani momfluencerlar dogmustur. Anne influencerlar ¢ogunlukla
cocuk gelisimi, yemek yapma, ev diizeni, DIY (do it yourself: kendin yap) uygulamalari, temizlik
veya makyaj tiiyolari, gezi rehberligi gibi konularda takipgileriyle etkilesmektedir. Bu etkilesimlerin
nitelik ve nicelik bakimindan artig gosterebilmesi, paylasimlarin dikkat ¢cekebilmesi ile korelatiftir.
Momfluencerlar toplumun dikkatini g¢ekebilecek konularda farkli, yeni ve inovatif icerikler
hazirlamakta, bu igerikleri yalmzca takipgilerine yonelik degil “herkese acik” bir bigimde
paylagmakta ve paylagimina verilebilecek olumlu ya da olumsuz tepkiler agisindan 6énemli bir risk
iistlenmektedir. Bu da momfluencerlarin dijital girisimeci olarak nitelendirilebilmelerini
saglamaktadir. Tiirkiye’deki kadin ve erkek girisimci oranlarina bakildiginda 2025 yili sonu dikkate
alindiginda kadin girisimcilik oranimin (%18.2) iken erkek girisimcilik oraninin (%81.8) oldugu
Tiirkiye Istatistik Kurumu tarafindan raporlanmistir (TUIK, 2025). Bu cinsiyete gore
degerlendirildiginde diisiik olan kadin girisimcilik oranlarinin artmasina momfluencerlarin hem
bireysel hem de sosyal aglarda kadinlarin birbirlerini destekleyerek birbirlerinin girisimcilik
faaliyetlerine 6nemli katki verebilecegi ifade edilebilir.

Arastirmanin odaginda bu dijital girisimci momfluencerlar bulunmaktadir. Nitel ydntem
kapsaminda, en az 500 B takip¢isi bulunan momfluencerlarin, 01.06.2025 ve 06.12.2025 tarihleri
araligindaki paylagimlari incelenerek, igerik analizi kapsaminda kategorik ve tematik analiz yoluyla
bazi veriler elde edilmistir. Paylagimlar biitiinsel perspektiften degerlendirildiginde 4 kategori elde
edilmigstir. Kategoriler; sosyal paylasimlar, kisisel paylagimlar, {iriin tanitimi-is birligi ve anne-
cocuk-aile olarak belirlenmistir. Sosyal paylasimlar kategorisine toplumsal veya arkadaslarla
paylasimlar, kisisel paylasimlar kategorisine ferdi fotograf veya videolar, {iriin tanitim-is birligi
kategorisine verilen reklamlar, anne-gocuk-aile kategorisine es, ¢ocuk veya birinci dereceden
akrabalarla diizenlenmis video veya fotograflar dahil edilmistir. Kategorilerin frekans degerleri
incelendiginde momfluencerlarin tamamina yakininin en yiiksek 1. veya 2. sirada anne-gocuk- aile
kategorisinde paylasim yaptiklar1 goriilmektedir. Bu kategoriyi takiben momfluencerlarin tamamina
yakininin, yalnizca igeriginde kendilerinin bulundugu kisisel paylagim kategorisine yoneldikleri
goriilmektedir. Bu sonu¢ anne olmayi sevdikleri ancak anneligin ardindan kadin kimliklerini
kaybetmek istemeyisleri ile iligkili olabilir. Kisisel paylasim kategorisinin ardindan sosyal paylasim
kategorisi yer almaktadir. Annelik ve ferdi paylasimlar haricinde momfluencerlar sosyal
paylasimlara da yer vermektedir. Bu paylasimlar ¢ogunlukla arkadas veya arkadas gruplari ile ya da
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milli bayramlar odaginda veyahut yardimlasma ile iligkilidir. Bu sonuca gére momfluencerlar ¢oklu
fotograf veya videolar yerine ferdi paylasimlar1 daha c¢ok tercih etmektedirler. Bu sonu¢ medya
hesaplarindaki egemenliklerini kaybedebilecekleri endisesi duyuyor olmalarindan kaynaklanabilir.

Tim momfluencerlarda en diisik oranda gerceklesen kategori iirlin tanitim-is birligi
kategorisidir. Bu sonucun gerekgesi tanitim/ig birligi paylagimlarimin génderi formunda degil, ugucu
videolar seklinde paylasilmasi olabilir. Degerlendirilen bu kategorilere iligskin olusturulan temalar
ise, arkadaslik, kozmetik, annelik ve dijital girisimciliktir. Tiim momfluencerlarin hesaplarinda
mutlaka arkadags veya arkadas gruplari dahilinde ¢ekmis olduklar1 video veya fotograflar mevcuttur.
Ayrica {irlin tamtim-is birligi kategorisindeki paylagimlari, kuafoér, makyaj ve parfiim odakli
olmasindan dolay1 kozmetik temasi elde edilmistir. Tiim hesaplarda anne-¢ocuk iliskisine esprili
veya eglenceli fotograf veya videolar olmasindan dolay1 annelik temasina ulasilmistir. Son olarak,
tim momfluencerlarin Instagram hesaplarinda ciddi emek gerektiren, {izerinde diisliniilmiis,
calisilmis, oldukga profesyonel, toplumun dikkatini ¢eken, 6zellikle annelik konusunda yasanilan
sikintilarin esprili bir bicimde ele alinmasiyla annelerin vicdani rahatlama ihtiyacin1 karsilayan,
yapilacak bir hata ile takipgileri tarafindan linglenebilecegi riskine meydan okuyan paylagimlar
girisimcilik kavraminin unsurlari ile birebir ortlismektedir. Bu da Instagram araciligiyla insanlart
etkilemeyi basaran momfluencerlarin dijital girisimcilige 6rnek teskil ettiklerini gostermektedir. Bu
arastirma ile takipgi sayisi yliksek olan dijital girisimci momfluencerlarin kategorize edilen
paylagimlarinin hangi temalarda olustugu tespit edilerek, dijital girisimci olmak isteyen annelere
etkilesim alanlarini genisletebilmeleri adina fikir verebilecegi diistiniilmektedir.

Bu arastirma 9 momfluencerin son 6 aylik siire igerisindeki paylasimlart kapsaminda nitel
yontemin icerik analizi kapsaminda kategorik ve tematik analiz yontemleriyle gerceklestirilmistir.
[leriki arastirmalar nitel yontemin farkli analiz tiirleriyle, nicel arastirma ile veyahut karma nitelikli
arastirma dahilinde gerceklestirilebilir. Bundan sonraki arastirmalar daha ¢ok sayida momfluencer
kapsaminda yapilabilir veya siire kisit1 uzatilabilir hatta momfluencerlarin hesap agma tarihleri
baslangi¢c esas alinarak daha kapsamli hale getirilebilir. Ayrica aragtirma safhasinda Instagram
hesaplar1 arasinda gecis yaparken, eslerinin hamilelik siire¢lerini, esleriyle giinliik paylasimlarini,
bebegin dogumundan, dogum giinlerine kadar paylasimlar yapan erkek influencerlara rastlanmistir.
Bu influencerlar da tipki momflencerlar gibi yenilik¢i, dikkat ¢ekici, bireylerin gérmeye veya
duymaya ihtiyaclari oldugu hususlara yonelik niiktedan paylagimlar yaparak “dadfluencer”
kavraminin da literatlirde yer almas1 gerekliligini dogurmuslardir. Bu baglamda ileriki arastirmalar
dadfluencerlar odaginda da yapilabilir. Arastirmaya yalnizca 500B iizeri takip¢i sayisi olan ve
popiilerligi yiiksek olan momfluencerlar dahil edilmistir. fleri ki arastirmalarda daha az takipgisi olan
momfluencerlarin geligsim cabalarina yonelik aragtirmalar da yapilabilir. Baska bir 6neri ise, diisiik
takip¢i sayilar1 olan momfluencerlarin paylasim igeriklerinin, yiiksek takipgili olanlarla
karsilastirilmasinin yapilmasi yoniindedir.
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ETIK BEYANLAR
Arastirma ve Yayin Etigi
Yazar(lar), bu makalenin 6zgiin bir ¢alisma oldugunu ve bilimsel aragtirma ve yayin etigi
ilkelerine uygun olarak hazirlandigimi beyan eder. Makale daha &nce herhangi bir yerde
yayimlanmamis olup bagka bir dergide degerlendirme siirecinde degildir.
Caligmada kullanilan tiim kaynaklar akademik kurallara uygun bigimde atiflanmistir.
Yazar(lar), caligmanin intihal, veri uydurma, veri tahrifi veya manipiilasyon igermedigini;
arastirma bulgularinin bilimsel diirtistliik ilkelerine uygun sekilde sunuldugunu beyan eder.
Yazar Katkisi
Tim yazarlar ¢alismanin tasarlanmasi, yiirlitiilmesi, analizi ve makalenin hazirlanmasina
onemli Olclide katki saglamistir. Tiim yazarlar makalenin son halini okuyup onaylamis ve
yayimlanmasini kabul etmistir.
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Cikar Catismasi
Yazar(lar), bu makalenin yayimlanmasina iligkin herhangi bir ¢ikar ¢atismasi bulunmadigini
beyan eder.

Finansal Destek
Bu aragtirma herhangi bir kamu kurumu, ticari kurulus veya kar amaci giitmeyen kurulus
tarafindan finansal olarak desteklenmemistir.

Yapay Zeka Kullanim Beyam
Makalenin hazirlanmasi siirecinde yapay zeka araglarindan yalnizca dil diizenleme, ceviri
destegi ve anlatim iyilestirmesi amaciyla simirhi 6lgiide yararlanilmis olabilir. Yapay zeka
araglar tarafindan yapilan ceviri ve dil diizenlemeleri yazar(lar) tarafindan dikkatle kontrol
edilmistir. Yapay zekad araclari calismanin bilimsel igeriginin, arastirma tasariminin,
analizlerinin veya akademik sonuglarinin olusturulmasinda kullanilmamigtir. Makalenin
igerigine iligkin tiim akademik sorumluluk yazar(lar)a aittir.

Telif Haklar1 ve izinler
Yazar(lar), telif hakki gerektiren materyaller kullanilmigsa gerekli izinlerin alindigim ve
caligmanin herhangi bir fikri miilkiyet hakkini ihlal etmedigini beyan eder.

Yazar Onayi

Tiim yazarlar makalenin son halini okuduklarini, onayladiklarini ve yayimlanmasini kabul
ettiklerini beyan eder.
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