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Abstract: The boundary between Multi-Level Marketing (MLM) systems and illegal pyramid schemes is
frequently blurred by products integrated into the system to evade legal scrutiny. This study investigates how
commodities which lack independent economic demand in the free market and are priced far beyond their
utility value are used as a "Facade" to disguise pyramid schemes, focusing on the Mega Holdings case.
Employing a qualitative research approach, the study collects user experiences from the Eksi Sozliik platform
via digital ethnography and subjects them to thematic content analysis. The findings reveal that participants
purchased products not for their inherent value, but solely to secure an entry position and pursue speculative
income. The analysis identifies four primary themes driving the facade strategy in pyramid structures: a legal
retail cover created by exorbitant pricing; intense psychological pressure that imposes internal consumption
and disrupts rational decision-making; the commercial exploitation of trust-based friendship networks; and
manipulative business language used to distort the pyramidal nature of the system. Ultimately, the study
demonstrates that the mere existence of a product in MLM systems does not guarantee legitimacy; rather,
products act as a facade concealing an mathematically unsustainable money transfer game while commodifying
social bonds.

Keywords: Multi-Level Marketing (MLM), Pyramid Schemes, Retail Facade, Mega Holdings, Ponzinomics,
Consumer Victimization.

Oz: Cok Katmanli Pazarlama (CKP) sistemleri ile yasadisi piramit semalar arasindaki s, yasal
denetimlerden kaginmak i¢in sisteme dahil edilen iriinler nedeniyle siklikla bulaniklagmaktadir. Bu
aragtirmanin amaci, serbest piyasada bagimsiz bir talep yaratmayan ve fiyati kullanim degerinden kopuk olan
metalarin, piramit semalarn gizleyen bir "Maske" (Facade) olarak nasil kullanildigim Mega Holdings 6rnegi
iizerinden incelemektir. Nitel arastirma deseninin benimsendigi c¢alismada, Eksi Sozlik platformundaki
kullanic1 deneyimleri dijital etnografi ¢ergevesinde toplanarak tematik icerik analizine tabi tutulmustur.
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Bulgular, katilimeilarin {irtinleri kullanim degeri i¢in degil, yalnizca sisteme giris hakki ve spekiilatif kazang
beklentisiyle satin aldiklarini gostermektedir. Analiz sonucunda, piramit yapilarin maskeleme stratejisini
besleyen dort ana tema tespit edilmistir. Uriiniin piyasa degerinin ¢ok iizerinde fiyatlandirilmasiyla yaratilan
perakende maskesi, rasyonel kararlari engelleyen ve igsel tiiketimi dayatan yogun psikolojik baski, giivene
dayal1 arkadaslik iligkilerinin ticari kazang i¢in aragsallagtirilmasiyla dogan sosyal sermaye somiiriisii ve
sistemin piramit yapisini gizleyen manipiilatif is diinyasi dili. Ulagilan sonuglar, CKP sistemlerinde iiriin
varhiginin tek basina mesruiyet kaniti olamayacagini; iiriinlerin, matematiksel olarak siirdiiriilemez bir finansal
oyunu perdeleyen ve sosyal baglari metalastiran bir kilif islevi goérdiigiinii ortaya koymaktadir.

Anahtar Kelimeler: Cok Katmanli Pazarlama (CKP), Piramit Semalar, Perakende Maskesi (Facade), Mega
Holdings, Ponzinomics, Tiiketici Magduriyeti.
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Structured Abstract:
Introduction

Multi-Level Marketing (MLM) is a direct selling model where independent distributors earn income
from both personal retail sales and the sales generated by participants they recruit into the system. While
legitimate MLMs provide firms with low-cost distrbution networks, they often bear dangerous structural
similarities to illegal pyramid schemes. Modern fraudulent schemes have evolved to use products as a "facade"
to evade legal scrutiny and create a veneer of a legitimate business opportunity. This study analyzes how
commodities with no independent economic demand specifically the web hosting packages in the Mega
Holdings case are instrumentalized as a Retail Facade to mask ilegal pyramid operations.

Conceptual / Theoretical Framework

The distinction between legal MLMs and pyramid schemes rests on the existence of genuine retail
sales to ultimate users outside the organization. This study centers on the "Facade" concept, defined as goods
or services that lack utility value independent of the financial opportunity, are priced significantly above market
value, and serve primarily to justify cash flow into the system.

The theoretical framework highlights several mechanisms used to maintain this facade:

Retail Ruse and Internal Consumption: In pyramid schemes, products are not sold to external
customers but are consumed internally by distributors forced to buy them to maintain status or eligibility for
commissions, a process known as inventory loading.

Socio-Psychological Ecosystem: The facade is protected through intense psychological pressure (cult-
like control), exploitation of social capital (monetizing friendships), and linguistic manipulation (using
euphemisms like sharing instead of selling).

Methodology

This research utilizes a qualitative case study design, focusing on the Mega Holdings case as a critical
case for retail facade usage. The data source comprises 604 entries from Eksi Sozliik, a prominent Turkish
digital platform where users share uncensored experiences.

Data Analysis: The study employed digital ethnography and thematic content analysis.

Reliability: To ensure coding reliability, a second independent researcher coded 10% of the dataset,
achieving an 85% intercoder agreement rate.

Findings and Discussion

The analysis identified four main themes that characterize the "Facade" strategy in the Mega Holdings
case:

Product as a Legal Cover (35%): Participants described the web hosting service as "garbage" or a
"fake site," noting that a product worth 50-60 TL was sold for up to 2,000 USD. This confirms that the price
is decoupled from utility value, serving only as an "entry fee".

Pressure for Internal Consumption (28%): Participation was driven by "brainwashing" and emotional
sieges in hotel meetings rather than rational trade.

Exploitation of Social Capital (22%): The inability to sell the product to the open market forced
participants to target their closest social circles, leading to "social bankruptcy" and the commodification of
trust.

Semantic Masking (15%): Manipulative language using terms like "vision," "financial freedom," and
"entrepreneurship" was used to camouflage the fraudulent nature of the system.

Conclusion and Recommendations

The study concludes that the presence of a product is not evidence of legitimacy in MLM structures.
In the case of Mega Holdings, the web hosting package functioned as a Trojan Horse, masking an unsustainable
money transfer game and facilitating the exploitation of social relationships. The research confirms that if a
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product would not be purchased at its given price without the accompanying income opportunity, it is a
"facade".

Recommendations:

Regulatory Focus: Legal authorities should look beyond the mere existence of a product and examine
the ratio of external retail sales to internal consumption.

Future Research: Future studies should apply the Retail Facade and Business Suit Camouflage
concepts to other sectors like cosmetics or health supplements using quantitative methods.

Consumer Awareness: Education is needed to help potential participants recognize "thought-stopping
clichés" and the linguistic manipulation used by such schemes.

Keywords: Multi-Level Marketing (MLM), Pyramid Schemes, Retail Facade, Mega Holdings,
Ponzinomics, Consumer Victimization.
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Résumé Structuré:
Introduction

Le marketing multiniveau (Multi-Level Marketing — MLM) constitue un modéle de vente directe dans
lequel des distributeurs indépendants tirent leurs revenus a la fois de leurs ventes personnelles au détail et des
ventes réalisées par les participants qu’ils recrutent au sein du systéme. Si les structures 1égitimes de MLM
permettent aux entreprises de bénéficier de réseaux de distribution a faibles cofits, elles présentent souvent de
dangereuses similitudes structurelles avec les systémes pyramidaux illégaux. Les dispositifs frauduleux
contemporains ont évolué en recourant a des produits comme a une « fagade » (Facade), afin de contourner le
contrdle juridique et de créer une apparence de légitimité commerciale. La présente étude analyse la maniére
dont des biens dépourvus de demande économique indépendante — en particulier les forfaits d’hébergement
web dans le cas de Mega Holdings — sont instrumentalisés en tant que « fagade commerciale » (Retail Facade)
destinée a dissimuler des opérations pyramidales illégales.

Cadre conceptuel / théorique

La distinction entre les systémes 1égitimes de MLM et les systemes pyramidaux repose sur l’existence
de véritables ventes au détail a des utilisateurs finaux extérieurs a 1’organisation. La présente étude s’articule
autour du concept de « facade » (Facade), défini comme désignant des biens ou des services qui ne possedent
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pas de valeur d’usage indépendante de 1’opportunité financiere qui leur est associée, qui sont proposés a des
prix sensiblement supérieurs a leur valeur de marché et dont la fonction principale consiste a justifier les flux
financiers entrant dans le systéme.

Le cadre théorique met en évidence plusieurs mécanismes mobilisés afin de maintenir cette fagade :

Subterfuge de vente au détail et consommation interne (Retail Ruse and Internal Consumption)
: dans les systémes pyramidaux, les produits ne sont pas vendus a de véritables consommateurs externes, mais
font I’objet d’une consommation interne par les distributeurs, contraints de les acheter afin de préserver leur
statut au sein du systéme ou leur éligibilité aux commissions. Ce processus est communément désigné par le
terme d’« accumulation forcée de stocks » (Inventory Loading).

Ecosystéme socio-psychologique (Socio-Psychological Ecosystem) : la facade est préservée au
moyen d’une forte pression psychologique, pouvant prendre la forme de mécanismes de contrdle de type
sectaire, de 1’exploitation du capital social — notamment par la monétisation des relations amicales et
personnelles — ainsi que de manipulations linguistiques reposant sur I’emploi d’euphémismes tels que «
partager » plutot que « vendre ».

Meéthodologie

Cette recherche adopte une méthodologie qualitative fondée sur 1’étude de cas et considére le cas de
Mega Holdings comme un cas critique (Critical Case) permettant d’examiner 1’utilisation de la stratégie de
facade commerciale. Le corpus empirique est constitué de 604 entrées publiées sur Eksi Sozliik, une
importante plateforme numérique turque sur laquelle les utilisateurs partagent directement leurs expériences et
leurs observations sans filtrage éditorial préalable.

Analyse des données : I’étude mobilise I’ethnographie numérique (Digital Ethnography) ainsi qu’une
analyse thématique de contenu (Thematic Content Analysis).

Fiabilité : afin de garantir la fiabilité du codage, un second chercheur indépendant a codé 10 % du
corpus. Le taux d’accord intercodeurs (Intercoder Agreement) obtenu s’éleve a 85 %.

Résultats et discussion

L’analyse a permis d’identifier quatre thémes principaux caractérisant la stratégie de « facade » dans
le cas de Mega Holdings :

Le produit comme couverture juridique (35 %) : les participants ont qualifié le service
d’hébergement web de « produit sans valeur » ou de « faux site », indiquant qu’un produit dont la valeur réelle
était estimée a 50-60 TRY pouvait étre vendu jusqu’a 2 000 USD. Ce constat confirme une dissociation
manifeste entre le prix du produit et sa valeur d’usage, le prix remplissant essentiellement la fonction de « droit
d’entrée » (Entry Fee) dans le systéme.

Pression en faveur de la consommation interne (28 %) : la participation au systéme était
principalement induite par des pratiques décrites comme relevant du « lavage de cerveau » et par d’intenses
pressions émotionnelles exercées lors de réunions organisées dans des hoétels, plutdt que par une logique
commerciale rationnelle fondée sur une demande effective.

Exploitation du capital social (22 %) : I'impossibilit¢ de commercialiser le produit sur le marché
ouvert contraignait les participants a cibler leurs cercles sociaux les plus proches. Ce processus conduisait a
une forme de « faillite sociale » (Social Bankruptcy), caractérisée par la détérioration des relations
interpersonnelles et par la marchandisation de la confiance sociale.

Masquage sémantique (15 %) : un langage manipulateur reposant sur des expressions telles que «
vision », « liberté financicre » et « entrepreneuriat » était mobilisé afin de dissimuler la nature frauduleuse du
systéme et de le présenter comme une opportunité économique et entrepreneuriale 1égitime.

Conclusion et recommandations

L’étude conclut que la simple présence d’un produit ne saurait constituer, a elle seule, une preuve de
1égitimité dans les structures de marketing multiniveau. Dans le cas de Mega Holdings, le forfait d’hébergement
web a fonctionné comme un « cheval de Troie » (Trojan Horse), dissimulant un mécanisme insoutenable de
transfert monétaire tout en facilitant 1’exploitation des relations sociales. Les résultats confirment que,
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lorsqu’un produit ne serait pas acheté au prix qui lui est attribué en I’absence de 1’opportunité de revenu qui
I’accompagne, il convient de le considérer comme une « facade » plutét que comme un bien faisant 1’objet
d’une demande économique indépendante.

Recommandations :

Orientation de la régulation : les autorités juridiques et réglementaires devraient aller au-dela de la
simple constatation de I’existence d’un produit et examiner le rapport entre les ventes externes réelles au détail
et la consommation interne au sein du réseau de distributeurs.

Recherches futures : les travaux ultérieurs devraient appliquer les concepts de « fagade commerciale
» (Retail Facade) et de « camouflage sous I’apparence d’une activité commerciale » (Business Suit
Camouflage) a d’autres secteurs, tels que les cosmétiques ou les compléments alimentaires et de santé, en
recourant a des méthodes quantitatives.

Sensibilisation des consommateurs : des actions éducatives sont nécessaires afin d’aider les
participants potentiels a identifier les « clichés d’interruption de la pensée » (Thought-Stopping Clichés)
ainsi que les stratégies de manipulation linguistique et psychologique auxquelles ces systémes ont recours.

Mots-clés : marketing multiniveau (MLM), systémes pyramidaux, facade commerciale, Mega
Holdings, Ponzinomics, victimisation des consommateurs.

Resumen Estructurado:
Introduccion

El marketing multinivel (Multi-Level Marketing — MLM) constituye un modelo de venta directa en el
que los distribuidores independientes obtienen ingresos tanto de sus ventas minoristas personales como de las
ventas generadas por los participantes que incorporan al sistema mediante el reclutamiento. Si bien los modelos
legitimos de MLM proporcionan a las empresas redes de distribucion de bajo coste, con frecuencia presentan
peligrosas similitudes estructurales con los esquemas piramidales ilegales. Los sistemas fraudulentos
contemporaneos han evolucionado mediante la utilizacion de productos como una «fachada» (Facade)
destinada a eludir el escrutinio juridico y generar una apariencia de oportunidad empresarial legitima. El
presente estudio analiza como determinados bienes carentes de una demanda econdmica independiente —
especificamente, los paquetes de alojamiento web en el caso de Mega Holdings— son instrumentalizados como
una «fachada minorista» (Retail Facade) con el proposito de encubrir operaciones piramidales ilegales.

Marco conceptual / tedrico

La distincion entre los modelos legitimos de MLM vy los esquemas piramidales se fundamenta en la
existencia de auténticas ventas minoristas dirigidas a usuarios finales externos a la organizacion. Este estudio
se articula en torno al concepto de «fachada» (Facade), definido como aquellos bienes o servicios que carecen
de un valor de utilidad independiente de la oportunidad financiera asociada, cuyo precio se sitia
significativamente por encima de su valor de mercado y cuya funcion primordial consiste en justificar los flujos
monetarios que ingresan en el sistema.

El marco tedrico pone de relieve diversos mecanismos empleados para mantener dicha fachada:

Subterfugio minorista y consumo interno (Retail Ruse and Internal Consumption): en los
esquemas piramidales, los productos no se comercializan entre consumidores externos reales, sino que son
consumidos internamente por distribuidores que se ven obligados a adquirirlos para mantener su estatus dentro
del sistema o conservar su elegibilidad para percibir comisiones. Este proceso se conoce como «carga de
inventario» (Inventory Loading).

Ecosistema sociopsicologico (Socio-Psychological Ecosystem): la fachada se preserva mediante una
intensa presion psicolégica —incluidos mecanismos de control de caracter cuasisectario—, la explotacion del
capital social a través de la monetizacion de las amistades y otras relaciones interpersonales, asi como mediante
la manipulacion lingiiistica basada en el empleo de eufemismos como «compartir» en lugar de «vender».
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Metodologia

La presente investigacion adopta un disefio cualitativo de estudio de caso y se centra en el caso de
Mega Holdings como un caso critico (Critical Case) para examinar el uso de la estrategia de fachada minorista.
La fuente de datos esta constituida por 604 entradas de Eksi Sozliik, una destacada plataforma digital turca
en la que los usuarios comparten de manera directa experiencias y opiniones sin censura editorial previa.

Analisis de los datos: el estudio empled la etnografia digital (Digital Ethnography) y el analisis
tematico de contenido (Thematic Content Analysis).

Fiabilidad: con el fin de garantizar la fiabilidad del proceso de codificacion, un segundo investigador
independiente codifico el 10 % del conjunto de datos, alcanzandose un 85 % de acuerdo intercodificadores
(Intercoder Agreement).

Resultados y discusion

El analisis permiti6 identificar cuatro temas principales que caracterizan la estrategia de «fachada» en
el caso de Mega Holdings:

El producto como cobertura legal (35 %): los participantes describieron el servicio de alojamiento
web como «basura» o como un «sitio falso», sefialando que un producto cuyo valor se situaba entre 50 y 60
TRY llegaba a comercializarse por hasta 2.000 USD. Este hallazgo confirma que el precio se encuentra
desvinculado del valor de utilidad real del producto y que, en esencia, funciona unicamente como una «cuota
de entrada» (Entry Fee) al sistema.

Presion para el consumo interno (28 %): la participacion en el sistema estuvo impulsada por
practicas descritas como «lavado de cerebro» y por intensas formas de presion emocional ejercidas durante
reuniones celebradas en hoteles, en lugar de responder a una logica comercial racional sustentada en una
demanda efectiva.

Explotacién del capital social (22 %): la imposibilidad de vender el producto en el mercado abierto
obligd a los participantes a dirigirse a sus circulos sociales mas proximos. Esta dindamica condujo a una forma
de «bancarrota social» (Social Bankruptcy), caracterizada por el deterioro de las relaciones interpersonales y
la mercantilizacion de la confianza.

Enmascaramiento semantico (15 %): se empleo un lenguaje manipulador basado en términos como
«visiony, «libertad financiera» y «emprendimiento» con el propdsito de camuflar la naturaleza fraudulenta del
sistema y presentarlo como una oportunidad econémica y empresarial legitima.

Conclusiones y recomendaciones

El estudio concluye que la mera existencia de un producto no constituye, por si sola, una prueba de
legitimidad en las estructuras de marketing multinivel. En el caso de Mega Holdings, el paquete de alojamiento
web funcioné como un «caballo de Troya» (Trojan Horse) que encubria un mecanismo insostenible de
transferencia de dinero y, simultaneamente, facilitaba la explotacion de las relaciones sociales. Los resultados
confirman que, si un producto no seria adquirido al precio establecido en ausencia de la oportunidad de
generacion de ingresos que lo acompaia, dicho producto debe considerarse una «fachada» y no un bien dotado
de una demanda economica independiente.

Recomendaciones:

Enfoque regulatorio: las autoridades juridicas y reguladoras deberian trascender la mera constatacion
de la existencia de un producto y examinar la proporcion existente entre las ventas minoristas externas reales
y el consumo interno dentro de la red de participantes.

Investigaciones futuras: los estudios posteriores deberian aplicar los conceptos de «fachada
minorista» (Retail Facade) y «camuflaje bajo apariencia empresarial» (Business Suit Camouflage) a
otros sectores, como los cosméticos o los suplementos para la salud, recurriendo a métodos cuantitativos.
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Concienciacion del consumidor: resulta necesario desarrollar iniciativas educativas que permitan a
los potenciales participantes reconocer los «clichés destinados a bloquear el pensamiento» (Thought-
Stopping Clichés) y las estrategias de manipulacion lingiiistica empleadas por este tipo de esquemas.

Palabras clave: marketing multinivel (MLM), esquemas piramidales, fachada minorista, Mega
Holdings, Ponzinomics, victimizacion del consumidor.

SHHE:
]

ZEREH (Multi-Level Marketing, MLM) 2—MEEHEER - HPMULEFHIWA
BRBETNAZEED - SRR THREHAZBZNSEEZFTENEES - RESENZE
REFEENEBATWRBEREANDENLE - BEHAREMTESIFEEFEARHEGFTEERE
ENRREEMER LI 2 - ICEVEE R AR ARE(L - Bop— i e R SR 2 R AP m F R —fpe
SIK” (Facade) , UAIEHEAREE - HEEBSZBUNENERSE - AMEESESTHRZMIILFTHE
KB mla s TEIEA“FTENK” (Retail Facade) , MMEZRIEEZEFIENXTEHE ; EAME, ™

i

TR ET Mega Holdings EFIFHMIEIEERFIEER -
B/ BicES

BREERERSEFREAEHEZENZOXA £ TEREEFEARAR R R ZIRLAP
WESSZERS - KFFLLHK” (Facade) BEZA0 - BIEM B LIRS A B RZ IR TIRFIN
ZZMEIUANE - EENMEZSTHIHNE AEEEBRNEETARSHERAZERIE
HERE AR S EME -

AU RHIFICERE BN 7 HE R XM R BE F R BALS

FEMNRSAEREZE ( Retail Ruse and Internal Consumption) : ZE&£FEXEHAEZRD
FEAFF2HEREIENIINDERE - MEERRANBNLEEWENEEE - LEFN FEFH
TERRDPHNED - SRIREATHOEBMBEBEERm - X—IRBEBWRIRNEFERE (
Inventory Loading) o

#HE DIBERZRS ( Socio-Psychological Ecosystem) : I/ ANMCGEN SRERNOEE
NBUULEZR - EPEFEEUT M ESBANARNOESNG ; FEN - BT REREMTS
REAGMERIMNHASHBZ AN - HEIESEARE - D= FRERLAMREEEEEF
BRf R W = X AIARIE -

MRAE

AT RARMERFMFEIRIT, 15 MegaHoldings BEHIM AN ITBSEN K KRIZSIENFIAI—
DREHEPB ( Critical Case) . ARMBEHRTEHEHZEMAMNKTFFE Eksi Soziik £ 604 5
AFP&BHE. ZFanTRAPBRANBENDZEREMEREFENDAZT - WESTEAN -

BUEOT . AMERSZESRBHUFEIES ( Digital Ethnography) SFBAB D47 ( Thematic
Content Analysis) AN RIHATRGI AT -
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EBERR . ARRFEIENTEY  AE_FBIMAEAZIXNEZIBEIRERN 10% HiTiH
RIS - RELIKTT 85% MIGRISE Bl —3ZE ( Intercoder Agreement) ,

MR EUSiTie

HARSITRAN DN EZ A - XEF LR 7 Mega Holdings EHl dp s K RIS E AR
Y -

FmIEJGEREIF (35%) : S5EEMILEERSHM
PR ENAR **50-60 TEHEH (TRY) **H~=m - HENES
RIFEA - FoiMESEIRYNANEZBEERERS - Nt
HEFNE  MERIFAZEZRN“ADZE” (Entry Fee) o

NBIR BB RMEL”, FIEHSE
aJ3:%) 2,000 =T (USD) , X—
RS INBEH IER I B R A S

RO

i)

REBHTRET (28%) : BIREREKH  S5FNMAAFES SRR ZNEEZDNHIFRL
EEMRAWRZNESLHIAFREMZ £ - MEXREE S FRB M LR 2 2SR SR 08
BN EHI VD) -

SEXAVMA (22%) : BFFRTEEARHRPERESHE  S5EMERHEER
MEREHCERONTERZNE - 8FEAK - FEMNFAA - Xt HELSE 7B EH
7= (Social Bankruptcy) , RIANAFRRRZIEELU AT ZEERNERE -

EXE (15%) @ ZBPRBIRBUEARABESRMSZEE Q) EEFRRNEETH
FEDC MBS RN - MNMESEHEEYR - FRESHEEA—MEENEFNoUNE -

Fie5RIN

AMEB/BEEICINAN  EZEREEELT  FaNEFERASHAREWREBWERSEN
MFEDIEHE, 7 Mega Holdings Eflh, MitEEEE LR EARE 7 9igHRARD ( Trojan Horse) ”
KHIDIEE . —AEEET —HAUBENRERBEY - S—HAEALESRANARGENEF T
FMARMTERN - ARERF—DIEX - NRE—FmEAMTEMRAN=HER N ASUEEE
MABBOHBEEME - BBAZ MmN R EN—1P 4+ (Facade) », MIFEFMIIEZFHKWEST
A e

BiX

BESR . ZBSERETNMEAMZEREHEANESEUN - ANNUEEFEEM~m

SRS EAFITE - MAE—DEREEERINMDEREZENELZEHESERNENER ZER/Y
EEBIR 2 -

RKER : FEMRFBEISNER (Retail Facade) "5 SMRIRZR ( Business  Suit
Camouflage) "FHSHENAT B M - BEMTASEMITW - ARBEEMRITIEXS XL
HATIE— LN -
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HBRERN . A0EMRHNBESSENHREHNE  FHEBIRFILLI AR B THEE
oM B4 B 4548 1EFRIE) ( Thought-Stopping  Clichés) ”, FHiIREHIHRILIBHA A REBNIES
BURIEAIBES] -

XBiE . ZEREH (MLM) ; £FEXEH , TEIMK ; Mega Holdings ; BEEEFF (

Ponzinomics) ; JHEERZE,

CTpyKTYpUpPOBaHHAS AHHOTALMA:
Beenenne

MsuoroypoaeBsiii MapkeTuHT (Multi-Level Marketing, MLM) npencrasinsier co00i MoJeb MPSIMBIX
NpoJaK, B paMKaxXx KOTOPOH He3aBUCHMBIE IMCTPHOBIOTOPHI MOJYYalOT JOXOJ Kak OT COOCTBEHHBIX
PO3HUYHBIX TPOJAXK, TaK W OT MPOJAAXK, OCYIIECTBISIEMBIX YYaCTHHKAMH, KOTOPBIX OHHM ITIPUBIICKAIOT B
cucremy. Hecmorps Ha TO 4ro JeruTUMHble Mojend MLM mMO3BONISIOT KOMIIAHUSM (OPMHPOBATH
HHM3K03aTpaTHBIE TUCTPUOBIOTOPCKUE CETH, OHU HEPEIIKO AEMOHCTPUPYIOT OMIACHOE CTPYKTYPHOE CXOJCTBO C
HE3aKOHHBIMH (PUHAHCOBBIMU IMUpamugaMi. COBpeMEHHbIE MOILICHHUYECKHE CXEMbI 3BOJIIOIMOHUPOBAIH
TaKUM 00pa3oM, YTO ITPOAYKThI HCIIOJIB3YIOTCS B KauecTBe CBoeoOpa3Horo «dacanay (Facade), mo3Bosnstomiero
00XOIUTh TPAaBOBOW KOHTPOJIb W CO3[aBaTh BUAMMOCTh JIETMTHMHOW KOMMEPUYECKOH BO3MOXKHOCTH.
Hacrosmee wuccienoBaHue aHAIM3UPYET, KaKUM 00pa3oM TOBaphl, He 0O0JIafalolue caMOCTOATENbHBIM
SKOHOMHUYECKHM CIIPOCOM, — B YaCTHOCTH TaKeThl YCiIyr BeO-xocTuHTa B ciayuae Mega Holdings —
UHCTPYMEHTAJIM3UPYIOTCSl B KauecTBe «po3Hn4Horo dacana» (Retail Facade) mis MackupoBKH HE3aKOHHBIX
NUPaMHIAIBHBIX OIIEPALUM.

KOHHeHTyiUIbHaS[ / TeopeTuieCKasi OCHOBA

KitoueBbIM KpUTEpUEM pa3rpaHUYEHHs JETMTUMHBIX Mojeneidi MLM u ¢uHAaHCOBBIX MHUpamMHI
SBJIACTCS HAJIMYKME PEATBHBIX PO3HUYHBIX MPOJAK KOHEUHBIM ITOTPEOUTENAM, HaXOMAMMMCS 3a MpeeaMu
COOTBETCTBYIOIEH OpraHM3alMyu. B IIeHTpe HACTOSAMIEro MCCIIEAOBAaHMS HAXOAWTCSH KOHLENIMA «dacagay
(Facade), moxm KOTOpHIM ITOHHUMAIOTCSI TOBapbl WJIM YCIYTH, HE OONaJarolfe CaMOCTOSTEbHOM
NOTPEOUTENIBHON IIEHHOCTBIO BHE CBA3aHHOW C HMMH BO3MOXKHOCTH TOJIy4eHHs (DHMHAHCOBOTO NOXO.a,
peanu3yeMble 1O IIEHaM, CYIIECTBEHHO IPEBBIIIAIOIIMM HX PHIHOYHYIO CTOMMOCTb, M HCIIOIb3yeMbIE
MIPEMMYIIECTBEHHO 11 0OOCHOBAHMS [TOCTYIUICHHS ICHEKHBIX CPEICTB B CHCTEMY.

TeopeTnueckasl OCHOBAa HCCIICIOBAHUS BBIZACIACT HECKOJIBKO MEXAHU3MOB, HCITONB3YEMBIX JUIs
MOJ/IEpKaHuUs JaHHOTO acaja:

Po3nuyHasi yaoBka u BHyTpeHHee moTpedJienue (Retail Ruse and Internal Consumption): B
MUpaMHUJATIBHBIX CXeMaX TOBaphbl HE PEaM3YIOTCs peabHbIM BHEIIHUM MTOTPEOUTEISM, a IPUOOPETaroTC U
MOTPEOISIOTCS BHYTPH CaMOW CHCTEMBI JMCTPHOBIOTOPAaMH, BBIHYKACHHBIMH COBEPIIATh MOKYIKH JUIs
COXpaHEeHHs CBOEro craryca JHOO TIpaBa Ha IIOJyYeHHE KOMHCCHOHHOTO BO3HAarpaxaeHus. B
CIICLIMAJIM3UPOBAHHON JIUTEpaType HNaHHBIA IIpolecc 0003HAYaeTCs IOHATHEM «3arpy3ka TOBapHBIMH
3amacamu» (Inventory Loading).

ComnaabHo-ncuxonorudyeckass 3kocucrema (Socio-Psychological Ecosystem): coxpanenue
(acama obecrieunBaeTcsi MOCPEACTBOM WHTECHCHBHOTO ICHXOJIOTHYECKOTO NaBJICHHS, BKIOYAs MEXaHU3MBI
KOHTPOJISL, CXOJHBIE C MPAaKTHKAMH KyJbTOBBIX OpPTaHM3alWi, OSKCIUTyaTallHd COLMAIBHOTO KaluTana
MOCPEICTBOM MOHETH3ALMU JPYKECKUX M HHBIX MEKIMYHOCTHBIX OTHOIIEGHHH, a TaKXKe JIMHTBUCTHYECKOTO
MaHUITYJUPOBAHHS, IPEOJIATAONIEero HCIOJIb30BaHHE 3B()EMUCTHYCCKUX BBIPAKEHHH, TaKHX Kak
«IETUTHCS BMECTO KIIPOAABATHY.

Metomonorus

B nccrienoBanny nemonb3yeTcst KauecTBEHHBIN AM3aifH Kelc-cTamy, pu 3ToM ciaydaii Mega Holdings
paccmatpuBaeTcs kKak kpuTmueckuii ciaydaii (Critical Case) ams amami3a WCIIONB30BaHUS CTPATETHUH
po3HMYHOTO (acasa. IMIUPHUECKYIO 0a3y HCCIeAoBaHUS cOCTaBIA0T 604 3amucy, omy0JIMKOBAHHbBIE HA
niaargopme Eksi Sozliik, onHoit 13 Hamboinee m3BecTHBIX mHMQpoBBIX miuardopm Typnum, Ha KOTOPOH
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MOJIK30BATE N HEMTOCPECTBEHHO JICSITCSA CBOMM OIBITOM M OLIEHKaMHu 0e3 IpeBapUTEIbHON PeIaKIMOHHOM
LEH3YPHI.

AHaJIN3 JAaHHBIX: B HCCIENOBaHMM IPHUMEHSUICH MeToipl mudpoBoit stHOrpadum (Digital
Ethnography) u TemaTnueckoro konTenT-aHamm3a (Thematic Content Analysis).

HanéxnocTb: 11 oOecreueHnss HaAEKHOCTH MPOLEIYPhl KOIUPOBAHUS BTOPOH HE3aBHCHUMBIN
uccnenoBatens 3akoauposan 10% MaccuBa TaHHBIX. B pesynpTaTe ypOBEHb MEKKOIUPOBOYHOTO COTJIACHS
(Intercoder Agreement) cocraBui 85%.

Pe3ysabTaThl 1 00cyx1eHHEe

[IpoBen€HHBIN aHAM3 MTO3BOJIMIT BBISIBUTH YETHIPE OCHOBHBIE TEMBI, XapaKTEPHU3YIOIINE CTPATETHIO
«hacama» B cmygae Mega Holdings:

[ponykT kak ropuauyeckoe NPUKPbITHEe (35%): yYaCTHHKM XapaKTEpH30BaIM YCIyry BeO-
XOCTHHTA KaK «MYCOP» MM «(HUKTUBHBIH CalT», YKa3blBas, YTO MPOAYKT CTOMMOCTBIO IPUOIN3NTENBHO 50—
60 Typeuxux aup (TRY) peanuzossiBaics no nene 1o 2 000 xoutapos CIIA (USD). Jlanublil pe3ynabTaT
NIOATBEPXKNAET OTCYTCTBUE HENOCPEACTBEHHOM CBSI3M MEXKIAY LIEHOM MNpOAYyKTa U €ro pealbHOR
l'lOTpe6HTCJ'IbHOﬁ IICHHOCTBIO: d)aKTI/I‘{eCKI/I YCTAHOBJICHHAs ILI€HA BBIIIOJJIHSIA (byHKIlI/I}O HCKIIFOUUTCIBHO
«BcTynuTensHoro B3Hoca» (Entry Fee) B cuctemy.

JlaBneHue, HanpaB/ieHHOe HAa BHYTpeHHee moTpedenne (28%): yuactue B cucreMe ObUIO
00yCJIOBIIEHO HE PAlMOHATBHOW KOMMEPUYECKOW JIOTHKOM M peaNbHbIM PHIHOYHBIM CITPOCOM, & MPAaKTUKaMH,
OIMCBIBAEMBIMH YYaCTHUKAMU KaK «IIPOMBIBAHWE MO3IOB», a TaKXKX€ HWHTCHCUBHBIM OMOLUOHAJIBHBIM H
TMCUXOJIOTUYECKUM JAaBJICHUEM BO BpEMS BCTPEY, MPOBOAUBHINXCA B TOCTUHUIIAX.

IKcIUIyaTanusl CONUAJBLHOrO Kanurtana (22%): HEBO3MOXKHOCTb peajau30BaTh MPOIYKT Ha
OTKPBITOM PBIHKE BBIHY)XJaJa YYaCTHUKOB OPHEHTUPOBATHCS Ha Ompkaiilliee COLMAIbHOE OKPYKEHHE —
Jpy3ei, POACTBEHHUKOB M 3HAKOMBIX. JlaHHBIM Ipolecc MPHUBOAMI K CBOCOOPA3HOMY «COLHMAIBHOMY
6ankpotctBY» (Social Bankruptcy), BelpakaBimiemycss B pa3pylICHHH MEXJIMYHOCTHBIX OTHOIICHUH U
KOMMOIU(HUKAIUH TOBEPHSL.

CemanTnyeckasi MackupoBka (15%): nist COKpBITHS MOIICHHUYECKOW IIPHPOIBI CHUCTEMBI
HCIIOJIb30BAJICS MAHUITYJIITHBHBII AUCKYPC, OCHOBAaHHBIA HA TAKUX IIO3UTHBHO KOHHOTHPOBAHHBIX IOHATHSX,
KaKk «BHIEHHE», «(DHHAHCOBas CBOOOAA» W <«IIPEANPHHHMATEILCTBOY», MOCPEICTBOM KOTOPBHIX CHCTEMa
MIPEACTABIIIACH KaK JISTHTUMHAs 3)KOHOMHYECKast ¥ IpeIIPHHIMATENIECKAs! BO3MOKHOCT.

3akiaoueHue U PE€KOMEHAANN

HccnenoBanne nMo3BoJISIET CAETATH BBIBOJL O TOM, YTO CaMo I10 ce0e Haluuue MPogyKTa B CTPYKTypax
MHOTOYPOBHEBOTO MAapKETHHTa HE MOMET pacCMaTpHBAThCS KaK JOKa3aTelIbCTBO JIETUTHMHOCTH
cooTBeTCTBYMOMIEH OusHec-monenu. B ciydae Mega Holdings makeT BeG-XOCTHHIa BBIIOIHSIT (PYHKIIUIO
«Tposiickoro koHs» (Trojan Horse), Mackupys HEyCTOWYHBYIO CXeMy IepepactpelelieHus JIEeHEKHBIX
CPEICTB ¥ OHOBPEMEHHO CIIOCOOCTBYSI SKCILTYaTAIMH COLATBHBIX OTHOIIEHUH 1 MEXXIIMIHOCTHOT'O I0BEPUSI.
Pe3ynpTaThl Hccne10BaHUS MOATBEPKIAIOT, YTO €CJIM NMPOAYKT He ObUT OBl MPHOOPETEH IO YCTAaHOBIECHHOM
IIEHE B OTCYTCTBHE CBS3aHHOM C HUM BO3MOXKHOCTH TIOJNyYEHHUS JOXOJa, TAKOH NPOAYKT CIEIyeT
kBanuuimposarth kak «gacam» (Facade), a He kak ToBap, 00IAJAIONINI CAMOCTOSTEILHBIM YIKOHOMHYECKUM
CIIPOCOM.

Pexomenganuu:

Perynsitopublii ¢oKyc: MpaBOBHIM M PETyIUPYIOUIMM OpraHaM CIEIyeT BBIXOAWTH 33 PaMKH
(OpPMATBHOTO yCTaHOBIICHNS (haKTa HAIMYHS MPOIYKTa WM YCIYTH W aHATM3UPOBATh COOTHOILICHUE MEXITY
peasbHBIMU BHEITHIMHU PO3HUYHBIMH IPOJIa’kaMi ¥ BHYTPEHHUM MOTPEOIEHIEM B paMKaxX CETH Y9aCTHHKOB.

IlepcneKTHBBI AaJbHEHIIMX HCCJIAEIOBAHUIL: B MOCIECHYIONNX HMCCIEIOBAHUSIX IIEIECO00pa3HO
MIPUMEHATh KOHIETIH «po3HU4YHOro ¢acama» (Retail Facade) n «kamydaszka mox kKomMMepuecKyio
AesiTesibHOCTHY (Business Suit Camouflage) k npyruM cexropam, TaKUM Kak KOCMETHYeCKasi TPOAYKIHS U
MUIIEBBIE T0OABKHU JUTS OJIEP>KAaHNS 30POBbS, NCTIONB3YsI KOTHMYECTBEHHBIE METObI MCCIIEJOBaHNS.
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IloBbIlIeHHe  OCBEAOMJIEHHOCTH  MOTpeduTeseii:  HEOOXOMMMBI  00pa3oBaTelIbHBIE U
MIPOCBETHTEIECKUE MEPbI, HAlpaBleHHbIE Ha (POPMUPOBAHHE y TOTEHIMAIBHBIX YYaCTHUKOB CIHOCOOHOCTH
pacrmo3HaBaTh «Kjauie, ojgokupyromme Mmbinuienne» (Thought-Stopping Clichés), a Taxke MeTombI
JIMHTBUCTHYECKOTO MaHUITYJIMPOBAHUS, UCIIOJIb3YeMbIe TTOZO0OHBIMH CXEMaMH.

KnroueBsbie cioBa: MHOroypoBHeBblii MapkeTHHr (MLM), ¢uHaHCOBBIE MHpaMUAbL, PO3HUYHBIN
(acan, Mega Holdings, Ponzinomics, BUKTUMH3aIUs TIOTPEOUTEIICH.

TR AR
=g

a‘g’-ﬁ?‘ﬁ faUuM (Multi-Level Marketing — MLM) W& fash! &1 Th U1 Hisd %, e W@
faeR® 3ot safaaTTa Get faes! & Try-ary 3wl gr1 I fawt § of omg oSl oxa 8, fore
d gumrelt § Hlf #d 1 g9l 9y MLM Hisd HUdl Bl HH AR1d ald {3k Feadh IJueis HR1d g,
YT STept TR H Ur: Sfdel fORTfiS Arorreft 3wy fRidrere ok ifad wu 3 Sifgsyul gHmard
e gt €1 Sy eRaeriyul I 59 TR fawmiRid g8 § fob d B oite vd fafames ARt
3 T YT T IY TTHIID SR BT STHI SUH P & 117 JTal ) Uh PR P “3IARUP (Facade)
& T T IUANT IRl & | T8 eagH fa=eryur SRl ¢ fs Taaa offes AfT 9§ fgd axgeil-—faviy &0 9
Mega Holdingsmﬁ%@%aﬁ—ﬁmw ﬁaﬁuﬁ@uuﬁaﬁﬁ%ﬁ%sﬁwﬁ
“IGEXT TGP (Retail Facade) P T H WreMTHS U J T a1 o g

AYRVTAP / Agifad U@l

Yy MLM Jonferal 3R RIS dierrsit & [eg gayd SiaR T1a- 3 aTer fRyd sifaw Iusiaarsit
DI B} S aTel IRATID YT faeh! & 3ifeTd TR 3MemRa 8 | TRgd 31eqg «3MaRUP (Facade) B AR
IR Fad g, ford it agaft srar Jareft & wu & uRuiiid fasan mar g fome! e fadia s/awR 9 wda
PIg IRAd® SUAINIAI-Ied gl gidl, fore! HIAd 3% IoR-Hed &1 ga H S 0 ¥ 3%
%ﬁ?ﬁaﬁ%ﬁﬁww%ﬁwﬁﬁ@ﬁmﬁﬁmﬁﬁww%mm
|

G FORET 3 SR B ST 7@ & (70 TR 3 UG o3l ol 1@ifchd Pl o:

YT 9d 3R SATaR® IuHTT (Retail Ruse and Internal Consumption): ERIEERISRIEIR:
IdMGl B fah! IRAAD STERT ATGHI I A5 DI ST, TP [JURId, 3BT SUHRT Jumrel! & iR Wd
faoR®! gRT frar ora 8| faaRap! o ot FRUTY ST I 3rya BRI Tt =) ot Tt 1o I
*® ﬁflﬁng Wﬁ%ﬁ@ﬂﬁ %ﬂ a1eg foear Sirdn g1 3 UfhaT B “gdest AfgT (Inventory Loading) &
ESC R NI IS

W—ﬂaﬁm yivfRufa®! &= (Socio-Psychological Ecosystem): S 3{[dXU] Call Fﬂa
mﬁ%mﬁm a9 oH duer-gew g (cult-like control) & o fvferd 33[ Tghd %—FITIT%IEF ti\_rﬁ
& algd, faRIY = 3 fisrar ud Afadird dael o i ur, qUT HINd g o HIeqH I WRierd fodr S
&1 YT B H ST SR WY AT Weg] b I TR T IRAT” O W TG HRIAD 312
Yo aTQl X! T TN M |

UG

g MY T[UNHD B ST B (qualitative case study design) BT STUNT BT § AU “GaxT
TGP & YN $1 Siid & g Mega Holdings A ﬁ@ﬁww (Critical Case) %Wﬁ%
TG 8 | 3T BT STl-Hd gl & T FSfored Wewi Eksi Sozliik BT 604 wfafdat @ fAffa 3, sref
U 30 STHAT 3R faaRT BT SU&THa Udel T4 Id WUTGHId =0T & 91 e vd ¢ |

a7 faxawor: sreqge # fSfoied Ta=faFM (Digital Ethnography) 3R faSarTd siddyg fazasor
(Thematic Content Analysis) T T fopan T
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fayagan. HIfET ot fRyg-gar R &= & fiw th g Wda Mydhdl 7 Iyof 3er-
TG & 10% mgé oI W T Y HifSd a1l 39S TRUTAGET 85% SfaR-HIeT gl (Intercoder
Agreement) YT g%

frepd wa faust
fazaiyor & IR g fawdl &t Uga™ &1 715, S Mega Holdings HIHW H “3HIGRUM UM & UgE
faRmareft &1 et vd B

BTTAL TRV & TG H IeUTG (35%): UIATHITTGT A 9 BIRET AT bl “preRr S “Tebeil Arge”
% =0 T gifd faan 3R Ieera fan i a1t 50-60 T AiRT (TRY) Hed aTal IS & 2,000 SRR
SIAR (USD) d% H 1 71| I s gfY o | fob Iaare &1 Refiva gou 39! arafaes Iuaifiiar @
Y AT 3R Td: YOTeR & Ya=T & o Ueh “Wa=T J[6PH” (Entry Fee) & U H ST Hal UT|

A ITHNT & T ST (28%): TS H HFMiGRT IRafde® SToR AT 37al dehaird
TIPS HTeR A URT 81 P Tolld Bled H ST S3hT & SR “SHaNRAT a7 dig HIa- TS 3R
AP gaTd ¥ Tarferd At |

ArTfoIE Yot BT g (22%): Yo SR & IATG $F 99 T sqaefar 3 ufaHiiiRy & s
Apean gmifse IeelfiEl, R=deR! iR uRfudl o @féd &1 & form @ foram 9%
URUMTAGR=Y «HTHIfoT® feaTferara=” (Social Bankruptey) 31 fRUfq 304 g8, forod oRwaike e &1
&RUT AU FTATRSTD [AYI T e or Afeferd ol

31T START (15%): TR 1 eN@TeSIYu] Yepfa ! fesum & forg “fasr, “fa<ita o ek
I O THRIAD 3-Tohd a1 Wea | TR TR SRBRYTT UTNT HT JudNT fohan | 39 Wi
U & TTeH § YOl 1 T a4 31 Td Igm=iier SfawR & ¥0 8 URd fasan |

S .

3T 1 Fepy § fob MLM TRa131 7 Shad fhll Idie &1 SUfRIT 1 ST YT o7 YA
WWWWI Mega Holdings & A ﬁéﬁ?ﬁ%’[ﬁ%e{ “ﬂ\_ﬂ:l Gﬁ” (Trojan Horse) T H
i fpar, S T 3IfRR YF-EATaR01 YunTel! 1 fum & Iry-grd IraTfore Seef Ud RS Ay
& Qe B P 111 Y F HY 9 91d B1 gfY d § 1o Al [l Aegs SmI-3fawR & Srvra
DIs IadTe MU Ted TR BRIaT 18] S, a1 34 Wad 3 AN arel aRafde TG & ol “3TaRu”
(Facade)%WﬁqﬁlﬂﬁﬁmWa@QI

SIRINIG:

fafame eR@r. HrE ud i ames mieal o Bad fedt Idre sryardar ot e
JURITT P 3MYR TR MLM TRE13Ht Bt aydr Ruiika 7t &) 1feu| 39 I, 3 aRdide Sl
e fapt 3R Aead & iR 8 a1d 3HidRe IUHIT & SUTd BT T&01 T T

YTT SR HIdS & 37eaaH] § «“FERT SATARUT” (Retail Facade) TUT “SATGATA® TG BT
BT (Business Suit Camouflage) ot GﬁWﬂﬁﬁ ! Tied TRITEA YA W SIRP S 3T
iﬁéﬂwm%wm@qamaﬁﬁaﬁ%%uw@mﬁfﬁwwmw

|

SYHIFIT ANRESHAT: JUTAT TiTHIRT &1 “faaR-3raRiy® ¥ ¢ SRl (Thought-Stopping
Clichés) &1 TETH B T LT Aror137f §RT Tgad HINh X &t UM ] JagH § G&H a9 &
forg Ui fR1ef 3R STRedhdT HRiHH! Bt SaTHAT g |

BT g -Wd f[AuuM (MLM), RIS TISHIE, FevT SHTARUI, Mega Holdings, Gion-iTeed

(Ponzinomics), I dli% NIEZW (Consumer Victimization).
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Yapilandirilmis Ozet:

Cok Katmanli Pazarlama (CKP), bagimsiz distribiitorlerin hem kisisel perakende satiglarindan hem
de sisteme dahil ettikleri katilimcilarin satiglarindan gelir elde ettigi bir dogrudan satig modelidir. Yasal CKP'ler
firmalara diisiik maliyetli dagitim aglar1 saglasa da, siklikla yasadisi piramit semalarla tehlikeli yapisal
benzerlikler tagir. Modern dolandiricilik semalari, yasal denetimlerden kaginmak ve mesru bir is firsati izlenimi
yaratmak amaciyla {irlinleri bir "maske" (facade) olarak kullanacak sekilde evrilmistir. Bu ¢alisma, serbest
piyasada bagimsiz bir iktisadi talebi bulunmayan metalarin —ozellikle Mega Holdings vakasindaki web
hosting paketlerinin— yasadisi piramit operasyonlari perdelemek amaciyla bir "Perakende Maskesi" olarak
nasil aragsallastirildigini analiz etmektedir.

Yasal CKP'ler ile piramit semalar arasindaki temel ayrim, organizasyon disindaki nihai kullanicilara
yapilan gergek perakende satiglarin varligma dayanir. Bu ¢alisma; finansal firsattan bagimsiz bir kullanim
degeri tasimayan, piyasa degerinin oldukca iizerinde fiyatlandirilan ve temel islevi sisteme nakit girigini
mesrulastirmak olan mal veya hizmetler olarak tanimlanan "Maske" (Facade) kavramini merkeze almaktadir.

Kuramsal ger¢eve, bu maskeyi siirdiirmek i¢in kullanilan birka¢ mekanizmay1 6ne ¢ikarmaktadir:

Perakende Hilesi ve Ig¢sel Tiiketim: Piramit semalarda iiriinler dis miisterilere satilmaz; bunun yerine
distribiitorlerin statiilerini veya komisyon haklarini korumak i¢in iiriin almaya zorlandig1 envanter yiikleme
(inventory loading) siireciyle sistem icinde tiiketilir.

Sosyo-Psikolojik Ekosistem: Perakende maskesi; yogun psikolojik baski (tarikat benzeri kontrol), sosyal
sermayenin somiiriilmesi (arkadasliklarin ticari kazanca doniistiiriilmesi) ve dilsel manipiilasyon (satis yerine
paylasim gibi 6rtmecelerin kullanilmasi) yoluyla korunmaktadir.

Bu arastirma, perakende maskesi kullaniminda kritik bir vaka olan Mega Holdings Ornegine
odaklanan nitel bir durum g¢alismasi deseni kullanmaktadir. Veri kaynagi, kullanicilarin sansiirsiiz
deneyimlerini paylastig1 Tiirkiye'nin 6nde gelen dijital platformlarindan biri olan Eksi Sozliik'teki 604 girdiden
(entry) olugmaktadir.

Veri Analizi: Calismada dijital etnografi ve tematik icerik analizi yontemleri uygulanmustir.

Giivenirlik: Kodlama giivenirligini saglamak amaciyla, veri setinin %10'u bagimsiz ikinci bir arastirmact
tarafindan kodlanmis ve %85 oraninda kodlayicilar arasi uzlagsma yiizdesi elde edilmistir.

Yapilan analizler, Mega Holdings vakasindaki "Maske" stratejisini karakterize eden dort ana tema
ortaya koymustur:

Yasal Bir Kihif Olarak Uriin (%35): Katilimcilar web hosting hizmetini "¢op" veya "sahte site" olarak
tamimlamis; S0—60 TL degerindeki bir iirtiniin 2.000 ABD Dolarina kadar satildigini belirtmislerdir. Bu durum,
fiyatin kullanim degerinden koptugunu ve {irliniin yalnizca bir "giris ticreti" islevi gérdiigiinii dogrulamaktadir.

Icsel Tiiketimi Maskeleme Baskisi (%28): Katilimin rasyonel bir ticaretten ziyade, otel toplantilarindaki "beyin
yikama" ve duygusal kusatmalarla yonlendirildigi tespit edilmistir.

Sosyal Sermaye Somiiriisii (%22): Uriiniin a1k pazarda satilamamas, katilimcilar1 en yakin sosyal ¢evrelerini
hedef almaya zorlamis; bu da "sosyal iflasa" ve giiven iligkilerinin metalagmasina yol agmistir.

Sistemin Semantik Maskesi (%15): Sistemin dolandiricilik niteligini kamuflaj etmek amaciyla
"finansal 6zgiirlik" ve "girisimcilik" gibi terimlerle manipiilatif bir dil kullanilmistir.

'vizyon",

Calisma, CKP yapilarinda bir iiriiniin varliginin tek bagina mesruiyet kaniti olamayacagi sonucuna
varmaktadir. Mega Holdings vakasinda web hosting paketi, siirdiiriilemez bir para transfer oyununu perdeleyen
ve sosyal iliskilerin somiiriilmesini kolaylastiran bir Truva At islevi gormiistiir. Arastirma; sundugu gelir
firsati olmaksizin bir iiriiniin mevcut fiyatindan satin alinmayacak olmasi halinde, o iriiniin bir "maske"
oldugunu dogrulamaktadir.

Yasal Denetim Odagi: Yasal merciler yalnizca bir {iriiniin varligina bakmanin 6tesine ge¢meli; dis
perakende satislarin i¢sel tilketime oranini incelemelidir.

Gelecek Arastirmalar: Gelecekteki calismalar, Perakende Maskesi ve Is Diinyast Kamuflaji
kavramlarini nicel yontemler kullanarak kozmetik veya saglik takviyeleri gibi diger sektorlere uygulamalidir.
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Tiiketici Bilinci: Potansiyel katilimcilarin "diislinceyi durduran kliseleri" ve bu tiir sistemler tarafindan
kullanilan dilsel manipiilasyonlart tanimalarina yardimeci olacak egitim ve bilgilendirme c¢alismalar
yapilmalidir.

Anahtar Kelimeler: Cok Katmanli Pazarlama (CKP), Piramit Semalar, Perakende Maskesi (Facade),
Mega Holdings, Ponzinomics, Tiiketici Magduriyeti
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Introduction

Multi-Level Marketing (MLM) is a direct selling model in which firms utilize a network of
independent distributors to distribute their products, and these distributors generate income both from
their own retail sales and from the sales of other participants they recruit into the system (Keep &
Vander Nat, 2014). However, there are structural similarities between legitimate MLM structures
and illegal pyramid schemes that are difficult to distinguish from an outside perspective. While
MLM, as a legitimate retail strategy, allows firms to establish an extensive distribution network with
low fixed costs (Constantin, 2009), the structure of the system bears dangerous similarities to illegal
pyramid schemes (Chandra et al., 2024).

Today, detecting pyramid schemes has become more difficult because these systems develop
complex strategies to present themselves as legitimate businesses. While early-stage pyramid
schemes did not involve any products such as chain letters modern fraudulent schemes use products
as a "mask" (facade) to evade regulatory scrutiny and create the impression of a business opportunity
(Koehn, 2001; Muncy, 2004).

The evolution of pyramid structures under the mask of Multi-Level Marketing (MLM) into the
modern cyberspace is extensively discussed in contemporary international literature within the
context of digital fraud and cyber-marketing exploitation. This Retail Facade strategy at the core of
pyramid schemes continues to be used as a psychological anchor to manipulate victims across today's
digital platforms and decentralized online ecosystems (Kaur & Jones, 2025).

This study examines how commodities used in pyramid schemes disguised as MLMs, whose primary
function is to legitimize the inflow of money into the system rather than satisfy consumer demandar
e instrumentalized around the concept of the "Facade" formulated in the literature by Vander Nat and
Keep (2002). In particular, the web hosting packages sold well above market value, as observed in
the Mega Holdings case, serve as a concrete example of this camouflage strategy. The study aims to
demonstrate that the mere existence of a product cannot be proof of legality on its own, and that the
true determinant is the masking strategies employed by the system and the obscuring function of the
product within the system.

Theoretical Framework: Product, Value, and Facade (Masking) Strategies

The distinction between MLM systems and illegal pyramid schemes is a complex
problematic that is often debated in the literature through the existence of retail sales (Vander Nat &
Keep, 2002). While in a legitimate direct selling organization, revenue is generated by delivering
products to end consumers; pyramid schemes exhibit an unsustainable structure funded through
recruiting new participants into the system rather than through a product focus (Koehn, 2001).
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However, modern pyramid schemes frequently integrate an object or service into the system in order
to evade legal regulations and mask fraudulent activities (Muncy, 2004).

At this point, the concept of "Facade" (Mask), which forms the core of our study, defines
commodities and practices which may also be termed quasi-products used by the system as an
instrument of legitimacy, yet failing to generate independent economic demand under free market
conditions, priced disconnectedly from market value, and whose primary function is to veil the cash
inflow into the system

Economic Product vs. "Facade' (Mask) Product Opposition

To clarify the distinction between MLM systems and illegal pyramid schemes, the
ontological and functional differences between an economic product in rational markets and "facade"
products instrumentalized in pyramid schemes must be revealed. An economic product is a good or
service that can generate its own natural demand in the market and possesses exchange value due to
its utility and scarcity. In the literature, for a good to qualify as an economic product, it is expected
to have a use value and demand elasticity independent of the opportunity to participate in the system.
This distinction can be made across three fundamental criteria:

Independent Demand and Utility: Van de Poel (2009) defines economic value as the price
and utility value that consumers are willing to pay for a commercial good. For a product to be
considered an economic product, an individual must demand the product even if there is no
possibility of earning a profit by purchasing it. However, in products serving as a facade, this
independent demand does not exist; the product generates no satisfaction independent of the financial
gains promised by the system.

Sales to End Users: Vander Nat and Keep (2002) state that the foundation of a legitimate
MLM is sales made to "end users" outside the organization. An economic product is one that can be
sold to external customers who are not part of the organization and pay solely for the utility of the
product. In pyramid schemes, however, product sales are observed to be made not to end consumers
in the external market, but under the guise of internal consumption exclusively to distributors seeking
to acquire participation rights in the system (Vander Nat & Keep, 2002).

Competitive Pricing: Economic products have competitive prices relative to their market
substitutes. Muncy (2004) emphasizes that pricing a product far above market value is an indicator
that the opportunity, rather than the product itself, is being sold. Muncy (2004) poses a critical
question to test product legitimacy in MLM structures: "Would I buy this product at this price if there
were no opportunity to make money?" If the answer to this question is negative, the relevant
commodity falls into Muncy's (2004) category of "overpriced/unnecessary products" and functions
merely as a tool for legal camouflage.

The phenomenon of the "Retail Mask" (Facade) at the core of this study represents
instruments detached from market value, purchased solely for the offered business opportunity rather
than for the product itself, as seen in the Mega Holdings case. In this sense, Vander Nat and Keep
(2002) argue that retail sales effectively serve as a "facade" (mask). Koehn (2001), on the other hand,
characterizes this process as token elements incorporated into the system to gain a lawful appearance
within a structure where the primary objective is recruitment rather than commercial sales. Kotler
and Armstrong (2018) relate a product's core customer value to what the buyer is truly purchasing
and what problem it solves. Yet in facade product practices, the customer-centric value creation
emphasized by Kotler and Armstrong (2018) is entirely excluded; rather than offering a tangible
benefit to the customer's life, the product turns into an artificial necessity ensuring the continuity and
legal guise of the system.
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Functional Mechanism of Masking: Retail Fraud and Internal Consumption

While Kotler and Armstrong (2018) relate a product's core customer value to what the buyer
is truly purchasing and what problem it solves, in the Mega Holdings case, the hosting and domain
packages offered are far from providing a use value or benefit in the sense defined by Kotler. On the
contrary, this structure displays a model based on aggressive sales pressure rather than genuine
consumer needs, which Kotler defines as the selling concept. The exorbitant price of the product
contradicts Kotler's principle that price is the sum of the values exchanged for the benefits provided;
this demonstrates that what is exchanged here is not a product, but a speculative promise of income.
In this context, the products in question are instrumentalized commodities that can be classified as
Deficient Products in sustainable marketing literature, generating neither immediate satisfaction nor
long-term societal benefit.

Pyramid schemes use products as a functional shield to disguise the traditional chain-letter
logic. FitzPatrick (2020) refers to this situation as "Retail Fraud." This fraud operates through two
fundamental processes:

Inventory Loading: Participants are forced to purchase surplus products beyond their needs
in order to maintain their status in the system or qualify for commissions (Vander Nat & Keep, 2002).
Grob and Vriens (2025) define this situation as an internal pressure that results in distributors
stockpiling goods by going into debt, even when they are unable to make retail sales.

The Illusion of Internal Consumption: The most distinct attribute of token products is their
inability to be sold to end consumers outside the system. Although Peterson and Albaum (2007) find
internal consumption ethically acceptable, Vander Nat and Keep (2002) have mathematically proven
that structures deriving the majority of their revenue from distributor purchases are pyramid schemes.
The exorbitant pricing in the Mega Holdings example serves as proof that the product cannot find
buyers in the external market, and therefore consumption is inevitably trapped within the system.

The Socio-Psychological Ecosystem Preserving the Mask

A rational consumer purchasing products priced far above market value and marketing them
to their personal network is a complex process that cannot be explained solely by economic theories.
The literature demonstrates that this mask (facade) is preserved through the mechanisms of
psychological pressure, social capital exploitation, and linguistic manipulation (business world
camouflage).

Pressure to Mask Internal Consumption

The circulation of products within the system is the result of intense psychological pressure
orchestrated by the organization. Grob and Vriens (2025) conceptualize this condition as the "Buy!
Buy!" pressure. Participants are forced to make purchases to maintain their status in the system, even
in the absence of genuine retail demand. FitzPatrick (2020) emphasizes that these structures operate
like commercial cults and utilize mind-control techniques to eliminate critical thinking. In this
process, participants' rational decision-making mechanisms are disabled through the use of cognitive
biases. Liu (2018) notes that MLM structures exploit participants' optimism bias and the sunk cost
fallacy. Participants continue to invest more money and time into the system in hopes of recovering
the exorbitant entry fee paid for the quasi-product. FitzPatrick (2020) takes this psychological
process a step further, emphasizing that these organizations operate like commercial cults, utilizing
thought-terminating clichés and mind-control techniques to dismantle critical thinking. Throughout
this process, participants' rational decision-making abilities are deactivated via behavioral economics
mechanisms. The optimism bias, fueled by highlighting only exceptionally rare success stories, leads
individuals to disregard their own likelihood of failure. When failure occurs, they irrationally
continue to purchase more products and remain within the system in the hope of recovering the entry
fees or time spent (sunk costs) invested in the organization (Liu, 2018).
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Exploitation of Social Capital: Instrumentalizing Trust

The most critical capital in these systems is social capital rather than financial capital. Bloch
(1996) states that the greatest deception in these structures is basing commercial transactions on
friendship and kinship relationships. Because distributors cannot sell these quasi-products to
strangers due to the lack of competitive value, they are forced to direct their sales pressure toward
their closest circles. According to Bloch (1996), this situation commodifies social relations and
causes distributors' social circles to gradually consist solely of other individuals within the system—
leading to friends drifting away. Koehn (2001) argues that this marketing directed at friends and
relatives is fraught with ethical hazards, as the relationship of trust is instrumentalized for the sake
of commercial gain. Peterson and Albaum (2007), discussing the role of social networks in economic
transactions, note that people place greater trust in individuals they know, but in MLM structures,
this trust is converted into a high-risk commercial transaction.

In an analysis based on the Ciftlik Bank case, Duman (2023) identified that once the fraud
became evident, public outrage turned against fellow victims who had drawn their friends into the
system, resulting in a profound social collapse.

Euphemisms and Language Games: Reconstructing Reality

The most effective tool used to conceal the worthlessness of the facade product and the
pyramid nature of the system is a specially constructed language. Bloch (1996) points out that the
MLM sector has developed a series of "euphemisms" to hide the distasteful nature of their activities
(such as exploiting friends, recruiting). For instance, expressions like sharing instead of selling, and
offering an opportunity or showing the plan instead of recruiting members are utilized.

FitzPatrick (2020) connects these language games with Orwell’s concept of "Doublethink."
According to him, these organizations create a delusional belief system termed "Ponzinomics,"
which portrays the pyramid scheme as a legitimate business model. In this system, the word fo lose
is redefined as giving up, thereby shifting the mathematical failure of the system onto a character
flaw of the individual. Similarly, Vander Nat and Keep (2002) emphasize that fundamental
commercial terms such as retail sales are hollowed out, creating a legal guise by presenting even the
personal consumption of distributors as retail sales. Kong (2002) states that these language games
are used to manage identities within the organization, allowing distributors to reconcile contradictory
identities—such as being both an independent business owner and a submissive follower—through
this ambiguous language. Concepts frequently encountered in the Mega Holdings case, such as
vision, freedom, and entrepreneurship, are integral parts of this linguistic strategy used to lure
participants into the system by creating the illusion of a commercial value—a quasi-product—that
does not actually exist.

Method

This study is a qualitative research project aiming to examine in depth the phenomenon of
the "Retail Mask" (Facade) in pyramid schemes operating under the guise of Multi-Level Marketing
(MLM), specifically focusing on the Mega Holdings case.

Research Design

A case study design, one of the qualitative research designs, was adopted in this research. A
case study is an empirical research method that investigates a contemporary phenomenon within its
real-life context (Yildirnm & Simgek, 2013). The Mega Holdings case was selected as a critical case
because it represents an example where the use of a mask/guise (facade) product has been most
extensively discussed in digital media and involves a broad population of victims.
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Data Source and Sample Selection Criteria

The population of the research consists of social media platforms, while the fieldwork area
comprises Eksi Sozliik, one of Turkey's most established and collaborative dictionary-based social
networks. Eksi Sozlik serves as a digital memory where anonymous users can convey their
experiences in an uncensored manner (Duman, 2023). The research sample consists of a total of 604
entries posted under the "Mega Holdings" heading on the Eksi Sozliik platform between 2014 and
2020. This date range was selected because it covers the period during which the organization
operated most actively in Turkey and victimizations began to be publicly debated.

Criterion sampling, one of the purposive sampling techniques, was used in sample selection.
In selecting the entries, criteria were sought such that the posts contained direct personal experiences,
observations, or witness accounts regarding Mega Holdings, and provided information about the
system's operation or meetings. Off-topic discussions or single-word meaningless expressions that
did not meet the criteria were excluded.

Negative or critical content was not excluded; on the contrary, it was placed at the center of
the analysis to decipher the pyramid scheme guise and identify the grievances experienced within
the system. Furthermore, since there is a risk of users deleting their entries in digital ethnography
studies (Duman, 2023), 604 entries were recorded and archived digitally to prevent data loss.

Data Collection and Analysis Process

The data of the study were collected retrospectively using the digital ethnography method
(Kulluk, 2024). In the data analysis, the data analysis spiral proposed by Creswell (2013) was
followed. Staying true to the nature of digital data, the data publicly shared on the Eksi So6zliik
platform were subjected to thematic analysis while preserving the anonymity of the authors in
accordance with digital ethnography principles and adhering to the original terminology in the
statements. The data were thematically classified guided by the "Facade" and "Pyramid Scheme"
criteria defined in the literature.

Validity and Reliability

To ensure reliability during the data analysis process in qualitative research, an inter-coder
agreement strategy was employed. To prevent methodological weakness and bias that could arise
from a single researcher coding alone, a randomly selected 10% portion of the dataset (approximately
60 entries) was coded blindly by an independent second researcher experienced in qualitative
research. The codings of both researchers were compared, and the inter-coder agreement percentage
was calculated. The 80% threshold recommended by Miles and Huberman (1994) in the qualitative
research literature was taken as a reference, and an agreement of 85% was determined between the
coders. Codes with discrepancies were negotiated to reach a consensus, and the coding scheme was
finalized.

Findings and Analysis

The data collected within the scope of the study were situated within a framework to
demonstrate how the product offered in the Mega Holdings case functioned as a legal "Mask"
(Facade). At this stage, a coding hierarchy representing a systematic depiction of the raw data was
established. The analyses presented below contain the technical details of this coding procedure and
the frequency-based overview of the resulting themes.

Thematic Structuring of Data and Coding Scheme

In this context, by following an inductive approach in the analysis process, the data were first
coded, and then these codes were linked with the theoretical framework in the literature to generate
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themes and sub-themes. Indicators of "pyramid schemes" and "mask products" defined in the
literature served as guides during the coding process.

The coding scheme was established upon the following theoretical pillars:

Product as a Legal Guise: Retail Mask: Based on the concepts of "low-value product,”
"exorbitant price," and "absence of retail sales" specified in the studies of Muncy (2004) and Vander
Nat and Keep (2002). Sozliikk authors' statements regarding the price and nature of the product
(hosting) (e.g., "selling a 50-lira product for 2000 dollars," "it's free on YouTube") were gathered
under this theme.

Pressure to Mask Internal Consumption: In light of the concepts of "internal consumption
pressure" (pressure to buy) defined by Grob and Vriens (2025) and "cult-like control" emphasized
by FitzPatrick (2020), expressions such as "hassling/pestering," "brainwashing," and "hotel
meetings" were coded.

Exploitation of Social Capital: The phenomenon of instrumentalizing friendship and kinship
ties for commercial gain, as highlighted in the studies of Bloch (1996) and Duman (2023), was
analyzed. Expressions like "stabbed in the back by a friend" and "being deceived by my closest
friend" were evaluated within this category.

Euphemisms and Language Games: The gilded language used to conceal the system (e.g.,
"opportunity," "freedom," "vision"), as noted by Bloch (1996) and FitzPatrick (2020), was analyzed.

By classifying the data through these codes, an answer was sought via the experiences of
Sozliik authors to the question of whether the Mega Holdings case was a direct selling organization
or a product-based quasi-pyramid scheme.

Table 1. Mega Holdings Eksi Sozliik Dataset: Thematic Distribution Analysis

Theme Theme Name Related Codes Entry Count Percentage
No (Jargon/Concepts) (Frequency) (%)
Product as a Legal Guise: Retail Hosting, 2000 TL, "junk site", o
1 y o , > 211 35%
Mask free service", exorbitant price.
Vision, brainwashing,
2 Pressure to Mask  Internal hassling/pestering, hotel meeting, 169 28%

Consumption ;
ump suit.

Betrayal by friends (arkadas
3 Exploitation of Social Capital — kazif), pestering relatives, abuse 133 22%
of trust, "my closest friend".

Semantic Mask of the System Financial freedom,  passive
4 (Euphemisms/Language income, network marketing, 91 15%
Games) opportunity, leader.

TOTAL 604 100%

Within the framework of the established methodology, the results of the frequency analysis
conducted on 604 entries are shown in Table 1; according to the analysis obtained by coding each
entry based on its dominant content:

Product as a Legal Guise: Retail Mask (35%): This is the theme with the highest frequency.
The vast majority of authors emphasize that the product offered (website package) is detached from
market realities and serves merely as a legal guise for entry into the system. This finding directly
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supports the theory posited by Muncy (2004) regarding the masking of pyramid schemes with
products.

Internal Consumption and Masking Pressure (28%): In nearly one-third of the entries, it is
observed that the recruitment process is not a rational trade, but an emotional siege. The terms "hotel
meetings" and "vision" are heavily concentrated in the texts as typical indicators of cult-like
structures as defined by FitzPatrick (2020).

Exploitation of Social Capital (22%): This is the theme containing the harshest expressions
among the qualitative data. As stated by Duman (2023), commercial gain superseding relationships
of trust is described by the authors as a form of social degradation.

Euphemisms and Language Games (15%): Although it has a lower frequency compared to the
other themes, irony is commonly observed in this theme within the sarcastic approaches of either the
proponents of the system or those exposing it. The promise of financial freedom demonstrates the
vast gulf between reality and the promise.

The data obtained as a result of the content analysis were structured under four main themes
in an interactive manner with the literature. In the following sections, these themes are discussed on
a theoretical plane accompanied by "thick descriptions" distilled from the experiences shared by the
authors.

Qualitative Analysis and Direct Quotations (Thick Description)

In this section, the statements of Eksi Sozliik users regarding their Mega Holdings experiences
are analyzed under the themes of "Mask Product," "Pressure," and "Exploitation of Social Capital,"
which constitute the theoretical framework of the study. In the analysis, adhering to Denzin's (1989)
thick description strategy, sample statements selected from relevant entries are presented faithfully
to content analysis (preserving jargon, orthography, and emotional tone) and discussed alongside
their counterparts in the literature.

Product as a Legal Guise: Retail Mask

User experiences demonstrate that the offered product (web hosting) is not based on a
rational "price-benefit" balance; on the contrary, it represents a legal "Facade/Mask" as defined by
Vander Nat and Keep (2002) and "Retail Fraud" as pointed out by FitzPatrick (2020). An Eksi Sozliik
author expressed the gap between the market value of the product and its sales price as follows:

"The product they sell is actually a hosting service that you can get on the market for 50-60 TL, or
even handle for free with WordPress. You pay the 2,000 dollars not for this website, but for the right
to enter the system and find others."

This statement serves as proof that sales of the product are not made to end consumers in the
external market, but exclusively to those seeking to acquire participation rights in the system.
Another author summarized the situation as follows:

"They said the deal is simple; find a sucker who will pay 2,000 lira for a worthless website... Of
course, first you have to be the sucker who pays that 2,000 lira."

This quotation illustrates a violation of Kotler and Armstrong's (2018) principle that price is
the sum of the values exchanged for the benefits provided; what is exchanged here is not a product,
but the right to deceive the next participant.

A circumstance specific to this study that warrants mention is that the macroeconomic shifts
and exchange rate fluctuations between 2014 and 2020 covered by the dataset manifested as an
ethnographic reflection in users' definitions of the "entry fee" paid to the system. While in the
organization's initial active years in Turkey (2014-2016), the entry fee was directly stated as 2,000
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Dollars, in subsequent years—owing to exchange rate increases alongside the system's localization
efforts and psychological price perceptions in users' minds—this expression was observed to give
way to exorbitant nominal values based in TL, such as 2,000 TL. This situation demonstrates that
the monetary unit discrepancies in the raw data do not constitute a contradiction, but rather stem from
the organization's dynamic pricing and the victims' period-specific perceptual differences.

Pressure to Mask Internal Consumption

The system's ability to maintain its retail sales facade relies on existing participants being
continually forced to buy products. This phenomenon, conceptualized by Grob and Vriens (2025) as
the "Buy!" pressure, is established through abstract concepts such as "vision" and "entrepreneurship”
rather than rational persuasion processes. One author depicted the atmosphere of the meetings as
follows:

"In an empty apartment flat they call an office... the word 'system' constantly rolling off their
tongues... a complete brainwashing session."

FitzPatrick (2020) states that such structures operate as "commercial cults”" and prevent questioning
by utilizing "thought-terminating clichés." Another Eksi Sozliikk author described the exerted
pressure as follows:

"20-year-old kids in suits are giving you lessons on being a millionaire. They pester you, saying,
"Your vision is narrow', 'Don't you have dreams?"" These statements support the thesis posited by
Koehn (2001) that the system disables rational decision-making mechanisms by accusing
participants of lacking dreams.

Exploitation of Social Capital

The inability to sell products to the external market has resulted in commercial gain being
constructed upon ties of friendship and kinship. Users characterize this process as a "betrayal by
friends" (dost kazigr) and express their disappointment over the damage inflicted on relationships of
trust rather than the commercial loss itself:

"The most high-tech form of a friend's betrayal. A guy I've known for years tried to pull me into the
system under the guise of 'doing business'. When I refused, he gave me the cold shoulder."

This situation aligns with the finding that excessive sales pressure weakens friendships and that
individuals feel uncomfortable being viewed as "commercial prey" (Grayson, 2007). Another author
used the following statement:

"They pressured me to bring even my cousin into this business. In reality, they want you to sacrifice
those closest to you."

The Semantic Mask of the System (Euphemisms and Doublethink)

Concepts frequently encountered in user entries, such as "vision, financial freedom, leader,"
are components of the tactic defined by FitzPatrick (2020) as Business World Camouflage. While
the actual operation of the system is fraudulent, the consent of the victims is manufactured by
masking behind these rational and respectable business terms.

Discussion and Conclusion

The findings of this study demonstrate that the Mega Holdings case was not merely a
commercial failure, but a manifestation of how the "Retail Mask" (Facade), structurally defined by
Vander Nat and Keep (2002), was constructed through psychological and sociological instruments.
The statements of Sozliik users regarding exorbitant prices and the worthlessness of the product, as
described in the findings section, cannot be read as simple consumer dissatisfaction. On the contrary,
this situation constitutes empirical evidence of FitzPatrick's (2020) concept of Business World
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Camouflage. Despite the absence of genuine commercial utility, the organization legitimized its
hierarchical pyramid structure through aggressive persuasion and a culture of "vision" (Grob &
Vriens, 2025).

Contrary to the principle of customer-centric value creation posited by Kotler and Armstrong
(2018), which forms the bedrock of marketing literature, the findings indicate that Sozliikk users
purchased the web hosting package not for its use value, but solely out of the necessity to "pay to
play." Authors characterizing the product as a "junk site" or "selling a 50-lira service for 2,000
dollars" proves that Kotler and Armstrong's (2018) principle stating that price is the sum of the values
exchanged for the benefits provided was deliberately violated.

The answer to the question posed by Muncy (2004) and Vander Nat and Keep (2002) to
detect pyramid schemesm"Would this product be purchased at this price if there were no opportunity
to make money?" mis a resounding "no." This phenomenon, defined in the literature as inventory
loading and internal consumption, confirms that the product failed to reach end consumers in the
external market and merely circulated among internal participants as a "money transfer guise" (retail
mask).

One of the most striking inferences of this study is the devastation wrought by erecting
commercial gain upon social relationships. The theme of social capital exploitation identified in our
study, which specifically articulates the pressure exerted on close personal circles, demonstrates that
inventory loading is not merely an economic compulsion; it is also a sociological instrument of
destruction that depletes individuals' networks of trust and social capital (Bloch, 1996). In parallel
with Duman's (2023) emphasis on breach of trust, it was observed in the Mega Holdings case that
social capital was leveraged like an investment instrument, culminating in social bankruptcy at the
moment of victimization. In this respect, the case proves that products do not serve merely as a mask
(facade) to evade legal oversight, but function as a "Trojan horse" enabling victims to draw their own
social networks into the system.

Limitations of the Study and Recommendations for Future Research

The data of the study are limited exclusively to user entries on the Eksi Sozliikk platform.
Although this platform offers an extensive digital repository, the anonymity of the data precluded an
in-depth analysis of users' demographic characteristics. The study focused on the Mega Holdings
case, and caution should be exercised when generalizing the findings to MLM structures across
different sectors. In future studies, the concepts of Retail Mask (Facade) and Business World
Camouflage can be tested through quantitative methods across diverse product categories (cosmetics,
dietary supplements, etc.). Additionally, interviews conducted with former distributors who left the
system could reveal the socio-psychological exploitation behind the mask in greater detail.

Furthermore, although the empirical data of this study are limited to Eksi Sozliikk entries
between 2014 and 2020—a period encompassing the Mega Holdings organization's most active
presence, corporate zenith, and legal dissolution processes in the Turkish market—this timeframe
provides a methodologically sound and rich basis for demonstrating the nature, evolution, and
resulting consumer fallacy of this specific case in all its dimensions. However, it can also be stated
that this temporal constraint, which forms the focus of the research, cannot be directly generalized to
the unique dynamics of present-day artificial intelligence (Al)-driven manipulation tactics, crypto-
asset-based digital Ponzi schemes, and modern cyber-marketing frauds.
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Bir illiizyon Olarak Perakende Maskesi: Cok Katmanh Pazarlamada Tiiketici Yanilsamasi
ve Mega Holdings Vakasi

Giris

Cok Katmanli Pazarlama (CKP), firmalarin {iriinlerini dagitmak i¢in bagimsiz
distribiitorlerden olusan bir ag kullandig1 ve bu distribiitorlerin hem kendi perakende satislarindan
hem de sisteme dahil ettikleri diger katilimcilarin satislarindan gelir elde ettigi bir dogrudan satig
modelidir (Keep & Vander Nat, 2014). Ancak yasal CKP yapilar ile yasadigi piramit semalar
arasnda, disaridan bakildiginda ayirt edilmesi gii¢ yapisal benzerlikler bulunmaktadir. Yasal bir
perakende stratejisi olarak CKP, firmalara diisiik sabit maliyetlerle genis bir dagitim ag1 kurma

imkani tanirken (Constantin, 2009); sistemin yapisi, yasadisi piramit semalarla tehlikeli benzerlikler
tasimaktadir (Chandra vd., 2024).

Glinlimiizde piramit semalarin tespiti, sistemlerin kendilerini yasal bir isletme gibi
gostermek amaciyla karmasik stratejiler gelistirmesi nedeniyle zorlasmistir. Erken dénem piramit
semalar zincirleme mektuplar gibi herhangi bir {iriin igermezken, modern dolandiricilik semalari,
yasal denetimlerden kaginmak ve bir is firsat1 izlenimi yaratmak amaciyla triinleri bir "maske"
(facade) olarak kullanmaktadir (Koehn, 2001; Muncy, 2004).

Cok Katmanli Pazarlama (CKP) maskesi altindaki piramit yapilarin modern siber alana
evrilmesi, uluslararas1 giincel alan yazinda dijital dolandiricilik ve siber pazarlama somiiriisii
baglaminda yogun sekilde tartisilmaktadir. Piramit semalarin merkezindeki bu Perakende Maskesi
(Facade) stratejisi, glinlimiiziin dijital platformlarinda ve merkeziyetsiz ¢evrimici ekosistemlerinde
kurbanlar1 manipiile etmek adina birer psikolojik ¢apa olarak kullanilmaya devam etmektedir (Kaur
& Jones, 2025).

Bu calisma, CKP goriintimii altindaki piramit yapilarda kullanilan ve temel islevi tiiketici
ihtiyacin1 karsilamaktan ziyade sisteme para girisini mesrulastirmak olan metalarin, literatiirde
Vander Nat ve Keep(2002) tarafindan formiile edilen "Facade" (Maske/Cephe) kavrami ekseninde
nasil aragsallastirildigimi incelemektedir. Ozellikle Mega Holdings vakasinda goriilen piyasa
degerinin ¢ok lizerinde satilan web hosting paketleri, bu kamuflaj stratejisinin somut bir 6rnegidir.
Calisma, {irlinlin varhiginin tek basina yasallik kaniti olamayacagini, asil belirleyicinin sistemin
kullandig1 maskeleme stratejileri ve {iriiniin sistem icindeki perdeleyici islevi oldugunu ortaya
koymay1 amaglamaktadir.

Kuramsal Cerceve: Uriin, Deger ve Maskeleme (Facade) Stratejileri

CKP sistemleri ile yasadigi piramit semalar arasindaki ayrim, literatiirde genellikle
perakende satiglarin varligi tizerinden tartisilan karmasik bir sorunsaldir (Vander Nat & Keep, 2002).
Mesru bir dogrudan satis organizasyonunda gelir, iiriinlerin nihai tiiketicilere ulastirilmasiyla elde
edilirken; piramit semalar, iiriin odagindan ziyade yeni katilimcilarin sisteme dahil edilmesi
iizerinden finanse edilen siirdiiriilemez bir yapi1 sergiler (Koehn, 2001). Ancak modern piramit
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semalar, yasal denetimlerden kaginmak ve dolandiricilik faaliyetlerini maskelemek amaciyla sisteme
siklikla bir nesne veya hizmet entegre etmektedir (Muncy, 2004).

Bu noktada ¢aligmamizin merkezini olusturan "Facade" (Maske) kavrami; s6zde bir iiriin de
diyebilecegimiz, sistemin mesruiyet araci olarak kullandigi, ancak serbest piyasa kosullarinda
bagimsiz bir iktisadi talep yaratmayan, fiyati piyasa degerinden kopuk ve temel islevi sisteme nakit
girisini perdelemek olan metalar1 ve uygulamalari tanimlamaktadir.

Iktisadi Uriin ve "Maske" (Facade) Uriin Karsithg

CKP sistemleri ile yasadisi piramit semalar arasindaki ayrimi netlestirebilmek icin, rasyonel
piyasalardaki iktisadi iriin ile piramit semalarda aragsallastirilan "maske" (facade) tirlinlerin
ontolojik ve islevsel farkliliklarinin ortaya konmasi gerekir. Iktisadi bir iiriin; piyasada dogal talebini
olusturabilen, faydasi ve kithigi nedeniyle bir degisim degerine sahip olan mal veya hizmettir.
Literatlirde bir malin iktisadi iiriin niteligi kazanmasi i¢in, sisteme katilim firsatindan bagimsiz bir
kullanim degerine ve talep esnekligine sahip olmasi beklenir. Bu ayrim fi¢ temel kriter iizerinden
yapilabilir:

Bagimsiz Talep ve Fayda: Van de Poel (2009), iktisadi degeri, tiiketicilerin ticari bir mala
6demmeye razi olduklar1 fiyat ve fayda degeri olarak tanimlar. Bir tiriiniin iktisadi iiriin sayilabilmesi
i¢in, kiginin o Uriinii satin alarak bir kazan¢ elde etme ihtimali olmasa dahi, iiriinii talep etmesi
gerekir. Ancak maske islevi goren iriinlerde bu bagimsiz talep mevcut degildir; iiriin, sistemin
vadettigi finansal kazangtan bagimsiz bir tatmin yaratmaz.

Nihai Kullaniciya Satis: Vander Nat ve Keep (2002), yasal bir CKPmnin temelinin
organizasyon disindaki "nihai kullanicilara" yapilan satislar oldugunu belirtir. Iktisadi iiriin,
organizasyonun bir parc¢asi olmayan, sadece iriiniin faydasi i¢in 6deme yapan dis miisterilere
satilabilen iirlindiir. Oysa piramit semalarda, iiriiniin satisinin dis pazardaki nihai tiiketicilere degil,
i¢sel tiikketim ad1 altinda sadece sisteme katilim hakk: elde etmek isteyen distribiitorlere yapildigi
goriilmektedir (Vander Nat & Keep, 2002).

Rekabet¢i Fiyatlandirma: Iktisadi iiriinler, piyasadaki muadilleriyle rekabetci fiyatlara
sahiptir. Muncy (2004), {iriiniin fiyatinin piyasa degerinin ¢ok iizerinde olmasinin, iiriiniin kendisinin
degil, firsatin satildiginin bir gostergesi oldugunu vurgular. Muncy (2004), CKP yapilarindaki iiriin
mesruiyetini test etmek i¢in kritik bir soru yoneltir: “Eger para kazanma ihtimali olmasaydi, bu {iriinii
bu fiyattan satin alir miydim?”. Bu sorunun yanit1 olumsuz ise ilgili meta, Muncy’nin (2004) “fahis
fiyatli/gereksiz iirlinler” kategorisine girmekte ve sadece yasal bir kamuflaj araci islevi gérmektedir.

Bu ¢alismanin merkezinde yer alan "Perakende Maskesi" (Facade) olgusu, Mega Holdings
vakasinda goriilecegi iizere, iiriiniin kendisi i¢in degil sadece sunulan is firsati i¢in satin alinan, piyasa
degerinden kopuk araglar1 temsil eder. Bu anlamda Vander Nat ve Keep (2002) perakende satisin
aslinda bir “cephe/maske” (facade) islevi gordiigiinii savunmaktadir. Koehn (2001) ise bu siireci, asil
amacin ticari satislar yerine iiye toplama oldugu bir yapida, yasal goriinlim kazanmak i¢in sisteme
dahil edilmis gostermelik unsurlar olarak niteler. Kotler ve Armstrong (2018), bir {iriiniin temel
miisteri degerini, alicinin gercekte neyi satin aldigi ve hangi sorunu ¢ozdiigii ile iliskilendirir. Ancak
maske {iriin pratiklerinde, Kotler ve Armstrong'un (2018) vurguladigi1 miisteri odakli deger yaratimi
tamamen diglanmakta; {iriin, miisterinin hayatina somut bir fayda sunmak yerine, sistemin
devamliligini ve yasal kilifin1 saglayan yapay bir gereklilige doniismektedir.

Maskelemenin islevsel Mekanizmasi: Perakende Hilesi ve I¢sel Tiiketim

Kotler ve Armstrong (2018), bir {irliniin temel miisteri degerini, alicinin gergekte neyi satin
aldig1 ve hangi sorunu ¢ozdugii ile iliskilendirirken, Mega Holdings vakasinda, sunulan host ve
domain paketleri, Kotlerin tanimladig1 anlamda bir kullanim degeri veya fayda sunmaktan uzaktir.
Aksine, bu yap1 Kotler'in satig anlayis1 olarak tanimladigy, tiiketicinin gercek ihtiyacindan ziyade
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agresif satis baskisina dayali bir model sergilemektedir. Uriiniin fahis fiyati, Kotler'in fiyatin,
saglanan faydalar karsiliginda takas edilen degerlerin toplami oldugu ilkesiyle ¢elismekte; burada
takas edilenin {irlin degil, spekiilatif bir gelir vaadi oldugunu gostermektedir. Bu baglamda s6z
konusu iiriinler, siirdiiriilebilir pazarlama literatiirinde Kusurlu Uriinler olarak siniflandirilabilecek
ne anlik ne de uzun vadeli toplumsal fayda yaratan aragsalastirilmis metalardir.

Piramit semalar, geleneksel zincirleme mektup mantigimi gizlemek i¢in tiriinleri fonksiyonel
bir kalkan olarak kullanir. FitzPatrick (2020), bu durumu "Perakende Hilesi" olarak adlandirir. Bu
hile iki temel siiregle isler:

Envanter Yiikleme: Katilimcilarin sistemde statiilerini korumak veya komisyon alabilmek
icin ihtiyag¢ fazlas1 iiriin almaya zorlanmasidir (Vander Nat & Keep, 2002). Grob ve Vriens (2025),
bu durumu distribiitérlerin perakende satis yapamadiklari halde borglanarak stok yapmalariyla
sonuglanan bir i¢sel baski olarak tanimlar.

Icsel Tiiketim Yanilsamasi: Gostermelik iiriinlerin en belirgin vasfi, sistem disindaki nihai
tiikketicilere satilamamasidir. Peterson ve Albaum (2007) igsel tiiketimi etik bulsa da; Vander Nat ve
Keep (2002), gelir ¢ogunlugu distribiitér alimlarina dayanan yapilarin matematiksel olarak piramit
sema oldugunu kanitlamigtir. Mega Holdings 6rnegindeki fahis fiyatlama, {irliniin dig piyasada alici
bulamayacaginin, dolayisiyla tiikketimin zorunlu olarak sistem i¢ine hapsoldugunun kanitidir.

Maskeyi Koruyan Sosyo-Psikolojik Ekosistem

Rasyonel bir tiiketicinin piyasa degerinin ¢ok tizerindeki Uriinleri satin almasi ve ¢evresine
pazarlamasi, sadece ekonomik teorilerle agiklanamayacak karmasik bir siirectir. Literatiir, bu
maskenin (facade); psikolojik baski, sosyal sermaye somiiriisii ve dilsel manipiilasyon (is diinyasi
kamuflaji1) mekanizmalariyla korundugunu gostermektedir.

Icsel Tiiketimi Maskeleme Baskisi

Uriinlerin sistem i¢indeki dolasimi, sistemin kurguladigi yogun bir psikolojik baskinin
sonucudur. Grob ve Vriens (2025), bu durumu "Satin Al! Satin Al!" (Buy! Buy!) baskisi olarak
kavramsallagtirir. Katilimeilar, gercek bir perakende talebi olmasa bile, sistemdeki statiilerini
korumak i¢in satin almaya mecbur birakilirlar. FitzPatrick (2020), bu yapilarin ticari tarikatlar gibi
isledigini ve elestirel diisiinceyi yok etmek icin zihin kontrol teknikleri kullandigini vurgular. Bu
siirecte katilimcilarin rasyonel karar alma mekanizmalari, bilissel 6nyargilar kullanilarak devre disi
birakilir. Liu (2018), MLM yapilarinin katilimcilarin iyimserlik onyargisint ve batik maliyet
yanilgisim suiistimal ettigini belirtir. Katilimcilar, sézde tiriine 6dedikleri yiiksek giris ticretini
kurtarabilmek umuduyla sisteme daha fazla para ve zaman yatirmaya devam ederler. FitzPatrick
(2020) ise bu psikolojik siireci bir adim 6teye tasiyarak, bu yapilarin ticari tarikatlar gibi igledigini;
elestirel diisiinceyi yok etmek icin diisiinceyi durduran kligseler ve zihin kontrol teknikleri
kullandigim1 vurgular. Bu siirecte katilimcilarin rasyonel karar alma yetileri, davranigsal iktisat
mekanizmalariyla devre dis1 birakilmaktadir. Sadece son derece nadir olan basarili 6rneklerin 6n
plana cikarilmasiyla pompalanan iyimserlik 6nyargisi, bireylerin kendi bagarisizlik ihtimallerini g6z
ard1 etmelerine neden olur. Basarisizlik yasandiginda ise, sisteme 6dedikleri girig iicretini veya
harcadiklar1 zamani kurtarabilmek umuduyla (batik maliyet) rasyonel olmayan bir sekilde daha fazla
iirliin almaya ve sistemde kalmaya devam ederler (Liu, 2018).

Sosyal Sermaye Somiiriisii: Giivenin Aragsallastirilmasi

Bu sistemlerdeki en kritik sermaye, finansal paradan ziyade sosyal sermayedir. Bloch (1996),
bu sistemlerdeki en biiyiik hilenin, ticari islemlerin arkadaglik ve akrabalik iliskileri iizerine
kurulmasi oldugunu belirtir. Distribiitorler, sdzde triinleri yabancilara satamadiklar i¢in triiniin
rekabetei bir degeri yoktur, satis baskisini en yakin ¢evrelerine yoneltmek zorunda kalirlar. Bloch'a
(1996) gore bu durum, sosyal iligkileri metalastirir ve distribiitorlerin sosyal ¢evrelerinin, zamanla
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sadece sistemdeki diger kisilerden ibaret hale gelmesine yani tepelere kagan arkadaslara neden olur.
Koehn (2001), arkadaglara ve akrabalara yonelik bu pazarlamanin etik tehlikelerle dolu oldugunu,
¢ilinkii giiven iligkisinin ticari kazang ugruna aragsallastirildigini savunur. Peterson ve Albaum (2007)
ise sosyal aglarin ekonomik islemlerdeki rolnii tartigarak, insanlarin tanidiklar kisilere daha fazla
giivendigini, ancak MLM yapilarinda bu giivenin riskli bir ticari igleme tahvil edildigini belirtir.

Duman (2023), Ciftlik Bank vakasi iizerinden yaptig1 analizde, dolandiricilik netlestiginde
toplumun 6fkesinin, arkadaglarii sisteme ¢eken diger magdurlara yoneldigini ve derin bir sosyal
iflas yasandigini tespit etmistir.

Ortmece (Euphemism) ve Dil Oyunlari: Gergegin Yeniden Insas:

Maske iiriiniin degersizligini ve sistemin piramit niteligini gizlemek igin kullanilan en etkili
arag, 0zel olarak kurgulanmis bir dil olacaktir. Bloch (1996), MLM sektoriiniin, yaptiklari igin nahos
dogasimi (arkadaslarimi kullanmak, ise alim yapmak gibi) gizlemek igin bir dizi "Grtmece"
(euphemism) gelistirdigini belirtir. Ornegin; satis yapmak yerine paylasmak, iiye yapmak yerine
firsat sunmak veya plan1 gostermek gibi ifadeler kullanilir.

FitzPatrick (2020), bu dil oyunlarin1 Orwell’in "Ciftdiisiin" kavramiyla iliskilendirir. Ona
gore, bu yapilar "Ponzinomics" adini verdigi, piramit semay1 yasal bir is modeli gibi gosteren sanrisal
bir inang sistemi yaratir. Bu sistemde, kaybetmek kelimesi vazgegmek olarak yeniden tanimlanir;
boylece sistemin matematiksel hatasi, bireyin karakter hatasina doniistiiriiliir. Vander Nat ve Keep
(2002) de benzer sekilde, perakende satis gibi temel ticari terimlerin iginin bosaltildigini ve
distribiitorlerin kendi kullamimlarinin dahi perakende satis gibi lanse edilerek yasal bir kilif
olusturuldugunu vurgular.

Kong (2002) ise bu dil oyunlarinin, organizasyon igindeki kimlikleri yonetmek igin
kullanildigini; distribiitdrlerin hem bagimsiz is sahibi hem de uysal bir takip¢i gibi ¢eliskili kimlikleri
bu muglak dil sayesinde bir arada tuttuklarini ifade eder. Mega Holdings vakasinda sikca karsilasilan
vizyon, 6zgiirlik ve girisimcilik gibi kavramlar, aslinda olmayan bir ticari degeri yani bir sézde iiriin
varmis gibi gostererek katilimcilart sisteme ¢cekmek i¢in kullanilan bu dilsel stratejinin pargalaridir.

Yontem

Bu calisma, Cok Katmanli Pazarlama (CKP) maskesi altinda faaliyet gosteren piramit
semalarda "Perakende Maskesi" (Facade) olgusunu, Mega Holdings vakas1 6zelinde derinlemesine
incelemeyi amaglayan nitel bir aragtirmadir.

Arastirma Deseni

Arastirmada nitel arastirma desenlerinden durum c¢alismasi benimsenmistir. Durum
caligmasi, glincel bir olguyu kendi gercek yasam cercevesi iginde inceleyen ampirik bir arastirma
yontemidir (Yildirnm & Simsek, 2013). Mega Holdings vakasi, maske/kilif (facade) iirlin
kullaniminin dijital mecralarda en ¢ok tartisilan ve genis bir magdur kitlesine sahip olan 6rnegi
olmasi nedeniyle kritik durum olarak secilmistir.

Veri Kaynag ve Orneklem Secim Kriterleri

Arastirmanin evrenini sosyal medya platformlari, ¢alisma sahasini ise Tiirkiye’nin en koklii
ve katilimcr s6zliikk tabanli sosyal aglarindan biri olan Eksi Sozliikk olusturmaktadir. Eksi Sozliik,
anonim kullanicilarin deneyimlerini sansiirsiiz bir dille aktarabildigi bir dijital hafiza niteligi
tagimaktadir (Duman, 2023). Arastirmanin 6rneklemi, Eksi Sozliikk platformunda Mega Holdings
basligi altinda 2014 ile 2020 tarihleri arasinda girilen toplam 604 adet entry'den (girdi) olugmaktadir.
Bu tarih aralii, organizasyonun Tiirkiye'de en yogun faaliyet gosterdigi ve magduriyetlerin
kamuoyunda tartigilmaya baslandig1 donemi kapsadigi igin secilmistir.
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Omeklem se¢iminde amagli oOrnekleme tekniklerinden olgiit/kriter  rneklemesi
kullanilmigtir. Girdilerin segilmesinde, Mega Holdings hakkinda dogrudan kisisel bir deneyim,
gozlem veya taniklik igermesi, Sistem isleyisine veya toplantilarina dair bilgi sunmasi kriterleri
aranmugtir. Kriterleri saglamayan, konu disi tartismalar veya tek kelimelik anlamsiz ifadeler
dislanmastir.

Olumsuz veya elestirel, negatif i¢erikler diglanmamis; aksine, piramit sema kilifinin desifre
edilmesi ve sistem dahilinde yasanan magduriyetlerin saptanabilmesi icin analizin merkezine
almmigtir. Ayrica, dijital etnografi calismalarinda kullanicilarin  entry'lerini  silme riski
bulundugundan (Duman, 2023), veri kaybin1 6nlemek amaciyla 604 girdi bilgisayar ortamina
kaydedilerek arsivlenmistir.

Veri Toplama ve Analiz Siireci

Calismanin verileri, dijital etnografi yontemiyle retrospektif olarak toplanmistir (Kulluk,
2024). Verilerin analizinde Creswell’in (2013) 6nerdigi veri analiz sarmali izlenmistir. Dijital verinin
dogasina sadik kalinarak, Eksi Sozliik platformunda kamuya agik sekilde paylasilan veriler, dijital
etnografi ilkeleri geregince yazarlarin anonimligi korunarak ve ifadelerdeki 6zgiin terminolojiye
sadik kalinarak tematik analize tabi tutulmustur. Veriler, literatiirde tanimlanan "Facade" ve "Piramit
Sema" dlgitleri rehberliginde tematik olarak siniflandirilmistir.

Gegerlik ve Giivenirlik

Nitel arastirmalarda verilerin analiz siirecinde giivenirligi saglamak amaciyla kodlayicilar
aras1 goriis birligi stratejisine bagvurulmustur. Arastirmacinin tek basina kodlama yapmasimin
yaratabilecegi metodolojik zayiflig1 ve Onyargiy1r engellemek icin, veri setinden tesadiifi olarak
secilen %10’Iuk bir kesim (yaklagik 60 entry), nitel arastirma deneyimi olan bagimsiz bir ikinci
arastirmaci tarafindan birbirinden habersiz bicimde kodlanmistir. ki arastirmacinin kodlamalart
karsilastirilmis ve kodlayicilar arasi anlasma ylizdesi hesaplanmistir. Nitel arastirma literatiiriinde
Miles ve Huberman (1994) tarafindan tavsiye edilen %80 esik degeri referans alinmis ve kodlayicilar
arasinda %85 oraninda bir uyum saglandig: tespit edilmistir. Uyusmazlik yasanan kodlar iizerinde
miizakere edilerek ortak bir karara varilmis ve kodlama semasina nihai hali verilmistir.

Bulgular ve Analiz

Arastirma kapsaminda toplanan veriler, Mega Holdings vakasinda sunulan iiriiniin nasil
yasal bir "Maske" (Facade) olarak islev gordiigiinii ortaya koyacak bir ¢erceveye oturtulmustur.Bu
asamada, ham verilerin sistematik bir temsili olan kodlama hiyerarsisi olusturulmustur. Asagida
sunulan analizler, bu kodlama prosediiriiniin teknik ayrintilarini ve elde edilen temalarin frekans bazli
genel goriiniimiinii icermektedir.

Verilerin Tematik Yapilandirilmasi ve Kodlama Semasi

Bu baglamda analiz siirecinde tiimevarimsal bir yaklagim izlenerek veriler 6nce kodlanmis,
ardindan bu kodlar literatiirdeki kavramsal g¢erceve ile iliskilendirilerek temalar ve alt temalar
olusturulmustur. Kodlama siirecinde, literatiirde tanimlanan "piramit sema" ve "maske {riin"
gostergeleri rehber olarak kullanilmistir.

Kodlama semasi agagidaki teorik sacayaklari {izerine kurulmustur:

Yasal Bir Kilif Olarak Uriin: Perakende Maskesi: Muncy (2004) ve Vander Nat ve Keep
(2002) calismalarinda belirtilen "diigiik degerli {iriin", "fahis fiyat" ve "perakende satigin yoklugu"
kavramlar temel alinmistir. S6zliik yazarlariin {iriniin (hosting) fiyat1 ve niteligine dair ifadeleri
(6rn: "50 liralik {iriinii 2000 dolara satmak", "Youtube'da bedava") bu tema altinda toplanmistir.

Icsel Tiiketimi Maskeleme Baskisi: Grob ve Vriens (2025) tarafindan tanimlanan "igsel
tilkketim baskis1" (pressure to buy) ve FitzPatrick (2020) tarafindan vurgulanan "tarikat benzeri
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kontrol" (cult-like control) kavramlar 15181nda; "darlama", "beyin yikama", "otel toplantilar1” gibi
ifadeler kodlanmistir.

Sosyal Sermaye Somiiriisii: Bloch (1996) ve Duman (2023) ¢alismalarinda 6ne ¢ikan, ticari
kazang i¢in arkadaslik ve akrabalik iligkilerinin aragsallastirilmasi olgusu analiz edilmistir. "Arkadag
kazig1", "en yakin dostum tarafindan kandirilma" gibi ifadeler bu kategoride degerlendirilmistir.

Ortmece (Euphemism) ve Dil Oyunlart: Bloch (1996) ve FitzPatrick (2020)'in belirttigi,
sistemi gizlemek i¢in kullanilan yaldizli dil (6rn: "firsat", "6zgiirliik", "vizyon") analiz edilmistir.

Veriler, bu kodlar araciligtyla siniflandirilarak, Mega Holdings vakasinin bir dogrudan satig
organizasyonu mu yoksa sdzde iirlin tabanli bir piramit sema m1 oldugu sorusuna, sozliik yazarlarmnin
deneyimleri iizerinden yanit aranmuistir.

Bu analiz, Creswell’in "veri analiz sarmali" yontemine uygun olarak, her bir entry'nin baskin
icerigine gore kodlanmasiyla elde edilmistir. Tablo 1°de mevcut veri setinin tematik dagilim analizi
gorilmektedir.

Tablo 1. Mega Holdings Eksi Sozliik Veri Seti: Tematik Dagilim Analizi

Entry Says1 Yiizde

Tema No Tema Adi ilgili Kodlar (Jargon/Kavramlar) (Frekans) (%)
(1]

Yasal Bir Kilif Olarak Uriin: Hosting, 2000 TL, "¢&p site", "bedava

o

! Perakende Maskesi servis", fahis fiyat. 211 735
fcsel Tiiketimi Maskeleme Vizyon, beyin yikama, darlama, otel

2 169 %28
Baskisi toplantisi, takim elbise.

3 Sosyal Sermaye Somiiriisit  “-kadas kazigh, akraba - darlamast, | 54 %22

gliven istismart, "en yakimm".

4 Sistemin Semantik Maskesi Finansal 6zgiirliik, pasif gelir, network 91 %15
(Ortmece/Dil Oyunlar1) marketing, firsat, lider. ’

TOPLAM 604 %100

Belirlelenen metodoloji gergevesinde, 604 entry lizerinde gergeklestirilen frekans analizi
sonuclarint Tablo 1’de goriilmektedir, her bir entry'nin baskin icerigine gore kodlanmasiyla elde
edilmis analize gore;

Yasal Bir Kilif Olarak Uriin Perakende Maskesi (%35): En yiiksek frekansa sahip temadr.
Yazarlarin biiyilk cogunlugu, sunulan iirliniin (web sitesi paketi) piyasa gergeklerinden kopuk
oldugunu ve sadece sisteme giris i¢in yasal bir kilif gérevi gordiigiinii vurgulamaktadir. Bu bulgu,
Muncy (2004) tarafindan belirtilen piramit semalarin iiriinle maskelenmesi teorisini dogrudan
desteklemektedir.

Igsel Tiiketim ve Maskeleme Baskisi (%28): Girislerin neredeyse iigte birinde, katilim
stirecinin rasyonel bir ticaret degil, duygusal bir kusatma oldugu goriilmektedir. "Otel toplantilar1”
ve "vizyon" kelimeleri, FitzPatrick (2020) tarafindan tanimlanan kiilt benzeri yapilarin tipik
gostergesi olarak metinlerde yogunlagmaktadir.

Sosyal Sermaye Somiiriisii (%22): Nitelikli veriler i¢inde en sert ifadelerin yer aldig1 temadir.
Duman'mn (2023) belirttigi gibi, ticari kazancin giiven iliskisinin dniine ge¢cmesi, yazarlar tarafindan
bir toplumsal yozlasma olarak betimlenmektedir.
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Ortmece ve Dil Oyunlar1 (%15): Diger temalara oranla frekans: daha diisiik olsa da, bu tema
genellikle sistemin savunuculari veya sistemi desifre edenlerin alayci yaklagimlarinda ironi
goriilmektedir. Finansal 6zgiirliik vaadi, gergeklik ile vaat arasindaki ugurumu gostermektedir.

Yapilan igerik analizi sonucunda elde edilen veriler, literatiirle etkilesimli bir bigimde dort
ana tema altinda yapilandinlmistir. Asagidaki boliimlerde bu temalar, yazarlarin paylastigi
deneyimlerden siiziilen 'yogun betimlemeler' esliginde kuramsal diizlemde tartisilmaktadir.

Niteliksel Analiz ve Dogrudan Alintilar (Yogun Betimleme)

Bu boliimde, Eksi Sozlik kullanicilarinin Mega Holdings deneyimlerine dair ifadeleri,
calismanin kavramsal gergevesini olusturan "Maske Uriin", "Bask1" ve "Sosyal Sermaye Somiiriisii"
temalar1 altinda analiz edilmistir. Analizde, Denzin'in (1989) yogun betimleme stratejisine sadik
kalinarak, ilgili entry'lerden segilen 6rnek ifadeler, icerik analizine sadik kalinarak (jargon, imla ve
duygusal ton korunarak) sunulmus ve literatiirdeki karsiliklariyla tartigilmagtir.

Yasal Bir Kilif Olarak Uriin: Perakende Maskesi

Kullanicilarin  deneyimleri, sunulan iriiniin (web hosting) rasyonel bir "fiyat-fayda"
dengesine dayanmadigini, aksine Vander Nat ve Keep'in (2002) tanimladigi yasal bir "Cephe/Maske"
(Facade) ve FitzPatrick’in (2020) isaret ettigi "Perakende Hilesi" oldugunu gostermektedir. Bir Eksi
Sozliik yazari, tirliniin piyasa degeri ile satis fiyat1 arasindaki ugurumu su sekilde ifade etmistir:

"Sattiklar1 {irlin aslinda piyasada 50-60 TL'ye alabileceginiz, hatta Wordpress ile bedavaya
halledebileceginiz bir hosting hizmeti. 2000 dolar1 bu site i¢in degil, sisteme girip baskalarini1 bulma
hakki i¢in 6diiyorsun."”

Bu ifade, iiriiniin satisinin dis pazardaki nihai tiiketicilere degil, sadece sisteme katilim hakki1
elde etmek isteyenlere yapildigini kanitlar niteliktedir. Bir baska yazar ise durumu s6yle 6zetlemistir:

"Olay basit dediler; bes para etmeyecek web sitesine... 2.000 lira verecek bir keriz bul
dediler. Tabi ilk 6nce o 2.000 liray1 veren keriz sen olacaksin."

Bu alinti, Kotler ve Armstrong’un (2018) fiyatin, saglanan faydalar karsiliginda takas edilen
degerlerin toplami oldugu ilkesinin ihlal edildigini; burada takas edilenin {iriin degil, bir sonraki
katilimciy1 kandirma hakki oldugunu gostermektedir.

Bu calisma 6zelinde belirtilmesi gereken bir durum da veri setinin kapsadigir 2014-2020
yillar1 arasindaki makroekonomik degisimler ve doviz kurundaki dalgalanmalar, kullanicilarin
sisteme Odedikleri “girig {icret” tanimlamalarina da etnografik bir yansima olarak tezahiir etmis
olmasidir. Organizasyonun Tiirkiye’deki ilk aktif yillarinda (2014-2016) giris iicreti dogrudan 2000
Dolar olarak ifade edilirken, ilerleyen yillarda kur artisiyla birlikte sistemin yerellesme cabasi ve
kullanicilarin zihnindeki psikolojik fiyat algisi nedeniyle bu ifadenin yerini 2000 TL gibi TL bazli
fahis nominal degerlere biraktigi gozlemlenmistir. Bu durum, ham verideki parasal birim
farkliliklariin bir celiski degil, organizasyonun dinamik fiyatlama ve kurbanlarin dénemsel algi
farkliliklarindan kaynaklandigini géstermektedir.

Icsel Tiiketimi Maskeleme Baskisi

Sistemin perakende satis maskesini siirdiirebilmesi, igerideki katilimecilarin stirekli iiriin
almaya zorlanmasina dayanir. Grob ve Vriens'in (2025) "Satin Al!" baskis1 olarak tanimladigi bu
durum, rasyonel ikna siire¢lerinden ziyade, "vizyon" ve "girisimcilik" gibi soyut kavramlar {izerinden
kurulmaktadir. Bir yazar, toplantilarin atmosferini su sekilde betimlemistir:

"Ofis dedikleri i¢i bos apartman dairesinde... dilinden diismeyen sistem kelimesi... tam bir
beyin yikama seans1."
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FitzPatrick (2020), bu tiir yapilarin "ticari tarikatlar" olarak isledigini ve "diisiinceyi
durduran kligeler" kullanarak sorgulamayi engelledigini belirtir. Bagka bir Eksi Sozlik yazan ise
kurulan baskiy1 sdyle aktarmistir:

"Takim elbiseli, 20 yasinda gocuklar size milyonerlik dersi veriyor. 'Senin vizyonun dar’,
'Hayallerin yok mu?' diyerek darliyorlar."

Bu ifadeler, Koehn’in (2001) belirttigi, sistemin katilimcilar1 hayalleri olmamakla
suclayarak rasyonel karar alma mekanizmalarini devre dis1 biraktigi tezini desteklemektedir.

Sosyal Sermaye Somiiriisii

Dis piyasaya iiriin satilamamast, ticari kazancin arkadaglik ve akrabalik baglar iizerine inga
edilmesine neden olmustur. Kullanicilar bu siireci "dost kazig1" olarak nitelendirmekte ve ticari
kayiptan ziyade, giiven iliskisinin zedelenmesinden duyduklar1 hayal kirikligini dile getirmektedir:

"Dost kaziginin en teknolojik hali. Yillardir tanidigim adam bana 'ticaret yapiyoruz' ayagina
sisteme sokmaya ¢alistl. Reddedince de kiistii."

Bu durum, asir1 satig baskisinin arkadasliklar1 zayiflattigi ve insanlarin "ticari bir av" olarak
goriilmekten rahatsizlik duydugu tespitiyle (Grayson, 2007) ortiismektedir. Bir diger yazar ise su
ifadeyi kullanmusgtir:

"Kuzenimi bile bu ise sokmam i¢in baski yaptilar. Aslinda en yakimlarini kurban etmeni
istiyorlar."

Sistemin Semantik Maskesi (Ortmece ve Ciftdiisiin)

Kullanic1 girdilerinde sikc¢a rastlanan "vizyon, finansal 6zgiirliik, lider" gibi kavramlar,
FitzPatrick'in (2020) Is Diinyas1 Kamuflaji olarak tanimladig1 taktigin bir pargasidir. Sistemin asil
isleyisi dolandiricilik, bu rasyonel ve saygin is diinyasi terimlerinin arkasmma maskelenerek
kurbanlarin rizasi tiretilmektedir.

Tartisma ve Sonuc¢

Bu calismanin bulgulari, Mega Holdings vakasinin salt bir ticari basarisizlik degil, Vander
Nat ve Keep'in (2002) yapisal olarak tanimladigi 'Perakende Maskesinin (Facade) psikolojik ve
sosyolojik araclarla nasil insa edildigini gostermektedir. Bulgular boliimiinde betimlenen fahis
fiyatlar ve iiriiniin degersizligine yonelik sozlilkk kullanicilarinin ifadeleri, basit bir tiiketici
memnuniyetsizligi olarak okunamaz. Aksine, bu durum FitzPatrick'in (2020) Is Diinyas1 Kamuflaji
kavraminin ampirik bir kaniti niteligindedir. Organizasyon, ortada gercek bir ticari fayda olmamasina
ragmen, kurdugu agresif ikna ve 'vizyon' kiiltiiriiyle hiyerarsik piramit yapisini mesrulastirmistir
(Grob & Vriens, 2025).

Pazarlama literatiiriiniin temelini olusturan Kotler ve Armstrong'un (2018) miisteri odakl
deger yaratimi ilkesine karsin, bulgular sozliik kullanicilarinin web hosting paketini bir kullanim
degeri i¢in degil, sadece "oyuna girmek i¢in 6deme" zorunluluguyla satin aldiklarin1 gostermektedir.
Yazarlarin {iriinil "¢6p site" veya "50 liralik hizmetin 2000 dolara satilmasi" olarak nitelemesi, Kotler
ve Armstrong'un (2018) fiyatin, saglanan faydalar karsiliginda takas edilen degerlerin toplami1 oldugu
ilkesinin bilingli bir sekilde ihlal edildigini kanitlamaktadir.

Muncy (2004) ile Vander Nat ve Keep (2002)'in piramit semalari tespit etmek i¢in yonelttigi
"Para kazanma ihtimali olmasaydi, bu iiriin bu fiyattan satin alinir miydi?" sorusuna verilen yanit net
bir "hayir"dir. Literatiirde envanter yiikleme ve igsel tiiketim olarak tanimlanan bu durum, iirliniin
dis piyasadaki nihai tiiketicilere ulasamadigini, sadece sistem igindeki katilimcilar arasinda bir "para
transferi kilifi" (perakende maskesi) olarak dondiigiinii dogrulamaktadir.
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Calismanin en carpict ¢ikarimlarindan biri, ticari kazancin sosyal iliskiler iizerine insa
edilmesinin yarattig1 yikimdir. Caligmamizda tespit edilen ve 6zellikle yakin ¢evreye yonelik baskiy1
ifade eden sosyal sermaye sOmiiriisii temasi, literatiirdeki envanter yiikleme olgusunun sadece
ekonomik bir zorlama olmadigini; ayn1 zamanda bireylerin giiven aglarimi ve sosyal sermayelerini
tilkketen sosyolojik bir yikim araci oldugunu ortaya koymaktadir (Bloch, 1996). Duman’in (2023)
giiven suistimali vurgusuyla paralel olarak, Mega Holdings vakasinda sosyal sermayenin bir yatirim
araci gibi kullanildigi ve magduriyet aninda bu sermayenin sosyal iflasa doniistiigii gdzlemlenmistir.
Bu yoniiyle vaka, iirlinlerin sadece hukuki denetimden kagmak igin bir maske (facade) olarak
kalmadigini, bizzat kurbanlarin kendi sosyal ¢evrelerini sisteme dahil etmelerini saglayan bir 'truva
atl' iglevi gordiigiinii kanitlamaktadir.

Arastirmanin Kisithliklari ve Gelecek Cahsmalar Icin Oneriler

Aragtirmanin verileri sadece Eksi Sozliik platformundaki kullanicr girdileriyle sinirlidir. Her
ne kadar bu platform genis bir dijital hafiza sunsa da, verilerin anonim olmasi kullanicilarin
demografik 6zelliklerinin derinlemesine analiz edilmesini engellemistir. Calisma, Mega Holdings
vakasi lizerine yogunlasmistir ve bulgularin farkli sektorlerdeki CKP yapilarina genellenmesi
konusunda ihtiyatli olunmalidir. Gelecek ¢alismalarda, Perakende Maskesi (Facade) ve Is Diinyast
Kamuflaji kavramlar farkli iiriin kategorileri (kozmetik, saglik takviyeleri vb.) iizerinden nicel
yontemlerle test edilebilir. Ayrica, sistemden ayrilan distribiitorlerle yapilacak miilakatlar, maskenin
ardindaki sosyo-psikolojik somiirii temasin1 daha detayl1 ortaya koyabilir.

Ayrica bu calismanin ampirik verisi, Mega Holdings organizasyonunun Tiirkiye
pazarindaki en aktif oldugu, kurumsal zirve ve hukuki ¢oziilme siireclerini kapsayan 2014-
2020 yillar1 arasindaki Eksi Sozliik entry'leri ile sinirlandirilmis olmasi, séz konusu tarih
aralifi, incelenen spesifik vakanin dogasini, gelisimini ve yarattig1 tiiketici yanilsamasini
tim boyutlariyla ortaya koymak adina metodolojik olarak isabetli ve doygun bir zemin
sunmaktadir. Bununla birlikte, arastirmanin odagini olusturan bu donemsel kisit,
glinlimiiziin yapay zeka (Al) destekli manipiilasyon taktikleri, kripto varlik tabanli dijital
saadet zincirleri ve modern siber-pazarlama dolandiriciliklarinin kendine has dinamiklerine
dogrudan genellenemez oldugu da sOylenebilir. Gelecek c¢alismalarda, yeni nesil dijital
platformlardaki giincel siber dolandiricilik aglarmin ag analizi veya giincel netnografik
yaklagimlarla incelenmesi alan yazina katki saglayacaktir.
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ETIK BEYANLAR
Arastirma ve Yayin Etigi
Yazar(lar), bu makalenin 6zgiin bir ¢alisma oldugunu ve bilimsel arastirma ve yayin etigi
ilkelerine uygun olarak hazirlandigin1 beyan eder. Makale daha 6nce herhangi bir yerde
yayimlanmamis olup baska bir dergide degerlendirme siirecinde degildir.
Calismada kullanilan tiim kaynaklar akademik kurallara uygun bicimde atiflanmistir.
Yazar(lar), calismanin intihal, veri uydurma, veri tahrifi veya manipiilasyon i¢cermedigini;
aragtirma bulgularinin bilimsel diirtistliik ilkelerine uygun sekilde sunuldugunu beyan eder.
Yazar Katkisi
Tiim yazarlar ¢calismanin tasarlanmasi, yiiriitiilmesi, analizi ve makalenin hazirlanmasina
onemli Ol¢lide katki saglamistir. Tiim yazarlar makalenin son hélini okuyup onaylamis ve
yayimlanmasini kabul etmistir.
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Cikar Catismasi
Yazar(lar), bu makalenin yayimlanmasina iligkin herhangi bir ¢ikar ¢atigmasi bulunmadigini
beyan eder.

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

Yapay Zeka Kullamim Beyani
Makalenin hazirlanmas siirecinde yapay zeka araglarindan yalnizca dil diizenleme, geviri
destegi ve anlatim iyilestirmesi amaciyla sinirh dlgiide yararlanilmig olabilir. Yapay zeka
araclar tarafindan yapilan ¢eviri ve dil diizenlemeleri yazar(lar) tarafindan dikkatle kontrol
edilmigtir. Yapay zeka araglari calismanin bilimsel igeriginin, arastirma tasariminin,
analizlerinin veya akademik sonuglarmin olusturulmasinda kullanilmamigtir. Makalenin
igerigine iliskin tiim akademik sorumluluk yazar(lar)a aittir.

Telif Haklar1 ve izinler
Yazar(lar), telif hakki gerektiren materyaller kullanilmissa gerekli izinlerin alindigini ve
¢alismanin herhangi bir fikrl 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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