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Ozet

Bu arastirmada Tiirkiye’de demir celik endiistrisinde faaliyet gosteren firmalarin
kurumsal vizyon ve marka mesajlarini sosyosemantik bir bakis acisiyla incelenerek
bu mesajlarin sektorel hafizanin ingasi, stratejik yonelimlerin belirlenmesi ve
uluslararas1 ticaretteki yansimalar1 iizerindeki roliiniin ortaya ¢ikarilmasi
amaglanmaktadir. Agir sanayi niteligiyle yiiksek sermaye ve enerji gerektiren demir
celik endiistrisi yalnizca {iretim siiregleriyle degil ayn1 zamanda kurumsal iletisim
araclartyla da rekabet avantaji yaratmak zorundadir. Bu baglamda vizyon ve marka
mesajlar1 firmalarin teknolojik yetkinlik, siirdiiriilebilirlik, dijital doniisiim ve
toplumsal sorumluluk gibi kritik baghklardaki duruslarini simgeleyen stratejik
ifadeler olarak degerlendirilmektedir. Arastirma kapsaminda Tiirkiye Celik
Ureticileri Dernegi'ne iiye firmalarin vizyon mesajlar1 analiz edilmis, elde edilen
veriler tizerinden endiistrinin ortak stratejik yonelimleri ve anlam kiimeleri ortaya
cikarilmistir. Bulgular firmalar arasinda marka mesajlarinin igerik, giic ve
biitiinsellik agisindan farklilastigini, sektorde ortak bir kurumsal iletisim
yaklagiminin  heniiz kurumsallasmadigini  gostermektedir. Vizyon ve marka
mesajlarinin firmalarimn lojistik yeterliliklerini, uluslararasilasma stratejilerini ve dig
ticaretteki algilanma bigimlerini dogrudan etkiledigi vurgulanmustir. Sonug olarak
marka ve vizyon mesajlarinin kurumsal kimlikle birlikte lojistik ag yonetimi, dig
ticaret iligkileri ve uluslararas: giiven insasi acisindan stratejik araglar oldugu ileri
stiriilmektedir. Bu dogrultuda sektore yonelik mesaj standartlarinin belirlenmesi ve
entegre iletisim stratejilerinin  gelistirilmesi  yapilandirilmamis  6rneklerle
onerilmektedir. Ayrica Tiirkiye Celik Ureticileri Dernegi'nin 6nciiliigiinde
endiistride faaliyet gosteren firmalarin marka ve vizyon mesajlarimn disiplinlerarasi
bir yaklagimla ele alan, stratejik iletisim standartlarini belirlemeye yonelik kapsaml
ve katilimc bir ¢alistayimn diizenlenmesi elzemdir. Boyle bir girisimin yalnizca sektor
i¢ci kurumsal uyumu ve marka biitiinliigiinii giiclendirmekle kalmayacag1 ayni
zamanda Tirkiye demir celik endiistrisinin kiiresel ticarette rekabet giiciinii
arttiracak stratejik bir adim niteligi tasiyacag1 ongoriilmektedir.
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Industrial Memory through Vision Statements: A Socio-Semantic Perspective on Turkiye’s Steel Industry
and the Sector’s Brand Messaging Gap
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Abstract

This study aims to examine the corporate vision and brand messages of firms
operating in the Turkish iron and steel industry from a socio-semantic perspective
and to reveal the role of these messages in shaping sectoral memory, defining
strategic orientations, and influencing international trade perceptions. As a capital
and energy intensive heavy industry, the iron and steel sector must generate
competitive advantage not only through its production processes but also via its
corporate communication strategies. In this context, vision and brand messages are
regarded as strategic expressions that reflect firms’ positions on key issues such as
technological competence, sustainability, digital transformation, and social
responsibility. Within the scope of the research, the vision statements of companies
affiliated with the Turkish Steel Producers Association were analyzed and the data
obtained were used to identify common strategic orientations and semantic clusters
within the industry. The findings indicate that brand messages vary significantly
among firms in terms of content, strength and coherence, revealing a lack of
institutionalized corporate communication practices across the sector. Moreover, it is
emphasized that vision and brand messages directly influence firms’ logistical
capabilities, internationalization strategies and external trade perceptions. In
conclusion, the study argues that vision and brand messages are not only tools for
shaping corporate identity but also strategic instruments for managing logistics
networks, establishing foreign trade relations, and building international trust.
Accordingly, the development of standardized messaging and integrated
communication strategies tailored to the sector is proposed through a set of
illustrative, non-firm-specific examples. Furthermore, it is deemed essential that the
Turkish Steel Producers Association take the lead in organizing a comprehensive and
participatory workshop aimed at establishing strategic communication standards
through an interdisciplinary approach. Such an initiative is expected to strengthen
internal coherence and brand integrity within the sector, while also serving as a
strategic step toward enhancing the global competitiveness of the Turkish iron and
steel industry.

Corporate communication, vision statement, brand strategy, iron and steel industry, global
competitiveness
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