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OZET

Kullanicilarin web sitesi sorumlusunun irettigi i¢erikleri sadece okuyabildigi Web 1.0 teknolojisi ile
veri paylasimi sadece statik sayfalardan yapilmaktadir. Web 2.0 ile kullanicilar pasif durumdan aktif
duruma ge¢mis ve dinamik sayfalarla tamismistir. Boylece kullanicilarin internette yeni igerikler
olusturmasi ve bunlar1 paylagmasi saglanmigtir. Web 3.0 ile internette toplanan veriler, hem
kullanicilarin hem de bilgisayarlarin anlamlandirabilecegi semantik bir yapiya doniismiistiir. Bu noktada
internet, tamamen makine 6grenimi ve yapay zekdya dayanmaktadir. Web 3.0 teknolojisi ¢ok daha seffaf
ve demokratik bir yapmin olusmasinmi saglamaktadir. Veri, sahibinin izni olmadan disar
cikartilamamaktadir. Veriler Facebook ve Google gibi sirketlerin merkezi sunucularinda degil, blok
zincir alt yapisi ile kimsenin sahip olmadigi dagitilmis bir agda depolanmaktadir. Bu veriler higbir kisi
veya kurum tarafindan manipiile edilememektedir. Web 3.0 pazarlamasinin temelinde akilli tarama
yontemleri yer almaktadir. Web 3.0 ile arama motorlar1 sadece anahtar kelimelere gore sonug
gostermemekte, kullanicilarin sorgularini yapay zeka ile anlamlandirarak sonuc gostermektedir.
Dolayisiyla Web 3.0 pazarlamasi, kullanicilarin internette ilgilendikleri alanlari daha kolay
kesfetmektedir. Arama motorlarinda yapilan tim internet aramalar, kisiye &zel olarak
kaydedilmektedir. Daha 6nce arastirilan konuyu elinde bulunduran sistem, yeni arastirmalarda, elindeki
eski bilgilerden ortak bir sonug ortaya ¢ikarmaktadir. Gelismis ileri diizey algoritmalar, kullanicilarin
tercihlerine, ilgi alanlarina, onceden ziyaret ettigi mekanlara, aligveris yaptigi magazalara ve begendigi
sayfalara gore 6neri ve reklam sunmaktadir. Boylece kullaniciya daha etkin arama ortami saglanmakta
ve kisa siirede en dogru sonu¢ sunulmaktadir. Bu sekilde pazarlamaci herhangi bir araci kullanmadan
dogrudan miisteriye ulasabilecektir. Ayrica Web 3.0, topluluk pazarlamasinin 6niinii agacaktir.
Pazarlamacilar, her miisterinin neyi daha fazla 6nemsedigini 6grenmek ve strateji olusturmak igin ¢esitli
kaynaklara yatirnm yapacaklardir.

Anahtar Kelimeler: web 3.0, web 3.0 pazarlama, web 3, web 3 pazarlama, yapay zeka pazarlama,
blok zincir pazarlama

ABSTRACT

With Web 1.0 technology, where users can only read the content produced by the website administrator,
data sharing is done only from static pages. With Web 2.0, users went from passive to active and met
with dynamic pages. Thus, users were enabled to create and share new content on the Internet. With
Web 3.0, the data collected on the Internet has turned into a semantic structure that can be interpreted
by both users and computers. At this point, the internet is completely based on machine learning and
artificial intelligence. Web 3.0 technology provides a much more transparent and democratic structure.
Data cannot be extracted without the permission of the owner. The data is not stored on the central
servers of companies such as Facebook and Google, but on a distributed network with the blockchain
infrastructure that no one owns. These data cannot be manipulated by any person or institution. The
basis of Web 3.0 marketing is intelligent scanning methods. With Web 3.0, search engines do not only
show results based on keywords, but also show results by interpreting users' queries with artificial
intelligence. Therefore, Web 3.0 marketing makes it easier for users to discover areas of interest on the
Internet. All internet searches made on search engines are recorded privately. The system, which holds
the previously researched subject, brings out a common result in new researches from the old
information in its hand. Advanced algorithms offer suggestions and advertisements based on users'
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preferences, interests, previously visited places, stores they shop at, and pages they like. Thus, a more
efficient search environment is provided to the user and the most accurate result is offered in a short
time. In this way, the marketer will be able to reach the customer directly without using any
intermediaries. Also, Web 3.0 will pave the way for community marketing. Marketers will invest a
variety of resources to strategize and learn what each customer cares more about.

Keywords: web 3.0, web 3.0 marketing, web 3, web 3 marketing, artificial intelligence marketing,
blockchain marketing
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