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INTRODUCTION
COMMUNICATION, MEDIA AND PUBLIC RELATTONS

Technological changes lead to differentiation in many things and one of them in between these change is marketing
strategies. In addition to marketing strategies, each part of life has to affect these flexible conditions. Politics, lifestyles,
economic activities, work conditions, workforce needs are only some examples. This book mainly divided into
two parts as communication and public relations and media studies. First two part is related to communication
and public relations and the rest is dealt with media studies issues.

In the first part of this book, the main theme is the effects of digital life on promotion strategies and public
relations. This part divided into three categories in it. The first article discusses how augmented reality applications
become powerful marketing strategies for companies who have enough technological infrastructure, investment,
and audience with technological equipment and usage ability. Oze and Dikmen try to explain the principles to
gain one byte on people mind via ads during the history and try to examine the ways in which augmented reality
applications has been used in advertising that has been on the agenda since the 1990s but whose marketing practices
have become more widespread in recent years. In this study, different kind of applications of the augmented reality
has been categorized. They argued that the main objective of augmented reality applications in work and other
similar technological applications is to create an unconscious consumer and to overcome the uncontrolled decision
making on consumption. Authors try to explain the ways how can brands use augmented reality application for
their own beneficence by effecting target market. They believe that the main aim of these sort of applications is
creating a uniform human model.

Bozkurt has studied on factors impacting consumer behaviors towards ads in the stories section of Instagram. This
article is again related to digital applications and Instagram stories as an ads tool in the new digital era. Bozkurt
argues that firms have to use social media as a new marketing and especially ads tool, otherwise they couldn
catch their consumer interests. She believes that especially new generations are much more familiar with the digital
life and it is not easy to catch these generations with traditional media. Researches Show that Instagram is the
most popular among the younger generations. They are mostly used Instagram to share videos and photos. They
especially use stories because they prefer to share photos or videos for only 24 hours. Then the story disappear.
Bozkurt has aimed to reveal the type of relation and interaction between certain factors such as level of usage of
Instagram, brand knowledge, preferred Instagram and type etc. and behavioral intention towards the ads placed
in Stories section of Instagram. With this purpose, she has used objective-based sampling was used in this study
and Instagram users who follow Stories section were asked to fill out a questionnaire online as well as face-to-face.
Findings of the study showed that behavioral intentions towards ads found in the Stories section of Instagram
differed in terms of factors such as Instagram usage level, brand knowledge, preferred Instagram ads type etc.

Thirdly Soylu has written on digital public relations in SME’. As it known, SME’s are highly important for
national economies. He explained the disadvantages that SME’s have faced in compared to large-scale companies
on the basis of conducting 360-degree public relations campaigns. Cost is the main negative factor for SME’s
here. He argued that digital media could be used much more cost effective in comparison to traditional media.
He explained positive sites of digital media usage for public relation activities. This study aims to study to
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analyze digital technology applications used in the public relation field and the opportunities offered by these
applications for SMEs. According to his opinion “SMEs are able to adapt to global transformations and developing
technologies in a fast way thanks to their flexible organizational structures. Businesses that fall into the category
of SME have a nature that is open to technological developments and this gives them an advantage of fast and
dynamic decision-making ability. Digital public relations are critical for the success of SMEs. SMEs may be able
to increase their performance in this competitive environment through a strong digital public relations strategy.
Public relation activities gain a different meaning with the popularity of online media, search engines and social
websites, functioning as channels of telecommunication, communication, and interaction. Digital public relations
consist of public relation processes that are conducted in the digital media, using new information technologies”.

Perception and emotional intelligence in public relations and culture are the main concepts of the second part of
this book. Firstly, “Impact of Professional Knowledge and Choice of Profession on the Perception of Advertising
and Public Relations Professions: Case of Pamukkale University” has been placed in this part. This article has been
studied by Yasemin Bozkurt and Eylin Aktas. The aim of this study is, to identify how professional knowledge
and choice of profession impact the perception towards advertising and public relations professions. They used
university students as a sampling. They try to explain the differences between having professional knowledge and
choosing public relations and advertising professions, and the perception towards professions of public relations
and advertising. According to their research, students have a complex perception for public relations in compare
to the advertising profession. Advertising profession has a much more clear perception. This complex perception
leads to negative reputation on public relations Profession.

The second article in this section is “Differences in Perception of Undergraduate and Associate Degree Students
Towards the Profession of Public Relations: Case of Pamukkale University” which written by Elin Aktag and
Seher Ceylan. This study is again perception about public relations profession with similar to the previous article.
According to authors the aim of this study is to reveal perception differences of public relations and publicity
students at the level of undergraduate and associate degrees towards the profession of public relations. Firstly public
relations profession and it's importance has been explained and then the perception about the public relations
profession has been examined in the study. In the end, some differences in the perceptions of undergraduate and
associate degree students towards the profession of public relations have been observed.

The third subject is related with “Emotional Intelligence as a Health Promotion Technique: Criticizing Possibility to
Change Health Behaviour of Both Sides in Health Communication” which written by Miray Besbudak. Begbudak
firstly explained health behavior and its importance and uniqueness in human life. She argues that people need a
special interest in these sort of conditions and true and sensitive communication is really important as well. She
uses emotional intelligence concept in order to explain the source of creating a true relationship in the health
sector. She believes that emotionally intelligent people who know and show their emotions correctly, understand
others emotional situations and react properly. The understanding between the communicating parties (sender and
receiver) arises with emotional help. The true and balanced relationship between doctor and patient or relatives
can lead to managing the problematic situation better in the health sector.

The last study is related to food and culture. Nuran Oze wrote about “The resistance of the traditional tastes that
have been starting to lose in the Turkish Cypriot culture in festivals”. Oze tried to examine the methods of resistance
through the festivals of traditional Turkish Cypriot tastes that have been starting to disappear in the Turkish Cypriot
culture. With the new form of life, people move away from traditional habits as well as the traditional cuisine at
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homes as Turkish Cypriot do. Oze tries to explain this situation by using festivals organized in Northern Cyprus.
Festivals have increased in number and as well the importance given to the Turkish Cypriot culture has increased
in terms of festival content in Northern Cyprus. She pointed out that festivals are organized for domestic tourism
and especially traditional tastes have drawn the attention, have developed a resistance to the protection of traditions
and it has been seen that festivals are a part of cultural tourism and eco-tourism. According to Oze’s research
festivals in which the traditional Turkish Cypriot cuisine was tried to be kept alive were examined according to
years and regions distributions of. Traditional tastes, which are an important part of the Turkish Cypriot culture,
are important social building stones that are carried daily from the past. The effort shown to not be exhausted is
the resistance of the Turkish Cypriot culture to the survival and non-destruction of life.

Media studies constitute one of the pillars of this study. As is known, the media covers a wide area in communication
studies. In this book, media studies on topics such as the production of news content, news production for current
social policies, news photography, the consumption of wars with movies, experiences of film audiences and the
use of intranet in organizational communication are included in this book.

The first study analyzes the media content of social policies. According to Cobaner and Yildirim, the analysis
of media content on social policy issues can inform us about the political and social dynamics of states and the
media’s view of these policies. In this sense Cobaner and Yildirim, focusing on the study of social policy issues
discussed in Turkey, it has examined how it is represented in the theoretical framework of these issues in the media.

In their second works, Cobaner and Yildirim examined the news produced on social policy issues and made a
theoretical discussion on the representation of women, children, aging, disability, poverty, and migration in the
media. As it is known, media is the fourth power besides execution and trial. In this sense, the media is a tool
that will inform the public, raise issues raised, propose solutions, and force individuals to consider their interests.
In this sense, examining how the content of social policies is formed in the media is important to understand
how countries represent public policies.

Another important study is the study of Diindar’s analysis of news photography and manipulation in the media.
According to Diindar, news photographs are stronger than news texts. However, from the past, news photos have
ignored and manipulated the reader-author ethics. This study of Diindar questioned how the manipulated news

photographs distanced from reality and objectivity.

The manipulation in the media is not done only with news photos. Films that are a media tool can also be used as
manipulation tools. According to Bilgin, war has become a phenomenon consumed by the media. The powerful
states, through the media, legitimized their war. Especially with the discourse of war against terror spreading
through US media, he tried to put wars on Iraq and Afghanistan on a legitimate ground. They supported this
legitimate ground which she tried to create with films. This war has been an object of consumption for the society

through films.

The films, which are one of the means of consumption of the media, are generally evaluated in the cinema works
with the approach of the directors to the representations. However, it is not emphasized how popular films, which
are an object of consumption today, make sense of the audience. Ozgiir’s work examines the experiences of popular
films when they meet with the audience. This study shows us how popular films are experienced by the viewers,
but also shows us what our needs are.
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Technology is the most important pillar of the media. The power and quality of technology determine the shape of
the communication network. Advances in technology every day have simplified and complicated communication.
According to Cetintas, organizational communication is one of the most important elements that support and
develop productivity in an organization. In organizational communication, intranet technology increases both
efficiencies and establishes a closed network system that provides access to corporate information. Evaluating the
positive and negative effects of intranet technology in internal communication is important for the development

of organizational communication.

These studies examining the media by taking different topics from each other, show us how the media turned
into a complex structure. At the same time, these studies give us clues about how healthy communication should
be, but they try to explain that objective reality is more than that shown in the media.

Emrah Dogan & Nuran Oze
October 2018
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THE CONTROL IS AT AUGMENTED REALITY’ /
KONTROL ARTIRILMIS GERCEKLIK'TE

Nuran Oze', Serdar Dikmen?

Abstract

With the changing technology the way in which products and services are marketed has changing at the same
time.Especially within the marketing methods advertising is trying to take advantage of the opportunities created
by technology in particular, in order to draw attention to the consumer with different applications, and to act
to buy consumers.To put it another way, marketing tools are using to manage the perception of customers. The
purpose of this study is to examine the ways in which augmentet reality applications has been used in advertising
that has been on the agenda since the 1990s but whose marketing practices have become more widespread in recent
years. In this study, a case study was conducted from the literatures survey and the sectoral determination studies
related to the field as well as from the applications of the augmented reality. It is argued that the main objective
of augmented reality applications in work and other similar technological applications is to create an unconscious
consumer and to overcome the uncontrolled procurement act. This paper try to understand the ways how can
brands use augmented reality application for their own beneficence by effecting target market. It is thought that
such a type of application will lead to the transition to a uniform human model after a certain period of time.

Giris

Degisen teknoloji ile birlikte {irtin ve hizmetlerin pazarlanma gekilleri de doniismektedir. Bilhassa reklameiligin
bast gektigi pazarlama yontemleri bilhassa teknolojinin yaratugi olanaklar: firsata cevirerek, farkli uygulamalarla
titketicinin dikkatini gekmeye, tiiketiciyi satin almak tizere harekete gecirmeye ¢alismaktadir. Diger bir sekilde ifade
etmek gerekirse pazarlamay: gerceklestirebilmek adina algiyr yonetmenin farkl: tiirde yollarina bagvurulmaktadur.
Bu caligmanin amact 1990l yillardan beri giindemde olan ancak pazarlama alanindaki uygulamalari son yillarda
iyice yayginlasan arturilmis gercekgiligin reklamlarda kullanim sekillerini incelemek ve giiniimiizde insan beyninde
bir verilik yer edinmenin markalar i¢in 6nemini anlatmaya ¢alismakur. Bu calismada literatiir taramast ve artirilmug
gerceklik uygulamalarindan 6rnek kampanyalarin kategorilegtirme anlaminda incelenmesi yapilmugtir. Calismada
artrilmug gerceklik uygulamalari ve benzeri teknolojik diger uygulamalarin esas hedefinin bilingsiz tiiketici yaratmak
ve kontrolsiiz satin alma edimini agilamak oldugu savlanmaktadir. Bu ¢aligma, markalarin artrilmis gerceklik
uygulamalarini kendi yararlar icin nasil kullanabileceklerini aragtirmaktadir. Bu tip uygulamalarla belli bir siire
sonunda tek tip insan modeline gecisin yasanacagi diistintilmektedir.

Calisma kapsaminda amaca ulasmak icin ilk énce reklamciligin kapitalist sistemin icerisinde firsatci rolii
incelenmigtir. Bu kisimda tek kare yontemi, subniminal mesajlarla tiiketicinin bilingaltina hitap edilmesi gibi
konular iglenmistir. Ardindan reklamlarda algt yonetimi konusuna odaklanilmis ve Kepferer tarafindan olusturulan

1 (Near East University), nuran.oze@neu.edu.tr
2 (Near East University), serdar.dikmen@neu.edu.tr
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marka kimlik prizmast tizerinden tiiketici ile iligki kurarken dikkat edilen hususlar tizerinden markalarin ayirt edici
kimlik 6zelliklerinin nasil gerceklestigi tartgilmistir. Bu sayede marka - kimlik - tiiketici ticliisii arasindaki kurgusu
anlagilmaya caligilmigtir. Daha sonraki béliimde artirilmig gercekligin ne oldugu, sanal gerceklikle arasindaki farklar,
pazarlama alaninda arturilmig gerceklik uygulamalari ve kategorizasyonu konulari irdelenmistir. Son boliimde ise
pazarlama alaninda insanin ara iiriin haline gelmesi ve ardindan tektip insan modeline dijital cagdaki yeni teknoloji
pazarlama teknikleriyle gecisin nasil saglandig, arturilmis gergeklik uygulamalarinin tektip insan modeline gegis
ile iliskisi agiklanmaya ¢aligilmustur.

1. Kapitalist Sistemde Reklamin Firsat¢iligt

Reklam verenler degisen kosullara uygun olarak iletilerini ulagtirabilecek yeni araglar ve kanallari kendi ¢ikarlarina
uygun hale getirmektedirler. Bu noktada kapitalist sistemde reklamin yapisal olarak firsat¢i oldugunu sdylemek
miimkiindiir. “Teknolojik gelismelerin hizlanmasi ile radyo ve televizyonun reklamlarda kullanimi da eklenince
titketicileri etkilemenin farkli yontemleri aragtirilmaya baglanmistr.Yine bu dénemde, tiiketicilerin toplumda yer
aldiklart siniflar gozetilerek reklam icerikleri olusturulmaya ve ikna yontemleri uygulanarak tutum degistirmede
etkili ydntemler kesfedilmeye baglanmigtir. Boylece hedef kitlenin diisiincelerini ve davraniglarini degistirme siirecine
girilmistir. Uriinlerin insan hayatinda fayda saglamasi, fiyat ve pratik bilgiler disinda daha etkili ve uzun siireli marka
konumlandirma gerekliligi fark edilmistir. Bu amagla reklam yapimlarinda, ikna yontemlerine bagl: stratejiler genis
yer kaplama egilimi gostermistir” (Oze ve Dikmen, 2018, p. 57). Berger (2010) ise reklamlarin izleyici kidleye
ulagtirdif1 mesajlarin belleklerine imgeleme, animsama ya da beklentiler yoluyla uyardigina deginmektedir (2010,

p. 129).

Reklam verenler, tiiketici bagimliligini stirdiiriilebilir hale getirmek adina imaj kampanyalari, sosyal sorumluluk
caligmalari, sponsorluk ve benzeri pazarlama iletisimi metodlarini kullanmislardir. Ancak bu metodlarin higbirinin
satig oranlarini istenilen mikearda siirdiiriilebilir sekilde artiramadig gozlemlenmistir. Ozet olarak, reklam verenin,
reklam harcamalari, beklenen satig orani denkligini saglayamamigstir. Reklam verenin siirdiiriilebilir satig orani artigin
saglayabilmek adina, dijital ¢agin getirdigi firsatlardan faydalanilmaya baslanmistir. Bu faydalanmanin kékeninde
potansiyel miisteri kitlesine subniminal mesaj génderme yatmakradir. Dijital ¢caga gelmeden ilk kez gorsel alanda
kullanildigr 25. Kare metodu subliminal mesajin kokeni sayilabilir.

Reklameilik ‘insanlara ne gosterirsek ona inanirlar’ mottosundan hareketle 19. yy basinda gorsel ve isitsel alanda
bircok fikir uygulanmaya baglamistir. Fakat insanlarin beyninde siirekli yer etmek giiniimiizde veri alanina (1 byte)
sahip olabilmek i¢in yapilan ¢aligmalarin baglangicina baktigimizda subliminal olarak adlandirilan filmlerde tek kare
yontemi bir baglangi¢ olmustur. Sinema filminin bir saniyesi i¢in 24 kare gerekir. Yani her 1 saniyelik goriintii 24
adet kareden olusur. Bu karelerin okunmastyla da hareketli goriintii elde edilir. Sinemada 24; televizyonda yani video
sisteminde 25 kare art arda gelip sadece ama sadece 1 saniyelik bir goriintii olusturuyor. 25. Kare dedigimiz olay
ise bilingalun: etkilemek amaciyla sinemada ve Tv de yapilan en etkili yontemlerden biri olarak kabul edilmekredir.
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Resim 1: Hareketli goriintii olusumu

Insanlar gorsel olarak sadece 24. kareye kadar algilayabilir 25. kareyi gozler gormez ancak beyne bilingaltindan
bu kare iletilir. Iste 25. Karede fazladan eklenen “1 kare” ile siibliminal bir mesajlar verilir. 25. Kare olay1 ilk kez
sinemalarda yiyecek-icecek gibi gidalarin satigini arttirmak igin kullanilmisti. Iddalara gore, ABD de 1957 yilinda,
James Vicary "Picnic” adli filmde bunu denemeye karar veriyor. Filmde her 5. saniyede bir, saniyenin 1/3000'ne
denk gelecek sekilde "Patlamis Mistr Ye” ve "Coca Cola I¢” yazan kareler (frame) yerlestiriyor. Sinema salonunda
film arasinda ve sonrasinda kola ve musir satiglart artiyor (Florea, 2016).

Pichic

T - SN SCRER - (U RN

Resim 2: 25. Kare Tekniginin llk Kez Uygulandigr ‘Picnic’ Filmi

Boylelikle 25. Kare tekniginin uygulanmasiyla, izleyici kitlenin bilingaltina hitap edilerek subliminal algt ydnetim
teknikleri boyut degistirmistir.
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3. Reklamlarda Alg: Yonetimi

Giiniimiiz kogullarinda, firmalar, markalar ve tirtinler arasi rekabetteki artig, firmlarin algt zemini tizerine odaklanarak
reklam kampanyalarin: yiiriitme zorunluluunu beraberinde getirmistir. Brembeck ve Howell’'e gore ikna “6nceden
belirlenmis sonuglara ulasmak amaciyla, bilingli olarak, insan giidiilerinin manipiilasyonu yoluyla diisiince ve eylemlerin
degistirilmesi girisimi” dir (AOF, 2013). Schiller’e gore reklamlar, satisi hizlandirmak, titketim arzusunu kamgilamak,
yeni ihtiyaglar ortaya ¢ikarmak ve ekonomik sistemin igleyis dongiisiine yardimci olmanin yaninda gergeklerin
gizlenmesini saglayan baska bir fonksiyon daha gerceklestirmektedir (2005, p. 42). 21. Yiizyilda firmalar logo, kurum
kimligi gibi geleneksel gorsel algi yontemlerinin yani sira, farkls bir gorsel algi yonetimine yeniden odaklanmustir.

Gorsel algy, insanlarda dilden 6nce baglamistir. Bilindigi gibi diisiinceler resimsel sekilde insanlarin hafizasinda yer edinip
akearilmaya calisilmus ve béylelikle sozciikler beyinlerde grsel bir yer edinmistir. Arurilmug gergeklikle tasarlanarak
yaratilan diinyada tiiketiciye imaj resmi beyne aktarilmis oluyor. Ancak artirilmug gerceklikte de meveut zaman ve
mekan birliginden bagimsiz bir zaman ve mekan yaratlabilir. Arurilmis gerceklikee ister mekan ister zaman, isterse her
ikisini birden farklilagtirabilme sans: bulunmakeadir. 20. Yiizyilin ortalarindan itibaren tiiketicinin aklinda yer edinmeye
calisan markalarin, tiiketici kimligi (identification prizma) yaratma caligmalari baglamustir. Kepferer tarafindan ortaya
atilan bu marka kimligi prizmasini ayakta tutan, logo, kurumsal kimlik ¢aligmalari ve genelde reklam kampanyalar idi
(Viot, 2011). Marka kimligi prizmasinda da griildiigi gibi tiiketici kitlenin fiziksel, psikolojik ve kiiltiirel kimlikleriyle
ortligen markalar kullandirilmaya calisilmistir. Sosyal statiileri belirli insanlarin, belirli marka tercihi yaparak hayatint
idame ettirmesi ile tiiketici sadakati elde edilmeye caligiimigtr. Ancak, ¢ok yogun reklam kampanyalarina maruz kalan
titketiciler, reklamlara kargi farkindaligmni kaybetti. Ciinkii reklamin belli bir biitge ile belli bir zamanda yapilmas
gerekliligi ve bunun firmalar agisindan siirdiiriilebilir olmasinin ekonomik anlamda imkansizlig, reklam kampanyalarin
daha kisa siireli kilmugtir. Firmalar marka bilinirliliginin siirekliligini saglamak adina 21. Yiizyilda dijital cagin getirdigi
teknolojik firsatlart kullanmaya bagladilar. Firmalarin buradaki asil hedefi titketicinin beyninde 1 verilik yer edinmekti.
Boylelikle marka sadakati firmalara daha ekonomik reklam kampanyalariyla siirdiiriilebilir hale gelecekir.

Gondericinin Iletisi

Fiziksel Uriin Yapist Tiiketici Kisiligi
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Sekil 1: Kepferer Marka Kimlik Prizmas: (Viot, 2011)
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Kapferer'in modelinde, marka yoneticisinin ideal tiiketicinin gercekte kim oldugunu bilmesi ve bu tiiketici tizerindeki
iletisime odaklanmasini gdstermesi bakimindan énemlidir. Yaratlan tiiketim toplumunda markalar tiiketicilerin
kisilikleri olarak statii belirlenmesinde onemli rol oynamaya devam etmekeedir. Markalar, iletisimde kullanilan
sozciikler, resimler, sekiller veya videolar nedeniyle genellikle kisilik dzelliklerini kazanirlar. Prizmadaki iliski yonii
de bir marka ydneticisinin markasinin duygusal ve islevsel olarak 6zlem duyulmasini istedigi alani isaret ederken,
markanin insanlar arasindaki belirli bir iligkiyi de sembolize ettigini gostermektedir. Almanyada yagayan bir ailenin
Volkswagen kullanmast yada Amerikan genglerinin Coca-Cola i¢mesi markalarin klise gibi duran ama kiiltiirler
icinde yer edinmis kisisellegtirme ornekleridir.

Reklamlar, bireylerin sosyal statii, kiiltiir, egitim, is alani gibi (beyaz yakali, mavi yakali) siniflara ayrimindan
yararlandiktan sonra ‘marka organizma® yaratmak adina hareket etmislerdir. Kisiler marklarla tanimlanmaya
baglanmigtir. Ornegin sportif goriiniimlii bireylerin kullandiklari arabalar BMW, Auidi iken ayakkabi, Camper
ve konfeksiyon Diesel markadir. Béylelikle dinledikleri miizikten, yasamlarini gecirdikleri semtlere, beslenme
aligkanliklarina kadar ayni tarzda markalarla yasamlarini siirdiirmekeedirler. Bu baglamda ele alindiginda tek kare
yonteminden arurilmis gerceklige gecen teknolojik gelisim ve siber beyin caligmalart algi yonetiminde yeni bir
dénem agmaktadir.

4. AR Nedir ve Reklamcilikta Nasil Kullanilir?

Arunlmus gergeklik teknolojileri, insan bilgisayar etkilesiminin yeni bir yolu olarak, aktif kullanict miidahalesi olmadan
realite algimizin gercek zamanli modifikasyonunu miimkiin kilmakeadir. “Artrilmug gergeklik, sanal gerceklik (VR)
kavramu ile ilgilidir. VR, bir kisinin etkilesimli olarak, cogunlukla gérme duyusu araciligiyla deneyimleyebilecegi
ve ayni zamanda sesli, dokunsal ve diger geri bildirimler yoluyla sunabilecegi yapay bir diinya yaratmaya calisir”
(Héllerer and Feiner, 2004). Arurilmis gerceklik ayrica interakdif bir deneyim getiriyor, ancak tamamen yapay bir
ortam yaratmaktan ziyade gercek diinyayr desteklemeyi hedefliyor. Zhu ve arkadaglarina (2006) gore artirilmug
gerceklik teknolojileri, bilgisayar tarafindan olusturulan sanal nesneler kullanilarak insanlarin gercek diinya ile alg
etkilesimini gelistirmektedir. Dahasi, arurilmig gergeklik teknolojileri insanlarin bilgisayarla ve gercek diinyayla
etkilesimini degistirir. Insan bilgisayar etkilesimlerinin yeni yolu ile, kullanicilar, kullanicilarin akeif klavye veya
fare kullanimi olmadan bilgisayarlarin yardimiyla gercek diinya ve gergek nesnelerle etkilesime girmekte ve bu
uygulamalardan etkilenmektedir. Ancak giiniimiizde bu etkilesim daha ¢ok akilli cihazlar kullanilarak gerceklesmekredir.
Kahraman'a (2018) gore arurilmis gerceklik olarak adlandirilan bu yeni teknoloji, bilgisayar evreni ve gercek
evren arasindaki ¢izgiyi bulaniklastrip; gorme, hissetme, dokunma, koklama, duyma duyularimizin olusturulan
yeni bir evrende harekete ge¢mesini saglamaktadir. Kahraman (2018), arurilmis gergeklik uygulamalarinin farkls
sektorlerde uygulanabilirligine de dikkat gekerek “yakin gelecekte artirilmug gerceklikle agriyan midemizde neler
oldugunu canli olarak izleyebilecek, gozliiklerimizi ya da bagliklarimizi takip arkadaglarimizla diinyanin herhangi
bir yerine ger¢ek zamanli seyahat edebilecek ya da bir strateji oyunu oynayabilecek en 6nemlisi de hayal giictimiizii
bu teknolojiyle birlestirip hayatimizi kolaylagtiracak birbirinden basarili Giriinler ortaya koyabilecegiz” ifadelerini
kullanmugur. Giintimiizde AR teknolojisi mimariden arkeolojiye, reklamdan saglik alanina askeriyeden sanata
kadar her alanda kullanilamaya baglanmistir. Reklamda kullanim alan: toplumsal déniisiime hizmet edecek kadar
genis bir etki alani bulurken bu teknolojiye biraz yakindan bakilirsa artirilmis gercekligin giiciinii daha iyi anlamak
miimkiindiir. Bununla ilgili 6rnegi Kog (2018)’un kendi blogunda verdigi egitim 6rnegi iizerinden agiklanabilir.

3  Marka Organizma, ¢aligma kapsaminda tiretilmis bir kavramdir. Burada belli marka kaliplarini tiiketerek yasamini strdiiren
insanlardan bahsedilmektedir.Kisacasi tiiketici bireyler, markalagsmis organizmalar olarak ele alinmaktadir.
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“Iki Hidrojen atomu ile bir oksijen atomundan su molekiiliiniin meydana geldigini bilimsel olarak kanitlanmis ve
genel kiiltiir bilgisinin bir pargasidir. Peki bu atomlart ve ¢ekirdekleri etrafinda donerken gorebilir miyiz? Elbette
hayir . . .

Ancak AR sayesinde sinifta sanal gercekligi kullanarak 3D olarak 2 hidrojen 1 oksijen atomlarini gdrdiigtiniizii
ve bu ikisinin bir araya gelerek su molekiilii olusturdugunu gordiigiiniizii hayal edin. Ya da tarih dersinde tarihsel
kisiliklerin birden konugmaya bagladigin diistiniin” (Kog, 2018).

Aynt manuk reklam uygulamalar i¢in de gegerlidir. Arurilmig gerceklikte, teknolojiyi kullanarak dogrudan
kullanicilarin ilgi alanlarini gergek zamanli olarak deneyimlemesine izin vererek sanal gerceklik uygulamalar
baglamindan farklilagmaktadir. Bu kegifler ve baglamin degisimi, insan bilgisayar etkilesimini gelistirmek ve kullanict
deneyimini zenginlestirmek icin araglardir. Arurilmis gerceklik, sanal gerceklikten ayri olarak, gerceklik algisinin
degismesidir. Artrilmug gerceklik, titketicinin génderilen reklam iletisinde bir rol almasini ister. Yani tiiketici siirece
dahil edilir. Arurilmig gercekligin en énemli etkisi diger reklam iletileri gibi iirtiniin anlatmi degil kurgulanmug
bir model iginde tiiketicinin deneyimleri, hissettikleri ve aklinda kalandir. McAlborne ve Stuart'a gore, insanlar
zihinlerinde lambanin yandigini kafasina dank ettigi o an1 unutmazlar ve sadece onu diisiinerek o zevki yeniden
yasarlar (McAlborne ve Stuartdan akearan Sullivan ve Bennet, 2013, pp. 132).

Tiiketici etkilesimini artirmak igin ok etkili bir yontem olan arurilmugs gerceklik uygulamalarinin farkls icerikleri
kapsayacak sekilde olugturulabilmektedir. Markalar tarafindan uygulanmis arturilmig gerceklik kampanyalar:
incelendiginde her bir uygulamanin farkli duygulara hitap ettigi, amaglarinin da farklilastigi ve bundan &tiirii farkl
icerige sahip oldugu goriilmistiir. Yapilan 6rnek olay incelemelerinde artirilmig gerceklik kampanyalarint dére
farkls kategoriye ayirmanin miimkiin oldugu gézlemlenmistir. Asagidaki tabloda markalar tarafindan uygulanmug
arurilmig gerceklik kampanyalari kampanya sekli, kampanya amaci, bu kampanyanin nasil hayata gecirildigi
ve hangi mecralarda uygulandigi, kampanyay: uygulayan 6rnek markalar ve kampanyanin hedefledigi kesimler
kategorilegtirilmistir.
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Tablo 1: Dort Tipik AR Pazarlama Paradigmas:

Artirilmig Amag Agiklama Ornekler Hedef Kitle
Gergeklik
Uygulamasi
Aktif Baski /  Markanin hedef ~ Dijital objelerle hedeflerin, kisilerin Volkswagen Juiced ~ Akulls telefon
Ambalaj kitlesini artirmak  kendi 6znel cihazlarini kullanarak Up bilbordlari ve Ipad tarzt
(Active Print artrilmus gergeklik uygulamalarindan IKEA katalogu internet erigimli
[Packaging) faydalanmasini saglamaktadir. Cadbury Quack cihazlar kullanip,
Magazinlerde, outdoor reklam Smack cikolatast uygulama
panolarinda, latalog veya diger McDonald’s indirebilen kesim.
basilmis malzemeler araciligiyle yer Australia
bulabilir. TrackMyMaccas
paketleri
Sahte Kullanicinin Genellikle dijital camlarla gizlenmis Pepsi Max Otobiis  Durakta bekleyen
Pencere icinde marka ile TV ekranlari gibi cihazlarla Durag: herkes
(Bogus ilgili yer eden yiiriitiilen bir uygulamadir. AR The Walking Dead
Window) bakis agisint deneyimi genellikle, AR deneyimini Tramway Duragt
genisletmek sahte pencereden goren kullanict Into the Storm
icin baglatilir. AR uygulamast, ulagim duragt
sahte pencerenin arkasinda
gerceklestiginden, kullanict kendini
AR isleminin bir parcast olarak
goremez.
Yeryiizii Kullanicinin Kullanicr tarafindan tetiklenen alan: Tokyo Akvaryum  Akilli telefon
Tabakas1 uygulama ve deneyimi, kullanici tarafindan Rehberi ve Ipad tarz
(Geo-Layer) kullanarak marka  tetiklenen &zel olarak sahip olunan BOS Iced Tea internet erigimli
bilinirliligini viral ~ cihazlarla, belitli cografi konumlarla Ormani cihazlar1 kullanip,
yolla yaymasini baglantli veya olmayabilir dijital Kringle Santa uygulama
saglamak nesnelerle genigletmek. Claus (Noel baba)  indirebilen kesim.
uygulamasi
Sihirli Ayna  Kullanicinin Kullanicinin kendisini - dijital Pepsi Max AR kampanyanin
(Magic relaitede nesnelerle, normal aynalar olarak Monster gerceklestigi
Mirror) karsilasgamayacagi  gizlenmis ya da gizlenmeyen TV National alanda bulunan
alanlarda ve ekranlari gibi genel aygitlarla AR Geographic herkes
nesnelerle uygulamasina dahil olmakradir. Channel in-mall
bulunurmus Kullanici, bir dijital aynaya dogrudan Kampanyasi
hissiyat bakista veya eylemlerini izleyerek Lynx Angel Will
yaratarak marka kendini biiyiitme igleminin bir Fall Kampanyast
bilinirliligini pargasi olarak gérebilir. Ugiincii bir Timberland in-
artirmak kisinin perspektifinden bir ekran mall Kampanyasi

(sahte pencere paradigmasinin
aksine).

4. Ara Uriin Haline Gelen Insandan Tektip Insan Modeline Gegis

Yukaridaki tabloda kategorilendirilmis artirnlmig gerceklik uygulamalari incelendiginde, ‘titketici bu kampanyalardan

nasil etkileniyor?” veya ‘artrilmis gerceklik kampanyalari tiiketiciye ne yapiyor?” sorulart akla gelmektedir.
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1950’lerde firmalar reklam kampanyalari ile tiiketicilere bilgi verme, kullanim kolaylig1, tutum degistirme ve satin
alma hareketini sagalmaya yonelikti. Reklam yapimecilan tiiketiciyi kral olarak degerlendirip, daha gok reklam
kampanyalarinda tiiketici isteklerine 6ncelik veren stratijeler belirlemeye calismuglardi. Fakat zamanla tiiketicilerin
marka sadakatsizligi, yogun kampanya siirecleri, benzer iiriin ¢esitliklerinin artmasi ve en 6nemlisi internet tizerinden
ticaret imkaninin artmastyla markalar tiiketicileri direkt yonetmeye talip olmustur. Bundan énceki tiiketici istekleri
odakli kampanyalarin literatiirdeki ismi AIDA Tiiketici Saun Alma Modelidir. Firmalar bu modele ilave olarak
duygulara yonelik kampanyalarla desteklenmis, yasam modellerini tiiketim toplumuna sunmustular. Yaraulan
titketim toplumundaki bireyler marka bagimliligi dogrultusunda hareket etmeye bagladilar. Tiiketiciler, finansal
sistemlerin sundugu olanaklarla (kredi kart, taksitlendirme olanaklari, satig promosyonlari, ...) baglt olduklar: sistem
icindeki yonlendirmelerle alternatif arayiglara girmeden ve piiritan (sadece gerektigi kadar satn almak) titketim
anlayisindan uzaklasarak bilingsiz bir gekilde titketim ivmesi kazandi. Bu tiiketim toplumlarina érnek olarak 1980
sonrast Tlirkiye gosterilebilir. Yukarida anlaulan ekonomik sistemin firsatlarindan yararlanan reklameilik sekeori,
marka imaji ¢alismalariyla siirdiiriilebilir satn alma aligkanliklarint da gelistirmis oldu. Saun aldik¢a mudulugu
artan titketiciler, ekonomik durumlarini sorgulamadan tiiketmeye yonelmektedir. Satin aldik¢a mutlu olacaksin
mottosu toplumdaki sosyal statiileri belirleyici ve statiiler arasi farklarin artigini da beraberinde getirmistir. Filmlerde
stkea bizlere sunulan ideal aile yapilari, oturduklari ev, kullandiklari araba, ¢ocuklarin sosyal aktiviteleri, genglerin
eglence bicimleri hep bu streotiplesmis titketim kaliplarina uygun olarak tasarlanmistir. Aslinda bunun diger ads,
insanlarin zihninde veri elde etmektir. Bu verilerle giindelik hayatini siirdiirmeye calisan bireyler, her aligverilerinde
mutlu ani yakaladigini hissetmekeedirler. Tiikettike mutluluk yakalama diger yaniyla bilingsiz tiiketicinin kontrolsiiz
satin alma bicimleri sergilemesini beraberinde getirmekeedir.

Insan beyninde 1 verilik yer edinebilme gabalarinin aslinda insanin anatomik formu iizerinde verilen mesajlarla da
iliskilendirmek miimkiindiir. Holywood sektoriiniin ayakta durmasini saglayan bilim kurgu filmlerinde ¢ok uzun
siiredir islenen, insan-robot kargilasmasi (Terminator, 1984, insan ile makine caustyor), sonralarinda ayni serinin
devaminda androidlesen insan ve dijital cagda aslinda bir bilgisayarla savasan insanlik agamalari islenmektedir.
Bundan daha 6nce Blade Runner (1982) filmi ile insan anatomisi androidlesiyor mesajt verilmistir. Bunun gercek
hayattaki karsilig1 ise insan makine catismasi filminde hayali kurulan android toplumun énciisii koyun Dollydir.
Bu gelismeler insan bedeninin makinelesip belli hedefe yonelmesi, “insanin bir ara iiriin haline evrilmesine kadar
giden bir siireci kapsamaktadir. Braidotti, “bedenin makinelesip belli bir hedefe yonelmesi insan varolugunun genel
anlamda araglagtirilmasi ve insan bedenleri ve niifuslarinin maddi olarak ele gegirilmesi” (2014: p. 137) olarak
degerlendirmekeedir. Reklamcilikta kullanilan dijital doniisiimiin tek tip tiiketici yaratarak dnceden belirlenmig
hedeflerden satun alma yapmast saglanmakeadir. Boylelikle temel iiriinlerin tek firma tarafindan tiretilir hale gelmesi,
sorgulanmadan satin alinmasi siirecini desteklemekredir. Diger bir deyisle, tek firma iiretimi tiiketicilerin satin alma
siirecinin otomatiklesmesini saglamaktadir. Firma sayisinin azalmastyla birlikte, her bir {iriin i¢in ayri ve biiyiik
biitgeli kampanyalar yapmak yerine, marka bilinililigi ve yeni her tirtiniin marka ad ile satin alinmast saglanmakeadir.
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Resim 3: Biitiin Biiyiik Grda Markalarin: Kontrol Eden 10 Sirket.

Zamane kogullarda mutluluk arglimanlarinin degismesi ile yeni bir mutluluk tanimi yapilmaktadir: “Marka seni
mutlu bir insan yapiyor”. Artk kisiler ve markalar o kadar bir bagdastrilmustir ki marka kimlik prizmas: da tam
da buradan anlam kazanmustir. Insanlarin marka giymedigi zaman rahatsiz olmast. Marka iiriinler tiiketmenin
kendini iyi hissettirmesi gibi duygular insanlarda 6ne ¢ikmakeadir. Ararilmis gerceklikee ise tiiketicilere yapilan,
ulagilamayacak olana ulagmak, olamayacak bir seyi reel yasamda yasadigini hissettirmekten gecmektedir. Tam da

bu noktada bu mutulugu yakalamanin sirri markada yatmakeadir.

Degerlendirme ve Sonug

Reklamcilarin digital teknolojik imkanlari kullanmaya baslamastyla, tiiketicilerin pazarlama stratejilerine kargt
gosterdigi tepkiler de es zamanli farklilagmugtir. Tiiketicilerin markalar arasinda se¢im yapmalari dzgiir iradelerini
kullanmalart her seferinde yeni stratejiler gerektiren maliyetli kampanyalaridir. Bu sekilde markalar devamini saglamaya
calismaktadir. Uriin veya hizmet tanitimy, tiiketici tarafindan eger ilgi cekmiyorsa hemen yok sayilmaktadir. Yok
olan bu maliyetli fikir, bir anda 6nemini yitirmekte ve aslinda 6lii dogan bebek misali 0 markanin pazar payinin
yok olmasina kadar stirmektedir. Her zamanki gibi tiiketici kontroliinii eline almaya karali marka ydneticileri,
teknolojik gelismelere paralel hareket ederek tiiketiciler iizerindeki satin alma aligkanliklarini degistirmek iizere
digital firsatlardan kendi adlarina yararlanmaya baglamigstir. Marka, tiiketiciyi istem digt sorgulamadan satin almasini
saglamaya calisarak bu kaymalarin 6niine gegebilecegi gibi miisteri sadakatini de siirdiirmektedir. Marka yoneticileri,
markalar vasitastyla tiiketicileri 6zgiir ve mutlu hissettirmeye, hatta istedikleri zamanda istedikleri yerde olmak ve
istediklerini satin alma duygusunu diri tutmaya calismakeadir. Béylelikle, her tiiketicinin giindelik yagamlarinda
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markalar grubu ile kodlanmig bireyler haline déniismesi saglanmaktadir. Boylelikle, marka organizma haline gelmis

bireyler sorgulamadan tiiketim pratikleri gerceklestiriyorlar.

Kepferer Modeli’nde marka yoneticisinin ideal tiiketicinin gergekte kim oldugunu bilmesi ve bu tiiketici tizerindeki
iletisime odaklanmast énemlidir. Marka y6neticisi markasina duygusal ve islevsel olarak 6zlem duyulmasini ister.
Gergek diinyadaki fiziksel ortamu bilgisayar aragiligtyla yani teknik donanimla olusturulan, duyusal girdilerden
faydalanarak uygulamanin canli, dinamik ve gergek zamanli olarak hissedip yasanmasini saglayan ve ileride artrilmug

gerceklik uygulamasina gesitli sekillerde tabi olan kisilerin hayatlarinda algisal izler birakan bir uygulamadir.

Giintimiizde akilda kalmak artik insan beyninde isgal edebildiginiz bir verilik (byte) alan kadar gecerlidir. Artirilmig
gereeklikle, mekan ve zaman boyutunda yapilan gezi aslinda bu imkani size sunan markanin yanina sokulmakean 6te
size sundugu diinyanin tam icine diigmekdir. Diistiigiiniiz bu diinyada o size ne verirse kabul etmek durumundasiniz.
Bu bazen muduluk, eglence, bilgi veya ozgiirliik olabilir. Duygularin marka icin hareket etmesi ve hareketin satin
almaya yonlendirilmesi tiiketicileri sorgulamadan satin alin, satin aldik¢a tatmin olursunuz déngiisiine sokmaktadir.
Tiiketim iiriinlerini tekel olarak kontrol etmek isteyen sirketlerin, bu kontrolii iginde olunan teknolojik donanimlardan
yararlanarak siirdiirmeye devam edecektir. Artirilmus gereklik veya sanal gergeklik ile tasarlanan diinyalarda her
titketici modeli i¢in bir yasam alani olacakur. Televizyon, radyo, yazili basin vb. geleneksel medya ile farkindalig
korelen bir tiiketici kitlesinden bahsetmek miimkiindiir. Arurilmig gerceklik uygulamalari ile tiiketiciye yapilmaya

calisilan, onu siradan hissetmekten ¢ekip alarak, kendisini 6zel hissetiren sanal bir deneyime yerlestirmektedir.
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FACTORS IMPACTING CONSUMER BEHAVIORS
TOWARDS ADS IN THE STORIES SECTION OF
INSTAGRAM

Yasemin Bozkurt!

Abstract

Advertisers use various media and applications beside conventional media to convince consumers with the purpose
of sales. Because it becomes increasingly hard to reach consumers today when they consume and change so quickly.
Advertisers had to enter and be present in social media in recent years due to the fact that social media have been
intensely and increasingly used by consumers in recent years. Especially young consumer generation constitutes
a target group that advertisers have a hard time to catch. According to the data of 2018, Instagram is revealed
to be the social medium used most by young people between the ages of 18 and 34. Instagram is a photo and
video sharing platform on which users can upload photos and videos via smart phones and make changes and
additions on this visual content by making use of various filters. Stories section of Instagram, on the other hand,
is a temporary sharing medium found at the top of news feed where users can post videos and still visuals with
or without sound and make various modifications on these visual content, however these posts are deleted after
24 hours. This section is used by users voluntarily and with a high concentration, and this makes it the perfect
medium for brands who want to reach their target groups. Brands place their ads in-between the videos posted
in the Stories section by people or institutions followed by Instagram users. Ads found in the Stories section are
usually new but frequently chosen advertising works. However, there is no study in the literature on the factors
impacting behaviors of consumers towards these implementations. In this context, the aim of this study is to reveal
the type of relation and interaction between certain factors such as level of usage of Instagram, brand knowledge,
preferred Instagram ad type etc. and behavioral intention towards the ads placed in Stories section of Instagram.
With this purpose, objective-based sampling was used in this study and Instagram users who follow Stories section
were asked to fill out a questionnaire online as well as face-to-face. Findings of the study revealed that behavioral
intentions towards ads found in the Stories section of Instagram differed in terms of factors such as Instagram
usage level, brand knowledge, preferred Instagram ad type etc.

Keywords: Instagram, Stories ads, behavior

Introduction

The largest communication platforms are social media environments where people with different demographic,
psychographic and sociologic characteristics come together. People with widely different characteristics find the
opportunity to meet at a common point and share things with each other in any one of these platforms. Instagram
is one of the most prominent social media environments. This application which was developed only for photo
sharing has come a long way. It offers many options for its user, from filters to messaging, sharing stories and

1 (Pamukkale University), ybozkurt@pau.edu.tr
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boomerang app. Instagram comes to the fore as the star application of recent years, especially when it comes to the
young generation. According to 2018 report, there are 1 billion Instagram users across the world, and in Turkey
active user number is 31 million (41% in terms of total population) (https://www.slideshare.net/wearesocial/
digital-in-2018-in-western-asia-part-1-northwest-86865983).

New apps are added to the platform as usage rate increases. One of the most liked apps is Instagram’s stories section.
Instagram stories consist of the section where users are able to share visual content such videos or photos successively,
which are deleted after 24 hours. This is a very attractive section for advertisers who want to deliver their messages
to their target groups since it is much like by the users who click on it with maximum attention and desire. Together
with the permission being given in August 2017 for ad content in the medium, many brands started to release story

ads (https://www.ntv.com.tr/galeri/teknoloji/instagrama-2-yeni-ozellik,c3WTboV]tkyon TBtB26GmQ?_ref=infinite).

The purpose of story ads is to guide users towards visiting the website of a brand by conveying some information
and to encourage them to buy the product with the help of the data they have collected from the visit. For story
ads to success in reaching their goal, on the other hand, behavior intention towards this kind of advertisement must
be, first and foremost, positively oriented. Since only then, consumer who acts upon the ad would be interested in
getting more information about the brand and finally buying. Despite the high usage rates, there is no information
about what the behaviors of consumers are towards these apps and which factors influence these factors. In this
context, the aim of this study is to reveal the type of relation and interaction between certain factors such as level
of usage of Instagram, brand knowledge, preferred Instagram ad type etc. and behavioral intention towards the

ads placed in Stories section of Instagram.

Literature Review

Instagram stories and story ads

Designed for iOS in 2010, Instagram is a free of charge app with a user interface that transforms every kind of
visual content into a fast, practical and fun form (Kogoglu, 2018). Today, it is possible to use it not only on iOS,
but on all smart phones. Photos and videos are shared with all Instagram users by making some fun and creative
changes on them through various filter applications. It is also possible to add subtitle or tag/keyword (#/hashtag)
under the visual content. Even though it is possible to view these visual contents on PCs as well, visual content
creating is only possible on the application on mobile devices (Wallis, 2014, p.182). Instagram users may share
the visual content they posted on other social media simultaneously as well in a convenient and fast manner. One
of the most prominent features of Instagram is Instagram stories where users can express themselves with visual

contents prepared entirely by themselves.

Instagram Stories is the section of Instagram where users post contents they want to share with their followers, just
like in Snapchat, another social media platform. Stories section is located at the top left of the timeline of Instagram
page, in other words, at the top of news feed. Users are able to upload photos and videos in the Instagram’s stories
section belonging to themselves. Its difference from Instagram’s news feed is that these posts may be recorded and
watched without interruption consecutively; however they are deleted after 24 hours. On the other hand, if the
post is saved in the stories archive, it may be reviewed later. It is very easy to use since it is possible to go forward

and back between posts with just a tap.
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Brands have given the opportunity to give ads on Instagram’s stories section since one year, along with the main
Instagram page. Ad works done for the main page along with all the possibilities provided by Instagram for all
posts are available for stories ads as well. Advertisers are able to share photos and videos related to their products/
services for 24 hours full-screen.

Stories ads which includes at least a couple of posts from brands everyday offer brands to create more various and
creative contents. Brands may advertise using classic videos or they can be placed in stories as a fixed visual. In
addition, advertisers can design the content they share in stories ads to answer “wh questions” or to show their
daily processes through videos of behind the scene, as it were; they can convey every kind of information that
consumers want to know by offering short QA (instachat); they can open the question of which should be the
next post to the vote of their target consumers (Katai, 2016). In short, it is possible to integrate target group with
the brand and branded content and create interaction.

Advertisers are able to create three different ad forms, namely photograph (static visual), video, and carousel (Gold,
2015, p.57). All these ad forms may be used only in portrait mode for story ads as well. On the other hand, while
users are able to see any ad on the normal feed page without having to click on the ad, story ads have a slightly
different way of operation. Ads of brands within the stories on the story platform cannot be seen. Ads are only

seen in between the stories when the user starts to watch the stories.

Online Consumer Behavior Towards Stories Ads and Status in Instagram

Together with the development of technology and internet, consumers are observed to tend to fulfill their needs of
purchasing and information receiving regarding products/services they need or want on the online environment.
In the realization of behavior, behavioral intention is an important factor. Behavior intention is an assumption
based structure that expresses the possibility of showing a certain behavior before the consumer acts (Isaksson and
Xavier, 2009, p.23-24). Behavior intention is formed by various cognitive and emotional elements.

Studies conducted in the past have taken behavior intention as one of the main performance indicators of online
ads (Hwang et al., 2011, p.899). Finally, the main purpose of the ads is to guide consumers to behave in a
certain way and create purchasing behavior at the end. It is not enough for the consumer to be exposed to the
advertisement for this to happen. Advertisement should have the quality that can realize these goals. Especially
directly encountered ads in the personal pages of consumers, such as in Instagram, have to fulfill cognitive,
emotional and behavioral requirements related to the ad itself before promoting the product. Users must not pass
by the advertisement; they should focus on it and follow the instructions in it. Communication goals are possible
to be reached only if these steps are taken. Instagram story ads try to focus consumers’ attention on the story by
presenting various visuals in a creative, eye-catching and fun content. The presence of already ready users who
enter to stories section consciously with maximum attention gives an important advantage to advertisers. The
main point, on the other hand, is to maintain consumers’ attention at the same level while bringing it on the ad
and to enable them to show the expected behavior. However, various factors may impact the realization of these

behaviors in negative or positive ways.

Features of story ads are assumed to create positive impacts on the consumer. And this positive cognitive and
emotional state is thought to influence behavior and behavioral intention of the consumer in a positive way.
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However, there are no studies in the literature related to the behavior intentions of consumers towards Instagram
story ads and the relationship with the factors that may influence this intention while a limited number of studies
were found, dealing with Instagram usage and marketing in general. Most of the studies analyze strategic Instagram
usage of brands from certain categories instead of focusing on how consumers perceive and acknowledge Instagram
marketing communication (Anderson, Eriksson and Karlsson, 2015; Ginsberg, 2015).

In one of the studies focused on users, Wallsbeck and Johansson (2014) analyzed how brands may reach to
millennials over Instagram. They used a combination of both qualitative and quantitative methods, and found
that most followed brands on Instagram by millennials were related to fashion, sports, internet and beauty. They
also indicated that millennials accept brand messages a few time a day and that messages such as special, inspiring
and informing photos coming from brands on Instagram may sustain the interest of this generation.

According to a research conducted by Zenna Researcy and Consultancy?, consumers say that they follow accounts
of their favorite brands (33%) and accounts related to brands (15%); however, these rates should be increased. 7
out of every 10 users indicated that they see Instagram ads, and this shows quite a high awareness rate. On the
other hand, only 3 out of 10 users said that they find these ads very creative, and the ones who find them slightly
creative were 36% of participants.

Data shared by Instagram, on the other hand, show that 80% of Instagram users follow a business (Instagram
data, October 2016), and 1/3* of the most viewed stories are published by businesses (Instagram data, November
2017). For an application with such a high rate of usage and followers, not knowing the behaviors of users towards
story ads and factors that influence these behaviors creates an important lack of knowledge in terms of success of
these advertisements. Therefore, findings of the present study would provide guidance for academics along with
advertising companies and advertisers who increase their participant numbers everyday by sharing stories.

Methodology

The aim of the present study is to reveal behavior tendencies of Instagram stories users towards advertisements
and factors that influence these tendencies. A study conducted by PEW Research Company (2013) shows that
people in the age group between 18 and 29 who have their own mobile phones are the mass who use Instagram
the most and women use Instagram more than men. In light of this, objective-based sampling method was used
to create a sample consisting of young Instagram story users between the ages of 18 and 29 who use and follow

stories section of Instagram.

Questionnaires were answered online and in face-to-face interviews. In the questionnaire, the scale related to
behavior intent which was used in the studies of Wolin et al. (2002) and Lai anf Huang (2011) was used to identify
behavior intent towards ads found in the stories section of Instagram; questionnaire included questions related
to Instagram usage level, brand knowledge, preferred Instagram stories ad type and product category of interest
as well as demographic questions. Statements in the questionnaire were measured through 5 point Likert scale.

Validity and reliability was checked for the scale used to measure behavior intent towards ads found in Instagram
stories section; face validity was controlled for validity assessment and conceptual conformity with literature was

2 Zenna Research and Consultancy Company conducted “Research on View of Instagram and Usage Habits” on 808 people over 18
years in digital environment across Turkey between 13 and 21 June 2018. (Digitalage, July-August 2018, issue 122, 46-52)
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accepted as adequate for the validity of scale items. Cronbach Alpha coefficient was also calculated for the scales.
Cronbach Alpha coefficient of the behavior intent towards stories ads was found to be 0.762. In this line, the
scale was found to be reliable since the figure exceeded the value of 0.70 suggested by Hair et al. (1995, p.118).
After assuring reliability, questionnaire was implemented on the master sample. 450 people participated to the
study and 423 questionnaires were included to the study.

Findings

First of all, demographic characteristics of participants were assessed for the study. Since only people within the age
range of 18-29 were included in the study, details regarding participants’ ages were not shared, only gender and
occupation information were analyzed. The results of analysis show that out of 423 participants, 252 consisted
of women (60.3%) and 166 consisted of men. As for the occupation, 258 participants were students, 41 were
working in a private company, 34 were self-employed, and 15 were employed at a public institution. In addition,
11 participants were unemployed.

Internet and Instagram Usage of Instagram Stories Users

As for the time stories followers spend on the internet, it is observed to be 3-4 hours at most (30.4%). Within this
time they spend on the internet, participants were mostly using Instagram as a social media environment (86.7%).
Instagram was also most frequently used platform by the participants, aside from being the most used platform.
275 (65%) of 423 participants logged on Instagram more than 7 times a day. 17 participants were not using
Instagram every day (4%). Participants were spending an average of half an hour to 1 hour on Instagram (27.7%).
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Tablel. Internet and Instagram Usage of Participants

Time Spent on Internet | Frequency | Percentage Preferred Stories Frequency | Percentage
(%) Advertisement Type (%)

Less than 1 hour 10 %2.4 Motion Video 184 %45.7

1-2 hours 89 %21.1 Impressive static visual 72 %17.9

3-4 hours 128 %30.4 Visual reflecting brand 24 %6.0
personality

5-6 hours 92 %21.9 Showing product 38 %9.4

More than 7 hours 99 %23.5 Highlighting brand face 25 %6.2
(Celebrity)

I don’t use internet 3 %0.7 Other 6 %1.0

everyday

Total Total 423 100.0

Most Frequently Visited | Frequency | Percentage Importance of Brand Info Frequency | Percentage

Social Media Platform (%) in Sorties Ad (%)

Instagram 365 %86.7 Yes 278 %67.5

Twitter 34 %38.1 No 134 %32.5

Facebook 10 %2.4 Total 412 100.0

Other (Snapchat, 12 %2.8 Stories Ads Status of Being | Frequency | Percentage

LinkedInvb) Compatible with Every (%)
Brand

Total 421 100.0 Yes 125 %29.2

Frequency of Instagram | Frequency | Percentage No 294 %70.8

Usage (%)

Once a day 7 %1.7 Total 419 100.0

2-4 times a day 49 %11.6 Most Followed Product Frequency | Percentage
Category (%)

5-7 times a day 75 %17.7 Communication (media) 152 %45.6

More than 7 times a day 275 %065.0 Clothing 44 %13.2

I don’t use Instagram 17 %4.0 Tourism/Travel 42 %12.6

everyday

Total 423 100.0 Personal Care 24 %7.2

Time Spent on Frequency | Percentage Jewelry 71 %21.3

Instagram (%)

Less than half an hour 92 %21.7 Total 333 100.0

Between half an hour and 117 %27.7

1 hour

1-3 hours 106 %25.1

3-5 hours 48 %11.3
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As seen in Table 1, majority of participants preferred motion videos (45.7%). On the other hand, 70.8% were
thinking that stories advertisements were not compatible with every brand. 67.5% (278 participants) indicated
that it was important for them to know the brand in the stories ads for them to act on the ad. Participants were
observed to follow categories of communication (media) (45%), jewelry (%71) and clothing (41%) most on
Instagram respectively and to click on stories ads.

General Behaviors of Participants towards Stories Advertisements

Another subject analyzed in the study was general behaviors of participants towards stories advertisements and
other behaviors that were shown. Table 2 presents the findings related to behaviors shown in reaction to stories

advertisements.
Table 2. Main Statistics Related to Behavior Dimension
Behavior Dimension Frequency X
I always pay attention to stories ads. 417 2.37
I always click on the ad to receive more information than the content of stories ads. 415 2.16
I never care about stories ads.*** 413 2.78
I immediately pass by stories ads. *** 413 2.58
General Behavior 420 2.49

Note: *** These items have been reversed.

According to the results of the study, general behaviors shown towards stories ad by 420 participants were under the
average (2.49). This data indicates that Instagram stories followers have low behavior reactions in general towards
stories ads they encounter. In addition, it was established that 417 participants paid little (X=2.37) attention to
stories ads; also, participants were less interested in getting information by clicking on the stories ads less (X=2.16).
And it was observed that participants did not care about every stories ad they encountered (X=2.78), and they
had a low average of viewing stories ad behavior (X=2.58).

Relation of Instagram Usage Frequency, Time Spent, Preferred Ad Type and Followed
Product Category with the Behavior towards Instagram Stories Ads

In order to identify the type of relation of behavior towards Instagram stories ads with Instagram usage frequency,
time spent, preferred ad type and most followed product category, behavior scale was implemented in addition to the
implementation of One Way Variance Analysis (One Way Anova Test) on other statements found in the scale. Table
2 shows relations between variables and behavior (only behaviors with significant relations to variables). Behaviors
and variables with no significant relation were not presented in the table, but these findings were shared below.
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Table 3. Relation between Instagram Usage Frequency, Time Spent, Preferred Ad Type and Followed Producr Category and

Behavior towards Instagram Stories Ads

INSTAGRAM USAGE FREQUENCY
In Instagram’s stories Groups N X SD F P Significant Difference
section...
I immediately pass by Once a day 7 1.86 | 0.690 | 3.434 | 0.009* |Idon’t use Instagram
ads. ™ 2-4 times a day 45 2.76 | 1.264 everyday
5-7 times a day
5-7 times a day 74 230 | 1.131
More than 7 272 2.60 1.276
times a day
I don’t use 15 3.40 1.242
Instagram
everyday
FOLLOWED PRODUCT CATEGORY
In Instagram’s stories Groups N X SD F P Significant
section... Difference
I always pay attention | Communication 152 2.61 | 1.011 3.488 | 0.008* | Communication
to ads. (media) (media)
Clothing 43 |228 |1.008 Personal Care
Jewelry 68 2.26 | 1.002
Tourism/Travel 42 243 10.991
Personal Care 24 1.92 | 0.830
I always click on the Communication 148 221 10957 |2251 |0.063 | Jewelry
ad to receive more (media) Personal Care
information than the | ¢} ping 43 |216 |1.067
content of ad.
Jewelry 70 2.36 | 1.240
Tourism/Travel 42 2.05 | 0.962
Personal Care 24 1.67 | 0.637
I never care about Communication 148 3.05 1.099 2.802 | 0.026* | Communication
ads.*** (media) (media)
Clothing 43 263 |1.19% Jewelry
Jewelry 68 2.57 | 1.137
Tourism/Travel 42 2.79 1.094
Personal Care 24 2.75 10.989

Note:Significant at the level of *P<0.05, **P<0.001.*** These items have been reversed., SD= Standard Deviation.

According to the findings of the study, there is no significant relation between behavior towards Instagram ads
and the frequency of logging on Instagram (0.113 significance level, P>0.05). In other words, behavior towards

stories ads does not change according to the frequency of logging on Instagram. When detailed findings of the
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relation between behaviors and frequencies are analyzed, no significant differences are found between frequencies
of Instagram usage and the following behavior statements: “....I always pay attention to ads” (0.277 significance
level, P>0.05), “....I always click on the ad to receive more information than the content of ads” (0.673 significance
level, P>0.05) and “....I never care about ads” (0.227 significance level, P>0.05)

On the other hand, a significant relation (0.009 significance level, P<0.05) was observed between behavior of “...I
immediately pass by ads” and Instagram usage frequency. According to this finding, the behavior of immediately
passing by stories ad differs according to certain usage frequency levels of participants. A significant difference
was found between people who don't use Instagram everyday (X=3.40) and participants who said they logged on
Instagram 5-7 times a day (X=2.30). People who don use Instagram everyday were found to watch stories ads
they encounter more, compared to the ones who log on Instagram 5-7 times a day.

According to the findings of the study, there is no significant difference between behavior towards stories ads and
time spent on Instagram (0.127 significance level, P>0.05). Analysis showed no significant difference between time
spent on Instagram and following behavior statements: “I always pay attention to stories ads” (0.161 significance
level, P>0.05), “I always click on the ad to receive more information than the content of the ads” (0.231 significance
level, P>0.05), “I never care about stories ads” (0.406 significance level, P>0.05) and “T immediately pass by stories
ads” (0.174 significance level, P>0.05).

Findings of the study shows no significant relations between preferred stories ad type of users and behavior towards
stories ads in general (0.255 significance level, P>0.05). Analysis showed no significant relations between most
preferred stories ad type of users and the following behavior statements: “I always pay attention to stories ads”
(0.313 significance level, P>0.05), “I always click on the ad to receive more information than the content of the
ads” (0.749 significance level, P>0.05), “I never care about stories ads” (0.505 significance level, P>0.05) and “I
immediately pass by stories ads” (0.425 significance level, P>0.05). In other words, ad type encountered by the
participant is not related with above stated behaviors towards this ad type.

Another variable considered in the study was most followed product category. First of all, no significant relation
was found between general behavior towards stories ads and most followed product categories (0.163 significance
level, P>0.05). In addition, no significant relation was found between most followed category and the behavior
stated as “I immediately pass pas stories ads” (0.289 significance level, P>0.05). On the other hand, a significant
difference was found between certain product categories and behavior stated as “I always pay attention to stories
ads” (0.008 significance level, P<0.05). Within the group, product categories that showed a significant difference
in terms of this behavior were “communication (media)” (X=2.61) and “personal care” (X=1.92). Participants who
followed communication category most were found to pay more attention to stories ads compared to the ones
who follow personal care products. Similarly, there was a significant difference between the behavior stated as “I
never care about stories ads” and “communication” and “jewelry” categories within the group (0.026 significance
level, P<0.05). Participants who followed communication category the most (X=3.05) cared about stories ads
more than the ones who followed jewelry category (X=2.57). On the other hand, there was no relation between
that and behavior stated as “I always click on the ad to receive more information than the content of the ads”
however there was a relation (0.063 significance level, P>0.05), although weak, between “jewelry” and “personal
care” categories and this behavior. Participants who followed jewelry category the most (X=2.36) were observed
to click on the stories ads to get information more than the ones who follow personal care category (X=1.67).
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Relation between Brand Knowledge and Brand Compatibility, and Behavior towards Stories Ads

One of the points analyzed in the study was behavioral consequences of knowledge of brand and the opinion
regarding whether stories ads are compatible with every brand. Independent Sample T-test was conducted on
behavior scale and on other statements in this scale in order to understand these consequences. Table 4 shows the
relation between the two variables mentioned above and behavior types.

As seen in Table 4, no significant relation was found between participants knowledge of the brand in the ad and
behavior towards stories ads in general (0.277 significance level, P>0.05). Analysis showed no significant differences
between participant’s knowledge of the brand in the ad and following behavior statements: “T always click on the
ad to receive more information than the content of the ads” (0.0204 significance level, P>0.05), “I never care
about stories ads” (0.801 significance level, P>0.05) and “I immediately pass by stories ads” (0.417 significance
level, P>0.05). On the other hand, there was a significant relation between brand knowledge and “I always pay
attention to ads” behavior (0.009 significance level, P>0.01). So, participants need to know the brand in the ad
in order to pay attention to stories ads.

Table 4. Relation between Brand Knowledge and Brand Compatibility, and Behavior towards Instagram Stories Ads

BRAND KNOWLEDGE

Items Groups N Mean SD T P

BEHAVIOR DIMENSION / In Instagram’s

stories section...

I always pay attention to ads. Yes 274 | 2.48 1.063 |2.692 |0.008*
No 134 | 2.19 0.969

I always click on the ad to receive more Yes 273|222 1.109 1.273 | 0.204

information than the content of ad. No 133 |2.08 0.997

I never care about ads.* Yes 272 2.79 1.161 0.252 [0.802
No 133 | 2.76 1.169

Iimmediately pass by ads.*** Yes 271 | 2.55 1.234 | 0.813 |0.417
No 133 | 2.66 1.302

BRAND COMPATIBILITY

Items Groups N Mean SD T P

BEHAVIOR DIMENSION / In Instagram’s

stories section...

I always pay attention to ads. Yes 124 | 2.68 1.130 | 3.724 | 0.000**
No 291 2.24 0.971

I always click on the ad to receive more Yes 123|233 1.098 1.959 | 0.047*

information than the content of ad. No 290 |2.10 1.054

I never care about ads.** Yes 121 | 3.06 1.128 3.155 ]0.002*
No 290 |2.67 1.165

Iimmediately pass by ads.*** Yes 121 2.96 1.268 3.888 0.000**
No 290 | 2.43 1.221

Note:Significant at the level of *P<0.05, **P<0.001.*** These items have been reversed., SD= Standard Deviation.
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As seen in table 4, there was a significant relation between behaviors towards stories ads in general and the opinion
of compatibility of stories ad for every brand (0.000 significance level, P>0.001). If participant’s opinion was that
stories ad is not compatible with the brand, this is observed to be reflected on behavior towards the ad as well.
Analysis showed a significant relation between participants’ opinions regarding the compatibility of stories ads
with brands and the following behavior statements: “I always pay attention to stories ads” (0.000 significance level,
P>0.001), “I always click on the ad to receive more information than the content of the ads” (0.047 significance
level, P>0.05), “I never care about stories ads” (0.002 significance level, P>0.05) and “I immediately pass by stories
ads” (0.000 significance level, P>0.05).

Discussion and Conclusion

Instagram stories section has become one of the mostly used and attention-grabbing social media platforms recently.
It is closely followed by social media users as well as brands. Brands with young target groups tend to use Instagram
stories due to its young user group as well as features and advantages it offers. In this sense, it is important to
determine the general frame of followers’ behaviors towards Instagram stories ads and to identify which factors
are related to these behaviors for the success of brands in this platform. The aim of the present study was to reveal

follower behaviors towards Instagram stories ads and variables related to these behaviors.

Finding of the study showed that majority of young Instagram stories users between the age range of 18-29 consisted
of women. Stories ads are suggested especially for the brands with young female consumers as their target group.

Study showed that young consumer group spent an average of 3-4 hours a day on the internet, and they mostly
used social media environment was Instagram. This result is parallel with the results of previous sector-related
studies. In addition, young people were logging on Instgram more than 7 times a day on average. According to
this, it may be said that young people have shifted to Instagram from Facebook. In this sense, it may be observed
that Instragram is the most important social platform for brands which wish to reach to the consumers of this
age group especially.

One of the most important findings of the study was the preference of young Instagram stories followers for mostly
video content as stories ads. The extraordinary rise of video contents in every kind of social media platform found
its correspondence in Instagram as well. In this context, brands should prefer video contents for their stories ads
if they want to reach young consumer groups. Other than video, usage of a visual that directly represents the
product or an impressive static visual also has a positive influence on the tendency towards stories ads. So, brands
should use video primarily in order to grab the attention of young generation, later pass onto impressive visuals or
content representing the product. Another important finding of the study that should be taken into consideration
by the brands is that young stories users do not think stories ads are appropriate for each brand. Especially given
that communication, jewelry, clothing, tourism/travel and personal care categories are the most followed categories
among users, brands in these categories are suggested to prefer stories ads more. In addition, followers’ opinions
regarding whether stories ad is appropriate for a brand create consequences in terms of behaviors towards the ads.
If the follower thinks that it is appropriate for a certain brand to use stories ads, this has a positive influence on
paying attention to stories ads, clicking on the ad to receive information, caring about the ad, thus, not passing
it by immediately. Therefore, it is suggested for the brands to tell their stories in their ads as well, only if these
are brands that could carry and also reflect the spirit and positive energy Instagram has. Brands with moments to

share and a creative visual power to convey these moments should use stories ads. If a normal form of message
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conveying is preferred instead of making viewers feel that special atmosphere of Instagram stories, there can be
no success for the stories ad.

Another finding of the study was the absence of relation between the followers” knowledge of the brand encountered
within the story and their general behavior towards the ad, clicking on the ad, caring about the ad and immediately
passing by it when they see the ad since there is no relation between follower’s level of brand knowledge and these
behaviors. However, followers tend to pay more attention to the ad when they know about the brand. This creates
an opportunity for the ad to reach its next communication targets. When there is no attention, it is impossible for
the followers to get into other actions. Therefore, Instagram stories ads may not be effective as expected for the
brands which have just entered the market or with low levels of recognition. And it is also suggested for advertising
companies to use stories ads for their known brands when developing social media strategies.

According to the finding of the study, Instagram stories followers have low levels of reaction to stories ads in terms
of behavior. Stories ads do not result with the expected impact in terms of paying attention, clicking on the ad to
receive more information, caring about the ad and not passing by stories ads when encountered. Many factors such
as low levels of creativity, bad design features, and wrong target groups may be considered among these obstacles.

In the present study, no relation was found between behaviors shown or not shown towards stories ads and time
spent on Instagram, encountered stories ad type and followers’ general frequency of using Instagram. Therefore
advertisers and media planners should develop strategies not involving the time spent on there, stories ad type
and general frequency of Instagram usage. Although video was found to be the preferred stories ad type for young
generation, this preference was not in effect in guiding or not guiding the behavior. On the other hand, young
consumers who do not use Instagram every day were viewing stories ads without passing by, more than the ones
who visit Instagram especially 5-7 times a day. This indicates the feeling of weariness due to frequent exposure
to ads for followers who use Instagram frequently, and as a consequence they show the behavior of immediately
passing by every ad they encounter. This means that the feeling of weariness and behavior of escape related to
the ads in conventional media environment due to wrong media planning strategies are slowly showing up in
Instagram environment as well. Therefore, it is suggested that digital media planners should approach to this issue
with more sensitivity against the silent rise of ad blocking software and escape behavior.

In the present study, no relation was found between general behaviors of Instagram users towards stories ads and
most followed product categories as well. This indicates that whatever product category users are following, there
is no relation between general behavior towards stories ads and behaviors towards stories ads of a brand which
belong to this category. Similarly, no relation was found between the behavior of immediately passing by an ad
encountered in the story feed and the product category of that ad. This points to other factors that influence
the behavior of immediately passing by an ad. On the other hand, some categories were observed to show some
relations between paying attention to stories ads, moving followers to act in order to receive more information
and mostly followed product categories. For example, communication category showed more paying attention
and caring behaviors while the ads in jewelry category showed more clicking behavior. Therefore, followers tend
to certain behaviors in case of ad in certain categories. Brands should take into account that these communication
goals may show these effects depending on certain product categories when developing strategies according to
their ad objectives. Each stories ad belonging to each product category of each brand may not be able to reach

to its communication target.
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As a result, advertising companies should identify correct communication objectives in social media environment
for their brands and should determine the right social media platforms to implement these strategies. Target group
should be identified correctly when making these decisions and results of analysis should be taken into account. The
right steps must be taken with the knowledge of the type of approach of stories users to Instagram and stories as
well as knowledge related to their behaviors in certain situations. Above given results provide important insights for

advertising companies, social media experts and social media planners in making the right decision to get results.
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DIGITAL PUBLIC RELATIONS IN SMES
Ali Soylu’

Abstract

As an indispensable element of economies, small and medium sized enterprises (SME) constitute one of the most
important driving factors of economic and social development. These enterprises have many times faced significant
disadvantages compared to large scale enterprises. One of these is the challenge of conducting an effective public
relation campaign. Most of the time, there are obstacles in the way of doing this such as the management capacity,
finance structure, and human resources of the business.

Public relations consist of strategic communication and management processes which help to create and maintain
lines of communication, understanding, acceptance and cooperation between an organization and its target group.
Digital public relations, on the other hand, consist of public relation processes that are conducted in the digital
media, using new information technologies. These include public relation activities conducted on the web as well
as on mobile apps, specific computers, and all digitalized tools such as photos and videos.

Digital technologies are observed to be used in public relations effectively in the recent years. These technologies
which create an opportunity to meet target group directly offer other advantages as well, such as receiving large
amounts of feedback with low costs, healthy communication, increasing productivity, etc. From the perspective
of SMEs, these advantages become even more important.

The present study aims to analyze digital technology applications used in public relation field and the opportunities
offered by these applications for SMEs.

Keywords: Digital Public Relations, Digital Technology, Small And Medium Sized Enterprises (SMEs)

Introduction

Small and medium sized enterprises (SMEs) constitute 99.8% of the enterprises in Turkey. This rate is 99% in
European Union and 98% across the world (TUIK, 2016; Eurostat, 2018; OECD, 2014). These businesses are
important not only in terms of their numbers, but also in terms of employment, production, export, marketing,

added value, etc.

Although they are important, SMEs are faced with significant challenges compared to big scale businesses. These
challenges involve, notably financial matters, but also a number of other issues such as RD and innovation capacity,
marketing, promotion, employment, and management.

apid developments experienced in communication technologies in recent years have led the world to a digita
Rapid devel t d tion technolog t years have led th 1d to a digital
globalization. Digital environments are becoming an indispensable part of our lives and effect society, culture and

1 (Pamukkale University), asoylu@pau.edu.tr
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economy. Transformative impact of digital world on every level of life transforms business functions and competitive
environment, as well. Businesses which succeed in their communication performances are the ones which use
digital communication elements effectively to focus on the needs and expectations of their target groups. Effective
communication strategy is at the foundation of differentiating from competition and surviving.

Just as big scale businesses, SMEs also need public relation works in order to communicate and interact with their
target groups. However, they were not able to use effective public relations as much as big scale businesses in the
past. Resources required for this were quite limited and expensive. Later however, access to online tools for public
relations enabled these activities to be conducted with lower costs through fast access and ease of sharing information.

DPublic relation activities were redefined in the digital environment and SMEs found the opportunity to introduce
themselves to their target groups as well as to get to know them better. They are now able to access their target
groups faster, receive feedback from them and communicate with them in a more interactive way. Thus, they are
able to understand consumers’ preferences by responding to their feedbacks in a faster manner.

SME:; don't only produce goods and services as independent economic units. They also form a supporting industry
by producing finished and semi-finished goods for big corporations. By doing so, they communicate with big
corporations constantly as well. SMEs use communication strategies and two-way communications in scope of digital
public relation activities in order to secure their place and succeed in the digital world’s commercial environment.

The present study aims to analyze digital technology applications used in public relation field and the opportunities
offered by these applications for SMEs.

1. Conceptual Framework
1.1. Concept of SME

Modern business theory has long been classifying businesses according to certain criteria. These groups are studied
from various perspectives such as ownership, production type, legal status, size, etc. in order to provide a better
understanding into the concept of business.

Classification of businesses according to their sizes has been made in a complicated manner for a long time.
Many organizations were creating their own classification system with their own criteria and many qualitative
and quantitative criteria were being considered in these definitions. There was a serious complexity especially for
public institutions and banks. However, this complexity originated from the practice: which businesses should be
supported especially? Later, many countries introduced official definitions. For example, official definitions were
carried into effect in European Union in 2005, following a regulation announced in 2003, and in Turkey in 20006,
following a regulation announced in 2005. The definition in Turkey found its current form after two revisions
done in 2012 and 2018 (EUR-Lex, 2003; Official Gazette, 2005; Official Gazette, 2012; Official Gazette, 2018).

Definitions related to SMEs may be found in the below tables.
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Table 1. EU SME Definition

Criteria Micro Scale SME Small Scale SME Medium Scale SME
Personnel Number <10 <50 <250
Yearly Net Sales Revenue < 2 Million Euro < 10 Million Euro <50 Million Euro
Yearly Financial Balance Total < 2 Million Euro < 10 Million Euro < 43 Million Euro

Table 2. Turkey SME Definition

Criteria Micro Scale SME Small Scale SME Medium Scale SME
Personnel Number <10 <50 <250
Yearly Net Sales Revenue < 3 Million TL <25 Million TL <125 Million TL
Yearly Financial Balance Total < 3 Million TL < 25 Million TL < 125 Million TL

As seen in the tables, definition of SME includes businesses with less than 250 employees and yearly net sales
revenue or financial balance total not exceeding 250 million Euro in EU while in Turkey these are businesses with
less than 250 employees and yearly net sales revenue or financial balance total not exceeding 125 million TL.

1.2. Concept of Public Relations

Concept of public relations has been defined in various ways to date. According to Harlow (1976), public relations is
a distinctive management function which enables and establishes mutual communication, understanding, acceptance
and cooperation lines between a company and its environment. Public relations involve management of issues
or subjects. It helps management by informing them about developments and enabling them to be transparent
in the public eye; it studies and defines responsibility of the management for public benefit and effectively takes
advantage of changes in this process; it functions as an early warning system in forecasting trends; and it uses

research and ethical communication techniques as main tools.

According to Hutton (1999), public relations consist of “Strategic Relations Management.” The foundation of
this approach includes convincing, representing, educating, innovative, informative and reputation management
roles. When these functions are conducted, various tools are used such as announcement, product positioning,
news, talks, interpersonal communication, websites, publications, commercial shows, corporate identity programs,

corporate advertisement programs, etc.

Peltekoglu (2016) defined public relations as a strategic communication method that involves various target
groups such as consumers, distributors and personnel with the purpose of helping individuals or organizations in
achieving their goals.

Public relations come to the fore as a business function as well. Public relations consist of a continuous and
organized business function that aims to gain and maintain understanding, sympathy and support of people
which may, already or in the future, be connected to the business, organization or institution. It is founded on the
concepts of persuasion, rhetoric and perception. In its short definition, it consists of regular activities conducted
by organizations with the purpose of communicating with masses while aiming to achieve sustainability, taking
into account public benefit as well (Calisir and Banger, 2012:236).
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There are many tools used in public relation activities. These tools may be classified in two groups, namely
conventional and contemporary tools. Conventional tools include printed tools such as newspaper, magazine, and
brochure; audio-visual tools such as radio and TV; and other tools such as seminar, symposium, and exposition.
Contemporary public relation tools, on the other hand, include tools such as social media, corporate websites,
corporate blogs etc. which have emerged in the digital age (1pek and Yildiz, 2017:105; Ozel and Sert, 2015:12).

1.3. Concept of Digital Public Relations

Public relation activities have gone beyond the conventional boundaries by using the power of internet in order
to reach wider public. As an innovative concept, digital public relations consist of public relation processes that
are conducted in the digital media, using new information technologies. Digital public relations are defined as
activities making use of online media, search engines and social websites which function as telecommunication,
communication and interaction channels (Gavra&Savitskaya, 2012,1128). Digital public relations consist of

public relation communications in the cyber environment, internet and web across the world (Herbert, 2005:139).

Digital public relations indicate public relation activities conducted on digital platforms. In other words, these are
communication activities conducted with the use of various tools such as blogs, social media, online press releases,
search engine optimization, etc. (Abrak and Kiiciiksarag, 2017:5043). For another definition, digital public relations
involves publishing online news releases in order to inform stakeholders of an organization about product or service
updates, using the power of networks of journalism and disseminating information (Gifford, 2010:63). From these

definitions, all public relation activities conducted on digital platforms may be defined as digital public relations.

Digital public relations and online public relations are concepts which are frequently used interchangeably; however,
online public relations consist only of internet-based applications while digital public relations also involve the
use of all digitalized tools such as personal computers, mobile phone, fax machines, cameras and video cameras,
etc. Therefore, opportunities offered by digital public relations are much more numerous and various. So, it is
possible to say that digital public relations consist of a more comprehensive concept which also included online
public relations (Pelenk Ozel and Yilmaz Sert,2015:16).

Main goals of digital public relations consist of promoting corporate identity, product or services, developing
business, selling more products and services in the virtual environment, gaining support of target groups, establishing

healthy relationships with target groups based on interaction, and creating a rich databank for social stakeholders.

2. Digital Public Relations in SMEs

One of the important problems SMEs face is inadequate public relation activities. The issues encountered by
these businesses, notably in terms of financial resources, but also in terms of qualified personnel and management
capacity make conducting public relation activities quite challenging for them. Along with this, continuous
changes and developments in means of communication as well as the increasing competitive pressures, make it
necessary for SMEs to use means of communication more effectively and adapt to the new situation by following
the developments related to technology. Digital public relation activities are considered as creative, strategically

fast, goal-oriented as well as inexpensive in this context.
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Public relation activities are considered in two ways: corporation- oriented and marketing-oriented. This approach
may also be used for SMEs. Corporate public relations or the concept of public relations in general consist of
establishing organizational relations and image while marketing-oriented public relations involves product, sales
and marketing. As a whole, the organizational structures of SMEs include sub-elements such as product and
sales functions. It is natural for public relations to be oriented towards product and sales as well and developing
techniques related to these. Marketing-oriented public relations in SMEs, on the other hand, may be defined as
the process of planning, implementation and assessment of programs that guide consumers towards buying, via
creation of associations that identify products and services of businesses with the needs, demands, interests and
benefits of consumers as well as through reliable information provision. This process includes an integrated program
of planning, execution and assessment that uses credible and reliable information and interaction communication
which identify businesses and products with the demands, needs and special interests of consumers with the purpose
of sales and customer satisfaction as well as a concept of public relations oriented towards serving the business’
goals. It is important for SMEs to conduct effective public relation activities oriented towards corporations and
marketing with an integrated approach, to prevent creation of conflicting messages from different sources and to
eliminate negative effects on the buying decision-making process of customers. This integrated approach would
create a positive impact for SMEs on the consumption behaviors of customers (Summak, 2016:162).

2.1 Digital Public Relation Tools in SMEs

There are a number of tools used in digital public relation activities. These tools which can be effectively used by
SME:s as well contribute greatly in the marketing-oriented public relation activities. These tools may be listed as
corporate websites, corporate blogs, electronic mails, virtual press releases, social media networks, etc.

2.1.1. Corporate Websites

Online websites constitute one of the most effective tools that enable businesses to connect with other businesses,
their target groups and stakeholder and to maintain these connections. Websites which enable establishment of
corporate image and brand value online are important since they enable public relation activities to access a wider

target group with less expense, compared to other corporate identity units. This is especially important for SMEs.

Main purpose of corporate websites is to manage company’s reputation by communicating corporate position,
brand and products as well as corporate philosophy of the company. In addition, websites help organizations to
explain what they do, to communicate their projects and to give information about the company. A website needs
to include company’s name, address, contact information, information about products and services of the company,
search function for the users and a separate form for orders. In addition, websites must be updated regularly,
include content that would make visitors spend more time on the website and enable interactive communication
with visitors (Sayimer, 2012:89).

When corporate websites are designed, it is not enough to consider only website visits; other reasons should also
be given to visitors to look at the information uploaded on the website, to be informed, to revisit the website, to
recommend it to others, and to interact with each other. In order to create such an interaction, corporate blog
module, social network addresses etc. should be added on the website; rich content should be created and online
chat environment should be established (Alikilig, 2011:66).

39



DIGITAL PUBLIC RELATIONS IN SMES
Ali Soylu

Organizations should also pay attention to the visibility of these websites after the design stage. In this context,
corporate website should rank high in the list of search engines. Search engine optimization could be used as an

arrangement that increases availability for the users who search for the website.

2.1.2 Corporate Blogs

Emerging as a social media platform, blogs are also called as virtual environment diaries and enable people and
corporations to share information. The most important property of blogs which include latest post at the top of
the page according to a chronological order is that they enable interaction between writer and reader. Blogs enable
direct feedback from target group while people or organizations are able to receive information about readers’
preferences, expectations, contact information and demographical data (Peltekoglu and Akbayir, 2006).

Corporate blogs, on the other hand, may be defined as use of blogs to advance company’s goals (Teelen, 2012).
Corporate blogs are platforms where corporations give news and notifications related to themselves in a more
informal manner (Karsak et al. 2018:12). From the perspective of public relations, corporate blogs constitute a
fast, inexpensive and easy way to receive feedback about products and services of corporations while contributing
in their image by increasing visibility and availability of the business. Therefore, blogs provide corporations up-
to-date and real information. In addition to corporate blogs, communication with bloggers is also important for
public relation purposes. Establishing and maintaining communication with these popular bloggers, seen as opinion
leaders and trust elements, is one of the effective ways to reach wider and more various target groups in shorter
times (Abrak and Kiigiiksarag, 2017:5049). This situation creates an equal opportunity for SMEs against big scale

businesses. It provides significant advantages in terms of inexpensive, fast and easy communication.

2.1.3. Electronic Mails

Electronic mail may be considered as the first social platform of internet. On the other hand, it is also the first
state of word-to-mouth marketing on the web. E-mails not only enable communication between individuals, but
also offer organizations the possibility of communicating and interacting with customers and stakeholders (Alikilig,
2011:58). Bulletins sent via e-mails function as promotion for products and services of corporations. E-mail bulletins

targeting customers, investors and press are also quite important (Karsak et al. 2018:11).

E-mail’s nature as an interactive tool also contributes in receiving feedback in the communication process.
Consequently, e-mails enable messages to be sent to the desired person privately on a digital channel. Since e-mails

may be read and answered any time, they are also important in terms of the correct timing in receiving messages.

In public relations, right use of e-mail communication is very important in order to benefit from it. Corporate
image is positively affected by corporate website’s inclusion of e-mail addresses as well as fast and correct response
to the incoming messages while late response or lack of response would create a negative image on the credibility

and reliability of the corporation, even to the point of creating an unexpected crisis (Sayimer, 2012:108).

SMEs may increase their communicative power by creating e-mail addresses and making these visible. This method
is an important one in terms of providing low costs, fast access and customer satisfaction. It is also a very beneficial

tool for public relations, provided that some simple rules are followed.
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2.1.4. Virtual Press Contact

One of the most important practices in digital public relations involves online press relations. In this context, online
press releases, news bulletins, press kits, contact information for press, and news in the press are frequently used in
order to enable fast access to information for journalists as well as maintaining an open access to the information
that is desired to be given about the organization (Abrak and Kiigiiksarag, 2017:5047).

Online press releases may be offered to press in virtual press rooms as well as communicated via e-mail. Virtual
press rooms where online press releases are located enable press to access the organization and related information
instantaneously. The most important difference of online press releases from conventional press releases is the
fact that they are used on social media platforms. Thus, corporations are able to post announcements about their
services and products on social media platforms such as Twitter and Facebook as well as their corporate blogs.
Online press releases may be posted on corporate website as well as social media platforms. Thus, more people
are able to access online press releases (Onat, 2014:67).

News releases’ contents reflect news from the organization. Press releases have a more formal structure compared
to news releases which are prepared with an informal voice along with easily understandable, short and to-the-
point sentences (Sayim 2012:110). SMEs may take advantage of these tools which offer an easy, practical and

inexpensive way to communicate.

2.1.4. Forums

Known also as message boards, forums constitute a popular online platform where individuals share their opinions
on certain subjects. Organizations use forums as a tool to listen to the participants. Forums are important in
terms of receiving feedback and enable organizations or institutions to act on any positive or negative comment
coming from people. People meet around their interests via forums and interact with each other by sharing their
opinions (Alikilig, 2011:41).

Forums enable organizations to receive positive or negative feedbacks from users and to communicate in order
to reduce or eliminate misunderstandings and prejudices about their products and services. Additionally, learning
about expectations, needs or complaints of the target group is easier and faster on forums.

Forums are platforms where people discuss and exchange ideas about the subjects they find important. It is
important and necessary for the organization to identify the platforms where discussions and idea exchanges about
products, services, or employees of the organization, to monitor these if necessary and to participate accordingly
(Scott, 2008: 110).

Sales and marketing field is another field where forums are used. One of the most important factors that impact
decision-making processes of people when they are making purchase decisions is exchange of ideas between
customers and interpersonal interaction (Pan et al., 2007:35). Forums are quite effective platforms in marketing-
oriented public relation activities.

SME:s should take the power of forums into account in terms of influencing customers. It is quite important for
SMEs to monitor what is being discussed on forums, to take all negative or positive opinions seriously, to define

strategies and to make the necessary revisions.
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2.1.5. Social Media Networks

Social media networks are web-based applications that enable users to create and share content. Social networking
websites, on the other hand, constitute platforms where users can create personal information projects and share
these by inviting their friends and colleagues as well as sending messages and e-mails to each other. These personal
productions may include all kinds of information such as photos, videos, audios and blogs (Kaplan and Haenlein,
2010:61-63). Another definition explains social network websites as web-based services where individuals may
create a public or semi-public profile within an interconnected system while deciding who can access this profile
and may view list of other users (Boyd and Ellision, 2007:211).

According to 2018 Global Digital Report, there are 3.196 billion social media users in the world. In terms of social
networking, Facebook ranks at the top with 2.167 billion users, followed by Youtube with 1.500 billion users,
Instagram with 800 million users and Twitter with 330 million users; these numbers along with the possibility
to communicate messages to a wide audience without any limitation of time and space create the necessity for
organizations to use these platforms as media (Digital in 2018).

From the perspective of public relations, social media create an opportunity for two-way communications between
target group and organizations. This, in turn, made social media indispensable for public relation activities. Social
networks are also convenient platforms for faster dissemination of the content of organization. Social media is also
seen as a tool that can be used in developing and improving corporate image. Having a social media presence is
critical in terms of reputation management of the organization and following public opinion (Oztiirk 2013:122).

For SMEs, having a social media presence is even more important since these platforms enable two-way communication
as well as up-to-date and simultaneous communication while also being inexpensive. These businesses should
definitely have a social media presence with their corporate identities, especially on social media such as Facebook,
Youtube, Instagram, Twitter and Google Plus.

2.2. Digital Public Relation Activities in SMEs

Important information exists in studies related to digital public relation activities in SMEs. Public relation activities
in these enterprises are mostly used for the purpose of communication.

In a study analyzing digital public relation activities in SMEs, one finding is noteworthy in suggesting that businesses
consider this concept mostly as customer services and partly with the association of marketing and advertisement.
According to the findings of the study, performances of SMEs are directly affected by the communication they
establish with their target groups on digital media. Online two-way communication increases customer satisfaction
for SMEs. Interactive communication between the business and its target group in periods of crises and problems
create a significant impact on their communication performances. Online communication established by businesses
plays an important role in their reputation as well as their image positioning,

It was observed that SMEs acknowledge the role of digital public relations, especially in terms of their impact on
communication performance; however they don't use public relation activities and social media tools in a conscious
and systematic manner. SMEs which participated to the study were observed to be deficient in taking advantage
of digital public relation activities effectively (Sehirli, 2018; 189-191).
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Another study about digital public relation activities suggests that although public relations officers of organizations
acknowledge the benefits and speed provided by digital tools, they may still fall behind due to the reluctance of
senior management of making investments in digital tools (Karsak et al., 2018:16).

One of the findings of another study shows that corporate blogs, as important digital public relations elements,
are not used effectively (Ozel and Sert, 2014:319). And another study analyzing hotels in tourism sector shows
that many businesses do not use social media tools adequately (Ipek and Yildiz, 2017:111).

Another study analyzing communications of businesses in one province shows that SMEs do not conduct adequate
communication activities. Majority of SMEs which participated in the study did not have a unit conducting
communication activities. SMEs which include a communication unit, on the other hand, were conducting
communication activities within the core of marketing and public relations departments in general. (Ozkanal,
2017:119). This situation was also seen in other studies conducted in different locations and at different times
(Disli, 2014:103, Bilgin Y. 2007: 171).

Conclusion

The fact that we are encountering digitalization and digital technology increasingly in new dimensions everyday
is an indication of the convenience it provides in everyday life as well as facilitation of production. Digitalization
enables integrating and developing new business models, and creating customer experience by combining company’s
resources with digital technologies, thus, making new products and services possible. Businesses start to gain
awareness of the benefits offered by digitalization in terms of opportunity and productivity for bringing them one
step ahead of competition in their sectors.

SME:s are able to adapt to global transformations and developing technologies in a fast way thanks to their flexible
organizational structures. Businesses that fall into the category of SME have a nature that is open to technological
developments and this gives them an advantage of fast and dynamic decision-making ability. Digital public
relations are critical for the success of SMEs. SMEs may be able to increase their performance in this competitive
environment through a strong digital public relations strategy.

Public relation activities gain a different meaning with the popularity of online media, search engines and social
websites, functioning as channels of telecommunication, communication and interaction. Digital public relations

consist of public relation processes that are conducted in the digital media, using new information technologies.

Through digital public relation activities, businesses establish interactive communications with their target group
and use digital platforms to receive information about themselves as well as their target groups. Online public
relations become indispensable for organizations as online channels develop. In addition, digital public relation
activities contribute in sharing information and content with the target group in terms of promoting organizations
and products, regulating relations with the environment, creating corporate image for the business, establishing
positive images in target group or consumers, and receiving information from the environment to be used in line

with the businesses” goals.

Digital public relation activities are also important in corporate reputation management since they contribute
in the reputation of the businesses. These activities make businesses more visible in the eyes of all stakeholders.
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This situation increases importance of digital public relation activities even more. Enterprises gain more advantages
against their competition by making use of digital public relation tools and techniques. Most important outcome
of the transforming scene of digital media for organizations is the fact that it is fast and inexpensive. Digital media
platforms allow organizations to follow content and posts coming from the target groups as well as to respond to
negative comments. This is critical for business reputation and image. In this sense, public relations may control
digital platforms.

Digital communication platforms transform the state of the user from static to dynamic. Staying away from digital
platforms and taking on a passive role has a negative impact on businesses productivity. Businesses which place
importance on digital public relation activities gain advantage over competition. Opportunity to conduct fast
researches in digital environment facilitates identification of target group’s expectations and needs. Thus, digital

public relation activities also provide support in determination of strategies.

Enterprises are able to use digital public relation tools, especially in creating a corporate image, gaining competitive

advantage, resisting to environmental impacts and becoming a successful business.

General conditions of SMEs show that many do not even conduct conventional public relation activities and they
consider this subject more like a part of sales and marketing activities. In addition, it is also observed that few

SMEs which conduct public relation activities don’t have adequate knowledge, budget and personnel for this job.

So, effective public relation activities in SMEs and increasing productivity by reflecting these on digital environments
come forth as critical subjects. Actually, opportunities offered by information technologies for organizations are
especially advantageous for SMEs and create equal opportunity, especially in the field of public relations. Fast,
up-to-date, simultaneous and inexpensive communication possibilities offered by digital public relation activities

create unique opportunities for SMEs.
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Abstract

Communication sector needs professionals who will contribute in the field and protect the reputation of profession,
even increase it, like any other profession group. In order to satisfy this need, communication professionals have
to have personalities and characteristics in harmony with the nature of profession along with being professionally
and humanely well-equipped. Universities contribute greatly in gaining these traits. However, the starting point
in providing all the necessary conditions is to make conscious profession choices and to have some level of
professional awareness and perception. On the other hand, it is thought that there are some factors such as errors
and inadequacies in the basic education system, attitude of the family towards professions, pressure of external
environment etc. along with negative conditions such as lack of objectives in young individuals concerning future,
not having a sense of responsibility, believing that just studying at university would be enough etc. that cause people
to make wrong choices concerning profession and career planning. Whereas, finding the right profession for the
individual means that first the individual, and then the sector and the country will benefit from the success and
development that it will bring in the future. We don't know whether individuals receiving communication education
in higher education institutions did choose their profession consciously or not, or whether there are differences
of knowledge and choice regarding advertising and public relation professions at the level of undergraduate and
associate degrees. Since there are no studies related dealing with this subject in the literature. The aim of this
study is, in this context, to identify how professional knowledge and choice of profession impact the perception
towards advertising and public relations professions. Decisional sampling was used in order to reach study data and
a questionnaire was implemented on undergraduate and associate degree students receiving education at Pamukkale
University, Department of Public Relations and Publicity. Findings of the study reveal differences between having
professional knowledge and choosing public relations and advertising professions, and the perception towards
professions of public relations and advertising.

Keywords: Perception towards profession, public relations, advertising.
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Giris

Ekonomi, sosyoloji, iletisim gibi birgok alanla baglantili unsurlarin bir araya gelmesi ve etkilesimiyle toplumsal
sistem sekillenmekte ve calismaktadir. Bu sistemin saglikli olugmast, ilerlemesi ve degismesinde birgok etken soz
konusudur. Bu etkenlerden birisi de meslek sektérleri ve bu sektorlerin icindeki cok yonlii mekanizmalardir. Ulkeler
ve toplumlarin refah diizeyinin artmast ve giiclenmesinde, meslek sekedrlerinin katkust siiphesizdir. Giintimiiziin
rekabetci ortami, maksimum boyutta tilkeler ve toplumlar arasinda yasanmaktadir. Global ortamda giiglii olmak
ve bu giicii korumak, tilkelerdeki meslek sektorlerinin basari diizeyiyle dogrudan iliskili oldugu diistintilmektedir.
Meslek sektoriiniin bagarilari, toplumdaki bireylerin énce meslek gruplarina, sonrasinda tlkelere yonelik sahip
olduklari itibar1 etkilemektedir. Dolayisiyla meslek gruplarinin olumlu itibara sahip olmast her gegen giin 6nemini
artrmakeadir.

[tibar herhangi bir seyin (kisi, grup, kurulus, meslek vb) maddi olmayan, soyut bir degeridir ve bireyin zihninde
bu seye dair sahip olunan olumlu-olumsuz tutum ve algilarin tiimiinii ifade etmektedir (Nakra, 2000, s.35).
Bir meslek sektoriiniin dogrudan ya da dolayli olarak etkiledigi veya etkilendigi tiim paydaglarin sahip oldugu
itibar, meslegin hem bugiiniine hem de gelecegine yon vermektedir. Ozellikle bir meslekteki gelecegin potansiyel
calisanlart olan égrencilerin meslege yonelik olusturdugu itibar, éncelikle meslek tercihini, o meslekle ilgili egitim
alma kararini, egitim siireci sonrasinda o meslegi yapip yapmamasini etkiledigi diisiiniilmekeedir. Bu itibara yon
veren en énemli etkenlerden birisi, geng bireylerin meslekle ilgili sahip oldugu genel bilgi birikimidir. Ne yazik ki
giiniimiizde bir¢ok gen¢ birey mesleklerin ne yapug, nasil bir ¢alisma ve kariyer ortamu sagladigi, kapsaminda neler
oldugunu bilmeden; sadece cevresindeki insanlarin yonlendirmesi, yalnizca tiniversiteli olma istegi gibi nedenlerden
otiirti, kendilerine uygun olmayan ve mutlu olamayacaklart meslek tercihleri yapabilmektedir. Eger yanlis tercih
yapmuglarsa egitimlerin sonunda geng bireyler, ya istemeyerek o meslegi yapmaya baslamakea ya da bagka bir
meslek sektoriine gecerek orada var olmaya calismaktadir. Her ikisinde de geng bireyin is performansinin yiiksek
olmast, mutlu bir is hayatina sahip olmasi biiyiik olasilikla miimkiin olmayacakur. Diger taraftan zamaninda dogru
karar verilmemesi sonucunda, zaman, emek, para kaybinin yani sira o alanda egitim gormek isteyen diger genc
arkadaslarin yerini alma haksizlig1 ve meslekte aranan nitelikte profesyonellerin yetisememesi ortaya ¢ikmaktadir.

Sahip oldugu meslek algisina yonelik en biiyiik problem yasayan sektorlerden birisi de, iletisimdir. Genel olarak
herkesin yapabilecegine yonelik yanlis bir alginin bulundugu iletisim alani, kendi igerisinde bulunan alt alanlariyla
da ilgili alg: sikintist yasamakeadir. Ornegin iletisim alaninin en kapsamli alt alanlarindan birisi olan halkla iligkilerin
ne oldugu ve kapsamuyla ilgili hala algi karmagas: bulunmaktadir. Diger taraftan bir baska iletisim alani olan
reklamcilik meslegiyle ilgili en belirgin alginin, insanlari kandiran, gok ve kolay para kazanilan bir meslek oldugu
tahmin edilmektedir. Bu iki alanla ilgili genel algilara yonelik bilgi agiginin kapatilmasinin yani sira, gelecekte bu
mesleklerin profesyonelleri olacak olan iletisim 6grencilerinin meslek algilarinin ortaya konmasi gerekmekeedir.
Bu baglamda bu ¢alismanin amaci, iletisim 6grencilerinin sahip oldugu meslek tercihi éncesinde sahip olduklar:
mesleki bilgilerinin halkla iligkiler ve reklameilik mesleklerinden birini tercih etme durumlarinin bu mesleklere
yonelik algtyr etkileyip etkilemedigini kargilagtirmali olarak analiz etmektir.

Bir Sekt6r Olarak Halkla Iligkiler ve Reklamcilik

Halkla iligkiler, iletisimin imaj ve itibar yoniinii temsil etmektedir. Halkla iliskiler alaninda yapilan biitiin ¢alismalar;
anlayzs, giiven ve sempati yaratarak olumlu imaj olusturma iizerine kuruludur. {lgili paydaslara mesajlar aktarilirken
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yiiz ylize ve kitle iletisim araglarindan birlikte faydalanilmakeadir. Hem iligki icerisinde bulundugu hem de ¢alisma
alan1 oldukga genistir.

Toplumun algt problemlerinden korunarak olumlu imaj ve itibar olusumu {izerine ¢alisan halkla iligkiler meslegi
(Fullerton, 2015:1), meslekler arasina girdigi giinden bugiine kadar hala saygin bir meslek olarak kabul edilme ve
itibar kazanma ¢abast igerisindedir. Diger taraftan sahip oldugu algi karmasasina ragmen, Amerika Haber ve Diinya
Raporu Halkla {liskiler meslegini ikinci en yaratict is olarak tanimlamis, en iyi 100 is siralamasinda 51. sirada
bu meslege yer vermistir (Best Jobs, 2013). Sektériin suan ki ve gelecege doniik durumuyla ilgili olarak Tiirkiye
Halkla Iliskiler Dernegi (TUHID) Baskani Karakas, diinya halkla iliskiler sektoriiniin 14 milyar dolar biiyiikliige
sahip oldugunu, sdz konusu rakamin gelecek 5 yil igerisinde yiizde 30-40 oraninda biiyiimesinin beklendigini
ifade etmistir. Karakas, Tiirkiyede hakla iligkiler sekedriiniin ¢ok biiyiik bir biiyiime potansiyeline sahip oldugunu,
sekedriin 100 milyon dolara ulagtigini tahmin ettiklerini, ancak s6z konusu rakamin kiiresel halkla iligkiler sektoriiyle
karsilastirildiginda kiigiik bir rakam oldugunu vurgulamistir (TUHID, 2017). Ayrica toplum genelindeki yanlis,
eksik ya da olumsuz algi ve tutumlara ragmen, iletisim fakiiltelerinin ilgili boliimlerinin dolu oldugu, égrencilerin
halkla iliskiler meslegiyle ilgili tercih oraninin da yiiksek oldugu goriilmekeedir.

ﬂeti§imin renkli ve yaratict bir diger yiizii olan reklamcilik ise; tiriinler, hizmetler ve fikirlerle ilgili bilginin, yapisal
ve diizenlenmis sekliyle reklamverenler tarafindan para 6denmesi sonucunda medyadan yer satn alarak ikna
edici bir sekilde kitleye iletilmesi bigciminde tanimlanmaktadir (Arens, 1999:7). Belli bir iiriine/hizmete ydnelik
talep yaratma {izerine kurulu olan reklamcilikea, ¢esitli medya ortamlar: icerisinde belli bir formatta mesajlar
aktarilmaktadir. Reklameilar tarafindan hazirlanan bu mesajlar tiiketiciye iletilirken o mesajin taniim amagli oldugu
uyarist verilmesi zorunludur. Dolayistyla tiiketiciler bu uyarilar araciligiyla hangi mesajin reklam olup olmadigin
kolaylikla anlayabilmektedir.

Reklameilik mesleginin kapsam ve icerigi halkla iligkilere oranla daha net ve dardir. Bir baska ifadeyle reklamcilikta
neyin, neden ve nasil yapildigina dair cizgiler daha belirgindir ve halkla iligkilerle kiyaslandiginda ¢cogu kimse
tarafindan bilindigi diisiintilmekeedir. Diger taraftan reklameilik meslegine yonelik genel olarak toplumun, egitimini
alan 6grencilerin, 6grenci yakinlarinin vb taraflarin meslekle ilgili neyi ne kadar bildigine dair akademik herhangi
bir ¢alismaya rastlanmamistr. Dahasi reklamcilik meslegine dair algilarin, reklam uygulamalarinin kendisine
yonelik sahip olunan olumsuz algi ve tutumdan etkilenme olasilig: bulunmakeadir. Dolayistyla her ne kadar meslek
icerigiyle ilgili net tanimlar olsa da, sahip olunan meslek bilgisinin yetersizligi, reklamcilik meslegine yonelik genel
algi ve itibarda olumsuz durumlarin varligs s6z konusu olabilmektedir. Ancak bu konuda da akademik herhangi bir
bilgiye rasdlanmamisur. Diger taraftan sekeriin ilgili kitlelerinin meslege yonelik tepkileri bilinmemesine ragmen,
diinyada ve Tiirkiyede reklamecilik sektoriiniin biiyiime kat ettigi goriilmekeedir. Reklameilar Dernegi’nin Deloitte
isbirligiyle hazirladigi 2017 Medya ve Reklam Yatrimlart Raporu’'na gore Tiirkiyede medya ve reklam yatrimlari
yiizde 6,3 biiyiiyerek 10,693 milyar TLye (2,938 milyar dolar) ulagmistir (Deloitte Medya ve Reklam Yatirim
Raporu, 2018). Ayrica meslek onerileriyle ilgili olarak reklameilik meslegi, iletisim 6grencilerinin okurken meslek
sahibi olabilecekleri ve ¢alisma hayatina gegebilecekleri bir meslek olarak tanimlanmaktadir (Hiirriyet, 2018).

Kendi alanlarinda ilerleme gosteren halkla iliskiler ve reklamcilik sekedriiyle ilgili tiim bu olumlu verilere ragmen,
Istanbul Universitesi Sosyoloji Boliimii ve Tiibitak'in isbirligiyle Tiirkiyede ilk kez gergeklestirilen “Ziirkiyede Calisma

Yasam1 ve Mesleklerin Itibar:” konulu arastirmada meslekler toplumdaki itibarlarina gére siralanmis, ancak Tiirkiye'nin
en itibarli meslekleri arasinda ne halkla Iligkiler ne de reklamcilik meslegi yer almamigtir (CNN Tiirk, 2016). Her iki
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sektoriin suan biiytime gostermesine ragmen, grencilerin bu mesleklere yonelik sahip oldugu itibara bakildiginda
tercih edilme ve performans agisindan gelecekte beklenen ilerlemeyi gerceklestirememesi ihtimali bulunmaktadir.

[tibarin karsilig1, her hangi bir kisi, kurum, meslekle vb ilgili tiim ilgili taraflarin o kisinin kim oldugu, o kurulusun,
meslegin vb ne anlama geldigine dair algilaridir (Chun, 2005). Her hangi bir seyin belirgin 6zelliklerine gore
insanlardaki toplam algisini ifade eden itibar kavraminda (Veloutsou ve Moutinho, 2009: 315), alg: her seydir.
Dolayistyla meslek itibarinin alt yapisini olusturan meslek algisinin olumlu olmasinda da, gelecegin profesyonelleri
olarak ifade edilen ve o meslegin egitimini alan dgrencilerin sahip oldugu mesleki alg: belirleyici unsurlardan biridir.
Ornegin Gleeson (2013) yaptig1 arastirma sonucunda halkla iligkiler egitimi alan 6grencilerin yarisindan fazlasinin
halkla iligkiler meslegini bir meslek olarak gérmemesine ragmen, itibar sahibi olarak kabul ettiklerini belirlemistir.
Erzikova ve Berger ise (2011), Rus ve Amerikali halkla iligkiler 6grencilerinin halkla iliskiler meslegini prestijli ve
cekici buldugunu ortaya ¢tkarmistr. Diger taraftan Fullerton ve McKinnon (2015) tarafindan yapilan ¢alisma,
halkla iliskiler egitimi alan iiniversite 6grencilerinin, mezuniyet sonrast is bulma konusunda endise yasamalarina
ragmen, eger gelecekte halkla iliskiler meslegini yapmazlar ise etik anlayislarina uygun olmamasi nedeniyle reklam
sektoriine gegmeyi diisiinmediklerini gostermektedir. Endres ve Wearden (1989) da mesleki algist ve meslek tercihi
iligkisi tizerine, iletisim 6grencilerinin alanla ilgili algilarindan yola ¢ikarak kariyer se¢imi yatklarini 6ne siirmektedir.
Goriildugi tizere, iletisim dgrencilerinin ozellikle halkla iligkiler meslegine yonelik algilari, gelecekte meslegi yapip
yapmama kararini, meslekle ilgili beklentilerini etkilemektedir.

ileti§im Egitimi Alan Ogrencilerin Sektor Gelisimi Uzerine Ftkileri

[letisim sekeorii diger biitiin meslek gruplart gibi alana katk: saglayacak ve meslek itibarini koruyup, hatta daha
ileriye tastyacak profesyonellere ihtiya¢ duymaktadir. Bu ihtiyacin giderilmesi icin iletisim profesyonellerinin
meslegin dogasina uygun kisilik ve karakeeristik dzelliklerinin yani sira mesleki ve beseri donanima da sahip olmasi
gerekmektedir. Ancak iletisim sektoriine bakildiginda halkla iligkiler ve reklamcilik alaninda faaliyet gosteren
kuruluglarin en ¢ok sikayet ettigi konulardan birisinin, ¢alisanlarin 6zelliklerine yonelik oldugu goriilmekeedir.
TUHID bagkani Karakas, calisanlarin donanim ve kabiliyetlerine yonelik eksikliklerin, sektordeki en sikintils
konulardan birisi oldugunu ifade etmistir. Karakas yeterli donanima sahip kisileri sektore ¢ekme konusunda
problem yasandigin1, genglerin ise mezun olduklarinda ne yapacaklarini bilmedigini vurgulamistir (TUHID, 2017).

Universiteler, geng bireylere sektdriin beklentilerine uygun ozelliklere sahip olmalarinda 6nemli katkilar saglamakradir.
Ancak gerekli tiim kosullarin saglanmasinda baglangi¢ noktasi, meslek tercihlerinin bilingli yapilmast, belli diizeyde
mesleki farkindaliga ve algtya sahip olunmasidir. Diger taraftan var olan temel egitim sisteminde yanlsliklarin ve
eksikliklerin olmasi, ailenin mesleklere yonelik tutumu, dis ¢evrenin baskist gibi fakedrlerin yani sira; genellikle
geng bireylerin gelecege yonelik hedeflerinin olmamasi, sorumluluk bilincinin olugsmamasi, sadece herhangi
bir iiniversitede okumanin yeterli olacag: inancinin bulunmasi gibi olumsuz durumlarin varlii, dogru meslek
tercihlerinin ve kariyer planlarinin yapilmamasina neden oldugu diisiiniilmektedir.

Opysa bir insanin dogru meslekle bulusmast, dnce bireyin, sonrasinda sektoriin ve tilkenin basarisini ve gelismesini
etkilemektedir. Gallicano ve Stansberry (2011), 21. Yiizyilin kiiresel ekonomisinde 6zellikle profesyonel anlamda
halkla iliskilerin gelismesi i¢in 6grencilerin kritik 8neme sahip oldugunu savunmaktadir. Ancak iletisim sekedriinde
son yillarda yasanan donanimli ve istenilen ozelliklerde profesyonellerin bulunmamast, mezun iletisim uzmanlarinin
beklentileri kargilayamamast, iletisim mezunlarinin iletisim alaninda calismak yerine baska meslek dallarina
yonelmesi, biiyiik problemler dogurmaktadir. Hatta iletisim 6grencilerinin egitimini aldiklari mesleklerin iceriginde,
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kapsaminda ne oldugunu bilmedigi gériilmektedir. C)rnegin Bowen (2003, 2009), halkla iligkiler egitimi alan
ogrencilerin ¢aligma alanlarina iligkin “tanium, biitiinlesik pazarlama iletisimi ve propaganda” arasindaki ideolojik
boyutuna dair kafa karigikligindan kaynaklanan énemli boyutta yanlis diisiincelere sahip olduklarint belirlemistir.

Diger taraftan yiiksekogretim kurumlarinda iletisim egitimi alan bireylerin gergekten bilingli meslek tercihi yapip
yapmadigy, lisans ve on lisans diizeyinde reklam ve halkla iligkiler mesleklerine yonelik karsilagtirmali olarak bilgi ve
tercih farkliliklarinin olup olmadigina dair herhangi bir bilgiye rastlanmamugtir. Yalnizca halkla iligkiler meslegine
yonelik algtya dair bazi ¢alismalara rastlanmistir. Ornegin bu konuyu caligmalarinda inceleyen Yildirim ve Becan
(2017), halkla iliskiler ve tanitim egitimi alan 6grencilerin bilingli alan tercihi yapuklarini, 6grencilerin ideallerine
uygun oldugu i¢in bu boliimii tercih ettiklerini ve bu meslegin kariyerlerine prestij katacaklarina inandiklarin:
belirlemistir. Diger taraftan reklamcilik meslegine yonelik algi ve tercih iliskisine dair ise, herhangi bir calismaya
rastlanmamugtr. Bu baglamda ¢aligmanin amaci, mesleki bilgi sahipligi ve meslek tercihlerinin reklamcilik ve halkla
iliskiler mesleklerine yonelik algiyr nasil etkiledigini ortaya koymakur.

Yontem

Caligmanin amaci, meslek tercihi éncesinde sahip olunan mesleki bilgi sahipliginin ve halkla iliskiler ve reklamcilik
mesleklerinden birinin tercih edilmesinin bu mesleklere yonelik algty: nasil etkiledigini kargilagtirmalr olarak ortaya
koymakur. Bu dogrultuda aragtirmanin hipotezleri su sekildedir:

H1: Tercih 6ncesi mesleki bilgi sahipligi ile halkla iligkiler meslegine yonelik algt arasinda anlamli pozitif bir iliski
vardir.

H2:Tercih 6ncesi mesleki bilgi sahipligi ile reklamcilik meslegine yonelik alg arasinda anlamli pozitif bir iliski vardir.
H3: Meslek tercihi ile halkla iliskiler meslegine yonelik algi arasinda anlamli pozitif bir iligki vardir.
H4: Meslek tercihi ile reklamcilik meslegine yonelik algt arasinda anlamli pozitif bir iliski vardir.

Yukarida yer alan hipotezleri test etmek amactyla Halkla Iliskiler ve Tanitim alaninda 6grenim géren 6grencilere
yonelik bir anket uygulamas: gerceklestirilmistir. Veri toplama aract olarak kullanilan anket formu halkla iligkiler
ve reklamcilik mesleklerine yonelik algiy1 belirlemek amaciyla kullanilan iki 6lgek, tercih éncesi mesleki billgi
sahipligi ve halkla iliskiler ve reklamcilik mesleklerinden hangisini tercih edecegine yonelik sorular ve demografik
sorular yer almaktadir. Halkla iligkiler ve reklameilik mesleklerine yonelik algi farkliliklarint ortaya ¢ikarabilmek
icin ayni ifadeler halkla iliskiler ve reklamcilik meslekleri icin iki ayri élgekte sorulmustur. Her iki 6lgekte de 36
ifade yer almakradir. Bu ifadeler 5’li Likert 8lcegi kullanilarak sl¢timlenmistir.

Arastirma, amagsal 6rnekleme teknigi kullanilarak yiiriitiilmiis ve yiiz yiize anket teknigi ile veri toplanmigtir.
Pamukkale Universitesi, {letisim Fakiiltesi, Halkla Iliskiler ve Tanitum Boliimirnde, Bekilli Meslek Yiiksekokulu,
Halkla {liskiler ve Tanitim Programr’'nda ve Honaz Meslek Yiiksekokulu, Halkla iligkiler ve Tanitim Programi’'nda
6grenim goren dgrencilerden 198 lisans ve 277 6n lisans dgrencisi olmak iizere 475 6grenci aragtirmaya katlmis,
toplanan anket formlarindan 414’ kullanilabilir bulunmugtur.

Halkla iligkiler ve reklamcilik mesleklerine yonelik algiyr dlgmede kullanilan dlceklere gegerlilik ve giivenilirlik
analizi yapilmustir. Gegerlilik analizi icin yiizey gecerliligine bakilmig ve 6lgek maddelerinin literatiir ile kavramsal
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uyumu bu maddelerin gegerli sayilmast i¢in yeterli kabul edilmigtir. Giivenilirlik analizi i¢in 6l¢eklerin Cronbach
Alfa katsayilart hesaplanmigtir. Bu dogrultuda halkla iligkiler 6lgeginin alfa katsayisi 0,894, reklamalik 8lceginin
alfa katsaysi ise 0,861 olarak bulunmustur. Bu katsayilar Hair vd. (1995, p.118) tarafindan énerilen 0,70 degerini
astigt icin Slcekler giivenilir kabul edilmistir.

Bulgular
Orneklemin demografik ozelliklerine bakildiginda, 6rneklemin 6nemli bir kisminin kadin (%63,8) oldugu

goriilmektedir. Orneklem iginde erkeklerin oran1 %36,2dir. Orneklemi olusturan dgrencilerin nemli bir kismi
lise (%37,1) ve Anadolu lisesi (%34) mezunudur. Genel olarak 6grenci olmalarindan dolayr geng bir gruptan
olusan (17-25 yas - %98,5) orneklemin %44’ lisans, %56’s1 6n lisans grencisidir. %81,8’i 6rgiin, %18,2’si
ikinci 6gretim ogrencisidir.

Ornekleme iiniversite tercihi dncesi (meslek tercihi dncesi) meslek ile ilgili bilgiye sahip olup olmadiklart sorulmustur.
Bu soruya drneklemin %52,2’si evet (mesleki bilgiye sahiptim) ve %47,1’1 hayir (mesleki bilgiye sahip degildim)
yanitint vermistir. Diger taraftan 6rnekleme bir tercih yapacak olsa halkla iligkiler veya reklamcilik mesleklerinden

hangisini tercih edecegi sorulmustur. Orneklemin %60,8’i halkla iliskiler meslegini, %39,2’si ise reklamcilik

meslegini tercih edecegini ifade etmistir.

Hipotezlerin Test Edilmesi

Hipotezleri test etmek ve bu dogrultuda mesleki bilgi sahipligi ve meslek tercihi ile halkla iligkiler ve reklameilik
mesleklerine yonelik algi farkliliklarint ortaya koyabilmek igin Bagimsiz Orneklemler igin T-Test yapilmistir.

Tablo 1: Tercih Oncesi Mesleki Bilgi Sahipligi ile Reklamcilik ve Halkla lliskiler Mesleklerine Yonelik Algr Hiskisi

Gruplar N Ort. SS t F P
;’;‘:ﬂ;ﬂ‘:kﬂ“ Evet 218 3,410 0,50211
Yonelik Algs 3,353 3,096 0,001
Hayir 194 3,2506 0,46413
Evet
Reklamcilik 218 3,3612 0,45930
Meslegine a 3,427 0,633 0,001*
Yonelik Algt i 193 3,2085 0,44082

*P<0,01 diizeyinde anlamlidsr. SS=Standart Sapma

Tablo 1 iiniversite tercihi éncesinde mesleki bilgi sahipligi ile halkla iligkiler ve reklamcilik mesleklerine yonelik
algi arasinda bir farklilik olup olmadigint gostermekeedir. Tablo incelendiginde tercih dncesi mesleki bilgi sahipligi
ile halkla iligkiler (0,001 anlamlilik diizeyi P<0,01) ve reklamcilik (0,001 anlamlilik diizeyi P<0,01) mesleklerine
yonelik algi arasinda anlamli bir farklilik oldugu gériilmektedir. Ortalamalar incelendiginde tercih 6ncesinde mesleki
bilgiye sahip oldugunu ifade edenlerin halkla iliskiler ve reklamcilik mesleklerine ydnelik algilart daha olumludur.
Bu dogrultuda H1 ve H2 kabul edilmistir.

52



ISSUES IN COMMUNICATION, MEDIA AND PUBLIC RELATIONS
Emrah Dogan, Nuran Oze

Tablo 2: Meslek Tercihine Gore Reklameilik ve Halkla fliskiler Mesleklerine Yonelik Algr Farkliliklar:

Gruplar N Ort. SS t F P
Halkla liskiler Halkla Iligkiler 216 3,4668 0,48564
Meslegine 5,401 1,025 0,000*
Yonelik Alg: Reklamcilik 139 3,1910 0,44323
Reklamatie | 12K Hliskler 215 3,3068 0,43506
Meslegine -0,563 4,786 0,574
Yonelik Algr | Reklamerlik 139 33349 | 049314

*P<0,001 diizeyinde anlamlbidir. SS=Standart Sapma

Tablo 2 6rneklemin halkla iligkiler veya reklamcilik mesleklerinden birine yonelik tercih ile bu mesleklere yonelik
alg1 farkliliklarini gostermektedir. Tablo incelendiginde meslek tercihi ile halkla iliskiler meslegine yonelik alg
arasinda anlamlt bir iligki (0,000 anlamlilik diizeyi P<0,001) oldugu gériilmektedir. Bu dogrultuda, ortalamalara
bakildiginda halkla iliskiler meslegini sececegini ifade eden grup, reklameilik meslegini tercih edecegini ifade eden
gruba gore halkla iligkiler ile ilgili daha olumlu bir algtya sahiptir. Bu dogrultuda H3 kabul edilmigtir. Diger taraftan
reklamailik meslegine yonelik algt meslek tercihine gore farklilagmamakeadir (0,574 anlamlilik diizeyi P>0,05).
Hem halkla iliskiler meslegini hem de reklamcilik meslegini tercih edecegini ifade eden gruplar reklamcilik meslegi
ile ilgili benzer bir algiya sahiptir. Bu dogrultuda H4 reddedilmistir.

Tartigma ve Sonug

Halkla iligkiler ve reklamcilik meslekleri diger iletisim alanlar gibi cesitli algi sorunlari yagayan meslekler arasindadur.
Ozellikle halkla iliskiler meslegi ile ilgili meslegin kapsami, halkla iligkilerin kavram olarak tanimlanmasi, meslege
yonelik dgrenci ve velilerin algilamalart ve meslek secimi siirecinde halkla iligkiler algist gibi alanlarda cesitli calismalar
yapilmustur. Halkla iligkiler mesleginin neyi kapsadig, hangi uygulamalari icerdigi ile ilgili bir algi karmasasi olmasi,
halkla iligkiler meslegine yonelik algi ve toplamda meslek itibarini da 6nemli oranda etkilemektedir.

Reklamcilik meslegi, tanimlanmasi ve kapsami bakimindan halkla iligkilere oranda daha net bir alandir. Reklamcilik
meslegine yonelik bir algt ve itibar ¢aligmasina rastlanmamig olsa da reklamcilik meslegi ile ilgili alginin reklam
uygulamalarinin kendisi ile ilgili sahip olunan algidan etkilenmesi, bu dogrultuda olumsuz bir alginin ve toplamda
meslek itibarinin olusmast muhtemeldir.

Bu calisgmada halkla iligkiler ve reklamcilik mesleklerine yonelik alginin tiniversite tercihi 6ncesi mesleki bilgi sahipligi
ve iki meslekten birini secme durumuna gére nasil farklilagugini kargilagurmalr olarak incelemek amaglanmisur.
Ogrencilerin iiniversite ve boliim tercihlerini yaparken pek gok unsurdan etkilenmeleri miimkiindiir. Meslek itibari
ve mesleklere yonelik algi da bunlardan bir tanesidir. Bu dogrultuda halkla iligkiler ve reklamcilik mesleklerine
yonelik alginin tercih éncesi bu mesleklere yonelik bilgi sahibi olunup olunmadigina bagl olarak degismesi
soz konusu olabilir. Bu nedenle bu ¢alismada béyle bir degisimin olup olmadigs, tercih 6ncesi halkla iligkiler
ve reklamcilik mesleklerine yonelik bilgi sahibi olanlar ile bilgi sahibi olmayanlarin bu mesleklere yonelik algt
farkliliklarina bakilmugtir. Bulgular tercih 6ncesi bu mesleklere yonelik bilgi sahibi oldugunu ifade eden grubun bilgi
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sahibi olmadigini belirtenlere gore halkla iligkiler ve reklamcilik mesleklerine yonelik daha olumlu bir algiya sahip
oldugunu gostermektedir. Diger taraftan aragtirma bulgulart mesleki bilgiye sahip olmayanlarin oraninin %47,1
oldugunu géstermistir. Bu oran halkla iligkiler ve reklamecilik meslekleri ile ilgili bilgi diizeyinin oldukea diisiik
oldugunu bir kere daha gdstermistir. Bu dogrultuda bu mesleklere yonelik bilgilendirme ¢aligmalarinin {iniversite
tercihi 6ncesinde yapiliyor olmast, hem meslek tanitiminin yapilmast olanagi yaratacak, hem de égrencilerin bu

mesleklere yonelik algisini ve meslek itibarini gelistirecektir.

Caligmada ayrica halkla iligkiler ve reklamcilik mesleklerinden hangisinin tercih edilecegi sorulmus ve bu se¢imin
halkla iliskiler ve reklameilik mesleklerine yonelik algiyr etkileyip etkilemedigi aragturilmigtir. Arasurma bulgulari,
halkla iliskiler meslegini sececegini ifade eden grubun halkla iligkiler meslegine yonelik daha olumlu bir algtya sahip
oldugunu gostermekeedir. Diger taraftan reklamcilik meslegine yonelik algy, bu iki grup arasinda farklilasgmamaktadir.
Reklamailik veya halkla iliskiler mesleklerini tercih durumu reklamcilik meslegine yonelik algiy: etkilememektedir.
Bu dogrultuda reklamcilik meslegini tercih edecegini ifade edenler ile halkla iligkiler meslegini tercih edecegini

ifade eden gruplarin reklamcilik meslegine yonelik algilamalari benzerdir denilebilir.

Halkla iliskiler ve reklamcilik meslekleri ile ilgili algiyr ve bu baglamda itibari giiglendirmek i¢in kimi uygulamalar
yapilmasi geregi acikur. Temel gorevlerinden biri kisi, kurum, tiriin/hizmetlerin hedef kitlelere tanitilmasi ve itibar
yaratmak olan bu iki meslegin kendi itibart ile ilgili de bir ¢aligma yiiriitiiyor olmasi meslek itibar agisindan biiyiik

onem tagimaktadir.

Sinirliliklar ve Gelecek Arastirmalar igin Oneriler

Bu calismada halkla iliskiler ve reklamcilik mesleklerine yonelik alg, calisma kosullari ve sunulan kariyer olanaklar:
cergevesinde aragtrilmigtir. Bu mesleklerle ilgili itibar bilesenleri bakimindan bir inceleme yapilmas: yerinde
olacaktir. Bu galismada Pamukkale Universitesi'nde halkla iligkiler ve tanitim alaninda 6grenim goren lisans ve 6n
lisans 6grencileri 6rnek olarak alinmigtir. Bu dogrultuda bu érneklemin meslek algisi, egitim aldiklart kurumlardan
etkileniyor olabilir. Gelecek calismalarda Tiirkiye ¢apinda bir algi ¢alismasi mesleklere yonelik algtyr 6l¢mede daha
etkili olacaktir. Bu calismada sadece tercih 6ncesi mesleki bilgi sahipligi ve meslek seciminin halkla iliskiler ve

reklamcilik mesleklerine yonelik algiy: etkileyip etkilemedigi aragturilmistir. Bagka degiskenlerin etkileri de aragtirma
kapsamina dahil edilebilir.
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Abstract

As a profession, public relation is one of the most important professional fields today. Organizations conduct public
relation works with purposes such as differentiating themselves, competing, being permanent, and forming strong
bonds with their target groups based on trust. One of the strongest ways to survive in the competitive world we
live in today is to maintain established relations with the environment, and this is done through public relations.
Perception of profession of public relations, on the other hand, varies depending on persons and organizations. There
is a confusion related to the extent and implementation of public relations in professional terms. The difficulty in
framing the profession has a negative impact on the perception of this profession as well. In addition, there are
other important factors to impact perception of the profession such as the conditions in which public relations as
a profession is conducted, opportunities offered by it, its image, social benefits, and career opportunities. When
literature is reviewed, some studies analyzing the scope of the profession and awareness related to the profession
are found; however, there are very few studies on what kinds of working conditions, benefits, career opportunities,
etc. are offered by the profession. From this perspective, the aim of this study is to reveal perception differences of
public relations and publicity students at the level of undergraduate and associate degrees towards the profession
of public relations. The assumption is that undergraduate and associate degree students have knowledge about
the extent of the profession of public relations, and the purpose is to compare perceptions of opportunities and
working conditions the public relations as a profession offers. In line with this, a questionnaire was conducted on
undergraduate and associate degree students studying at Public Relations and Publicity Department of Pamukkale
University. Findings of the study show some differences in the perceptions of undergraduate and associate degree
students towards the profession of public relations.

Keywords: Perception of profession, public relations, undergraduate, associate degree

Introduction

Public relation as a discipline is related to many disciplines of social sciences, notably communication. Being
such a muld-disciplinary branch, public relation has an ever increasing importance today. Despite its increasing
importance, there still are many problems in making a clear, exact and correct definition and interpretation of
public relations. Although it is a very important function for businesses, it is not possible to say that it receives
the recognition it deserves as a profession.
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Differences in perception of the public relations in professional terms and inability to draw the frame of the
profession have impact on perception studies related to public relations. Literature in this field contains mostly
studies related to the profession’s image and how it is defined. Studies dealing with working conditions of public
relations and its career opportunities, on the other hand, are quantitatively less.

Studying perception of public relations as a profession and its working conditions along with its career opportunities
will contribute to literature. On the other hand, it is considered that education time and academic level may also
have an impact on the formation of this perception. Vocational high schools and faculties are factors impacting
profession’s perception since they differ both in education time and in academic and technical opportunities they
provide for the students. From this perspective, the aim of this study is to reveal perception differences of public
relations and publicity students at the level of undergraduate and associate degrees towards the profession of public
relations. The assumption is that undergraduate and associate degree students have knowledge about the extent
of the profession of public relations, and the purpose is to compare perceptions of opportunities and working
conditions public relations as a profession offers. In line with this, a research was conducted on undergraduate
and associate degree students studying at Public Relations and Publicity Department of Pamukkale University.

1. Literature

Studies dealing with perception and image of public relations as a profession focus mostly on the definition and
extent of public relations, status of the profession, perceptions of students and families towards public relations
profession, comparative gender studies and profession choice.

Giilstinler et al. (2017) argued that the presence of 472 definition and description for public relations concept as
well as public relations as a profession is one of the fundamental discussion topics in public relations. Karabekir
and Tanisman (2014), on the other hand, tried to reflect the opinions of public relations department heads of
ADIM Universities; they observed that participants from six universities answered the same question of “what
do you understand from the concept of public relations?” differently and they related public relations concept to
concepts such as “protocol and organization,” “promotion and informing,” “news,” and “graphic design.”

Oksiiz (2015) argued that even though public relations activities were being conducted and its education was being
given in Turkey for a long time, it is seen as a profession that everybody can perform without much education
and competency and that it is not where it deserves to be in the eyes of people. Due to this perception, it was
argued that public relations departments are not chosen as university education, people who have received this
education end up unemployed or employed at lower positions with low pays. The reasons for public relations
as a profession is not where it deserves to be are listed as follows: not being socially recognized, image problem,
vagueness of professional standards, opinion that it is not of public interest, low levels of participation to professional
associations, and absence of accreditation and licensing (Oksiiz, 2015).

Beebe et al. (2009) analyzed job satisfaction levels of public relation students during their internships and found
that interns were satisfied in terms of job skills and development opportunities in their internship experiences.
Daugherty (2011), on the other hand, found that students of public relations want more skill building and applied
education programs in terms of their future profession. Erzikova and Berger (2011) analyzed professional leadership
ad leader perceptions of public relations students in Russia and USA, and found important differences between
American and Russian participants’ perceptions in terms of professional ethics, creativity and nature of leadership.
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American students believed that public relations is inherently ethical and socially-oriented, and that leaders of
public relations counted ethical values as most important values while Russian students perceived public relations
as an art form requiring skill, creative thinking and methods to create psychological effects. American students
emphasized transparency of public relations and perceived leadership in public relations as a skill to effectively
cooperate with the followers while Russian students thought that public relations consists of secret convincing
techniques and that leadership in public relations involves the ability of dominating team members and imposing
their own ideas on them to be applied.

Another analysis subject in the studies related with public relations profession has been students and students’
perceptions of the profession from various perspectives. Bozkurt and $ener (2013) aimed to determine demographical,
social, cultural and economic profiles students of public relations departments of faculties as well as vocational
schools and to identify similarities and differences between these; they concluded that there were not big differences
between the profiles of students of vocational schools and faculties. Yildirim and Akbulut (2017) aimed to measure
attitudes and perceptions - towards public relations as a profession - of families and immediate circles of students
studying in public relations and publicity departments at associate degree and undergraduate degree levels of
universities. Results of the study showed that attitudes of families toward this profession has changed with their
children starting to study in this department, however they did not understand the extent of the profession exactly

(Yildirim and Akbulut, 2017).

Cemicova and Palea (2014) conducted a situation analysis regarding professional perceptions of public relations
students in Romania. The study was based on the assumption that students’” awareness related to the profession of
their choice would increase as they gain knowledge and competencies, thus they would become more goal-oriented
and enthusiastic about their careers in public relations. Results of the study indicated that students were idealists
in their beginner years, they were not informed correctly and they had chosen the profession based on word of
mouth information, and some of the students lost their confidence in their future after realizing that their choices

was based on wrong foundations in the advancing years of their education.

In their study, Solmaz et al. (2017) found that students had a hard time in finding employment. Kog et al. (2017),
on the other hand, analyzed public relations students’ professional perspective in terms of individual-profession
harmony and focused on whether their perceptions of individual-profession harmony differed according to their
demographical characteristics (Kog et al. 2017).

Studies conducted in terms of gender variable gain importance in studies dealing with perception of public
relations as a profession. Elmasoglu (2015) studied students” attitudes toward gender discrimination in the field
of public relations, and taking into consideration that majority of students receiving education in the field were
female students, they aimed to gather information about the attitudes of students toward the profession. Many
studies found that majority of public relations executives consisted of women; however, women were paid less
and held lower positions than men. Nevertheless, the study in question found that women were numerous than
men among students, men encountered more discrimination in this profession and students thought that there
was no inequality between genders in terms of remuneration. The study showed the presence of a deficient and
wrong perception between students in terms of the problems encountered in the field.

De Rosa and Wilcox (1989) analyzed differences related to genders and professional choices in their study conducted
among public relations students and found some differences between male and female students in terms of self-
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confidence, salary expectation and independence. In addition, female students were observed to have an interest
in managerial aspects of public relations as much as male students. Sha and Toth (2005) analyzed perceptions of
public relations students related to their profession and work lives and found that opinions of female and male
students related to promotion, work-life balance and equality in wages were significantly different. In another
study, Gleeson (2013) argued that female students found the profession more attractive and students in general
perceived public relations as a highly prestigious profession.

Farmer and Waugh (1999) analyzed career perceptions of female and male students of public relations and were
not able to find a significant statistical difference between female and male students in terms of their enthusiasm
for managerial activities. Female students were found to have a lower beginning wage expectation along with a
progressive increase in wage compared to male students and they believed that they have to postpone starting their
own families in order to advance in their careers.

There are also studies analyzing the reason of choosing public relations as a profession. Fullercon and McKinnon
(2015) analyzed why students receiving education in public relations field in USA chose public relations as their
profession and what they thought about the education and profession of their choice. Results of this country-wide
study showed complex attitudes and conflicting perceptions related to public relations. For example, some of the
students believed that university departments prepare them for a career in public relations field while majority
was concerned about finding employment after graduation. Cognitive dissonance was found as well at probable
levels related to the profession of their choosing between students.

Yildirim and Becan (2017) argued that students of public relations made their choices consciously. They also argued
that more importance given on hands-on trainings by students during their education is perceived as an indication
of them having an idea about the department they have chosen beforehand as well (Yildirim and Becan 2017).

As can be seen, perception of public relations as a profession has been analyzed from various perspectives. However,
working conditions and career opportunities offered by the profession are subjects which were not studied frequently
or studied only in frame of gender variable.

2. Methodology

Main purpose of the study is to identify perception differences of undergraduate and associate degree students in
terms of public relations profession. In line with this, a research was conducted on undergraduate and associate
degree students studying in the field of public relations at Pamukkale University. Using purposeful sampling, a total
of 475 students participated to the study from Pamukkale University, Communication Faculty, Public Relations
and Publicity Department; Bekilli Vocational School, Public Relations and Publicity Department; and Honaz
Vocational School, Public Relations and Publicity Department; these consisted of 198 undergraduates and 277
associate (two-year) degree students while 414 questionnaires were found to be usable (182 undergraduates, 232
associate (two-year) degree students).

Questionnaire used as a data collection tool consisted of two scales to identify perceptions towards public relations
profession as well as demographical questions. Scales that were used to measure perceptions of public relations
profession were formed based on various scales found in the literature. 36 statements found in the scale were
measured with 5-point Likert scale.
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Validity and reliability of the perception scale have also been checked. Face validity was considered for the validity
of the scale and conceptual conformity with literature was accepted as adequate for scale items’ validity. Scale’s
Cronbach Alpha coefficient was found to be 0.894. In this line, the scale was found to be reliable since the figure
exceeded the value of 0.70 suggested by Hair et al. (1995, p.118).

3. Findings

Research sample consisted of students, thus a group of young people (17-22 age group 86.2%, and 23 and
above 13.8%). Sample contained women at the rate of 63.8% and men at the rate of 36.2%. Sample, in general,
consisted of high school (37.1%) and Anatolian high school (34.0%) graduates. Graduates of communication
vocational high school were found at the rate of 8.2% while graduates of other high schools were found at the
rate of 20.6%. A significant part of the sample were students of formal education (81.8%) while a minority were

students of evening education (18.2%).

Independent Sample T-Test was conducted in order to identify perception differences of undergraduate and
associate (two-year) degree students towards public relations profession. Table 1 shows scale items that presented a

significant difference for undergraduate and associate (two-year) degree students towards public relations profession.

Table 1. Perception Differences of Undergraduate and Associate (Two-year) Degree Students towards Public Relations Profession

Items Groups N Avg. SD t P
It is interesting to work in the field of public Undergraduate | 182 | 3,9505 | 1,01523 2288 | 0.023*
relations. Associate degree | 231 | 3,6926 | 1,22506 ' '
Public relations profession provides a good Undergraduate | 180 | 4,0611 | 0,91030 2994 | 0.003
environment for working with colleagues. Associate degree | 223 | 3,7489 | 1,13490 ' '
Public relations profession provides the Undergraduate | 182 | 2,9780 | 1,11224 2089 | 0.037
opportunity to find employment everywhere. Associate degree | 229 | 3,2183 1,19407 ’ ’
Public relations profession is an enjoyable Undergraduate | 177 | 3,9548 | 0,94038 2430 | 0.016*
occupation. Associate degree | 219 | 3,7032 | 1,08727 ' )
Public relations profession is a profession in Undergraduate | 177 | 4,0339 | 0,95880 2521 | 0.012*
which I can contribute to society. Associate degree | 225 | 3,7689 | 1,10998 ’ ’
Public relations profession provides me the Undergraduate | 182 | 4,0055 | 0,96627 2906 | 0.004*
opportunity to use my talents. Associate degree | 230 | 3,7087 | 1,07671 ’ ’
Public relations profession supports people to do | Undergraduate | 178 | 3,6236 | 0,90754 1998 | 0.046*
high quality work. Associate degree | 225 | 3,4222 | 1,07506 ’ ’
It is casier to make a career in the field of public | Undergraduate | 181 | 2,7514 | 0,98830 4250 | 0,000
relations compared to other professions. Associate degree | 228 | 3,1930 | 1,08557 ’ ’
Undergraduate 179 | 2,8324 | 0,93308
Salaries are high in the field of public relations. -4,409 | 0,000**
Associate degree | 229 | 3,2620 | 1,00934
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Items Groups N Avg. SD t P
There is no gender discrimination in public Undergraduate 179 | 3,4637 | 1,28630 2.405 | 0.017*
relations profession. Associate degree | 227 | 3,7577 | 1,17057 ’ ’
Self-improvement opportunities are few in the Undergraduate | 172 | 3,8721 | 1,06289 6.894 | 0,000
field of public relations. + Associate degree | 217 | 3,0599 1,22138 ’ ’
Theory and practice differ in public relations Undergraduate | 179 | 2,3911 | 1,08261 2584 | 0,010
profession.+ Associate degree | 229 | 2,6812 | 1,15798 ’ '
Practicing public relations profession has Undergraduate 182 | 4,0769 | 0,91314 7557 | 0,000
negative influences on family life.+ Associate degree | 228 | 3,2061 1,32298 ’ ’
Practicing public relations profession does not Undergraduate 178 |3,2472 | 1,09215 2424 | 0.016*
provide any guarantee for future.+ Associate degree | 224 | 2,9598 | 1,24677 ’ ’
Public relations profession involves high risk of Undergraduate | 179 | 3,5978 | 1,09913 3915 | 0,000
job security.+ Associate degree | 229 | 3,1223 1,30212 ’ ’
Public relations profession provides a career that | Undergraduate | 182 | 3,7473 | 0,96449 2830 | 0.004*
offers intellectual opportunities. Associate degree | 229 | 3,4410 | 1,14795 ? ?

I wouldn’t think of working in any field other Undergraduate 176 | 2,7102 | 1,12179 3.492 | 0.001*
than public relations. Associate degree | 219 | 3,1096 | 1,13608 ’ ’

Undergraduate 182 | 2,8352 1,21468
Public relations profession is my dream job. -2,684 | 0,008*
Associate degree | 231 | 3,1558 | 1,19853

Note: Significant at the level of *P<0.05, **P<0.001. + These items have been reversed. Avg. = Average, SD= Standard Deviation.

When Table 1 is analyzed, some of the scale items are observed to show significant differences in terms of undergraduate
and associate (two-year) degree students. Compared to associate (two-year) degree students, undergraduate degree
students gave higher scores to the following items: “It is interesting to work in the field of public relations” (0.023
significance level, P<0.05), “Public relations profession provides a good environment for working with colleagues”
(0.003 significance level, P<0.05), “Public relations profession is an enjoyable occupation” (0.016 significance level,
P<0.05), “Public relations profession is a profession in which I can contribute to society” (0.012 significance level,
P<0.05), “Public relations profession provides me the opportunity to use my talents” (0.004 significance level,
P<0.05), “Public relations profession supports people to do high quality work” (0.046 significance level, P<0.05),
“Self-improvement opportunities are found in the field of public relations” (0.000 significance level, P<0.001), “It
does not have negative impact on family life” (0.000 significance level, P<0.001), “It provides guarantee for future”
(0.016 significance level, P<0.05), “It has a low employment security risk” (0.000 significance level, P<0.001),
and “Public relations profession provides a career that offers intellectual opportunities” (0.004 significance level,
P<0.05). In this line, it may be said that undergraduate students have a more positive perception compared to

associate degree students in relation to these statements.

Compared to undergraduate degree students, associate (two-year) degree students gave higher scores to the following
items: “Public relations profession provides the opportunity to find employment everywhere” (0.037 significance

level, P<0.05), “It is easier to make a career in the field of public relations compared to other professions” (0.000
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significance level, P<0.001), “Salaries are high in the field of public relations” (0.000 significance level, P<0.001),
“There is no gender discrimination in public relations profession” (0.017 significance level, P<0.05), “Theory and
practice do not differ in public relations profession” (0.010 significance level, P<0.05), “I wouldn’t think of working
in any field other than public relations” (0.001 significance level, P<0.05) and “Public relations profession is my

dream job” (0.008 significance level, P<0.05). In this line, it may be observed that associate (two-year) degree

students have a more positive perception of public relations in terms of these items.

Table 2. Perception Differences of Undergraduate and Associate (Two-year) Degree Students towards Public Relations Profession

Items Groups N Avg. SD t P
I am happy that I will be working in the Undergraduate 182 | 3,7363 | 1,03886 1167 0.244
profession of public relations. Associate degree | 230 | 3,6087 | 1,14987 ' '
Public relations profession is a prestigious Undergraduate 172 13,8140 |1,00306 _0.041 0.967
occupation. Associate degree | 226 | 3,8186 | 1,18051 ' '
Public relations profession is a profession that | Undergraduate 177 13,6045 |1,09315 0.730 | 0.466
provides training opportunities. Associate degree | 223 | 3,6861 1,12311 ’ ’
Public relations profession provides the Undergraduate 181 | 3,4144 | 1,04860 0.348 0,728
opportunity to go abroad. Associate degree | 228 | 3,3772 | 1,09376 ' '
Public relations profession includes satisfying Undergraduate 178 | 3,4663 | 0,98088 0.576 0.565
promotion opportunities. Associate degree | 228 | 3,4079 | 1,03903 ' '
Undergraduate 182 |3,3352 | 1,05263
This profession enables me to be independent. 0,562 0,574
Associate degree | 230 | 3,2739 | 1,13257
Uneducated people may rise to important Undergraduate 179 129162 | 1,38155 0526 | 0,599
positions in the field of public relations.+ Associate degree | 227 | 2,9868 | 1,30852 o ’
Public relations profession has a bad image in | Undergraduate 182 13,0769 |1,27215 1138 | 0.256
society.+ Associate degree | 227 | 3,2203 | 1,26033 ) ’
Employee rights are not adequately developed Undergraduate 181 12,9227 |1,13264 20957 | 0.339
in public relations profession.+ Associate degree | 224 | 3,0357 | 1,21963
Social securities are not adequate for people Undergraduate 182 13,3901 | 1,09065 1,477 0141
working in public relations.+ Associate degree | 226 | 3,2168 | 1,24432 ' '
Arbitrary discharges happen frequently in Undergraduate 181 |3,0166 |1,10793 0.370 0.712
public relations. + Associate degree | 224 | 2,9732 | 1,22353 ' '
Undergraduate 179 | 2,6425 | 1,05233
Work load is quite a lot in public relations.+ -0,461 0,645
Associate degree | 223 | 2,6951 | 1,20297
Practicing public relations profession requires Undergraduate 180 |2,8778 | 1,09164 0398 | 0.601
working irregular and long hours.+ Associate degree | 231 | 2,9221 | 1,13941 | ’
Education levels of people working in the field | Undergraduate 180 | 3,6056 | 1,17942 1771 0.077
of public relations are usually low.+ Associate degree | 229 | 3,3886 | 1,26770 ’ ’
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Items Groups N Avg. SD t P
Getting education of public relations is a Undergraduate 170 |3,7647 | 1,04510 1727 0.085
correct decision for my career development. Associate degree | 217 | 3,5668 | 1,17316 ’ ’
Career building opportunities are few in the Undergraduate 179 | 3,2961 1,05284 1.861 0.063
field of public relations. + Associate degree | 224 | 3,0804 | 1,23214 ’ ’
I am very happy of having chosen public Undergraduate 176 13,5511 |1,05164 0318 0.751
relations as a career path. Associate degree | 225 | 3,5156 | 1,15765 ’ ’
; ; ini Undergraduate 182 |2,9011 1,12289
I would choose public relations again if I had [ 1927 | 0,055

the opportunity to choose another profession. | Associate degree | 231 | 3,1255 | 1,21469

Undergraduate 182 | 3,3718 | 0,47081
Public Relations Scale - Total 1,318 0,188
Associate degree | 232 | 3,3080 | 0,50314

Note: + These items have been reversed. Avg. = Average, SD= Standard Deviation.

Table 2 shows scale items that did not present a significant difference for undergraduate and associate (two-year)
degree students towards public relations profession. In this line, undergraduate and associate (two-year) degree
students have given similar scores to the above seen scale items (see Table 2). Thus, it may be said that both
undergraduate and associate degree students have a similar perception concerning these statements. When public
relations profession perception scale is evaluated as a whole, it may be observed that there is no significant difference

(0.188 significance level, P>0.05) between undergraduate and associate (two-year) degree students.

Discussion and Conclusion

Challenges in defining the profession of public relations created the ground for various researches in the field and
the extent and content of the profession were put into question. This difficulty in defining the profession has
brought along perception and image problems with it as well. In this line, professional image studies related to
public relations were analyzed from various perspectives. However, working conditions and career opportunities
of the profession are still observed to be less studied subjects. Therefore, the present study aimed to explore
perception towards public relations profession in terms of working conditions and career opportunities by means

of a comparison between undergraduate and associate degree students.

As the findings show, some differences were found in the perceptions of public relations profession of undergraduate
and associate degree students around various statements and they were observed to have similar perceptions regarding
various other statements as well. However, it is a matter worth stressing that associate degree students perceive
the profession as a profession that offers employment opportunities, easier to build a career, without any gender
discrimination, where theory and practice do not differ and by doing so, they differ from undergraduate degree
students. For, it might require some professional education time and relationship with the sector for the perception
to be formed in terms of sector-related and professional limitations, and difference between theory and practice
which is frequently expressed by practitioners of the profession. Therefore, lower scores given by undergraduate

degree students may be explained by their higher levels of awareness regarding the profession and the sector.
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On the other hand, undergraduate degree students perceive the profession as an interesting, enjoyable profession
in which they can improve themselves, make use of intellectual career opportunities while contributing to society.
In this sense, the difference between undergraduate and associate degree students in terms of their perceptions
of public relations profession, offered opportunities and working conditions becomes quite clear. One group
(associate degree students) has a more positive perception towards certain aspects of the profession such as finding
employment, wages, ease of building career while the other group (undergraduate degree students) has a more
positive perception towards other aspects of the profession such as intellectual, social and personal opportunities.

When it is considered that undergraduate degree students receive education for a longer period of time compared
to associate (two-year) degree students and that they had lower averages in their answers to statements of “I
would have chosen public relations again if I had the opportunity to choose another profession,” “I wouldn't
think of working in a field other than public relations” and “Public relations is my dream job” about a field in
which they had the opportunity to practice, undergraduate degree students are observed to be more dissatisfied
with the profession compared to associate (two-year) degree students. On the other hand, it may be argued that
undergraduate degree students may be experiencing uncertainty about their choice of profession due to thoughts
related to finding employment and career building opportunities, wages, the probability of difference between
theory and practice while they have a more positive perception and an awareness of intellectual, social and personal
opportunities offered by this profession.

Suggestions For Future Research

The present study is limited to students who are receiving education in Public Relations and Publicity Departments
of Pamukkale University. Future research may be extended to include Communication Faculties as well which
are more extensive and long-established institutions. The study aimed to assess perception towards public
relations profession in terms of working conditions and career opportunities it provides. This assessment may
be complemented by another section, involving definition and extent of the profession. In this way, it would be
possible to compare working conditions and career opportunities that are thought to be offered by the profession
with what is understood by public relations in general.
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EMOTIONAL INTELLIGENCE AS A HEALTH
PROMOTION TECNIQUE: CRITIZING POSSIBILITY
TO CHANGE HEALTH BEHAVIOUR OF BOTH SIDES
IN HEALTH COMMUNICATION

Miray Besbudak'

Abstract

Health behaviour is unique for each and every person. It shows the health beliefs and attitudes. Both health professionals
and patients intensely react according to these beliefs. In addition, emotions guide people in some situations like illness
or being needy to medical help. The relationship in health institutions may be the one of the toughest places to set proper
communication and interaction. The first impression gives directions to relationship and makes the communication
base which relationship grows on. Emotional intelligence allows individuals to develop and improve themselves through
behavioral changes. Health behaviour refers to the action of person who aimes to maintain, attain or regain health and to
prevent illnesses. Some health behaviours can be constantly displayed suc as exercising daily, eating a specific balanced diet
and other ways of protecting health and well-being. People are eager to change their behaviors, attitudes and perceptions
according to their experiences. The emotional intelligent people who know and show their emotions correctly, understand
others emotional situations and react properly. The understanding between the communicating parties (sender and
receiver) arises with emotional help. In health institutions, the parties or partners of the communication process are doctors
and patients. These parties may be expanded as doctors to cover all health care professionals in a hospital and patients
include patients’ relatives. Briefly, doctors should not only communicate with their patients and relatives, but also their
colleagues as health professionals. Health communication is an important interdisciplinary concept because people need
health care throughout their lives. Patients with a lower tolerance for waiting, getting health care or consulting a doctor
about the condition of the disease. Althought technical and medical interests, doctors should use communication, especially
interpersonal communication skills. Indeed, it is necessary for physicians to make extra efforts to understand patients and
meet their needs. Doctors who are aware of the emotional state of patients or their relatives, experience fewer conflict in
working place. Physicians who are interested in both physical and cognitive present will need to look at communication
strategies when they are stressed. Making decision for an important issue such as health is a stresful job. Doctors and
patients aim to cooperate to manage the treatment process, especially in diseases requiring long-term treatment. The process
of involving the patients relatives creates communication-based problems due to the intolerance of both parties. There
are unfortunate reports of chaos, crisis and conflict in hospitals between patient relatives and doctors on newspaper and
social media. Both sides should control their emotions and behaviours. In this study; the reasons for conflicts and ways of
managing will be detailed. The discourse analysis of doctor-patient conflicts reflected in national newspapers and news

bulletins will be made, and scenarios will be established with solution proposals and alternative solutions.

Keywords: Emotional intelligence, health communication, doctorcpatient relationship, discourse analysis.
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Introduction

Emotions are the guidance for people in relationship. First impression decides the relationship style and creates a
base to relationship grows over it. Emotional are very powerful vehicles to carry out the speeches to target. People
make their statements stronger with the help of emotions, so it is necessary to manage thme correctly. This managing
process refers to emotional intelligence. Emotional intelligence makes possible for individuals to develop and
improve theirselves with behavioral changes. People are willing to change their behaviour and perception according
to their experiences. Althought the changing process requires long time periods, consequence as results satisfying
the researchers.more studies maket he subject important for different disciplines such as management, psychology,
communication and sociology. Emotional intelligent people, who know and show their feelings, realize the others
emotional situations as well. The understanding between communication sides (sender and receiver) increase with
the help of emotions. The sides or partners of communication process in health institutions are doctors and patients.
In addition, this sides can be detailed to get wider such as doctors include all health professionals in an hospital
and patients include the relatives of patients. In brief, doctors should manage the communication not only the
patients and relatives, but also their collegues as health providers. Health communication is an important concept
because people have always need to get service in terms of health during their entire lifes. Patients, who have
lower tolerance to wait than healthy people, tent to get health service and explanation from doctor about situation
immidiately. They do not want to lose time waiting, they desire to get their answers at once. Besides tecnical and
medical attention, doctors should use their communication, especially interpersonal communication skills. Indeed,
doctors do not have to spend extra effort and the responsibility of the patients’ relatives to understand and satisfy
their needs. Doctors who are not aware of the emotional state of the patient and the patient relatives are usually
in conflict and even discussion. Doctors should use communication skills to involve patient in most appropriate
and effective treatment process, to deal with problems that may occur at certain points, and not to compromise
on their character and personality while performing all these. Doctors who are both physically and cognitively
dealing with current density need to look at communication strategies at times when they are stressed. In addition
to their professional knowledge, they need to bring their social skills to the front. Doctors and patients are aimed
to cooperate to manage the treatment process especially in long term treatment required diseases. The process in
which patient’s relatives are also included create communication-based problems because of intolerance of both
sides. There are unfortunate news in social media about chaos, crisis and also fight in hospitals between patient
relatives and doctors. Both sides should control their emotions and behaviours. Therefore, extreme situations should
be considered and criticized in order to find another way of behaviours to prevent crisis.

1.1. Emotional Intelligence in Medicine

Medical education generally aims to create doctors, as health providers, with a range of skills which make them
to cure patient and protect health care that is clinically and emotionally responsive. In order to improve these
skills, the personal characteristics and emotional awareness of doctors are essential. As in many professions, it is
important for health providers to have some competencies in terms of professional and interpersonal development.
Recent studies identified six core competencies for doctors and these are patient care, professionalism, systems-
based practice, interpersonal communication skills, medical knowledge, practice-based learning and improvement
(Arora et., 2010; 750). Interpersonal skills influence the entire communication in hospitals. Each competency can
be improved to clinical issues and also doctors” performance. These competencies required to educational strategies
to promote development and improve patient care. Many of skills that contribute towards these competencies are
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thought to be supported by emotional intelligence (EI). Emotional intelligence is an individual characteristic that
reflects the ability to understand and show one’s own and others’ emotions, to discriminate among them, and to
use this awareness to guide one’s thinking and actions’(Mayer & Salovey, 1997; 3-31). In other words, it is thought
to sense how people manage their own and others’ emotions. Because in interpersonal communication, the process
of communication starts at even first interaction. In health corporations, the communication between doctor
and patient based to interpersonal, mainly verbal but also nonverbal, communication. As an example in clinical
situations during the examination doctor asks what the patient’s problem and verbal communication start directly.

1.2. Health Communication and Conflict Management

The concept of health is not only physical, but also considering psychologically and socially well- being. Moreover
it considers of people being sick or uncomfortable with their ongoing status. Good health conditions are often
explained by problems that occur when health is lost. In context of developing consciousness for health or health
promotion and protection of health, health is regarded as a means of achieving a result that can be described in
multifunctional terms from an abstract situation. It is thought to be a resource that allows people to live as an
individual who can be able to continue a socially and economically productive life. This source can refered as
purpose or as vehicle in some cases. It is necessary for individual to be healthy and have sufficient gente both
physically and spiritually so that life can continue in quality and daily routines can be fulfilled completely. In this
respect, it is a positive concept that emphasizes health, social and personal resources and physical capacity.

The concept of health communication, which combines health and communication issues, essentially includes
the skills and abilities needed to enable individuals to commit their lives, and the ability to effectively use these
skills in the environments they communicate with, including the necessary knowledge or treatment. In health
communication as in interpersonal communication, there should be some enteraction to start and maintain
the process. There should be a reason or need to develop a relationship, basicly to start the conversation. One
person should send a message and the environment support the sending process. Health communication includes
communication used in the health field and during the presentation of health services. Health communication
is a form of communication that has been carried out by the people or groups concerned about the health issue
to the respective target groups (Okay,2016, p. 11). It is considered a method used to inform people about health
concerns and update information about how to manage situations related to possible health problems. Also, since
there is a societal benefit structure, the goal is not only individuals to share information. The use of multimedia,
support of digital platforms, communication tools and other technological innovations to increase the reach of
collective useful health information increases awareness of the specific aspects of personal and social well-being.
Well- being is the perception of being totally, both physical and mental wellness, good. It is essential for human
life to protect and regain well-being in order to increase the living quality. The focus of health communication is
on the improvement of the health status of individuals and communities. The treatment of health communication
in the context of interpersonal communication, especially face-to-face communication, focuses on difficulty
of expressing oneself because of social-psychological factors. Analysis of interpersonal communication barriers
focus on the major disadvantages in terms of doctor-patient communication (Becerikli, 2013, p.26). At this
point, emotional intelligence levels and communication skills of individuals gain importance. In the face-to-face
communication process, it is thought that people are aware of their emotions, feelings and thoughts that they
want to express may have difficulty in transferring or correctly conveying them due to some obstacles, which
are thought to be misunderstanding, worry and fear. The need for a health care provider can cause them to be
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hesitant to communicate their thoughts and beliefs about their health professionals to their health professionals
and to respond their feelings and thoughts. A first point to consider in this matter is emotional intelligence
which is currently a popular topic in organizational management consulting and leadership training to corporate
communication. The first studies of emotional intelligence started in the early 1990s. In 1995, Daniel Goleman,
a science writer on behaviour and brain, began investigating the topic. In his book, emotional intelligence was
defined and detailed widely and the consept gained a greater percentage of readers. Since that time, there has
been plenty of excitement, confusion, and criticizing with respect to emotional intelligence in general and more
specifically. Various definitions, conceptualisations and measures exist in the psychological and other literatures.
Such confusions are present in relation to whether EI (emotional intelligence) actually exists and it really helps to

communicate in terms of awareness and management of emotional reactions.

1able 1: Healthcare Administration Application 1o Emotional Intelligence.

Component Definition Application

Self — Awareness Understanding one’s Making decisions in medical issues.
emotions and needs.

Coordinating health care system to match with patients’ values.

Recognizing the long working hours affects social life and
relations.

Self — Regulation Adapting to changes. Managing an arguement with a health care professional before
making it bigger.

Making correct medical advises in complicated situations.

Accepting responsibility as a health provider or a patient.

Self — Motivation Being open and enthusiastic | Having good relationships with collegues in health corporation.
to the changes and
accepting them respectfully.

Being optimistic when there is a conflict.

Accepting that every patient is different and different approaches
are needed.

Social Awareness Considering others’ feelings | Trying to understand family of patients’ concerns.
before taking action.

Dealing with employees and their personal problems.

Being patient—centered

Social Skills Motivating people as Satisfying health professionals needs to increase their
is needed to realize the performance.
purpose

Understanding the needs of patients to satisfy their needs.

Following current developments of government to make health
care services better.

Resource: Freshman & Rubino, 2002, p.6.

The growing interest in emotional intelligence in all businesses recognizes the importance of comprehension
interpersonal skills and the ability to get along with others. Mayer and Salovey (1997; p.3) describe emotional
intelligence as a set of cognitive abilities that enable one to mentally process and explained to use emotional
information in communication. In their theory, the following four factors of emotional intelligence were proposed:
perception and appraisal of emotion, facilitation of thought using emotion, understanding emotional knowledge,
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and regulating emotional thought and display towards goals (Prati & Karriker, 2010, p.318). Because of these
abilities, emotionally intelligent individuals are better equipped to understand and maintain responsibilities of
emotional display, and avoid undesirable feedback which refers unsuccessful communication that cause conflict or
other undesirable outcomes. Conflict in health care system has a large place in the news lately in terms of creating
awareness of the problems both sides of health communication, who are doctors and patients, have to manage.
Political support is very important in this matter because working definition of doctors and rights of patients or
even the insurance content are shaped by the decisions of goverment. Conflict, however, is not new to the health
care system; that’s the reason of creating the coding system for protecting healthcare professionals such as White
code. White code is used for all violences against doctors experienced during the curing process by patients or
their relatives. In health communication the conflicts occurs when sides can not be able to eager to understand
each other because of sometimes conflicting interests or objectives. As a health provider doctors should try to
understand the situatiton of patients and direct the communication to the same way. Yet the nuances of negotiation,
clues of emotional reflection and conflict resolution are too rarely taught in medical training (Dorn et.al., 2013).
According to these, conflicts become more important every day and researches are interested in solution ideas.

2. Method

The research of this study is designed by qualitative method and one of the qualitative research methods, critical
discourse analysis was used. Literature review of the study is compiled from internet sources and publications.
Collecting data by examining existing information and documents is known as documentary scanning. As a result
of the scan the documents that are closest to the case, reflect it mostly and even integrate with it are included in
the study. Considering the documents which are important, and can be used as a data source is closely related
to the research problem. Aim of the research is to collect evidence to show that there are lots of dissagreement
in health communication, conflicts are creating a perception of hospitals are not friendly corporations because
of health professionals attitudes over patients. The news from all around the country shows the frame of health
problems and news are increase this distinction. Discourse analysis is a concept that is often referred to research
methodology in social sciences and also as a field of applied linguistics. In this study the research process planned
according to thematic analysis of the macro structure was carried out because the research based on news headlines,
words of the content and visual elements basically. Critical discourse analysis is an interdisciplinary approach.
This approach is directed at social problems. Rather than focusing on specific linguistic issues, social issues such
as racism, identity, conflicts and social change constitute the main research topic. This approach examines the
public opinion with various types, and the interrelationships between texts and discourses. Contextualization
in this framework; it constitutes the most important process of establishing links between species, subjects or
arguments. For example, in postmodern societies, the concepts of “time”, “space” or “identity” are transformed
and predominantly hybrid and innovative species come to the forefront (Tomgiisehan, 2017, p.21). Critical
discourse analysis utilizes various disciplines, including the complexity and diversity of social problems, and
therefore analyzes complex relationships between domination and discourse through a multidisciplinary approach
(Evre, 2009, p.136). The Discourse approach has been recently accepted as an alternative or addition to classical
content analysis (Krippendorff, 1980) in mass communication researches, but the number of systematic discourse
examinations of mass communication messages is very small. In media research, the practices of discourse analysis
are as diverse as the domains of discourse analysis and mass communication. In this study, to identify the impact
of news on readers and the way of explaining health conflicts on mass media, the headlines of news are criticised
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about health professionals and their crisis with patient and patients’ relatives. The recent news are reachable from
web sites of newspapers and other news blogs are included in the study. The headlines and content of the news,
the words are repeatedly used in text are considered. Headlines are a particularly source of information about the
field of cultural references. Headlines show the first thought of public when they heard the news. This is because
titles create perception without explanation or definition; they depend on the reader recognising instantly the field,
allusions, issues or any cultural references necessary to identify the content of the news. Therefore, mass media is
important for sharing information with public.

3. Results and Discussion

This study made to analyze critical news to Turkey “s online news sites Habertiirk, Hiirriyet, Milliyet and Sanal
Basin. The searching key words are “doctors”, “attack”, “beating”, “anger” and “range”. These words are researched
online research areas and 21 of news are included for this study. The news shared in time period of 2007-2018.
Critical discourse analysis emphasizes that the ideological elements in the news are placed in selected language forms.
They can not be easily seen, and need to be demonstrated only through the analysis of critical discourse. For this
reason, the role of media language needs to be solved critically. The classification of news are made according to
the level of anger so there are 3 categories: Attack, conflict and other words of anger. Mainly the conflict occurs
when peole can not manage their anger and express their needs properly. They act with low tolerance because of
anxiety, worry and being desperate or needy to doctors’ intervention. In addition, a generalization and editing
around some specific concepts have been made and it has been found that the reader is directed to read in a certain
view. The news headlines used in news texts describing the events that took place in big cities mostly in Istanbul.
Headlines reflect the main theme of the news. The theme is determined by the discourses to explain conflict or
crisis in health communication between both sides. The subject of the event and the news subject to the news
can be understood from the main headings. It has been determined that information such as place, period, time
is barely included in news headlines. In the following headlines there is no information about the main person
who realized the act. The language style that is used is in a structure that people frequently meet in the news. The
Headlines with time or place information included:

1. Cerrabpagada ‘kocan da diver’ lafi isyan ¢ikardr. — 17.09.2015, Istanbul.
2. Bagcilar Egitim ve Arastirma Hastanesinin acil servisi karsgtr. — 18.05.2016, Istanbul.
3. Osmaniyede hasta yakinlar: bastane basip polis dovdii. — 01.05.2018, Osmaniye.

The headlines with the word “attack” are:

4. Kadm doktora saldiriya 34 yil hapis — 16.11.2011,Adana.
5. 112 Ekibine saldirr — 28.01.2012, Kocaeli

6. Doktoru bulamaymnca polise saldirds. — 29.04.2012, Adana.
7. Doktora sozlii saldiriya ilging ceza — 31.05.2017, Osmaniye.

The headlines with the word “conflict” are:

8. Doktorlarin hasta kapma kavgas: — 03.07.2009, Konya.
9. Dis hekimlerinin meydan kavgas: — 12.12.2010, Trabzon.
10. Doktor hasta kavgas: adliyede — 30.11.2013, Manisa.
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11. Hastanede goriilmemis kavga — 16.07.2018, Gaziantep.
12. Acil serviste sira kavgas: 5 yaraly — 04.08.2018, Diyarbakr.

The headline explain physical damage are:

13. Doktoru tekme tokat dovdiiler. — 18.06.2018, Samsun.

14. Kadin hastadan doktora dayak — 07.12.2012, Bursa.

15. Saglk gorevlilerine darp iddiasi — 25.08.2013, Corlu.

16. Hastanede darp iddiasi: Doktor tarafindan bogazlands. — 08.05.2018, Trabzon.
17. Uyandirilan doktorun éfkesi — 08.05.2011, Istanbul.

18. Doktor hasta yakinlarin: boyle azarlads. — 20.07.2018, Sanlurfa.

The headlines with closed expression are:

19. Rol yapan hasta sikintiss — 24.08.2007, Lzmir.
20. Bunu yapan doktor — 17.05.2011, Konya.
21. Acile sopals baskin — 19.08.2008, Istanbul,

After the research, it is obvious that the examples of health care problems can be increase if the research field
become wider. Looking at the online news websites can be a disadvantage or weakness for collecting reliable data
but nowadays people use sociall media and digital media to reach the news or information. The field is planned
according to this fact.

Conclusion and Recommendation

The way people consume news is changing according to technological and digital changing: more and more
news are consumed on the internet rather than from physical newspapers. Visual items of news, accessibility
and even advertising content affect the reader. There are a lot of different points to consider. People used to buy
a newspaper, read it from cover to cover while scanning headlines, and reading articles that they thought were
interesting. Today headlines look more attractive in internet pages with bold and big characters. Photos and
other visual items become more rememberable elements of news. However, increasingly more people are reading
individual news articles online, outside of their original publication. Often, a person reads an article because it
was shared on social media or some other internet platform. The headlines, an other words the hook sentence and
titles of news, become important. The headlines of the news show that the conflict rate in health communication
is high. Doctors are uncomfortable with the crowded in clinics and patients are not happy with the service they
take in a hospital. It is essential for the people who need help to regain health and they want to get the service as
long as they reach the hospital. The lack of tolerance occurs because of the emotions. Healthcare as a field is cast
against a back ground of patient and family anxiety, often challenging diagnosis and treatment, and financial as
well as regulatory complexity. Medical training is helpful, but is only one of many duties to success for healthcare
professionals. The importance of the development of emotional intelligence skills to successful doctor is clear and
has been demonstrated in a variety of fields. Yet more research on measureable strategies to successfully develop
emotional-based health provider’s skills is crucial and would make a significant contribution to the field. The main
responsibility of health professionals is to give information to the people in order to prevent diseases, help the
ones to regain their health and teach the strategies or ways of protecting the well- being of humans, in generally
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change the public opinion about hospitals. The emotions affect human activities and the most powerful situation

occurs in health communication.
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THE RESISTANCE OF THE TRADITIONAL TASTES
THAT HAVE BEEN STARTING TO LOST IN THE
TURKISH CYPRIOT CULTURE IN FESTIVALS /
KIBRIS TURK KULTURUNDE KAYBOLMAYA YUZ
TUTMUS GELENEKSEL TATLARIN FESTIVALLER
UZERINDEN DIRENISI

Nuran Oze'

Abstract

This study examines the methods of resistance through the festivals of traditional Turkish Cypriot tastes that have
been starting to disappear in the Turkish Cypriot culture.It seems that the individuals who lives in Northern Cyprus
have gradually moved away from the traditional Turkish Cypriot cuisine. The most important reason for this is the
changing and changing lifestyles.Other reasons are the changing population structure in Northern Cyprus due
to political and economic factors.Especially in the last decade, it has been observed that the festivals organized in
northern Cyprus have increased in number and as well the importance given to the Turkish Cypriot culture has
increased in terms of festival content.At the festivals, the concern of protection of the Turkish Cypriot culture has
attracted attention; and the fact that traditional tastes come to the fore has created the subject of research.It has
been pointed out that festivals are organized for domestic tourism and especially traditional tastes has drawened
the attention, have developed a resistance to the protection of traditions and it has been seen that festivals are a
part of cultural tourism and eco-tourism.Both in organizations of domestic tourism and external tourism, the fact
that the areas where Turkish Cypriot culture is to be kept in the forefront is emphasized as a form of reflection
and survival of folk culture.In addition to literature review, festival news research in the online news sites has been
done, participative observation in festivals took place, interviews were made with the people who set up the stands
themselves and the amusement park operators were interviewed and expert opinion was taken about the subject.
The festivals in which the traditional Turkish Cypriot cuisine was tried to be kept alive were examined according
to years and regions distributions of. Traditional tastes, which are an important part of the Turkish Cypriot culture,
are important social building stones that are carried daily from the past.The effort shown to not be exhausted is
the resistance of the Turkish Cypriot culture to the survival and non-destruction of life.

Keywords: Eco-Tourism, Festival, Turkish Cypriot, Culture,Culture Tourism

Giris
Kiiltiir, farkls anlamlariyla dikkat ¢eken komplike bir kavramdir. Williams'in agiklamalarina gore kiiltiir kelimesinin

yakinkokii “Latince culturadir, o da kok sozciik colereden gelir. Colere bir dizi anlam tagirdi: ikamet etmek,
yetistirmek, korumak, ibadetle onurlandirmak” (Williams, 2005: 105). Williams, kiiltiir kavramu ile ilgili aciklamalarina
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devam ederken kiiltiiriin folk-culture (halk kiileiirii), folk-lore (halkin birikimi) dahil olmak tizere bircok seyi
aciklamak tizere kullanildigina vurgu yapmustir. Ayrica sosyoloji sozliigiine bakildiginda “sosyal bilimde kiiltiir, insan
toplumunda biyolojik olarak degil, toplumsal araglarla aktarilip iletilen her geyi anlatir” (Marshall, 1999: 442).
Antropoloji biliminin énemli kavramlarindan biri olan kiiltiir bu ¢aligmada manevi ve geleneksel olan yaniyla ele
alinmigtir. Makale boyunca yeme i¢cme kiiltiirii folkloriin bir bir birikimi olarak nitelendirilmekte ve bir toplumun
diger toplumlardan ayirt edilmesini saglayan bir alan olarak goriilmekeedir. Bir toplumun diger toplumlardan ayirt
edilmesini saglayan bir alan olarak sézlii kiiltiiriin toplumlar i¢in neden bu denli énemlidir sorusunu Kibris Tiirk
folklrii tizerine ¢aligmalari olan Yorgancioglu, Kibris Tiirk Folklérii adli kitabinin énséziinde anlamlr bir sekilde
izah etmektedir. Yorgancioglu, zaman icerisinde herseyin degistigini ve insanoglunun zaman icerisinde ebediyete
g ettigini vesozli kiiltiirtin de yaghilarla birlikte goclip gittigini ve bunun toplumun ge¢misinden kopmasi felaketi
olarak nitelemistir. Sozlerine, insanligin degisimindeki maddiyatin éneminin tek basina énemli olamayacagin,
maneviyatin da en az maddiyat kadar 6nemli toplumsal yiikselis icin gerekli olduguna deginerek devam eden
Yorgancioglu folklérii “toplumun manevi yonii” olarak tanimlamakeadir. Yorgancioglu'na gore folklér toplumun
“glinliik olaylar kargisinda gosterdigi tepkidir, hayat felsefesidir, hayat yoriingesidir. O bu degeri kaybettigi an, benligi
zayiflayacak, yabanci kiiltiirlerin tesiri altinda eriyecektir” (Yorgancioglu, 2000:12). Yorgancioglu'nun toplumun bir
millet olarak var kalabilmesini ancak manevi degerlerin gelecek nesillere aktarilmasi ile miimkiin olabilecegine yapug:
vurgu caligma agisindan dnemlidir. “Sozlii kiiltiirde gegmis, atalarin hitkiim stirdtigii ve bugiinkii varolusumuza
iliskin bilincimizi tazeleyebilecegimiz kaynakur; ve tipki gecmis gibi bugiinkii varolusumuz da maddelenebilir bir
alan degildir. Sozlii gelenek, liste, belge ve say1 tanimaz” (Ong, 2007: 119)Ong’un degindigi sekliyle “bilincimizin
evrimi i¢in hem sozlii kiiltiir, hem de kiiltiirden dogan okuryazarlik gereklidir. Sozlii kiiltiirden yaziya gegis, ruhsal
ve toplumsal gelismelerle simdiye dek belirttigimizden daha derin bi¢imde baglanulidir. Gida tiretimi, ticaret,
siyasi diizen, dini kurumlar, teknoljik beceriler, egitim, tagit araglar1 ve aile yapisindaki pek ¢ok gelismenin rolii
vardir. Ancak bu gelismelerin cogu, hatta hepsi hem sozlii kiiltiirden yaziya gecisin etkisine maruz kalmis, hem de
kendileri bu gegisi yonlendirmiglerdir” (Ong, 2007: 205).

Yeme igme kiiltiirii bolgesel ve iilkesel olarak farkliliklar gdstermekeedir. Bir toplumun yasam siirdiigii iklimsel
kosullar, tarim ve hayvancilik alanlarinda yetistirilen iiriinler, dogal ortamda kendiliginden yetisen yabani 6geler
genellikle bir tilkedeki yeme i¢me kiiltiiriiniin de temelini olusturmaktadir. Bu ¢alismada, Kuzey Kibris genelinde
diizenlenen festivallere yansiyan ve festivallerin genellikle ana temasini olusturan Kibris Tiirk yemek kiilttirti
incelenmektedir. Bu festivallerde bélge ismi yanisira o bélgeye 6zgii iiriinle 6ne ¢tkma hali dikkat gekmistir.
Diizenlenen festivallerdeki standlarda sadece bélgeye 6zgii tiriinlerle sinirli kalmadigr Kibris Tiirk kiiltiiriini
yansitacak lezzetlerin hemen hemen her festivalde 6ne cikugi gzlemlenmistir. Bu éne ¢ikigin tepkiden ziyade bir
tiir i¢sel toplumsal direnis oldugu diistiniilmektedir. Bu festivaller ve temalar geleneksel Kibris Tiirkhalk kiilttirt;
yeme i¢me kiiltiirii; ve giindelik yasamdaki degisim kavramlar ile birlikte incelenmektedir.

Calisma boyunca degerlendirilen toplumsal eylemler, bilingli olarak tasarlanmis olmaktan ziyade kendiliginde
olusan toplumsal direnis modelleri olarak diisiiniilerek hareket edilmektir. Durkheim’in “toplumsal olgular: seyler
gibi diisiiniiniiz... seylerin zihinde olusturulmus bilingli tasarimlart olarak degil” ciimlesi ile bu bilincin olugmasina
sebep olmugtur (Durkheim, 1938: 14, 28). Burada Kuzey Kibrista her gegen yil yayginlagan geleneksel degerleri
yasatma temal festivallere yiiklenmesi gereken anlam, eylemin 6ze doniisten ziyade varligini koruma gudiisiyle
hareket ettigidir. Kibris Tiirk toplumu bu faaliyetlerle kendine has olan ayirt edici dzellikleri 6ne ¢ikararak kendini
‘6zgiin bir varlik’ olarak gdsterme ¢abasindadir.Bu ¢abay: toplumsal eylem yaklasimi icerisinde degerlendirmek
gerekmektedir. Dave’e gore “hem sorunun, hem de ¢oziimlerinin formiillestirmeleri surada yatar: Tarih, kisilik
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toplum, topluluk, temelde insanin gerceklestirdigi seylerdir. Oysa insanin yarattgi anlamlarin insan tarafindan
kurulugu bir iilkii halinde kalir; ¢iinkii varolan durum insanin gerceklestirdiklerinin insan denetiminden tanrisal
yetkenin seylesmelerin, insaniistii toplumsal sistemlerin ve gdriiniiste dzerk makinelerin denetimine girdigi bir
durumdur. O zaman denetim sorunu insanlarin temelde kendi toplumsal triinleri olan seyler tizerinde denetimi
tekrar nasil kazanabilecekleri, yalnizca insan olabilecekleri bir diinyay1 yaratmak icin makinalarla nasil miicadele
edebilecekleri sorunudur (Dave, 2002: 382). Turgot’un ilerleme kuramina gére “insanlik organik bir biitiin halinde
ilerler. Din, ahlak, sanatlar, bilgi ve siyasal kavramlarin hepsi ayni anda degisir ve birbirine ayni ilkeyle Sylesine
baglidurlar ki, biri degisince hepsi degisir” (Bock, 2002: 65). Teknolojik alanda meydana gelen degismeler diinya
genelinde oldugu gibi Kibris'in kuzeyinde yasayan Kibrish Tiirklerin de yagsam pratiklerini birgok yonden degismesine
(s yapma bigimlerinden, giindelik yasam pratiklerine, giyim kusam aligkanliklarina, alisveris sekillerine, yeme igme
bigimlerine, kisacast hayatin her alanina degisimler meydana gelmesine) vesile olmustur. Insanoglu varoldugundan
beridir gelismek i¢in degismek gerekliligi dogal kabul edilir.Degisimler, yasam pratikleri icerisinde déniigtimleri
meydana getirmektedir. “Ilerleme fikri, toplumsal ve kiiltiirel farkliliklarin kesin ve 6zgiin yorumuna isaret eder ve
toplumsal ve kiiltiirel degisme kuramlari inga edilirken farkliliklarin kullanilabilecegi anlamina gelir” (Bock, 2002: 53).

“Kibris adast birgok medeniyete ev sahipligi yapmis, Akdeniz'in ortasinda stratejik konumu itibari ile ¢ok 6nemli
bir adadir. Adanin tizerinde Hititler, Misirlilar, Fenikeliler, Persler ve Romalilar, Araplar, Bizanshlar, Venedikliler,
Osmanlilar, Ingilizler sirastyla hiitkiim siirmiis uygarliklardir. 1571'de Osmanli Imparatorlugu aday: fethetmis ve
1878’ kadar ada Osmanli topragt olarak kalmustir. Kibris adast 1878'de Ingilizlere kiralanmistir. 1914'de Lozan
Antlasmasi uyarinca ada Ingiltere’ye devredilmistir. Kibris Cumhuriyeti'nin ilanina yani 1960’a kadar ada, Ingiliz
Somiirgesi olarak kalmistir. Modern diinya sisteminin 1950’lerin ikinci yarisindan itibaren girdigi dekolonizasyon
donemi Kibris adasint da etkilemistir” (Oze, 2014: 104-105). Tarihi seriivenden de anlagilacagy iizere farklt
medeniyetlere ev sahipligi yapmus olmak, yemek kiiltiiriiniin de zenginligine isarettir. Her medeniyet kendi kiiltiirel
aligkanliklarint ortamsal kogullarla harmanlayarak diger nesillere aktarmaktadir.

Yukarida belirtilen zemin 1s1¢inda ilk 6nce Kuzey Kibrista diizenlenen festivallerin neden kiiltiir turizmi, eko-turizm
bilesimi olarak ele alinmasi gerekeigi islenmistir. Ardindangiindelik yasamdaki degisime ek olarak, Kuzey Kibrista
degisen niifus yapist, Kibris'in i¢inde oldugu ekonomik ve politik kogullar dolayistyla giderek yok olan geleneksel
Kibris Tiirk kiiltiirtiine ait tatlarin festivaller araciligiyla nasil yasaulmaya ele alinmigtir.

Yontem

Bu calismada, Kuzey Kibris genelinde diizenlenen festivallerde Kibris Tiirk yemek kiiltiiriiniin bilhassa festival isimleri
ile 6ne ¢ikma hali halk kiiltiirii, glindelik yasamdaki degisim ve kiiltiir turizmi ve eko turizm olarak festivaltemalar:
ve kavramlariyla birlikte incelenmektedir. Bu alanla ilgiligereklestirilen literatiir taramalarinda Kuzey Kibris't odaga
alan herhangi bir arastirma ile kargilagilmamigtir. Oysa artik geleneksellegen kiiltiir ve sanat festivalleri Kibris Tiirk
kiiltiirtinde olduk¢a énemli bir yere sahiptir. Calisma kapsaminda KKTC Milli Egitim ve Kiiltiir Bakanligrina
bagli Kiiltiir Dairesi'nde 2017 yili boyunca Kuzey Kibrista yapilacak olan tiim festivallerin listesi temin edilmistir
(Kiiltiir Dairesi, 2017). Diizenlenen festivallere bizzat kaulim gerceklestirilmis ve gozlem ve deneyimleme yoluyla
(katilimer gozlem) festivallerde one ¢ikan unsurlar kaydedilmistir. Elektronik ortamda Kuzey Kibrista diizenlenen
festivallerle ilgili ¢ikan haberler incelenmistir. Festivallerde bizzat stand kurup ¢alisan, yine festivallerde lunapark

isletmeciligi yapan kisilerle roportajlar yapilmis ve konu tizerine uzman kisilerden goriisler alinmugtir. Festivallerin
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zaman icinde 6nem kazanmast ve yayginlagmasinin nedeninin anlagilabilmesi icin festivallere katillim gdsteren
bireylerle birebir goriisme yapilmugur.

Caligma boyunca yapilan tiim aragtirmalar iki temel aragtirma sorusunu yanitlamaya yonelikti. Birincisi, geleneksel
Kibris Tiirkleri igin bolgesel olarak diizenlenen festivallerin 6nemi nedir? Ikincisi ise geleneksel Kibris Tiirk tatlarinin
zaman icerisinde ev i¢inden festivallere tasgtnmasinin nedeni nedir? Kibris'in sahip oldugu ézgiin politik kogullar
nedeniyle bu ¢alismada sadece Kibris'in kuzeyi degerlendirmeye tabi tutulmast calismanin kisicliliklari arasinda
degerlendirilebilir. Ayrica festivaller hakkinda derli toplu bilgilere ulasma olanaginin olmamasi diger bir kisitliliktr.
Egitim Bakanligr'na bagli Kiitiir Dairesinden temin edilen 2017 yilinda yapilmasi planlanan festivaller listesinde
eksik etkinlikler saptanmus ve gerekli eklemeler yapilmugtir. Her yil say1 olarak artig gosterdigi gozlemlenen festivalleri
yillar baglaminda kiyas yaparak degerlendirmeye tabi tutabilinecek enformasyona elektronik ortamda yapilan arsiv
taramast ile ulagilmistir. Her festivalin adi elektronik ortamda aranarak, haklarinda cikan haberlerin incelenmesi
yapilmus ve bahse konu festivalin kacinei kez diizenleniyor oldugu tespit edilmistir. Aragtirmaya tabi tutulan Kuzey
Kibrista festivaller ve bunun folklor ile baglantisi konusunda herhangi bir calisma ile kargilagilmamig olmasi ise
calismanin 6zgiinliigiine dair diger bir géstergedir.

Diinya genelindeki degisim ve doniisiimlerin etkilerine ek olarak tilkedeki siyasi, ekonomik, teknolojik ve sosyo-
kiiltiirel 6zgiin kosullar, toplumsal hareketleri ve bunlarin kiiltiirel yansimalarini etkilemektedir. Bu durumu kiiltiirel
degerlerine siki siki sahip ¢ikan ve geleneksel degerlerini kiiltiir turizminin bir parcast haline getiren gelismis
toplumlarla kiyaslayarak anlamlandirmak miimkiindiir. Gelismis toplumlardakinin aksine Kuzey Kibrista organize
edilen festivallerin i¢ turizme yonelik oldugu dikkat ¢ekmektedir. Bu durumun Kuzey Kibris'ingzgiin politik
kosullar1 dolayisiyla ortaya ¢ikugs ve Kuzey Kibris'in ekonomi-politik yapistyla da ilgili oldugu diisiiniilmekeedir.
“1571'den beri Kibris adasinda yagam stiren Kibrisli Tiirkler, adanin zengin tarihi ge¢misi ve hala devam eden 6zgiin
politik, ekonomik ve sosyo-kiiltiirel yapist dolayistyla kiiltiirel anlamda incelenmeye degerdir. Ulus devlet anlayisiyla
yayginlagsan milliyetci girisimlerin, Kibrista gecmisi 1880’lere dayanmakeadir. 1974 yilinda kokeni milliyetcilige
dayanan Tiirkiye ve Yunanistan'in da miidahil oldugu savas, Kibrish Tiirkler ve Kibrisli Rumlar arasinda gerceklesmistir.
Savas, adanin Yesil Hat'la ikiye bolitnmesine sebebiyet vermistir. Yesil Hatun kuzeyinde Kibrisli Ttirklerin yagam
stirdiigii Kuzey Kibris Tiirk Cumbhuriyeti, giineyinde Kibrisli Rumlarin yagam siirdiigii Kibris Cumhuriyeti olmak
iizere iki ayr1 kesim ve iki ayri devlet meveuttur” (Oze, 2015: 67).Adanin 1974 Savast ile kuzey ve giiney diye ikiye
ayrilmast sonrast Kibris'a Tiiriyeden goe gerceklesmistir. “1974 sonrasi Tiirkiyeden go¢ eden insanlar dogal olarak
Kibris'taki Kibrisl Tiirk sosyo-kiiltiirel yapisint zaman iginde etkilemis ve degistirmistir”(Oze, 2014: 126-127).

Arastirma kapsaminda, Kuzey Kibristaki niifus yapist incelendiginde KKTC Devlet Planlama Orgiitiiniin 2011
yili niifus sayimlarina gére Kuzey Kibris'ta siirekli ikamet eden niifus 286,257 kisidir. 2011 yilindan bu yana 6 yil
gectigi ve bu rakamin degistigi goz oniinde bulundurulmalidir. 20117de siirekli ikamet edenlerin sadece 136,362’si
sadece KKTC kimligine sahipti (KKTC Devlet Planlama Orgiitii, 2012). Sadece KKTC kimligine sahip olabilmek
i¢in anne ve babanin tiim kékeninin Kibrista olmast gerekmektedir. 2011 verilerine gore Kibrish Tiirklerin toplam
niifusa orani %47,64'diir. Bunun yani sira Kuzey Kibris'ta her gecen giin artan tiniversite 6grenci sayisi, adada TCye
ait bulunan asker sayist ve TC ve TC digindaki yabanci iilkelerden gelerek ¢alisan kisi sayisi, hem niifus yapisint
degistirmis ve etnik gesitliligi artrmigtr. “KKTC Milli Egitim ve Kiiltiir Bakanligina bagli Yitksek Ogrenim ve
Disiligkiler Miidiirliigiv niin agikladigt sayisal veriler igiginda 2016-2017 &gretim yilinda KKTC tiniversitelerinde
93,292 $grenci egitim ve dgretim gormekeedir. Buogrencilerin 52,135’ TC uyruklu, 27,5381 Tiirkiye Cumhuriyeti
disindan gelen yabanci uyruklu, 13,619 8grenci ise KKTC vatandagidir” (KKTC Milli Egitim ve Kiiltiir Bakanligy,
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2017). Kibrish Tiirkler, 1974 sonrast TCden gég eden kisiler, asker, 6grenci ve TC ve TC digindaki yabanc
tilkelerden is¢i olarak Kuzey Kibrista calisan kisilerin tiimii birlikte degerlendirildiginde Kuzey Kibrista yeme
icme kiiltiiriinde gesitlenmeler ve degisimler goriilmesi dogal karsilanmaktadir. Festivallerde ise dikkat gekici olan
geleneksel Kibris Tiirk mutfaginin genelinde 6ne ¢ikmasidir. Niifus oranina gore kiyaslandiginda Kibrishi Tiirklerin
niifusun yarisini bile olugturmamasina ragmen festivallerin genelinde éne ¢ikmasi kendi yerel kiiltiiriinii yagsatma
direng gostergesi olarak varsayilmaktadir.

Kiiltiir Turizmi, Eko-Turizm ve Giindelik Yagamin Degigimi

Kuzey Kibrista diizenlenen ve son on yilda sayica ciddi anlamda artig gosteren festivallerindeki aktiviteler ve kurulan
standlar incelendiginde kiiltiir ve sanat etkinliklerinin 6ne ¢ikmaktadir. “Bilindigi tizere turizm bir tilkenin var
olan degerlerini tanitma konusunda en énemli olgudur. Turizm alaninda kiiltiir ve sanat iiriinlerinin titketimi ilk
siradadir” (Can, 2013: 259). Richards“kiiltiir turizmini; bireylerin kiiltiirel ihtiyaglarini gidermek amaci ile siirekli
oturduklari yerlerden, yeni bilgiler ve deneyimler kazanarak kiiltiirel ihtiyaglarint gidermek amaci ile diger yerlere
seyahat etmeleri olarak tanimlarken, Richards’a gore kiiltiir turizminde kiiltiir ile ilgili tirtinler kullanilmaktadir
(1996a ve 1996bden aktaran Oztiirk ve Yazicioglu, 2002: 188). Richards'a benzer bir diisiince yapisiyla Merhoff
(1991: 252), kiiltiir turizmini genis anlamda ziyaretcilerin gittikleri yerlerde bolgeye 6zgii tarihi ve yerel degerler
sistemini deneyimlemesi olarak tanimlamaktadir. Kiiltiir turizminde tarihi degerler ve kiiltiirel yerel degerlerin
one cikug gdriilmekeedir. “Turistlerin kiiltiirel mirasa ilgileri sonucu geligen kiiltiir turizmi, tarihi yerler, miizeler,
tarihi kalinalar, fuar ve festivallerle gelismeye baslamistir. Gegmis medeniyetlere iliskin kalinularla birlikte, yasam
bigimleri, gelenek ve gorenekler, festivaller, miizik ve eglence tiirleri, el sanatlari, yemek tiirleri ve aligkanliklar:
kiiltiirel turizmin en 6nemli tirtinleri arasinda yer alarak kiiresellesen diinyada giderek 6nem kazanmaktadir”
(Beyazit, Ceylan ve Saylan, 2012: 901).

Bu ¢alismada kiiltiir turizmi yanisira eko-turizm kavram: da énemlidir. “Eko turizm yerel degerleri ve normlar
dikkate alan, kiiciik 6lcekli, yavas bir gelisme trendi gdsteren ve yerel emek ve sermayeyi iyi bir sekilde kullanmakur
(Oztiirk ve Yazicioglu, 2002: 190). Eko turizmde 6ne gikan mesele gevresel ve kiiltiirel degerlere zarar vermeden
gelecek kugaklara akearilmas: gerekliligidir. Kiiltiir turizminde tarihi ve kiiltiirel degerler one ¢ikarken, eko-turizmde
dogaya ve yerel degerlere sahip ¢tkmak 6n plandadir. Her iki turizm tiirti Kuzey Kibristaki festivaller baglaminda
dustiniildiigiinde birbirini tamamlayan nieliklere sahiptir. Calisma kapsaminda geleneksel Kibris Tiirk mutfagindaki
tatlar da kiiltiirel tiriinler olarak degerlendirildigine gore Kuzey Kibris'yaki festivalleri kiiltiir turizmi ve eko turizm
karmasi gibi degerlendirmek miimkiindiir.

Kiiresel anlamda gerceklegen politik, ekonomik, sosyo-kiiltiirel ve teknolojik degisim ve dontistimler her toplumu
oldugu gibi Kuzey Kibrista kendine 6zgii 6zel kogullar icerisinde yasam siiren toplumu da etkisi altina almustr.
Kiiresellesen diinyada sinirlarin goriinmezlesmesi, ekonomik hareketlerin serbestliginin artigy, tiriinlere veya hizmetlere
ulasmanin kolaylasmasi, enformasyon elde etmenin éniindeki bariyerlerin internet dolayimli uygulamalarla iyice
ortadan kalkmasi kiiltiirel kodlarin da degismesini tetiklemistir. Yerellikle sinirli kalmayan bireyler, modern diinya
kogullarina kolayca uyum saglayarak kiiresel kiiltiire zamani yakalayabilmek ve hayatini idame ettirebilmek adina
kendilerini adapte etmislerdir. Her ne kadar Kuzey Kibris uluslararasi alanda taninmamus bir iilke olsa da, ekonomik
anlamda diinya genelininden izole bir yapiya sahip de olsa, teknoloji kullanimi ve kiiresel toplumsal degisimlere
adaptasyonla ilgili toplumun kargilastigr herhangi bir problem bulunmamaktadir. Diinya genelinde hakim olan
yasam tarzlarindaki degisim, Kuzey Kibrista da benimsenmis durumdadir. Ev ile is arasinda gelisen derin ayirim,
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kadinlarin is yasaminda ¢ok daha aktif yer almas, titketim kaliparini da zaman icerisinde degistirmigtir. Bireyler
acisindan degisen ve gelisen toplumsal dinamikler nedeniyle, bazi geleneksel degetler zaman icerisinde degerini
yitirmistir. Geleneksel Kibris Tiirk mutfaginin tatlar1 da bu degisimlerden nasibini almis durumdadir. Hazir, hizls,
kolay, zahmetsiz yemek cesitleri, digaridan siparis aliskanlig;, geleneksel ev yemekleri yapan restorantlarin yayginlasmasi
yeni nesilin yemek kiiltiiriniin degistiginin gostergeleridir. “Bagka bir ifadeyle, bireylerin yasanularinda gozlenen
modernlesme ve déniigme cabalari, insanlarin giinliik hayatta kullandig arag ve gereclerden, yasam alanlarina kadar
bireyin kiiltiir sanat hayatina dair tiim tarihsel birikiminini énemini kaybetmesine ve 6zgiinliigiinii yitirmesine
yol agmustir” (Aluntas, 2016: 176).

Kuzey Kibris’ta Festivaller ve Geleneksel Kibris Tiirk Tatlarinin Direnisi

[letisim uzmani akademisyen Altung, festivallerin bilelesik iletisim arag ve ortamt olarak adlandirildigini dile getirmistir.
Bunun sebebini ise birden fazla iletisim aracinin ayni ortam igerisinde kullaniliyor olmasi olarak agiklamustir. Sozlii,
yazili, gdrsel ve isitsel iletisim araglart ayni anda kullanilabilmektedir. Altung festivalleri bir ydrenin prestiji olarak
nitelendirmektedir; bir yorenin tanmabilmesi, ekonomik gelir edebilmesi ve tiretken olabilmesi agisindan festivallerin
onemli oldugunu belirtmistir. Kuzey Kibrista kiiltiir turizmi ve eko-turizmin bir pargasi olarak degerlendirilen
festivaller, diger yandan da bu alanda bir sektoriin olugmasint saglamustir. Yilin hemen hemen her déneminde farkls
noktalarda gerceklestirilen bu festivallerde standlar kiralanmakta, stand kuran bireyler satuiklar: tiriinler kargiligina
gelir elde etmektedir.Son 15 yildir Magusa bolgesindeki festivallerdelunapark kuran ve bunun isletmeciliginden
ekonomik gelir elde eden Dana, Kuzey Kibris'ta festivalleri iki lunapark isletmecisinin kendi aralarinda Magusa ve
civar kdyleri ve Lefkosa ve civar koyleri olarak ikiye ayirdigini ve yil boyunca hangi kent veya kéyde festival varsa
aralarindaki anlagmaya gére lunaparklarini tagimakeadir. Aynt durum yeme-i¢me, el sanatlart standlari, folklor
gosterilerine ticret karsihgi cagrilacak ekipler, diizenlenecek konserler icin de gegerlidir. Ekonomik bir imkan olarak
degerlendirilebilecek olan kiiltiir turizmi ve eko-turizm, bir yandan yerel kiiltiiriin korunma ihtiyacini gidermekte,
diger yandan da kiiltiirel kayiplara kars: bilincin artmasi dolayistyla bir direng gelistirme hali olarak goriilmektedir.
Buna ek olarak Kuzey Kibrista degisen yasam tarzi ve farklilagan niifus yapisinin da festivallerin bu denli 6nem
kazanmasinda etkili oldugu distintilmektedir.

Milli Egitim ve Kiiltiir Bakanligr'na bagl Kiiltiir Dairesi'nden alinan verilerin 2017 yili boyunca Kuzey Kibrista
yapilacak tiim festivalleri kapsamadig1 saptanmugtir. Bu saptamanin ardindan yapilan elektronik arsiv taramalar,
gazete takipleri ve sozlii aragtirmalar sonrasi eksik festivaller tamamlanmaya ve Kibris haritast tizerinden harita imleme
sistemi kullanilarak (MapCustomazer) {i¢ ayrt harita hazirlanmigtir. 2017 yilina gelindiginde toplamda elli dokuz
tane festival olmasina ragmen 11 Mesale Festivali Dikmen Belediyesi'ne bagli yedi ayr1 kdyde 10-15 giinii kapsayan
siirede kdyden koye gezilerek gerceklestiriliyor olmasindan dolay1 haritada toplamda altmis bes nokta imlenmistir.

Kuzey Kibrista 2017 Yilinda Diizenlenmesi Planlanan Festivaller (Sayilar festivalin 2017 yilinda kaginc: kez
diizenlendigini gostermektedir)

1. Kargtyaka Plaj Etkinligi
1. Dipkarpaz Belediyesi Yol Kosusu ve Halk Yiiriiytisii
2. Alanigi Kiiltiiriimiizden Esintiler Soleni

2. Esentepe Cadir Festivali
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2.
2.
2.

Giirpinar Mantar Festivali
Iskele Belediyesi Kiiltiirlerin Kaynasmast

Kirikkale Gabbar Festivali

2. Tuzla Festivali

2. Tatlisu Ot Festivali

3.
3.
3.
3.

Alsancak Deniz Festivali
Camlibel Mantar Eko Giinii
Gegcitkale Kiiltiir Sanat Festivali

Sinde Panayiri

3.Babutsa Kiiltiir ve Sanat Festivali

4.

O 0 0 o 0 N N NN N Ny v v R

Baglikdy Eko Giin

. Baglikoy Paliize Giinii

. Diizova Kiiltiir Sanat Festivali

. Letke Verigo Festivali

. Akdeniz Ayrelli Festivali

. Goénendere Kiiltiir Sanat Senligi

. Gorneg El Makarnasi Festivali

. Kormacit St. Aziz George Festivali

. Serdarli Sestalar1 Bahar Senligi

. Camlibel Domates Festivali

. Kalavag Kiiltiir ve Sanat Festivali

. Kalkanli Cakisdes Festivali

. Alaykdy Tahil Festivali

. Beyarmudu Patates Festivali

. Cinarli Kiiltiir ve Sanat Festivali

. Girne Kiiltiir ve Sanat Giinleri

. Hisarkdy Orkide Festivali

. Gemikonag Orkide Yiiriiyiisii

. Alanigi Hasat Festivali

. Evvel Zamanlginde Luricina Panayir1 Ekim
. Evvel Zaman Iginde Luricina Panayirt May1s

. Lapta Turizm Festivali
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. Lefke Ceviz Festivali

Lefke Hurma Festivali

. Lefke Yafa Portakal Festivali

. Yigitler Gafgarit Festivali

. 11 Megsale Festivali- Dikmen

. 11 Megale Festivali - Dagyolu
. 11 Mesale Festivali - Pinarbast
. 11 Megsale Festivali - Sirinevler
. 11 Megale Festivali- Agirdag

. 11 Megale Festivali- Bogazkoy
. Mormenekse Enginar Festivali

. Ozankdy Pekmez Festivali

. Yenibogazici Pulya Festivali
. Esentepe Zerdali Festivali
. Ipek Koza Festivali
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. Salsa Jam in Cyprus

Ja—
\S}

. Tatlisu Harnup Festivali
. Yesilirmak Clilek Festivali

—_
(OSSN ]

. Avtepe Medos Lalesi Festivali

—_
|SY)

. Tepebast Medos Lalesi Festivali

—_
N

. Kibris Tiyatro Festivali

—
[©)

. Zeytin Festivali
. Biiyiikkonuk Eko Giin Ekim
. Biiyiikkonuk Eko Giin May1s

N = =
— O \O

. UluslararastMagusa Kiiltiir Sanat ve Turizm Festivali

IS
(e}

. Giizelyurt Portakal Festivali
. Lefke Senlikleri

BN
=R

. Iskele Belediyesi Festivali

N
~

. Mehmetgik Belediyesi Uziim Festivali
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Resim 4:Kuzey Kibrista Yirmi Yildan Uzun Siiredir Diizenlenen Festivaller Haritast (Kaynak: Oze, 2017a)

Kuzey Kibrista yirmi yildan uzun siiredir diizenlenen sadece beg tane festival bulunmakeadir. 57. Mehmetcik
Belediyesi Uziim Festivali ve 49. Iskele Belediyesi Festivali, 1974 Savast dncesinden beridir diizenlenen iki festival
olma 6zelligini tasimaktadir. Bu iki festival disindaki tiim diger festivaller 1974 savast sonrast diizenlenmeye
baglamustir. Yirmi yildan uzun siiredir diizenlenen diger ii¢ festival; 43. Lefke Senlikleri; 40. Giizelyurt Portakal
Festivali; ve 21. Uluslararasi Magusa Kiiltiir Sanat ve Turizm Festivalidir.Resim 1 incelendiginde, 20 yildan uzun
stiredir diizenlenen tiim festivallerin Kuzey Kibris'in merkezi olan Lefkogadan en uzak noktalarda diizenlendigi
dikkat gekmektedir. 2017 yilinda diizenlenen festival sayisina kiyasla 20 yildan uzun siiredir diizenlenen festivallerin
genel toplamin yiizde onunu bile olusturmadig1 goriilmektedir. Yapilan roportajlarda Iskele ve Giizelyurt Festivalleri
son yillarda ortaya ¢ikan ve koyleri odak alan festivallerden ¢ok farkli bir igerige ve ziyarteci kitlesine sahiptir.
Olsun’'un goriisiine gore “Iskele ve Giizelyurt Festivallerinde kurulan standlar ve eglence icerikleri ile koylerde
diizenlenen festivallerde kurulan standlar birbirleriyle benzesmiyor. Koy yerlerinde diizenlenen festivallerde Kibris
Tiirk tatlarinin 6ne ¢iktigr standlar hemen hemen standlarin tamamini kapsarken, Iskele ve Giizelyurt Portakal
Festivalinde kurulan standlarda Geleneksel Kibris Tiirk lezzetlerinin satiginin yapildigi ancak bir veya iki stand
bulunuyor. Ayrica yeni festivallerle eski festivaller arasinda iki fark daha bulunuyor. Bunlardan birincisi, standlarda
dovme yapilmast, standlarda bardakta mistr, gozleme, krep, gozleme gibi Kibris Tiirk kiiltiiriine ait olmayan yiyecekler
satiliyor.Bu festivallerde odakta eglence vardir. Ayrica eskiden kalan festivalleri ziyaret edenler Kibrislilardan ziyade
Kibrista isci olarak yasayan gelir diizeyi daha diisiik olan kesimdir. Koy yerlerinde yoresel 6zelliklerin 6ne ¢ikug:
festivallerin ziyaretgileri ise tamamen yerli Kibrish Tiirklerdir” (Olsun, 2017). Olsun’un goriisiine destekler sekilde
Dana da sunlar dile getirmistir: “Biyiik festivallerin bu hale gelme sebebi olarak, kiigiik kdylerde baglatilan eko
giinlerdir. Biiytik festivallerden bozulmadan devam eden yalnizca Mehmetgik Festivalidir. Orada hem panayir, hem
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de ¢ko giin yanyana devam etmektedir” Mehmetcik Festivali'nin 2017 tanitim videosu (Mehmetgik Belediyesi,
2017) izlendiginde, Dana'nin agiklamalari netlik kazanmaktadir. Video'nun iceriginde “Bu sene halk oyunlarindan
miiziklerine kadar tam bir festival havast sunuyoruz, bizim 6ziimiizden, bizim tatlarimizdan olugan bu giizel
zamanlara sizleri de davet ediyoruz” seklinde kullanilan ciimle Mehmetgik Uziim Festivali'nin Kibris Tiirk kiiltiir
ve geleneklerine uygun diizenlendigini gostermektedir.

Limassol N\
Aepeodg

Resim 5:Kuzey Kibrista On Yildan Uzun Siiredir Diizenlenen Festivaller Haritast (Kaynak: Oze, 20175)

Kuzey Kibrista on yildan uzun siiredir on beg tane festival diizenlenmektedir. Resim 2'degoriilecegi tizere artik
festivaller Kuzey Kibris'in en uzak noktalart ile sinirli degildir. On seferden uzun siiredir diizenlenen festival isimleri
incelendiginde eko-giin kavraminin zikredilmeye baglandig1, bolgesel bazda yetistirilen/ yetisen tiriin (cilek, gabbar,
mantar, zeytin, harnup, zerdali, babutsa (diken inciri), ot (yenilebilir yabani ot), ayrelli (yabani kuskonmaz), pekmez,
enginar, gafgarit (yabani enginar), yafa portakal, domates, cakisdes (yesil zeytinin kirilarak bir nevi tursulanmas),
paliize (iiziim suyundan yapilan tatli), ceviz, iiziim, gibi) ve 6zelliklere (tahil, hasat, ipek kozasi, pulya (avlanabilir
gdemen kus), medos lalesi, orkide (diinyada bazi orkide cesitleri sadece Kibris'in belli noktalarinda bulunmaktadir),
sesta (Kibris'ta saz bitkisininelde dokunarak yapilan tepsi)) gore festival isimlerinin sekillendigi goriilmektedir.
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Resim 6: Kuzey Kibrista 2017 Yilinda Diizenlenen ve Diizenlenmesi Planlanan Festivaller Haritast (Kaynak: Oze, 2017c)

2017 yilina gelindiginde 65 ayr1 noktada 58 festival diizenlenmekte ve son on yilda Kuzey Kibrista diizenlenen
festival say1st dort buguk kata yakin artis gdstermistir. Her bolgede bilhassa koylerin kendine has dogal 6zellikleriyle
one cikug festivaller aruk Kuzey Kibrista her ay birkag¢ ayr1 noktada festival havasinin yaganmasini saglamakeadir.
Kuzey Kibristaki festivallerin diinyadaki festivallerden en belirgin farki, yurtdisindan gelen turistlere degil de
Kuzey Kibrista yasam siiren kimselere yonelik olmasidir. Bilhassa Biiyiikkonuk Eko Giin ile baglayip ardindan
dalga dalga tiim koyleri saranmuhtarlik ve derneklerin katkilariyla diizenlenen festivallerin esas hedef kitleri yerli
Kibrish Tiirklerdir. Degisen yasam tarzlari, geleneksel Kibris Tiirk tatlarinin artik evlerde eskisi kadar yapilmayisi
koy yerlerinde diizenlenen festivallere olan ilgiyi artiran etmenlerden birisidir. Degisen niifus yapisina kargi bir
tepki kiiltiirii olarak festivallerin bu denli artmasi bir diger neden olarak sayilabilir. Ekonomik gelir kaynag olmas:
ve koy yerlerinde yasamin canlanmasina, kéylere olan ziyaretlerin artmasina sebep olmast festivallerin diizenlenme
amagclarindan digerleridir. Bilhassa geng ve orta yas nesillerin is yasamlari, olanaklara ulasim, gocuklarin egitimi,
sosyal olanaklar ve daha modern yagsam gibi sebeplerle kdylerden kentlere i¢ goclerin yasanmasi, kdy niifuslarinda
Kibrisl Tiirklerin azalmasina sebep olmustur. Festivaller, kdylerin Kibrislt Tiirkler i¢in hatrrlaulmasinin, cazip
yonlerinin gosterilmesinin, kéklerden kopmamanin bir yoludur da.

Sonug

Kuzey Kibrista bilhassa son on yilda yogunlasan festivaller diizenlenen bélgeye 6zgii dogal ve geleneksel kiiltiirel
tatlarin kiiltiir turizmi ve eko-turizm kaynagi olarak kullanilmasini saglamakeadir. Festivalin diizenlendigi bolgeye
ve ekonomik deger yaratmak iizere bu alanlardan gecimini saglayan kimseler icin yiiksek katma deger saglamakta
ve yeni is alanlar1 yaratmaktadir. Kuzey Kibris gibi sosyallesme olanaklarinin kisitli oldugu bir iilkede insanlarin
sosyallesmesine farkli kiiltiirel bir zemin sunmaktave geleneksel i¢ turizm faaliyetlerine katki saglamaktadir.Yerel
kiilviiriin degisen ve doniisen yasam sekillerinden ve art Kibrish Tiirklerin geneksel kiiltiirel pratiklerden koptugu,
Kuzey Kibris'in i¢inde oldugu politik ve sosyo-kiiltiirel yapidan olumsuz yénde etkilendigi yadsinamaz bir gercekir.
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Bu gercekler 1s1ginda yerel kiiltiiriin korunma ihtiyaci bilhassa kdy yerlerinde diizenlenen festivallerde 6ne ¢ikan
unsurdur. Kiiltiirel degerler sisteminin bir parcasi olan 6zgiin alan olarak geleneksel tatlar son on yilda diizenlenen
festivallere hem isimlerini vermekte, hem standalari siislemekte hem de bilhassa Kibrish: Tiirklerin eskiye duydugu
ozlemi gidermesine, 6ziindeki kiiltiirel pratikleri hissetmesine zemin hazirlamaktadir. Kuzey Kibrista her gecen
giin daha da gelisen festival anlayisi ekonomik bir imkan olarak kiiltiir ve eko-turizm karmast olmast yani sira,
geleneksel Kibris Tiirk kiiltiiriiniin yasatilmast adina da bilinglenme zeminidir. Unutulmamalidir ki bu festivallere

katilan Kibrish Tiirkler icin bile otantik olarak degerlendirilen geleneksel Kibris Tiirk tatlarindan bahsedilmektedir.

Kuzey Kibrista diizenlenen festivallerin i¢ turizme ek olarak dis turizme yonelmesi; festivallerin yabanct turistlere
yonelik olarak pazarlanmasinin saglanmasi gerekliligi konsunda Turizm Bakanligy, tur operatorleri, oteller ve Kibris
Tiirk Festival Birligi'nin igbirligi icerisinde pazarlama plan ve programlari olusturulmas: sarttir. Kuzey Kibrista
faaliyet gdsteren tur operatorlerine festivallerin desteklenmesi konusunda protokoller imzalatlabilir. Bilindigi izere
tur operatorleri genellikle sadece komisyon aldiklari biiyiik isletmelerle calismaktadirlar. Devletten alacaklar: tegvikler,

tur operatérlerinin tilkedeki kiiltiir ve eko-turizme koyduklari katkilara gore degerlendirilebilir.

Yeni nesil, geleneksel Kibris Tiirk mutfagindan her gegen giin yasam kosullari ve tercihler nedeniyle uzaklasmakeadir.
Daha 6zendirici adimlar atilmast ve geleneksel Kibris Tiirk mutfaginin devaminin saglanabilmesi icin ozel tegvige
tabi etkinlikler, kurslar diizenlenmelidir. Turizm meslek lise ve yiiksek okulllarinda konuyla ilgili 6zel icerikli dersler

miifredata eklenmelidir.
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POLITIKA SORUNLARINA BAKISI VE TEMSILLER
UZERINE BiR INCELEME
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Abstract

The aim of this study is to examine the process related with the production and transmission of news regarding
current social policy subjects in Turkey and to handle the perspective on news about women, children, senescence,
disability, poverty, immigration and migration which constitute social policy subjects and representations towards
individuals and events through a literature scan. The analysis of media content on matters related with social
policies may give information on the political and social dynamics of the look of the states and media on such
policies. This study examines the findings of some selected studies. For that reason, it will first of all, be mentioned
about social policy and media; existing literature will be reviewed and studies, which handle the process of social
policy subjects take place on media in Turkey, will be examined. Accordingly, a theoretical framework regarding

representation of current social policy subjects in the media will be drawn.

Keywords: Sosyal politika, Media, Representation

Girig

Insan dogast geregi cevresinde olan bitenler, kendilerini ilgilendiren ve etkileyen olaylar ile ilgili haberdar olmak
ister. Giintimiizde bu haber alma istegi biiyiik oranda medya aracihig; ile saglanmaktadir. Medya diinyada ne olup
bittigi hakkinda ézellikle izleyici/okuyucularin dogrudan deneyim ve bilgiye sahip olmadigi konular hakkinda
bilgilendirmede dnemli rol oynar. Ancak medyanin éncelikli konulari ile insanlari ilgilendiren konular ¢cogu zaman
aynt olmayabilir. Bu durumda etkili olan sey medyanin igerisinde bulundugu giic iliskileri, gii¢ sahiplerinin (siyasi
ve ekonomik) oncelikli konulari olabilir. Béylece halkin istekleri, beklentileri, gereklilikleri dikkate alinmaksizin
medya tarafindan toplum igin birtakim giindemler olusturulur ve insanlarin bunlar hakkinda konugmast ve
tartigmast saglanir. Cogu zaman da toplum yapay giindemlerle mesgul edilir. Medyanin giindem belirleme iglevi
olarak adlandirilan bu goriise gore medya insanlarin ne tizerinde diistinmeleri gerektiginie iliskin yonlendirmeler
yapmakta, iizerinde tartigilacak konulari belirlemektedir (Giingor, 2016:117).

Bu ¢alisma Tiirkiyede giincel sosyal politika konulart igerisinde yer alan kadin, cocuk, yashlik, engellilik, yoksulluk,
miiltecilik ve goemenlik hakkindaki haberlerde yer alan kisi ve olaylara yonelik temsilleri bir literatiir taramasi ile
ele almakur. Bu amagla bir dizi ampirik calismadan elde edilen bulgular gézden gegirilmistir. Sosyal politikalar:

1 (Mersin University), acobaner@gmail.com
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ilgilendiren konularda medyanin igeriginin analizi devletlerin ve medyanin bu politikalara bakiginin politik ve
sosyal dinamikleri konusunda bilgi verebilir. Bu calisma secilmis bazi calismalarin bulgularini incelemekeedir. Bu
amacla oncelikle sosyal politika ve medya konusuna deginilecek, mevcut literatiir gdzden gegirilecek ve Tiirkiyede
giincel sosyal politika konularinin medyada yeralmas siirecini ele alan calismalar incelenmistir. Boylece giincel
sosyal politika konularinin medyada temsiline iliskin bir teorik ¢erceve ¢izilmistir.

Giincel Sosyal Politika Konular1 ve Medyada Temsilleri

Sosyal politika, toplumda 6zellikle dezavantajli konumda olan bireylerin toplumsal hayatta problem yagamamasini
ya da yagadig1 problemlerin en aza indirilmesini saglamak icin politikalar iretmektedir. Bu kapsamda engelliler,
yaglilar, emekliler, gengler, kadinlar, yoksullar, sosyal yardim alanlar, igsizler olarak nitelendirilen kisilerin toplumsal

adaletin saglanmasi icin korunmasi 6nem kazanmaktadir.

Diinya hakkindaki sosyal ve politik bilgimizin kaynag olarak medya, giindelik konugma diginda, insanlarin en stk
kargilasgtiklart sdylemsel pratigin de kaynagidir. Sosyal politika konulart hem vatandast ilgilendiren konular hem de
siyasi partilerin sdylemininn merkezinde bir konu olmasindan dolay: giderek daha fazla oranda medya icin ¢ekici
bir konu olmaya devam etmektedir. Ozellikle segim dénemlerinde segim bildirgelerinde onem kazanmakla birlikte
kiiresellesmenin sosyal devlet iizerine olan tiim olumsuz etkilerine ragmen hak temelli yaklasim ve hayirseverlik
arasinda gidip gelen bir 6nem kazandigini sdylemek yanlis olmaz (Bugra, 2016). Bu nedenle sosyal politika ile
ilgili konularin medyada yer alis siklig1 ve yer alig bicimi o tilkenin demokratik siireclere bakisinin ve demokrasi
geleneginin de gostergesidir.

Sosyal politikalar, yoksulluk, kamuoyu ve medya temsilleri arasinda bir baglanti var mi? Bazi arasurmacilar refah
sistemlerinin yapisinin sosyal yapiy1 ve sosyal politikalari, kamuoyunu ve medyanin isleyisini farkli yollarla etkiledigini
ortaya koymugtur. Buna karsilik medya sistemleri politikacilari, sosyologlari, gazetecileri ve siradan insanlart
sosyal politikalar, zenginlik ve fakirligin nedenleri hakkindaki diistincelerinde etkileyebilir. (Iarskaia-Smirnova
vd., 2016:269). Medya her durumda sosyal degisimi baslatabilir veya yavaglatabilir. Ayrica siyasetiler tarafindan
kamuoyunu ydnlendirmek ve sekillendirmek i¢in de kullanilabilir (Franklin, 1999: 4).

Yoksullugun medyada yer alig bigimleri {izerine yer alan ¢aligmalari degerlendirdigimizde yoksullugun sorunlu bir
temsilinin s6z konusu oldugu goriilmektedir. Medyada yoksulluk ekonomik-politik boyutlarindan soyutlanmakea,
ekonomik/politik bir sorun olarak anlamlandirilmamakta ve yoksulluga neden olan ve onu yeniden tireten ekonomi-
politik faktdrler kamufle edilmektedir. “hayirseverlik” ve “dayanigma”, yoksullukla miicadelede yegine ¢6ziim olarak
sunulurken; bu gegici ¢oziimlerle yoksulluk sorununa care aranmaktadir (Karakus ve Karakus, 2012:145). Béylelikle,
yoksulluk ¢oziilebilir yapisal bir sorun olarak temsil edilmemekte, biiyiik ol¢iide dogallagtirilmakeadir(Gokalp,
Ergiil ve Cangdz, 2010:272, Sen ve Avsar, 2012: 43).

Medyada issizlik, diisiik ticret, esnek istihdam, sosyal esitsizlikler, sendikasizlasma, grevler ve isci haklar: ile ilgili
konular gz ardi edilmektedir. Haberlerde goz ard1 edildigi veya yetersiz temsil edildigi icin sinifsal ve sosyal esitsizlikler
kamusal alandaki tartismalara tasinmamakeadir (Sen, 2017). Yoksulluk, ekonomik ve sosyal esitsizliklerin artmast
cocuklar ve gengler acisindan bircok riski beraberinde getirmektedir. Medyanin ticarilesen ve magazinlesen icerikleri
icerisinde cocuk haklarinin gdzard: edildigi ve cocuklar ile ilgili iceriklerin/haberlerin olumsuz bir baglamda verildigi;
egitim ve sosyal hizmetler ve saglik hakkinin vurgulanmadigi (Demir, 2007, Aygiin, 2014, Ardi¢ Cobaner, 2015)
cocuk isciligi sorununun medyada neredeyse hi¢ goriilmedigi, cogunlukla bireysel 6ykiilere indirgenerek, politik,

92



ISSUES IN COMMUNICATION, MEDIA AND PUBLIC RELATIONS
Emrah Dogan, Nuran Oze

ekonomik baglaminin gézard: edildigi goriilmistiir. Suglu cocuklar, miilteci ¢ocuklar, hasta ve engelli cocuklarin
temsilinde de mahremiyet ihllalleri ve damgalamaya maruz kaldiklar: cesitli calismalarla ortaya konulmustur
(Serdaroglu, 2014, Aygiin, 2014, Ardi¢ Cobaner, 2016).

Hem kadina hem de gocuga yonelik cinsel suglar ve siddet haberlerinde bakus acist ataerkil sistem icerisinde erkek
egemen deger yargilarina gore kurulmakeadir. Tiirkiyede yapilan birgok ¢alisjma medyanin kadinlari ya bir erkegin
korumast, vesayeti altinda olan, cinsel kimligi 6rtiilmiis, “fedakar anne”, “sadik bir es” ya da bir erkegin vesayeti
alunda olmayip, cinselliginin dtesinde bir cinsel kimligi olmayan “serbest”, “miisait” kadinlar olarak nitelendirdigini
ortaya koymaktadir (Saktanber, 1990:196-197). Giintimiiz modern toplumlari igerisinde bir diger sosyal politika
konusu da yagliliktir. Artan yash niifusu sosyal giivence sistemlerinde yaganan kotiilesmeler ile birlikte, yoksulluk,
kotii saglik, depresyon ve yalnizlik anlamina gelmektedir. Toplumda dezavantajli gruplardan birisi olarak yaglhlarin
medyada yeterince temsil edilmedigi, eksik ya da yanlis temsil edildigi bircok ¢aligma ile ortaya konulmustur.
Medya iceriklerinde yaglilik negatif stereotiplerde sunulmakta, yaslanma miidahale edilmesi gereken bir siireg olarak
temsil edilmekte ve bunun icin uzmanlar tarafindan desteklenen énlemler ve 6neriler siralanmaktadir (Korkmaz
Yaylagiil ve Bulut 2017:152) .

Medyada kullanilan dil yaslilart oldugu kadar engelli bireylerin yasadiklari toplum igerisindeki konumlarin:
kavramalar ve toplumda engellilerle ilgili alginin olusmasi bakimindan belirleyici bir rol tistlenmektedir. Diinya Saglik
Orgiitii tarafindan hazirlanan Diinya Engellilik Raporuna gére medyanin engellilere yonelik olumsuz tutumlarin
degistirilebilmesi ve toplumsal katulimin saglanmasinda islevsel bir ara¢ oldugu, 6zellikle engelli bireyler ve aileler
ile ilgili olumlu yasam &ykiilerinin yansiulmasinda hayati 6nem tasidig belirtilmigtir (2011: 267).

Giintimiiziin modern sosyal politika sorunlarindan en énemlilerinden birisi de gégmenler ve miiltecilerdir. Sivil
savas, catismalar, politik baskilar, ayrimcilik ve insan haklar ihlalleri gé¢e neden olabilir. Miiltecilik ve gégmenlik
toplumsal yasamin her kademesinde bir sorun olarak goriilmekte ve 6tekilestirilmekeedir. Miiltecilere iligkin 6tekiligi
kurgulayan en énemli mekanizmalardan biri medyadir (Sen ve Yildiz, 2017:39). Medyada gocmenlere yonelik
politikalar, irkeilik ve ayrimer sdylemler de 6nemli sorun alanlarini olusturmaktadir Medyada irk¢i-ayrimer séylemler
“olumlu-biz’-“olumsuz-6teki” karsithgint yeniden tireterek ve kutuplasurmalar 6n kabuller, giiliinglestirmeler,
abarular, agagilamalar, dislama ve diigmanlastirma gibi stratejileri kullanarak irker ve ayrimer sdylemlerin dolagima
sokuldugu goriilmekeedir (Karaaslan ve Doganay, 2011:68). Miiltecilerin ve gogmenlerin toplumsal sorunlarin
kaynag olarak goriilmek yerine, temel insan haklari ihlal edilmis olan magdurlar olarak uluslararasi hukuk ilkeleri
cercevesinde ele alinmasinda medyanin rolii yadsinamaz.

Sonug

Medyanin ¢ocuklar, gengler, kadin, yasli, engelli vb. dezavantajli toplum kesimlerini, bu kesimlerin sosyal haklarin:
nasil temsil ettigi ve bu temsiller sirasinda ne tiir hak ihlallerine yol agtig1 konusu sik olarak tartisilan konulardan
birisidir. Diinyada ve Tiirkiyede medyada sosyal politikalar ile ilgili mesajlarin tiretimi, olusturulma niyetleri ve
alimlanma siirecleri 6nemli bircok sorun alanini igerisinde barindirmakeadir. Bunlardan ilki olan {iretim siireci
yayincilarin ve gazetecilerin haber kaynaklar: ile iligkilerinden biiyiik ol¢iide etkilenmektedir. Bu durum sosyal
politika konularinin medyada yer alis sikligini ve seklini de etkilemektedir. Tkincisi sosyal politikalart ilgilendiren
konularda birgok medya igeriginin yaniltici ve yanls temsiller olusturdugu ortaya konulmustur. Medya sosyal
sorunlari hem yansitirken hem de ¢oziim yollarini ortaya koyarken politik, ekonomik baglami gozardi ederek
sorunlart bireysellestirmektedir. Ugiinciisii, bu yaniltict mesajlar, toplumsal sorunlarin kamuoyunda algilanmasinda ve
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belirli politika yollarinin etkinliginin sekillendirilmesinde etkilidir. Sonuncusu bu algilamalarin politika siireglerinin
belirlenmesine olan etkisidir. Yaniltici medya temsilleri politika yapilma siireglerini etkileyebilir. Ttim bunlarin sonucu
vatandaglarin politika yapim siirecinde ve sosyal politikalar hakkinda yeterince ve dogru bilgilendirilmedikleri bir

medya ortamina yol agmaktadir.
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SOCIAL POLICY, MEDIA AND REPRESENTATIONS
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Abstract

Media, as one of the basic requirements of democratic society imagination, is deemed as almost the most important
instrument, which ensures plurality in representative democracies as the fourth power alongside legislation, execution
and adjudication. According to such perspective, media are the instruments, which will inform public sense, force
individuals to think about their interests, bring the issues, which have not emerged, into the agenda, recommend
solution options, make people think about them and determine political decisions of people. A country’s look on
social policy contains, at the same time, how media represents social problems and inequalities not only social
policy programs as a public policy of that country. While media makes social policy subjects as news particularly
on the axis of news media, it also continues a system of representations about social issues and inequality at the
same time. Such representations are significant for, they reproduce inequalities, power relations and social control.
The aim of this study is to examine the process related with the production and transmission of news regarding
current social policy subjects in Turkey and to handle the perspective on news about women, children, senescence,
disability, poverty, immigration and migration which constitute social policy subjects and representations towards
individuals and events through a literature scan. The analysis of media content on matters related with social
policies may give information on the political and social dynamics of the look of the states and media on such
policies. This study examines the findings of some selected studies. For that reason, it will first of all, be mentioned
about social policy and media; existing literature will be reviewed and studies, which handle the process of social
policy subjects take place on media in Turkey, will be examined. Accordingly, a theoretical framework regarding
representation of current social policy subjects in the media will be drawn

Keywords: Social politics, Media, Representation

Introduction

Media, as one of the basic requirements of democratic society imagination, is deemed as almost the most important
instrument, which ensures plurality in representative democracies as the fourth power alongside legislation, execution
and adjudication. According to such perspective, media are the instruments, which will inform public sense, force
individuals to think about their interests, bring the issues, which have not emerged, into the agenda, recommend
solution options, make people think about them and determine political decisions of people. (Inal, 1995:136).

Social policy is the name given to all policies implemented by the state to ensure people to join society as free
individuals holding equal rights. Social policy is defined as the whole of measures and implementations aiming to
remove various social problems emerging in different social segments of the society and to ensure and spread social
wealth for everyone (Seyyar, 2002: 544—6). The perspective of a country on social policy comprises not only social
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policy programs as public policy of that country but at the same time, how media represents social problems and
inequalities. While particularly news media make social policy issues news in media, it also maintains a system of
representations, which build information regarding social issues and inequality. Such representations are important,
for, they reproduce inequalities, power relations and social control. At the same time, the privileged issues of the
media and issues, which concern people may, most of the time, not be same. The effective thing in such a case,
the power relations the media is in may be privileged (political and economic) issues of holders of power. So,
several agenda items are created by the media for the society without regarding people’s wishes, expectations and
requirements and it is ensured for the people to talk and discuss. Most of the time, the society is occupied with
artificial agenda.

This study is handling representations on persons and events taking place in news regarding women, children,
disability, poverty, refugees and immigration being amongst current social policy issues in Turkey via literature
survey. Towards such purpose, the findings derived from a series of empirical studies. The analysis on media content
on issues which correlate with social policies may give information on the political and social dynamics of the
perspectives of states and media on such policies. This study analyses findings of some selected studies. Towards
such purpose, social policy and media issues have been initially mentioned; existing literature has been reviewed
and the studies, which handle the process of social policy issues to take place in the media. Thus, a theoretical

framework has been formed regarding the representation of social policy issues in the media.

Social Policy Concept and Current Social Policy Issues in Turkey

Even though social policy is deemed as a whole of measures and policies unique to western countries, which has
emerged and developed in along with Industrial Revolution 19 Century, its foundations extends towards 18" and
19* Centuries. Social policy comprises policies to protect capitalism and remedy the consequences it has created,

towards producing solutions on adverse consequences the liberal industrialist capitalism (Bozkir Serdar, 2011:1-7).

The social policy, which today is defined within a wider context, contains struggle with any problem adversely
affecting social life and threatening social integrity, by seeing society as a whole. According to Talas, the subject
matter of social policy is the affects of economic activities in the society and social events they cause. When
assessed under such perspective, social policy deals with new social problem fields which modern life has brought
in any regime but not only the capitalist system. Social policy is not neutral before such problems. It acts towards
a corrective and balancing idea. It examines imbalances and injustice economic formations create amongst classes

to achieve wealth of the society and social peace (1990:57).

The aim to maintain the state and legal system comes forth amongst theoretical aims of social policy. Nation
states are obliged to take measures for removing problems related with the education, health, security, subsistence,
accommodation and employment of society to achieve such goal. If aforementioned may be achieved then, social
peace, social justice and balanced development of society are achieved and differences, contrasts and conflicts are
minimised.

Day by day variation of the problems and needs of individuals and communities in developed western societies
caused the scope of social policy to extend and implementations of the same to diversify and enrich. Social

alienation and poverty, unemployment, discrimination, protection of disadvantaged social segments such as
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women, youngsters, juveniles, elders, ex-convicts and disabled, environmental and consumer rights may be listed

amongst social policy problems.

Media’s Social Role and Function

The role and function of media as an institution in the society has been a significant research and discussion
matter under communication discipline. Media, as the source of our social and political knowledge about the
world, is also the source of discursive practice, which people most frequently encounter apart from daily speeches.

Traditional liberal ideology asserts that the basic democratic role of the media is to a public watcher monitoring
the state. Besides conceptualising media as a watcher and representative, the “informing” role of the media is
also emphasised. This role is generally defined on perspectives of facilitating self-expression, carrying public mind
forward and allowing society to jointly determine its own future (Curran, 1997:166). With this role, the media
has been granted to be public’s eye and ears, to represent right and fair, to monitor and watch political power as
the fourth power in political system. This perspective has been exposed to criticism both from the defenders of
liberal theory and critical approaches. Media has, first of all, been criticised in 1947 by Huckins Committee since
it has failed to sufficiently reflect public opinion, to adequately inform the public and given more profit deriving

news due to Market pressure by excluding unheard voices.

Along with the fact that the aforementioned criticism emphasises on media’s role to inform and serve for the public
benefit, it also does the same on the power of representation of media being its other democratic function. Media
should allow different social groups and organisations to express their views (Curran, 1997:177). Accordingly,
media should prepare an environment for a wider public discourse, which may result in the change of social
attitudes, which affect social relations between individuals, communities and state. However, groups and classes
holding instruments of ownership on media in the process do, at the same time, reflect their own perspectives

in media content.

Current Social Policy Issues and Representations in Media

Social policy produces policies to ensure particularly individuals who are in disadvantageous positions in society,
not to experience problems or minimise the problems they have been encountering in life. Within such scope,
the protection of persons qualified as disabled, elders, retired, youngsters, women, poor, social aids beneficiaries,
unemployed gains importance in ensuring social justice. It will not be wrong to state that social policy issues find
place particularly during election periods and election manifestos of political parties and that such discourse is
on an approach moving between right-based approach and charity (Bugra, 2016). Since social policy is an issue,
which interests citizens and is amongst the centre point of discourses of political parties, it becomes more of an
attractive issue for the media day by day. Therefore, the frequency and form of social policy related issues taking

place in the media is an indicator of that country’s perspective on democratic processes and democracy tradition.

Is there a connection between social policies, poverty, public opinion and media representations? Some researchers
have suggested that the structure of systems of wealth have been influencing social structure and social policies,
public opinion and media through different ways. On the contrary, media systems may influence politicians,

sociologists, journalists and ordinary people in their thoughts on social policies, causes of prosperity and poverty
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(larskaia-Smirnova vd., 2016:269). Media, in any case, may start or slow social change. The politicians may also
use the same to direct and form public opinion (Franklin, 1999: 4).

It is seen that there is a problematic representation of poverty, when we assess studies on the forms how poverty
takes place in media. The poverty is isolated from economic-politic dimensions; not defined as an economic/political
problem and economy-political factors causing and reproducing poverty are hidden in media. While “charity” and
“solidarity” are presented as only solution to fight poverty, remedy for the problem of poverty is sought with such
temporary solutions (Karakus ve Karakus, 2012:145). Thus, poverty is not represented as a structural problem, which
may be solved and is naturalised to a great extent (Gékalp, Ergiil ve Cangoz, 2010:272; Sen ve Avsar, 2012: 43).

Subjects related with unemployment, low wages, flexible employment, social inequalities, deunionisation, strikes
and labourer rights are ignored in media. The class-related and social inequalities may not be brought in discussions
in public area since they are ignored or insufficiently represented (Sen, 2017). Increase in poverty, economic
and social inequalities bring many risks along for the juveniles and youngsters. It is seen in commercialised and
tabloidised media content that juvenile rights are ignored and content/news related with children are given under
an adverse context; education and social services and right to health are not emphasised (Aygiin, 2014, Ardi¢
Cobaner, 2015), the child labour problem is almost not seen and in most cases degraded to individual stories and
its political and economic context is ignored. It is revealed with many studies that delinquent, refugee and disabled
juveniles are exposed to privacy violations and stigmatisation while they are represented (Serdaroglu, 2014; Aygiin,
2014; Ardic Cobaner, 2016).

The perspective in the news on sex offence and violence against both women and juveniles are established depending
on male-dominant values in patriarchal system. Many studies being conducted in Turkey reveals that media has
been qualifying women either as “altruistic mothers”, “loyal wives” who are under the protection and custody
of a male, whose sexual identity has been covered or “free”, “available” women who are under the custody of a
male, who has no sexual identity apart from her sexuality (Saktanber, 1990:196-197). Another social policy issue
in today’s modern societies is senility. The increasing elder population means poverty, bad health, depression and
solitude along with deterioration in social security systems. It is revealed with many studies that the elders, who
are one of the disadvantaged groups in the society, have not been sufficiently represented or have been represented
deficiently or misrepresented. Senility is presented as negative stereotypes, a process, which should be intervened
and measures and recommendations supported by the experts are listed in media content (Korkmaz Yaylagiil ve
Bulut 2017:152).

The language used in media assumes a determinant role for the speech blocked individuals to comprehend their
positions and for the perception on disabled to be formed in the society they live. According to the World Disability
Report being drafted by the World Health Organisation, it is stated that media is a functional means to change
negative attitude towards the disabled and ensure social participation and has vital importance in reflecting positive
life stories related with the disabled individuals and families (2011: 267).

One of the most important social policy issues of today is migrants and refugees. Civil wars, conflicts, political
pressure, discrimination and human rights violations may cause migration. Immigration and migration is deemed
and alienated as a problem in any level of social life. One of the most important mechanisms fictionalising alienation
of refugees is media (Sen ve Yildiz, 2017:39). Policies on migrants, racism and discriminative discourse form
important fields of problem. It is seen that discriminative addressing has been put into circulation by reproducing
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“positive-us” — “negative-other” contrast, which are racist-discriminative addressing, and by using strategies like
polarisation, prejudices, caricaturisation, exaggeration, degradation, exclusion and hostilisation in media (Karaaslan
ve Doganay, 2011:68). The media’s role in dealing with refugees and migrants under international law principles
as victims whose basic human rights have been violated, instead of seeing them as the source of social problems
may not be denied.

Conclusion

Media, as an important part of our daily lives, is one of the significant sources of the representation forms towards
social reality. Media representations may reflect social realities with reference to social realities. The issues how
media represents disadvantaged social segments such as juveniles, youngsters, women, elders, disabled etc. and social
rights of such segments and what kind of right violations media has been causing during such representations are
amongst the most frequently encountered issues. The production of messages related with social policies in media
throughout the World and Turkey, intentions on forming messages and processes to receive messages comprise
many fields of issue. The first of these is the process of production. This process is highly affected from the relations
of publishers and journalists with news sources. This circumstance also affects the frequency and form how social
policy issues take place in media. The second one is the fact that many media content form misleading and wrong
representations in issues related with social policies. While media has been ignoring political and economic context
while both reflecting social issues and suggesting means of solution, it also individualises issues. The third one is
its adverse effect of such misleading messages on the perception of social issues in public sense and formation of
the efficiency of certain policy means. Such misleading media representations may affect policy-making processes
in terms of social policy issues. The conclusion is the fact that citizens are not sufficiently and accurately informed
about policy-making processes; that a depolitisation environment where individuals’ tendency to distance from
politics and approach with suspicion has become widespread.
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NEWS PHOTOGRAPHY AND MANIPULATION /
HABER FOTOGRAFCILIGI VE MANIPULASYON

Lale Diindar'

Abstract

News photography is one of the most important elements of the news. In some cases, news photographs are evaluated
as more effective than the news texts on readers because of their features such as reporting and documentation.
Some news pictures are worth a thousand words and may leave a mark for years in the minds of the readers. Those
kinds of news photos are considered to have a much stronger effect than the news texts. However, since the past,
manipulations have been carried out in various ways in the news photographs. Nowadays, it is observed that news
photographs are manipulated with techniques like photo editing and photo collage, using the opportunities of
developing technology. This study deals with the manipulations that can change the perception of the reader in
the news photographs in the context of journalism ethics. The study also questions how the news photographs
are getting away from reality and objectivity by manipulation.

Keywords: News Photography, Photograph, Journalism, Manipulation, Ethics

Giris

Giiniimiizde fotografin pek gok kullanim alani bulunmakeadir. Sanat fotografciligindan, belgesel fotografailigina, hatra
fotografciligindan haber fotografciligina kadar genis bir alanda fotograftan bahsetmek miimkiindiir. Kugkusuz her
bir alanin kendine has ozellikleri ve zorunluluklart bulunmaktadir. Haber fotografciligint diger alanlardan ayiran en
temel zellik, haberi belgelemek ve iletmektir. Haber fotografciligs haberin en énemli unsurlarindan biridir. Haberde
yer alan olay ve olgularin gercekliginin bir gdstergesi olarak goriilen haber fotograflari, okur agisindan haberin belgesi
niteligi tasimaktadir. Haber verme iglevinin, gazeteciligin en temel islevi oldugu diistiniildiigiinde, habere eglik eden
fotograf da en az haber metni kadar 6nem tagimakradir. Tarihten giiniimiize degin, haber fotograflari kitle iletisim
araglari icin biiyiik 6nem arz etmistir. Pek gok haber, okurlarda metninden ziyade, fotografiyla iz birakmis ve yine
pek ¢ok haber fotografi, tarihsel belge niteligi tagtyarak birer “tarihi kayit” kategorisinde degerlendirilmistir. Basin
tarihinde yle haber fotograflart vardir ki, yillar stiren bir savag: tek bir karede anlatmus ve bu sebeple de hafizalarda
yer etmistir. Teknolojinin gelismesiyle birlikte ise, haber fotograflarinin kullanim alani ve kullanim gekli degisiklik
gostermeye baslamistir. Geleneksel medyada, gazetelerde haber metnine en ¢ok birkag fotograf eslik ederken,
ornegin internet haberciliginin gelismesiyle birlikte, haber metnine onlarca fotografin bulundugu “foto-galeriler”
eslik etmeye baglamugtir. Ustelik haber fotograflari giiniimiizde sadece gazetelerde degil, internet haberciliginin
yansira televizyon haberciliginde de kullaniimaktadir. Gazeteler, internet platformlari, hatta televizyonlar, habere
iliskin en carpict kareleri sayfalarina, ekranlarina tasimaktadir. Kuskusuz fotograf, habere anlam katan en 6nemli

unsurlarin baginda gelmektedir.

1 (Baskent University), dundarlale@gmail.com
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Haber fotografinin okur ve izleyici nezdinde bu denli 6nemli ve etkili olmasi, haberleri hazirlayip servis eden
“esikbekgileri” nin fotograf secimlerinde de onemli rol oynamakeadir. Haberlerin grsel 6gelerle desteklenmesi,
hem yapilan haberin gelecek nesiller icin tarihsel bir belge niteligini kazanmasi agisindan, hem de okuyucularin
ilgisini cekmesi ve daha kolay anlagilmasi agisindan arzu edilen bir durumdur. Bu nedenle hem fotografi ¢eken foto
muhabir, hem de bu fotograflar arasindan secim ve eleme yaparak okur ve seyirciye sunan editdr, yayin ydnetmeni,
boliim sefi ya da benzeri esikbekgileri cesitli stizgeglerden gegirdikleri haber fotograflart arasindan en carpici olanlar
okur-seyirciye sunmaya ¢aligmaktadur.

Ancak tarihten bu yana, haber fotografinin, gergege sadik kalma ilkesinin diginda kullanimlari da gézlenmistir. Foto
mubhabirinin sectigi kadraj bile bazi unsurlari ¢ercevenin disinda birakmast neticesinde siibjektif ve manipiilatif
olabilmektedir. Ayrica haberin anlamini degistirecek nitelikeeki fotograflar ya da haberi farkli yorumlamaya sebep
olabilecek fotograflarin, cesitli donemlerde haberlere eslik ettigi goriilmiigtiir. Edik olmayan bu kullanimlara ek
olarak teknolojinin gelismesiyle birlikte bir de fotograf iizerinde oynama yapmaya olanak saglayan teknolojiler de
kullanilmaya baglanmig ve haber fotografi tizerinde yapilan diizenlemeler, haber fotografinin gergege sadik kalma
ilkesinin sorgulanmasina neden olmustur. Yeniden kadrajlama, renklendirme, ekleme ya da ¢ikartma yapma, foto-
kolaj veya ydn cevirme gibi kurgulama yontemleriyle, haber fotografinin baglamindan koparilmast ve manipiilasyon
araci olarak kullanilmasi haber agisindan énemli bir etik soruna da isaret etmektedir.

Bu ¢alismada haber fotograflarinda, okurun algisini degistirebilecek nitelikteki manipiilasyonlar, habercilik etigi
baglaminda ele alinmakta ve tarafsiz olmasi beklenen haber fotograflarinin gergeklikten uzaklagtirilmast sorgulanmaktadir.
Calismanin birinci béliimiinde haber fotografciliginin zellikleri siralanmakea, haber fotografciliginda etik unsurlara
iligkin literatiir taramasina yer verilmektedir. Ikinci boliimiinde ise haber fotografciliginda manipiilasyon énekleri
siralanmakta ve manipiile edilen haber fotograflarinin kamuoyunu nasil yonlendirdigi, nasil propaganda aract
olarak kullanildigy, fotograflar tizerinden etik baglaminda analiz edilmektedir.

1. Haber Fotograf¢ilig:

Fotograf, bulundugu giinden bu yana tarihsel bir belge niteligindedir. Insanlarin, olaylarin, doganin, sehirlerin
kisaca gegen zamanin tanigidir. Ayni sekilde ge¢misten glintimiize basin agisindan da fotograf 6nemli bir unsurdur.
Yazili basinda fotograf, olaya ve habere anlam katan en énemli aragur. (Korkmaz, 2014, s.27) Peter Turner,
fotografin tarihi kitabinda; “Fotografin tarihi, gercegin ufak kopyalarinin duyuruldugu yil olan 1839'dan beridir,
nerdeyse diinyanin tarihi ile estir. Fotograf, dramlarin, krizlerin, savaslarin devrim ve politik ayaklanmalarin
dogrudan temsilinin diginda, bir gozlemcisi olmugstur.” demektedir. (Turner, 1987, s.7) Haber fotografcilig da,
Turner'in ifade ettigi gibi olaylarin gdzlemcisi hatta tanigi olmay1 gerektirir. Haber fotografi, haberi gorsel olarak
ozetyelen ve destekleyen bir unsurdur. Fotografin igerdigi bilgi sayesinde okurun, haberi daha kolay anlamasi ve
olay1 zihninde canlandirmasi saglanmaktadir. Haberin fotografla desteklenmesi, okuyucunun haberle ilgili bilgileri
gorme beklentisini de kargilamakta ve bdylece okurun haberle ilgili tasidig1 siiphelerin de ortadan kaldirilmasiyla
sonuglanacakar. Haber fotografinin, okurun haberle ilgili bilmesi gereken bilgileri gorsel bir bicimde sunmasi
beklenir. Haber fotografinin temel islevleri arasinda bildirmek, 6gretmek, agiklamak, etkilemek, saklamak, tarihe
taniklik etmek siralanabilir.

Haber fotografi ¢ogu zaman binlerce kelimeye bedel olarak tanimlanmaktadir. Fotografla kiyaslandiginda; sozlii
ve yazili anlau, aktarilirken bozulmalara ugrayabilmektedir. Ancak gorsel iletisim daha dogrudan ve somut bilgi
aktarmakta ve bu nedenle fotograflar, gazete sayfasinda yer alan diger haber sunum &gelerine oranla gergege daha
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yakin bulunmaktadir. Fotograf, sahip oldugu inandiricilik ile insanlarin kendi gozlerinden sonra en giivendikleri
ara¢ konumundadir. Bu yiizden, dogru haber vermekle yiikiimlii olan gazeteler, olaylarin dogrulugunu pekistirmek
amaciyla, yogun olarak fotograf kullanmaktadir. (Megep, s. 5) Haber fotografinin temel ozellikleri Arthur Rothstein
tarafindan sdyle zetlemistir: okurun bilmek istedigini gosterme beklentisini kargillamak, fotografin gosterdigi sey
olduguna inanilirligt ve okurun dikkatini kaybetmeyecek kadar énemli olmasidir. Gosterme, inanilirlik ve dikkat
cekicilik ile gazetelerin haberleri fotografli sunma gerekeeleri de ortaya konulmakeadir. (Ake: Arican, 2004, 5.28).
Frank P. Hoy ise haber fotografciligini diger fotografeilik tiirlerinden ayiran unsurlar arasinda su maddelere de yer
vermistir. “Haber fotografcilig bir iletiyi yaymaya yonelik fotografciliker. Haber fotografcisinin hedefi, okuyucunun
huzls algilayabilmesi icin iletiyi agik bir gekilde iletmektir. Haber fotografciliginin iletisim ortami gazeteler, haber dergileri
ve haber ajanslar1 gibi basili kitle iletisim araglaridir. Haber fotografciligs bildirme amaglidir. Haber fotografcisinin
biitiin ¢abas, zekast ve becerisi bir haberin belirli ydnlerini bildirmeyi ama¢lamaktadir. Haber fotografcilig sozciikler
ve fotograflarin birlesiminden olusan bir dil ile iletisim kurmaktadir. Haber fotografcilig: biiyiik bir kitleyle iletisim
kurmaktadir. Bu yiizden mesaj bir¢ok farkli insan tarafindan aninda anlagilabilecek kadar 6zlii olmalidir. Haber
fotografciligy, iletileri daha etkili hale getiren, yetenekli bir editor tarafindan sunulmakeadir. Haber fotografciliginin
temel diisiincesi, bugiiniin karmagik diinyasinda halk: bilgilendirmenin ka¢inilmaz gerekliligidir.” (Hoy, 1986, 5.5-9)

Tarihi pek ¢ok olayin bazi fotograf kareleriyle 6zdeglestigini ve bu fotograflarin adeta tarihi olaylarin birer simgesi oldugunu
diisiinecek olursak, fotografin olaylart hafizaya kazima gliciine de deginmemiz gerekecektir. “Fotograf bilgilendirmenin
yanistra, bilginin animsanmasini da kolaylastirict bir nitelige sahiptir. Fotograf, okuyucularin belleginde uyandirilan
etkinin daha uzun siireli olmasini saglamak icin iyi bir aractr. Ciinkii insan, gordiigii seyleri okuduklarindan daha iyi
aklinda tutar ve bdylece daha rahat animsar.” (Gezgin, 2002, 5.93) “Fotograflar bize kanit teskil ederler. Hakkinda bir
sey isitip de stipheyle kargilagugimiz bir sey, onun fotografi bize gosterildiginde kanidanmig sayilir. Fotograf makinesinin
faydali olarak kullanildig1 alanlardan birisi, yapugt kayitla suclayict bir nitelik tasimasidir.” (Sontag, 2011, s.5)
Olaya iliskin elde edilen her fotograf haber degeri tasimayabilir. Bir haber fotografinin haber degeri tasimast icin
bazi 6l¢iitler siralanabilir. Bu 6l¢iitler, etki, yakinlik, zamanindalik, sohret, siradigilik, catisma ve duygu seklinde
ozetlenebilir. Ayrica haber fotografinin haberciligin temel ilkesi olan 5N 1 K sorularina da yanit vermesi beklenir.
(Anadolu Ajansi, 2018, 5.165-167) Suat Gezgin, haber metni i¢in gegerli olan haber degeri olgiitlerinin haber
fotograflari icin de gecerli oldugunu su ifadelerle vurgulamaktadir: “Ne haber, ne haber degildir tartsmast, fotograf
icin de gegerlidir. Yazili basin {iriinti olarak fotograf da, haberle birlikte degerlendirilmesi ve diisiintilmesi gereken
bir gedir. Haberin kokusunu almak bir gazeteci i¢in neyse, fotografin kokusu da odur. Art arda ¢ekilmis, sayisizca
makaralarla arilaulmaya ¢alisilan 6ykiide habercilik duyarliligi, anlayisi, felsefesi yoksa, gerceklestirilen eylem bagka
boyutuyla sorgulanmalidir.” (Gezgin, 2002, s. V)

2. Haber Fotografciliginda Nesnelligi Etkileyen Unsurlar
Haber fotograflarinda da upki haber metinlerinde oldugu gibi objektif olmak gerekliligi bulunmaktadir. Ancak

tam anlamiyla objektiflik miimkiin degildir. Ciinkii foto muhabir heniiz deklangére basmadan bazi segimler
yapmaktadir. C)rnegin her fotografta karar verilmesi gereken, bakis agisi, kadraj, gorsel diizenleme ve ¢ekim ani
gibi secimler s6z konusudur. Foto muhabirin verdigi her karar, tarafsizliktan bir adim uzaklasmak anlamina gelir.
Clinkii ister istemez bazi bilgileri, kisileri ya da goriintiileri kadrajin disinda birakmakta, bazilarint ise kadraja dahil
etmekredir. Burada kadraj disinda birakilan unsurlarin, disarida birakilma gerekeeleri, haberin diiriistliigiine golge
diistirmemelidir. Bu yiizden haber fotografiyla ugrasan kisiler, olabildigince diirtist bir gekilde gercegi aktarma
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cabast icinde olmalidirlar. Aksi takdirde yaptiklari secimlerle bilerek manipiilasyon yaptiklart diistiniilebilir. Ancak
ne kadar diiriist ve iyi niyetli olsalar da esasinda her bir fotograf, olayr ancak sinirlt bir ¢erceveden sunmakea bu
da daha bagindan fotografi siibjektif yapmakradir. “Acik olan bir gey var ki, o da hicbir fotografin gercegi yeterince
yansitamayacagidir. Foto muhabiri goriis anint belirlerken, daha sonra klise secilirken, yazi isleri sayfa diizenini
olustururken, olayin gercek boyutu, asil olay degisime ugrar, hatta yeniden yazilir.” (Gezgin, 2002. 5.102) Haber
fotograflart araciligiyla yaraulan gergekliklerle, toplumlar rahatlikla manipiile edilebilmis, tilkeler savaga sokulmus ya
da savaslara son verilebilmistir. Bu da fotografin ne denli giiglii bir propaganda aract oldugunu tekrar kanitlamakeadir.
Manipiile edilen fotograf bir gercegi sakliyor olabilecegi gibi, bir yalani da gosteriyor olabilir. Fotografcinin ¢ekeigi
goriintli onun niyetinin gostergesidir. (Freeman, 2012, 5.10)

Haber fotografinda gerceveleme, kadrajlama haberi yapilan konuya gore degisiklik gosterebilir. Onemli 6geler
on planda yer almali ve cerceveleme 6zneye gore yapilmalidir. Duygusal tepkilerin ve ayrintilarin éne cikugt
cekimlerde, dar agili objektifler kullanilabilir. Ancak haberin konusu gevresel faktérler ise, genis agili cerceveleme
tercih edilebilir. Haber fotografcist hem fotografladigi konuya hem de okuyucusuna karst sorumludur. Bu nedenle
haber fotografinin objektif olmasina 6zen gdsterilmelidir. Objektifligi saglamak icin konuya yorum katmayan agilar
tercih edilmeli ve haber fotografindaki olay net bir sekilde betimlenmelidir. Alt kamera agisi konuyu yiiceltip kisileri
hakli gésterirken, tist a1 olay1 ve insanlari zayif ve giigsiiz gosterir. Bu nedenle haber fotografi ¢ekilirken, konuya
yorum katmamast icin gdz hizasinda ¢ekim yapilmasi énerilir. (Anadolu Ajansi, 2018, 5.167)

Bu noktada yayinlanan haber fotografinin sadece foto muhabirin sorumlulugunda oldugunu séylemek yanlis ve
eksik olacakur. Ciinkii gazete ve dergilerde foto muhabirden sonra haber fotografi hakkinda insiyatif alabilen ve
karar veren bagka editoryal kadrolar da bulunmaktadir. Ornegin foto muhabiri cekip segtigi fotograflari fotograf
editériine verir. Fotograf editorii elde ettigi fotograflari yeni bir secimden gecirir. Nihayetinde muhabirin secerek
verdigi tiim kareler gazetede yer almaz. Editdr, sectigi ve basinda yer alan fotograflarla okuyucuya neyin, nasil
iletilecegini saptayan yani aslinda giindemi belirleyen kisidir. Burada foto muhabir digindaki kadrolarin fotograf
tizerinde yapug1 diger manipiilasyonlar ideolojik ya da ticari amaglar baglaminda degerlendirilebilir. Editétlerin ve
dijital manipiilasyon konusunda uzman olan kisilerin miidahalesiyle de olusturululan yeni ger¢eklik, cogunlukla
bir ideolojiye hizmet etmek maksadiyla ortaya ¢ikarilmakeadir. Giintimiizde haber fotografi tizerindeki editoryal
diizenlemelerin bir baska gerekcesi de daha ¢ok tiraj ya da internet gazeteciligi baglaminda daha ¢ok tiklanma elde
etmek olarak degerlendirilmekeedir. Editoryal kadrolar haberin daha ¢ok ilgi cekmesi ve boylece daha gok tiraj elde
etmek ya da daha ¢ok tiklanma almak amaciyla fotograf tizerinde gesitli diizenlemeler yaparak, aslinda fotografi
gecekliginden uzaklagtrmakta ve okuru yaniltmakeadirlar.

Geleneksel medyada satis rakamlari yani tiraj- internet yayinciliginda ise tiklanma ziyaret edilme ve etkilesim oranlar
gibi veriler yayinci kurulug agisindan ne kadar ¢ok kisiye ulagildiginin bir gostergesidir. Bu gésterge sadece yayinci
kurulus i¢in degil, reklam veren kuruluslar agisindan da énemlidir. Tirajin yiiksek olmast yayiner kurulus agisindan
reklam pastasindan daha ok pay almak yani ticari olarak daha ¢ok kazanmak anlamina gelmektedir. “Bugiin i¢in
bagimsiz dagiulan gazetelerin digindaki higbir gazete maliyetlerini satistan karsilamamakeadirlar. Saug gelirlerinin
%40 ile %20’sini dagium sirketlerine veren gazetelerin tek geliri, reklam verenlerdir. Reklam verenlerin de kriterleri
tirajdir” (Kanburoglu, 2002, 5.194) Kanburoglu'na gére Tiirk basininda pek ¢ok gazete tiraji arturmak icin en
maliyetsiz yontemlerden birisi olan haber fotograflarina yonelmistir. Tiraj artirmak icin pek ¢ok gazetede haber
fotograflarinin sayisin1 artirllmig ve ve kullanilan haber fotograflarinin ytizél¢timii buytitiilmistiir. (Kanburoglu, 2002,
5.196) Her ne kadar literatiirde haber fotograflarinin nasil olmasi gerektigine dair gesitli degerlendirmeler olsa da,
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pratikte her gazete haber fotografi segimi yaparken, her zaman bu kritleri baz almamakradir. Ornegin, bazi gazeteler
herhangi bilgilendirici, agiklayict ya da belge niteligi tasimayan fotograflari da sadece ilgi ¢ekecegi diisiincesiyle
gazetelere basma egilimindedir. “Kimi gazeteler, verdikleri haberleri gériintiilemek icin fotografin “belge” 6zelligini
kullanirken, kimileri yakaladiklari, cogunlukla ¢iplak kadinlarin yer aldig: “ilgi cekici” fotograflara uygun haberler
uydurup bunlari biiyitk boyutlarda basarak okuyucu kitlelerine daha rahat ulasmay: amaglamakeadir.” (Gezgin,
2002, 5.101) Oysa haber fotografi, haberi tanimlayan, destekleyen, bir unsur oldugu icin gercekligi de yansitmast
beklenir. Haber fotografi ilgili olayin tanigs ve belgesi olarak da nitelendirildiginden, fotografin icindeki kisi ve
unsurlara kesinlikle miidahale edilmemelidir. Bu nedenle fotografin ¢ekimi igin secilen zaman dilimi, fotografin
agisi ve diger unsurlar, haberin biitiinltigiinii temsil edecek sekilde olmalidir. Ayrica haber fotografi haber metniyle
celismemeli, fotograf ile haberde yer alan bilgiler ayni dogrultuda olmalidir. (Anadolu Ajansi, 2018, 5.167) Haber
fotografinda nesnelligi etkileyecek bir diger unsur da foto muhabirin ¢alisma esnasinda takindig tutumdur. Foto
mubhabir miidahil olmak ya da tanik olmak durumlarindan birini se¢melidir. “Fotograf¢ilar sunu bilir ki; miidahale
eden tanik olamaz, tanik olan da miidahale edemez. Bu durum bir olay karsisinda fotografcinin disarida kalmasini
zorunu kilar.” (Yurdalan, 2003, 5.150) Sahneleme ya da ortama miidahale etme de manipiilasyon yéntemlerinden
biri olarak degerlendirilmektedir. Foto muhabirin mizansen yapmast haberin ger¢ekliginden uzaklagmasi anlamina
gelir. Ancak bu durumun istisnalari olabilir. Gezgin, bu istisnalart su sekilde 6rneklemektedir: “Foto muhabiri,
yalniz icerik sorunundan 6tiirii gercek olandan uzaklagmaz. Teknik engellerle, duruma gore ortaya cikan neden ve
yitkiimliiliiklerle de kargilagabilir. S6zgelimi, foto muhabiri bir kisiyi goriintiileyecekse, goriintiileyecegi yer isini
zorlagtirmaktaysa, ancak o zaman kisiyi ve olayr goriintiiniin daha rahat alinabilecegi bir yere aktarmalidir. Bu
durum, foto muhabirini ger¢ekten uzaklagtirmaz; onu, yalniz o anin gerceginden uzaklastrir. Bu arada sz konusu
olan yine gercektir; ancak bagka bir tanimlamayla kargimiza ¢ikan “akla yatkin gercek”. (Gezgin, 2002, 5.138)

Foto muhabirler her ne kadar akla yatkin gerceklik pesinde olsalar da bazi mizansenler olayr ger¢ek baglamindan
tamamen koparmakta ve haber fotografi nesnellikten uzaklasmaktadir. Gergekte var olmayan bir ¢evreyi olugturmaya
calismal, olugturucu 6geler dogru bulunsa da benimsenemez. Ornegin Bolu Daglan'nda, Temmuz ayinda giivercin
avi sahnelenebilir. Oysa gergekte bu av, ancak sonbaharda yapilmaktadir. S6z konsu avi yansitan sahneleme icin,
foto muhabiri giivercinler satin almus, aveilar tutmugtur. Onu ele veren bitki drtiisti olmustur. Bu, benimsenemez
bir yalan, kandirmacadir.” (Gezgin, 2002, s.139)

Bir haber fotografinin nesnelligini etkileyen diger unsurlar arasinda, haber fotografinin boyutu, kapladig: alan,
yer aldig1 sayfa, fotograf altt metin gibi unsurlar da sayilmalidir. Ornegin bir gazetenin mansetinde verilen biiyiik
boy bir haber fotografiyla, i¢ sayfalara kiigiik goriilen bir haber fotografi kuskusuz ayni etkiye sahip olmayacag:
gibi, okur nezdinde de ayni sekilde algilanmayacakuir. Ya da haber fotografi ile fotograf alundaki metin arasinda
bir ¢eliski varsa bu da farkli okumalara yol acabilecektir. Ayrica haber fotografi tizerinde dijital diizenleme yapilip
yapilmadigi, herhangi bir ekleme ¢ikarma igleminden gecip ge¢medigi, 151k, renklendirme ya bagka diizenlemelere
tabi tutulup tutulmadigr da yine haber fotografinin nesnelligi ve gercege sadik kalmast bakimindan son derece
onemlidir.

3. Haber Fotograf¢iliginda Manipiilasyon

Haber fotografciligi, propagandaya en acik fotografcilik alanlarindan birisidir. Fotografin farkli cografyalardaki ve farkls
sosyo ekonomik kesimlerdeki insanlar tizerindeki ortak yaratug: etki diisiiniildiigiinde fotografin neden propaganda
i¢in 6ncelikli araglardan biri oldugu daha iyi anlagilabilir. Kanburoglu bu durumu géyle izah etmektedir: “Fotografin
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belirtmek istedigi anlami desteklemek iizere soze ve yaziya ihtiyag olmadigy icin bu sanat dalindaki anlamin her ulus
tarafindan anlagilmast kolaydir. Fotograflar, genis halk kitleleri tarafindan kolay anlasilip okunabilmeleri nedeniyle,
propaganda amaciyla da yaygin bir kullanima sahiptir.” (Kanburoglu, 2003, 5.139) Kanburoglu' nun yapug arasurmada
egitim seviyesi yiikseldikge haberin gorsel dogruculuguna daha fazla ihtiyag duyuldugu ortaya ¢tkmaktadir. (Kanburoglu,
2003, 5.144) Yani kitleler habere inanmak igin haberin kaniti niteligindeki haber fotografina da ihtiyag duyarlar. Iste
propaganda ve manipiilasyon da tam da burada baglar. Kamuoyunun belli bir konuya ikna edilmesi, ya da kamuoyunun
belli bir konu iizerinde algisinin degistirilmesi hedefleniyorsa haber fotograflart bu algiy1 degistirebilecek en giiclii
araglardan biridir ve arzu edilen fikir, manipiile edilmis fotograflar araciligiyle kitlelere ulastirilabilir.

Manipiilasyon ve propaganda birlikte diisiiniilmesi gereken kavramlardir. Birbirlerine hizmet ederek varliklarin
siirdiiriirler. Manipiilasyon, Fransizca kokenli bir kelime olup, bilgilerin secilmesi, eklenmesi veya cikarilmasi
yoluyla elde edilen yeni goriintiiniin sunumu ile gerceklesir. Manipiilasyon, TDK Sozligiinde “yonlendirme,
segme, ekleme ve ¢ikarma yoluyla bilgileri degistirme, varliklari yapici, agiklayict ve yararlt bir bicimde kullanma
isi” olarak tanimlanmaktadir. (TDK, 2018.) Yonlendirme olarak kabul edilen anlam, iletisim bilimlerinde ¢ikar icin
yonlendirme anlam ile biitiinlesmistir. {letisim alaninda sik¢a kargilagilan bu tanim, kitle iletisim araglarinin kideleri
tek yonlii haber akistyla yaniltmast ve hile yoluyla yonlendirmesi seklinde agiklanmakeadir. Haber kaynagindan
gelen bilgi, tiretiminden, tiiketimine dek gegen siiregte yeniden kurgulanir ve izleyiciye farkli baglamlarda sunulur.
(Firat, 2008, 5.22). Bu baglamda manipiilasyona en agik fotograflar haber fotograflaridir. Fotogafta manipiilasyon,
goriintiiniin manipiile edilmesi, goriintiiniin kadrajlanarak manipiile edilmesi, goriintiiye yazi eklenerek manipiile
edilmesi, ve goriintiiniin kurgu yoluyla manipiile edilmesi seklinde yapilabilmektedir. Manipiilasyonun amaci
bireysel olabilecegi gibi kitlesel bir amag da giidebilir. (Demirel, 2015, 5.629)

Giiniimiizde teknolojinin de gelismesiyle haber fotograflari tizerindeki manipiilasyon daha kolay, daha hizli ve daha
maliyetsiz yapilabilir hale gelmistir. Ancak haber etigi baglaminda bu durum ciddi bir soruna isaret etmektedir.
“Bilgisayarlarda photoshop benzeri yazilimlarin ve dijital kameralarin birlikte kullanimu, fotografcilik ve habercilik
mesleginin parcast haline gelmistir. Dijital ortamda ¢ekilen fotograflarin, bu teknik ve araglarla mitkemmel denecek
derecede degistirilebilme ve hatta bazi durumlarda bambaska bir hale getirme 6zelligi yeni bir sorunu ortaya
cikarmugtir; bu soruna verilen ad, “Dijital Manipiilasyon”dur. (Yam, 2009, 5.49) Dijital oynamalar sonucunda elde
edilen yeni goriintii orjinalini animsatsa da muhakkak yeni bir anlam tagimaktadir. Haber fotografinda yapilan
miidahaleler 6rnegin basit bir renk ayari seklinde degerlendirilemez. Zira en basit renk ayar bile fotograftaki
anlami, okurdaki algiyr degistirecektir. “Bugiin photoshop ve benzer programlar sayesinde birden fazla negatiften tek
baski, tist iiste bindirme pozlamalari, kolaj ve montaj goriiniimiinde isler ve her tiirlii rotug bilgisayar kullanilarak
kolaylikla yapilabilmektedir. Ancak en énemlisi, teknolojinin kazandirdig1 bu kolayliklarla birlikte bu aracin nasil
kullanildigy ve titketildigidir. Gorselligin gercekligin dniine gectigi giintimiiz diinyasinda genis kitleler tarafindan her
giin tiiketilen fotograflarin, bireyleri yonlendirme, etkileme 6zelligi fotografin propaganda ézelligini arttirmakeadir.”
(Imanger, 2003, syf.113) Kimileri tarafindan basit miidahaleler olarak adlandirilan fotograf diizenlemeleri hususunda
Yurdalan kesin bir ¢izgi ¢cizmektedir: “Gazete ve dergi sayfalarinda ya da haber portallarindaki fotograflarin dekupe
edilmesi bir yana, yeniden kadrajlanarak kullanilmas: bile Kabul edilemez. Fotografcinin ¢ektigi ve editdrle birlikee
yayinlanmastina karar verdigi kadrajin degismesi, bir haber metnindeki son paragrafin basa alinmasindan farksizdir.”
(Yurdalan, 2003, 5.158) Her ne kadar dijital teknolojiler fotografin manipiile edilmesinde bir ¢iir agtiysa da,
fotografta manipiilasyonun, sadece dijital teknolojiler ile ortaya ¢ikmis yeni bir kavram olmadig; ifade edilmektedir.
Aytemiz bu durumu s6yle 6zetlemekeedir: “Giintimiizde fotograf tiretim teknolojisi, fotografin nesnesel 6zelligi de
olmak tizere, biiyiik 6l¢iide degisti. Buna ragmen dijital fotograflarin kullanim gekilleri, dolagimi, ne tiir anlamlar
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icerdigi ve fotograflardan ne tiir kiiltiirel islevler talep edildigine bakildiginda analog cagdaki eski uygulamalar ile
dikkate deger bir devamliliga sahip oldugu goriilmektedir. Bu anlamda “Fotografik malipulasyonun sadece dijital
cag ile sinirli oldugu sdylenemez” (Aytemiz, 2015, 5.357)

4. Sahte Haber Uretimi: Haber Fotograflarinda Manipiilasyon Ornekleri

Tarihteki fotograf manipiilasyonlarini inceledigimizde, heniiz dijital kameralarin olmadig: Birinci Diinya Savagi
sonrast donemde de fotograf diizenleme uygulamalarina rastlamamiz miimkiindiir. Stalin’in i¢cinde bulundugu
cesitli fotograflarda ise, bazi kimselerin sonradan fotograflardan ¢ikarildig: bilinmektedir. Ozellikle gézden diisen
politikacilarin fotograflardan silindigi 6rneklerin sayisi bir hayli fazladir. 1940 yilinda gekilen Stalin’le birlikte goriilen
N. Yezhov Stalijn’Le politik olarak ters diistiikten sonra fotograflardan silinmistir. (fotograf:1) (Urper, 2012, 5.48)

1920’lerden giiniimiize gelindiginde yukarida da ifade edildigi gibi, teknolojinin gelismesi neticesinde dijital fotograf
makinelerinin ve dijital fotograf diizenleme programlarinin yayginlasmasi, kullanim kolayligi ve maliyetlerinin
azalmast gibi nedenlerle dijital manipiilasyonun giiniimiizde daha ¢ok fotografa uygulandigi, gozlenmekeedir.

Haber fotografciliginda manipiilasyonun en net gozlendigi ve ne ¢ok tartigilan 6rneklerden biri de Haziran 1994
yilinda Time Dergisi’nin O. J. Simpson’un fotografinda yapug: bilgisayar tonlamasidir. Time dergisi Simpson’'un
cinayet isledigi iddiastyla tutuklandig; sirada gekilen fotografini kapagina tasimis ancak fotografin 15181 ve tonlamastyla
oynamus ve fotograft manipiile etmis ve boylece zanl hakkinda olumsuz bir kaninin olugmast saglanmistir. (fotograf:
2) Bu degisiklik, Newsweek Dergisi’nin ayni fotografi hicbir degisiklik yapmadan kapaginda kullanmasiyla agik¢a
ortaya ¢ikmig ve iki fotografin yaratug farkli algilar kamuoyunda tartigma yaratmgtir. Time dergisi fotografi
bozarak, farkli bir mesaj vermek istemis yani oldugu seyden bagka bir seye doniistiirmiistiir. Bu yaklagimla sadece
kendi itibarini degil, basinin genelinin itibarini da zedelemistir.

(forograf:2)
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Renklendirme araciligiyla manipiile edilen fotograflara pek ¢ok 6rnek verilebilir. Bunlar iginde en ¢ok ses getiren
ornekleden biri de Israil'in Beyrut'a diizenledigi hava operasyonunda Reuters Haber Ajansinin gegtigi Liibnanls
fotografct Adnan Hajj imzali haber fotografidir. Fotografta bombardimanda evlerden yiikselen dumanlarin koyulagtirildig
ortaya ¢tkmustr. (MEGER, 2008, 5.19) Tarihten giiniimiize {izerinde oynama yapilan ve manipiile edilen pek cok
haber fotografi olmustur. Kamuoyunda tartigma yaratan bu tiir 6rnekler arasinda savas ve kriz donemlerinde ¢ekilen
fotograflar agirlik kazanmaktadir. Savas ve kriz dénemlerinde propaganda savaglarinin da yasandigi haurlanacak
olursa, bu tiir donemlerdeki fotograflarin neden daha ok manipiile edildigi anlagilacaktir. Ornegin 9 Nisan 2003
tarihinde ABD gii¢lerinin Irak’in baskenti Bagdat’a girmelerini takiben Firdevsi meydanindaki Saddam Hiiseyin
heykelinin yikilma ani Irak savaginin ABD lehine sonuglandigini simgeleyen bir haber fotografi olarak hafizalara
kazinmigur. Haber Ajanst AP’nin gectigi fotografta heykelin yikilma ani gésterilmektedir. (fotograf:3) Kalabalik bir
grup tarafindan yikilan heykel, Iraklilarin Saddam’in devrilmesinden duydugu memnuniyeti sembolize etmekte ve
benzeri ¢agrisimlar dogurmaktadir. Oysa heykelin bulundugu alanin yukaridan gekilmis bir baska fotografinda ise
o anda alanin 6nceki fotograftaki kadar kalabalik olmadig, heykelin ¢evresinde bir avu¢ ABD askeri ve sivil Irakls
goriilmektedir. Bu noktada olayin katilimer sayist okurun olayla ilgili karar vermesi noktasinda énemli bir bilgidir
ve fotografct kadrajlama yontemiyle aslinda haber fotogafini manipiile etmistir. Ikinci fotografi géren okur igin
ilk fotograftaki kadar giiclii bir etki ve ¢cagrisim olmayacag; sdylenebilir.

(fotograf:3)

Gazetelerin, toplulugu kalabalik gostermeyi kadrajlama yontemiyle bagsaramadigt durumlarda bir baska yontem
olarak klonlama yontemini kullandig: da bilinmektedir. Gazetelerin kendi ideolojileri dogrultusunda haber
fotografini zenginlestirmek i¢in bagvurdugu yontemlerden biri olan klonlama yénteminde fotografa aslinda orada
bulunmayan insanlar eklenir. Ya da orada bulunan insanlar bogluklara yeniden kopyalanir. Ozellikle mitingler ya da
toplant alanlarindaki kalabalig1 sayica daha ¢ok géstermek icin sik stk bu yonteme bagvuruldugu gézlenmektedir.
Fakat bu fark edildiginde o haber ve gazete hakkinda giinlerce olumsuz yorumlar birbirini takip eder. (Soygiider,
2013, 5.1661) Dijital manipiilasyon érneklerini Tiirk basininda da siklikla gormek miimkiindiir. Son dénemlerde
foto-kolaj olarak adlandirilan iki ya da daha fazla fotografin birlestirilmesiyle olusturulan goriintiilerden yeni bir
fotograf elde etme yoluyla haber fotografinin manipiile edilmesi de Tiirk basinin bagvurdugu yontemlerden biridir.
Habere ait anin bir fotografi yoksa o anin uydurulmast seklinde de tanimlayabilecegimiz bu yontem kugkusuz
haberi baglamindan ve gergekliginden uzaklastirmaktadir.

Tiirk basinindaki foto-kolaj 6rneklerinden birine CNN Tiirk kanalinin web sitesinde rastlanmigtir. 20 Kasim 2012
tarihli haberde 12 Eyliil darbesi davasinda, dénemin Genelkurmay Bagkani ve 7. Cumhurbagkant Kenan Evren ile
donemin Hava Kuvvetleri Komutani Emekli Orgeneral Tahsin Sahinkaya'nin mahkeme salonunda telekonferans
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yontemiyle ifade verdigi belirtilmis ve monitorde Evren’in goriintiisiiniin yer aldig1 fotograflar kullanilmugtr.
(fotograf:4) Ancak bu fotograf gercegi yansitmamakeadir. Bu fotograf Evren'in arsivden bulunan bir fotografi ile
mahkeme salonunun ajanslardan servis edilen orjinal fotografinin (fotograf:5) kolajlanmast sonucu tiretilmistir.

Imj Giindem Dinya Ekonomi SporArena Video Seyahat

@{N SONDAKIKA | TVPROGRAMLAR = CANLIYAYIN  VIDEO | FOTOHABER | YAZAH
]

[TURK] ]

— tirkiye
Evren kamera, hakim monitor
karsisinda!

20242012 Sl 1125 (@incellend: 20.11.2012 Sal 1345
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Bianet ve daha pek ¢ok haber sitesi ayni haberi fotograf 5 esliginde sunarken, CNN Tiirk haber sitesinin foto
kolajla Evren’in goriintiisiinii monitdriin igine yerlestirmesi etik agidan sinirlart zorlayict bir yaklasimdir. (CNN
Tiirk, 2012) Zira CNN Tiirk'iin fotografi okurda, Evrer’in ding ve zinde oldugu intibasini olugturmaktadir. Oysa
haber metinlerinde Evren'in ifadesini hasta yataginda verdigi belirtilmektedir. Bu yoniiyle haber fotografi ve haber
metni de zaten birbiriyle ¢elismektedir. Olay aninin asagida sunulan gercek fotografi ise foto kolaj yontemiyle haber
fotografinin nasil manipiile edildiginin somut 6rnegidir. Ayni haber 20.11.2012 tarihli Hiirriyet Gazetesi'nin web
sitesinde ifade sirasinda gekilen orjinal fotograflar kullanilarak yayimlanmustir. (fotograf: 6) Gortildiigii tizere haberin
oznesi olan kisiler CNN Tiirk web sitesindeki haber fotografinda yer aldig1 sekilde ding ve takim elbiseli sekilde
degil, hasta yataginda ifade vermiglerdir. (Hiirriyet, 2012) CNN Tiirkiin haberindeki sorunlardan biri de, haberin
fotografinda diizenleme yapildig: bilgisinin okurla paylasmamasidir. Okurun haber fotografinda manipiilasyon
yapildigina dair bilgilendirilmesi, her ne kadar manipiilasyon gercegini ortadan kaldirmiyorsa da, en azindan
okurun fotografi alimlamasinda dikkat edecegi bir unsur olabilir.

Giiniimiizde bazi gazetelerin, haber fotografi iizerinde yapilan diizenlemeye iliskin bir ibare yerlestirerek, okuru
bilgilendirdigi goriilmektedir. Bu 6rneklerden birine 29 Ekim 2012 tarihli Hiirriyet Gazetesi'nin web sitesinde
rastlanmakeadir. (fotograf:7) Hiirriyet Gazetesi'nin web sitesinde donemin Igisleri Bakani Idris Naim Sahin’in
Ankaradaki bir polis miidahalesini helikopterle havadan izledigine dair haber, son dakika haberi olarak, foto kolaj
teknigiyle iiretilen bir haber fotografi egliginde servis edilmistir. Burada iiretilen haber fotografi yine etik sinirlar:
zorlamaktadir. Zira foto kolaj yontemiyle iiretilen fotograf aslinda iki ayr1 fotografin birlesiminden olugmakta ve
olay anini canlandirmaya calismakea, ancak olay anini tam olarak yansitmamaktadir. Gazete haber fotografinin
aluna “Fotograf: Arsiv/Kolaj” ibaresini yerlestirmis olsa da haberdeki gercekligi ortadan kaldirmistr. Haberde
bakanin Skorsky tipi bir helikopterle olaylart havadan denetledigi belirtilmistir. Ancak gazetenin elinde o ana iliskin
bir fotograf olmadigindan gazete editdrleri bakanin daha énce Giineydoguda bir helikopter icinde ¢ekilmis bir
fotografini kullanip (fotograf: 8), helikopterin penceresinin icine de Ankaradaki olaylara ait bir fotograf eklemistir.

(AN
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Boylece Igisleri Bakant'nin Ankaradaki olaylari helikopterin camindan seyrettigine iliskin bir kurgu fotograf
iiretilmistir. Uretilen bu kurgu fotograf dikkatli incelendiginde “polis vatandasa gaz sikarken bakan seyretti” algist
olusturmaktadir. (Medyaradar, 2012)
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Fotografin ashini degistirmeye yonelik olarak yaygin olarak kullanilan bu yontem ile birden fazla fotograftan tek
fotograf elde etmek suretiyle fotografi ¢eken muhabir ya da editor, ayni olayda gekilen tekil karelerin yeterince etkili
olmadigini diisiiniip, eldeki goriintiileri birlestirerek bir nevi belge sahteciligine bagvurmakeadir. Bu tiir 6rnekleri
artirmak miimkiindiir ancak ¢alismanin sinirli alani nedeniyle diger 6rnekleri bu calismaya dahil etmek miimkiin
degildir. Yukarida da belirtildigi gibi haber fotografinda manipiilasyon sadece dijital yontemlere bagli degildir. Haber
metnini desteklemesi amaciyla metinden bagimsiz bir haber fotografi kulanarak da okur iizerinde manipiilasyon
yapmak miimkiindiir. Bu alandaki son 6rneklerden biri de 16 Eyliil 2014 tarihli New York Times gazetesinde yer
alan Tiirkiye konulu bir haberde gergeklesmistir. “ISID terdr orgiitiine Tiirkiyeden gok sayida katlim oldugu”
vurgusu yapilan bu haberde, “Ankaradaki Hacibayram mahallesinin ISID’ci terristlerin merkezi oldugu ve en az
100 bélge sakininin ISID savasgist olmak igin Suriye’ye gittigi” iddialarina yer verilmektedir. Haber, Cumhurbaskant
Recep Tayyip Erdogan ve o tarihte Bagbakanlik gorevinde bulunan Ahmet Davutoglu'nun Hacibayram Camii'nden
cikarken Agustos ayinda ¢ekilen bir fotografi egliginde servis edilmistir. (fotograf:9)

ISIS Draws a Steady
Stream of Recruits From
Turkey

f—ets e S = .
President Recep Tayyip Erdogan of Turkey, hand raised,
and Prime Minister Ahmet Davutoglu, to his right, in
August, leaving the Haci Bayram Veli Mosque in Ankara,
the capital, where the Islamic State in Iraq and Syria is
known to recruit new members

(fotograf:9)
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Haberin bu fotografla yayinlanmas: okur nezdinde Ttirkiyedeki siyasi iktidarin haberde iddia edilen duruma goz
yumdugu algssint olusturmustur. Nitekim haberin, Tiirkiye Cumhuriyeti Cumhurbagkant ve Basbakant'ni “ISID’e
teroristlerin yetistildigi iddia edilen Hacibayram mahallesindeki Hacibayram camisinden ¢ikarken” ¢ekilen fotografi
esliginde sunulmasi Tirkiyede de tepkiyle karsilanmistr. Tepkiler tizerine haberi kaleme alan muhabir Ceylan
Yeginsu, Twitter hesabindan yapugi agiklamada, haber metninde arkasinda duramayacagi bir nokta olmadigini
ancak fotograf ve fotograf altinin kendi sorumlulugunda olmadigini ifade etmistir. Muhabirin bu ifadesi haber
fotografi olarak secilen gorselin, gazete editorleri tarafindan baglamindan kopuk bir sekilde degerlendirildiginin
gostergesidir. Benzer bir sekilde New York Times gazetesi de bir agiklama yaparak, haberinin arkasinda durdugunu
ancak, Cumhurbaskan: Erdogan ve Bagbakan Davutoglunu camiden ¢ikarken gosteren fotografin yanlislikla
yayimlandigini ifade etmistir. (Hiirriyet,18 Eyiil 2014) Gazete daha sonra bu fotografi gazetenin web sitesinden
kaldirmis ve mevcut haber metninin altina : 17 Eyliil 2014 tarihli “Diizeltme” basliklt bir metin eklemistir. New
York Times Gazetesi diizeltme baslig1 alunda su ifadelere yer vermistir: “Bu makalenin daha énceki versiyonunda
Cumbhurbaskan: Recep Tayyip Erdogan ve Bagbakan Ahmet Davutoglu'nu Agustos ayinda bir camiden ayrilirken
gosteren resim yanlislikla basilmistir. Ne o cami ne de Cumhurbagkaninin ziyareti makalede anlatilan I1SID’in
adam toplamastyla alakalidir” (New York Times, 2014)

Sonug

Orneklerden de goriildiigii iizere her fotograf her zaman dogruyu sylemez. “Tipki sz, gizgi, yaz gibi fotograf da
gercekligi kendi sinirlari icinde yeniden kurgular. Yani fotograf da upk: digerleri gibi gergegi carpitabilen, baglamindan
koparabilen, yalan sdyleyebilen bir aragtir. Bu aract kullanan fotografei, ¢ektigi fotografa kendi yargilarini da katar.
Fotograftaki gerceklik biiyiik oranda fotografcinin algiladigy, yorumladigr gerceklikeir.” (Yurdalan, 2003, s.151)
Ancak haber fotografini sanat fotografindan ya da reklam fotografindan ayiran en temel unsur habercilik etigine
uygun olmasi, yani gercege sadik kalmasidir. “Tiim ugraslar gibi foto muhabirliginin de bir meslek ahlak: vardur.
Zihinsel ve ahlaki 6nemli sorumluluklari géz éniinde bulundurunca, foto muhabirinin, gazeteci kadar gercege
saygt ilkesine dayanan meslek ahlakina uymast gerektigi ortaya ¢ikar.” (Gezgin, 2002, s.137)

Giiniimiizde hem ulusal hem de uluslararast pek ¢ok meslek 6rgiitii, haber fotograflarinin etige uygunlugu konusunda
gesitli ilkeler yayinlamustir, yayinlamaktadir. National Union Journalists (NU]J) un, Davranis Kodlari, 1998'de
fotograflarin manipiilasyonunu da igerecek bicimde yeniden diizenlenmistir. Buna gére, “Hicbir gazeteci, manipiile
edildigi agikga belirtilmemis bir fotografin basimina ya da yaymina bilerek neden olmamal ya da izin vermemelidir”
(Sanders, 2004, s5.55). 2006'da yapilan Etik kod Diizenlemesi’'nin 2. maddesinde fotograf manipiilasyonu daha
net ifadelerle tanimlanmug ve yasaklanmugur. Tiirkiyedeki etik kodlarda ise Tiirkiye Gazeteciler Cemiyeti’nin TGC
Tiirkiye Gazetecileri Hak ve Sorumluluk Bildirisi'nde Gazetecinin temel gorevleri ve ilkeleri isimli alt baglig 5. ve
6. maddeleri, konuya deginmektedir:

“5. Gazeteci; temel bilgileri yok edemez, gdrmezlikten gelemez ve metinlerle belgeleri degistiremez, tahrif edemez.
Yanlis, yaniluct ve tahrif edilmis yayin malzemesi kullanmaktan uzak durur.

6. Gazetedi, bilgi, haber, fotograf, goriintii, ses, belge elde etmek i¢in yaniluci yéntemler kullanamaz.”

Ulusal ve uluslararasi etik kodlarda da ifade edildigi gibi haber fotografinin 6ziine ve tagidigi anlami degistirmeye
iliskin degisiklikler kabul edilemez. Bu durum hem haberciler hem foto muhabirler hem de foto muhabirden sonra
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fotograf hakkinda karar alan tiim editoryal kadrolar tarafindan benimsenmelidir. Aksi takdirde tarihe taniklik etmesi
beklenen haber fotograflari, kaginilmaz olarak okurlari yanlis yonlendiren birer sahtekarlik iiriiniine déniisecektir.
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MEDIA AND NARRATIVE IN THE RELATIONSHIP
BETWEEN WAR AND SOCIETY: A MOVIE REVIEW

Kiwvilcim Romya Bilgin'

Abstract

The war has become a phenomenon consumed due to its use in the media. The reason for this situation, which
means the reconstruction of the relationship between war and society, is the narratives revealed in the media about
the wars. Addressing the consumption of war through narratives with the help of media is to examine the place of
war in the lives of modern societies. This will also contribute to the discussions made in order to understand the
war. Because in modern societies, the relationship between war and society has changed. In a globalizing world
with the influence media, war has gone beyond being a violent reality in which only warring soldiers and civilians
who have witnessed. In modern societies, war is confined to the perception of people who know the existence of
wat, but who are not directly affected by the actual war situation. From movies to computer games, it has become
an attractive consumption material. It is also expanding the social and political framework of the debate on the
relationship between war and society. In particular, the question of how the political authorities used the new form
of relations between war and society to legitimize wars in public opinion is at the center of a structural debate
on war, society, media, and narrative. Between 2001 and 2014, the United States sought to legitimize the war in
the Iraq and Afghanistan by trying to spread the narrative of ‘the war on terrorism’ through the media in its fight
against terrorism the spread of the narrative of the war on terror, especially through movies, means that war takes
place in social life as a consumable phenomenon. The movie Zero Dark Thirty produced in 2012 is an important

movie showing how the narrative of war on terrorism is used in the media and become a consumption material.

Keywords: War, Narrative, Media, Society, Zero Dark Thirty.

Introduction

The 20th century was a period in which the relationship between war and society changed because of the two
world wars, the political developments in the aftermath, and the rapid transformation of the media. In this new
relationship, the destructive effects of the weapons on the people as well as the perceptions of people about the
war have changed. In a globalizing and industrialized world with the influence of means of communication, war
has ceased to be a phenomenon in which only warring soldiers and civilians who have witnessed it. People who
know the existence of war, but who are not directly affected by a war situation, have become part of a changing
phenomenon of war. There are now masses who watch the war on their television or follow through on social
media. The perception of war in the minds of the masses is different from those witnessing the war and those
directly affected by the violent consequences. Because in modern societies, the masses being from a safe distance

read the stories of battles or follow war fictions or play the games of war on the computer. These people, on the
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one hand, are aware of the horrific consequences of war and are afraid of it, on the other hand, they are consuming
phenomenon of war with the entertainment industry.

In democratic societies, it is necessary to explain to the masses who are expected to make more sacrifices by increasing
globalization and industrialization and violence. (Louw, 2010, p. 211). For this reason, political systems need some
narratives to explain the war and some tools to put them into account In other words, the relationship between
war and society has become much more complex with media tools. In this relationship, the narrative has taken its
place. The war has become consumable material for society through the delivery of war narratives to the masses by
the media. A discussion of how the US’ narrative of the war on terror is presented by the US media is an example
of how the relationship between war and society is transformed into a consumption relationship over the media.

From the US intervention in Afghanistan after the 9/11 attacks to the withdrawal from Afghanistan at the end
of 2014, the US administration tried to explain the Afghanistan war to its public and to the world public in the
concept of the war on terror. In doing so, the US used narratives and the media became the most powerful tool
to carry the narratives of the US. Newspapers, televisions, and cinema were the most powerful tools in the media
that could be handled in a wide frame from radio to computer games. In particular, the narratives of the war on
terror through newspapers and televisions were constantly placed in the attention of the US public. The movie
Zero Dark Thirty, produced in 2012, is one of the movies in which the narrative of the war on terror was seen in
US cinema sector. The movie has been promoted through many other media tools, from television to radio. The
movie, which has received many national and international awards, has brought many discussions. However, the
way in which the movie handles the US’s global war on terror allows us to comprehend the relationship between
war, narrative and media.

Power of Narrative

War is one of the most complex phenomena in society. According to Carl von Clausewitz (1984, p. 596), the
complex nature is two-part. The first piece is composed of abstract concepts called as passion, chance and probability
calculations and mind. On the other hand, the second piece is composed of concrete concepts called the people,
commanders and the government. It is not easy to understand this structure with many sub-components such as
rationality, violence, hate, strategy and politics. However, the difficulty of understanding does not change that war
is a social fact and in this reality, war and society relation is one of the main components of the nature of war. Like
Carl von Clausewitz, Edmund Burke stated (1795) that the will of society is an important component of war in
the relationship between war and society. With the changing forms of warfare, the will of societies is decisive in
the winning or loss of a war. The importance of society’s will in wars is closely related to an understanding of war
by societies. In other words, societies do not have to be rational or ideal about the causes and consequences of
wars, but they feel the need to understand the wars or to see them in an understandable framework. In particular,
with the democratization of societies, other factors such as public and will have become more important in wars.
Will opens the door to the public’s consent. If the will of the society has taken a stand for war, it has given its
consent, in other words its support for the war, to what must be done for the war. Otherwise, one of the basis for

the initiation and continuation of a war cannot be achieved.

It should also be taken into account how the governance of the societies” consent on the wars will be directed to.
At this point, narratives emerge as the basic means of guiding the societies’ consent in wars. Because narratives

make the problems understandable and accessible when societies face uncertain situations. Narratives are needed to
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framing a subject and shaping the debate, especially to eliminate uncertainty in political issues. Because they that
help the public to create an opinion about a subject, it allows the adoption of actions and policies that normally
cannot easily obtain public support when used correctly (Jankowski, 2013, p. 12). The reason for this is that
narratives are related to the meaning given by the actors to themselves and others.

The main question is beyond the meaning given, what the intention of meaning is it. The presence of this intention
brings a functional dimension to the desired narrative and then the functionalization of the narrative gives it a
strategic value. In particular, the strategic narrative in the military communication strategies of governments is the
most basic building block. Because the strategic narrative is a story art that provides a convincing explanation of
events. The stories provide a frame of events and meet possible answers. To be effective, it needs values, interests,
and prejudices and uses them. It gives people the framework they need to understand the use of military power
(Freedman, 2006; Ringsmose & Bergesen, 2011). Moreover, war narrative inevitably becomes more than a story
or a story group. Because although narrative comes about a fancy and literary world, it is in fact a part of strategy
in wars and in some cases is the main source of strategy. Because politics, rhetoric and action are now being built
on more narratives in wars. It is therefore necessary to understand the strategic narrative that has become part of
the war when trying to understand the wars.

Strategic narratives emerge as a representation of a series of events and identities, a communicative tool in which
political elites seck to give a certain meaning to the past, present and future in order to achieve political goals. It
aims to gain public support for achieving political goals or reducing responses to security crises. (O’Loughlin &
Miskimmon, 2010, pp. 5-6). Because a successful narrative neutralizes rival narratives, it distinguishes good news
from bad news, explains who has won and who has lost, and eventually links some events. Therefore, narratives that
support military operations are the strategic key in modern wars (Jensen, 2011, p. 194). Ringsmose ve Borgesen
(2011, pp. 515-523) point out that if a government succeeds in telling a coherent and persuasive story of military
intervention, the possibility of obtaining public support is increased. Their case studies of strategic narratives on
the British and Danish show that a strong and consistent strategic narrative makes the people less vulnerable to
casualties. Therefore, this strategic function, which is brought to the narrative in the sense of war, forces people to
think about how the strategic narrative is turned into a tool of legitimacy by the governments, and how the power
constructs its existence on the strategic narrative. Because the strategic narrative paves the way for governments to
get what they want from the people they manage at the time of war (Vlahos, 2006). Governments need winning
policy coalitions for war in part by legitimating the war policy. The legitimating role of the war narrative makes
it central to the sustainability of war once initiated (Kubiak, 2014, pp. 17-18). Strategic narratives built on the
legitimation of war do not lose their strategic character in their positions. But they are renamed as war narratives.

In the war narratives, armies gain weight as producer actors.

In wars, the biggest contradiction for governments, especially for the armies, is to deliver a consistent and stable
message to multiple audiences with different characteristics (Hellman & Wagnsson, 2013). Therefore, the message
that forms the basis of the narrative is delivered to the audience while the message is aestheticized. In other words,
a narrative that aestheticizes the war is developed. It is also possible to see the narratives that aestheticize the war
from the frame of hegemonic narratives. For this reason, in the war narratives, heroes and myths are created by
referring to past achievements and common moral values. In this way, while the war is being aestheticized, a
common ground is created for the direction of the social will. For this reason, heroes are created by giving place
to legends, past achievements, common moral values in war stories. The heroes and myths are used to hide the
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severity of the war. In this way, while the war is being aesthetized, a common ground is created for the direction
of the social will. Lilie Chouliaraki (2006) analyzes the aestheticization of suffering on television. She determines
that aestheticization of suffering on television is thus produced by a visual and linguistic complex that eliminates
the human pain aspect of suffering. Baghdad bombardment that took place in March 2003 is filmed from a
distance and without a human presence. This combination is instrumental in aestheticizing the horror of war at
the expense of raising issues around the legitimacy and effects of the war.

The aestheticization of war narratives is only one aspect of the issue. The content of narratives can be also shaped
in a patriotic way. The reason for that patriotic narratives often cast the nation as the virtuous hero doing battle
with evil others. The story told by President Bush in the immediate aftermath of 9/11 is not only a war narratives,
but also a patriotic narrative. The attacks against the World Trade Center Towers and the Pentagon were an act
of war against America, not a criminal action by a band of fanatical extremists. It was framed that Amreica was
the victim and the response of war became the patriotic interest (Mayer, 2014, p.93). Patriotic narrative led to
the emergence of a structure that divided the society into two parts. If a nation is at war, opposition to the war is
considered close to unpatriotic (Brands, 2008). At this point, the role of the media should be considered. Because
if a state becomes a part in a war, the mainstream media in the country becomes a part of the war. So the war
narrative is also shaped by media and government (Lynch, 2007, pp. 2-3). In this case, the media inevitably
undertake a special role in the delivery and development of the war narrative. This role is not only textual, but
also a role shaped by visuals.

The place that the war narrative gained in winning the wars is immense. Thanks to the media tools of the war
narrative, war has taken place in daily consumption habits. People have been exposed to war narratives with a movie
they watched, a news they read or a computer game they play. In other words, the relationship between war and
society has changed shape thanks to the war narrative. In order to examine the effects of the war narrative gained by
the help of the media, it is useful to focus on the war narrative in detail in the US media, specifically Hollywood.

War Narrative and Media

The role of the media in reaching the masses of war narrative is gaining more importance. This is also closely related
to the increasing importance of obtaining the consent of the masses in winning the war. That’s why the bottom
line for both states as well as non-state actors use narratives and supporting stories in words, images and actions
through traditional media and/or new media (Nissen, 2013, p. 74). Although the history of war narrative has been
old in history, the place of the narrative in the relationship between war and media is a bit older than 100 years.
The twentieth century is a time when the cinema was discovered along with newspapers to present the war. But
for the US, the story is slightly older and more complicated. The U.S. military has one of the most controversial
relations with media ever since the 19th century. They have been very close relation in the best and in the worst
moments. Mexican War (1846-1848) was the first modern media coverage of the war in US. Also, the Crimean
war (1854-1856) was the first that was directly covered from the battle field with extensive details (Rami¢, 2015,
p. 76). What really changed the relationship between war and media was the appearance of war in cinema. At
the war between the US and Spain in 1898, it was seen that newspapers and the cinema were influential in the
attitude of the people towards the war. The first war movie, Tearing Down the Spanish Flag, which takes the US-
Spain war in 1898, is the first example in this regard (Holsinger, 1999: 190). It was shot by ]. Stuart Blackton
and Albert E. Smith, who invented the power of symbols shortly after the appearance of the Spanish-US war. In
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the movie, the flag of Spain was downloaded and the patriotic feelings were addressed by constructing a moment
of victory in which the US flag was erected. At least 60,000 people died during the war because of battles and
outbreaks in the war. However, in this period when the war continued, the public interest was not directed to
these facts but to the movie. In this respect, the movie can be considered not only as the first war movie but also
as the first form of the relationship between war, media, entertainment, and narrative.

The First World War gave birth to modern war propaganda and established a symbiotic relationship between the
media and the army. This relationship is highly developed in a short period of time and has become much more
functional in the Second World War. In his book, Five Came Back: A Story of Hollywood and the Second World
War, Mark Harris explains how most famous producers of Hollywood, John Harris, John Huston, Frank Capra,
and George Stevens came together and made famous movies about the most important aspects of war with the
support of the US military (2014). The symbiotic relationship between the media and the military develops
rapidly after war and in 1969 Herbert I. Schiller described the mutually beneficial military media industry as
“military-industrial communication complex (MICC)” (Mirrlees, 2015). Schiller sheds light on the present day as
it identifies MICC. However, the definition of Schiller was not advanced enough to predict how the media could
manage the consent of society in wars. The Vietnam War was one of the breaking points where the relationship
between media, society, and war changed. The elites lost their influence on the people. In 1969, Seymour Hersh’s
report on the My Lai Massacre by the US troops in the Vietnam War was an important stage in which the US lost
public support during the war. In the United States, people began to protest the Vietnam War. War has become
an unintelligible phenomenon without understanding the role of the media. (Hoskins & O’Loughlin, 2010, p.
4). However, as Michael J. Arlen (1997) stated, the Vietham War had entered the daily lives of the people as a
living room war. They are now watching war news and reading in newspapers but have become something about
9,000 miles away from them.

In the first Gulf War, the relationship between war and media took place with global changes. CNN'’s way of
presenting the Gulf War to society has changed many things. In this context, the first Gulf War was probably
the first in war history. Because it was announced in television guides. It had its own logo and jingles. The war
started for US citizen in prime time (Grobel, 1995, p. 144). As a result, the Gulf War became a war that people
consume with the elements of entertainment. The elements that aestheticized war with visual elements had come
to an understanding of the destruction of the Gulf War on civilians.

The impact of information technologies on media tools has also changed the relationship between war and media. In
this relationship, the phenomenon of entertainment has become more visible. War has become more media material
with the help of media tools. The concept of militainment, which consists of combining the word military with the
word entertainment, has been used to explain this situation. For the first time, the concept has used in the article
named “That’s militainment!”. The article did not provide a clear definition of the concept of militainment, but
it was a brief review of the militainment and the appearance of military issues in the media (Poniewozik & Cagle,
2002). After this article, a few weak discussions about the concept were put forward. Roger Stahl's documentary
and his book named as Militainment inc have ensured the settlement of the concept of in the literature (2010).

James Der Derian reveals a structure called MIME Network (2001) in his book titled Virtuous War: Mapping
the Military-Industrial-Media Entertainment Network. This structure consists of military, industrial, media and
entertainment. Derian also points to the distortions in social perception of war by emphasizing that digital
technologies create virtual realities of war. Today, the MIME network introduced by Derian is growing and
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becoming more complex. According to Derian (Derian, 2001), this process began with the Gulf War and then
permeated around the globe. Derian’s MIME Network approach is a comprehensive approach indicating the
importance of war narrative and the relationship between war narrative and media. The main issue here is how
the war narrative is shaped in the media. The relationship between the Pentagon and Hollywood supports Derian’s
approach. According to information obtained from US Freedom of Information Act, between 1911 and 2017,
more than 800 feature movies received support from the US Governments Department of Defence (DoD). On
television, 1,100 titles have received Pentagon backing — 900 of them since 2005. For its part, the CIA has assisted
in 60 movie and television shows since its formation in 1947 (Alford, 2017).

War propaganda is encoded in the narrative arc of the Hollywood and many people decode it using that we're
under threat of bad guys, the good guys have to stick together (Lynch, 2005, p. 24). As a matter of fact, war
narratives have played a central role in American history from the outset of colonization. Today, there is a growing
literature that documents the American efforts to establish narratives to define the nation’s enemies and the threats
they have posed. Some of these studies focus on the mass media’s role in preparing the public for war (Callahan
& Dubnick & Olshfski, 2006, p. 556). However, after the 9/11 attacks, the US began to use narratives more
systematically in the Iraqi operation and the war in Afghanistan.

Narrative of “the War on Terror”

The US’s narrative of “the War on Terror” has begun much earlier than 9/11 attack. The tracks of this narrative
can be traced both on presidents’ statements and official documents since the Clinton Administration. The Clinton
Administration has developed a strategy and narrative in response to the 1993 World Trade Center (WTC) Bombing,
the 1995 Murrah Federal Building bombing in Oklahoma City, and attacks on embassies and government property
abroad. Clinton’s initial efforts of constructing a new narrative floundered, but as terrorism evolved. “The War
on Terror” narrative began to slowly take hold, but under the Clinton Administration, responses against attacks
remained limited in scale to mainly a tactical level (Barnett, 2016, p. 11).

The war on terror as frankly declared by President G. W. Bush began after the 9/11strikes on American soil
and emerged as the dominant narrative. This narrative also became the prevailing organizing principle of US
foreign policy, taking the attacks as its starting point and scripting the final act as an American victory in some
undetermined future (Zalman & Clarke, 2009, p. 101; Barnett, 2016, p. 6).

Bush’s presidential statement following the 9/11 attacks was both a turning point and a foundation. The war on
terror narrative was developed by giving the words and contexts that the previous administrations did not use. The
most important thing was the use of the concept of ‘evil’. In many subsequent statements, the concept of evil was
used and became an important part of the narrative. The concept of evil greatly contributed to the effectiveness
of not only the discourse but also policies suggested by the administration. By framing the attacks as demonic,
the Bush Administration signaled that the terror threat cannot be contained, managed, or deterred. The evil, after
all, cannot be arrested or interdicted. This type of language, suggests that the only way to alleviate the threat of
terrorism is to eliminate it (Bush, 2001a; Desch, 2008; Barnett, 2016, pp. 15-16).

Another important part of the narrative is the discourse of “our way of life, our very freedom came under attack”.
In this way, it is emphasized that the terrorists hate the US because of its intrinsic values, way of life, and freedom
and the US cannot change its values, way of life, or people—therefore, as long as the evil terrorists exist, the citizens
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are under attack (Statement by the President, 2001; Desch, 2008; Barnett, 2016, pp. 15-16). Furthermore, Bush
asserted time and again that the administration would “make no distinction between the terrorists who committed
these acts and those who harbor them” (Bush, 2001a).

In a short while after the 11 attacks, the Bush administration signed an anti-terrorism bill and then Bush gave a
statement saying that “But one thing is for certain: These terrorists must be pursued, they must be defeated, and
they must be brought to justice” (Bush, 2001b). This statement was interpreted as the formation of a structure
where the borders of counter-terrorism are highly stretched. Specifically, the reference to the relentless response of
the intelligence and law agencies to the new and sudden changes in the continuation of the statement put forward
the management of the struggle with the evil (Bush, 2001b). National Security Strategy of Bush Administration
made a clear division between ‘us’ and ‘them’, linking terrorism to rogue states that “hate the United States and
everything for which it stands” (White House, 2006: p. 14).

President Barack Obama, even as a presidential candidate, tried to distinguish himself from the Bush Administration.
Obama had a desire to change the “the War on Terror” narrative. In 2009, he stated in an interview with Al
Arabiya that “the language we use matters,” and Obama has eschewed terminology such as the “the War on Terror,”
“jihadism,” and “radical Islam” (Barnett, 2016: 18). Obama has often stated that the US is at war with terrorism and
not with Islam. However action-discourse integrity was needed for the narrative to change direction and the Obama
administration did not take steps to change the narrative in its actions except drone use and manhunt-oriented

tactical differences. These tactical differences were already necessary focusing on targets in a more effective way.

In the discourse, the use of enemy or struggle concepts instead of the concepts like evil and war softened the
narrative but did not change its quality. Even though, Adam Hodges’ research has indicated that any talk of “a
global ‘the war on terror’ is simply absent in Obama’s discourse” (Hodges, 2011, p. 157), it is obvious that “the War
on Terror” as a narrative in the Obama administration has not disappeared or been replaced. Rather, the rhetorical
shift has been seen and it was quite superficial. Obama preferred not using “the war on terror” and continued with
the narrative that “our nation is at war against a far-reaching network of violence and hatred.” (Obama, 2009). In
the famous statement after the operation for killing Osama bin Laden, he did not prefer to use the expression of
the war on terror and instead called whole efforts as a “war against al Qaeda, protect our citizens and our allies”
(Obama, 2011). Meanwhile, Obama emphasized the heroes as Bush did, and praised their courage by saying
“painstaking work by our intelligence community” (Obama, 2011). The Bush and Obama administrations built
the narrative of terrorism on the idea of preserving the values of the US by forming a clear definition of enemies
and the heroes who fought against it. They emphasized the idea that the US should do everything necessary
to protect itself, without any explanation as to why the US is the target of these attacks. Although the Obama
administration says it has an attitude against torture in the fight against terrorism (The White House, 2015), it

is not possible to see clearly defined moral limits in the narrative of war on terror.

Although bin Laden was killed in 2011, the US’s narrative of war on terror continued until 2014, when it withdrew
from Afghanistan. Today, this narrative continues to exist even though it is not as strong as it was between 2001-2014.

This is because terrorism is not a completely eliminated threat in the global political agenda of the United States.
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The of Role of “Zero Dark Thirty” in War Narrative

Zero Dark Thirty produced in 2012 dramatizes the U.S. government’s decade-long manhunt for al- Qaeda founder,
Osama Bin Laden. Information from detainees ultimately led to the discovery of bin Laden’s hideout in Abbottabad,
Pakistan, where he was killed by Navy SEALs on May 2, 2011. At the movies center, there is a dedicated young
CIA agent, Maya, to find bin Laden. That’s why the movie was billed as the greatest manhunt in history. From
the moment the movie was screened, it received a lot of criticism from the political point of view. The scenes of
torture in the movie have been the focus of criticism. Nevertheless, Zero Dark Thirty was able to take its place in
the first most popular fifty movies in 2012, with revenues of approximately $ 132 billion.

The movie is based on the US narrative of the war on terror. The story of the capture of terrorist bin Laden, the
perpetrator of the US’s biggest attacks on US’s soil, is the center of the narrative plot in the movie. The realism
of narrative is a necessary component for strengthening the narrative. For that reason, the movie was acclaimed
for its historical realism. At the opening scene, it is written that is “the following motion picture is based on
first-hand accounts of actual events”. In this way, the basic structure has been formed to strengthen the narrative
of the movie. The movie already relied on diretor’s and writer’s acess to officials and documents at the CIA and
Pentagon. Correspondences leaking to the press clearly shows the support given by the CIA (Jenkins, 2016). On
the other hand, there are different reasons for the CIA’s support for the movie. One of the main reasons is the need
for the movie’s narrative to be consistent with the official narrative. A larger audience who could not be reached
by official narrative was desired to be reached by the movie. The desire in this direction is the result of the aim
of using the strategic advantage of the war narrative.

The first remarkable detail about the movie is the name of the movie. Zero Dark Thirty is a military term meaning
that unspecified time between midnight and dawn. The term also implies that some people are awake while the
rest of us sleep. For this reason, the term of Zero Dark Thirty allows the loading of certain meanings such as
heroism and sacrifice. In the movie, the name of Zero Dark Thirty also refers to the time of operation for bin
Laden. (Burgoyne, 2014, p. 247). Already Kathryn Bigelow being director of the movie indicates the importance
of the name of the movie by saying that it gives “people a glimpse at the dedication and courage and sacrifice
they made.” The name Zero Dark Thirty is primarily a reference to the sacrifices of the Navy Seal team, who set
out their lives to catch and kill bin Laden. In this context, a reference is also made to the revenge of the people
who lost their lives in the 9/11 attacks under the name of Zero Dark Thirty. As a matter of fact, revenge in the
narrative of the US is often revealed as seen in the movie.

In the 1990s, the US began to construct a narrative of the war on terror, but the 9/11 attacks were centered in
the center of the narrative. This situation shows itself in the movie’s narrative as well. Thus, the movie opens
with real 911 recordings on 9/11 which are given on the screen when there is no image. The last recording is the
tragic one. A woman cries for help and repeats that “I'm gonna die”. After that, a torture scene begins finding
a clue for bin Laden. There are many other torture scenes in the movie and these scenes are highly criticized.
Actually, the movie’s storyline has designed to legitimate several post 9/11 US agenda in Middle East region such
as torture, black sites, special operations or CIA maneuvers. Because, according to the US narrative, the US is at
war with terrorism and the nature of war is violent. Terrorists have harmed the US people and it should be done
to ensure that terrorism does not harm the US again. If it is not done, it is inevitable that the terrorists will harm
the US people again. However, not only the US people but the entire world, live under the threat of terrorism.
Several attacks in other countries, such as the terrorist attack in London on July 7, 2005, and the bombing of the
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Marriott Hotel in Islamabad, Pakistan, in 2008 are also included. As in 9/11, in London and Islamabad people
are given the message that they have been subjected to violence while living on an ordinary day. However, the
attack to Marriot Hotel in Islamabad and the use of the expression of the “westerners” in the news about the
attack includes the emphasis that “we are” and “West World”. The dominant narrative is shaped as if we are the

target, we must struggle in whatever form.

Based on the narrative of the war on terror, the use of torture techniques in the pursuit for bin Laden and its
emphasis on the need to do so, are heavily criticized. Zizek defines Zero Dark Thirty as a “Hollywood’s Gift to
American Power”. Because the movie contributes to the normalisation of torture. For example, when the movie’s
heroine, Maya, first witnesses waterboarding, she is a little shocked. However, she quickly learns the ropes and then
she coldly blackmails a high-level Arab prisoner. Another example is about her partner, Dan, a young, bearded
CIA agent. He changes from a torturer in jeans to a well-dressed Washington bureaucrat. Thats why for Zizek,
Zero Dark Thirty is a sign of the moral vacuum we aregradually approaching (Zizek, 2013). A similar criticism
came from Boggs and Poland. According to them (Boggs & Pollard, 2016, p. 8), the movie is another sample
of Hollywood cinema showing that “even the most horrible actions carried out in Arab/Muslim nations can be
ritually justified by the unprovoked terrorist attacks on 9/11”. This is an indication of the fact that there are no
moral limititation in fight against terrorism as seen in the US narrative.

The speech of the director of the CIA, names as George, at the meeting is important to evaluate the narrative in
the movie. In his speech, not only the 9/11 attacks were referred, but also the attacks of US embassies in Tanzania
and Kenya in 1998, and The USS Cole bombing in 2000 have been referred. This was also a reference to the fact
that they were under constant attack as tried to be shown in the narrative of the war on terror. As it stated in the
official narrative, he stated in his speech that against these attacks, only our way of life and our freedom is intended
to protect. As in the official narrative of the USA, the expression “defeating the enemy” was used as in the speech.
In his speech, “They attacked us” is another expression that should be emphasized. This is a reference for that
there was no reason for them to do so. Because the official narrative never talks about the historical, economic,

sociological and political conditions necessary to understand the nature of terrorism.

Correct identification of the enemy is also critical. A message that is consistent with the narrative of Obama being
in war with terrorism and not with Islam has been emphasized in the movie. At this point, it is noteworthy that
Dan entered the room of the Wolf; the senior official at the CIA. When Dan enters the room, Wolf performs
salaat. After finishing his salaat, he is seen as a professional who does his job to find the clue to catch bin Laden.
However, the western image of Wolf can be interpreted as opposed to the linkage between certain ethnic groups

and Islam in the movie, as well as interpreting the relationship of certain ethnic groups to Islam as problematic.

The narrative of the war on terror refers to heroes to sanctify the purpose. This allows people to embody the
narrative in their minds and see themselves in a particular scene. Bush’s and Obama’s reference to intelligence and
law agencies in their speeches has further clarified the framework of the narrative. Therefore, whereas Obama
and his commanders followed the mission to kill bin Laden, Zero Dark Thirty presents main character Maya as
its author. She is the first to get the good news for the operation of the Seals. She is the person who unzips the
body-bag and IDs the Bin Laden’s corpse. Maya is so important that she flies home alone in the empty bay of a
cargo plane (Hoberman, 2013)
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In Zero Dark Thirty, the scenes and dialogues in harmony with the official narrative of the US show how the
war narrative reach people through the media. The person who prefers to go to the cinema as a social activity in
daily life follows the war narrative only by the watching a movie. In this way, In this way, people consume war
like many other things in the media.

Conclusion

Zero Dark Thirty is a movie in which the narrative of the war on terror is used by taking a very important event
for the global political system. In other words, it is the presentation of the war against terrorism to the public
through the media and especially through the cinema. However, this effort is not without reason. Because, in
wars, a narrative has a strategic importance. In wars, consent of public is a decisive force in winning the war. If the
public consents to the war, it gives the governments great power in initiating and sustaining this war. Obtaining
this power is also a necessity for political will.

When the narrative of war is placed within the media tool, it becomes much easier to bring the narrative to
society. But this also inevitably changes the form of the relationship between war and society. In this relationship,
the masses, who have never witnessed the war before, make war within the framework of the narratives reaching
them through the media. This new interpretation makes the war a consumable phenomenon and sometimes even
becomes an entertainment tool. Sometimes a movie or a computer game carries the war narrative, making the war
consumable during its use. This situation adds new meanings and dimensions to the relationship between war
and society. It is precisely for this reason to understand how war narratives are transported to society through the
media, and to understand the relationship between war and society.
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Abstract

When the cinema history is analyzed, it can be observed that the academic studies specific to movies are generally
about the directors’ approach to cinema and the representations. Thus, it would not be wrong to say that the
relations cinema established with the audience and the audience’s experience of movie viewing are mostly neglected
in those studies. Yet, viewing experience which happens to occur when cinema movies meet the audience in dark
theatres is worthy of examining as a complex process with different dimensions.

In this study, the audience experiences over the popular domestic or foreign movies which have been released in
Turkey have been analyzed. A discussion is set over the reasons why popular movies are or are not preferred by the
audience are discussed, and it is purposed to answer the questions of how the audiences decide to go to a movie
theater; what kinds of movies they prefer; under which conditions, with whom and how they experience those
movies; how they get impressed by the actors or the plotline. In accordance with this purpose, semi-structured
face-to-face interviews have been conducted with 6 men and 8 women with various socio-economic statuses, who
have been reached by using snowball sampling method. The data obtained during these interviews have been
written out in computer environment to be put in documents. These data have been qualitatively analyzed and
discovered by being organized in codes, categories and themes.

Keywords: Cinema, popular cinema, cinema-audience relations, qualitative researches.

Introduction

Popular culture is a culture of everyday life, which unnoticeably dominates masses to have them become addicted
to itself. Hence, popular culture is rapidly produced and consumed. It is possible to say that the mass media has a
significant role in obtaining this rapidity. Since it emerged as a branch of art, cinema has also had a characteristic as
a commercial popular culture production that produces, crafts, conveys and recycles the values of the era. Thanks
to these features, cinema has achieved to attract the attention of the audience in every period of time.

Because, the popular cinema includes the movies that are produced to highlight the entertaining and recreational
aspects of cinema, proceeding through the industrial feature of cinema to get to the main aim which is basically
making money. Those movies are aimed to reach big numbers of audiences, and to achieve that they are produced
by considering the expectations of the audience (Isiklar, 2010: 36). In the popular movies that are produced by
considering the expectations of the audience, the audiences are easily carried away by the magic of the cinema, the
narrative is hidden to be invisible, and the audiences are provided with the information that they are witnessing the
incidents of a fictional universe without an intermediary — i.e. a narrator. Because of the absence of a narrator, and

1 (Selguk University), ozzlemozgur@gmail.com
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the way the narrative is made invisible, the distance between the audience and the fictional universe is set to zero
or minimized. In other words, the audience may directly enter into the fictional universe, identify with fictional
characters, and live in this fictional universe by leaving their own reality and consciousness behind. The popular
cinema in which the audience is directed emotionally uses the classical narrative structure to place emotional
tension within the movie. This tension and conflict which go up to the climax throughout the movie are ended
in the resolution phase to provide emotional relief and catharsis (Sozen, 2008:131-132).

The popular cinema also uses stereotypes in order to direct the audience emotionally and to provide catharsis by
the identification of the audience with the character. Stereotypes are of great importance for the popular cinema.
That is because within the fictional worlds of the narratives, instead of questioning and discussing what happens,
an analogy is made with what is repeated and routine. In this respect, it is quite natural for the popular narratives
to frequently have a recourse to stereotypes and conventions (Abisel, 1997: 127). Stereotypes which can be useful
to build a fast and easily comprehendible movie may help the audience further identify with the character. The
role of the popular movie characters may be easily estimated only by reviewing their superficial existence within
the storyline (Abisel, 2010: 63). Moreover, the storyline in a popular movie goes off within a domestic atmosphere,
around a small group of people such as a family. As the keystone of the current social pattern, family is a sufficient
medium for all the given dominant ideologies to be justified and reproduced within its own small universe. Thus,
being a natural universal establishment as it is, family is one of the indispensable elements for the narratives of the
popular movies. The popular movies focus on the concepts of family and romantic love which leads through the
establishment of a family (Abisel, 1997: 128). That is because the popular movies should present the representations
that are compatible with the dominant ideology to the audience in order to pull the audience into the narrative
without thinking through, and to provide emotional satisfaction by letting the audience identify themselves with

the characters within the cinematic narrative.

It was only by the end of late 40s when the popular movies -which have a big influence over the viewers, were
recognized to be worthy of analyzing. Starting from that period, the researches have gained momentum focusing on
the popular movies which mediated themselves with genre movies, directors and cinematic understandings, genre
movies and their characteristics, relations between the dominant political discourses and the popular movies (Abisel,
1995: 31). However, it was not until the 80s when the audience was accepted as the complementary factor of the
movie, and problematized to become a subject of study. The curiosity and the need to measure the impacts of the
mass media caused an improvement in the field of audience researches by the late 40s. The audience researches in
the field of cinema along with radio and TV were accelerated after the 80s (Ozsoy, 2017: 358).

1. Popular Cinema-Audience Relation

The very first movie screening was the Lumiére Brothers' “Arrival of a Train at La Ciotat™ in 1895 in Grand
Café — Paris. A bunch of audiences who watched the movie were scared of the train coming towards them and
stampeded. This viewing experience that led into a panic situation has become the beginning of the cinema-audience
relation. As cinema established strong bounds with its audience over the time, it has become an essential element
of the daily life as an instrument of social activity and entertainment. As the special theatres were opened for the
movie screenings, cinema found its own venue and assured its place as an urban entertainment element within

the social life. The movie theatres have become a significant element for the viewing experience.

2 French original: “Larrivée dun Train en Gare de La Ciotat”
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Kirel (2010: 27-29) states that the movie theatres are places that provide an escape for the audience. Cinema
audience come to these places in order to escape from the outside world and its realities. On the account of this
fact, Kirel specifically mentions that the “the gratifications of escape” should be fulfilled for the audience who
come into the theatre as promised. According to Kirel, the movie theatre should be considered as an escape place
from the struggles of the urban life during the process of alienation and retrogression of traditional interaction
that the modern life brings along,.

In his study, I.C. Jarvie has underlined the social aspect of cinema, and pointed out both the personal and social
aspects of viewing experience. According to Jarvie, the viewing experience can be interpreted as a personal process
since the audience disappears inside the dark theatre, has no social interaction with the others around, and does
not know any of the others even by name. However, when an audience goes to the theatre with the family, the
relatives, a significant other or any of the acquaintances, due to the popular aspect of cinema, this leads to social
activities such as discussing the movie, the cast or the stars of the movie. In this respect, cinema may be considered
as a social activity with a socializing sense. These activities, although being performed individually, compose a
nonvisible social group. This is a social group that is composed of people who watch the same content at the
same time (Jarvie, 1993:23).

Many researches where the cinema-audience relations are questioned accentuate the issue whether the audience
is active or passive while viewing the movie. In order to object to the opinion that female viewers are passive
individuals who can easily be manipulated by the media, J. Stacey conducted a study which puts female audience
in the center. The findings of Stacey were based on a research which was applied on a group of British women
that mostly consists of working class and over 60 years of age. Within the framework of the study, first some
advertisements were posted in “Women’s Realm” and “Women’s Weekly” magazines asking the women if they
were fond of cinema in 1940s and 1950s. The 350 women who answered this question were later asked to answer
a list of new questions, and the answers of the 238 women who agreed to answer were evaluated. At the end of
the research, Stacey collected the motives that lead women to go to the cinema under 3 main titles: escaping,
identification and consumption. According to Stacey, Hollywood, with the gimmickry and glory it presents,
provides an escape for women. With Hollywood movies, women escape from struggles of England in time of
war. Moreover, with the practice of movie theatre-going, the women of the era not only identify themselves with
Hollywood stars but also create a counter field that is considered as restrictive British womanhood. The research
of Stacey is significant in terms of revealing the place of cinema within the social and daily life of the analyzed
period (From Stacey (1994) cited by Storey, 2000: 80-88).

Stacey’s this study which can be considered as a pioneer has been followed by Annette Kuhn’s book - “An Everyday
Magic: Cinema and Cultural Memory” (2002). Kuhn who is interested in how the movies affect the audiences
examines the experiences of people who go to see movies in 1930s by using oral history interviews. Kuhn desires
to discover how the cultural memory processes as a common power shared by the audiences while shaping the
memories of the individuals, and forming the audience. Choosing a path to learn about the audience experiences
directly from their stories and narratives, Kuhn asks “How people communicate with cinema?” as the fundamental
question of this project (From Dhoest (2004) cited by Akbulut, 2014: 4)

It is possible to say that the researches focusing on cinema-audience relations accelerated after 2000s in Turkey.
Thus, various researches have been introduced in the literature analyzing the movies not only with context analysis
but also taking the audience into the consideration. Erkilic (2009), Tanriover (2011), Tas Oz (2012), Yuksel and
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Demir (2014), Akbulut (2014), Ozsoy (2017) have drawn attention with their extensive studies that put the

audience in the center.

In his study named “From Dream Castles to Multiplexes, the Changing Viewing Culture and Cinema” Erkilic
(2009) focuses on the changes on movie theatres and audience profiles. Erkilic observes that the audience profile
of Turkish cinema evolved through a younger population of college students, and the women started to go to the
movie theatres again after 2000s. That is mostly because the shopping malls are preferred by families as safe places
that can respond any kind of need (including the movie options, consumption and recreations). Shopping malls
also provide an appropriate environment for the consumption needs and lifestyle of middle class. The multiplexes
inside the shopping malls reach a specific level in terms of interior designs, lounges, seats, curtains, projection systems
and sound quality, and even some of the theatres have been prepared specifically for digital cinema. Erkilic also
states that with the improving technology, domestic movie-viewing experience also gets more and more common.
The research named “The Status and the Aims of Film Industry in Turkey” executed by Hulya Tanriover in 2011
indicates similar results. According to the findings of a research that has been conducted by using qualitative
methods, the cinema-going habit is defined as a cultural practice that is adopted by young and educated groups with
a higher socio-economic level, who live and may freely circulate in the central neighborhoods of urban areas. Tas
Oz (2012) explains the interactive cinema technologies as a form that gives the audience a chance to be a “subject”
for the first time. This is because the logic behind the interactive cinema is mutual interaction, thus the audience
becomes an important subject since the narrative is defined considering the choices of the audience. However,
the said choices are in fact defined by the director and the production team, so the audience is not actually the
one who diverts the narrative but is the one who plays one of the predefined roles. Tas Oz underlines that the
interactive cinema experience has a personal nature, and thus it holds a powerful advantage to create an important
change in the cinema viewing culture. The research of Yuksel and Demir (2014) named “Film Viewing Practices
of 2000s” Generation” focuses on the movie viewing practices of the generation of 2000s; and starting from that
practices, it analyzes the social and cultural changes. The study furthermore examines the changing fundamental
producing and viewing forms in order to reveal the position of the audience. As it is stated in the study, although
the 2000s" generation seems like a digital generation, in respect to cinema viewing culture and audience status,
some of the functions are still valid. One still can socialize, have conversations before during or after the movie,
meet with young man or women, see others and make himself/herself visible to the others, consume snacks, and
perform activities (such as involving in the movie with whistles, jeers, laughter etc.) that will help him/her to get
away from the real conditions of the real world. Akbulut (2014) tries to understand the cinema-going experience
in Turkey between 60s and 80s by using oral history in his study named “Cinema-Going and Viewing: A Study
of Oral History”. The study reveals that oral history interviews and examination of audience’s experiences can be
a guide not only in respect of the cinema history but also in order to understand how the subjects’ (interviewees’)
rebuild and narrate their subjective identities within the social, political, economic and cultural context. The
results of the study show that going to the cinema does not only mean seeing a movie. It is a social, political and
cultural experience to be able to practice crossing the lines and being a “modern”, eligible urban citizen who belongs
to a place, a time, an ideology, a class or a community without classes and privileges. And so it is necessary to
examine the different aspects of this experience thoroughly. Similarly, in her study named “Cinema, New Viewing
Experiences and Children’s Spectator”, having adopted British cultural studies tradition, Ozsoy (2017) focuses on
the relation that cinema establishes with its audience via movies. The study aims to understand and discuss the
relation between today’s cinema and the audience by looking at the urban child audience. The research reveals that
a great majority of the children/students who are described as cinema audience use technology and also prefer to
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watch movies in the theatres. The child audience have access to more opportunities today; and thus viewing has
become easier and faster. Going to the cinema establishes a social experience area for the child audience. Meeting
with friends, chatting, strolling and seeing a movie is the contents of this social experience; even though it takes
place in the shopping malls. Today, instead of going to the movie theatres, children watch movies online. This
way of movie watching have become the most important alternative of the movie theatres.

2. Method and Sample

The researches on the cinema going habits of people use the qualitative methodology in order to discover the
experiences of the audiences. While using the qualitative methodology, in addition to interviews and observations,
it is suggested to include diaries and witnesses or written sources in the sample to create micro scale research designs
(Akbulut,2014:3). In accordance with the abovementioned explanations, this study is a qualitative research analyzing
whether or not the foreign or domestic popular movies that are released in Turkey are preferable for the audience.

This research has been conducted by using one of the data collecting techniques that are used in the qualitative
researches: Semi-structured interview technique. The semi-structured interview technique was chosen in order to
provide the opportunity of accidental learning for the researcher. The semi-structured interviews were performed
with 6 men and 8 women participants of different socioeconomic status, who agreed to attend the research. The
participants were found by using snowball sampling method.

Rubin and Rubin (2005, p. 67) indicated that if the researcher starts to obtain less data, that means that the
number of the sample is completed. In this research, as soon as the same information started to come from the
participants of the sample, i.e., an information started to be repeated, the number of the sample was accepted as
completed, and no new participants were included in the sample.

In the semi-structured interviews that have been conducted by the researcher face-to-face, the following questions
have been asked the participants. Also, while preparing these questions, the research made by Yiiksel and Demir
(2014:31-54) was taken into consideration.

* DPlease specify your age, educational background and occupation.
*  Which activities do you like to do in your spare time?

* Do you remember the very first movie you have ever seen in your life? Do you recall anything about its content?
What kind of emotions did that movie evoke in you?

* How often do you go to the cinema, and with whom? Or do you prefer to go to the cinema alone?

*  Which sources do you use while defining the movies you will watch at the movie theatre? What are the factors
that influence your decision to go to the cinema?

e What genres of movies do you like?

* Do you make use of different channels to watch a movie?

* Do you create opportunities to go shopping or dining before or after seeing a movie at the movie theatre?
* What do you think is the biggest obstacle that keeps you from watching a movie at the theatre?

* As a venue to watch a movie, what kind of emotions do the movie theatres evoke in you?

* Have you ever left the movie theatre before the movie ended?
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* Are there any movies that you do not get tired of watching? If yes, what are the reasons that make you watch

those movies over and over again?
e What bothers you the most in the movies?
e What are your favorite Turkish or foreign movies? Why do you like them this much?
* What are the Turkish movies you saw and enjoyed in 2017-2018?

The obtained data have been inductively parsed bottom-up in codes, categories and themes, as it is suggested by
Creswell (2013: 45) and Punch (2011:195-196). The researcher has reviewed the data closer and pondered about
the meaning of every phrase and idea (Kus, 2006: 3); thus the findings of the research have been obtained by
using limited or singular-centered intense description (Creswell, 2013: 201).

3. Findings and Conclusion

3.1. The Sociodemographic Characteristics of the Participants

Among the 14 participants of the research, who carry various sociodemographic characteristics, 6 of them are
male and 8 of them are female. 2 of the participants are primary school graduates, 2 of them are high school
graduates, 2 of them has associate degree, 4 of them have bachelor’s degree, 2 of them are graduate school students,
and 2 of them have doctoral degree. In terms of the occupations, the group consists of the participants who are
academician, computer engineer, business manager, worker, delivery nurse, retired, or housewife. Furthermore,
some high school, undergraduate and postgraduate students are also included in the research as the participants.

3.2. The Free Time Activities of the Participants

The participants have specified their free time activities as reading a book, playing an instrument, drawing, making
handicrafts or doing jigsaw puzzles, watching YouTube videos, working in the garden, going on a walk, watching
TV, and going to the cinema. Only 1 of the 13 participants does not enjoy going to the cinema at all. Another
participant stated that rather than being a spare time activity option, going to the cinema is an indispensable
cultural activity that one has to do sparing specific time -not when there is time to kill.

3.3. The first movie the participants saw, where they watched it, and how they reacted

The participants watched their first movies at the movie theatres. The name of the movies are stated as Finding
Nemo, Mavi Mavi, Harry Potter, Sweet November, Recep Ivedik, the Lord of the Rings, Superman, My Father
and My Son (Babam ve Oglum). Those who were born after the year 1990 met cinema at earlier ages while others
who are older saw their first movies at their 20s. Isil, one of the participants who was born in 2000, had her first
cinema experience at the age of 4 with an animation movie which she went to see with her parents. The older of
the participants, Sukran, had her first cinema experience at her 40s thanks to a friend. Another participant explained
the reason why they met cinema so late stating that there were not any movie theatres in the county they used to
live in. The emotions they get from the movie are also directly proportionate to their ages. The cinema experience
that was fulfilled at early ages has been described as exciting, funny and extremely amusing by the individuals.
Those individuals were impressed by the effects and sound system. The cinema experience that was first fulfilled
at later ages has happened more like an emotional participation, and the participants were impressed by the story
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and the characters. For instance, the participants Zekine and Sukran’s first cinema experience was with the movie
of the director Cagan Irmak. They stated that they found the movie extremely emotional and touching so much
that they cried during and after the movie. Similarly, another participant who went to see the movie “Sweet
November” also displayed similar behaviors. Ramazan, another participant who had his first cinema experience
at his 20s with the movie Harry Potter, was impressed by the technical features of the movie and fascinated by
the images on the screen and sound effects. This specific participant, although experiencing cinema at later ages,
did not show an emotional participation behavior like his coevals, but rather he was impressed by the technical
features that cinema presented. That is the point where he diverges from his coevals.

3.4. Participants’ Frequency of Movie-Going

The participants stated that their frequency of going to the movie theatres may differ depending on whether
the movies that are released are appealing to their taste or not. However, if a periodic description is required,
according to their own statements, the cinema-going frequency for 5 of the participants is once in a month, for
3 participant once in two months, for 2 other participant once in three months, for lother participant once in a
fortnight. While one of the 2 participants who finds movie theatres very disturbing and boring never goes to the
cinema; the other one mentions that he watches several movies in a week, however because of the lack of time
he has to prefer different places instead of going to the theatres. Another participant who last went to the cinema

almost 10 years ago states that because the ticket prices are high, it is financially hard for him to go to the cinema.

3.5. The way the participants decide to go to the cinema and the factors that effect this
decision

The participants state that they generally pay attention to newly released movies while making the decision of
going to the cinema. If the new release is a sequel, and if the previous movie was seen and enjoyed the participants
prefer the see this new one. Directors and casts are also effective over the decisions of the participants. For instance,
one of the participants mentions that he always prefers to see Cagan Irmak’s movies in theatres, so that he never
misses it when a Cagan Irmak movie is released. The participants also state that they may prefer to go to see a
movie if an acquaintance who saw and liked the movie recommends. Lack of time and financial incapability are
most significant factors that cause them not to be able to go to the cinema.

3.6. The Genres Preferred by the Participants

The participants prefer romantic comedies, comedies, dramas, adventures and horror movies. While 1 participant
states that she does not like horror and thriller movies, another one states that she enjoys romantic period movies.

2 of the participants, Serpil and Esra, says that they have favorite genres, but if the plotline is well-built and
meaningful, they may watch the movie even if it is not a genre they would normally prefer. Sometimes the movies
preferred by the participants may be defined according to their professions. A participant who is a computer engineer
mentions that on the nature of his profession he prefers animations and science fictions. Still, it is possible to say
that the most preferred genres are drama and comedy.

135



AN AUDIENCE RESEARCH ON THE POPULAR CINEMA
Ozlem Ozgiir

3.7. The Way the Participants Determine the Movies They Will See

The participants generally apply to the internet while choosing the movies they will see. They read different
commentaries online, and especially watch the trailers. “beyazperde.com” is one of the websites they follow. 2
of the participants mention that they read the commentaries of Eksi Sozluk authors while deciding to go to the
cinema. These participants also write their commentaries on Eksi Sozluk in order to give an idea to other people

about the movie they saw.

Consequently it is possible to say that now the cinema audiences actively produce movie choices and contexts
about going to the cinema. Besides, it is quite interesting that the audiences not only prefer the contexts that are
produced to make the audience go to the cinema, but also they release the contexts that they produced themselves
into circulation on the internet. The participants point out that they watch the culture and arts programs if they
happen to come across them on TV, and get information about the movies in theatres. However, within the sample
of this research there are not any participants who mentioned that they occasionally buy a cinema magazine or have
a subscription for one. That means they do not prefer to make their choices about the movies they will see based
on the magazines. Moreover, a participant states that she goes to the cinema only by getting recommendations

from her friends about the movies, and apart from that she does not get information from any other place.

3.8. Cinema as a Group Activity

All of the participants of the research mentions that they prefer to go to the movie theatre with their friends. Only
one of the participant goes to the cinema alone from time to time, but does not prefer to do so. Hence cinema is
asocial activity that is preferred to be done in a group. According to the participants, this preference derives from
the need to discuss the actors, scenes, effects etc. at times. They are worried that otherwise the alone movie-going

activity may become boring for them.

3.9. Different Places Preferred for the Movie-Viewing Process

Those who involved in the research indicate that they sometimes prefer to view the movies at some places other than
the movie theatre. The primary reason of this is the high ticket prices. Another reason is the need to stay indoors
in spare times because of the extreme busyness at work place. Moreover, the movie theatres, though they seem
quite attractive with their wide screens and movies with visual effects, may turn into a disturbing environments.
The sound of the snacks, talking people and seating arrangements, ventilation systems which do not function

properly may cause cinema audience to prefer other places to view a movie.

3.10. Is Cinema, per se, an Activity?

The participants point out that they do shopping and have meals before the movie since the movie theatres
generally located inside the shopping malls. Only one participant stated that he spares special time to go to the
cinema, so that he gets out specifically to go to the movie theatre, and does not do any other activity before or
after the movie. He mentions that he does that out of his love for the cinema, and that he is quite sorry for the

movie theatres which are stuck inside the shopping malls.
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3.11. Cinema as a High-Cost Means of Entertainment

What Zekine, one of the participants, who work as a delivery nurse says is quite interesting. With her family of
three, Zekine is able to go to the cinema with her husband and daughter, they may go shopping and have a meal
before or after the movie. However, she mentions that a friend of her who does the same job as hers with the same
salary has to decline the demands of her children because she has a larger family and does not have the financial
possibilities. This may be described as an indicator that cinema is getting far from being a public entertainment.
Because, since the first time it emerged, cinema has been a public entertainment with which low-income families
living in the city centers can make good use of their spare times, providing those people to buy a different world
with little prices. However, today cinema seems to be losing its feature of being an entertainment means which is
accessible for all the public for affordable prices. That is why the participants especially mention that there should

be bargain matinees and family discounts.

3.12. Cinema as a Part of the Modern City Life

Since the first moment it came into the life of ordinary person, cinema has been a part of the modern city life.
With this research, it is possible to say that the situation still applies. One of the participants, Serpil, was born in
a province of Manisa City on the western region of Turkey in 1985. Serpil went to the cinema for the first time at
the age of 16 to see the movie “Sweet November”. The participant thinks it was very late for her to meet cinema,
considering that she was born after 1980. She points a reason for the situation explaining that though she was
living on the western region of Turkey, it still took very long for the movie theatres that used to exist in the city
centers to come to the provinces. Similarly, other participant Zekine states that she met movie theatres only at
her 20s because there were no theatres in the provincial areas where she was born or she was assigned for work.

As a result, it is possible to say that cinema meets its audience still in more modern city centers as a part of life.

3.13. Cinema as an Exciting Place

Only 1 of the 13 participants of the research describes the dark movie theatres as boring, while other 12 participants
described them as impressive. The images on the widescreen featuring the actors, and the rising dramatic impact
in the dark theatres creates a fascinating effect on these participants. Thus, it would not be wrong to say that since
the first mass screenings movies have remained impressive up today; and their impressiveness increase even more

with the developing technology.

3.14. Respect for the Labor: Not to be able to leave the theatre

All of the participants got bored of some movies because of the abusive dialogues, long and stable scenes or
overexplicit contents; but never thought of leaving before the movies were over. They mostly kept watching the
movies till the end. Only 2 participants stated that once they could not stand, and left the theatre early. One of
them got scared of the content because he was very young back then; and the other got bored but waited until the
intermission to leave the theatre. Apart from these two examples, the participants preferred to wait and watch the
movies till the end even though they did not enjoy the movies for various reasons. Hakan, one of the participants,

explains the situation saying that a movie is a product of the sacrifices and labors of a group of people, and that
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is why he respected and postponed leaving the theatre until the end. It is very important that the audience within
the sample are aware of the efforts.

3.15. Movies we will not be tired of watching: Habitude Movies

There are some movies which the participants say they enjoy watching over and over again without getting tired
of: “Hababam Sinifi” (#he Chaos Class) seties, “Canim Kardesim” (My Dear Brother), “Gulen Gozler” (Laughing
Eyes), “Canim Ailem” (My Dear Family), “Aile Serefi” (Family Pride), “Sut Kardesler” (the Foster Brothers). Esra,
one of the participants, quite successfully identified these movies as habit movies. She justifies her idea of giving
that name to the movies explaining that any time she comes across those movies she watches them, even though
she knows every dialogue by heart she cannot change the channel on TV, and she every time watches the movie
feeling the same emotions again. Other participants also gave similar answers. It is not important how many
times they have watched the above-mentioned movies —or the other movies of Yesilcam. The participants keep
watching those movies over and over again, every time they come across them. Even a young participant, Gamze,
states that whenever she comes across a Yesilcam movie, she does not miss it. She also mentions that when she
is in a bad mood, she finds a Yesilcam movie which suits her mood to identify herself with a character in the
movie, crying along with that character, until at the end of the movie she feels better again. In the direction of
the statements above, Yesilcam movies make to the top of the list of the movies that every participant —no matter
which generation he/she belongs to, would like to watch repeatedly. Yesilcam movies, though being criticized for
generating cliché contents for years, still reach the audiences of various age groups, and they are still embraced by
people. The participants find something of their own within those movies; and thanks to the identification they
establish, they can be a part of the story, rather than being an outsider eye.

3.16. Images That Disturb the Audience on the Screen

All of the participants of the sample specify that they get disturbed by the images of violent contents on the screen,
and they do not appreciate the jokes made towards woman body. Most of the participants mention that they do
not enjoy the “Recep Ivedik” series, and they are uncomfortable with the explicit jokes of the series. However,
the box office Turkey results show that, just the opposite, the “Recep Ivedik” series has achieved quite a successful
box office. Furthermore, one of the participants, Secil, states that she tries to be careful about the contents of the
movies to which she will take her son; but still, she is quite disturbed by the violent contents that somehow exist
within the cinematic narratives. She points out that when her son watches violent contents, he exhibits similar
behaviors and uses violence against his friends, and neither her son nor his friends may think through the results
of these actions. This participant finds it very disturbing when violent elements surprisingly occur in the movies
which are claimed to be suitable for children. The uncontrolled presentation of violent contents is also mentioned
by the other participants.

3.17. The Pariticipants’ Favorite Movies and the Reasons Why They Like Them:
The Identification Process

It is observed that, when the participants are asked about their favorite movies, they associated the movies that
have left an impression on them to their personal histories. One of the participants, Esra, watched an American
movie called “Out of Africa” in 1989, and got impressed by the efforts of a woman who, despite all the negative
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circumstances, gives a fight to survive. The same participant states that when she watched the movie “Devrim
Arabalari” (Cars of the Revolution) years later, this time as an engineer and an academician she once again got
impressed by the movie with the same reasons. Just like in the movie “Out of Africa’, she is deeply impressed
by the fight of a group of idealist people who aim to develop their country without any expectations in return,
searching for a way out just when everything seemed over. The other participant, Engin, says that he enjoys the
director Cagan Irmak’s movies, specifically “Unutursam Fisilda” (Whisper, If I Forget) and “Tamam miyiz?” (Are We
OK?). In these movies, the way the characters hold onto their families and friends while having health problems
impressed him. This is because, as he explained himself, he has been looking for a solution for his health problems
with his family and friends. Dogan, another participant, states that he enjoys the group dynamics and adventurous
spirit of “Ocean’s” series. Another participant, Zekine, likes the movie “Cinar Agaci” (the Plane Tree) because it may
be possible for her to end up in the same situation as a mother. As a mother, Sukran watched the movie “Babam
ve Oglum” (My Father and My Son) with a concern for the future of her little son. The young participant Isil
determined her favorite movie as “Deli Deli Olma” (Piano Girl) which impressed her with the sacrifices of a small
village father who makes great effort to go to the city in order to provide his little daughter a proper education in
the conservatory. Ramazan and Secil stated that they were very impressed by the movie “Dag II” (the Mountain
1]) which made them feel what the devotion to the homeland really was. Osman likes Ayla because it is based on
a true story. Hakan defines “Eskiya” (the Bandit) as his favorite movie. He states that they used to go to the movie
theatres frequently with his wife to see foreign movies back in 1990s (which was the period Eskiya was released),
and after a long time they were very pleased and proud to see a successful Turkish movie. He appreciated the
actors and the script very much. In the movie “Uc Maymun” (7hree Monkeys)

Gamze realized that people do not have their own truths. In her opinion, this movie clearly represents that people
may leave the truth so easily, and are able to act similarly for the sake of their benefits. Serpil thinks the movie
“Aile Arasinda” (In the Family) is quite sincere and it successfully reflects the Turkish people. Moreover, most of
the participants have chosen “Ayla: the Daughter of War” and “Aile Arasinda /n the Family” as their favorite movies
0f 2017-2018 as a result of similar reasons

Conclusion and Suggestions

In this study which includes the process of a qualitative analysis of semi-structured interviews which have been
performed with the individuals of various sociodemographic status, the relation that the movies on the popular
side of cinema form with the audience have been attempted to be explained. In this audience research, which has
been designed on micro level, the data obtained from small sample groups have been worked up into documents
to be examined closely by the researcher in order to reach codes, categories, and ultimately, themes.

The sample group consists of participants most of whom prefer to go to the cinema in their spare time, and
attach importance to the experience of watching the movies in the theatres. However, due to the economic
conditions and workload, the movie-going frequency may differ from time to time. For the participants, who
prefer to watch the movies with their families and friends when they can go to the movie theatres, movie-viewing
is a social experience which is performed collectively. During the decision-making stage, the participants do their
research online, watch the trailers, and occasionally get information from the culture and arts shows on TV. The
participants, who are also the context producers, share their comments about the movies they liked or disliked
on various channels. It is also quite an interesting finding that the participants of the research do not follow any
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periodical publication about cinema. Also, since they think a movie is a product of a great effort and labor, the
participants prefer to watch the movie till the end and not to leave the movie theatre before it is over, even though
they do not enjoy the movie. This attitude points to the sensitivity that the movie audience displays; which is quite
promising. Preferring various genres such as adventure, horror, drama, comedy, romantic comedy, period romance,
the participants also are disturbed by the abusive language, violence and the jokes over woman body within the
contents of the movies. The participants who are not able to go to the movie theatres because of various reasons,
such as economic factors or the overload of work or school, prefer to watch movies via different channels. This
provides them a freedom at some point. They perform the watching experience in their domestic private spaces
which give them possibility to arrange the break times as they wish. Nevertheless, the participants agree on the
fascination of the movie theatre. Although the movie theatres that are located inside the shopping malls prompt
the audience of the movie theatres to gain different consumption habits. Most of the participants do shopping or
prefer different places in order to dine or drink something before or after the movie. This behavior is accepted as

normal by the most of the participant.

According to the findings of the research, cinema maintains its characteristics as an urban entertainment. It is
observed that the participants who used to live out of the city centers have met cinema quite late. The movie
theatre is always a place with a fascinating atmosphere for everyone, no matter whether they met cinema at early
ages or later. Thus it would not be wrong to say that the movie-going experience has a special meaning for every

group of age.

The participants of the sample adopt the representations presented by the popular cinema as long as they feel close
to them, identifying themselves with the characters who come into existence via those representations. This process
provides emotional satisfaction for them. They are able to get out of the daily routine to taste various experiences.
Furthermore, the participants do not get tired of watching the movies which they find warm and sincere in every
channel they come across them. Consequently, the audiences ended up carrying the dialogues and characters into
their real life, feeling as if those characters actually are alive somewhere. The researcher thinks it is very successful
for a participant to define those movies with the name “Habitude Movies”. Hopefully, the definition “Habitude

Movies” shall contribute in the cinema literature.

As a final word, it is suggested to give importance on the audience researches without neglecting the results of the
researches that are performed on small sample groups, given the researches which are about the contents of the

movies have already come to a certain degree.
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SOCIAL INTRANET AS AN ORGANIZATIONAL
COMMUNICATION TOOL

H. Buluthan Cetintas’'

Abstract

Today there are technological developments in every area. Organizations use the new technologies extensively
in the realization of organizational tasks and fulfillment of their responsibilities. The use of these technologies
accelerates the business processes and productivity is achieved. One of the most important elements supporting
organizational productivity is organizational communication. Effective communication helps to make work within
the time and budget. It also facilitates the sharing of information, thoughts, and experiences within the organization.
Especially Web 2.0 technologies are preferred for organizational communication and other organizational sharing,
These technologies also support the work processes of employees and can provide positive contributions to them.
But it is important to prefer the appropriate communication tools and using them correctly. Until today many
communication tools are used for organizational communication in organizations. Traditional communication
tools are often described as one-sided information, non-feedback, high production and distribution costs. However,
new technologies change the property and distribution of organizational publications. The online environment
has become a network through which organizations can share and distribute their own publications. One of the
various networks that organizations can use is an intranet. The intranet is a closed network system for external users
that allows employees to access organizational information through a web browser. It is a tool that is frequently
used to carry out information sharing and organizational communication. The purpose of the study is to treat the
intranet as an organizational communication tool. In this context, intranet development, social intranet, usage of

intranets in organizations, usage results, positive or negative effects on organizations will be evaluated.

Keywords: Organizational communication, social intranets, new media.

Introduction

Communication is an indispensable element of human relations; it is essential for the maintenance of organizational
activities. Communication enhances organizational cohesion, efficiency, interaction, and creates a strong link between
production or service elements. Organizational communication is the most important means of sharing information,
emotion and thought among all the individuals and units of an organization. Also, effective communication helps
to make work within the time and budget. Corporate communications focus on the organization as a whole and
the important task of how an organization is presented to all of its key stakeholders, both internal and external
(Cornelissen, 2004, 21). If an organization wants to influence the internal and external environment, it should
be established relationships with integrated and consistent messages for this environment and communication is
a process that performs those relationships (Dolphin, 2000, 2).
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Organizations use various classical or modern communication methods with employees. Modern communication
methods consist of email, digital and print newsletters, the internet and intranets. Modern communication
through the use of new media promotes interactivity and relevance in the workplace. Because information and
communication technologies are designed to assist in developing customer relationships, saving costs, improving
innovation. The usage of information and communication technologies in organizations has enabled downward
communication to be effective and leads to increased communication upwards. Employees can reach the relevant
people and managers, information sharing is facilitated, messages are evaluated and responses are accelerated.
Organizations are also employing these technologies for the purposes of internal communication and knowledge
sharing among their employees.

Information and communication technologies change the way organizations create and capture value, how they
communicate, how they work and interact (Cascio & Montealegre, 2016, 350). With the development of Web
2.0 technologies, many tools gain social character and organizations have the opportunity to create and disseminate
content online (Baxter & Connolly, 2014, 7). Innovative companies have begun to embrace Web 2.0 as a way
to improve communication, information sharing, and collaboration. In this respect, many innovative and even
radical business implementations have put into practice. Such commercial uses of social networks have created a
new trend called Business 2.0. These web-based social networking practices involve innovative teamwork, customer
value creation, collaboration with external partners, and effective communication between leaders and employees
(Burrus, 2010, 50). New web-based services are used by organizations to interact with existing customers, to protect
the organizational image, to improve internal communication, to reach new markets and masses. They are more
involved than previous internet applications because they are open, collaborative and personalized (Hearn, Foth
& Gray, 2009: 49). In addition, these technologies not only help people do their jobs better and faster but also

causing great change in the way things are done in organizations (Cascio & Montealegre, 2016, 350).

Traditional media is generally a costly and non-feedback structure. For this reason, usage of social technologies is
becoming more widespread in organizations and functions as a platform for external and internal communication
(Leonardi, Huysman & Steinfield, 2013, 15). This new media makes it possible for the web-build and co-creation
world to confront strongly with the hierarchical structure of the one-to-many broadcast paradigm, which is still
dominant in organizational communication. Thus, they can be used as a tool for coordination, communication,
and collaboration of employees (Hearn, Foth & Gray, 2009, 51; Sharma & Bhatnagar, 2016, 16). Also, some
organizations have even created private international social networks for their employees to interact, find internal
experts with specific skill sets and learn collaboratively across traditional organizational and geographic barriers.
Social media is increasingly permeating the daily operations of most, organizations, across a wide range of functional
areas (Landers & Goldberg, 2014, 284).

The widespread use of technology in the lives of employees can affect identity development and expression,
interpersonal relationships, and cooperation methods, which are important for organizations (Colbert, Yee &
George, 2016, 733). The emergence of wireless networks and the spread of this technology, decades ago has changed
people’s lives dramatically (Waheed and Jianhua, 2018: 209). Now we live in an information age that redefined
the business beyond its traditional boundaries of time and space. Technology has blurred traditional differences
between work environments and buildings. Many organizations have increasingly adopted a virtual approach to
their work (Bennett, Owers, Pitt & Tucker, 2010, 139). With the development of communication technologies,
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computer-based communication has become more common and fundamental in business applications (Hearn,

Foth & Gray, 2009, 52).

1. Intranet

Since the advent of the internet in the middle of the 1990s, communications within organizations have changed
dramatically. Thats not to say that the basic tenets of communicating are not the same, but the different channels
and the speed of interaction have opened up a whole new dimension (Wood & Salter, 2002, 149). After the 1990s,
organizations began to build electronic networks for internal communications, known as intranets (Lundgren,
Strandh & Johansson, 2012, 10). An intranet is a private hub that can be accessed by authorized users within
an organization and it is commonly used for internal communication and collaboration. It can integrate all the
computers, software and databases within a particular organization into a single system that enables employees to
find and share information they need for their work. Intranets function as a computer-mediated communication
tool and they are used as computing networks used for sharing organizational information (Boersma & Kingma,
2011, 1280).

An intranet may have different attributes and targets based on the organization content and the marketplace
within which it operates. Intranets will create more flexible labor and make sure all employees are working for the
same aims. So, they make employees more productive by providing an organization with various option. Intranets
are based on standard internet technology but they differ from the internet as it is based on private company-
controlled servers and is shielded from the public internet by a security firewall. So, an intranet can be accessed
only by members of an organization (Boersma & Kingma, 2008, 1065; Callaghan, 2002, 3).

Over the past few years, many organizations have introduced intranets as a means of informing employees about
company happenings and policies, making website technology a standard medium (Sierra, 2006, 393). Nowadays,
many organizations establish their communication networks as part of organizational communication and are used
for internal communication and cooperation. Intranets are a computer-mediated tool for internal communication
at workplaces and they have the potential to evolve into socially beneficial, self-sustaining workplace communities
(Uysal, 2016, 196). Over time and with the evolution of the internal communications role, the intranet has ceased
to be one of the communication tools (Farrant, 2003, 79). Intranets provide a controlled medium complete with
graphics and sound capabilities for internal communications. Since intranets are contained and maintained by the
organization, employees or members can feel some security in discussing organizational issues (Gillis, 2006, 265).

The intranets allow employees to scan or share organizational resources. They are very effective information channels,
carrying organizational and industry news. Also, they are private computing networks, internal to an organization
used for sharing organizational information. Intranets have different characteristics and objectives based on the
organizational context. But they are generally a mixture of tightly controlled contents and applications which
allow people to share knowledge and expertise, much more informally (Boersma & Kingma, 2011, 1289; Farrant,
2003, 83). Organizations can use intranets to reduce the paperwork to the minimum so that the situations such
as the loss of important documents will cease to exist, to utilize as an orientation tool because generally there is
no specific or standard orientation policy for newcomers and also to arrange, coordinate, and provide up-to-date
information on the teams that will be working on same projects. According to Masrek, Karim & Hussein (2008),

there are five different uses of intranets in organizations:
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e Using the intranet to publish informative documents (home pages, memos, newsletters, manuals, technical
documents, etc.).

e Using the intranet to transact the functionality of the web-based forms of organizational information systems

(human resource, finance, customer relationship, etc.).

e Using the intranet to interact the forum room, discussion room, e-group or e-mail to interact with other
individuals and groups within the organization.

* Using the intranet to search organizational information (staff info, forms, manuals, newsletter, technical

documents, etc.).

e Using the intranet to record the organizational memory (best practices, business processes, frequently asked
questions, etc.).

Intranets have previously been used as support for formal and downward communication in organizations. But
nowadays internal social media provide co-workers with a communication platform for sharing viewpoints and
knowledge across departments and geographical distances. Communication on internal social media leads to
improved workplace productivity, new forms of organizational collaboration, knowledge sharing, and engagement
(Madsen, 2016, 201). Organizations are faced with the challenge of collaborating with informal social software
and formal systems and reduce the gap between the social and formal communication (Lundgren, Strandh &
Johansson, 2012, 10). This need has led to the social intranet.

2. Social Intranet

Digital knowledge-sharing platforms are located in many organizations. These environments help to solve the
problems of offices that are located in different locations and geographically dispersed (Colbert, Yee & George,
2016, 734). These environments make it easier for employees to be located in different locations and to work in
a dispersed way. At the same time, the use of social networking, in particular, provides protection of team spirit
and cultures (Bennett, Owers, Pitt & Tucker, 2010: 139).

Today social and collaboration tools are becoming an integral part of a modern intranet and an increasing number
of organizations are moving towards social intranets (Robertson, 2014, 13). Because social networks and Web 2.0
software have the power to destroy old-fashioned vertical work patterns by encouraging open communication and
information sharing (Bennett, Owers, Pitt and Tucker, 2010, 142). The nature and distribution of organizational
publications are changing with new technologies. The Internet has turned into a major network for organizations
where they can share and distribute their publications. There are several networks can be used by organizations in
the online environment. One of these networks is an intranet. The intranet can be used in company announcements
or news. They always have an important role because they prevent the communications gap between departments
or employees.

The intranets have been to serve as social tools is as a public place to post information on social activities. (Lundgren,
Strandh & Johansson, 2012, 10). The latest developments in intranet and the implementation in organizations is
the introduction of social networking software like the Wiki-technology. Wikis and other Web 2.0 social software
in combination with more traditional intranets can be used to build companies websites, data-sets, and project
management plans in a more informal and collaborative online environment (Boersma & Kingma, 2011, 1281).
Thus, employees can communicate with their colleagues or with anyone in the organization, send or edit files,
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and share links. It also makes it possible to see incoming messages, links or texts whenever they want (Leonardi,
Huysman & Steinfield, 2013, 2).

Social intranet contains several different social features where employees can easily make contact, communicate
and share knowledge with each other (Lundgren, Strandh & Johansson, 2012, 11). The social intranet platform
offers a quick look at the involvement and collaboration of an employee in a company’s life (Eisenhauer, 2015,
32). Unlike public social software (e.g. Facebook, Wikipedia), corporate social software is restricted to company-
internal use and provides secure and trustworthy spaces for employees to easily author statements and connect. By
enabling open and free-form authorship, social intranets encourage all employees to participate. These intranets are
social and network oriented, connecting employees in an informal manner with the goal of building relationships
and trust (Bachmaier, 2015, 337).

The objective of the implementation of an intranet is that it will facilitate knowledge sharing among members
within a single organization (Boersma & Kingma, 2011, 1281). Moreover, social intranet activity provides a deeper
perspective on employee interests and expertise even more so than their profile and social intranets carve out space
where employees can show their true colors in front of everyone else (Eisenhauer, 2015, 32). Also, social intranets
provide rich support for work, a wide-ranging conversation and online problem-solving. People can like or follow
the news, use an activity stream to keep track of what's happening across the organization (Robertson, 2014: 13).
So, anyone in the organization can participate at any time from any place (Leonardi, Huysman and Steinfield,
2013: 2). Social networking is one of the most significant business developments by adding another dimension
to the way people communicate all over the world. They focus on building online communities of people who
share interests and/or activities, or who are interested in exploring the interests and activities of others (Bennett,
Owers, Pitt & Tucker, 2010, 140).

3. Social Intranet in Organizational Communication

Recently we have witnessed a breakup and rearrangement of working patterns and patterns (Bennett, Owers, Pitt
& Tucker, 2010, 139). Communication networks arise basically from relationships or interactions of organizational
members have established with each other. In this sense, communication networks serve to direct the flow of
messages in an organization and to develop understanding among people and also provides important information
about the organization and the structure of the groups. Communication networks in organizations facilitate the
integration of activities and information exchange between members of the organization, providing the exchange
of information between the external environment and the organization. Organizations continue their internal
and external activities through information systems and communication networks established with information
and communication technologies, provide communication between people and units. Increasing communication

needs requires usage and development of information systems in organizations.

An intranet is a network that can be accessed only by members of a particular organization. This network emphasizes
the connection between computers that enables corporate communication (Boersma & Kingma, 2011, 1280).
Intranets have become an inescapable part of the internal communications landscape, present huge amounts of
information and can be seen as a support to face to face methods, as reliable and consistent distribution channels.
Intranets can be a mixture of tightly controlled content (news, organizational information, etc.) and applications
which allow people to share knowledge and expertise, much more informally, where they make up the rules. So,
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for internal communications, intranets can take some of the pain away as a simple, rapid form of distribution of
information (Farrant, 2003).

Over the past few years, the nature of intranets has changed significantly. Functionality and capability of intranets
have increased rapidly, the adoption of organizations has grown and the use of employees has become almost second
nature. Intranets have an important influence on how employees have access to information within organizations
and what information they have access now (Callaghan, 2002, 231). Organizational intranets have undoubtedly
opened up new avenues and possibilities in internal communications (Farrant, 2003: 36). Because intranet has
strengthened communication and radically changed the way people communicate. Besides, the intranet allows to
find the information that the staff wants and needs in their work, and to form a communication form from the
bottom up in a natural structure (Spurlock & O’Neil, 2009, 608).

Social networks have become popular in organizations because they facilitate communication, collaboration and
information sharing through various contacts or ties. Social networking tools make communication visible to
everyone and encourage transparent communication. So, the collaborative contribution of an employee can be
known, recognized and even rewarded (Bennett, Owers, Pitt & Tucker, 2010, 142). Additionally, they enable low-
cost access to information in a wide variety of forms without unnecessary restrictions upon location (Callaghan,
2002, 3). For any kind of organization operating from multiple locations or branches, intranets can prove to be
invaluable, especially as costs plummet relatively speaking as usage increases it (Wood & Salter, 2002, 151).

4. Using Social Intranets for Organizational Communication

Increased use of technology affects the qualifications, self-awareness, and relational expectations of the digital workforce.
Moreover, ways of structuring and implementing the business are also affected by technological developments. These
developments have had many positive aspects. For example, there is a world of knowledge at the tip of employees’
fingers. They can collaborate with colleagues around the world, reduce their costs while increasing the quality of
the products/services (Colbert, Yee & George, 2016, 734). Computer networks allow employees to work from
the office, home or anywhere and anytime. Employees can work together with people they have never met, where
they have never been before, and there is no need for an office to do so. Therefore, they offer opportunities to
formal and informal interaction and cooperation with other employees or customers for information transfer and
communication. With such formal and informal practices, team spirit and organizational culture can be developed
and protected (Bennett, Owers, Pitt & Tucker, 2010, 139; Cascio & Montealegre, 2016, 354).

Internal social tools provide a communication area where any employee can start a conversation, participate in other
conversations, or comment on a topic. This environment is a structure that promotes interpersonal interaction and
supports two-way communication. Also, employees can integrate Facebook, Twitter, Google, and other social media
into their daily routines, and companies can integrate social media into their intranets. Thus, internal knowledge
and experience can be shared with employees and suppliers or customers (Cascio & Montealegre, 2016, 354).

Through the use of personal social networking technology as a business tool, companies can increase collaboration,
problem-solving, and improve communication transparency with customers (Burrus, 2010, 53). Furthermore,
there are many benefits that intranet usage can provide to organizations. These benefits can be grouped under
five headings as bettering productivity, fostering staff engagement, enhancing knowledge management, helping
customer service and improving communication management (Boersma & Kingma, 2008, 1067; Lundgren,
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Strandh & Johansson, 2012, 19; McAfee, 2006, 22-23; Robertson, 2014, 14-16; Sharma & Bhatnagar, 2016,
17; Spurlock & O’Neil, 2009, 608):

a. Bettering productivity: The intranet supports processes and information that will enable employees to work
more efficiently and effectively. Because they allow horizontal information flow in the organization to share
information and best practices among the staff. Thus, the organization as a whole can become more innovative.
Also, employees can get help from experienced employees easily when necessary.

b. Fostering staff engagement: An intranet is a structure that informs, allows and supports personnel. Employees
can have a clear understanding of the organization’s strategy and focus, they get into mutual trust and this
can lead to a feeling of belonging. Also, intranets provide participative decision making, employees can be
active contributors to wider organizational discussions and decisions. Intranets can help to connect diverse
people across the organization, employees can collaborate with each other without hierarchical or geographical
boundaries. So, the participation of employees from all stages of the organization can be achieved.

c. Enhancing knowledge management: An intranet is the primary, credible and reliable source of information.
It is informative with the organizational, professional and personal news. Internal collective intelligence is
gathered in one place and always kept up to date. So, employees can easily find the right answers to their
questions. Also, intranets help to find necessary information and reduce the risk of duplicate works.

d. Helping customer service: Intranets can help to improve customer service. They are transforming customer
service activities by allowing frontline staff to connect directly with one another. Thus, customer service
experiences and answers to questions can be shared inside the organization.

e. Improving communication management: The purpose of an intranet is to provide organizational information
sharing and communication. They ensure a bottom-up communication channel to employees with a voice so
that mutual communication is possible. This is the opportunity for mutual dialogue, making information in
the intranet more relevant to the daily work of employees and giving them an organizational sense of belonging.
Eventually, intranets help the newcomer’s socialization process.

New media-based enterprise communications applications are faced with two fundamental problems. Firstly,
new media-based communication requires skills in many different areas. Secondly, the new media is constantly
changing and innovating. Changes and innovations are seen in media content, media messages and technological
environments (Hearn, Foth & Gray, 2009, 54). When considering a social intranet, most organizations focus on
increasing interactivity, communication, collaboration, and productivity. Because they are usually the easiest metrics
to measure. While this idea is important to justify investments, the social intranet should not be used to understand
the strengths and weaknesses of employees (Eisenhauer, 2015, 32). On the other hand, many organizations think
that Web 2.0 and social networks that employees use have some of the problems, organizational bureaucracies resist
the loss of control of the flow of information and some leaders are reluctant to resort a personalized communication

program that may increase employee expectations (Burrus, 2010, 50).

There are also other disadvantages of using intranet in organizations. These can be grouped under six headings
(Boersma & Kingma, 2011, 1282; Lundgren, Strandh & Johansson, 2012, 19; Spurlock & O’Neil, 2009, 608-609):

a. Constraints: There are many restrictions as lack of standards, immature interfaces, weak linkages to other
information systems, bandwidth availability, information overload, and the lack of an internal organization to
authorize, support, and organize the quality of the information.
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b. Discords: Incompatibility is usually caused by organizational culture but failing to install or implement the
intranet also causes some problems.

c. Access barriers: All employees should have access to the organizational intranet. So, every employee can use

organizational information otherwise they feel left out or less valued by organizational management.

d. Usage barriers: Employees must be aware of the available intranet tools. Managers should ensure that employees
fully understand how to use the site and to find the information what they need.

e. Limited time: Employees are expected to be online and active at all times, but there is little time for them to
think and relax.

f. Loneliness: Employees may feel isolated when they collaborate with other people and contacts, not in real
life, but only the intranet.

Social networks must be restructured at the organizational level, in order to be a business tool as well as a marketing
tool (Bennett, Owers, Pitt & Tucker, 2010, 143). An intranet is effective when it becomes the entry point for
all task in the organization. Employees with limited knowledge or fear of web technologies should be trained to
adopt, understand and use the new technologies (Spurlock and O’Neil, 2009: 609).

Conclusion

A digital workforce can develop new ways of working that take full advantage of technology. No doubrt, technology
is commonplace in today’s workplace but in most cases, only a fraction of the potential is used (Colbert, Yee &
George, 2016, 736). There are things to be done to succeed in technology applications. Technology must be simple
for the individual, integrated with existing communication tools, compatible with organizational processes and
provide personal value to employees. Because technology has a significant role in organizational communication.
Many organizations use technologies to be successful in internal communications. Intranets as a current application
have lots of benefits. While intranets and other technologies may make people better informed and facilitate
communications, there are some issues that need attention. Intranets facilitate communication and information
sharing among organization members only if the employees can find the data they need, can evaluate the information
to be valid and current and can trust the persons who are responsible for the content of the intranet (Boersma
& Kingma, 2011, 1283).

In order for technology to help people, it must provide happiness and motivation, promote productivity and job
satisfaction, support organizational commitment and organizational citizenship. A social intranet allows sharing
of ideas and solutions to solve problems, on a common platform. The easiest and most effective way to socialize
new employees is to easily connect with, get feedback, and receive support from colleagues. On the other hand,
if technology leads to a lack of autonomy, competence, and interest, the pressure will be exerted on the person.
This may lead to stress, motivation, and harmful business behaviors. It is necessary to pay attention to this matter
(Cascio & Montealegre, 2016, 356; Sharma & Bhatnagar, 2016, 16-17).

The benefits of the digital workforce are known and the use of technology in the workplace is increasing. It is
still being sought answers to questions about how organizations will effectively manage the digital workforce
and current technologies and how they will avoid their potential disadvantages (Colbert, Yee & George, 2016,
735). The successful integration of corporate intranet into the daily operating lives of employees requires careful

assessment, planning, governance, and the aforementioned change management. To achieve this, the organization
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must establish rules for intranet use firstly, employees should be educated and informed about these rules, it should
be planned to use the intranet according to organizational communication policy, and also it is important to carry
out regular checks to ensure persistence after the application has started.

References

Bachmaier, V. (2015). Tacit Knowledge Externalisation Over Social Intranets: Developing a Conceptual Model,
12th International Conference on Intellectual Capital Knowledge Management and Organisational

Learning (336-346). Thailand.

Baxter, G. J. & Connolly, T. M. (2014). Implementing Web 2.0 Tools in Organisations: Feasibility of A Syste-
matic Approach. The Learning Organization, 21 (1), 6-25.

Bennett, J., Owers, M., Pitt, M. & Tucker, M. (2010). Workplace Impact of Social Networking. Property Ma-
nagement, 28 (3), 138-148.
Boersma, K. & Kingma, S. (2008). Intranet and Organizational Learning. In Knowledge Management: Con-

cepts, Methodologies, Tools, and Applications (1065-1072). New York: IGI Global

Boersma, K. & Kingma, S. (2011). Organizational Learning Facilitation with Intranet: A Socio-Cultural Ap-
proach. In Encyclopedia of Knowledge Management (1280-1289). New York: IGI Global.

Burrus, D. (2010). Social Networks in The Workplace: The Risk and Opportunity of Business 2.0. Strategy &
Leadership, 38 (4), 50-53.

Callaghan, J. (2002). Inside Intranets and Extranets: Knowledge Management and The Struggle for Power.
Chippenham: Palgrave.

Cascio, W. E & Montealegre, R. (2016). How Technology Is Changing Work and Organizations. Annual Re-
view of Organizational Psychology and Organizational Behavior, 3, 349-375.

Colbert, A., Yee, N. & George, G. (2016). The Digital Workforce and The Workplace of The Future. Academy
of Management Journal, 59 (3), 731-739.

Cornelissen, ]. (2004). Corporate Communications: Theory and Practice. London: Sage Pub.

Dolphin, R. R. (2000). The Fundamentals of Corporate Communication. Jordan Hill: Butterworth-Heine-
mann Pub.

Eisenhauer, T. (2015). Empowering Employees. Leadership Excellence, 32 (8), 31-32.
Farrant, J. (2003), Internal Communications. London: Thorogood.

Gillis, T. L. (2006), Internal Communication Media. In IABC Handbook of Organizational Communication
(257-267). San Francisco: Wiley.

Hearn, G., Foth, M. & Gray, H. (2009). Applications and Implementations of New Media in Corporate Com-
munications: An Action Research Approach. Corporate Communications: An International Journal,

14 (1), 49-61.

Landers, R. N. & Goldberg, A. S. (2014). Online Social Media in The Workplace: A Conversation with Emp-
loyees. In The Psychology of Workplace Technology (284-304). New York: Routledge.

151



SOCIAL INTRANET AS AN ORGANIZATIONAL COMMUNICATION TOOL
H. Buluthan Cetintas

Leonardi, P M., Huysman, M. & Steinfield, C. (2013). Enterprise Social Media: Definition, History, and
Prospects for The Study of Social Technologies in Organizations. Journal of Computer-Mediated
Communication, 19, 1-19.

Lundgren, L., Strandh, K. & Johansson, C. (2012), The Practice of Social Intranets: Usage, Benefits and Success
Factors. Sundsvall: Demicom.

Madsen, V. T. (2016). Constructing Organizational Identity on Internal Social Media. International Journal of
Business Communication, 53 (2), 200-223.

Masrek, M. N., Karim, N. S. A. & Hussein, R. (2008). The Effect of Organizational and Individual Characte-
ristics on Corporate Intranet Utilizations. Information Management & Computer Security, 16 (2),
89-112.

McAfee, A. P. (2006). Enterprise 2.0: The Dawn of Emergent Collaboration. MIT Sloan Management Review,
47 (3), 21-28.
Robertson, J. (2014). The Power of Social. Communication World, March, 12-16.

Sharma, A. & Bhatnagar, J. (2016). Enterprise Social Media at Work: Web-Based Solutions for Employee En-
gagement. Human Resource Management International Digest, 24 (7), 16-19.

Sierra, L. (2006). Marketing Communication Today. In IABC Handbook of Organizational Communication
(391-399). San Francisco: Wiley.

Spurlock, B. & O’neil, J. (2009). Measuring and Evaluating an Intranet Designed to Enhance Employee Com-
munication and Two-Way Communication. 12th Annual International Public Relations Research
Conference (607-622), Florida.

Upysal, N. (2016). Social Collaboration in Intranets. International Journal of Business Communication, 53 (2),
181-199.

Waheed, A. & Jianhua, Y. (2018). Achieving Consumers’ Attention Through Emerging Technologies: The Lin-
kage Between E-marketing and Consumers’ Exploratory Buying Behavior Tendencies. Baltic Journal
of Management, 13 (2), 209-235.

Wood, N. L. & Salter, B. (2002). Ciritical Corporate Communications: A Best Practice Blueprint. Chichester:
Wiley.

152



ISSUES IN
COMMUNICATION

MEDIA & PUBLIC RELATIONS

Developing and changing technology leads to a structural change in the media.
Thanks to technology that simplifies the one hand, the complex represents an
important issue in the media than a side. In this book, different texts analyze
the representation of news in the media by both content analysis and ques-
tion the behaviors of the viewer against the representation of the media. At the
same time, this book explains how market strategies change with the develop-
ing technology and how this is reflected in the daily life of society with examples

of public relations studies.

ISBN 978-1-912503-57-5
PUE ATIC
9 "781912"503575




SNOILV13d

9zQ ueINN

Jl7aNnd B VIAIN NI S3ANSSI ueboQ yesw3
NOILVIINNWWOI

Al
» s i
ndon ijopec.co.ul stanbul




