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ABSTRACT

Developments in production, transportation and communication technologies have 
created an intense competitive environment for brands. In this process, the strategic 
use of traditional and digital platforms has gained importance. In recent years, 
especially reality technologies and digital games have been effectively integrated 
into brand strategies. this study examines virtual and gaming platforms through an 
example of a campaign that combines both applications. Within the scope of the 
analysis, Vodafone Turkey's social responsibility project is discussed. Vodafone, the 
main sponsor of the Turkish Women's Volleyball National Team, brought together 
the players of the Malatya 44 Volleyball Academy with the National Team athletes 
in a virtual environment with 5.5G technology. Young athletes in Malatya, which 
was affected by the earthquake, had the opportunity to play on the same court with 
their idols with VR technology. The campaign is a remarkable example in terms of 
providing social interaction, offering different experiences and creating opportunities 
for groups with limited access.
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INTRODUCTION

The rapidly developing technologies of the digital age are transforming our lives 
in many ways, while also reshaping the concept of social responsibility. Beyond the 
boundaries of traditional social responsibility, virtual platforms have become pow-
erful tools for raising awareness of social problems, mobilizing people and creating 
sustainable solutions. These platforms play an important role in conveying social 
problems on an experiential level, especially by using technologies such as virtual 
reality (VR) and Augmented Reality (AR). The “VR Social Responsibility Cam-
paign”, one of Vodafone's social responsibility campaigns, tangibly demonstrates the 
power of the digital world to create social impact. The campaign uses virtual reality 
technology to draw attention to important issues such as social inequalities, difficult 
living conditions and environmental problems. This campaign is not only a digital 
tool, but also a powerful example of raising awareness about social responsibility.

Vodafone aims to provide social benefit by using virtual reality (VR) technology 
in social responsibility projects. In particular, the Company launched the “Coding 
Tomorrow” project supported by VR technology to help children in earthquake-​
affected regions reintegrate into social life. As part of this project, a container 
technology classroom was set up in Adıyaman and technology training and social 
activities were organized for children in earthquake-​affected provinces with mobile 
training tents. The goal is to reach 100,000 children affected by the earthquake. With 
the “Green Planet Possible Together” project, students aged 7-​14 were trained on 
environmental sustainability, climate change and electronic waste recycling, and 
activities supported by VR technology were organized. The project aims to reach 
1,000 students from different provinces of Turkey. With such projects, Vodofone 
aims to create social solutions and build a sustainable future by using technology 
(Vodafone.com.tr).

In order to examine the potential of digital technologies in the field of social 
responsibility through a concrete example, this research chose Vodafone Turkey's 
VR-​supported social responsibility campaign as a case study. Vodafone's projects 
using VR technology on critical social issues such as the reintegration of children 
into social life and environmental sustainability, especially in earthquake-​affected 
areas, demonstrate the innovative role of technology in generating social benefits 
(Vodafone, n.d.). The study aims to contribute both to the academic analysis of the 
design and impact of digital social responsibility projects and to provide insights 
into practical applications. Thus, it aims to fill an important gap in the literature on 
social responsibility communication and experiential marketing (Pine & Gilmore, 
1999; Kotler & Lee, 2005).
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