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Dergimizin 64. sayis1 hakkinda,

Connectist ekibi olarak alana yonelik yeni akademik ¢alismalari, sizlere sunmanin mutlulugunu yastyoruz. Bildiginiz
gibi dergimiz her yil biri temali olmak iizere iki say1 ¢ikarmakta ve fakiiltemiz 6gretim iiyelerimiz genel temali
sayilarin say1 editorii olarak degerli katkilarini sunmaya devam etmekte. 64. sayimizin say1 editorliigiinii Radyo
Televizyon ve Sinema Ogretim iiyelerinden Prof. Dr. Hasan Akbulut ve Gazetecilik Boliimii 6gretim iiyelerinden
Dog. Dr. Oya Morva iistlendi. Hocalarimiza titiz ve 6zverili ¢aligmalarindan dolay: tesekkiir ediyoruz.

Bu saymmizda yazarlarimizdan Ebru Akgay “Aktivist halkla iliskilerin kapsami ve boyutlar iizerine teorik
bir tartigma” baslhkli derleme calismasinda aktivist halkla iliskilerin boyutlarma ve kapsamina yonelik bir
kategorilendirme 6nermekte ve aktivist halkla iliskilerin ‘Orgiitsel” ve ‘toplumsal’ olmak iizere iki farkli boyutunun
oldugunu ileri siirmektedir. Zarqa Shaheen Ali ve Jyoti Deswal “Sosyal medyanin Covid-19 ve insanlarin 6nleyici
davranislar1 hakkinda bilgi arama amagh kullanimi: Aotearoa Yeni Zelanda’da pandemiyi yonetmek” baslikli
calismalarinda Yeni Zelanda halkinin pandemi ile miicadele ederken sosyal medyay1 nasil kullandiklarini, ¢evrimici
anket uygulamasindan elde ettigi bulgularla ortaya koymustur. Bayram Oguz Aydin ve Ozlem Dugan ise “Kriz
sonrast bilgi yayilimi ve sosyal medya kullanim 6zellikleri: Bati karadeniz sel felaketi agina dair bir analiz” isimli
aragtirmalarinda Sel Felaketi doneminde Twitter platformu orneginde bilgi akisinda en etkili aktorlerin kimler
oldugunu arastirmis ve sosyal medya Ozellikleri ile kullanicilarin bilgi akisini kontrol etme arasindaki iliskiye
odaklanmislardir. Murat Aytas, Serhat Koca ve Selguk Ulutas “Gerilimin zaman-imge baglaminda varolusu: Her
seyi bitirmeyi diisiiniiyorum” baslikli yazilarinda zaman-imgenin ve kristallesmenin klasik olmayan bir gerilimi
yaratmakta nasil yontemler kullandigini elestirel bir yaklasim ile gostermislerdir. “Farkli banner formatlari igin
banner korliigiinii kesfetmek: Bir gz izleme galigmasi” isimli arastirmalarinda N. Bilge Ispir, Deniz Kilig ve G.
Motif Atar yapmis olduklar1 deneyin garpici sonuglarini paylasarak banner korliigii konusuna dikkatleri gekmislerdir.
Erding Kaygusuz “Tiirkiye’de iletisim egitiminin akreditasyonu: Akredite programlardaki idareci akademisyenlerin
goriislerine yonelik bir arastirma” baslkli arastirmasinda Tiirkiye’de iletisim egitimi alanindaki programlarin
akreditasyonun kurumlara yenilenme, organizasyon semasindaki aksakliklar1 diizeltme, miifredat: giincelleme,
ogretim eleman: kadrosunu giiglendirme, fiziksel ortamlar ile olanaklari cogaltma ve finansal kaynaklar gelistirme
konularinda olanaklar sagladigi sonucuna ulasmustir. “ABD, Biiyiik Britanya ve Avustralya’daki asir1 sagc1 gruplarin
sosyal medya paylasimlarinin igerik analizi” bashkli galigmalarinda Oday Masalha ve Ozen Bas Facebook ve
Twitter’da asir1 sag gruplarin yaptig1 paylasimlarda en yaygin asirilik¢1 ideolojilerin “anti-elitist popiilizm’ ve ‘Bat1
degerlerinin korunmasi’ oldugu saptamiglardir. Alparslan Nas ise “Ulus markalama ve siirdiiriilebilirlik: Avrupa
iilkelerinin karsilastirmali bir analizi” baslikli ¢alismasinda siirdiiriilebilirligin ulus marka kimliginin olusumu
agisindan ne derece etkili bir rol tistlendigini Avrupa {ilkeleri baglaminda analiz etmistir. Son olarak, Murat Uluk,
“‘Sitemizi ziyaret ederek gerezleri kabul etmis sayilirsiniz’: Tiirkiye’deki haber sitelerinin ¢erez kullanim izinleri
tizerine bir arastirma” baslikli ¢aliymasinda dikkate deger bulgulara ulagmistir.

Connectist sizlerin degerli katilimlariyla, iletisim Bilimleri alanindaki akademik ¢alismalar1 yaymlamaya devam
etmektedir. Bilimsel veri tabanma sagladigimiz katki ile, gelecek sayilarimizin olusumunda da desteklerinizi
bekledigimizi hatirlatmak isteriz. Bir sonraki sayimizda giincel akademik paylagimlarinizla bulusmak iizere,

Prof. Aysen AKKOR GUL

Bas Editor



About the 64" issue,

The Connectist team is pleased to present this new issue containing nine original articles. Our journal publishes two
issues each year, one of which is themed, and our faculty members continue to make valuable contributions as issue
editors of general-themed issues. We thank Professor Hasan Akbulut from the Radio and Television Department and
Associate Professor Oya Morva from the Journalism Department for their meticulous and devoted work.

In this issue, we present the following articles. Ebru Ak¢ay proposes a categorization for the scope and dimensions
of activist public relations in “A theoretical discussion on the scope and the dimensions of activist public relations.”
The author asserts that activist public relations have two dimensions: the ‘organizational dimension’ and the
‘societal dimension.” Zarqa Shaheen Ali and Jyoti Deswal reveal how the people of New Zealand used social
media while fighting the Covid-19 pandemic with the findings of an online survey in “Use of Social Media for
Seeking Information about COVID-19 and People’s Preventive Behaviour: Managing the Pandemic in Aotearoa
New Zealand.” Bayram Oguz Aydin and Ozlem Dugan try to determine who the most influential actors are and
focus on the relationship between users’ social media traits and their control of the flow of information in “Post-
Crisis Information Dissemination and Social Media Usage Characteristics: An Analysis of the West Black Sea Flood
Disaster Network.” Murat Aytas, Serhat Koca, and Selguk Ulutas, in their article called “The existence of tension in
the context of the time-image concept: I’m thinking of ending things” show, through a critical approach, how time-
image and crystallization use methods to create a non-classical tension in a film. N. Bilge ispir, Deniz Kili¢ and G.
Motif Atar in “Discovering banner blindness for different banner formats: An eye-tracking study” draw attention to
banner blindness by sharing the striking results of an experiment they conducted. Erding Kaygusuz, in his research
titled “Accreditation of communication education in Tiirkiye: Research on the views of administrator academicians
in accredited programs,” finds that accreditation allows institutions to be renewed, correct the deficiencies in their
organizational charts, update the curriculum, strengthen the teaching staff, improve physical environments and
opportunities, and develop financial resources. Oday Masalha and Ozen Bas find that the most prevalent extremist
ideologies on Facebook and Twitter posts were ‘anti-elitist populism’ and ‘the protection of western values’ in
their research titled “An analysis of social media content shared by right-wing extremist groups in the United
States, Great Britain, and Australia.” Alparslan Nas, in the research titled “Nation branding and sustainability: A
comparative analysis of European countries,” analyzes the impact of sustainability on the formation of nation brand
identity based on 30 European countries. Finally, Murat Uluk, in his research titled “ ‘By browsing this site, you
accept cookies’: Research on the cookie usage permissions of news sites in Tiirkiye,” has reached some remarkable
findings.

Before bringing this introduction to a close, let me remind everyone that it is through your most valued support and
participation that our journal can continue to publish academic studies in communications sciences. We look forward
to appearing before you once again with our 65th issue.

Prof. Aysen AKKOR GUL

Editor- in-Chief



64. Sayisiyla Connectist,

Connectist’in 64. sayisi ile karsinizdayiz. Oncelikle dergimize olan ilginiz igin tesekkiir ediyoruz. Connectist’e
gonderilen makalelerde biiyiik bir artis oldugunu ve yiizlerce makale i¢inden se¢im yapmanin, biz tema editorleri
i¢in zor ve titiz bir gérev oldugunu belirtmek isteriz. Bilindigi gibi dergimize gonderilen makaleler, nce editoryal
ekibimiz tarafindan degerlendiriliyor. Bu degerlendirme, makalenin temel sorunsali, kuramsal ve metodolojik
cercevesi ile iletisim ve medya caligmalari alanma uygunlugu eksenlerinde yapiliyor. On degerlendirmeden gegen
makaleler, kor hakem isleyisi ile alandaki uzmanlara gonderiliyor ve nihayetinde bu degerlendirmeden de basariyla
gecen makaleler yayimlaniyor. Tam da bu baglamda, makaleleri titizlikle okuyup degerlendiren hakemlerimize de
ne kadar tesekkiir etsek azdir. Okumakta oldugunuz 63. Sayimizda yer alan makaleler, bir y1la yayilan bu siire¢lerden
gecerek yayimlandilar ve her bir makale, iletisim ve medya c¢aligmalart alanindaki giincel egilimlerin bir yansimasi
olarak goriilebilir.

Bilindigi gibi disiplinleraras1 bir alan olan iletisim ve medya caligmalar1 alani, hem teknolojik gelismelerle
bigimlenmesi hem de bu bi¢imlenmeyle olusan iceriklerin, toplumsal ve kiiltiirel olan: insa edip ve hatta onu
doniistiirmesi nedenleriyle varligim giincel olan iizerinde kurar; giinceli kavrar. iletisim ve medya arastirmalari,
giindelik yasam pratiklerimizin i¢inde yer alan sosyal medya, mobil iletisim teknolojileri, metaverse, dijital
platformlar, genisleyen sinema gibi kavramlar ve mecralari, onlarin yarattig1 doniisiimleri anlamaya ve yorumlamaya
calisir. Bu nedenle toplumsal ve kiiltiirel olan1 anlamaya ¢alisan iletisim arastirmalari, yalnizca mevcut bilimsel
literatiirii zenginlestirmez, ayn1 zamanda toplumda bir dizi sosyal politikanin iiretilmesinde de biiytik bir islevi yerine
getirme potansiyeline sahiptir. Kiiltiirel gesitlilik kavrayisinin kabuliinde ve yayginlagmasinda, ayristirict olmayan
bir sdylemin gelistirilmesinde, medya sahipliginin demokratik ve ¢ogulcu bir toplum kavrayisini giiglendirecek
bi¢imde ingasi i¢in yapilan yasal diizenlemelerde bu potansiyelleri gormek miimkiindiir. Connectist’in bu sayisinda
yer alan g¢alismalarin, bu potansiyellerin gerceklesmesine, kiiciik de olsa katkida bulunacagini diisiiniiyor ve iyi
okumalar diliyoruz.

Prof. Hasan AKBULUT, Do¢. Oya MORVA

Say1 Editorleri



On the occasion of the 64" issue of Connectist,

We are glad to announce that the 64th issue of Connectist has been published and thank you for your interest in
our journal. We would like to note that there has been a huge increase in articles submitted to Connectist and that
choosing from hundreds of articles was a difficult and rigorous task for us as theme editors. As is known, the articles
submitted to our journal are first evaluated by our editorial team. This evaluation is based on the main problematic,
theoretical, and methodological framework of the article and its suitability to the field of communication and media
studies. The articles that pass the pre-evaluation process are forwarded to experts in the field for a blind peer-review
process, and finally, the articles approved by the reviewers are accepted for publication. We cannot sufficiently
thank our reviewers, who carefully read and evaluated the articles during the process. The articles in our 63rd issue
were published through all these processes, spanning a year, and each article reflects current trends in the field of
communication and media studies.

As it is known, communication and media studies, as an interdisciplinary field, establishes its existence in the
actual socio-cultural environment both because it is shaped by technological developments and because the contents
derived from these technologies transform and construct the social and cultural environment. Communication and
media research tries to understand and interpret concepts and channels that are included in our daily life practices,
such as social media, mobile communication technologies, metaverse, digital platforms, expanding cinema, and the
transformations they create. For this reason, communication studies, which try to understand the social and cultural,
not only enrich the existing scientific literature but also have great potential in the production of a series of social
policies in society. It is possible to see these potentials in the adoption and dissemination of cultural diversity, in the
development of a non-discriminatory discourse, and in the legislative arrangements made for the construction of
media ownership in a way that will strengthen the democratic and pluralistic society. We believe that the studies in
this issue of Connectist will contribute, albeit in a small way, to the realization of these possibilities. We wish you
happy reading!

Prof. Hasan AKBULUT, Dog¢. Oya MORVA

Guest Editors
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Abstract

This study assesses the use of social media for seeking information about COVID-19
and people’s preventive behaviour to combat COVID-19. To find the answers, an
online survey was conducted by sending questionnaires to 254 respondents in
New Zealand (NZ) through online communication platforms. The findings show
that females are more actively seeking information from social media about
COVID-19. Most of the respondents look for updates about COVID-19 cases locally
and globally. During the COVID-19 pandemic, people are spending more time on
social media. A majority of the respondents spend 3-4 hours per day on social
media and prefer finding information about the pandemic from Facebook. It was
found that the majority of respondents follow all updates about COVID-19 and
believe that they receive timely and updated information through social media.
Only a few do not follow any updates about the pandemic. In addition, when
they were asked which social media platform they trust to provide true, up to
date, and accurate information, most of the respondents believe that Facebook
provides relevant and up-to-date information about COVID-19 compared to other
traditional media. Lastly, this study

identified the information received from social media and the adoption of
preventive behaviour by the respondents to combat COVID-19.

Keywords: Social media, information seeking, COVID-19, preventive behaviour,

pandemic

0z
Bu calisma, sosyal medyanin COVID-19 hakkinda bilgi almak icin kullanimini
ve insanlarin COVID-19 ile miicadele etmek icin &nleyici davranislarini

degerlendirmektedir. Cevaplar bulmak icin, Yeni Zelanda'daki 254 katimciya

This work is licensed under Creative Commons Attribution-NonCommercial 4.0 International License @. BY _NC
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cevrimigiiletisim platformlariaracihiyla anket gonderilerek
cevrimici bir anket yapilmistir. Bulgular, kadinlarin daha
aktif bir sekilde sosyal medyada COVID-19 hakkinda
bilgi aradigini gostermektedir. Ankete katilanlarin ¢ogu,
COVID-19 vakalari hakkinda gtincellemeleri yerel ve kiresel
olarak takip etmektedir. COVID-19 salgini sirasinda insanlar
sosyal medyada daha fazla zaman harcamaktadir. Ankete
katilanlarin cogunlugu giinde 3-4 saatini sosyal medyada
gecirmekte ve pandemi hakkinda Facebook’tan bilgi almayi
tercih etmektedir. Ankete katilanlarin  ¢ogunlugunun
COVID-19 ile ilgili tim glncellemeleri takip ettigi ve

sosyal medya araciligiyla zamaninda ve gtincel bilgiler

aldiklarina inandiklar tespit edilmistir. Sadece birkac
katimci pandemi ile ilgili herhangi bir glincellemeyi takip
etmemektedir. Ayrica dogru, gtincel ve kesin bilgi saglama
konusunda hangi sosyal medya platformuna gtivendikleri
soruldugunda, yanit verenlerin cogu diger geleneksel
medyaya kiyasla Facebook’'un COVID-19 hakkinda daha
alakali ve gtincel bilgiler sagladigina inanmaktadir. Son
olarak bu calisma, katimcilarin sosyal medyadan bilgi
aldigini ve COVID-19 ile muicadele icin 6nleyici davranislar
benimsemesini tespit etmistir..

Anahtar Kelimeler: Sosyal medya, bilgi arama, COVID-19,

onleyici davranis, pandemi

Introduction

With the emergence of COVID-19 in the world, there was a tsunami of information
about it. Information about COVID-19 spread faster than the virus itself. People started
searching for information about the causes of COVID-19, how it spread and how it
could be prevented. The first case reported in NZ was in after a 60-year-old person
returned from Iran carrying the disease. There was a total of 27 passengers on the flight
and all were managed in quarantine. The government was aware more cases were
going to be detected over time because of the rapid transmission rate of the virus
among people (Jefferies et al., 2020). Six thousand, nine hundred and seventy two
confirmed cases, including 28 deaths, were reported by the Ministry of Health in
November 2021. NZ implemented one of the strictest lockdowns in the world which
helped to decrease the number of COVID cases in less than one month after first lock
down (Thirumaran et al., 2021).

COVID-19 has created high levels of uncertainty in people’s lives. Initially, the
uncertainty and unknown cause of the virus made people worried, and they started
seeking information about protecting themselves from this disease. In this uncertainty,
people relied on different sources to get information about it (Austin et al., 2012; Case
& Given, 2016; Jin et al., 2014; Liu et al., 2011; Musarezaie et al., 2019). Information plays
a vital part in this pandemic as having information about COVID-19 can support
understanding of prevention and control methods. It also helps in understanding about
the ways it is transmitted and strategies for early recognition of a coronavirus infection
(Kalayou et al., 2020). At the same time, the information load through social media
whose authenticity is not confirmed has the potential to mislead people about their
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health. However, a study conducted by Etta et al. (2022) measured COVID-19 infodemic
on Facebook and containment measures in Italy, the United Kingdom and NZ. The
study revealed that New Zealanders interact more with reliable news sources contrary
to social media users in the UK. Furthermore, New Zealanders are more engaged in
reliable sources of news. This makes the rationale of conducting the current research
to measure the use of social media for seeking information about COVID-19 and people’s
preventive behaviour among New Zealanders.

Information seeking is described as a process of choosing information sources to
reach the required information goals, as well as choosing the best source of information
from their choices (Dadaczynski et al., 2021; Robson & Robinson, 2013; Roselina et al.,
2021; Zhao & Zhang, 2017). A lot of research has shown that people put a lot of effort
into looking for information to gain understanding, resolve uncertainty and attain the
knowledge required for decision making (Jacobs et al., 2017; Lambert & Loiselle, 2007;
Medlock et al., 2015; Mishra et al., 2015).

With the emergence of the virus in 2020 all over the world, people started searching
for information about COVID-19. They started looking for its symptoms, causes, and
treatments (Bento et al., 2020). People were more concerned and worried about their
health than previously, and the virus has spread exponentially all over the world. During
the pandemic, people have faced a flood of information from different sources including
TV, newspapers, and various social media (Basoglu et al., 2010; Guidry et al., 2017; Liu
et al.,, 2011). People prefer cheap and easy access platforms for seeking information.
In NZ, 98.1% of people have TV access and 89.51% are Internet users (Stats NZ, 2020).
This makes these platforms more accessible for people. This means information is very
easily and widely available in NZ. Social media is excessively used by people in NZ
(Thornton, 2021). However, social media is the most prominent due to its easy access
and low cost, which are the two main factors affecting information-seeking behaviour
(Cress et al., 2005; Song, 2021; Thai et al., 2018). This study examines the use of social
media for seeking information about COVID-19 and its impact on the adoption of
preventive behaviour in NZ.

Preventive behaviour against COVID-19 in NZ

The coronavirus has become the biggest health crisis in the world. This coronavirus is
unlike the influenza virus or viruses such as SARS-CoV in 2002-2004 and MERS-CoV
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because of its extraordinary spreading properties and high mortality rate (Fraser &
Blumenstock, 2021; Hunter, 2020; Yang et al., 2020). From the experience of past
epidemics, it was clear that only by the adoption of proper preventive behaviour could
the spread of the virus be avoided (Zhang et al., 2020; Li et al., 2020; Nguyen et al., 2020;
Wise et al., 2020; Yang et al., 2020). The high level of transmissibility, even without any
symptoms, and the severity and mortality rate make it critical to control the disease.
In addition, the lack of appropriate treatment for this disease makes the situation worse.
The only technique to control the virus is to break the chain of infection. For instance,
individuals must stay home and follow self-care guidelines as recommended by WHO.
Therefore, it is crucial to educate people to improve health awareness and increase
levels of information about the disease.

As COVID-19 emerged, governments made rules around social distancing, the
wearing of face masks and other measures to prevent the spread. Only by adopting
preventive behaviour can we control the spread of the virus (Raude et al., 2020). The
most important preventive methods for COVID-19 depend upon individual protective
measures including social distancing, the wearing of masks in public places, the covering
of the nose and mouth while coughing or sneezing, hand hygiene, avoiding travel in
compromised places, the use of tissues to contain respiratory secretions, and isolating
and taking proper precautions by individuals showing any symptoms (D’Souza et al.,
2020; Gunderson et al., 2020; Saxena, 2020).

Therole of social media in COVID-19 information seeking and preventive behaviour

Information communication and the use of social media are the best options to educate
people and enhance public health awareness (Merchant & Lurie, 2020). The rapid growth
of technologies and mobile media technologies has changed the world. NZ has achieved
an outstanding uptake in mobile digital communication. As per NZ Statistics, 82% of
the total population of NZ use social media accounts and most of them use social media
on their mobile phones (Hinton, 2021). As social media is used on a large scale, it is
easy for the government and other agencies to provide health information and
precautionary advice about the disease through social media (De Coninck et al., 2020;
Sandhu etal., 2016). In Saudi Arabia, the government and private sector worked closely
to develop and launch 19 apps and platforms to serve public health and provide
healthcare services about COVID-19 (Hassounah et al., 2020). During the pandemic,
information from social media can magnify people’s fears and urge them to take
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preventive actions. Previous scholars have researched information about social media
and preventive behaviour (Chauhan et al., 2021; Chin & Wang, 2020; Demuyakor, 2020;
Depoux et al.,, 2020). Social media can make a positive impact on people’s preventive
behaviour during the pandemic. For example, watching videos on YouTube about
preventive actions such as washing hands, using sanitiser and maintaining social
distancing encourages people to adopt them in daily life (Soroya et al., 2021). However,
these protective measures totally rely on rapid changes in population behaviours which
are totally dependent on one’s ability to perceive the risk associated with the virus and
adapt their behaviour accordingly (Wise et al., 2020). In addition, social media can
provide two-way communication. In this way it is easy to spread awareness among
people about health and provide enough information about the pandemic (Pakpour,
2020).

People use social media instead of traditional media for gaining information about
any infectious disease outbreak (Austin et al., 2012; Roselina & Asmiyanto, 2021; Thai
et al., 2014.). It has been found that during the H1N1 outbreak, people depended on
Twitter and Facebook for sharing information and their experiences as social media
became the primary source of health information (Chew & Eysenbach, 2010). During
the COVID-19 pandemic, the use of social media has reached a much higher level
compared to the past. There can be many reasons for this. For instance, during COVID-19,
countries were locked down to control the outbreak, so people have had to depend
on social media to seek information and connect (Liu et al., 2021). Compared to other
media such as electronic or print media, due to excessive use, people have quick and
easy access to information on social media that has made it more effective during
COVID-19. As aresult, social media platforms have been utilised for alerting the public
about high-risk areas and other information related to the coronavirus. It also provides
awareness about health maintenance and treatments. That is why people have become
more aware of preventive actions through social media (Yang et al., 2020).

The significance of information literacy during the COVID-19 pandemic to control
the virus

With the emergence of COVID-19 in the world, there was a tsunami of information
about it. Information about COVID-19 spread faster than the virus itself. People started
searching for information about the causes of the virus, how it spreads and how it can
be prevented. As social media has become first-hand medium to get information,
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people can access a large amount of information without any restrictions. A large
amount of information and misinformation is continuously appearing in social media
channels (Zakar et al., 2021). Getting the wrong information can be more harmful than
helpful. For instance, during this pandemic, much misinformation has been spread
through social media. For instance, 300 people were killed in Iran by taking methanol
as suggested through social media. In addition, 46 people were infected in South
Korean after a church leader sprayed saltwater in their mouths. Such kinds of
misinformation create emotional instability among people (Kim et al., 2020). In addition,
there have been other examples of misinformation spread during pandemics in the
past. For example, during the Zika virus, 5 out of 10 news items were false, which caused
more discomfort for people (Sommariya et al., 2018). As a result of misinformation,
people either avoid seeking more information, or they try to search for more information
from different sources for authentication. In both cases, it has an impact on people’s
preventive behaviour as individuals become more anxious about the situation. So,
some people either start following the false information and avoid seeking further
information about the pandemic while others just keep searching for information about
it. Misinformation spreads fear and anger among people during the pandemic.

Sometimes research and scientific knowledge has also created controversies and
made people more anxious. For example, at the start of the pandemic, WHO did not
recommend people use cloth masks until the United States Centre of Disease Control
and Prevention (CDC) talked about significance of cloth masks and how they slow
down the spread of the virus (Zakar et al., 2021). So, proper information has a fundamental
role in creating awareness in society (Chan et al., 2020). Trustworthy, accurate and
reliable information is more important than ever at this time (Liu et al., 2020). In NZ,
there was rumour spread regarding the outbreak of a second wave of COVID-19 in the
country. It was following misinformation about a woman who broke into an isolation
facility (Weekes, 2020). This kind of misinformation on social media can cause fear,
stress, depression, and anxiety among citizen (Gonzélez-Padilla et al., 2020).

To avoid false or wrong information, WHO has advised people to consider the sources
of their information about coronavirus. As there are no proper treatments for the virus
(due to the unknown cause) and a high fatality rate this makes the situation more
vulnerable. Only relevant information and preventive behaviours can eliminate the
virus. This can be partially achieved by the providing of proper information on social
media. In this pandemic, people should have access to all the important information
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in a way that supports them in healthy and protective behaviours. Therefore, proper
and unfiltered information about COVID-19 is essential to finding, recognizing, and
analysing health information and using it in decision making (Patil et al., 2021).

The use of social media in Aotearoa NZ during COVID-19

During the pandemic, according to the data, the use of social media has increased by
60% compared to before the pandemic. During the pandemic, 73.45% of people are
spending time on Facebook, and 9.08% on Twitter (Stats New Zealand, 2020). The New
Zealand Ministry of Health has an official social account Unite against COVID-19 that it
uses to fight against the pandemic. People can follow this page on Facebook, Twitter,
Instagram, and LinkedIn. It is the NZ Government’s social platform where all the
information about COVID-19 is delivered every day. People can get free access to it on
their phones and get all the updates about the COVID-19 situation in the country. All
the media conferences about COVID-19 are live on Facebook. Social media is being
used to motivate people to take proper precautions through the use of the NZ Aotearoa
COVID-19 tracer app, getting vaccinated, staying home if they are sick, and other ways
of protecting themselves. On this platform, the NZ Government provides all the
information in all languages. People can connect with it 24/7. In addition, the Prime
Minister and Minister of Health provide continual updates about COVID-19 on this
social account. The NZ Government continues to post videos on YouTube to guide
people to take proper precautions. In addition, they are currently encouraging people
to get vaccinated. They provide accurate and reliable news about COVID-19 on the
Unite against COVID-19 page and provide advice to prevent any misinformation during
this crisis (Unite against COVID-19, 2020). During the pandemic, more than half of the
population visited the official government page Unite against COVID-19 which makes
it the biggest source of information compared to other sources (Unite against COVID-19,
2020). According to an AUT Research Centre for Journalism Media and Democracy
(JMAD,) report, 55% of the NZ population trust information found on social media. The
report indicated that New Zealanders rely on social media to get efficient access to
information about the coronavirus (Myllylahti, 2021).

Information is one of the most important factors to help control the coronavirus.
During any pandemic, only preventive behaviours can control the virus. So, providing
enough information about preventive behaviours and ways to implement them is very
important for minimising the virus. Educating people about taking precautions, and
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getting vaccinated, is the path to controlling the spread of the virus. There is no better
way to use social media than to provide sufficient information to citizens to minimise
the risk of disease in the country and take proper precautions to control the virus. This
research investigates the use of social media to educate people to take proper preventive
precautions to break the transmission chain in NZ. NZ has been one of the first nations
in the world to overcome the spread of coronavirus. This can encourage the use of
social media for health information during any emergency or pandemic.

Aim and Methodology

The aim of this study is to explore how the citizens of Aotearoa NZ are using social
media to find information about COVID-19 during the pandemic. This study also
examines the information consumption from different social media and the adoption
of preventive behaviour during the COVID-19 pandemic. The study addresses the
following research question: What is the role of social media in COVID-19 information
seeking and its impact on people’s preventive behaviour? Information seeking about
COVID-19 was measured by a series of questions derived from previous research.
Respondents were asked: Do you need information about COVID-19? What is your
primary source of getting information about coronavirus? What are the reasons for
seeking information about COVID-19? Preventive behaviour was measured by presenting
respondents with a list of 13 different precautions to avoid COVID-19 as suggested by
WHO. Respondents were asked whether they follow the preventive actions to control
the virus in NZ. The items included in the survey included avoiding large gatherings,
avoiding visiting crowded places, wearing face masks and others, with a 5-point Likert
scale of responses from 1 = always to 5 = never. It also included demographic
characteristics such as age, gender, education, and employment status.

The quantitative method was used for this study to examine the use of social media
for seeking information about COVID-19 and its impact on the adoption of preventive
behaviour in NZ. This research was carried out within the population of NZ, so the NZ
population is the target population for this study i.e., 5,002,100 people (Stats New
Zealand, 2019). Due to COVID-19, people do not like meeting face to face in order to
avoid contact. That is why, in this research, non-random sampling was used in which
the questionnaire was distributed online. In the study, 254 respondents took part in
the survey.The questionnaire was sent to New Zealanders via email, WhatsApp, Facebook,
LinkedIn, WeChat and the ICL school platform (Canvas).
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Ethics approval was received from the ICL Ethics Approval Committee for this
research project. A participant information Sheet was used to inform the respondents
about their rights. They can leave the questionnaire at any moment without explaining
why. In addition, respondents can contact the ethics committee via the contact details
provided in the form if they need any further information. All the respondents gave
their consent.

Findings

Demographic information

The respondents were asked about their demographic characteristics including their
age, gender, education, and employment status. Out of a total of 254 respondents who
took partin the survey, the majority of the respondents were female, with the proportion
of the females at 56.7% and males at 38.6%. As shown in Figure 1 below, 3.5% of the

respondents preferred not to answer the question.

Gender

1What is your gender?

254 responses
@® Female
38.6% . Male
@ Non-binary

@ Prefer not to answer

Figure 1: Gender of the respondents
Age
Age is one of the significant factors which impact on information seeking about

the pandemic on social media and adopting preventive behaviour. The survey included
age groups from 18 to 65 and over, living in NZ. As shown in Figure 2, the largest group
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of respondents were from the 25-34 age group at 38.2%, followed by the 35-44 and
18-24 age groups, at 22.4% and 19.7%, respectively. The smallest number of people
was from the age group 65 and over, at only 3.5%.

Figure 2: Age of the respondents
Ethnicity

NZ has a diverse culture with people from all over the world living here. As the questionnaire
was sent via email, Facebook, WhatsApp, WeChat, etc., people from all ethnicities took
partin it. As shown in Figure 3 below, NZ European and Indians were the largest groups,
both at 22.4%, followed by Chinese (12.2%), Asian-other (7.5%) and NZ Maori (7.5%).The
smallest number of respondents were from the African-South African and African-other
groupings with only 2.4 % and 1.6%, respectively, taking part in the survey.

Ethnicity
BINZ european
HMiddle eastern
M pacific island
Prefer not to answer
BINZ maori
Ml African-other
M African-south african
M Chinese
EFilipino
M Asian-other
Fijian
Mindian

Figure 3: Ethnicity of the respondents
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Education

Many studies indicate that there are relationships between people’s education levels,
knowledge, and adopting healthy behaviour (Maher et al., 2020; Niedzwiedz et al.,
2021; Pohjola et al., 2021; Watt & Sheiham, 2012). As Figure 4 below shows, the largest
group of the respondents hold master’s or Graduate degrees (28%). 18.5% and 14.6 %
of respondents went to college and high school, respectively. Only 4.7% respondents
did not complete high school. Only 3.9% have completed doctorates.

Education

5]

M ess than high school
® high school

Bsome college/universi
M college diploma/certil
W undergraduate degree
B masters /graduate deg

—less than high school
12
4.72%
high school
37
14.57%

some
college/university
36
14.17%

dcctgora(e
3.54%

masters/graduate degree
71
27.95%

undsrgraduite college
degres diplomar comtificate
10.24% 47
18.50%

Figure 4: Education of the respondents
Employment

In this health crisis, there are drastic changes in people’s lives around the world. COVID-19
is having a great impact on economies and causing upheavals in the labour market
(Cerra et al., 2021; Chaudhary et al., 2020; Ezebuilo, 2021; Kenzhin et al., 2021; Tiirinki
et al., 2020). Many people have lost their jobs or businesses due to COVID-19. That is
why it is one of the major factors out of the demographic characteristics. In the survey,
42.5% of respondents are working full-time, 17.7% are working part time, 15.4% are
students, 5.4% of respondents are unemployed and 2.4% are not looking for jobs
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Employment Status

-]

Bl Employed full time
W Employed part-time
[ self-employed

W Unemplyed

[l Not looking for a job
B Homemaker

W student

[ Prefer not to answer

7

2.76%
Prefer not o answer

6

6
2.36%
Homemaker

15 42.52%
3 Employed full time

5.91%
Unemplyed

Self-employed

45

45
17.72%
Employed
part-time

Figure 5: Employment status of the respondents
COVID-19 information seeking
Need for information about COVID-19

In the survey, most of the respondents mentioned they need information about
COVID-19. As shown in Figure 6 below, 62.2 % (N=158) of respondents need information
about COVID-19, while only 32.7 % (N=83) do not need information about it. However,
5.1% of respondents did not give their responses. As the respondents did not provide
reasons for why they did not need information about COVID-19. There may be many
reasons for it such as the research was done in July 2021. By this time there was a storm
of information about the pandemic everywhere. Other might be its “COVID-19 Skepticism”.
Denial of the threat posed by COVID-19 is often associated with skepticism about
measures imposed to control it. This has led to anti-lockdown movements, which are
also rooted in opposition to the restrictions on individual freedoms. Such movements
can also be linked to anti-mask movements. Anti-vaxxer sentiment has been reignited
as people have been invited to receive their COVID-19 vaccination and, more recently,
their “booster” jabs (Burki 2020. P. 462).
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Need information about
COVID-19

Figure 6: Information about COVID-19
Reasons for searching for information about COVID-19

Four options were given to learn more about the reasons for searching for information
about COVID-19. Out of the 254 respondents, the majority of 42.9% look for updates
on case reports of COVID-19 all over the world, followed by 30.3% of the respondents
who want to know about death reports globally and locally. Fifty respondents are
interested in knowing updates on the mode of transmission of the virus. From the
‘other’ option, 4% of the respondents are searching for updates about the situation in
their city, and about vaccination and recovery plans.

Reasons for searching information

Series1
]
= for global and local cases report
for global and local death report
m upadte on the mode of transmission

u other

Figure 7: Reasons for searching for information
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Primary sources for information about COVID-19

It was found that the largest group of respondents used social media as their primary
source of information about COVID-19 at 42.5% of the total and 20.9% of respondents
used the government website as their primary source. Similar results were found in
the research conducted by Khalesi et al. (2021) in Australia. However, Indonesians did
not believe the information given by the government about virus (Pramiyanti et al.,
2020).

As shown in Figure 8 below, 13.4% and 12.2% respondents used television and
online new websites, respectively, to find information about the COVID-19.1n an online
environment, television has become less effective in disseminating and educating the
public to control the spread of epidemic diseases (Merchant et al., 2021). Only a few
people prefer traditional sources such as TV for information about COVID-19. However,
in Italy and Finland, television was considered as the first source of COVID-19 (De
Coninck et al., 2020; Zanin et al,, 2020). On the other hand, only 5.9% of participants
follow health websites. Social media and the NZ Government health website (Unite
against COVID-19) were the main sources of the information for COVID-19.

Primary source to get information about
COVID-19

120

Series1
n
= Social media
= Television
= Online news website
60 ® Health website

NZ government website
30 I

= other
Figure 8: Primary sources for information about COVID-19

90
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The findings of this study highlight the significance of the use of social media to
look for health information, especially during COVID-19 when people are in lockdown,
and they cannot meet face to face. In this situation, social media provides a useful
means of communication between people and public health authorities (Fridman et
al., 2020; Lovari, 2020).

Time spent on social media looking for information about COVID-19

Information sources play a vital part in getting information about the pandemic. During
COVID-19, people spend more time at home due to lockdowns and have more time
and opportunities to look for information about it and to know more about it. During
times of risk, people seek more information to deal with the risk. As shown in Figure 9
below, 67.3% of respondents spent 1-2 hours every day on social media looking for
information about COVID-19 and 25.6% of respondents spent around 3-4 hours every
day. A small percentage 1.97% spent more than 6 hours on social media.

timeduration

]

[E1-2 hours

l3-4 hours

[E5-6 hours

W more than 6 hours

Figure 9: Time spent on social media for COVID-19
Usage of social media to find information about coronavirus

Respondents were asked about which social media platforms they prefer to use to look
for information about COVID-19. As indicated in Figure 10 below, 84.5% of the
respondents preferred Facebook and 20.2% were getting information from Instagram.
17.2% of the respondents chose WhatsApp and 10.5% chose WeChat to get information
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about COVID-19. According to Zhang et al. (2017), there is a high possibility of people
accessing health information through WeChat.

Itis quite interesting that the 12.2% and 10.5 % of respondents received information
about COVID-19 from LinkedIn and Tik Tok, respectively. Tik Tok, a video based social
media platform has recently been described as a new potential platform to disseminate

health information during the COVID-19. In fact, a search with the hashtag‘coronavirus

’

on the Tik Tok app received 90 billion views which reflects its extensive reach and impact
on public health that is considered beyond the pandemic as well (Comp et al., 2021;
Eghtesadi & Florea, 2020).

Which social media do you use to get information about Covid-19 (you can choose more than 1

option)?

238 responses

Facebook 201 (84.5%)
Twitter 30 (12.6%)
‘WhatsApp 41 (17.2%)
WeChat 25 (10.5%)
Linkedin 29 (12.2%)
Instagram 48 (20.2%)
Tencent QQ 4 (1.7%)
TikTok 25 (10.5%)

YouTube 2 (0.8%)
Youtube 2 (0.8%)
Google|l 2 (0.8%)

Linkedin is not social Media}—1 (0.4%)
News website |1 (0.4%)

Husband s screen time| 1 (0.4%)
Snapchat} 1 (0.4%)

Reddit}—1 (0.4%)

NZ Government Website }|—1 (0.4%)
NZherald and Taiwanese n...}—1 (0.4%)

you tube | 1 (0.4%)
Website}—1 (0.4%)
News}|—1 (0.4%)
News |}—1 (0.4%)

0 50 100 150 200 250

Figure 10: Usage of social media to find information about coronavirus

The following of updates about COVID-19

In the study when respondents were asked whether they followed all updates about
COVID-19, 33.9% always follows the updates. 24.8% follow often and 22.0% follow
sometimes. Only 4.7% respondents never follow any updates about COVID-19.

16
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follow all update

]

M Always

B Often

[ sometimes
M rarley

Wl never

56
Sometimes
56
22.05%

Figure 11: Following of updates about COVID-19
Social media as an information provider
Timely information about COVID-19 on social media

During the pandemic, information plays a pivotal role. People look for information
about COVID-19 and how to control it. Up to date and accurate information is essential,
as misinformation can cause problems instead of educating people (Ittefaq et al., 2020).
In addition, information should be updated as many people follow all the updates
about COVID-19. It was found that 33.9% of the respondents thought that they often
got timely information through social media. This was followed by 28.3% of respondents
who thought that they always got timely information. As shown in Figure 12, only 6.7%
and 1.6% of the respondents think they did not get timely information from social
media about COVID-19.
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Timely information about COVID-19 on social media

B Sometimes
W Rarely
W Never

Figure 12: Timely information from social media about COVID-19
Sufficient and updated information about COVID-19 on social media

During this pandemic, getting sufficient and up-to-date information about the virus,
its cause and prevention are very important in dealing with the situation (Bavel et al.,
2020; Gates, 2020). That is why, in the questionnaire, respondents were asked whether
they get enough information about COVID-19 on social media. As shown in Figure 13,
the majority of responses indicted those respondents thought they got sufficient
information often, followed by 26.8% of respondents who thought they always get
sufficient information about COVID-19 from social media. However, 13.4% and 4.7%
of respondents, respectively, thought they hardly or never get enough information
about COVID-19 on social media.

Do you believe that you get sufficient information about COVID-19 on social media?
252 responses

0 Always
@ Often

Sometime
@ Rarely
@ Never

Figure 13: Sufficiency of information about COVID-19 through social media
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Most people believe they get information about the disease through social media,
but according to Chan et al. (2020), there are limitations to the information disseminated
via social media as this information is not peer reviewed by experts. During the pandemic,
this can cause more harm than good.

Information about COVID-19 provided by various social media.

From the research, it was found that most of the respondents were of the opinion that
Facebook provides current and accurate information. This study showed that 16.8%
and 14.4% of the respondents beleived that Twitter and WeChat, respectively, provide
up to date and accurate information about the pandemic.

Which social media, you believe provide up-to-date and accurate information about COVID-19
(you can choose more than 1 option)?
208 responses

155 (74.5%)

35 (16.8%)
27 (13%)
30 (14.4%)
23 (11.1%)
17 (8.2%)
7 (3.4%)
13 (6.3%)
Nonefl—2 (1%)
Television news 1 (0.5%)

LinkedIn
Instagram
Tencent QQ
TikTok

| don't follow it on social me... 1 (0.5%)
Government advertisements |—1 (0.5%)
News Channel and News P.._|—1 (0.5%)

Government news | —1 (0.5%)
Google 1 (0.5%)

reddit} 1 (0.5%)

News} 1 (0.5%)

MOH website }—1 (0.5%)
Government site 1 (0.5%)
Govt site|—1 (0.5%)

0 50 100 150 200

Figure 14: Information provided by various social media about COVID-19
Trust on various social media for information about COVID-19

The respondents were asked about which social media they trust more. As Figure 15
indicates, 74% of the respondents trust in Facebook and 14.6% and 13.7% of the
respondents trust the information received from LinkedIn and Twitter, respectively.
Instagram and TikTok are not very old social media, however, the data reveals 8.7% and
6.8% respondents, respectively, trust the information received from Instagram and
TikTok as well. Only 1% of respondents prefer online news channels. In the survey,
respondents did not mention any specific online news channels in NZ Aotearoa.
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Which social media do you trust more to get information about COVID-19 (you can choose

more than 1 option)?
219 responses

162 (74%)

30 (13.7%)

WhatsApp| 30 (13.7%)
WeChat 27 (12.3%)
Linkedin 32 (14.6%)

Instagram 19 (8.7%)

Tencent QQ
TikTok: 15 (6.8%)

2(0.9%)
2(0.9%)
Nonef—1(0.5%)

Tv newsf—1(0.5%)

None.}—1(0.5%)

skykiwi—1 (0.5%)

News Channel and Newspa...}—1 (0.5%)
reddit}—1 (0.5%)

YT}1(0.5%)

News channels}—1 (0.5%)

Website }—1 (0.5%)

News |1 (0.5%)

Online news }—1 (0.5%)

0 50 100 150 200

Figure 15: Trust in COVID-19 information on social media

Social media creating social alarm about COVID-19

Social alarm stands for a reliable communication among people in times of distress
and alerts them about the situation. In this pandemic, it is essential that people be
proactive. Social media plays a significant part in providing information and alerts
about the pandemic. In this study, it was found that the majority of the respondents
at 79.6% thought that Facebook was alerting people about COVID-19. In addition,
WhatsApp (18%), Twitter (16%), WeChat (13%) Instagram (10.4%) and LinkedIn were
also playing a role in creating social alarm regarding COVID-19. Only 0.5% of the

respondents considered TV a news source creating social alarm.
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Which social media generated social alarm about COVID-19 (you can choose more than 1
option)?
211 responses

Facebook

Twitter

WhatsApp

WeChat

Linkedin

Instagram

Tencent QQ

TikTok 16 (7.6%)

Tv

N/A

YouTube advertisement
online news and YouTube
Google

Al

Youtube

News

Message

Website

168 (79.6%)

34 (16.1%)
38 (18%)

28 (13.3%)

20 (9.5%)

22 (10.4%)

Figure 16: Types of social media generating social alerts about COVID-19

Belief that social media provide unfiltered information

Unfiltered information from social media

]

M Always

M Often

M sometimes
M rarely

B Never

85
sometimes
85
33.46%

Figure 17: Unfiltered information from social media

From the study, it was found that most respondents thought they got unfiltered
information only sometimes. Figure 17 shows that 24.4% of respondents thought they
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always got unfiltered information from social media about COVID-19. However, 4.3%
of the respondents thought that they never got unfiltered information from social
media.

Influence of information consumption through social media on preventive
behaviour

To control the pandemic, there are a few precautions that can stop the spread of the
virus. In this study, 13 precaution statements were included in the questionnaire and
respondents were asked to answer whether they follow these precautions using a
five-point Likert scale (1 = always to 5 = never). As shown in Figure 18, most people
are serious about preventive actions and follow all the precautions to stop the virus.
In the survey, most of the respondents either always or often followed the rules. Figure
17 below shows the frequency and percentages of responses for all 13 preventive
statements separately.

ou befeve et nforma L il e Youto adopt these peventive act

Waves B0k W Soroimes M Sein I Mewr

tywasiy gapee) hodtevstol  Teneladiemsn  Sojahne  Faysmuns fenacd Dsnibepdcsder  Aodhaakingy
e s izt begsteireosh  inowenisingantic amerisrgaa o sympons vatrgpticpsns by fon be el hoggg
pae

Figure 18: Preventive Behaviours

Figure 18 above shows that the majority of respondents always sanitize surfaces
before using them, 32.7% of respondents often disinfect surfaces and only 7% of the
respondents never follow the rule. Regarding hand washing and hand sensitizing,
42.9% of respondents always washed their hands and sanitized them. Washing and
sanitizing hands are the most common and significant factors in preventing disease.
From the results, it was found that only 3.1% and 2.4%, respectively, of respondents
seldom or never washed their hands. Washing hands can help in preventing COVID-19
(Mao etal.,, 2021; Ramesh et al., 2020). Wearing a face mask is another mandatory factor
in avoiding close contact between people (Rabby et al., 2020; Ramesh et al., 2020).
Figure 18 shows that 39% and 33.9% of the respondents always and often wear masks
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to protect themselves from the virus, respectively. Only 1.6% of the respondents said
they never wear face masks.

As it is known that coronavirus spreads from humans to humans through close contact
one should avoid visiting crowded places. This study showed that the majority of
respondents always and often avoided visiting crowded places. As shown in Figure 18
above, the majority of the respondents avoided going to covered places and only 2.4%
of respondents did not avoid crowded places. Furthermore, for prevention, parties or
celebrations with large numbers of people should be avoided. The second outbreak of
coronavirus in NZ spread from a church group (Weekes, 2020). Figure 18 above shows
that 40.6% and 39.4%, respectively, of the respondents always or often avoided large
gatherings. However, 2.4% of the respondents did not avoid them. As Figure 18 indicates,
most respondents avoid places where there were more chances of acquiring the virus.
35% and 31.1% of the respondents, respectively, often or always avoid visiting compromised
areas. Only 3.5% and 2.8%, respectively, of the respondents never or seldom avoided
visiting these areas. Figure 18 shows that 44.9% of the respondents always try to avoid
visiting public places, while 15.4% of the respondents avoid visiting public places only
sometimes. However, 3.5% of the respondents said they never followed this rule.

During the pandemic, people are advised to stay home so as to avoid close contact
with infected people and visits to compromised areas (Whitworth, 2020). As Figure 18
shows, 39% and 28%, respectively, of the respondents always or often preferred to stay
home during times of risk. The report indicated that 3.9% of the respondents said they
never stayed at home during times of risk.

Travel by public transport is a common mode of travel across the globe. However,
travel by public transportis another area of close contact between human beings as well
as surfaces enhancing the transmission of the coronavirus (Anzai et al., 2020; Hu et al.,
2021; Rodriguez-Morales et al., 2020). In NZ, people use public transport on a large scale.
Figure 17 shows that the majority of respondents tried to avoid public transport while
25.6% of the respondents sometimes avoid it. The study showed that 7.9% of the
respondents seldom avoid public transport. As shown in Figure 18, it was identified that
37.6% and 34.6% of the respondents, respectively, often and always use the tracing app,
while 3.9% and 2.8% of the respondents, respectively, seldom and never used the tracing
app. During this pandemic, the tracing app is one of the major mobile software applications
to help stop the virus (Hassounah et al., 2020). The NZ Government has been encouraging
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people to use the tracing app wherever they go. It helps people to know about any
compromised areas or if they have encountered any infected person.

When people meet, they usually hugged or shook hands prior to COVID-19, but
during this pandemic, people were advised to avoid hugging and handshaking to
control the spreading of virus (Tejada, 2020; Obilor & Awogu, 2021; Sarwar & Imran,
2021; Shrestha et al., 2021). From the data, it was found that the majority of respondents
always avoid hugging or handshaking. However, 5.9% and 4.3%, respectively, of the
respondents hardly or never avoid hugging and handshaking.

The symptoms of COVID-19 and flu are quite similar. So, people sometimes confuse
the symptoms with flu. Figure 18 shows people are quite active in seeking online
medical information. From the survey, it was found that majority of the respondents
always or often search for medical information even with minor symptoms. However,
4.7% and 3.5%, respectively, of the respondents do not seek medical information.

Information received from social media and preventive actions

As in this study, a 5-point Likert scale was used to rate the frequency of preventive
behaviours from 1 = always to 5 = Never. The median value is 2.5. If the mean value is
less than 2.5, it shows people are concerned about it. The mean values of need of
information about COVID-19 and its preventive measures are given in Table 1 which
shows the respondents’ priority towards preventive measures for combating COVID-19.

Table 1: Information received from social media and preventive actions

Mean Std. Deviation N
Avoiding large gatherings 1.83 .888 249
Frequent hand washing and use of sanitizer 1.87 970 248
Avoiding visiting crowded places 1.89 931 248
Avoiding visiting public places 1.89 1.056 244
Wearing face masks 1.90 921 246
Using the tracing app 2.00 984 247
Staying at home 2.03 1.084 245
Avoiding handshakes or hugs 2.04 1.119 249
Seeking medical advice 2.06 1.042 247
Avoiding visiting compromised areas 2.09 1.007 243
Disinfecting surfaces 2.10 1.026 249
Disinfecting purchases 2.17 1.162 249
Avoiding public transport 2.26 1.055 249
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The positive effects of social media are people adopting more preventive actions
to stop the virus, including avoiding large gatherings, not visiting compromised areas,
wearing masks and other actions. All these factors are essential in preventing the spread
of this disease. Other researchers working in this area have concluded that preventive
actions are essential in stopping the virus. This is the only way to break the chain and
stop the virus (Yemer et al.,, 2021; Liu et al., 2021; Firouzbahkt et al., 2021; Ahmad &
Murad, 2020) and social media play an effective role in this regard.

Discussion and Conclusion

Gender is reported to influence the information processing from social media and
affect attitudes and behaviours related to pandemics. In the present study, females are
more actively seeking information from social media about COVID-19. Most of the
respondents look for updates about COVID-19 cases globally and locally. Secondly, this
study found that during the COVID-19 pandemic people are spending more time on
social media. A majority of the respondents spend 3-4 hours per day on social media.
There is a direct relationship between the time spent accessing information on social
media and risk perception. In addition, when respondents were asked which social
media platforms they prefer to use to look for information about the pandemic, most
people prefer Facebook. From the survey, it was found that most people follow all the
updates about COVID-19 and the majority of people believe that they receive timely
and updated information through social media. Timely information is necessary to
know about causes, treatment, and other aspects of the pandemic to control the virus
(Kaplan etal., 2020; Lal et al., 2020; Mitchell et al., 2020; Wang & Lund, 2020). Only a few
people don't follow any updates about the pandemic. In addition, when they were
asked which social media platform, they trust to provide true, up to date, and accurate
information, most people believe that Facebook provides up-to-date information.
People also trust Twitter, WeChat and WhatsApp to get information about COVID-19
(Eghtesadi & Florea, 2020; Ting et al., 2020; Zhang et al., 2017). The Singapore Government
has partnered with WhatsApp to allow the public to receive accurate information about
COVID-19 and government initiatives (Ting et al., 2020). According to Boon-Itt and
Skunkan (2020), Twitter is a good communication channel for understanding both
public concern and public awareness about COVID-19. Lastly, this study identified the
adoption of preventive behaviours by the respondents.
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Social media has become the primary source to look for information about the
pandemic (Gonzalez-Padilla & Tortolero-Blanco, 2020). The frequency of using media
and sources of information influence risk perception and perceived media role. Social
media use significantly increases preventive behaviour (Oh et al., 2021). Moreover,
when seeking information, people also use the NZ Government platform and other
websites (Khalesi et al., 2021).

Trust is an important factor in information seeking and using this information to
take preventive action (Hesse et al., 2005). Especially during COVID-19, the reliability
of information sources is important as misinformation can cause worry and anxiety
among people (Cook, 2020; Kim, et al., 2020). That is the reason respondents were asked
which social media they trust more. It has been found that social media is trusted to
provide sufficient and accurate information about COVID-19, even though the use of
social media can have a negative impact on mental health due to the flood of information
onitduring COVID-19 (Abbas et al., 2021; Brailovskaia et al., 2021; Brailovskaia & Margraf,
2021; Moradi et al., 2020). A study in the United Kingdom found that this overload of
information about COVID-19 on social media can cause more fear about the disease.
Moreover, a similar study conducted in Hong-Kong found that the use of social media
during health crises creates more anxiety and worry (Neely et al., 2021).

Information sufficiency, perceived information gathering capacity and trust of the
information channel are affected to one extent or another by affective responses to
the risk, knowledge and information gathering about the risk (Griffin et al., 1999a;
1999b; 2005; 2008). The use of social media platforms can positively influence awareness
of public health behaviour changes and their protection against COVID-19 (Al-Dmour
etal,, 2020).There is a strong connection between online health information and offline
people’s health actions (Khamis & Geng, 2021). Only adopting preventive behaviour
can control the virus. To control the pandemic, there are a few precautions that can
stop the spread of the virus and social media can play an effective role in disseminating
information and creating awareness in this regard.

This study can provide support for some practical applications. Through the research
it was found that in NZ more people use social media compared to other sources of
information. This suggests that health communication through social media can increase
preventive behaviour. The study proved that COVID-19 information on different social
media channels can promote preventive behaviour directly. With an understanding of
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people’s trust in social media, authorities can educate people using different sources
to reach target audiences. Moreover, in this study it was found that people seek more
information during times of risk and the use of information sources increases during
this time. Therefore, authorities should provide accurate and timely information through
social media. These findings can help health departments communicate information
through various social media to combat this pandemic.

With respect to the findings and their applications, it is important to discuss the
limitations of the research. This study has many limitations. The first major limitation of
this study is the sample size. Due to time and resource constraints, it was not possible to
conduct this research with a larger number of respondents. This study explores general
information seeking rather than impact of misinformation disseminated by social media
on behaviour during COVID-19.This can be explored by further analysing an individual’s
actual information seeking behaviour using interviews and other experimental methods.
In addition, this study was carried out during the COVID-19 pandemic, when people did
not like to meet face-to-face. So, this study could not explore social cognitive theory by
observing to see if people adopt preventive behaviours. This study used an online survey
which might have introduced sampling bias as elderly people are less likely to use the
internet and respond to online questionnaires. So, the result of this study may not be
generalisable for all people in NZ. Lastly, this study did not explore people’s emotions
due to misinformation of social media during the pandemic. People feel more worried
during times of risk. Due to a lack of time, the study did not explore how social media
can provide mental support for people and help them connect to their family and friends.
Moreover, this study also did not explore information overload on social media during
COVID-19. These overloads of information can make people more worried and create
anxiety. Worry and anxiety can cause people to avoid seeking information.
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(074

Bu arastirmanin amaci Twitter platformu 6rneginde kriz sonrasi donemde bilgi
akisi tzerinde en etkili aktorleri bulmak ve kullanicilarin sosyal medya 6zellikleri
ile bilgi akisini kontrol etme arasindaki iliskiyi ortaya koymaktir. Calismanin
amacini gergeklestirmek icin Bati Karadeniz Bolgesinde 11 Agustos 2021 tarihinde
baslayan asir yadislar sonucunda yasanan sel ve su baskinlari krizi sonrasi
donemde Twitter platformundan calismanin verileri toplanmistir. Verilere sosyal
ag analizi ve uygun istatistiksel analizler uygulanarak kullanicilarin sosyal medya
ozelliklerinden takipgi ve takip edilen hesap miktari ile bilgi akisi &zelliklerinden
derece merkeziligi ve arasindalik merkeziligi arasindaki iliskilere yonelik hipotezler
test edilmistir. Bulgular takip¢i miktari fazla olan kullanicilarin sel felaketi ile
ilgili daha fazla baglanti ya da bilgi aldigini, bu durumun da kullanicinin agda
daha etkili olmasina neden oldugunu géstermistir. Twitter platformunda takip
miktan ylksek kullanicilarin sel felaketi ile ilgili diisuk miktarda baglanti ya da
bilgi aldigini bu durumunda agdaki konumunu gosteren arasindalik merkeziligi
olglitiine olumsuz olarak yansidigini ortaya koymustur. Calismada krizde sosyal
medya tizerinden bilginin yayilimi esnasinda iliskilendirilecek etkili kullanicilarin
(influencer) sosyal medya ozellikleri ve agdaki 6zelliklerinin dikkate alinmasi
gerektigi sonucuna varilmistir.

Anahtar Kelimeler: Kriz iletisimi, bilgi yayilimi, sosyal medya, Twitter, sel felaketi

ABSTRACT

The main purpose of this research is to find who the most influential actors are
regarding post-crisis information flow in the example of the Twitter platform and
to reveal the relationship between users’ social media traits and their control
of the flow of information. In this context, the article examines the number of
followers and accounts followed based on users’ social media traits and tests

the hypotheses regarding the relationships between in-degree and out-degree
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centrality measures, as well as betweenness centrality.
In order to realize the study’s purpose, study data were
collected from the Twitter platform during the post-flood
and flooding crisis periods that had resulted from the heavy
rains that started on August 11, 2021 in the Western Black
Sea Region. The article has applied social network analysis
and appropriate statistical analyses to the obtained data,
with the findings showing that users with many followers
received more links or information about the flood
disaster, which caused those users to be more effective in

the network. However, users with many followers on the

Twitter platform were revealed to receive a low number of
connections and little information about the flood, which
negatively reflected on the betweenness centrality criterion
that shows their position in the network. As a result, the
study has concluded that the social media characteristics
of influential users is associated with the dissemination
of information through social media during times of crisis
and that their characteristics within the network should be
considered.

Keywords: Crisis communication, information dissemination,

social media, Twitter, flood disaster

Extended Abstract

Sharing sufficient and accurate information about a crisis with the public during times
of crisis plays an important role in crisis communication, and the transfer of information
through the right channels and sources forms the basis of a reliable relationship.
Influencers are expressed as opinion leaders and play an important role in the formation
of public opinion on any subject or institution. Influencers were known in the past as
people who convey the information they receive from the traditional media to the
public and are now expressed as famous influential people who actively use social
media and have many followers. When considering how digital society follows every
development through digital media, the content influencers share on social media
regarding crisis communications influences the public. Social media is known to change
the source, effect, and speed of crises, and the rapid spread of crisis information also
affects the masses quickly. Therefore, time pressure has increased with social media,
and rapid crisis response has become an important issue.

The purpose of this research is to find who the most influential actors on the
information flow are during the post-crisis period regarding Twitter as an example
platform and to reveal the relationship between users’ social media traits and control
of the flow of information. In this context, the study looks at the number of followers
and number of accounts followed based on users’ social media features to test the
hypotheses regarding the relationships between in-degree and out-degree centrality
measures, as well as for betweenness centrality. In order to achieve the study’s aim,
the study data were collected from the Twitter platform during the post-flood period
and flooding crisis that had resulted from the heavy rains that started on August 11,
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2021 in the Western Black Sea Region, with the study applying social network analysis
and appropriate statistical analyses to the data. Social networking platforms such as
Twitter allow their members to become friends, to follow friends, or become fans of
other members. The connections created on these platforms can be aggregated into
a social map or network graph that defines who is connected to whom or who interacts
with whom. Social network analysis helps to understand the interactions between
platform users and their ties through network parameters on these platforms or through
metrics that represent the network created by these ties. These metrics can be used to
measure interactions, rank nodes, or ties and to identify influential actors in a network.

As a result of the analysis applied to the obtained data, the findings show that users
with many followers had received more links and information about the flood disaster,
which caused these users to be more effective in the network. However, the study also
revealed users with many followers on the Twitter platform to have received few
connections and little information about the flood, which then negatively reflected
onto the betweenness centrality criterion that shows their position in the network.

Making a categorical classification of the most influential actors during the Western
Black Sea floods crisis showed individual accounts, state actors, and media actors to
be present. When making an evaluation in this context, one should consider the
communication strategy that is planned for spreading information on social networks
in times of crisis and have influential users get involved with this information; the
number of followers and follow-ups these accounts receive should also be considered,
as well as their internal and external interactions. In this way, information regarding
the public opinions formed on social networks can first be disseminated to different
groups through effective users. Moreover, understanding influencers'traits can be said
to help improve the visibility of corporate accounts and allow them to better connect
with target audiences for crisis management.
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Giris

Kriz donemlerinde kriz ile ilgili yeterli miktarda ve dogru bilgilerin kamuoyu ile
paylasiimasi kriziletisiminde 6nemli bir husustur. Bilginin dogru kanallar ve kaynaklardan
aktarilmasi guivenilir bir iliskinin temelini olusturmaktadir. Bilginin dogruluguna inanma
durumu bilginin yayildigi kaynagin givenilirligi 6l¢lisiinde degismektedir. Kanaat
onderleri olarak ifade edilen etkili kisiler kamuoyunun herhangi bir konu ya da kurum
ile ilgili gorlslerinin olusmasinda dnemli bir gorevi tUstlenmektedirler. Gegmiste
geleneksel medyadan aldigi bilgileri kamuoyuna ileten kisiler olarak bilinen kanat
onderleri glinimizde sosyal medyayi aktif olarak kullanan, cok sayida takipcisi olan
etkili, tinlu kisiler olarak ifade edilmektedir. Ozellikle dijital toplumun her gelismeyi
dijital ortamlardan takip ettigi gz 6niine alindiginda kriz iletisiminde s6z konusu etkili
kisilerin sosyal medya ortamlarinda paylastiklari icerikler kamuoyunu etkilemektedir.
Sosyal medyanin krizlerin kaynagi, etkisi ve hizini degistirdigi bilinmektedir. Kisa stirede
ve hizla yayilan kriz bilgileri kitleleri kisa stirede etkisi altina almaktadir. Dolayisiyla
sosyal medya ile birlikte zaman baskisi artmis, krizlere kisa stirede yanit olusturmak
onemli bir konu olmustur.

11 Agustos 2021 tarihinde Bati Karadeniz bolgesinde baslayan asiri yagislar sonucunda
Bartin, Kastamonu ve Sinop sehirlerinde sel ve su baskinlari meydana gelmistir. Bartin
ili Ulus ilcesi, Kastamonu ili Azdavay, inebolu, Bozkurt, Kiire ve Pinarbasi ilceleri ve Sinop
ili Ayancik ilgeleri selden etkilenmistir (Afet ve Acil Durum Yonetimi Baskanhgi [AFAD],
2021a). Sel felaketinin yasandigi bazi bolgelerde 10-12 Agustos 2021 tarihleri arasinda
metrekareye dlisen yagis miktari bir yillik toplam yagisin yaklasik 3'te 2'sini bulmustur
(Ozkdk, 2021). Afetten etkilenen bolgelerdeki calismalarin kesintisiz olarak yiritilmesi
amaciyla AFAD Afet ve Acil Durum Yonetimi Merkezi faaliyete gecirilmistir. Yasanan sel
nedeniyle 82 kisi hayatini kaybetmistir (AFAD, 2021b).

Gergeklestirilen bu arastirmanin temel amaci Twitter sosyal medya platformunda
kriz sonrasi donemde bilgi akisi Gizerinde en etkili aktorleri bulmak ve kullanicilarin
sosyal medya 6zellikleri ile bilgi akisini kontrol etme arasindaki iliskiyi ortaya koymaktir.
Bu baglamda calismanin verileri yukarida arka plani verilen Bati Karadeniz Bolgesinde
yasanan sel ve su baskinlari krizi sonrasi donemde Twitter sosyal medya platformundan
alinmistir. Elde edilen verilere sosyal a§ analizi ve uygun istatistiksel analizler uygulanarak
kriz sonrasi donemde Twitter platformunda bilgi akisi Gizerinde en etkili aktorler
belirlenmis ve kullanicilarin sosyal medya 6zellikleri ile bilgi akisini kontrol etme 6zellikleri
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arasindaki iliskiler ortaya koyulmustur. Kriz iletisiminde bilgi akisinin etkili kisiler
araciligiyla topluma duyurulmasinin kriz ile ilgili bilgi yayilimini kontrol altina almak
acisindan dnemini yasanmis bir kriz tizerinden incelemesi calismayi 6zgiin kilmaktadir.
Ayrica calismanin kriz dénemlerinde sosyal aglarda bilgi akisinin givenilir kaynaklar
ve dogru kanallar tGzerinden yapildiginda kriz yonetiminin kolaylasacagini ortaya
koymak bakimindan ilgili alan yazina katki sagladigi sdylenebilir.

Kriz iletigsimi ve bilgi akisi

Krizzamanlari miicadele edilmesi gereken, zor ve buhranli donemler olarak agiklanabilir.
Panik, stres ve gerginliklerin arttigi donemler olarak bilinen kriz dénemleri, dogru
kararlarin alinmasini zorlastiran, kisa slirede yanit gerektiren, dogru bilgiyi dogru
kanallardan ve dogru kaynaktan aktarmanin gerektigi zorlu stirecler olarak tanimlanabilir.
Krizi, kurumun performansini etkileyebilen, paydaslarin beklentilerini tehdit eden ve
sonuclari olumsuz olan konu ya da sorunlarin algisi (Coombs, 2015, pp. 18-19) olarak
ifadelendirmek mimkuindir. Kriz, rutin eylemlerin alisilan sonuglar artik getirmedigi
durumlardir (Bauman, 2014, p. 150).

Rutin eylemlerin disina cikilan kriz zamanlarinda krize yanit da alisilmisin disinda
olmasi gerekir. Krizi basaril bir sekilde ydnetmenin piif noktast i¢ ve dig paydaslarla dogru,
hizly, stratejik ve planli bir sekilde iletisim kurmaktir. Dolayisiyla kriz yonetimi, krizin nasil
¢ozlilecedi, krizin nedenleri ve krize yonelik olusturulan ¢éziimler ile ilgili bir slire¢ olarak
tanimlanirken, kriz iletisimi, krizlere yonelik 6nlemlerin alinmasi, krizi en aza indirecek
¢ozlimlerin Uretilmesi, krizile ilgili gelismelerden hedef kitlenin haberdar edilmesi stirecini
kapsamaktadir (Balta Peltekoglu, 2012, p. 457). Baska bir ifadeyle kriz iletisimi, kriz ile ilgili
bilginin elde edilmesi, bilginin degerlendirilmesi ve yayilmasi stirecini olusturur (Coombs,
2010, p. 19). Kurumun kriz ile ilgili bilgileri, kriz sirasinda ve sonrasinda paydaslarla diyalog
(Fearn—-Banks, 2007, p. 9) kurarak iletisimi yonetmesi kriz iletisimi olarak agiklanabilir. Kriz
zamanlarinda paydaslarla kurulan iletisim icin en dnemli kuralin“her seyi sdyle, hizl sdyle”
oldugu halkla iliskiler profesyonelleri tarafindan kabul edilmektedir (Seitel, 2001, p. 214).
Dolayisiyla kriz zamanlarinda belirsizliklerin ve endiselerin arttigi dikkate alinarak krizin
etkisini en aza indirmek, halkin endiselerini ve belirsizliklerini azaltmak icin hizli ve dogru
bilgiye ihtiyag vardir (Jin, 2020, pp. 179-181).

Kamuoyunun krizle ilgili bilgilere yeterli oranda sahip olmasi ve kurumun kriz ile
ilgili bilgileri zamaninda paylasmasi, i¢ ve dis iletisimin aksamadan yapilmasini saglar
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(Vukajlovic et al., 2019, p. 37). Krizde paydaslari bilgilendirmek icin erken uyari sistemleri
olusturarak kriz sinyallerini dogru bir sekilde degerlendirmek ve krize zamaninda
miidahale etmek gerekir. Kriz sinyalleri (ic asamali siirec ile takip edilebilir. ilk olarak
krizile ilgili bilgi kaynaklarinin belirlenmesi, ikincisi s6z konusu kaynaktan gelen bilginin
toplanmasi ve son olarak kriz yaratma potansiyeli olan bilgiye yonelik sinyalin dogru
belirlenmesi gerekir (Tiliz, 2008, p. 77). Krizi basarili bir sekilde yonetmek igin krize neden
olabilecek kiictik ikazlara yonelik bir duyarhlik ve 6nsezi icinde olmak, krize yonelik
donanim diizeyini tespit etmek, kurumun i¢ ve dis kaynaklarini karsilastirmak, acil
durum planlari hazirlamak ve plan disi degisikliklere uyumu kolaylastirmak 6nemlidir
(Tutar, 2004, pp. 73-74).

Kriziletisiminde kurumlar, krizile ilgili bilgiyi ilk veren, dogru ve yeterli bilgiyi paylasan
ve glivenilir olmayi basarabilen olmalidir. Kriz zamanlarinda kaynagi belli olmayan kisi
ya da gruplardan gelen karisik mesajlar krizin daha da biylimesine neden olabilir. Bu
nedenle kurumun ilk ve dogru mesaji hedef kitle ile paylasmasi yalan yanhs bilgilerin
yayillmasini 6nleyecektir (Carroll & Buchholtz, 2008, p. 224). Dogru bilgi krizin etkisini
azalttigi gibi krizin yonetimini kolaylastirir. Eksik ve asiri bilgi kriz yonetiminin basarisini
belirleyen 6nemli faktorler arasinda yer almaktadir (Netten & vanSomeren, 2011). Kriz
doénemlerinde eksik bilgi yanhs anlasilmalar getirdigi gibi asiri bilgi hangi konunun
daha 6nemli oldugu noktasinda karisikliga neden olabilir. Coombs’'a gére (1999), bilgi
eksikligi dogru karar vermeyi zorlastirir.

Etkin bir kriz yénetiminde bilginin sorunsuz bir sekilde akmasi gerekir. Ozellikle
krizin ilk asamasinda erken yanit verme ile olumsuz bilgilerin yayilma riski azaltilir. Kriz
ile ilgili bilgi verilirken dikkatli olunmali, acik ve net ifadelerle kriz anlatilmalidir. Saglam
bir yanit stratejisi benimsenmeli, kriz ile ilgili uzun sireli olumsuz paylasimlara dahil
olmaktan kag¢inilmalidir (Wang et al., 2021).

Kanaat onderligi ve iki asamali akis modeli

Bektas (2013), kamuoyunu en cok etkileyen kisileri ve gruplari kanaat 6nderi olarak
tanimlamaktadir (p. 110). Kanaat 6nderi kavramini iki asamali akis modelinde Lazarsfeld
ve Katz kullanmistir (Bourse & Yiicel, 2012, p. 86). Lazarsfeld ve calisma arkadaslari
yaptiklar arastirma sonucunda kitle iletisim araglarinin kamuoyu lizerinde dogrudan
etkili olmadigini iddia ettiler. Tekrar yaptiklari arastirmalar sonucunda sihirli mermi ve
hipodermik igne modelleri yerine kanaat dnderlerinin segmenler tizerinde etkili oldugunu
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ortaya koydular. Bu ¢alismalar sonrasinda iletisimin kanaat 6nderleri kavramini ve iki
asamali akis modelini ortaya attilar (Gliz & Demirtas, 2019, p. 3).

Katz (1957) kanaat onderligini klasik anlamda tanimlamis ve bireyin kim oldugu,
bireyin uzmanlk diizeyinin ne oldugu ve son olarak bireyin stratejik sosyal konumu
olmak Gzere Ui¢ unsur tGzerinden aciklamistir. Kanaat dnderleri, kitle iletisim araglari ile
gonderilen mesaji ilk alan kisi olarak bilinmektedir. ilk mesaji alan kanaat énderi kod
agimi yaparak etkili olduklari kisilere veya gruplara mesaji aktarmaktadir. Bu bilgi aktarimi
sirasinda kanaat dnderi paylastigi icerige yorumlarini katarak mesaji degistirebilmektedir.
Kanaat 6nderligiile ilgili yapilan ¢calismalarda farkli 6zellikler 6n plana ¢ikarilmis, kavram
ileilgili farkh isimler de literatiire kazandirilmistir. Bunlardan birkaci“Influencer”, “Etkililer”,
“Etkileyiciler”,“Fikir dnderleri’,“Fikir liderleri” olarak siralanabilir (Gliz & Demirtas, 2019,
p. 5). Lazarsfeld ve arkadaslari kanaat 6nderligi ile ilgili calismalarini gazete ve radyo
araclarini kullanarak yapmistir. Ancak televizyonun icadi ile birlikte ¢calismalari elestiri
konusu olmus, s6z konusu calismalarin tekrar gézden gecirilmesi gerektigi ifade edilmistir
(Gitlin, 1978, p. 216; Perse, 2001, p. 28; Robinson, 1976, p. 306).

Kitle iletisim araglarinin hizli gelisimi kanaat dnderlerinin kullandigi iletisim araclarinin
da degisimine neden olmustur. Televizyondan sonra internetin hizla yayilmasi iletisimi
kolaylastirmistir (Dijk, 2016, p. 87). Bu baglamda politika ile ilgili bilgi kaynaklari cogalmis,
kanaat énderleri sayisi artmistir. internetin yayginlasmasi sanal topluluklari giindeme
getirmistir. Internetin insanlar arasindaki sosyal iliskinin temel bir katmanini olusturdugunu
belirten Castells (2009), internetin zayif baglar genislettigini ifade etmistir (p. 55).
Coulson (2009), sosyal aglarin kanaat dnderlerinin zayif baglarini genislettigini ve
bilgilerini genis bir kitleyle paylasmasina izin verdigini vurgulamaktadir (p. 17). iletisim
olanaklarinin kisitl oldugu radyo ve gazetenin en 6nemli medya araglari oldugu yillarda
dile getirilen kanat onderligi gliniimUzde etkisini hala stirdirmekte ve iletisim araci
olarak sosyal medyaya tasinmis durumdadir. Ayrica sosyal medya ile birlikte kanaat
onderlerinin etkisinin azaldidi tezini ortaya atanlar oldugu gibi (Bennett & Manheim,
2006, p. 214), fenomenlerin sosyal medya ortamlariile politik goriisler (Huckfeldt et al.,
2004, p. 44) lzerinde etkili oldugu da belirtiimektedir.

Sosyal medya aracili kriz iletisim modeli

Sosyal medyanin gelismesi ve kullanici sayisinin artmasi nedeniyle bu tir iletisim
araclarinda mesaj onemli hale gelmistir. Sosyal medya kullanicilar markalar, kurumlar

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 37-69 43



Kriz Sonrasi Bilgi Yayilimi ve Sosyal Medya Kullanim Ozellikleri: Bati Karadeniz Sel Felaketi...

ya da kisiler hakkinda istedikleri icerikleri Gireterek sosyal aglarda paylasabilmektedirler.
Sosyal medyanin hizl, etkili, zamandan ve mekandan bagimsizligi ve katihmai 6zelligi
kitleleri daha fazla etkiler hale gelmistir. Krizzamanlarinda 6nemli bir bilgi edinme araci
olarak gorilen sosyal medya, krizin kaynadi, etkisi ve hizini etkilemektedir. Kriz
zamanlarinda sosyal medyanin kamuoyu tarafindan bilgilenme amaciyla kullanildigini
2005 yilinda yasanan Katrina Kasirgasi sonrasinda yaptiklari calismayla ortaya koyan
Procopio ve Procopio (2007), sosyal medyanin filtrelenmemis, glincel bir iletisim kanal
olmasi nedeniyle tercih edildigini ve Katrina Kasirgasi’'ndan sonraki hafta bilgi kaynadi
olarak en fazla bloglarin kullanildigini tespit etmislerdir.

Kriz zamanlarinda bloglarin kullanimi tizerine ¢alismalar yapan Jin ve Liu (2010) ilk
calismalarinda blog aracil kriz iletisim modelini (BMCC) olusturmus, calismada kriz
yoneticilerinin etkili bloglar tizerinden kriz yonetimi stratejilerine odaklanmasi gerektigini
vurgulamislardir. Jin ve Lui (2010), kriz yoneticilerinin 6ncelikle blog aracili krizleri
soylenti olarak ele almalari ve sdylenti yonetimi stratejilerini geleneksel kriz tepkisi ve
itibar onarim stratejileriyle birlestirmeleri gerektigini 6ne stirmuslerdir.

Daha sonraki calismalarinda s6z konusu calismayi revize eden Liu, Jin, Briones ve
Kuch (2012), sosyal medya aracili kriz iletisimi modelini (SMCC) gelistirmislerdir. Buna
gore kriz 6ncesi, sirasi ve sonrasinda bilgiyi Ureten ve tiketen (g tip etkilesimden
bahsederler. Birincisi baskalarinin tiiketmesi icin kriz bilgilerini olusturan etkili sosyal
medya yaraticilar, ikincisi etkili sosyal medya yaraticilarinin kriz bilgilerini tiketen sosyal
medya takipgileri ve lGglincusl etkili sosyal medya yaraticilarini veya sosyal medya
takipgilerini takip eden sosyal medya takipgileri veya geleneksel medya ile agizdan
agiza iletisim yoluyla etkili sosyal medya yaraticilarinin kriz bilgilerini dolayli olarak
tiketebilen sosyal medyada aktif olmayanlardir. Model ayrica bilginin sosyal medya
tarafindan dogrudan ve dolayl olarak nasil dagitildigini da aciklamaktadir. Ornegin,
kriz bilgileri dogrudan etkili sosyal medya yaraticilarindan sosyal medya takipgilerine
iletilir, ancak potansiyel olarak etkili sosyal medya takipcilerinden sosyal medyada etkin
olmayanlara dolayli olarak iletilir. Modelin bes unsuru vardir. Krizin kaynad, krizin tiird,
altyapisi, mesaj stratejisi ve mesaj formudur. Krizin kaynadi, érgitsel bir sorundan,
cahsanlarin yanls yonetilmesinden veya kurumun disindaki bir sorundan kaynaklanabilir.
Kriz tiir(, krizin kasitli veya kaza sonucu ortaya cikmasini ifade eder. Kurumun iletisim
altyapisi krize yanit olusturma stirecini etkiler. Krize miidahale stratejileri, kriz hakkinda
bilgi vermek, formdaki bilgileri uyarmak ve diizeltici eylemde bulunmaktir. S6z konusu
arastirmacilara gore bu model, etkili bir sorun izleme siirecinin ana hatlarini gizerek
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kuruluslarin sosyal aracili bir krize etkin bir sekilde hazirlanmalarina yardimci olabilir.
Ayrica, etkili blogcular ve takipgilerle iletisim kurmak icin olasi yanit stratejilerini ana
hatlariyla belirterek bir kriz sirasinda bir degerlendirme araci olarak hizmet edebilir.
Son olarak, krizin nasil ¢cozlldiglnd takip etmek icin somut dl¢ltler saglayarak krizden
kurtulma sirasinda bir zorunluluk olarak hizmet edebilir.

Sosyal medya Uzerinden kriz iletisimi stirecini ortaya koymaya yonelik bircok akademik
¢alisma ortaya koyulmustur. Bu calismalardan birisini gerceklestiren Austin ve arkadaslari,
BP'nin korfez petrol sizintisi hakkinda Twitter'da nasil iletisim kurdugunu arastirmislardir.
Calismada, kriz 6ncesi donemde medyanin eglence, iliski siirdiirme, ag olusturma,
egitim amach kullanildigini, sosyal medyanin kriz sirasinda etkin kullanildigini
vurgulamislardir. Calismada katimcilarin cogunlugu kriz dénemlerinde sosyal medyayi
icsel bilgi edinmek icin kullandiklarini dile getirmislerdir. Sosyal medyanin mizah
cekiciligi ve algilanan islevi, geleneksel medyanin ise glivenilirligi nedeniyle tercih
edildigi belirlenmistir. TiUm katilimcilar kriz bilgileri icin geleneksel medyanin genellikle
sosyal medyadan daha givenilir oldugunu belirtmisler, Gictincii bir taraf araciligiyla
duyulan krizlere yonelik ek bilgi arama ihtiyaci hissettiklerini dile getirmislerdir (Austin
etal., 2012).

2014 yilinda Manisa’nin Soma ilcesi'nde meydana gelen maden kazasi sirasinda
sirketin iletisim araclarini kullanmamasi ve iletisim kurmamasi tizerine halk ve medya
cahsanlar kriz ile ilgili gelismeleri sosyal medya araciligiyla almistir. Sosyal medya
arastirmalari sirketi SOMERA'nIn yaptigi arastirmaya gore, 13 Mayis glinu olayin
yasanmasinin ve patlamaileilgili haberlerin gelmesinin ardindan gece yarisinda olayin
ciddiyetinin anlasiimasiyla Twitter'da yazismalarin sayisi artmistir. 14 ve 15 Mayis'ta
atilan toplam tweetlerin %66'sinin icerigini Soma ile ilgili dualar, haberler, yorumlar ve
elestiriler olusturmustur (Aydemir, 2021, p. 1120). Bu veriler sosyal medyanin kriz
donemlerinde bilgi ihtiyacini karsilamak icin kullanildigini ortaya koymaktadir.

Kriz donemlerinde kamuoyuna sosyal medya araciligiyla gtivenilir ve dogru bilgiler
vermenin kurumlar icin 6nemli oldugunu vurgulayan Jensen (2014), bilginin sosyal
medyada ¢ok hizli yayildigini ve hedef kitleye kolay ulastigini belirtmektedir (p. 7). Bu
baglamda krizdonemlerinde kurumlarin sosyal medyada paylasacaklari mesajlari dogru
ve hizli bir sekilde olusturmalari elzemdir. Ates ve Baran (2020), tarafindan yapilan
arastirmada Covid-19 pandemi slirecinde Turkiye Cumhuriyeti Saglik Bakanhgina ait
Twitter hesabindan yapilan paylasimlarda Twitter'in %74 oraninda bilgi saglamak ve
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uyari yapmak amaciyla etkin kullanildigi, ABD Saglik Bakanhgi'nin %59 oraninda bilgi
paylasimiamaciyla kullandigi belirlenmistir. Covid-19 pandemi stirecinde TRT World'Gin
haberciligi Gizerine yapilan diger arastirmada, kanalin kiiresel ve sorumlu habercilik
anlayistile haber Urettigi, gercek hizli ve nesnel verileri, krizdonemi sorumlu habercilik
anlayisi ile isledigi, buna ek olarak insanlari bilgilendirmeye yénelik olarak diizenli bir
bicimde haberlerini sosyal medyadan da sundugu gorilmustar (Avsar, 2021, p. 132).
Yine Covid-19 pandemi kriz siirecinde Malezya Hiikiimeti'nin Covid-19 pandemi siireci
ile ilgili yaptiklari aciklamalar Facebook hesaplari tizerinden paylasiimis ve bu iceriklere
yonelik halkin tepkisini 6l¢gmek amaciyla 382 yorum incelenmis, analiz sonucunda
kamuoyunun %64,7'sinin olumlu ifade bildirdikleri, Malezya Hiiklimeti tarafindan
kullanilan imaj onarim stratejileri ile kamuoyu arasinda pozitif bir iliski ortaya cikmistir
(Masngut & Mohamad, 2021, p. 1). Dolayisiyla sosyal medya araciligiyla paylasilan uygun
imaj onarim stratejileri kamuoyunda olumlu tepkiler olusturarak kriz zamanlarinda
glven olusturmaya yardimci olmaktadir.

Twitter 6zelinde imaj restorasyonu stratejileri ve kriz iletisimi arasindaki iliskiyi arastiran
Triantafillidou ve Yannas (2020), bir kurumun kriz sonrasi itibarini geri kazanmada Twitter
kullanicilarinin Facebook ve Instagram’a gore cevrimici tepkiyi hizl gosterdiklerini, dlizeltici
eylemin enilgi ¢ekici strateji oldugu, dolayisiyla kriz sonrasi olumlu tepki Gretmek isteyen
yoneticilerin sosyal medyada (begeni, paylasim ve olumlu yorumlar) kriz yanit mesajlarina
yonelik etkiyi artirdigini bu nedenle diizeltici eylem stratejisi kullanmalari gerektigini
belirtmektedirler. Calismada sosyal medyayi yogun kullananlarin az kullananlara gére
kurumun mesajlarina daha fazla ve hizli tepki verecedi, itibarin sosyal medya kullanim
sikhginin etkisini yogunlastiran bir arabulucu islevi gérdiigu vurgulanmaktadir.

Harvey Kasirgasi krizi ile ilgili Twitter'dan verileri toplayan King ve Wang (2021),
calismalarinda olumsuz duygularin yanhs bilgilerin yayilmasini tesvik ettigi, olumlu
duygularin gercek haberlerin paylasimini tesvik ettigini vurgulamaktadir. Calisma
sonuclarinin krizler ve acil durumlar sirasinda yanhs bilgilere yanit verme konusunda
devlet kurumlarina, politikacilara ve sosyal medya platformlarina i¢ gori sagladigi
vurgulanmistir. Dolayisiyla krizdénemlerinde bilginin etkin bir sekilde yayilmasi hayat
kurtarabilir ve kriz durumunu iyilestirebilir (King & Wang, 2021). Kriz durumlarinda
sosyal medya araciligi ile kurumlar hedef kitleleri ile daha hizli iletisim kurmaya
yonelmektedirler. Sosyal medyada baslayan krizlerde kurum, kullanicilarin yazdiklarini
dikkate almali ve karsi atak yapmak yerine bir an 6nce ¢6ziim bulmaya calismalidir.
Aksi takdirde krizin boyutlari buyuyecek ve kurumun sosyal ag meselesi, kurumun
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dogrudan midahale edemedigi farkli aglara tasinacak ve itibar kaybina yonelik bir
stirec baslayacaktir (Vardarlier & Zafer, 2020). Kriz iletisimi ortaminda kriz yoneticileri
kamuoyunun 6fke ve olumsuz tepkilerinin viral dalgalarini atlatmak ve gidisati tersine
donlstirmek icin yeterince esnek ve uyanik olmalidirlar. Cagdas iletisim ortamlarinda
medyanin tim yelpazesini ve aralarindaki baglantilari iceren risk ve kriz iletisimi stratejileri
gelistirmek esastir. Kriz yoneticileri etkili bir sekilde geleneksel medya kuruluglarindan
dogru ve faydali hikayeler paylasmak icin sosyal medyayi kullanmalidir (Stern, 2017).

Sosyal medyada etkili kullanicilar

insanlar toplum icerisinde yalniz degildir ve cevrelerindeki insanlarla etkilesim halinde
hayatlarini stirdiirirler. Bilgi alisverisinde bulunan bu insanlar ¢esitli diizeylerde iletisim
icerisindedirler. Kitle iletisim araclarinin yayginlasmasi bilginin kitlelere hizla yayiimasi
sonucunu beraberinde getirmistir. Ozellikle sosyal medya ortamlari bilginin kisa siirede
ve hizla kitlelere ulasmasini kolaylastirdidi gibi insanlarin bu ortamlarda icerik Giretmesine
imkan saglamaktadir. Bu icerik tretimi ve icerigin paylasimi sirasinda bazi insanlarin
digerleri Gizerinde etkisi daha fazla olabilmektedir. Bu kisiler kanaat énderleri olarak
bilinmektedir. Kanaat onderleri bilgileri, egitim dizeyleri, ekonomik konumlari,
entelektiiel sermayeleri gibi 6zellikleri bakimindan toplumda 6ne ¢ikmis, cevrelerinde
saygl goren kisilerdir (Glngor, 2011, pp. 88-90). Lazarsfeld ve Katz (1955), Kisisel Etki
(Personel Influence) kitabinda iki asamali akis kuramini yenileyerek, bazi kisilerin diger
kisiler Gzerinde daha fazla bir etkiye sahip olabilecegini belirtmektedirler (WOMMA,
2015). Dolayisiyla sosyal medya ortamlarinda kanaat 6nderleri karizmatik kisilikleri,
bilgi diizeyleri, deneyimleri ve uzmanlik alanlari gibi konular nedeniyle takipgilerini
etkileyebilmekte ve yonlendirebilmektedir (Bamakan et al., 2019, p. 200).

Karsak ve Sancar (2017) tarafindan Snapchat’te moda ve glizellik konusunda paylasim
yapan blogger’larin gengleri nasil yonlendirdikleri ve s6z konusu kisilerin halkla iliskiler
mesajlarini iletirken givenilir olup olmadiklari arastiriimistir. Takipgilerin Snapchat’i
bilgilenme ve eglenme amagl kullandiklari, 6zellikle ilgi alanlari ile hakkinda bilgilenmeyi
tercih ettikleri belirlenmistir. Snapchat kullanan kanaat dnderlerinin takipgilerini sadece
satin alma konusunda degil, bazi alanlarda motive etme islevi gordiikleri ve inandirici
bulunduklari tespit edilmistir. Bu baglamda hedef kitlelerin sosyal medyayi aktif kullanan
kanaat 6nderlerinden etkilendikleri ifade edilebilir. Ozellikle kriz ddnemlerinde kanaat
onderlerinin sosyal medya hesaplarinda paylastiklari icerikler hedef kitlenin duygu,
dislince ve hislerini 6nemli oranda etkilemektedir. Uyar (2018) yaptigi calismada,
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toplumda kanaat 6nderi olarak gortlen kisilerin satin alma karar slirecinde 6nemli
oranda bir etkiye sahip olduklarini belirlemistir. Twitter' aktif kullanan kanat 6nderlerinin
takipcilerden de bilgi aldiklarini ortaya koyan Kim (2017), yaptidi arastirma sonucunda
karsilikli bilgi akisi modelini dnererek hashtag aginda bilginin degis tokus edildigini
belirtmistir. Sosyal medya fenomeni araciligiyla hedef kitlenin sosyal sorumluluk
kampanyalarina dair bilgi almasi, kampanyaya dahil olmasi ve kampanyalarin duyurulmasi
konusundaki katkisini arastiran Balta Peltekoglu ve Tozlu (2018), kanaat 6nderine gliven
duyulmasi oraninda etkililigin artacagi sonucuna varmislardir. Benzer sekilde Guiz ve
Demirtas (2019), yaptiklari calismada, kanaat dnderlerinin kisilerarasi iletisimin sirdigu
sosyal medya araclarinda etkililiklerini strdiirdikleri, s6z konusu mecralarda haber ve
politik konularda aktif olan kanaat 6nderlerinin takipgileriile iletisimlerini bu mecralarda
devam ettirdiklerini ortaya koymuslardir. Geleneksel medyada faaliyet gosteren kanaat
onderinin yeni medya ile birlikte yeni kanaat 6nderi haline donlistiigu Aytekin (2020)
tarafindan yapilan ¢alisma ile ortaya konulmustur.

Jin (2020), Irma Kasirgasi'nin sosyal medyada kriz iletisimi ve bilgi yayilimi izerinden
inceledigi calismasinda, krizdonemlerinde sosyal medyada etkili kisilerin hizli ve dogru
bilgileri paylasarak halkin belirsizliklerini azaltmada yardimci oldugunu, s6z konusu
kanaat onderlerinin kriz ile ilgili bilginin yayilliminda bilgi kdprisu roltni yansittigini
tespit etmistir. Etkili kisilerin 6zelliklerini anlamanin kriz yonetiminde kurum hesaplarinin
gorindrliginin iyilestirilmesine ve hedef kitlelerle daha iyi baglanti kurulmasina
yardimci olabilecedini vurgulayan Jin (2020), kriz ile ilgili kamuoyunun belirsizligini
azaltmaya yonelik dogru bilgiyi yaymak amaciyla kanaat dnderleri ile hedef kitle arasinda
bir kopri kurulabilecegini belirtmektedir.

Dubois ve Gaffney (2014), Twitter'da etkili olan kanaat dnderlerini belirlemek icin
yaptiklari calismada, medya kuruluslari, gazeteciler ve politikacilarin sosyal aglarda
etkili oldugunu tespit etmislerdir. Dolayisiyla kriz durumlarinda s6z konusu kanaat
dnderlerinin paylasimlari hedef kitleyi etkilemek acisindan dnem tasimaktadir. ingiltere’de
2017'de Manchester sehrinde gerceklesen bombali saldiri ile ilgili tweet iceriklerini
inceleyen, krizdénemlerinde sosyal medyanin mesajislevleri ve takipgilerle ilgili arastirma
yapan Zhao, Zhan ve Liu (2019), sosyal medyanin kriz sirasinda kanaat énderlerince
bilgi paylasiminda bulunmak icin, takipgiler tarafindan ise, gorislerini belirtme ve kriz
ile duygusal anlamda basa ¢ikma amaciyla sosyal medyayi kullandiklarini belirlemislerdir.
Bu baglamda kanaat onderlerinin kriz iletisimi sirasinda farkli kitlelerin ihtiyaclarini,
endiselerini ve iletisim ozelliklerini anlamak ve onlara ulasmak igin etkili mesajlar
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olusturulmasinda yardimci olabilecegi degerlendirilmektedir. Yapilan calisma mesaj
icerikleri agisindan da incelenmis ve %45,8 bilgi paylasimi, %25,6 destek mesajlari, %3,3
duygusal basa ¢cikma ifadeleri, %22,3 goriis belirtme ve %3,1 digerleri olarak belirlenmistir.
Yine Zhao, Zhan ve Jie (2018) tarafindan yapilan calismada, kriz donemlerinde sosyal
medyada fikir beyan etmenin insanlarin gerceklikleri yaratarak ve paylasarak belirsizlik
ve stresle basa ¢ikmalarina yardimci oldugu sonucuna ulagmiglardir.

Bir halk sagligi krizi olarak adlandirilan Covid-19 pandemi siirecinde sosyal medya
kullanimi ve sosyal medyada kanaat 6nderleri yine dnemli rol oynamistir. Saglik Bakani
Fahrettin Koca, Covid-19 glindemiyle birlikte Tlrkiye'de Twitter'da en ¢ok takip edilen
kisilerden birisi olmus, 10 Mart 2020'de Tiirkiye'de ilk vakanin goriilmesinden bu yana
takipgi sayisi 391 binden 11 Mart 2020 tarihinde 500 bine ve 29 Nisan 2020 tarihinde
ise 5 milyon 100 bine ulasmistir (Sari & Oztunc, 2021, p. 814; Posos Devrani, 2021, p.
3536). Dolayisiyla Bakan Koca, krizdoneminde bilgi kaynadi olarak gérilmustar. Saghk
Bakani Koca'nin tweetlerinde kriz yonetimi ve itibar yonetimi konularinda yapmis
oldugu paylasimlarin siirecin etkili ve seffaf bir sekilde yonetilmesine katkida bulundugu,
bilgi kirliligi ve glivensiz bir durumun 6niine gectigi, halk ile etkilesim halinde sireci
iyi yonettigi, olumlu bir izlenim biraktigi ortaya ¢ikmistir (Solmaz et al., 2021, p. 153).
Yine benzer calismada sosyal medya kullanicilarinin Covid-19 kriziyle ilgili bilgilenmede
en guvenilir bulduklar bilgi kaynaginin“Saglik Bakani Fahrettin Koca'nin kendisi” oldugu,
televizyon ve Twitter araciligiyla yaptigi aciklamalarla kriz donemi iletisiminde basarili
oldugu vurgulanmistir (Cergi et al., 2020, p.184).

Kanaat 6nderlerinin sosyal medyayi Covid-19 pandemi déneminde nasil kullandiklari
konusunda yapilan diger bir arastirmada (Kanilmaz, 2021) 11 Mart-11 Nisan 2020
tarihlerinde Saglik Bakani Fahrettin Koca, Cumhurbaskani Recep Tayyip Erdogan,
icisleri Bakani Stileyman Soylu ve iletisim Baskani Fahrettin Altun’un Twitter hesaplarini
nasil kullandiklari incelenmistir. Twitter paylasimlarinin, bilgilendirme ve duyurum
seklinde oldugu, glinliik vaka sayisi, iyilesen ve 6lim oranlarini, virisle ilgili her turla
olumlu ve olumsuz gelismeleri Twitter’dan aninda vererek, halki bilgilendirdikleri ve
dolayisiyla kriz slirecini kontrol altina almayi hedefledikleri belirlenmistir (Kanilmaz,
2021, pp. 24-25).

S0z konusu arastirmalar krizdurumlarinda kurumlarin kanaat 6nderlerinin destegini
alarak hedef kitlesini kuruma yonelik olumlu bir imaj olusturma acisindan

degerlendirebilecegdini gostermektedir. Yine sayisiz sosyal medya platformu liderler ve
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kuruluslarca anlamli séylem, gercek zamanl bilgi paylasimi ve hedef kitle ile iletisim
kurabilecekleri temas noktasi olarak kullanilabilir (Gruber et al., 2015, p. 171).

Sosyal ag analizi

Bir ag, nesnelerin ve bunlarin birbirleriyle olan iliskilerinin toplamidir. Birbirleriyle iliskili
olan nesneler ag teorisinde diigim, kose ya da sosyal baglamda insan, aktor olarak
adlandirimaktadir. Bu diigtimler ya da insanlar arasindaki baglantilar kenarlari ya da
baglari olusturmaktadir (Hansen et al., 2011, p. 31). Sosyal ag analizi (SAA), sosyal
aglardaki iliskileri, etkilesimleri ve iletisimleri incelemek icin kullanilabilecek bir ydontem
ve araclar toplulugudur (Sagr & Alamro, 2019). Sosyal ag analizi yontem ve araclari
araciligiylainsanlarin baglantilarinda bulunan kaliplar kesfedebilir ve gorsellestirilebilir.
Sosyal medya veri kiimeleri, 6zellikle insanlar arasindaki iliskileri haritalamak icin
kullanighdir. Twitter ve Facebook gibi sosyal ag platformlari, Gyelerinin arkadas olmalarina,
onlari takip etmelerine veya diger tiyelerin hayrani olmalarina olanak tanir. Bu platformlar
Uzerinde olusturulan bu baglar, kimin kime bagh oldugunu veya kimin kiminle etkilesimde
oldugunu tanimlayan bir sosyal harita veya ag grafiginde toplanabilir (Hansen, 2011,
p. 43). Sosyal ag analizi bu platformlardaki ag parametreleri Gzerinden platform
kullanicilari ve bunlarin arasindaki baglari veya bu baglarin olusturdugu agi temsil eden
metrikler araciligiyla etkilesimleri anlamaya yardimci olur. Bu metrikler etkilesimleri
olcmek, diguimleri veya baglari siralamak icin kullanilabilir. Aktor diizeyinde hesaplanan
parametreler merkezilik puanlari olarak adlandirilir. Bu puanlar sosyal agdaki digim
konumunun 6nemini veya kilit kisileri tanimlamak icin kullanilan 6l¢tlerdir (Everett &
Borgatti, 1999, p. 181). Merkezdeki kisiler agda sahip olduklari baglantilar aracihgiyla
bilgi, fikir, goris, distince vb. hususlara daha rahat ulasabilmekte ve bunlari kullanarak
diger aktorlerin tutum ve davranislarini etkileyebilmekte, distince ve fikirlerini
yayabilmektedirler (Gokmen, 2020, p. 70). Ancak yapilan analize ve bakis agisina gore
bir aktoriin diger aktore gore daha merkezi olmasi durumu degisebilmektedir. Bu
nedenle derece, arasindalik, yakinlik ve 6z vektor gibi cesitli merkezilik 6l¢itleri sosyal
ag analizinde kullanilmaktadir. Bu calismada agdaki aktorlerin sahip olduklari baglantilar
aracihgiyla bilgi akisini kontrol etme 6zellikleri ya da agdaki 6nemi ve sirasi derece ve
arasindalik merkeziligi olcutleri ile belirlenmeye calisiimistir.

Yonsuiz aglarda derece merkeziligi bir aktorin diger aktorlerle olan baglanti sayisinin

basit bir sayimidir (Hansen et al., 2011, p. 40). Bu 0lcit, gercek hayatta ¢ok sayida
baglantisi olan kisilerin dnemli kisiler oldugu kabulline dayanmaktadir (Tunali, 2016,
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p. 23). Yonlu aglarda ise i¢ derece ve dis derece olmak Uzere iki derece 6l¢usi vardir.
Aktore gelen baglantilarin sayisi i¢-derece, aktorden giden baglantilarin sayisi ise dis-
derece olarak tanimlanmaktadir (Hansen et al., 2011, p. 40). ic-derece merkeziligi bireyin
sosyal aglardaki popdulerligini, Gin ve prestijini gosterirken dis-derece merkeziligi
sokulganlik ve sosyallesebilirligini gostermektedir (Tunali, 2016, p. 23).

Derece merkeziligi Sekil 1 ve 2'de verilen iki 6rnek ag grafigi tizerinden gosterilmistir.
Sekil 1'deki yonsiiz ag incelendiginde, B aktoriiniin derecesi 4, E'nin 3, Cve D'nin 2, A'nin
1 olarak bulunur (Tunali, 2016, p. 23). Sekil 2'deki yonli ag incelendiginde B'nin i¢-derecesi
2'dir. B'ye C ve E'den gelen 2 baglanti bulunmaktadir. B'nin dis-derecesi 3'tiir. A, C, ve D'ye
giden 3 baglantisi bulunmaktadir. Buna gore B'nin toplam derecesi ise 5'tir.

Figure 1: Yonsiiz ag 6rnegi

O Omd
()

Figure 2: Yonli ag ornegi

Arasindalik merkeziligi ise bir aktoriin diger aktorler arasinda ¢ok sayida en kisa
baglantilar Gzerinde ne olclide yer aldigini gosterir (Butts, 2008, p. 23). Bu 6lcut, bir
agdaki bilgi akisinin kontroliinde bir aktorlin ne kadar etkili oldugunu gosterir (Tunali,
2016, pp. 23-28). Diger bir deyisle, aktoriin agda ne 6l¢lide araci ya da koprii gorevi
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gorduguni ve 6nemli bir koordinasyon roltiniin olup olmadigini arasindalik merkeziligi
Olcutd ile ortaya konulabilir (Glirsakal, 2009, p. 94).

Arasindalik merkeziligi Sekil 1 Gizerinden 6rneklendirildiginde, B aktord icin arasindalik
merkeziligi hesaplanacak olursa, dikkate alinmasi gereken toplam 4 aktor arasinda en kisa
yollar Gizerinde yer aldigi gérulmektedir: AC, AD, AE ve CD. Bu yollardan AC ve AD arasinda
1 en kisa yol olup B bu yollar Gizerindedir. AE arasinda 2 en kisa yol olup (AB-BC-CE ve AB-
BD-DE) B bunlarin her ikisinin de tizerindedir. CD arasinda 2 kisa yoldan sadece biri lizerindedir.
Buna gore en merkezi aktor diger aktorlere gore B'dir (Tunali, 2016, pp. 27-28).

Twitter platformu icin merkezilik Gizerinden bir degerlendirme yapildiginda bir
hesaba baska bir hesaptan gelen gonderilerin miktari i¢-derece; giden gonderilerin
miktariise dis-derece merkeziligi olarak gorilebilir. Yine Twitter platformunda hesaplarin
olusturdugu alt gruplar arasinda bilgiye aracilik eden hesaplar arasindalik merkeziligi
oOlcUtu ile tespit edilebilir.

Amacg ve Yontem

11 Agustos 2021 tarihinde Bati Karadeniz bdlgesinde yasanan sel ve su baskinlari
orneginde Twitter platformu 6rneginde krize yonelik bilgi akisi ve sosyal medya dzellikleri
arasindaki iliskiyi arastiran bu ¢alismanin amaci ile arastirma sorulari ve hipotezleri
asagidaki bashk altinda belirtilmistir.

Amag

Bu arastirmanin amaci Twitter platformu 6rnedinde kriz sonrasi donemde bilgi akisi
Uzerinde etkili aktorleri bulmak ve kullanicilarin sosyal medya 6zellikleriile bilgi akigini
kontrol etme arasindaki iliskiyi ortaya koymaktir. Bu calismada kullanicilarin sosyal
medya ozellikleri olarak takip ve takipgi miktarlari kullanilmistir. Diger yandan bilgi
akisini kontrol etme 6zelliklerinin belirlenmesinde derece ve arasindalik merkeziligi
olcutleri kullaniimistir.

Arastirma sorulari ve hipotezler asagidadir:

AS1:Bati Karadeniz sel felaketi bilgi aginda hangi aktor tip veya turleri bilgi akisi Gzerinde
kontrole sahiptir?
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AS2: Kullanicilarin sosyal medya 6zellikleri ile bilgi akisini kontrol etme arasindaki iliski
nasildir?

Sekil 3'te verilen modele gore, Twitter platformunda bir kullanicinin takipgi miktarinin
¢cok olmasi (X), diger kullanicilardan baglanti almasina neden olmakta, bu durum da
kullaniciyi Bati Karadeniz sel felaketi aginda daha merkezi olmasina (Y) neden olmaktadir.
Yani takipci miktari fazla olan kullanicilar sel felaketi ile ilgili daha fazla baglanti ya da
bilgi alacak, bu durum kullanicinin agda daha etkili olmasina neden olacaktir. Bu
baglamda birinci arastirma modeli (Sekil 3) izerinden dolayl etki (a.b), dogrudan etki
(c), toplam etki (c) degerleri hesaplanarak asagidaki hipotezler test edilmistir.

H1: Kullanicilann takipgi miktarinin diger kullanicilardan gelen baglanti miktari (ig-
derece merkeziligi) Gizerinde pozitif yonde anlamli bir etkisi vardir.

H2: Diger kullanicilardan gelen baglanti miktarinin (ic-derece merkeziligi) kullanicilarin
bilgi akisini kontrolleri (arasindalik merkeziligi) Gzerinde pozitif yonde anlamli bir etkisi
vardir.

H3: Kullanicilarin takipgi miktarinin bilgi akisini kontrolleri (arasindalik merkeziligi)
Uzerinde pozitif ydonde anlaml bir etkisi vardir.

H4: Kullanicilarin takipgi miktarinin bilgi akisi kontroli (arasindalik merkeziligi)
Uzerindeki etkisinde gelen baglanti miktarinin (i¢-derece merkeziligi) araci etkisi vardr.

Takipci Miktar: g | Arasindalik Merkeziligi
X “ e
H;
Hy
( Ig-derece Merkeziligi
a M b
H; H
Takipgi Miktar € Arasindalik Merkeziligi
X Y

¢= Toplam Etki
a.b.=Dolayli Etki
¢’= Dogrudan Etki
¢=c’+(a.b)

Figure 3: Arastirma modeli-1
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Sekil 4'te verilen modele gore, Twitter platformunda bir kullanicinin takip miktarinin
¢ok olmasi (X), diger kullanicilara daha fazla baglanti gdndermesine neden olmakta,
bu durumda kullaniciyi Bati Karadeniz sel felaketi bilgi aginda daha merkezi olmasina
(Y) neden olmaktadir. Yani sel felaketi bilgi aginda bir kullanicinin bagkalarini takip
miktari fazla ise digerlerine sel felaketi ile ilgili daha fazla baglanti ya da bilgi sunacak,
bu durum da kullanicinin agda daha etkili olmasina neden olacaktir. Yine dnerilen
arastirma modeli-2 lizerinde yer verilen asagidaki hipotezler test edilecektir.

H5: Kullanicilarin takip edilen miktarinin diger kullanicilara gonderdigi baglanti
miktari (dis-derece merkeziligi) Gizerinde pozitif yonde anlamli bir etkisi vardir.

H6: Diger kullanicilara gonderilen baglanti miktarinin (Dis-derece merkeziligi) bilgi
akisi kontrolii (arasindalik merkeziligi) Gzerinde pozitif yonde anlamli bir etkisi vardir.

H7:Kullanicilarin takip edilen miktarinin bilgi akisi kontrolu (arasindalik merkeziligi)
Uzerinde pozitif ydonde anlaml bir etkisi vardir.

H8: Takip edilen miktarinin bilgi akisi kontroll (arasindalik merkeziligi) Gzerindeki
etkisinde gonderilen baglanti miktarinin (dis-derece merkeziligi) araci etkisi vardir.

0

Takip Edilen Miktar Arasmdalik Merkeziligi

v

X X

Hy
Hg

( Dig-derece Merkeziligi \

a M b

H;s Hs
Takip Edilen Milktar g | Arasindalik Merkeziligi
X g Y

¢= Toplam Etki
a.b.=Dolayl1 Etki
¢’= Dogrudan Etki
c=c’+(a.b)

Figure 4: Arastirma modeli-2
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Yontem

Calismada, nicel arastirma yontemi kullanilmistir. Nicel arastirmalar sayisal veriler
kullanilarak, kesin ve genellenebilir sonuglara ulasmayi hedefleyen arastirmalardir (Giirbiiz
& Sahin, 2016, p. 104). Arastirma sorularina yanitlar bulmak ve ortaya koyulan arastirma
modelleri lizerinde verilen hipotezleri test etmek icin calismada kullanilan evren, 6rneklem,
veri toplama ve veri analizine dair yontem ve teknikler asagida basliklar altinda verilmistir.

Evren ve orneklem

Bu arastirmanin evreni, 11 Agustos 2021 tarihinde Bati Karadeniz bolgesinde bagslayan
asiri yagislar sonucunda Bartin, Kastamonu ve Sinop sehirlerinde meydana gelen sel
felaketi hakkinda Twitter sosyal medya platformunda etkilesime giren hesaplardan
olusturmaktadir. Orneklemini ise amacl drnekleme yéntemine gore Twitter platformunda
sel felaketi hakkinda etkilesimde bulunmalari nedeni ile arastirma amacina uygun
oldugu distnilen ve asagida veri toplama bashgi altinda ayrintisi belirtilen streg ile
belirlenen 1917 Twitter platformu kullanicisindan olusmaktadir.

Veri toplama

Arastirmanin verileri Twitter sosyal medya platformundan veri toplamaya ve analiz
etmeye imkan taniyan NodeXL Basic (Smith et al.,2010) yazilimi ile 20 Agustos 2021
tarihinde elde edilmistir. Twitter'in herkese acik Ucretsiz uygulama proglama ara ytiziniin
bazi sinirlari bulunmaktadir. Veriler yalnizca son 8-9 giin icin ve sorgular 18.000'den
fazla tweet dondiiremez. Bu calismanin verisi de NodeXL Basic yaziminin (2000 tweet
ile sinirli) ve Twitter politikalari acisindan sinirliliklara sahiptir. Arastirmanin verileri 16-
20 Adustos 2021 tarihleri arasinda ve paylasimlari icerisinde “selfelaketi” etiketi gecen
1917 Twitter kullanicisi ve bu kullanicilara ait 2260 tweetten olusmaktadir. Boylelikle
konu ve giindemi Bati Karadeniz sel felaketi olan ve bu konu hakkinda Twitter platformu
Uzerinde tweet, retweet ve mention yaparak etkilesime giren kullanicilarin olusturdugu
bir aga dair veri elde edilmistir.

Veri analizi

Elde edilen veriler araciligiyla arastirma sorularina cevaplar bulmak ve hipotezleri test
etmek icin 6ncelikle elde edilen agda bulunan her bir kullanicinin Twitter platformu
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hesap ozellikleri (takipgi, takip edilen miktarlari) belirlenmistir. Daha sonra ag analizi
araclari kullanilarak arasindalik merkeziligi, ic-derece merkeziligi ve dis-derece merkeziligi
Olcltleri hesaplanmistir. Bunlara ek olarak agin capi, ortalama yol uzunlugu ve yogunlugu
da hesaplanmistir. Son olarak hipotezleri test etmek icin 6nce her bir degiskenin
standartlastirilmis z puanlari hesaplanmis ve daha sonra bu puanlar aracilik testlerinde
kullanilmistir. Araci degiskenin kontrol testlerinde Proses Makro Striim 4'iin Model 4'(i
kullaniimistir (Hayes, 2018).

Bulgular

ilk olarak Bati Karadeniz sel felaketi bilgi aginin genel dlciitleri hesaplanmustir. Bu
Olcutlere gore agda 1917 kullanici oldugu ve bu kullanicilar arasinda 2260 adet iligki
oldugu gorilmustir. Agin capi 12, ortalama yol uzunlugu 4,87 ve yogunlugu ise 0,0004
olarak belirlenmistir.

Agdaki etkili aktorler

Birinci arastirma sorusuna cevap bulmak icin arasindalik merkeziligi 6l¢ttl temel alinarak
agda en etkili on kullanici belirlenmis ve Tablo 1'de hesaplanan dlcditleri ile sosyal medya
oOzellikleri verilmistir. Ayrica etkili kullanicilar Sekil 5'te verilen ag lizerinde isaretlenerek
gosterilmistir. Sekilde en etkili kullanicilar sirasiyla birden ona kadar rakamlarla, baglantili
olduklari diger hesaplar ise ayni renkler ile gosterilmistir.

Tablo 1'de belirtilen siraya gore en biyik arasindalik merkeziligi olcttiine sahip
kullanici hesap aciklamalarindan anlasildigi tizere bireysel kullanicidir. Yine en etkili
ikinci, dordiinc, besinci ve altinci siradaki kullanicilarin da hesap aciklamalarindan ve
yaptiklari paylasimlardan bireysel kullanicilar oldugu degerlendirilmistir. Arasindalik
merkeziligi 6lcutline gore agda en etkili U¢linct hesap bir kamu gorevlisine ait Twitter
hesabidir. Yine bir kamu kurulusuna da ait resmi Twitter hesabi en etkili kullanicilar
arasindadir. Ancak bu iki hesabin digerlerine gore dis-derece Ol¢utleri sifirdir. Yine hesap
aciklamalarina gore Gic medya aktoriiniin de en etkili hesaplar arasinda agda bilginin
yayillmasina aracilik ettikleri gorilmustr.
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Table 1: Agdaki en etkili kullanicilar

N ic-Der Dis-Der Arasmndahk Takip | e

Kullamer Tipi/Tiiri Mirkizeilciegi M:rk:ziiicge} Merske(zliligi Edilen Miktgf'l
Miktar

Bireysel kullanict 115 1 39098 417 47061
Bireysel kullanict 23 1 32676 3020 2593
Kamu gorevlisi 11 0 27286,731 658 5811448
Bireysel kullanici 0 2 26448 1265 1062
Bireysel kullanict 1 1 24272 1137 1085
Bireysel kullanict 0 2 24138 1318 2096
Kamu kurumu 9 0 7820 162 643176
Medya kurulusu 2 7 7232,501 791 1148
Medya calisant 0 6 6320,501 330 321
Medya kurulusu 3 6 6049,250 101 1469

° ade e

°
. K,
IE B F SN K SN
o o o ey

Figure 5: Bati Karadeniz sel felaketi Twitter agindaki etkili hesaplar
Agda etkiyi belirleyen degiskenler

Tum degiskenler arasindaki korelasyonlar Tablo 2'de verilmistir. Degiskenler arasindaki
iliskiler korelasyon katsayisi degeri Gizerinden incelendiginde en kuvvetli iliskinin orta
diizeyde oldugu gorilmustir. Orta dlizeyde gortilen iliski i¢ derece merkeziligi ile
arasindalik merkeziligi arasinda gorilen pozitif yonli anlamli iliskidir (r=,505;
p=,000<,001). Takip edilen miktari ile dis-derece merkeziligi arasinda diisiik diizeyde
negatif yonli anlamli bir iliski bulunmaktadir (r=-,058, p=,011<,05). Takipgi miktari ile
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ic-derece merkeziligi arasinda diislik diizeyde pozitif yonli anlamh bir iliski saptanmistir
(r=,047, p=,039<,05). Ancak takipg¢i miktari ile dis-derece merkeziligi arasinda duisiik
diizeyde negatif yonli anlamli bir iliski vardir (r=-,072; p=,002<,01). Bunlarin yaninda
dis derece ile arasindalik merkeziligi arasinda diistik diizeyde pozitif yonli anlamh bir
iliski gortlmustir (r=,060; p=,009<,01). Genel olarak degerlendirildiginde hem i¢-derece
hem de dis derece merkezilikleri ile arasindalik merkeziligi arasinda pozitif yonli anlamli
iliskilerin oldugu bulunmustur. Ancak takip edilen ve takipci miktarlari ile arasindahk
merkeziligi arasinda anlamli iligkilere rastlanamamistir. Bunlara ek olarak takip edilen
miktari ve takipgi miktariile dis derece arasinda negatif yonlt anlamliiliskiler gorulirken;
takipci miktari ile ic-derece merkeziligi arasinda bu iliski pozitif yonlidar.

Table 2: Degiskenler arasindaki korelasyon katsayilari

Desiskenler Arasindahk ic-derece Dis-derece Takip edilen Takipgi
gl merkeziligi merkeziligi merkeziligi miktar miktari

Arasmdahk o

merkeziligi

Io-derece 0.505 ** —

merkeziligi

Dig-derece 0.060 ** 20,112 ##% -

merkeziligi

Takip edilen -0.005 0.008 -0.058 * —

miktar

Takipgi
. 0.039 0.047 * -0.072 ** 0.024 —

miktari

*p <,05; % p <,01; *** p <,001

Birinci arastirma modeli Gizerinde gosterilen hipotezler baglaminda degiskenler
arasindaki iliskileri ortaya koyan bulgular su sekilde ortaya ¢ikmistir. Tablo 3'te bagimsiz
degisken olan takipgi miktarinin (X) araci degisken i¢-derece merkeziligine (M) etkisini
ortaya koyan regresyon analizi sonuclari bulunmaktadir (a yolu). Analiz sonuclarina
gore takipci miktarinin i¢-derece merkeziligini pozitif yonde anlamli bir sekilde etkiledigi
goriulmektedir (B=.047,95% CI [,0024/,0919]; p<,05). Bu sonuca gére hem p degerinin
,05'ten kuiglik hem de gliven araliginin 0 (sifir) degerini icermemesi nedeniyle 3 degeri
istatistiksel olarak anlamhdir. Bu sonuclar isiginda H1 hipotezi kabul edilmistir.

Table 3: Takip¢i miktarinin (X) ic-derece merkeziligine (M) etkisi

R-sq B;;t)a se t p | LLCI | ULCI
Takipgi miktar1 _ i¢c-derece merkeziligi 002 047 022 2.066 039 0024 0919
(a yolu) 8 B B : , B ,

Not: Cl = %95 dolayli etki icin gliven araligi, se=Standart hata, LLCI=Guiven aralidi alt siniri, ULCI=Gliven araligi
ast sinir.
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Tablo 4'te ise araci degisken i¢-derece merkeziliginin (M) (b yolu) ve bagimsiz degisken
takipci miktarinin (X) (¢’ yolu) bagimh degisken arasindalik merkeziligi (Y) Gzerindeki
etkilerine ait bulgular sunulmustur. Bulgular i¢-derece merkeziliginin arasindalik
merkeziligini anlamli diizeyde ve pozitif yonde etkiledigini ortaya koymustur (8=,047;
%95 CI [,0024/,0919]; p<,05). Bu sonuca gore H2 hipotezi kabul edilmistir.

Diger yandan arastirma modelinde bagimsiz degisken olan takipgi miktarinin
arasindalik merkeziligine dogrudan etki degeri (c') ,015 olarak hesaplanmistir. Ancak
hesaplanan dogrudan etki degeri istatistiksel olarak %95 bootstrap gliven araliginda
sifirdan farkh degildir (3=,015; %95 Cl [-,0234/,0540]; p>,05). Bu nedenle i¢ derece
merkeziligi ol¢ltl ayni diizeyde olan fakat biri digerinden bir birim farkli takipcisi
bulunan iki kullanicinin arasindalik merkeziligi degerlerinde istatistiksel olarak anlamli
bir farkhilik bulunmamaktadir.

Table 4: i¢-derece merkeziliginin (M) ve takipci miktarinin (X) arasindalik merkeziligine (Y) etkileri

R-sq B(Et)a se t p | LLCI | ULCI
Ig-derece merkeziligi _, Arasindalik 504 | 019 | 25521 | 000 | 4653 | 5428
merkeziligi (b yolu) 255
Takipei miktar: _, Arasindahik 015 | 019 | 774 | 438 | -0234 | L0540
merkeziligi (¢’ yolu)

Not: Cl = %95 dolayli etki icin gliven araligi, se=Standart hata, LLCI=Guven araligi alt siniri, ULCI=Gliven araligi
ust siniri.

Tablo 5 araci degiskenin (M) olmadidi bir modelde, takipgi miktarinin (X) arasindalik
merkeziligi (Y) Gzerindeki etkisini (c yolu) baska bir ifadeyle toplam etkiyi gostermektedir.
Bu sonuclara gore ic-derece merkeziliginin olmadigi bir durumda, takipci miktari
arasindalik merkeziligini anlamh bir sekilde etkilememektedir (8=,039; %95 Cl
[-,0057/,0839]; p>,05). Bu sonuca goére H3 hipotezi reddedilmistir.

Table 5: Takip¢i miktarinin (X) arasindalik merkeziligine toplam etkisi
R-sq | Beta (B) | se t p LLCI ULCI

Takipei miktar1 _, Arasidahk 001 | ,039 | 022 | 1,711 | 087 | -0057 | ,0839
merkeziligi (¢ yolu)

Not: Cl = %95 dolayli etki icin gliven araligi, se=Standart hata, LLCI=Guiven aralidi alt siniri, ULCI=Gliven araligi
Gst sinir.

Son olarak Tablo 6 takipgi miktarinin arasindalik merkeziligi Gizerinde dolayli etkisinin

anlamli oldugunu, dolayisiyla ic-derece merkeziliginin bu iki degisken arasindaki iliskiye
aracilik ettigini gostermistir (8 =,023, 95% CI[,0039/,2603]). Bu durum bagka bir ifadeyle
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iki Twitter platformu kullanicisindan takip¢i miktari diger kullanicidan bir birim yiiksek
olan bir kullanicinin; takipci miktari yiiksek olanin i¢ derece merkeziliginin de yiiksek
olmasi ve i¢-derece merkeziligi yiiksek olanin arasindalik merkeziligi 6lgiitinin daha
yuksek olmasi nedeniyle agdaki etkisi 023 birim daha ylksektir seklinde yorumlanabilir.
Bulgular dogrudan etkinin ve toplam etkinin istatistiksel olarak anlamli olmadigini,
dolayl etkinin ise %95 bootstrap gliven araliginda istatistiksel olarak sifirdan farkli
oldugunu gosterdiginden bir kullanici ne kadar ¢ok takipciye sahipse, kullanici o kadar
cok dereceli baglanti alir ve bu da kullanicinin bilgi aginda daha merkezi olmasina
neden olacagini varsayan H4 hipotezi kabul edilmistir.

Table 6: Takipci miktarinin (X) arasindalik merkeziligi (Y) tizerindeki etkisine ic-derece merkeziliginin araci rolt
X-Y-M Effect BootSE BootLLCI BootULCI
Takipgi miktar1 — Arasindalik Merkeziligi —
I¢-derece merkeziligi

Not: Cl = %95 dolayl etki icin gtiven araligi, Effect=Etki, Boot=Bootstrap, SE=Standart hata, LLCI=Gliven aralig
alt siniri, ULCI=Guiven araligi st siniri.

,023 ,079 ,0039 ,2603

Arastirma modeli-2 Gizerinde g0sterilen hipotezler baglaminda degiskenler arasindaki
iliskiler ise asagida sunulmustur. Tablo 7'de bagimsiz degisken takip miktarinin (X) araci
degisken dis-derece merkeziligine (M) etkisini gosteren regresyon analizine ait bulgular
gosterilmistir (a yolu). Bulgular takip miktarinin dis-derece merkeziligini anlamli ve
negatif yonde etkiledigini gdstermistir (3=-,058, 95% Cl [-,1028/,0133]; p<,05). B degerinin
anlamli oldugu hem tabloda yer alan p degerlerinin,05’ten kii¢lik olmasindan hem de
glven araligina ait degerlerin 0 (sifir) degerini kapsamamasindan anlasiimaktadir. Bu
sonuclara gore H5 hipotezi reddedilmistir.

Table 7: Takip miktarinin (X) dis-derece merkeziligine (M) etkisi
R-sq | Beta () se t P LLCI ULCI

Takip miktar1 —Dis-derece
merkeziligi (a yolu)

Not: Cl = %95 dolayli etki icin gliven araligi, se=Standart hata, LLCI=Guven araligi alt siniri, ULCI=Gliven araligi
ust siniri.

,003 -,0581 ,022 | -2,54 | ,010 -,1028 -,0133

Tablo 8 araci degisken dis-derece merkeziligi (M) (b yolu) ve bagimsiz degisken takip
miktarinin (X) (c yolu) bagimli degisken olan arasindalik merkeziligine (Y) etkilerini
gostermektedir. Bu sonuclara gore dis-derece merkeziliginin arasindalik merkeziligini
anlamli diizeyde ve pozitif yonde etkiledigi goriilmektedir (8=,059; %95 CI [,0150/,1046];
p<,05). Bu sonuca gore H6 hipotezi kabul edilmistir.
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Tabloya gore takip miktarinin arasindalik merkeziligine dogrudan etki degeri (c')
-,001'dir. Dogrudan etki degeri %95 bootstrap giiven araliginda istatistiksel olarak
sifirdan farkli degildir (B=-,001; %95 Cl [-,0459/,0437]; p>,05). Bu nedenle dis derece
merkeziligi 6l¢utl ayni olan fakat biri digerinden bir birim farkli takipgisi bulunan iki

kullanicinin arasindalik merkeziligi degerlerinde istatistiksel olarak anlamli bir farklhlk
bulunmamaktadir.

Table 8: i¢-derece merkeziliginin (M) ve takipci miktarinin (X) arasindalik merkeziligine (Y) etkileri

R-sq | Beta (B) se t p LLCI | ULCI
Dls-der'e?f:.merkezﬂlgl — Arasindahk 059 022 | 2616 | 005 0150 1046
merkeziligi (b yolu) 003
Takip miktar1 — Arasindalik Merkeziligi ’ 001 022 048 961 0459 0437
(C, y()lll) ) B ) > ) B

Not: Cl = %95 dolayli etki icin gliven araligi, se=Standart hata, LLCI=Guven aralidi alt siniri, ULCI=Gliven araligi
Ust sinir

Tablo 9 araci degiskenin (M) olmadigi bir modelde, takip miktarinin (X) arasindalik
merkeziligine (Y) etkisini (c yolu) diger ifadeyle toplam etkiyi gdstermektedir. Bu
sonuglara gore dis-derece merkeziliginin olmadigi bir durumda, takipgi miktarin
arasindalik merkeziligini anlamh bir sekilde etkilememektedir (3=,003; %95 Cl
[-,0494/,0402]; p>,05). Bu sonuca gore H7 hipotezi reddedilmistir.

Table 9: Takipci miktarinin (X) arasindalik merkeziligi Gizerindeki toplam etkisi

R-sq | Beta (B) | se t p LLCI ULCI

;l;a}lf(l)[l)ul)mktarl — Arasindalik Merkeziligi 000 -004 022 -199 841 -.0494 0402

Not: Cl = %95 dolayli etki icin guiven araligi, se=Standart hata, LLCI=Guven araligi alt siniri, ULCI=Glven araligi
Gst sinir

Son olarak Tablo 10 takip miktarinin arasindalik merkeziligi Gzerinde dolayli etkisinin
anlamli oldugunu, dolayisiyla dis-derece merkeziliginin bu iki degisken arasindaki
iliskiye aracilik ettigini géstermistir (B=-,001, 95% CI [-,0131/-,0005]).

Table 10: Takipci miktarinin (X) arasindalik merkeziligi (Y) Gzerindeki etkisine i¢-derece merkeziliginin araci
roll

X-Y-M Effect BootSE BootLLCI BootULCI
Takip miktar1 — Ara§1‘r£(.iallk merkezil ligi -.003 003 0131 -0005
— Dis-derece merkeziligi

Not: Cl = %95 dolayli etki icin gliven arald, Effect=Etki, Boot=Bootstrap, SE=Standart hata, LLCI=Gliven
arahg alt siniri, ULCI=Guiven araligi Gst siniri.
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Bulgular takip miktarinin arasindalik merkeziligi Gizerindeki dolayl etkisinin anlamli
oldugunu ancak dis-derece merkeziliginin bu iki degisken arasindaki iliskiye negatif
yonde aracilik ettigini gostermistir. Baska bir ifadeyle Twitter platformunda takip miktari
ylksek kullanicilarin dis-derece baglantilarinin diistik olmasi arasindalik merkeziligi
olcltiine olumsuz olarak yansimaktadir. H8 hipotezi kabul edilmistir.

Tartisma ve Sonug

Krizdonemleri, paydaslarla kisa stirede dogru ve yeterli bilginin paylasilmasini gerektiren
kurumlar icin kritik ddnemlerdir. Kriz stirecinde bilginin akisini kontrol altina almak ve
yonetmek kriz iletisimini paydaslarla saghkli temeller tizerine kurmak ile olusturulabilir.
GlUnimuzde krizlerin sosyal medyada hizla yayildigi ve krizi kontrol altina almanin
zorlastigi bilinmektedir. Sosyal medya kanaat énderi olarak bilinen etkili kisilerin krizlerle
ilgili paylagimlari toplumu 6nemli oranda etkilemekte ve yonlendirmektedir. Dolayisiyla
kurumlarin kriz dénemlerinde sosyal medyayi ¢ok aktif kullanmanin yani sira sosyal
medyada etkili kisileri de toplumla iletisim kurmada bir araci olarak degerlendirebilir.
Bu calismada kriz sonrasi ddnemde Bati Karadeniz Bélgesinde yasanan sel ve su baskinlari
hakkinda Twitter platformunda kullanicilarin olusturdugu agin analizi yapilarak kullanici
ozellikleri ve bilgi yayillimina dair bulgular ortaya konulmustur.

Calisma 6zelinde arastirmanin ilk sonuglari sosyal ag analizi yaklasimi kullanilarak
arasindalik merkeziligi temelinde kriz zamanlarinda bilgiyi yayma stirecinde kdpri
rolindeki kullanicilarin tespitine yoneliktir. Twitter'da etkili olan kanaat énderlerini
belirlemek icin yapilan calismalar medya kuruluslari, gazeteciler ve politikacilarin sosyal
aglarda etkili oldugunu tespit etmislerdir (Dubois & Gaffney, 2014). Bati Karadeniz sel
felaketi krizinde en etkili aktorlerin kategorik bir siniflandirmasi yapildiginda bireysel
hesaplar, devlet aktérleri ve medya aktorlerinin bulundugu gérilmistiir. Ozellikle kriz
zamanlarinda bilgiyi ilk veren, dogru ve yeterli bilgiyi paylasan ve givenilir olmak
gerekirken kaynagi belli olmayan mesajlar krizin daha da blylimesine neden
olabilmektedir (Carroll & Buchholtz, 2008; Coombs, 1999). Bu nedenle Bati Karadeniz
sel felaketi sonrasinda agda yayilan bilgiye aracilik eden en etkili hesaplar arasinda
devlet aktorlerinin bulunmasi kriz iletisimi acisindan bilginin sorunsuz akisi agisindan
onemlidir. Yine bu durum kriz zamanlarinda kanaat 6nderlerinin sosyal medyada bilginin
yayllmasinda aracilik ettigini de ortaya koymustur. Dahasi bilgi agda alt gruplar igerisinde
yayllmakta ve bu gruplar arasinda bilgiye aracilik eden etkili aktorler bulunmaktadir.
Bu sonug krizdurumlarinda sosyal medya araciligiyla ve kanaat énderlerinin destegiyle
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krizile ilgili hedef kitlenin bilgi ihtiyacinin éncelikli olarak karsilanmasi, kriz bilgilerinin
dogru kaynaklardan ve kanallardan hedef kitleye ulastiriimasi gerekliligini ortaya
koymustur.

Calismada ayrica arastirma modeli 1-2 izerinde g0sterilen ve test edilen hipotezler
neticesinde kullanicilarin sosyal medya 6zellikleri (takipgi ve takip miktar) ile agdaki
oOzellikleri (ic-derece, dis-derece ve arasindalik merkeziligi) arasindaki iliskileri de aciklayan
sonuclar elde edilmistir.

Bu sonuglardan ilk grubu arastirma modeli-1’e yoneliktir. Modele goére, Twitter
platformunda bir kullanicinin takipgi miktarinin cok olmasi, diger kullanicilardan baglanti
almasina neden olmakta, bu durum da kullaniciyr Bati Karadeniz sel felaketi aginda
daha merkezi olmasina, yani bilgi Gzerinde digerlerine gore bilgi akisi Gizerinde daha
fazla kontrole sahip olmaktadir. Yani takip¢i miktari fazla olan kullanicilar sel felaketi ile
ilgili daha fazla baglanti ya da bilgi alacak, bu durum kullanicinin agda daha etkili
olmasina neden olacaktir. Model (izerinde sorgulanan doért hipotezin testi sonucunda
takipci miktari ile bilgi akisi tizerindeki kontrol arasindaki iliskilere yonelik sonuclar
asagidaki sekilde ortaya ¢ikmistir:

Kriz hakkinda olusan agda takip¢i miktarinin etkilesim alma baska bir deyisle
kullaniciya gelen baglanti miktari lizerinde pozitif yonde bir etkisinin oldugu
gOrilmustdr (H1).

Bu sonuca ek olarak diger kullanicilardan gelen baglantilarin kullanicilarin bilgi akisi
Uzerindeki kontrollerini artirdigi belirlenmistir (H2).

Ancak takip¢i miktarinin yiiksek olmasinin tek basina bilgi akisinin kontroltinde tek
basina bir etkisinin olmadigi tespit edilmistir (H3).

Yine de takip¢i miktarinin bilgi akisinin kontrolli Gzerindeki etkisinde gelen
baglantilarin araci etkisi oldugu ortaya koyulmustur (H4).

Bu sonuclara gore takipgi miktari fazla olan kullanicilar sel felaketiile ilgili daha fazla
baglanti ya da bilgi alacak, bu durum kullanicinin agda daha etkili olmasina neden
olacaktir. Bu sonug tizerinden bir degerlendirme yapildiginda sosyal aglarda takipgileri
fazla olan kullanicilar gelen baglantilar araciligiyla bilgi, fikir, goris ve disiincelere daha
rahat ulasabildiginden (Gokmen, 2020) kriz iletisimi sirasinda bilgi ihtiyaglarinin
karsilanmasi, endiselerin azaltilmasi gibi mesajlarin yayilmasinda énemli aktorler
olabilirler.
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ikinci grup sonuclar arastirma modeli-2 tizerinde yer verilen hipotezlerin test
bulgularindan ortaya c¢ikartiimistir. Kullanicilarin sosyal medya 6zelliklerinden takip
ettigi hesap miktari ile bilgi akisi Gzerindeki kontrol arasindaki iliskileri sorgulayan
modele gore, sel felaketi bilgi aginda bir kullanicinin baskalarini takip miktari fazla ise
digerlerine sel felaketi ile ilgili daha fazla baglanti ya da bilgi sunacak, bu durum da
kullanicinin agda daha etkili olmasina neden olacaktir. Model Gizerinde sorgulanan dort
hipotezin testi ile asagidaki sonuclara ulasiimistir:

Kriz durumlarinda bir kullanicinin takip ettigi hesap miktarinin yaptigi paylasim ya
da disa gonderdigi baglantilar tizerinde bir etkisinin olmadigi séylenebilir (H5).
Ancak bilgi akisi kontrolii Gizerinde disa gonderilen baglanti miktarinin bir etkisi
vardir. Yani paylasim miktari arttikca bu hesap sahiplerinin agda daha etkili oldugu
ifade edilebilir. Buna ek olarak takip ettigi hesap miktari yliksek kullanicilarin paylasim
miktarlari diistik ise agda etkili olamadiklari sdylenebilir. (H6).

Yine bir kullanicinin takip ettigi hesap miktari ile bilgi akisindaki kontroli arasinda
bir iliskinin olmadigi belirlenmistir (H7).

Son olarak takip miktarinin bilgi akisindaki kontrol izerinde dolayli etkisinin anlamli
oldugunu ancak génderilen baglanti miktarinin bu iki degisken arasindaki iliskiye
negatif yonde aracilik ettigini gostermistir. Baska bir ifadeyle Twitter platformunda
takip miktari yuksek kullanicilarin dis baglantilarinin diistik olmasi agdaki etkiye
olumsuz olarak yansimaktadir (H8).

Bu sonuclara gore sel felaketi bilgi aginda takip miktari fazla bir kullanici digerlerine
sel felaketiile ilgili daha fazla baglanti ya da bilgi sunuyor ise agda daha etkili olabilecegi
soylenebilir. Krizdurumlarinda sosyal medyada etkili kisilerin krizile ilgili hizl ve dogru
bilgileri paylasarak hedef kitlenin belirsizliklerini azalttig, etkili kisilerin kriz ile ilgili
bilginin yayihminda bilgi koprisi roliini Gstlendigi belirtilebilir (Zhao et al., 2018; Cerci
et al, 2020; Solmaz et al., 2021). Bu baglamda bir degerlendirme yapildiginda kriz
zamanlarinda sosyal aglar Gizerinden ytirGtilecek bir iletisim stratejisinde etkili aktorlerin
takipgi ve takip miktarlari ile i¢ ve dis etkilesimleri g6z 6niinde bulundurulmalidir.
Boylelikle kriz zamanlarinda sosyal aglarda dolasan bilginin akisi tGizerinde bir kontrol
saglanabilir.

Bu calismada sel felaketi krizi 6rneginde bilgi aglarinda akis Uizerinde etkili kullanicilar

Twitter platformundan elde edilen veriler Gzerinden ortaya konulmustur. Arastirma
sonuclari bu platformun sundugu takip etme, takip edilme gibi kullanim mantigi
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ozelindedir. Dolayisiyla platformun diger 6zellikleri (retweet, begeni vb.) ve platformda
yapilan paylasimlarin 6zellikleri 6zelinde ele alan arastirma desenlerinin alan yazina
katki saglayacagi sdylenebilir.
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Oz

Zaman Uzerine sinema felsefesinde karsimiza iki temel Deleuzyen kavram
cikmaktadir. Bu kavramlardan ilki zamani yaratabilmek icin antik felsefi gelenek,
Newton fizigi ve kapitalizmin montaj hatti ile baglantili bir sekilde harekete
dayanan hareket-imge kavramidir. Hareket-imge kavrami sinemada karsihgini
duyusal-motor semada sunulan eylem-tepki birliginin varligi ile bulur ve neden-
sonug iliskileriyle ilerleyen ve sagladigi zaman-mekan butinlagu ile kendi icinde
tutarl bir kurmaca diinya sunan filmlere karsilik gelir. Diger kavram ise felsefede
Bergson, fizikte kuantum fizigi ve sosyolojide modernite elestirileri baglaminda
okumas! yapilabilecek olan zaman-imgedir. Zaman-imge ikinci Diinya Savas
sonrasinda 6nemli yonetmelerin kullandiklari sinematik anlatimla, zamani
edimsel degil, virtiel bir sekilde yaratarak ge¢mis ve simdinin bir aradahgini
sunan zamanin hareketten bagimsiz bir imgesini tanimlar. Zamanin bu kullanimi
imgelerin kristallesmesi ile izleyicinin 6znellikler yaratabilmesi potansiyelini
ortaya ¢ikarir. Bu calisma zaman-imgenin ve kristallesmenin klasik olmayan bir
gerilimi yaratmakta nasil yontemler kullandigini aciklamayr amaclamaktadir.
Amac kapsaminda calismada belirsizlik, zaman-imge ve gerilim arasindaki
baglanti Charlie Kaufman'in Her Seyi Bitirmeyi Dlstintyorum (2020) isimli filmi,
Deleuzyen bir bakis agisiyla zaman-imge kavrami ekseninde felsefi elestiri
yontemi ile incelenmistir. Zaman-imge sinemasina iliskin olarak secilen film
Deleuze tarafindan “Okuma isareti” (Lectosign) olarak ifade edilen sinematik
gosterge kategorisi ile kronolojik baglantilarin koparildigi “Zaman isareti”
(Cronosign) kavramlari cercevesinde analize tabi tutulmustur. Film anlatisinin,
eylemden bagimsiz bir zaman imgesi sundugunu ve zaman-imge sinemasina
6zgli anlatim stratejilerinin yarattigi belirsizligin, filmde klasik anlatiya 6zgt
gerilim stratejileri disinda bir gerilim duygusu yaratilmasina olanak sagladigini
soylemek miumkiinddr.

Anahtar Kelimeler: Zaman, zaman-imge, kristal-imge, gerilim, sinema felsefesi
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Abstract

Two basic Deleuzian concepts in cinema education involve
time. In order to create the first concept, the old usage
pattern involves the motion-image concept, whose basic
foundation is Newtonian physics and the assembly line.
The other concept is time-image, which involves Bergson’s
reading on philosophy, educational physics in physics, and
the criticism of modernity. The time-image is not designed
to be formed by a change in the second world structure. This
use of time can reveal the potential of the viewer to create
subjectivities through the crystallization of images. Time-
image is not about thinking of explaining how this works
or how to use it in a non-crystallizing order. Accordingly,

based on the relationship between time-image and

tension in the analysis, Charlie Kaufman'’s film I'm Thinking
of Ending Things (2020) is about a philosophical analysis
regarding the concept of time-image from a Deleuzian
perspective. This study analyzes the movie, which was
chosen for its time-image cinema, within the framework
of the concepts of chronosigns, in which chronological
connections are broken with the category of a cinematic
sign, which Deleuze expresses as lectosigns. The analysis of
the case film through the philosophical concepts expressed
in the theoretical part of the study is thought to contribute
to the cinema literature by considering the limitations of
studies in this field.

Keywords: Time, time-image, crystal-image, tension,

philosophy of cinema

Extended Abstract

Regarding the concept of time, many thinkers in the fields of history, philosophy,
physics, literature, and sociology have tried to put forward a comprehensive definition
for it. The concept of time is frequently discussed in terms of its ontological existence
and absence, its chronological flow or virtuality, its relationship with ideology and
production forms, its position in daily life, and differences in perception and relativity
and has also been one of the most important elements of art. As a matter of fact,
similarities and differences are found between the direct relationship time has with
people and the production of time and art. In general, a relationship exists between
the potential art has to produce an aesthetic force on people and the creation of time
with art or cinema in particular. French film theorist Gilles Deleuze (1989) was one of
the first names to reveal this relationship by categorizing time in cinema. Two basic
Deleuzian concepts are related to the concept of time in the philosophy of cinema.
The first of these concepts is motion-image, which is based on Newtonian physics and
the ancient philosophical tradition. The second is the time-image, which is read in the
context of a quantum understanding regarding physics, of Bergson (2005) regarding
philosophy, and of the modernity criticism in sociology.

The time-image concept is used to describe an important philosophical trend in
cinema that started in the 1950s and continues until today. Time-image is an important
heading in Deleuze’s (1989) film classification and refers to images that Henri Bergson
(2005) has described as being filled with time. Deleuze speaks of images of time in a
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wide variety of genres and forms produced on screen. The definition of time-image in
Deleuze’s (1989) Cinema Il offers a philosophical and mathematical explanation for
different aspects of the time-image. As Deleuze defines it, time-image emerges as an
image beyond movement that can be recognized as images of duration, images of
change, images of relationship, and images of volume through different processes.
Deleuze's methodological approach to time ranges from motion-image and from an
indirectimage of time that comes from the emotional domains of cognition, perception,
and events to a direct image of time. Deleuze described the direct time-image as the
ghost that has always haunted cinema and states that modern cinema should give this
ghost a body. Contrary to the actuality of the movement-image, the time-image is
virtual.

In accordance with the time model he adopted from Henri Bergson (2005), the
crystalline or multifaceted structure of Deleuze’s time-image is created by the matching,
mirroring, and indistinguishable oscillating of the virtual past with the real present.
Accordingly, the past can be accessed by the shortest route when a current image or
event triggers a relationship with a similar image or event in another layer of the past.
As the past and the present merge in this remembrance, the time-image emerges. Time
crystals, or time-images, allow time to escape an event and move within the event,
thus creating stronger cinema. Meanwhile, movement-image is based on an organic
regime of identity, unity, and integrity. In this case, one encounters a deterministic
universe in which events are connected in a chronological continuum. Inevitably, a
past emerges that leads to the present, and one has faith in a future that will exist and
that can be predicted from the present. Alternatively, the time-image regime replaces
this deterministic universe with a probabilistic one.

In postwar films, directors realized that, just as the image of motion can be used to
create tension, the image of time can also be used to create introspection. In mainstream
cinema, however, the tension was realized with various cinematographic arrangements.
The tension produced in such films in which the motion-image is dominant is related
to uncertainty. In the relationship among time, image, and tension, the uncertainty
that causes tension is never seen to be terminated, with the expected information
never being given to the audience. In this context, the time-image cinema presented
by Deleuze creates a feeling of uncertainty in the audience that is stronger than the
motion-image cinema presents and is open to introspection. Unlike motion-image
cinema that removes the sense of tension experienced by the audience by eliminating
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the uncertainty it creates, time-image cinema makes the uncertainty and accordingly
the feeling of tension permanent.

This study uses the method of philosophical criticism to examine the film I'm Thinking
of Ending Everything (Kaufman, 2020), which is thought to philosophize about itself,
and how it does this. The study examines how the film creates tension as an aesthetic
strategy along the axis of the concepts of time-image and crystal image that enable a
film to philosophize about itself, and the concepts of chronosigns, lectosigns, and
noosigns, which Deleuze (1989) borrowed from Pierce and adapted to the cinema.The
film presents a direct image of time with the narrative it constructs by bringing the
past to the present. The cinematic use of time-image also enabled the production of
a sense of tension by creating uncertainty in the film. While the film subjectivizes the
narrative with the frequent use of a voice-over narrator, the audience encounters a
narrative that does not convey the story information and interrupts the narrative flow,
instead of a narrator who supports the image. The dissonance between the image and
the sound not only increases the ambiguities in the story by interrupting the audience’s
creation of an integrated temporal perception, but also makes the narrative open to
new occurrences. The incongruous, disconnected narrative structure of the film, in
which imagination and reality are intertwined, pushes the narrative into the background
and allows the audience to be freed from the way of perceiving and thinking that is
given with the crystal regime. The uncertainty created by not disclosing a lot of narrative
information in the film has enabled the sense of tension to gain continuity as the time-
image brings the past and the present together.
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Giris

Kant'a gore insan var olusu icin zaman ve mekan a priori dir ve diistince de dahil olmak
Uzere tim insan edimleri zaman ve mekanin zorunlu varligi ile s6z konusu olabilir
(Deleuze, 2000). Zaman kavramiyla ilgilenen bir diger felsefeci ise Hobbes'tur. Hobbes'a
gore zaman disimizdaki seylerden ¢ok, anin diistincelerinde vardir ve devinimdeki
oncenin ve sonranin imgesidir. Zamanin sinirlarini da tartisan Hobbes (2004) bu sinirlari
yine imgelere dayandirir ve sdyle der:’Zamani bir baslangi¢ ve sonla ya da herhangi
bir saptanis siniri olmaksizin, es deyisle sonsuza dek genisliyor olarak imgeleyebiliriz
(pp. 23-27). Hobbes, doga felsefesinde dnemli rol oynayan hareketin, zamani 6nceden
varsaydiginiisaret eder. Ama indirgemeci, hatta idealist bir zaman kavramini gelistiriyor
gibi goriinen Hobbes, zamanin kendisinin hareketi 6lcebildigini reddederek daha ziyade

’

hareket zamani 6lctligiinde israr eder.

Zaman konusundaki 6nemli fikirleri ile sinematik zaman konusunda Deleuze’e
rehberlik yapan Bergson ise insanoglunun zamanda yasamadigini, tam tersine zamanin
insanin icinde yasadigini soyler. Bergson’a gore (2005, p. 27) gercek siire i¢sel hayatimizdir
ve benin kendini yasamaya biraktigi biling durumlarinin ardisik diziliglerinin olusturdugu
bicimdir. Butiin degismeler ve gelismeler bir ‘siire’ icinde gerceklesir. Streyi
yasayabilmemizin kosulu ise bellektir. Bellek, ge¢misi, depolama-biriktirme gibi saklama
aygiti degildir; bellek gecmisin simdi icindeki sanal birlikteligidir (Karadas, 2015, p. 328).
icsel zamanda gecmis zaman simdiki zamanla ic icedir. insanin ge¢mis ve simdiki zamani
aynianda algilayabilmelerinin cevabi burada yatar. Bu durum ilerlemeye dayali kronolojik
yapinin paradoksudur.

Debord’a gore (1996, p. 73) ne 6lim ne de dogum bir zaman yasasi olarak
anlasiilmamistir. Zaman, adeta kapali bir alan gibi hareketsiz kalir. Daha karmasik bir
toplum zamanin bilincine vardiginda yaptigi sey daha ziyade zamani inkar etmektir
¢linkii zamanda gordiigu sey gelip gegen degil geri donendir. Duragan toplum, zamani
dogrudan dogruya dogadan edindigi tecriibeden yola ¢ikarak dongiisel zaman modeline
gore orglitler. Nitekim Orta Cad'a 6zgli zaman dongusel nitelikteyken Sanayi Devrimi'nin
yarattigi teknik atilim, insanin ge¢mis algilama bicimlerini de donlstirmustir. Kent
insaniicin modern hayat, devingen ve siirekli akis halinde olanin duyumsandig, dikkattin
yogunlasmasina firsat vermeden kaybolan gortiniimlerin algilandigi, zaman- mekanla
kurulan iliskinin gecmis deneyimlerle 6rtiismedidi bir yasamdir (Buck-Morss, 2010, p.
295). Kapitalist Gretim siireci ve meta fetisizmi, insanin gereksinmelerini insanin
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kendisinden kaynaklanan gereksinimler olmaktan ¢ikarip reactive (metalasan seylerin
uyarimcihdi aracihdi ile duyulan) gereksinimlere donustirdr. Yasami, ya da yasanan
zamanl, tiimlukla bir zaman yasami olan deneyim (Erfahrung) olmaktan ¢ikarip, boltik-
porclk ve tlimlikten yoksunlastinimis bir soklar yasami olan ‘Erlebnis’e (yasanmighk-
sonuc) donlstirdr (Oskay, 1994, p. 217).

Zamanin bellegimizdeki imgesi, yani her bir insanin sahip oldugu zaman tasarimi,
bir yandan zamani temsil eden ve iletisimde zamani kullanan sosyal kurumlasmalarin
gelismislik dlizeyine bagimhlik gosterirken bir yandan da tek tek kisilerin cocukluklarindan
itibaren zaman ile kurduklar bireysel iliskilerce belirlenir (Elias, 2000, p. 26). Klasik
modernlik anla—yisini elestiren Alaine Touraine’e gére modernite her seyden énce insani
dogayla, mikrokozmos'u makrokozmos’la bitilinlestiren ve bedenle ruhun, insanin
dinyasiyla askin tim ikiliklerini reddeden akilci bir diinya imgesinin olusturulmasini
temel almalidir. Ancak modern diinyanin ana egilimi, bu diinyayi ulus—lararasi is bolimu
ve her biri bir diinya olan ekonomilerin olusumu bicimini alan, ama ayni zamanda
dinyasal bir askeri diizen ve de—netim sistemlerini merkezilestiren ulus devletler
kisvesine de birl—nen ve strekli gelisen bir kiiresellesmeye yol alistir (Touraine, 2002,
p. 44). Goruldugu gibi glindelik hayatin icinde bu calismada yer verilmeyen isimler de
dahil olmak lzere zaman kavrami pek ¢ok baglamda dusinirler tarafindan
degerlendirilmistir. Bu degerlendirmelerde insanin varolusu agisindan zamanin ne
derece 6nemli bir konu oldugu ortaya konulurken, sanat ve zaman iliskisinin de bu
temelde diistintlmesi yoniinde bu calismada bir cagri yapiimaktadir. Nitekim zamanin
dogrudan insanla iliskisi ile zamanin ve sanat yoluyla Gretilmesi arasinda benzerlikler
ve farklar vardir. Genel anlamda sanatin insanlar {izerinde estetik bir kuvvet tiretebilme
potansiyelinin bulunmasi ile zamanin sanat veya 6zelde sinemayla yaratimi arasinda
yuksek diizeyde bir iliski sz konusudur. Nitekim Deleuze bu iliskiyi ve kuvvetleri
sinemanin, sadece hareket dolayimli bir zaman degil saf bir zaman imgesi sundugu
fikri Gzerinden temellendirmistir.

Deleuze'lin zaman-imgesi kavramsallastirmasi 6zellikle sosyal bilimler alanina zengin
bir arastirma sahasi kazandirmistir. Kavram, etik (Bogue 2009) toplumsal cinsiyet
(Rodowick, 2009) tarih, beden (Herzog, 2019), teknoloji ve kiiltiir felsefesi (Crockett,
2005) gibi bircok farkli disiplin tarafindan yorumlanmigstir. Kavrami sinema 6zelinde ise
zaman, bellek, imge, anlati vb. alanlarda inceleyen hem ulusal hem de uluslararasi
literatlirde ¢ok sayida ¢alisma vardir. Ulusal literattirde, Tiirkgeldi'nin (2015, pp. 114-131)
Hareket-imge ve Zaman-imge Kavramlar Dogrultusunda “21 Gram”a Bir Bakis adli calismasi,
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hareket-imge ve zaman-imge 6gelerinin modern sinema icerisindeki girift yapisini
anlayabilmek amaciyla, David Jones'un kullandigi“melez-imge”kavrami perspektifinden
Alejandro Gonzalez Ifarritu”nun “Oliim Uclemesi” (Death Trilogy) filmlerinden biri olan
“21 Gram” (2003) filmini incelemistir. Yizincuyil ve Bulus ise filmin sinematografik
ogeleri, Deleuze'ln gelistirdigi hareket-imge ve zaman-imge kavramlari cercevesinde
BelaTarr'in Torino Ati (The Turin Horse, 2011) filmini incelemistirler. Erceting6z,‘Nebula’
Filminde Ani-imge ve Zaman-imge Olarak ‘Olii At’ adli makalesinde, Tarik Aktas'in
geleneksel anlamda bir hikayeyi takip etmeyen filmi Nebula (2018), Bergson ve
Deleuze'lin bellek ve zaman imgesi tanimlari ekseninde, filmde yer alan zaman unsurlarini
niteliksel icerik analizi ydntemiyle incelemistir. Akdogan ise (2018) Pelin Esmer'in ise
Yarar Bir Sey (2017) filminin, hareket imge ve zaman imge sinemasi siniflamalari
icerisindeki yeri kapsaminda incelemistir. Uluslararasi literatiirde yine MacCormack,
sinemasohizm kavrami baglaminda zaman -imgenin sinemada, seyirciye 6zellikle
gOruintlinlin etkisini en ug noktaya tagtyan filmlerde -korku filmlerinden soyut filmlere
kadar- filmin metonimisinin, anlaminin ve zamaninin disina nasil tasidigini odaklanmistir.
(2009, pp. 157-176). Taheri ve Jafaryan Deleuze'lin teorileri ekseninde zamanin dogrudan
sunumuna iliskin formiilasyonlari kullanarak iran sinema tarihinin dnemli iki filmini
1974 yapimi Natiirmort (Natiirmort) ve Prens Ehtejab (1974) isimli eserleri Ontology of
Time in Cinema; a Deleuzian reading of Still Life and Prince Ehtejab with an emphasis on
the concept of Time-Image baslikh calismalarinda incelemislerdir (2017, p. 52). Bu
calismada ise filmin bicimi Gizerinden zaman-imge ve gerilim arasindaki iliski Deleuzyen
kavramlarla aciklanmistir. Calismanin bu noktadaki 6nemi ise Deleuze'lin Pierce’dan
odiing alarak kendi felsefi sistemine uyarladigi Zaman isareti (cronosign), okuma isareti
(Lectosign) ve zihin isareti (noosign) kavramlari ekseninde, sinemada gerilimin klasik
olmayan bir estetik strateji ile nasil yaratildigini incelenmesine odaklanmasidir. Bu
dogrultuda ¢alismanin amaci, modern sinemada karsimiza ¢ikan zaman-imgeye 6zgu
estetik stratejinin yarattigi klasik olmayan gerilim duygusunu ¢éziimlemektir. Kanadal
yazar lain Reid’'in 2016 yilinda basilan ayni isimli romanindan Charlie Kaufman’in
yonetmenliginde sinemaya uyarlanan 2020 Netflix yapimi Her Seyi Bitirmeyi Diistiniiyorum
(2020) isimli filmi, Deleuzyen terminolojide yer alan zaman-imge ile belirsizlik ve gerilim
kavramlarn ekseninde felsefi elestiri yontemi ile analiz edilmistir.

Zaman imgenin estetik varolusu

Zaman sorunu Deleuze ve diger bir¢ok sinema elestirmeni icin temel bir sorundur
¢linkl sinema, zamani algiya donistirmektedir. Sinema zamani goriinir kilar ve cesitli
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yollarla zamanin imgesini sunar. Diger bir ifadeyle sinema temelde gorilebilen zaman
gibidir. Glindelik hayatta yasanan zaman deneyiminden kimi zaman farkli bir zaman
hissi yaratir kimi zamansa gtindelik hayat pratigine benzer bir zaman algisi ile karsimiza
¢ikarilabilir. Sinema onu duyulabilir kilar ¢inkii miizik sinemaya dahil edilmistir. Ama
sinemanin 6zl zamani gériinir kilmaktir. imge ve zaman, bir kitle sanati olarak sinema
sorununa girmenin iki felsefi yoludur (Badiou, 2013, p. 236).

Zaman-imge, ikinci Diinya Savasi’nin sonundan giiniimiize kadar sinemadaki hakim
egilimlerden birisini tanimlamak icin kullanilan kavramdir. Deleuze’in film
siniflandirmasinin 6nemli basliklarindan birisi olan zaman imge Henri Bergson’un siire
ile doldurulmus olarak nitelendirdigi goriintleri belirtir. Bu goriintiler ardisik veya
kronolojik bir zaman bileseni degildir. Deleuze’e gére zamanin imgesi, gorindigi veya
gorindrlik sagladigi kadar okunabilir ya da diger ifade ile okunakli bir goriinttudr
(Akt. Parr, 2010). Deleuze'lin sinema tarihinin felsefi yorumlarinda, hareket-imgenin
uzun zamandir baskin bicim oldugu ve zaman-imgenin daha sora ortaya ¢iktigini ifade
ettigi gérilir. Tarihsel olarak, ikinci Diinya Savasi sonrasi italyan Yeni Ger¢ekgiliginin
Uslup deneylerinde ortaya ¢ikan zaman-imge, fiziki gercekligin kopyalanmasinin étesine,
yani dusuince stireclerine gegme arzusuyla ilgilidir. Zaman-imgenin 6rnekleri, zamansal
beklentilere meydan okuyan bir yabancilastirma teknigi olarak da goruliir (Powell, 2007,
p. 36).

Deleuze, ekran goruntdlerinin Grettidi ve ifade ettigi cok cesitli tiirde ve bicimlerde
zaman goruntulerinden bahseder. Deleuze’iin Cinema Il isimli eserinde zaman-imge
tanimi, zaman-imgesinin farkli yonleri icin felsefi ve matematiksel bir agciklama saglar
ve bunlari felsefi terimlerle, Bergson Uzerine Yorumlar basligiyla diizenler. Deleuze'iin
tanimladigi gibi, zaman-imge, farkli siireclerle‘stire goriintileri, degisim imgeleri, iliski
imgeleri, hacim imgeleri’ olarak taninabilen ‘hareketin 6tesinde’ bir goriinti olarak
ortaya cikar. Deleuze’in zamana metodolojik yaklasimi hareket-imgeden, bilis, algi ve
olaylarin duygusal alanlarindan gelen dolayli bir zaman imgesinden dogrudan zaman
imgesine kadar uzanir. Bu yaklasimda, hareket-imgenin, zaman imgenin ickin gomilii
bir bileseni oldugunu gorebiliriz. Deleuze’lin gegmisin yasayan bir gli¢ olarak mevcut
oldugu dislincesi Bergsoncu felsefe tarzindadir ve (alisilmis, mitsel ya da olus) bu
kutupsal metodolojide de biiyuk 6lctide yer almaktadir. Deleuze'lin sistemi, kavramsal
siniflandirmalari ve zaman-imge ile ilgili agiklamalari sinemanin sanal dogasini veya
diger ifade ile ontolojisini ortaya koyar (akt. Colman, 2011, pp. 131-134).
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Deleuze'lin ifade ettigi sekliyle, Henri Bergson'dan énce zaman, dogrusal bir tarzda
ayarlanmis bir dizi an icinde gerceklesen benzer olaylarin sekansi olarak goriltyordu.
Bu baglamda zaman en basit haliyle harekete dayali olan bir saat olarak temsil edilir.
Deleuze'e gore, bu geleneksel zaman anlayisi, zamanin gercek ve biitiin dogasini ortaya
cikarmaktan uzaktir. Geleneksel zaman kavrayisi sadece sorunlu olarak gorilmeye
baslanan zamanin mekansallasmasini sunmaktadir. Cagdas felsefe ise zamani insanin
yasadigi saf haliyle tasavvur etme egilimindedir. Buna gére zamani yatay olarak (bir x
ekseni lzerinde) ilerlerken tasvir eden geleneksel anlayisin aksine zaman dikey bir‘y
ekseni’ izerinde olarak tasavvur edilmistir. Bunun sebebi insanin simdiyi sadece ge¢mis
ve gelecek ile katmanlayarak yasayabilmesi ve beraberinde zamani genisletebiliyor
olmasidir. Deleuze'tin vurguladigr d6nemli noktalardan birisi de tanima, hatirlama ve
hayal etme etkinliklerinin bu‘y eksenini’ daha da genisletme giicline sahip olmasidir.
Bu zaman kavrami, sinemada zaman-imge kavraminin temelidir (Hou&Lu, 2017, p. 234).
Baska bir sekilde ifade edilirse zaman; ge¢mis, simdi ve gelecegin bir aradaligi olarak
kronolojiden bagimsiz bir varolusa sahiptir. Bu zaman virtiiel bir zamandir.

Dogrudan zaman-imge, sinemaya her zaman musallat olmus olan hayalettir diyen
Deleuze, modern sinemanin bu hayalete bir beden vermesi gerektigini ifade eder.
Hareket-imgenin edimselliginin tersine zaman-imge sanaldir. Ancak sanal, gercekle
karsit olsa da gercege karsi degil sadece ondan uzaktir. Zaman-imgenin, dolayli temsilin
yaptigi kadar montaji dnceden varsaydigi sOylenebilir ancak Deleuze’e gére montaj
anlamini degistirmis ve yeni bir islev Gstlenmistir. Dislinlire gore sinemada montajin
yeniislevizamanin dolayl birimgesini ¢ikardigi hareket-imgeleriyle ilgilenmek yerine,
zaman-imgeyle ilgilenmek ve ondan zamanin iliskilerini cikarmaktir (1989, p. 41). Marrati
ise, (2008, pp. 66-77) Deleuze'den hareketle zaman imge tartismasinda montaja zamanin
dolayliimgesini olusturma ve filmin degisen bitiniini kendi basina ifade etme islevi
verildigini bu sebeple farkli montaj uygulamalari ve teorilerinin her zaman kesin olarak
belirli zaman kavramlariyla iliskili oldugunu vurgulamistir. Resnais, Antonioni, Ozu,
Godard veya Tarkovsky gibi 5nemli sinema yonetmenleri her biri kendi yollarintizlemis
ve zaman-imgelerine farkli bicimler vermislerdir.

Bilindigi lizere Henri Bergson'dan benimsedigi zaman modeline uygun olarak,
Deleuze'lin zaman-imgesinin kristal veya ¢cok yonlii yapisi, sanal ge¢cmisin gercek simdiki
zamanla eslesmesi, aynalanmasi ve ayirt edilemez salinimiyla yaratilir. Baska bir sekilde
ifade edilirse, ge¢mise en kisa yoldan o andaki bir goriintii veya olay, gegmisin baska
bir katmanindaki benzer bir goriintl veya olay ile bir iliskiyi tetiklediginde erisilebilir.
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Gecmis ve simdiki zaman bu hatirlamada birlesirken, zaman-imge ortaya cikar. Aksiyon
goruntilerinin nedensel ve esasen gercedi agiga vuran geri donislerinin aksine, zaman-
imge, bu iki anin zamansal bir arada varolusu nedeniyle, gecmis ve simdiki zaman
arasinda siklikla kafa karisikhdi yaratir (Jones, 2012, p. 59).

Zaman-imgedeki diisiince siirecleri, duyusal-motor genislemeyi koruyan hareket-imge
stirecinden farklidir. Bu gtigler hakkindaki bilgimize yardimci olarak diisiince gliciimiizii
artirmaya calisirken zaman imge agik bir sekilde ve bilingli olarak serebraldir. Deleuze'tin
Bergsoncu semasi, ‘beyin diinyadan farkh degildir, ancak 6zellesmis goriintilerin evrensel
akisinin ayrilmaz bir parcasidir’anlayisini tasir (akt. Powell, 2007, p. 144). Hareket-imgeden
daha cok zihinsel siireclere karsilik gelen zaman-imge, bize bir hikaye ‘anlatmak’icin
sahneleme ile nesnel bir diinyayi yakalamaya calismaktan ziyade, hakikat tizerine olasi
ve gegici, cok yonlii ve acik uclu bir bakis acisi sunar. Zaman-imge, bildik diistince kaliplarina
meydan okumak icin stilistik tekniklerin 6n plana cikarilmasiyla daha ¢ok ilgilenir.

Hareket-imgedeki organik rejim kimlige, birlige ve bitiinlige dayanir. Bu durumda
olaylarin kronolojik bir streklilik icinde baglantili oldugu deterministik bir evren ile
karsilasiriz. Kaginilmaz olarak bugtine gottiren bir ge¢mis ortaya ¢ikar ve insanin simdiden
tahmin edilebilecegi gibi var olacak bir gelecege inanci vardir. Alternatif olarak zaman-
imge rejimi bu deterministik evreni olasilikli bir evrenle degistirir. Bu olasilikli evrende
gec¢mis, giderek artan bir sekilde, simdiki zamanla kiyaslanamaz, soyut bir kaynak olarak
hissedilir ve gelecegin ortaya cikisi onceden tahmin edilemez ve simdiki zaman tarafindan
belirlenemez goriinir (Rodowick, 1997, pp. 15-16). Bu durumda estetik felsefi baglaminda
zaman imge ve hareket-imgenin bedene yonelik farkl etkileri oldugu ifade edilmelidir.
Her ikiimgede alimlayici lizerinde bir kuvvet uygular fakat bir kuvvet olarak bu imgelerden
hareket-imgenin deterministik evreni izleyiciyi tasarimda belirlenmis diistincelere ve
sonug olarak belirlenmis‘duygulam’lara (ing.affect) yonlendiren kati bir varolusa sahiptir.
Boylece estetik 6znenin sinirlari belirlenmis bir evrende sanat¢inin diistincelerini
yasamasi ve miimkiin olan en az diizeyde yorum gerceklestirmesi amaglanir. Zaman-
imge ise estetik 6znenin kendi 6znellikleri ile yorumlar gelistirebilecedi bir varolusa
sahiptir. Zaman-imgeyi Ureten sanat¢i kendi diistinceleri lizerinden kuvvet uygulamak
yerine bir fenomenle ile ilgili olasi diisiincelerin pek cogunun ortaya ¢ikabilecegi zaman
kristalleri ve askin bir anlam kiimesi yaratir. Bu durumda zaman imgenin 6znellikle
baglantisi da ortaya cikar. Bir baska sekilde ifade edilirse hareket-imge 6znenin bellegini
ve diistincelerini devre disi birakirken zaman-imge izleyici 6znenin bellegi ve distinceleri
ile filme aktif katihmini saglamaktadir.
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Kant'in hareket deneyimi de dahil olmak tizererasyonel’insan deneyimini yapilandiran
temel bicim olarak zaman kavraminin, zamanin ‘hareketin 6l¢lisi’ olarak gorildigu
eski (Aristotelesci) anlayisla celistigi gorilir. Deleuze benzer sekilde, zaman-imge
sinemasinin, hareket deneyimi dahil hareket-imge sinemasini altiist ettigini iddia eder.
Kant'in zamanin insan 6znelliginin olasihgini icerdigi iddiasi Deleuze tarafindan dile
getirilir. Zaman-imge sinemasi icin benzer bir seyin gecerli oldugu ise Olivier tarafindan
ortaya konulmustur. Yazarin tanimiyla; Deleuze tarafindan sinematik olasiliklarin veya
virtUelliklerin, karmasik bir insan 6znelliginin ve kolektif 6znelliklerin ortaya ¢ikmasi
adina 6nemi biyuktir. Diger bir ifade ile zaman kristalleri ile sinema 6znelestirici degil
oznellige acik bir hale gelmistir (2006, pp. 1-4).

Zaman imgesi, hareketin yoklugunu ima etmez (cogu kez artan kithginiicermesine
ragmen) ve boyun egmenin tersine ¢evrilmesini ima eder; artik harekete bagli olan
zaman degildir, zamana bagl olan harekettir. Artik sinematik zaman harekettin
normundan ve dizeltilmis sapmalarindan tiireyen zaman degildir. Zaman bu agidan
yanlhs hareket olarak hareket, simdi zamana bagli olan anormal harekettir. Burada
duyusal motor semanin bozulmasi durumundan bahsedilmektedir. Zaman-imge, tipki
zamanin yeni yonler kesfetmesi gibi, hareketin 6ziinde sapkin hale gelmesi ve montajin
yeni bir anlam kazanmasi ile Uretilir (Deleuze, 1989, p. 271)

Thomas'a gore Deleuze'lin hareket-imge sinemasindan zaman-imge sinemasina
gecis ile ilgili yaptigi aciklamalari 6zetle, duyusal-motor semada sunulan eylem ve
tepkinin birliginin parcalanmasi ve ¢okusuyle ilgilidir. Bu parcalanma, algilar ve eylemlerin
birbirine baglanmayi birakmasini isaret eder. Montaj artik cekimler arasinda diinyanin
strrekliligini iretmez bu sebeple mekanlar koordine edilebilir olmaktan cikar ve boylelikle
montaj yerellestirilemez iliskileri ifade eden anormal hareketler Uretir. Deleuze'e gore
tiim bunlardan 6tird algilar artik eyleme donusturiilemez. Artik karakterlerin yanit
verebilecedi bir diinyadan s6z etmek mimkin degildir (Thomas, 2015, pp. 30-43). Bu
durum kristal-imge kavrami ile agiklanir.

‘Kristal-imge, yasayan bir belirlenimsizlik merkezinin evrimini karmasiklastirmaya
yarar’ diyen Pearson kristal-imgenin bu karmasikhg, virtiielin asamalarini tabakalara
ve katmanlara ayirarak gerceklestirdigi ifade eder. Deleuze virtiiel imgeyi 6zlinde saf
animsama olarak tanimlarken bellege génderme yapar (Pearson, 2007, p. 95). Burada
bahsedilen animsama ve bellek iliskisi olduk¢a 6nemlidir. Yukarida da bahsedildigi
lizere zaman-imge sayesinde sinema filmleri izleyiciyi bir katilimciya ¢evirmektedir.
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Animsama ve bellek ise iste tam bu noktada izleyicinin kendisini isaret eder. Karsilastigi
kristal imaja bakarken anlamlandirma siirecinde izleyicinin kendi bellegi ile o kristali
yorumlamasi noktasinda zaman-imge ile bir glic uygulanmistir. Bagka sekilde sdylenirse
film karakterlerinin ge¢misi dedil izleyicinin bellegi filme dahil edilir.

Deleuze Cinema II'de kristalin, dogrudan bir zaman-imge ortaya ¢ikardigindan s6z
eder ve ortaya ¢ikan zamanin artik hareketten kaynaklanan dolayli bir zaman goériintiisi
olmadigini vurgular. Kristalin ortaya ¢ikardigi ya da duistiniiriin ifadesiyle gortindr kildig
sey ise zamanin gizli zeminidir diger bir ifade ile onun iki akis halinde farklilasmasi yani
gegen ve korunmus gegmislerdir. Zaman ayni anda simdiyi yok ederken ge¢misi kendi
icinde korur. Bu sebeple biri ge¢mise, digeri de simdiye dayanan iki olasi zaman goriintusi
Deleuze tarafindan ortaya konulur. Her biri karmasiktir ve bir biitiin olarak zaman icin
gecerlidir diyen dislndr igin simdi ve gecmis ic icedir. Deleuze'lin zaman konusunda
etkilendigi Bergson'un felsefi mirasi ile, bahsedilen zaman-imgenin dogal olarak bir dil
imgesine ve bir diisiince imgesine genisledigi ifade edilmelidir (Deleuze, 1989, p. 98).

Deleuze tarafindan Cinema Il'de ortaya konulan ‘kristaller’ metaforu ile sinemanin
hermendétik dogurganhidi ile ortaya ¢cikan zamansal yonlerini incelemek mimkin
olmustur. Zaman kristalleri veya zaman-imge, zamanin bir olaydan ve olay icindeki
hareketten kurtulmasini saglar ve dolayisiyla daha gticli bir sinema yaratir. Bir filmde,
kendisini basitce temsil etmeyen herhangi bir imge, birden fazla varolus halini 6nerir.
Bu sebeple izleyicisini fark etmeye, hatirlamaya ve hatta hallsinasyona sevk eden bir
zaman-imge yaratilabilir (Hou&Lu,2017, p. 236). Tim bunlarin isiginda zaman-imgeyi
montajla yaratabilmek mimkiin oldugu gibi, ses vasitasiyla ve goriintiyle dede
yaratilabilecegini ifade etmek gerekir. Diger taraftan sinema filmlerin zamanin hareket-
imge ile veya zaman-imge seklinde yaratilabildigi gibi melez filmlerinde s6z konusu
oldugu ifade edilmelidir.

Charles Sanders Peirce’den de yararlanan Deleuze, cronosigns, lectosigns ve noosigns
adini verdigi sinematik isaretlerin semiyolojisini detaylandirmaktadir. Cronosign, Bergson
tarafindan glinimuizlin zirveleri ile ge¢misin yapraklari arasinda kurulan ayrima isaret
eder. Sinematografik kristal-imge pek ¢ok sinema diistinlri icin nihai cronosign olarak
tanimlanir. Bu durum kronolojik zamanin filmde sekteye ugratilmasi ve ‘aionik’ bir zaman
yaratimiile olusa yer verilmesi ile ilgilidir. Diger bir ifade ile ge¢mis, simdi ve gelecegin
birbirlerine miidahaleleri ve i ice gecisleri zaman isareti kavraminda anlatilir. Lectosigns,
bir okuma ya da hikaye anlatimi olan konusma eylemine, yani filmin bir hikayeyi aktif
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anlamda ifade etme ve anlatma kapasitesine atifta bulunur. Lectosign’lar, zaman-
imgelerin izleyici tarafindan nasil yorumlanmasi gerektigini belirtir. Bu anlamda okumak,
filmin diisiinmedigi, diistiniilmemisin alanina yapilan bir yolculuktur. Zihin isaretleri
filmin goris tGretme kapasitesine atifta bulunan bir fikir bicimindeki diistinceye atifta
bulunur. Noosign’lar, diinyanin ve bedenlerinin uyumsuz goérintiler olarak ortaya
¢ikisidir. Dslince, karakter ve mizansen arasindaki verili, fiili duyusal-motor baglantinin
bir sonucu olarak degil, daha ¢ok bu tir iligkilerin yoklugu yoluyla ortaya ¢ikar. Gercek
bir baglantinin yoklugunda ve sanal yeniden baglantinin olusumunda distince bize
donusur. Deleuze (1989, p. 99) soyle aciklar:’Zaman icin gecmis nedir, anlam dil igin ve
fikir distincedir’ Bunlarin ticli de dogrudan zamanla iliskilidir ve lig isaret de Deleuze'iin
goris isaretileri (ing. opsigns) ve duyma isaretleri (ing. sonsigns) dedigi, gérme ve ses
ya da gérme ve duyma arasindaki dnemli ayrimla ilgilidir. Nihayetinde, tiim bu zaman
belirtileri icin esas olan sey, bir bélinme, bir aralik veya bir kesinti icermeleridir. Sinematik
anlamda, ekranda goriilenile isitsel olarak duyulan arasindaki kesiktir. Kesik veya ekleme,
ses ve videoyu bir araya getirir ve gorsel-isitsel gorlintiiniin ayrilmasini olusturarak
onlari birbirinden ayirir (Crockett, 2005, p. 180, Viegas, 2019, p. 64, Deamer, 2016).

Sinemada gerilim, belirsizlik ve zaman-imge

20.ytzyihn baslarinda fizik¢i Heisenberg tarafindan objektif gerceklik sorununailigkin
olarak formiile edilen belirsizlik ilkesi, kuantum fiziginin en 6nemli prensiplerinden
birisidir. Belirsizligin bilimsel alanda kavramsallastirilmasi meta anlatilarin, yapisalciligin
onemini yitirdigi bliylisi bozulmus diinyada 6znenin konumunu derinden etkilemistir.
Belirsizligin gorsel sanatlar icerisinde en giicll temsili ise sinema tarafindan karakterize
edilmistir. Sinema perdesine yansiyan belirsizligin en glgli tezahri ise gerilim duygusu
Uzerine insa edilmis anlatilarda ortaya cikar. Anlati icerisinde izleyiciye bilginin oldukca
kisith ya da metaforik yolla ilettigi oranda gerilim sinema tarafindan cisimlestirilerek
imgelestirilir.

Temel olarak belirsizligin neden oldugu bir duygu olarak gerilim, sinemanin ilk
zamanlarindan bu yana izleyici deneyimi agisindan en glicli hissedilen duygulardan
biridir. Gerilim, sinema perdesinde hem kadraj, 151k ve ses gibi bicimsel araglarla hem
de senaryo, karakter, anlati gibiicerige dair araclarla izleyicide belirli bir duygu durumunun
olusturulmasina yonelik olarak kullanilir. Sinema tarihindeki 6nemli yénetmenlerden
olan Alfred Hithcock, gerilim duygusunu yaratmada kurguyu siklikla kullanir. En genel
anlamiyla gerilimi, anlatidaki kurguya verilen duygusal tepki olarak ifade edebiliriz

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 71-98 83



Gerilimin zaman-imge baglaminda varolusu: Her seyi bitirmeyi diisiiniiyorum

(Carroll, 1996, p. 74). Sinemada, gerilim genellikle izleyicilerin dykinin sonunu bilme
konusundaki isteklerinin hayal kirikligina ugramasiyla baslar. Bu noktada izleyiciye
verilen bilginin kisith olmasi, bu tepkinin yaratilmasinda temel bir rol oynar. Bu anlamda
literatiire baktigimizda, gerilimin izleyiciyle iliskisinde bilissel engellemenin iki farkli
deneyimsel bicimiyle karsilasiriz. Bunlarin ilki gerilimin, izleyicinin bilme arzusunun
yerine getirilmeyisinden kaynaklandigini isaret eder. izleyici, hangi sonucun gecerli
olacagini bilmedigi icin arzu edilen veya istenmeyen olani kararsiz hisseder. ikincisi ise,
aksine, gerilimin izleyicinin bilgisini kullanma konusundaki gli¢lii arzusunun hayal
kirnkhgindan kaynaklandigini savunur (Coegnarts & Kiss, 2017, p. 3). izleyici burada
sinemanin bicimsel ontolojisi geregdi karakterle etkilesime gecemeyecedi icin bilgisini
kullanamaz ve caresizdir.

Gerilim duygusunun yogunlugu, bir olayin sonucunun iki 6zelligine dayanir. Bunlardan
ilki belirsizlik, ikincisi ise tehlikede olan seyin 6nemidir. Gerilim duygusuna yonelik
olarak alismis olan standart gors belirsizlik, tehlikede olan ve belirsizlik arasinda
dogrudan bir iliski oldugunu iddia etmese de en biiytik gerilimin sonucun ¢ok belirsiz
oldugu ve risklerin ¢ok yiiksek oldugu durumlarda hissedildigini 6ne siirer (Smuts,
2008, p. 282). Ancak burada gerilim duygusuna yonelik olarak yapilan tanimlama sorunlu
bir paradoks yaratir. Gerilim duygusu icin belirsizlik gerekiyor ise sinema gibi anlatiya
dayali sanat eserlerinde izleyicinin filmle ilgili bilgi sahibi oldugu durumlarda gerilimin
var olusuna iliskin bir paradoks ortaya ¢ikar.

Noél Carroll (2001), s6z konusu paradoksla ilgili olarak sinematik gerilimde gercek
bir belirsizligin degil yalnizca eglenceli bir belirsizligin var oldugunu ifade eder. Bir
filmin belli bir sekilde bitecegini bilsek bile, onu izlerken yine de bdyle bitmeyecegini
hayal edebilecegimizi sdyler. Sinema salonunda yari uyanik halde ve 6zdeslesmis seyirci
icin sonucun belirsiz oldugunun hayal edilmesi gerilimin izleyici tarafinda yaratilmasi
icin yeterlidir. Bu noktada korku tiirtinden farkli olarak gerilim tlriinde gorsel ve isitsel
soklardan farkli olarak olay 6rgtisii ve anlatinin kendisi 6n plandadir (Erol, 2017, p. 116).

Savas sonrasl filmlerde yonetmenler hareket imajinin gerilim yaratmak icin maniptle
edilebildigi gibi, zaman imajinin da i¢ gézlem yaratmak icin manipile edilebilecegini
fark ettiler. Bu durumda izleyicinin sadece bosluklari doldurmadigini ayni zamanda
yeni bosluklar yarattigi ifade edilmistir. ic g6zlem sanatin dnemli hedeflerinden birisidir.
Sinemanin yarattigi ic gozlem ise benzersiz bir varolusa sahiptir. Bu, bir heykel, resim
veya muizik pasajinin ¢agristirdiklarini asar. Sinematik ic g6zlemde film sanatgisinin siire
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Uzerinden i¢ gozlemi sekillendirdigi gordlir. Buradaki siire, Deleuze’lin hatiralarini,
fantezilerini ve hayallerini isaret eder (Schrader, 2018, p. 6). Zaman-imge Mullarkey’e
gore (2009b, p. 93), gercek bir beklenti, belirsizlik ve askiya alma duygusu yaratmaktadir.
Zaman-imge bize gercekligin kendisinin nasil olduguna dair dogrudan bir temsil verir:
Buna gore zaman; kirllma, yara, catlak ve farklilik olarak var olmaktadir. Bu durumda
zaman-imgenin belirsizligi yaratmanin bir formuli olarak sunuldugu anlasiimaktadir.
Belirsizlik her zaman gerilim yaratir genellemesi tam olarak dogru olmasa bile gerilimin
yaratilmasinda belirsizligin olduk¢a 6nemli oldugu ifade edilmelidir. Hareket-imge
sinemasinda yaratilan belirsizlikten farkli olarak zaman-imge ile Uretilen belirsizligin
gercek hayatta oldugu gibi 6znelerin yorumlarina yukarida da ifade edildigi gibi i¢
gozlemlerine acik birakildigi goralir. Boylelikle zaman-imge ile olusturulan gerilimin
estetik varolusunun farkinin ortaya konulmasi gerekir.

Modern felsefede kabul edilen estetik kavrami, sanat eserinin bir bilgi nesnesi olarak
tanimlanmasi dislincesini ortaya koyarak estetik varolus ile bilgi arasindaki iliskiyi
vurgular. Bu sebeple sanatcisinin amaci bilgi aktarmak olmasa bile bir estetik nesne
varolusunun 6n kosulu geregi bilgi ve sonrasinda olusacak diisiince baglaminda
alimlayicinin bedenini etkiyen sdylemler Uretir. Diger bir ifade ile her sanat eseri
alimlayicisina verili bir bilgiyi sunan tasarimdir ve eserle karsilasma sonrasinda ortaya
¢ikan dustince ve duygularin kaynadi bu verili bilgidir. Boylelikle alimlayicinin yasadigi
duygularin 6nceden tasarlandigi ifade edilmelidir (Hartmann, 2010, Hartmann, 2014).
Sinema filmlerinde de gerilim disinda izleyicide ortaya ¢ikarilan diistince ve duygularin
temelinde sanatginin tasarimi vasitasiyla belirledigi bilgi yatar. Hizlin veya nefret
duygusunu izleyicide olusturmak sadece bilgi sayesinde miumkun olacaktir. Ancak
alimlayici bedenlerin gerilmesi gibi olumsuz bir duygunun ortaya ¢ikarilmasi diger
hislerden farkh olarak bilginin ertelenmesi, gizlenmesi veya kristalize edilerek hig
cevaplanmamasiyla da mimkandyir.

Ana akim sinemada gerilim cesitli sinematografik diizenlemelerle gerceklestirilmistir.
Hareket-imgenin hakim oldugu bu tir filmlerde Uretilen gerilim belirsizlik ile ilgilidir.
Fakat filmin sonlarina dogru belirsizlikler ortadan kaldirilir (Oztiirk, 2018, p. 91). Belirsizlik
baglaminda gerilim bu tir filmlerde bilginin ertelenmesi ile yaratilr. Bu durum filmin
son kisimlarinda beklenen bilginin verilmesi ile sonlanirken gerilim hissi de yok olur.
Diger taraftan bilginin ertelenmesi ve sonradan verilmesi izleyici icin gu¢li bir
O0znelestirmeyi de isaret eder. Baska bir ifade ile gerilim gibi bedeni yogun sekilde
etkiyen bir duygunun sonlandiriimasi adina verilen bilgi bir bakis acisinin dayatiimasi
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ve izleyiciye kati bir kuvvetin uygulanmasi anlamina gelir.

Zaman-imge ve gerilim arasindaki iliskide ise gerilime neden olan belirsizligin hi¢bir
sekilde sonlandirimadigi ve beklenen bilginin izleyiciye asla verilmedigi gorulur.
Kristallesen zaman farkl bakis acilarindan yorumlar tGretmeye musait bir sekilde var
edilmistir. Bu sebeple zaman-imgenin varolusu verili bilginin kuvvetini azaltmakla
ilgilidir. Kuvvetin azalmasi izleyicin karsilastigi sinematik imgenin muglaklastirilmasi
ile saglanir. Bu muglakhk alimlayiciya yonetmenin duslincelerini diistindirmekten
ziyade yonetmenin gosterdigi bir konuyla ilgili 6znel distinceler gelistirmekle alakalidir.
Diger bir ifade ile alimlayici 6zne kendi bellegine bas vurarak yorumlar gelistirir fakat
bu yorumlarin dogru veya yanls oldugu filmde belirlenmemistir ve biyik bir bosluk
olusur. Boylelikle gerilimin zaman-imge ile olusturulmasi ve yaratilan belirsizligin ortadan
kaldirlmamasi filmin siresi bittikten sonra bile konu ile ilgili diistinsel sirecin devam
etmesini amaclar. Nitekim zaman-imge ile olusturulan gerilim siresiz bir gerilimdir ve
bedensel anlamda bu gerilimden etkilenen tiim estetik 6znelerin gerilimi ortadan
kaldirmak icin diisinmeye zorlandigi iddia edilebilir. Bu durum dislince sinemasi adina
onemli bir estetik strateji olarak karsimiza cikar.

Amacg ve Yontem

Bu calismada, Deleuze tarafindan kavramsallastirilan zaman-imge ve kristal imge kavramlari
ve Deleuze'lin Piercedan 6dling alarak kendi felsefi sistemine uyarladidi cronosigns,
lectosigns ve noosigns kavramlari ekseninde, sinemada gerilimin klasik olmayan bir
estetik strateji ile nasil yaratildigini incelenmistir. Calismada incelenen, yonetmenligini
Charlie Kaufman'in yaptigi 2020 Netflix yapimi Her Seyi Bitirmeyi Diistinliyorum Kanadali
yazar lain Reid’in 2016 yilinda basilan ayni isimli romanindan uyarlanmistir. Film, kiz
arkadasini ailesiyle tanistirmaya gotiiren Jake'in yolculugu lGzerinden zaman-imge
sinemasina 6zgii yaratilan bir diistinsel gerilim ¢ercevesinde izafi zaman, otobiyografik
bellek ve yasayan mekan kavramlarina odaklanmaktadir. Amerikali senaryo yazari ve
yonetmen Charlie Kaufman'in dérdiincli uzun metraj calismasi olan filmde, ana karakter
olan Jake'in (Jesse Plemons), kiz arkadasi (Jessie Buckley), annesi (Toni Colette) ve babasi
(David Thewlis) yer alir. Filmin anlatisi icerisinde karsimiza ¢ikan bir diger 6nemli kisi ise
oyklnun kilit noktasinda bulunan yasli okul gorevlisi (Guy Boyd) karakteridir. Calismada
film, sanat eserinin kendisine odaklanan ve bicimsel ¢6ziimlemenin Gtesinde eserin
iletesini merkeze alan felsefi elestiri baglaminda incelenmistir.
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Amag

Calismanin amaci, Deleuze tarafindan kavramsallastirilan ve duyusal-motor semada
sunulan eylem-tepki birliginin parcalanmasi ile sinemanin zamanin dolayimsiz bir
imgesini Uretebilmesine olanak saglayan zaman-imge kavrami baglaminda gerilim
duygusunu yaratan estetik stratejinin incelenmesidir.

Calismada gerilim duygusuileiilgili eserin sundugu verili bilginin ortaya ¢ikarilabilmesi
adina su sorular sorulmus ve cevaplari aranmistir:

1- Filmde zaman imge Uretimi hangi gostergelerle gerceklestirilmistir?
2- Filmde kristal-imge rejimini saglayan temel unsurlar nelerdir?

3- Filmdeki gerilim duygusunu yaratmak icin duyusal-motor semaya muidahale ne
diizeyde gerceklesmistir?

Yontem

Sanatsal calismalari ¢coziimlemeyen elestiri tiirlerinden birisi olan felsefi elestiride sanat
calismasi merkezi bir konumdadir ve benzer bir yaklasimi benimseyen diger elestiri
turlerinden farkli olarak bicimsel agiklama ya da bi¢im ¢ozlimlemesi asilarak eserin
iletisine odaklanilmaktadir (Ericten Akt. Savas, 2006, p. 129). Bu noktada sinema ve
felsefi elestiri arasindaki iliskide de odakta olan iletinin kendisidir. Sinema iletisini
sunmak icin gorsel-isitsel unsurlarini birlikte kullanan bir sanattir. iletinin felsefe ile
iliskisi ise farkl bicimlerde ele alinabilir. Oztiirk'iin (2018) ifadesi ile sinema ve felsefe
iliskisinde, ‘filozoflar hakkinda filmler, felsefi 6nerilerin somutlasmasi olarak filmler,
filmin felsefesi ve felsefe olarak filmler’ bashkli 4 temel kategori séz konusudur. Felsefe
olarak filmler tizerine odaklanildiginda Oztiirk, Cavell ve Deleuze'iin bu yaklasima
katkilarinin sinemanin kendi ifade giici ile diisiinceler ortaya koymasi lizerine
odaklandigini ifade eder.

Felsefe ve film iliskisinde, filmin sadece felsefi tezleri yansitmadig, felsefe yapmaya
girisebilecedi fikri yaygin bir diistincedir. Bu tez ayni zamanda bir filmin, felsefi bir katki’
yapabilecegi fikrini de savunur. Bununla birlikte, bu tezin 6nemli varyasyonlari oldugu
bilinmektedir. Bu noktada son derece kritik bir soru karsimiza ¢ikar: Bir filmin felsefi
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anlaminin film yapimcisinin niyetlerine mi yoksa eserin kendisine mi bagl olmasi
gerektigi. Filmin felsefe tezi olarak en ¢ok dikkat ceken versiyonu, Stephen Mulhall'in
bazi filmlerin kendi kendilerine felsefe yapabildikleri goriistidir. Filmler, tanidik olanin
yabanciligini, baskalarini tanimanin zorlugunu, gerceklik algimiz sorununu, insan
olmanin anlamini ve varolusu stiphecilik ya da nihilizm sorununu, sevginin olasihgini
dikkatimizi cekecek sekillerde glindelik olanti ifsa edebilir. Felsefenin geleneksel olarak
sordugu her seyi bu anlamda filmler de kendine 6zgii yollarla yeniden kesfedebilir,
sorgulayabilir ve yeniden canlandirabilir (Wittusen, 2016). Bu baglamda felsefi elestiri
icin pek cok farkl yéniin oldugu da belirtiimelidir. Ornegin dogrudan felsefi tezlerin
somutlagmasinda izlenecek yontemiile kendi kendine felsefe lireten filmlerde uygulanacak
yontemler ¢calismanin amaclarn da g6z 6niinde bulundurularak farklilasabilir. Kendine
0zgui ve orijinal yontemlerle felsefe Ureten filmler igin felsefi elestirinin de degiskenlik
goOstermesi gerekebilir.

Bu calismada 6ziinde kendisinin felsefe yaptigi distiniilen ve ¢alisma icinde bunu
nasil gerceklestirdigi incelenen Her Seyi Bitirmeyi Diistintiyorum isimli film, felsefi elestiri
yontemiile incelenmistir. incelemede bir filmin kendisinin felsefe yapabilmesini saglayan
ve Deleuze tarafindan ortaya konulan zaman-imge ve kristal imge kavramlari ile
Deleuze'liin Pierce’'dan 6diing alarak sinemaya uyarladidi cronosigns, lectosigns ve
noosigns kavramlari ekseninde filmin bir estetik strateji olarak gerilimi nasil yarattigi
incelenmistir. Burada yontemdeki temel hareket noktalarindan birisi zaman-imge ve
kristal-imge ile izleyici 6znelligi arasindaki baglantidir. Filmin kendi kendine felsefe
yapabilmesi adina belirli diizeyde izleyiciye kuvvet uyguladigi ve bu kuvveti uygularken
bir estetik strateji olarak gerilimi nasil Grettigi calismada filmin sundugu bilgi odaga
alinarak incelenmistir. Bu sebeple bu felsefi incelemede modern sanat ontolojisinden
ve onun sanat eserinin verili bilgiye sahip oldugu tezinden yola cikilmistir.

Bulgular

Her Seyi Bitirmeyi Duisiiniiyorum filmi, Oklahoma kirsalindaki ailesini ziyaret etmek Gzere
uzun bir yolculuga cikan Jake ile kiz arkadasi Lucy’nin bu siirecte yasadiklarini konu
almaktadir. Film, Jake'in gecmisi ile simdiki zamaninin ic ice gectigi bellek metaforu
Uzerinden sundugu parcalanmis imgeler yoluyla izleyiciye, bellek ve zaman iliskisi
lzerine yeni fikirler Giretme imkani tanirken 6ykiinln gelisimi sirasinda anlati bilgisini
sinirh tutarak yarattigi belirsizlikle de gerilim duyusunu anlati boyunca devam ettirir.
Deleuze'lin zaman-imge olarak adlandirdigi kendi basina 6zerk bir varolusa sahip olan
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buimgeler, anlati boyunca belirsizlik durumunun bir tiirlt giderilmemesine ve dolayisiyla
gerilim duygusunun da film boyunca stirekli hale gelmesine neden olur. Bu calismada,
Charlie Kaufman'in yonetmenligini Gstlendigi Her Seyi Bitirmeyi Diisiiniiyorum adli film
Delueze'lin zaman-imge ve hareket-imge kavramsallastirmalari baglaminda, duyusal-
motor semanin kesintiye ugramasi ve gerilimin estetik stratejisi olarak zaman-imge
basliklari altinda analiz edilmistir.

Duyusal-motor semanin kesintiye ugramasi

Film, neden her seyi bitirmeyi dlislindigiini agiklayan bir kadinin monologu ile baslar.
Kamera bir evin icerisinde gezinir, evin ¢esitli bollimlerine ve icerisinde yer alan esyalar
bize gosterirken dis ses olarak filmde yer alan kadin, filmin tGizerine oturdugu éykdlenis
bicimini agiklayan su sozleri soyler: Jake sOyle demisti; Bazen duslinceler hakikate ve
gerceklige eylemden daha yakindir’ Tim bu gorintiler ve ses birbiriyle ilintisizdir.
Filmde yer alan bu sinematik teknik, pek cok ydonetmenin zaman-imge olusturmakta
kullandigi bir metot olarak karsimiza ¢cikmaktadir. Yonetmen, ses vasitasiyla izleyicinin
zihninde imgeler Gretmesi icin bir alan agmis, goériinti ve ses iliskisini de ortadan
kaldirarak filmin heniiz basinda zaman-imge sinemasina 6zgi bir 6rnedin sunulacagi
ile ilgili ip uglar vermistir.

Filmin agilisinda Jake ve kiz arkadasiyla baslayan yolculuk aslinda bir kristalin icinden
bakilan cok anlamli bir biitlinii tiretmeye baslamaktadir. Yolculuk sahnesi, ses ve goriintii
imgesinin birbirinden ayrldigi dolayisiyla da ekranda goriilen ile isitsel olarak duyulan
arasindaki ahsilmis uyumun kesintiye ugratilmasiyla ortaya ¢ikan bir zaman-imge
sahnelemesidir. Bu baglamda, zaman-imgenin dil yoluyla tretimi noktasinda da bu
sahnenin 6nemli bir rnek oldugu belirtilmelidir. Yolculuk sirasinda kadin karakterin i¢
sesi ve diyaloglar birbiriyle karisir. Burada karakterin i¢ sesi sanki bir anlatici gibi
algilanabilir ancak bu ses 6gesinin filmle ilgili cogu zaman bir agciklama yapmadigi,
ayrica neden-sonucg iliskileri de kurmadigi goérilmektedir. Kadin karakterin ic sesi,
gorintilerden bagimsiz dislinceler Ureterek ve izleyicinin de dislinceler Gretmesine
izin vererek filmdeki kronolojik akisin bozulmasina ya da 6nemsizlesmesine neden
olmaktadir. Kadin karakterin sahnelerini bolen i¢ sesi, edimsel olani virtiel olana
donlstirmektedir. Bu ses unsuru ve zaman-imge arasindaki iliski hem duyusal-motor
semanin sekteye ugratilmasiyla hem de dil vasitasiyla ge¢mis gelecek ve simdinin
goruntuleri asarak bir araya gelmesiyle iliskilidir. Jake'in kiz arkadasinin i¢ sesi oldugunu
anladigimiz ses, Deleuze tarafindan okuma isareti olarak ifade edilen sinematik gosterge
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kategorisine girmektedir. Lectosing olarak bu sesin izleyiciyi diisinme eylemine
yonlendirdigi gorilmektedir. Lectosing olarak ifade edilen bu gdstergelerin zaman-
imge Uretiminde 6nemli bir yeri oldugu bilinmektedir.

Bahsi gecen sahnelerdeki i¢ ses bir lectosing olarak bir yandan duyusal-motor
semanin kesintiye ugramasina neden olurken bir yanda da zamanin alisilageldik
sinematik kullanimlarinin disinda bir 6rnegi yaratir. Zamanin simdisini stirekli bolen i¢
ses, gecmis gelecek ve simdiyi bir araya getirmektedir. Filmin bu tutumu 6ziinde filmde
distnllmeyenin, alanina yapilan dilsel bir yolculuktur. Bu yolculuk ile filmde gosterilen
gorseller arasindaki uyumsuzluk duyusal-motor semanin kesintiye ugratiimasinin
sebebidir.

Gerilimin estetik stratejisi olarak zaman-imge

Hikayenin ana karakterleriile ilgili filmde Uretilen ve tam anlamiyla ¢6ziime ulastiriimayan
bir belirsizlik s6z konusudur. Jake, kiz arkadasi ve yash okul gorevlisi arasindaki iliskinin
kuruldugu metin tam anlamiyla acik bir metindir ve karakterlerin tek kisi olmasi, hayali
olmasi veya ge¢miste yasananlarin hatirlaniyor olmasi gibi potansiyel oluslara agiktir.
Bu durumda izleyici icin Uretilen genel bir kristallesmeden s6z etmek mimkinddir.
Boylelikle filmin karakterleriile ilgili yaratilan belirsizligin izleyici katilimini aktiflestirdigini
ifade etmek de mimkiin hale gelmektedir. Jake, kiz arkadasi, ailesi ve yolculugun
kendisi, filmin 6ykusu icerisinde anlamli bir bltliniin icerisinde yer almamaktadir. Zaman
zaman gorulen yasli okul gorevlisinin filmdeki varolusu ise hayal ve gercedin ic ice
gectidi bir sanrilar silsilesini gliclendirmektedir.

Filmin genel anlatisi Aristocu geleneksel bir izlegi takip etmedidi icin seyircinin
katharsise erisip Jake ya da diger karakterlerle 6zdeslesme yasamasina engel olur. Bagka
bir ifade ile Giretilen zaman-imge izleyicinin karakterlere yabancilasmasina neden olur.
Anlatinin ilerleyisi bu noktada dogrusal olarak degil tim olasiliklarla gelecekten ge¢cmise
ve gecmisten gelecege salinan bir bicimde Deleuze’iin zaman-imge olarak tanimladigi
sinemasal anlayisa 6zgui cesitli baglamlara ve ge¢mise yonelik pek cok aniya veya hayale
kisaca virtlel olana atifta bulunarak ilerlemektedir. Jake ve kiz arkadasinin yolculugun
sonunda vardigi evin aslinda filmin basinda izleyiciye gosterilen ev oldugu fark edilir.
Filmin 6ykulenisi, baslangicindan baslayarak gercekligin kendisi tizerine kurgulanmis
hareket imgelerden degil, bellegin ¢esitli katmanlarinda yer alan ve gegmisin baska bir
katmanindaki benzer bir gériintli veya olay ile bir iliskiyi tetiklediginde erisilebilen
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zaman-imgenin kristal yapisi Gizerine islenmistir. Bu durumda Deleuze'nin ilk eserlerinde
‘Aion” kavrami ile anlattigi sonrasinda ise Cronosign kavrami ile detaylandirdigi bir
olusun filme hakim oldugu ve kronolojik baglantilarin koparildigi ifade edilmelidir.

Varoluscu felsefenin 19.ylizyildaki en 6nemli temsilcilerinden biri olan J.P. Sartre,
‘insanoglu hayata baglanir, orada kendi resmini cizer, bu resmin disinda bir sey yoktur’
der (2000, p. 97). Ona gore insan hayati boyunca yaptidi secimlerle ve bu secimlerin
sorumlulugunu tstlenerek bir anlam yiikleyebilirdi. Geng kizin Jake'in ailesiyle tanismasi
sonrasinda, kiz evin odalarinda gezinmeye baslar. Bu ev ayni zamanda, gercek ge¢misin
hayali simdiki zamanla eslestigi, aynalandigi ve tim olasiliklarin gerceklesebildigi bir
bellegi alegorize eder. Bu bellegin kime ait oldugu ise kesinlik kazanmaz. Ornegin
Jake'in kiictkluk fotografindaki kisinin Jake mi yoksa kiz arkadasimi oldugu belirsizdir.
Bu durumda filmde izleyici icin pek ¢ok anlati enformasyonu belirsiz birakilmis ve
izleyicinin zihninde olusan sorularin hicbirine film tarafindan bir cevap Uretilmemistir.
Jake'in kiz arkadasl evin icerisinde her bir odaya girdiginde ge¢mis ve simdinin i ice
girdigi cesitli gorintuler ile karsilasir. Gerilim duygusunun kendisi ise burada bir arada
verilen ge¢mis ve simdinin sinematik yansimalarinin izleyicinin duyusal motor semasini
sekteye ugratmasiyla Uretilir. Giindelik hayatta hakiki oldugunu diisindigimiuiz
kronolojik isleyisin filmde bu sekilde bozulmasi bir hayli rahatsiz edicidir. Sartre'in
varoluscu felsefesinde imledigi secimlerin timini bir arada gérme firsatini da bu
sekilde yakalariz.

Evin icerisindeki izafi zaman, kuantumcu anlayis ve zaman-imge cercevesinde tim
olasiliklara izin verir. Bu yaklasim izleyicinin duyusal motor semasini sekteye ugratir.
Zaman mekansallasmaktan uzaklasarak yeginlesir. Jake'in anne ve babasinin yashliklari,
daha geng halleri, hastalikh ve saghkl halleriyle karsilasinz. Jake'in kiz arkadasinin da
dahil oldugu mutlu ve mutsuz oldugu tiim olasiliklar burada var olur. Evin en alt katinda
bulunan bodrum kati, camasir makinesiyle simgelenen dionizyak bir bilingaltinin kapisini
aralar. Jake'in bilingaltina ittigi kirli hatiralarin bulundugu bir yer olarak, dionizyak
¢lrimenin erimenin ve kaynasmanin alegorisini bellek oyunlari Gizerinden imler.
Apollonik, yani kilturel olanin, ilerlemeci olanin karsisinda dogayi ve ¢lirimeyi
simgeleyen dionizyak olan burada evin en katinda ¢lrlyen ve kurtlanan domuz imgesiyle
gosterilir. Jake ve kiz arkadasinin ev icerisindeki oda, kisi ve nesnelerle girdikleri kesintili
virtliel gerceklik bir beklenti, belirsizlik ve askiya alma duygusuyla gerilimi belirginlestirir.
Burada her bir oda 6zelinde farkli zamanlara ait yaratilan temsiller, hayal edenin yaralarina
ait kirllma noktalaridir ve zaman- imgesi olarak islev gordrler. Filmin bu kisminda 6zellikle
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duyusal motor semanin siklikla yonetmen tarafindan sekteye ugratilmasi durumu ise
gerilim hissini gliclendiren baska bir boyuttur.

Jake ve kiz arkadasi ailesiyle goristiikten sonra tekrar arabaya binerek yola koyulur.
Yol lizerinde dondurma satan bir yerde dururlar. Jake burada platonik olarak ilgi duydugu
kizin yiziindeki lekeleri fark eder ve bu mekana kiz arkadasiyla gelerek gecmisteki tim
karsilasmalarin hesaplasmasini goriir. Gegmisin bir mekani olarak karsimiza ¢ikan Tully’s
dondurma evi, simdiki zamanla cakistirilir. Baslangicta bu hatira mekani Jake'in bellegine
gonderme yaparken kiz arkadasinin yasadigi animsama hissi bu hatira mekaninin kimin
belleginde oldugunu muglaklastirirken film burada gercek anlamda dogru cevaplari
olmayan bir bulmacaya doénisiir. Buradaki zamanin hayali rastlantisaligi Deleuze'ci
anlamda‘hatiralar, fantezileri ve hayalleri’isaret eder. Jake ve kiz arkadasi dondurmalari
aldiktan sonra tekrar yola koyulur. Kiz arkadasi istemese de Jake dondurma kutularinin
¢Oplint atmak icin eski okulunun yer aldigi sapa bir yola girer. Jake okula vardiginda,
orada yer alan ¢op kutusunda yiizlerce dondurma kutusunun ¢épiinii goriiriiz. Dondurma
kutusuyla okula dontisiin hem gercek hem de zihinde yaratilan tim olasiliklari
gerceklesmistir. Arabanin icerisinde dikizlendigini fark eden Jake, kiz arkadasinin
itirazlarina ragmen okulun igerisine girerek dikizciyi bulmak ister. Jake onu takip eden
birinin olduguna inanir. Ancak, bu sadece onun hissine dayanir. Burada hayal edilen
ile hayal edenin gercekligi birbirine karisir. Goren ve gorilenin ayni zihin icerisinde
sizofrenik anlamda belirsiz bir bicimde var olusu, izleyici acisindan gerilimi gortiniir ve
hissedilir hale getirir. Bu sahneyi takiben Jake ortadan kaybolur ve kiz arkadasi onun
pesinden bir okula girer. Okul icinde yasli okul gorevlisiile karsilasan kizin yash gorevliye
onun Jake oldugunuima eden bir sahne s6z konusudur. Yasli gorevli, Jake'in terliklerini
kiza vermek istediginde kizin bunlar senin demesi izleyicide Jake ve yasli gorevlinin
ayni kisiler olduklari izlenimini kisa siireligine yaratir. Fakat filmin kapanisinda Jake'in
de yaslanmis halinin gosterilmesi ve onu yash gorevliden farkli olmasi karakterler ile
ilgili seyircinin sahip oldugu bilgiyi iyice belirsizlestirir. Filmin geneline hakim olan
belirsizlik ve coklu zamansallik anlatiyi yapisékiime ugratarak gerilimi zaman-imge
sinemasina 6zgu stratejiler ile strekli kilar.

Boylelikle filmin sonunda diigimiin ¢6zildigini dustinen izleyici icin tekrar yeni
sorular ortaya ¢ikar. Film boyunca Jake ve yasli gérevli arasindaki eslesme son sahnede
dagilmaya baslar. Bu noktada film gosterileni asarak bosluklari doldurmayi izleyiciye
kalir. Bu durumda filmi asan diistincelerin filmin sonunda ortaya ¢cikmasi zihin isaretlerin
(ing.noosign) zaman-imge baglaminda varligina isaret eder.
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Tartisma ve Sonug

Sinemanin zaman ile olan iliskisi bircok sinema kuramcisi kadar felsefecinin de
odaklandigini bir alandir. Hareketli gériintliniin kaydi ve yeniden g&sterimi, insanliga
zamani istedigi bicimde, yogunlukta yaratma ve yansitma olanagi sunar. Sinema
izleyicisine, glindelik hayatta yasanan ve hareket dolayimiyla algilanan, hesaplanan bir
zaman algisi sunabildigi gibi zamanin kendisinin bir imgesini de sunabilir. Sinematografik
illizyon perdede, glindelik dogrusal zaman algisini taklit eden, hareketin art arda gelen
‘an’larina odaklanabildigi gibi Deleuze'lin kavramsallastirdigi zaman-imgesi ile yapay
bir hareket algisi ile fiziki gercekligin kopyalanmasinin 6tesine gecerek zamanin
dolayimsiz bir imgesini sunabilir. Deleuze i¢in insan simdiyi, ge¢mis ile yasar. Sinema,
zamani genisleterek insanin klasik algisinin 6tesinden bir zaman-imgesi sunabilir. Bu
zaman-imgesi, Deleuze icin Bergson’un ‘siire’ kavramsallastirmasindaki zamanin
bltunselligine isaret eder. Zaman-imgenin, kristal ve ¢cok yonlii olusu sinemada, gegmis
ve simdinin bir arada var olusuyla ortaya ¢ikar. Hareket-imgenin duyu-motor karakteristigi,
kronolojik zaman dizilimi ile 6znel algiya izin vermezken zaman-imge ile sinema, zaman
Uzerine ¢cok yonll ve agik uclu bir bakis acisi sunma imkanina sahiptir. Bu yoniyle zaman
artik virtUelliklerden olusmaktadir ve nesnel degil, 6znel bir belirlenime sahiptir. Zaman-
imge ile sinemada zaman artik hareketin boyundurugunda degildir. Hareket-imgenin
duyusal-motor semasinin dagilmasi ile montaj da diinyanin kesintisiz strekliligini
tretmek zorunlulugundan kurtulmustur. Deleuze acisindan bu durum montajin, eylem
ve tepki iliskisinin disinda hareketler Ureterek izleyiciyi bir katilimciya dénistiirmesine
olanak saglar.

Gerilim ve korku sinemasinailiskin uluslararasi literattirde pek ¢cok calisma bulunmasina
ragmen Deleuze'lin zaman-imge sinemasi kavramsallastirmasini gerilim 6zelinde
inceleyen calisma sayisi sinirlidir. Deleuzyen bir bakis agisiyla korku ve gerilim sinemasini
inceleyen Hanich, Cinematic Emotions in Horror Films and Thrillers: The Aesthetic Paradox
of Pleasurable Fear (2010) isimli calismasinda karsilastirmali bilisselcilik, Deleuzecu teori
ve fenomenoloji ekseninde sinematik duygularin kapsamli bir incelemesine odaklanilirken
Deleuze and Horror Film (2005) isimli kitap ¢calismasinda Deleuzyen kavramlar araciligiyla
korku sinemasina bakan Powell, izZleme deneyiminin kendisini ele alir. Hanich (2010),
fenomenolojik bir kavrayis cercevesinde izleyicinin kurucu bir etkinlik araciligiyla “filmi
estetik bir nesneye donistlirdigi” sonucuna ulasirken, Powell (2005), korku filmlerine
yonelik baskin psikanalitik yaklasimlarin korku estetigini ihmal ettigini 6ne strer. Bu
calismada ise zaman-imgeye 6zgi estetik stratejinin, sinemasal anlatimda yarattigi
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belirsizlik ile gerilim duygusunu strekli kilmasinin, sinemada klasik olmayan bir gerilimin
yaratilmasindaki roliine odaklanmistir.

Gerilim, tim dramatik sanatlarda oldugu gibi sinemada da dnemli bir anlatim
0gesidir. Sinemada hikayenin ilerleyisi esnasinda yaratilan belirsizligin neden oldugu
bir duygu durumu olarak gerilim, izleyiciden 6ykl boyunca zihinsel olarak aktif kalmasini
talep eder. Bu noktada Deleuze'lin ortaya koydugu zaman-imge sinemasi, izleyicide
hareket-imge sinemasinin sundugundan daha gicli, i¢c gozlemlere de acik bir belirsizlik
duygusu yaratir. Zaman-imge sinemasi yine yarattigi belirsizligi gidererek seyircinin
yasadigi gerilim duygusunu ortadan kaldiran hareket-imge sinemasinin aksine belirsizligi
ve buna bagl olarak gerilim duygusunu siirekli kilar.

Calismada analiz analiz edilen, Kanadali yazar lain Reid’in 2016 yilinda basilan ayni
isimli romanindan Charlie Kaufman'in yonetmenliginde sinemaya uyarlanan 2020
Netflix yapimi Her Seyi Bitirmeyi Diisiinliyorum filmi, ge¢misi simdiye tasiyarak kurguladigi
Oykisu ile zamanin dolaysiz birimgesini sunar. Zaman-imgenin dolaysizimgesi, filmin
belirsizlik ile gerilim duygusu tretmesine de olanak saglar. Film sik sik kullandigi dis
ses anlaticiile anlatiyl 6znellestirirken seyirci, goriintlyi destekleyen bir anlatici yerine,
oyki enformasyonu aktarmayan ve anlati akisini kesintiye ugratan bir anlatim ile
karsilasir. Gorlintu ve ses arasindaki uyumsuzluk, seyircinin bitiinlesik bir zamansal
algi yaratmasini kesintiye ugratarak oyktideki belirsizlikleri arttirdigi gibi anlatiyr yeni
oluslara da acik hale getirir. Karakterin 6znel imgelemini yansitan i¢ ses anlatim hem
karakteri giivenilmez kilarak belirsizlik durumunun film boyunca sirdiirilmesini saglamis
hem de 6ykiyd, eylem oncelikli anlatim mantigindan uzaklastirarak algilamanin
bagimsizlik kazanmasina olanak tanimistir. Karakterin 6znel imgelemi ve filmsel evrenin
gercekligi arasindaki belirsizlik, gerilim duygusunun film boyunca hissedilir sekilde var
olmasini saglar. Film hem belirsizlik hem de belirsizlige bagh olarak gerilim duygusunun
hissedilir sekilde var olmasini, zaman-imge sinemasina 6zgu stratejiler ile yarattigi,
zamanin dolayimsiz bir imgesini sunarak saglar.

Film anlatisi boyunca eylem ve ardindan gelen tepki mantigina dayali anlatimdan
uzaklasiimasi, zamanin hareketten dolayimsiz bir imgesini sunmus ve imgenin dissal
gercekligi temsil boyutunu da ortadan kaldirarak imgeye 6zerk bir varolus kazandirmistir.
Filmin uyumsuz, baglantisiz, hayal ve gercegdin i¢ ice gectigi anlati yapisi, dyktisel olanin
geri plana iterek seyircinin kristal rejim ile verili algilama, diisinme biciminden
0zglrlesmesine olanak tanimistir. Diger bir ifade ile kendi 6znelligi ile filmin parcasina
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donisen estetik 6zne, filmde zaman-imge ve diger estetik stratejilerle kurgulanan
gerilime kendi bellegi ile dahil olmustur.

Jake'in kiz arkadasinin ev icerisindeki sahnesinde, ge¢misin simdiyle i¢ ice gegmesi
ile yaratilan zaman-imgesi, zamanin, hareket ve mekansalliktan uzaklasarak yeginlesmesini
sagladigi gibi seyircinin zamanin bitlinlikli bir deneyimini yasayabilme fikrini
distinmesini de sadlar. Filmde pek ¢ok anlati enformasyonunun agiklanmamasi ile
yaratilan belirsizlik, zaman-imgenin ge¢cmis ve simdiyi yan yana getirmesi ile gerilim
duygusunun da sireklilik kazanmasini saglamistir. Deleuze'e gore sinema, zamanin
dolayimsiz bir imgesini sunma giicline sahip oldugu icin felsefe icin yeni bir diistince
Uretme gliclinl de icinde tasimaktadir. Zaman-imgenin, zamanin saf bir imgesini
sunarak yeni algilama, diisinme bicimleri gelistirmesinin yaninda sinemasal anlatimda
yarattigi belirsizlik ile gerilim duygusunu surekli kilmasi da filmler izerine daha fazla
duslince Uretilmesine olanak saglamaktadir. Bu noktada gerilimin strekli kilinmasini
disiince anlaminda 6nemli bir estetik strateji olarak yorumlamak mimkanddr. Son
olarak Deleuze'lin zaman-imge kavrami ile ortaya koydugu fikirler Gizerine yapilacak
farkli calismalar filmleri anlamlandirmak kadar insanin kendi bilincini, diislince
potansiyelini anlamak icin de sonsuz imkanlar saglayacaktir.
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Abstract

Banner blindness is ignoring the ads on internet websites either consciously or
unconsciously, and it has been recently used as one of the new terms in the digital
world. Advertisers struggle to overcome this blindness and get the audience to
notice banners. Moreover, they work on creative advertisement ideas. As banner
blindness increases, brands have to be more attentive and careful about where
and how to use their banners. Therefore, advertisements must primarily be
remarkable.

In this study, measurements for banner blindness and attention variables were
made by an eye-tracking device. In the 4x2 factorial experimental study, a news
website was designed, and banners were created and placed on the website.
160 students took part in the experiment in an isolated room individually.
According to the results, left-side banners and top-side banners got more
fixation. The participants fixated at least once on horizontal banners more than
vertical banners. The free surfing group found online ads more informative and
believable than the focused group. If users focus on the website content, they
cannot remember ad names and do not look at the banners. Therefore, the free
surfing group remembered more ads than the focusing group. Banner type (visual
or text-based) was not significantly effective on fixation.

Keywords: Banners, banner blindness, eye-tracking, online advertisement, ad

avoidance

Oz

Banner korliigu, internet sitelerindeki reklamlarin bilingli veya bilingsiz olarak
g6z ardi edilmesidir ve son zamanlarda dijital diinyanin yeni terimlerinden biri
olarak kullanilmaya baslanmistir. Reklamcilar bu kérligiin tstesinden gelmek ve
izleyicilere bannerlari fark ettirmek icin miicadele etmektedir. Ayrica reklamcilar
daha yaratici reklam fikirleri Gzerinde calismaktadirlar. Banner korligu arttikca,
markalarin bannerlarini nerede ve nasil kullanacaklari konusunda daha &ézenli
ve dikkatli olmalari gerekmektedir. Bu nedenle, reklamlar 6ncelikle dikkat cekici

olmalidir.

This work is licensed under Creative Commons Attribution-NonCommercial 4.0 International License m


https://orcid.org/0000-0001-7572-9048
https://orcid.org/0000-0001-7852-9084
https://orcid.org/0000-0003-2074-3568

Discovering banner blindness for different banner formats: An eye-tracking study

Bu calismada, g6z izleme (eye-tracking) cihazi ile banner
korligu ve dikkat degiskenlerine yonelik Olctimler
yapilmistir. 4x2 faktoriyel tasarim calismasinda, bir haber
sitesi tasarlanmis ve bannerlar olusturularak siteye
yerlestirilmistir. Deneye izole bir odada 160 oOgrenci
bireysel olarak katilmistir. Arastirmanin sonuclara gore,
sol taraftaki bannerlara ve Ust taraftaki bannerlara
daha fazla sabitlenme olmustur. Katilimcilar en az bir

kez yatay bannerlara, dikey bannerlara goére daha fazla

grup cevrimici reklamlari, odaklanan gruba goére daha
bilgilendirici ve inandirici bulmustur. Kullanicilar web sitesi
icerigine odaklanirsa, reklam adlarini hatirlayamamakta ve
bannerlara bakmamaktadir. Bu nedenle serbest gezinen
grup, odak grubundan daha fazla reklami hatirlamistir.
Banner tiiri (gorsel veya metin tabanli) sabitleme tzerinde
onemli 6l¢lide etkili degildir.

Anahtar Kelimeler: Banner, banner korligi, g6z takibi,

cevrimici reklam, reklamdan kaginma

odaklanmislardir. internet sitesinde serbest gezinen

Introduction

In all forms of advertisement, the prior condition to success is exposure to the
advertisement. However, exposure by itself is not enough. Many factors determine the
effectiveness of an advertisement. The very first condition of the effectiveness of
advertisement is attention. Besides, the audience uses avoidance of advertisements
as a defense mechanism. Among all formats of advertisement, internet advertisements
have perceived by consumers as the most annoying (Wolin, Korgaonkar, & Lund, 2002).
In particular, avoiding advertisements on the internet ranks high.

The basic reason why rates of avoiding advertisements on the internet are high, and
the attitude towards internet advertisements is negative is that the internet has been
shown as target-oriented (Cho & Cheon, 2004). Users generally visit a certain web page
to meet their definite information needs, and some internet advertisement formats
interrupt users'goal-oriented actions. Therefore, users are annoyed, and as a result of an
advertisement being more annoying, avoidance behavior occurs. Two main types of
advertisement avoidance behavior are defined: physical avoidance and cognitive avoidance
(Speck & Elliott, 1997). Another way to avoid advertisement in the internet world is named
“banner blindness”. Banner blindness is defined as the users’ not “paying attention” to or
“avoiding looking” at banners (Hervet, Guerard, Tremblay, & Chtourou, 2011).

The purpose of this study originating from attention to advertisement and the term
avoidance is to understand the attention to banners on the internet and the term
banner blindness. For this purpose, data were collected and analyzed with eye-tracking
technology in a 4x2 factorial experimental design. The results showed that the majority
of the participants fixated on banners at least once during their visit to the websites.
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Itis important to understand the phenomenon of banner blindness in consumers’
online use by marketers. This study tries to understand banner blindness. Banner
blindness studies usually have one dependent variable for example banner type,
website content, banner position, etc. To understand banner blindness, this study used
two dependent variables. These are banner type and web page usage motivation. This
study provides both professionals and academics with valuable information on how
banner blindness works through banner type and web page usage motivation.

Banners as online advertisement application

The interest towards social network websites indirectly caused advertisement applications
to move from traditional settings to new-age electronic settings, and new-age
applications are preferred and used by both small and large-scale companies (Ozdemir,
Ozdemir, Polat, & Aksoy, 2014). In 2021, the advertisement investments in Turkey were
16 billion Turkish liras. The percentages of investments were 42.4% for television, 2.6%
for print, 46.7% for digital, 5.6% for open-air, 2.5% for radio, and 0.2% for cinema
(Reklamcilar Dernegi, 2022).

On the internet, the basic advertisement format is banners. There are different types of
banner formats. Mostly preferred ones are tower (120x600 pixels), square (250x250 pixels),
wide rectangle (336x280 pixels), and vertical rectangle (240x400 pixels) banners (IAB, nd.).

Banner ads are placed in two basic approaches. Behavioral advertising practices
and contextual advertising practices. Behavioral advertising is a practice of collecting
data about an individual’s online activities for use in selecting which ad to display
(McDonald & Cranor, 2010, p. 2). Behavioral advertising creates profiles for Internet
users based on a variety of different types of data and inferences from that data. Third-
party cookies are one of several mechanisms used to enable behavioral advertising.
Advertisers create profiles of an individual’s characteristics and possible interests by
correlating which sites a person visits, the ads they click, inferences about age and
gender, and the approximate physical location based on the computer’s IP address
(McDonald & Cranor, 2010). Online behavioral advertising (OBA) can be considered a
type of personalized or customized advertising. OBA refers only to advertising that is
based on people’s online behavior (Boerman, Kruikemeier, & Borgesius, 2017, p. 364).
The goal is to deliver targeted ads to the behavioral market segments most likely to
be found interesting.
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Contextual advertising has been defined as the practice of placing ads on pages
based on matches to their relevant content, obtained through a relatively simple
keyword analysis (Broder & Fontoura, 2010). Contextual advertising, as opposed to
brand advertising, usually falls under the category of direct marketing and is “direct
response”ads whose purpose is to measure the impact of a campaign by user reaction
(Broder & Fontoura, 2010). Contextual advertising refers to the practice of placing ads
on web pages based on the content of those pages. For example, this could be baby
food ads in a baby care news article or tablet ads on a tech e-commerce site.

Because contextual advertising refers to the practice of placing ads on web pages
based on the content of those pages, the effects of contextual influences on online
banner advertising influencing behavior, it is reasonable to assume that the sympathy
of brands placing banners depends, among other things, on the context in which the
banner is placed (Schéber & Kindermann, 2020).

To attract the consumer’s attention, it is common to use colorful animations and
dynamic visuals in banners. Banners, a common form of advertisement, appeared in
1994 as a method to attract users’ attention and trigger the desired reaction.
Predominantly, the desired reaction is the users’ clicking on the banner to visit the
advertised website. This is commonly known as banners’”
by dividing the number of banners clicking by the number of page screenings (Lapa,
2007).The size of a banner helps users ignore it easily, and the form limits the number
of rich media that advertisers could use to attract users. Web advertising is an area

click rate” and is calculated

where banners are most commonly used on websites. Advertisers pay the owner of
the website which shows the banner and expect web users to click on the banner and
visit the advertisers’web address for more information (Benway, 1999). Today, banners
are considered a source of income by many websites.

Internet banners share the same area with the editorial content and cover only a
small part of the screen. However, internet users carry out some goal-oriented missions
like reading the news, searching for information, and socializing. Consequently, it is
considered that internet banners are the classic examples of unconsciously processed
messages, and internet users most likely will show a tendency to be persuaded with a
low participation rate (Meyers-Levy & Malaviya, 1999). Web page banners are an
important type of advertisement for companies who want to increase their product
and service sales or send messages to their users. Users want to surf the website and
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find the information they are searching for without being distracted by irrelevant or
annoying advertisements. Conflicting results about the effectiveness of banners on
websites have been presented (Lapa, 2007). According to the results of a study conducted
by the IAB, online advertising has tremendous communication power. According to
The Internet Advertising Bureau, a single exposure (to banner ads) can generate an
increase in advertisement awareness (Lapa, 2007).

In a study conducted by the digital advertising company DoubleClick in 1996, it
was found that most banners did not attract users’ attention at all. According to their
study, the idea that banners include information that was irrelevant to the task at hand
was supported. This reinforced situation, therefore, causes users to avoid this
advertisement area. According to the results of DoubleClick, the possibility of a user
clicking on an advertisement area on a website decreased when they were exposed
to it over and over again (Lapa, 2007). In addition to the number of exposures, to
increase the rate that banners are noticed, variety in message components (with or
without graphic items, stable, animated, etc.), dominant colors, dimension, position,
and similar factors were suggested and tested as solutions. In this context, the overlap/
consistency between the subject of the banner and the context of the web page was
considered to overcome users'distrust as a potential method (Porta, Ravarelli, & Spaghi,
2013). The current study focused on message content and position variables.

According to the Sajjacholapunt and Ball (2014) study, in online advertisement
content, because of the due to the model looking at the picture of the product, the
attention is drawn to the text and the product information, and this increases the
possibility for the audience to understand the brand that is advertised and its messages
(and potentially internalize). The analysis of the average time of looking at each word
related to the advertisement showed the interaction between the banner format and
face position, at the same time. Especially, in cases where faces were not used, compared
to vertical banners, horizontal banners’texts had more watch time, while in cases where
glances were away, and faces were used, it was just the opposite (Sajjacholapunt & Ball,
2014).

Internet-mediated advertising is a new term and quite variable. Moreover, compared
to traditional advertisements, online advertisements are more active and enable more
interaction. Therefore, the attitude of avoiding online advertisements may happen in
a variety of ways. For example, the question “when the consumer rolls down the web
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page in order not to see the advertisement, should this behavior of avoiding advertisement
be categorized as mechanical or behavioral?” flashes (Lo, Hsieh, & Chiu, 2014).

Attention, advertising avoidance, and banner blindness

Advertisements are designed to attract attention. Marketers and web designers spend
plenty of time creating online advertisements to draw users’attention. However, these
messages do not reach some consumers. Savvy internet users have adapted to visually
blinding themselves when it comes to ads (Djamasbi, Hall-Phillips, & Yang, 2013).
Attention by itself is not enough for an advertisement to persuade consumers, but
they need to be able to process what they see. However, if there is no attention, no
further processing can occur to influence subsequent consumer decision-making.
Depending on this for more attention, decoding the messages and keeping in mind
more opportunities arise (Lee & Ahn, 2012). Attention and recall are related variables.
Goodrich (2011) found that attention and aided recall are correlated with each other.
Pieters, Warlop, and Wedel (2002) suggested that attention increases the information
available to memory, which improves brand recall.

Placing a banner that changes the form of the website, whether the advertisement
is suitable for the content or not, is a powerful tool to increase the time spent while
looking at the advertisement and attract the attention of users. However, it does not
guarantee notice of the content of the advertisement, because the participants could
only remember the advertisement’s content when it was coherent with the editorial
content (Hervet et al,, 2011). Users want a site that offers a clean interface and is free
of irrelevant information or distracting advertisements. Maximizing the effectiveness
of banners for both companies and site visitors requires an understanding of the design
and placement of these banners on the website better (Lapa, 2007).

Speck and Elliott (1997) proposed three strategies for advertising avoidance. These
are cognitive, behavioral, and mechanical strategies. For example, for TV ads, the
audience can remove attention from advertising by ignoring it (cognitive strategy),
leaving the room (behavioral strategy), or switching channels (mechanical strategy).
Alternatively, when they look at magazines and newspapers, readers can remove a
newspaper or magazine ad from their attention by ignoring it (cognitive) or turning
the page (behavioral). Cho and Cheon (2004) presented three types of avoidance
strategies, such as Speck and Elliott (1997): cognitive, affective, and behavioral. However,
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Chatterjee (2008) defined two types of avoidance: cognitive and physical. Cognitive
ad avoidance is an automatic process, involves visual screening out of ad stimuli
embedded within content, and does not need any conscious decision or behavioral
action by the consumer. Physical ad avoidance involves a conscious decision to take
action to avoid advertising, and accordingly, it generally induces a different level of
resistance response. Avoiding advertisements cognitively is an automatic method in
which consumers become blind to the advertisements placed in the media and therefore
do not need to make conscious decision-making using advertisements for or act. In
other words, there is no other conscious behavior apart from ignoring the advertisement
(Lo, Hsieh, & Chiu, 2014).

A special type of ad avoidance that applies to online advertising is banner blindness.
Banner blindness is the behavior of visitors of a website to ignore banners consciously
or unconsciously. This phenomenon happens because web users are exposed to many
banners every day, and before they decide if the banner is useful or not, their brains
automatically ignore them (Resnick & Albert, 2014). The term banner blindness caught
the attention of the study “Banner Blindness: Web Searchers Often Miss Obvious Links”
published in 1998 by Benway and Lane. Many studies measure banner blindness to
understand what types of banners on websites are effective or not.

When commercials are broadcast on traditional media such as television or radio,
the existing space is used to attract the attention of the audience. However, banners
cover about 10% of a typical website (Mufoz-Leiva et al., 2019). The phenomenon of
banner blindness lowers the effectiveness of banners, and advertisers try hard to find
effective strategies for online marketing. Therefore, it is a basic principle for website
designers to understand banners and users'relationships with them (Porta et al., 2013).
Being exposed to advertisements all the time can make them a“background noise” for
internet users, and this can reduce the effectiveness of advertisements.

If banner blindness is defined as not being fixed on banners, according to the results
of the study conducted by Hervet et al. (2011), banner blindness is not valid for online
advertisements. Hervet et al. (2011) conducted an eye-tracking study. They used four
advertisement banners, two of them are congruent with the editorial content and two
of them are incongruent. According to their study, 82% of the participants fixated on
at least one of the four banners during the web page visit.
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Burke et al. (2005) revealed that, in eye-tracking experiments, people seldom looked
at banners and did not remember the banner content. They also claimed that banners
placed at the top of the screen are catchier, but this could be the result of the specific
screen layout of existing experiments. Banners, browser address bars, and standard
site navigation areas appear roughly in the same screen region in their layout. According
to the result of their study, there was a surprising difference between animated and
static banners, which was that animations make advertisements less catchy.

Studies considering the overlap/consistency between the subject of a banner and
the content of the web page have also been conducted. Some studies explored the
relationship between the subject of the banner and the content of the website, when
there was a banner that was incompatible with the content, the users were interested
more, and they showed a higher rate of recall (Moore, Stammerjohan, & Coulter, 2005).
A study carried out by Hershberger and Costea (2009) evaluated the correlation between
advertisement recall, consistency, and task orientation. According to this, in the case
of task-oriented surfing, ad avoidance behavior was more apparent. However, it was
claimed that this effect could be reduced thanks to consistency.

In a study by Lee and Ahn (2012), the goal was to research entire banner processing
and its efficiency. First, how much attention was given while being exposed to the message
was measured. Then, the conscious and unconscious effects of attention were analyzed.
By using a modern eye-tracking device in a natural environment, where the participants
were surfing the internet at their own pace, instant attention data were collected. Especially
in a low participation advertising example like banners, the data obtained from
environments people are automatically exposed to are more reliable than the ones
achieved by force. Third, cases were found in which banners were interested in but not
recalled, and the users were affected unconsciously. Eye-tracking data showed that, in
natural advertising areas, many internet users pay less attention to banners. This means
that banners are placed in a definite area that opposes the advertiser’s demands. However,
when repeated, very short fixations (being exposed to them was hardly recalled) changed
users' attitudes. As a result, in the context of banners, a definite exposition effect was
confirmed. These findings were especially significant for most internet users to pay less
attention to banners or none and not distinguish their cognitive sources.

Djamasbi et al. (2013) collected eye-tracking data with an eye tracker in their study,
and each participant was asked to do two web-based searches using the Google search
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engine.The study examined whether or not there were any differences between mobile
phone users and desktop computer users while looking at the Search Engine Results
Page (SERP). One of the studies was carried out using a desktop computer, and the
other was conducted using a mobile phone. In both studies, real-time Google search
engine web pages were used. The initial analysis of the data showed that the
advertisements in the mobile SERP could be more effective than their desktop computer
equivalents. A majority of people looked at advertisements on mobile phones (90%)
more than those on desktop computers (77%). Besides, in the mobile phone study on
the subjects’ viewing patterns, it was seen that advertisements had a minimal effect.
Whether the advertisements were shown or not, the mobile phone SERPs were in a
similar scope. This was different for desktop computers. The subjects here scanned the
page in more detail when the advertisements were not displayed.

Porta et al. (2013) conducted a survey on the effects of online news and banner
consistency, and when the participants read freely, consistency increased both the
number of fixations on the banner and the total fixation period. Consistency also
increased memory, but it did not affect recognition distinguishably. In the same study,
it was revealed that nonmatching banners could be recalled more easily in the case of
exposed reading.

A recent study carried out by Barreto (2013) tested if Facebook users looked at the
advertisements displayed; in short, whether the phenomenon called“banner blindness”
existed or not. In the study, eye-tracking technology and a survey were applied to the
subject. The results showed that online advertisements were less salient than their
friends’ suggestions, so, this resulted in banner blindness.

Owens, Palmer, and Chaparro (2014) tried to explore the impact of web page layout
(standard and nonstandard) conventions on text advertising blindness. Their study
showed that text advertising blindness was prevalent regardless of the website layout.
Users adapted to the reversed layout rapidly.

Resnick and Albert (2014) tried to explore the emergence of ad banner blindness
in the viewing of e-commerce home pages. Their study assessed the gaze path of users
in goal-directed and free-viewing tasks when viewing pages with advertising banners
on the right side of the page and the top of the page above the main navigation menu.
Using an eye-tracking methodology, their results identify significant differences in
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visual attention for banner ad location and task type. Banner blindness is strongest for
advertising banners on the right side of the page and goal-directed tasks.

The study of Zouharova, Zouhar, and Smutny (2016) showed that appropriate banner
placement can significantly increase banner efficiency. They revealed that the results
depended significantly on the indication of exposure effects for particular page
sequences. It is therefore very important to specify these exposure effects correctly.

Vangelov’s study (2019) analyzed the two main ad formats on Facebook - image,
and carousel. Both were analyzed within the context and placement of the news feed,
which could prove to be a more lucrative placement than the right-hand position,
according to the theory based on banner blindness. Facebook users often have little
time to devote to advertisements and perceive them as distractors. Therefore, ads
should be as succinct as possible to attract more attention. In terms of banner blindness,
it was concluded that the news feed could be a more effective ad placement on Facebook,
as users are accustomed to seeing ads on the right side of the webpage.

Kaspar, Weber, and Wilbers (2019) aimed in their study to understand whether
demographic targeting attracts visual attention and to exploratively examine whether
it also affects brand attitude and website evaluation. Their Eye-tracking data revealed
that demographic targeting can have medium- to large-sized effects on several eye
movement parameters when internet users are in a free-viewing mode.

Aim and Methodology

It is important to understand the phenomenon of banner blindness in consumers’
online use by marketers. The main aim of this study was to understand whether web
users avoid looking at banners. While there are publications in the international literature
on banner blindness, there are hardly any studies in this area in Turkey. It is thought
that this study will fill the gap in the field.

A 4x2 factorial design was used in the study. Two dependent variables were banner
type and web page usage motivation. Four banner types were used: text-based vertical,
text-based horizontal, visual-based vertical, and visual-based horizontal banners. Two
web page usage motivations were used: free surfing and focused.
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Time to first fixation, total fixation duration, first fixation duration, and visit count
were used as the independent variables.

Four different news web pages were created for the study. Advertising banners are
of great importance for online newspapers because they are used as the main revenue
source. Each web page had the same news but four different banners (text-based
vertical, text-based horizontal, visual-based vertical, and visual-based horizontal banners).
Advertisements of GAP, Cicek Sepeti, Arcelik, and Spotify brands were selected. The
brands in the banner advertisements are the advertisements that were published and
exposed at the time of the study. Since brand recall was not measured in this study,
the advertisements of these brands, which have text-based and visual-based
advertisements, were chosen for the purpose of the study. The banners were inserted
on the right and left sides and at the top and bottom sides of the web pages.

Three Areas of Interest (AOI) were defined. Every web page included two banners.
So, the banners were defined as AOI. Examples are seen on web pages with banners
in Figure 1. The figure banner was indicated with a red rectangle.

- )
L

a. Visual based banners b. Text-based banners

Figure 1: Examples of web page and banner stimulus (banner was indicated with a red rectangle for readers)

When the correlation between eye movement and attention is taken into account,
measuring eye movements is an inevitable tool when visiting a website if it is the focus
of an advertisement or not and examining how long has it been processed (Hervet et
al.,, 2011). Lee and Ahn (2012) claimed that advertisers have to know when users do
not identify a banner -or do not recognize it - these advertisements can affect users’
future attitudes by unconscious influence.
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Thanks to eye-tracking technology, it is possible to understand where users expect
to find an item (such as a link to an exact part) on a website, so, the design goals at the
beginning are recognized (Mosconi, Porta, & Ravarelli, 2008). Eye-tracking lets us track
how a user interacts with only a web page using a mouse, and at the same time, the
movements they track. It shows us how users use the content provided. We can test
advertisement recall, determine the best content and position, and reach the best page
design and order with eye-tracking (Evoc Insights, 2009).

The experiment was controlled by a desktop computer with a screen resolution of
1920x1080 pixels. Eye movements were recorded with a Tobii eye tracker X3 120 desktop
device.The sampling rate was 50 Hz. Eye movement was captured with the Tobii device
at the bottom of a 24” computer screen that was located 60 cm from the participant.
Anadolu University Ethics Committee approval was obtained for this study.

The study was carried out at Anadolu University in May 2019.The sample consisted
of 160 participants. Students were chosen with convenience sampling. Their ages
ranged between 18 and 33 years. Half of the participants were male, and half were
female. Participating students took part in the experiment one by one in an isolated
room.The participants were randomly assigned to eight groups. The participants were
invited to take part in a study and instructed that their eye movements would be
recorded. Each participant was exposed to the web page that they were assigned for
three minutes. 80 free surfing motivation group participants surfed freely for three
minutes. 80 focused motivation group participants were asked questions about the
news, and they were asked to find out the answer to questions from news content for
three minutes. With these questions, it was assumed that the participants were focused
on the web page content. Before the beginning, for recording, the eye tracker system
was calibrated with nine red calibration dots. At the end of the experiment, the Attitude
towards Online Advertising Scale (Ducoffe, 1996; Brackett & Carr, 2001; Tsang, Ho, &
Liang, 2004) (seven-point Semantic type) was administrated to all participants who
were also asked to write the names of advertisements that they remembered.

The main aim of this study was to understand whether web users avoid looking at
banners and how this behavior was moderated by web usage motivation and banner
type. The following hypotheses have been defined for the experiment designed for
this purpose.
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H1: Left side banners and top side banners receive more fixation than right side
banners and bottom banners.

H2: Visual based banners receive more fixation than text-based banner.

H3: Free surfing group members recall more ads than focused group members.
Findings
In the first section, heat maps were created by using the Tobii Studio software v3.4.8.
In the second section, ANOVA test was performed. Heat maps for free surfing motivation

groups are seen in Figure 2 and heat maps for focused motivation groups are seen in
Figure 3.

¢. Text-based vertical banners d. Text-based horizontal banners

Figure 2: Free surfing motivation group’s heat maps

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 99-121 111



Discovering banner blindness for different banner formats: An eye-tracking study

a. Visual based vertical banners b. Visual based horizontal banners

¢. Text-based vertical banners d. Text-based horizontal banners

Figure 3: Focused motivation groups’ heat maps
Percentage fixated

Percentage fixated measurement is a percentage of participants that fixated at least
once within an AOI. Table 1 shows the fixation percentages of all groups.

Table 1: Percentage fixated

Banner type
ﬁg;i;:tion Visual Vertical Visual Horizontal Text Vertical Text Horizontal
Left Right Top Bottom Left Right Top Bottom
Free surfing 0.85 0.70 100.0 0.80 0.85 0.80 0.95 0.50
Focused 0.60 0.15 100.0 0.95 0.80 0.65 0.95 0.70
Total 0.26 0.22 0.50 0.44 0.41 0.36 0.48 0.30

The participants fixated at least once on the left vertical banners more than the
right banners. The participants also fixated at least once on the top banners more than
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the bottom banners. In total, almost half of the participants did not fixate on banners

even once.
Fixation duration

The fixation duration was measured in seconds. Table 2 shows the mean and standard
deviation scores for all banners.

Table 2: Total fixation duration

Banner type
Left Right Top Bottom
Mean sd Mean sd Mean sd Mean sd
1.3339 1.48 1.3507 1.75 2.7388 3.41 3.5719 4.17

A two-way ANOVA was performed to explore the impact of motivation group and
banner type on the total fixation durations. The subjects were divided into two groups
according to their motivation (group 1: free surfing; group 2: focused) and two groups
according to banner type (group 1: visual vertical; visual horizontal, group 2: text vertical;
text horizontal).

The first ANOVA test was performed for the right vertical banners (visual and text-
based). The interaction effect between motivation and banner type was not statistically
significant. F  =0.134 p=0.71.There was no statistically significant main effect for both
motivation (F;=2.095 p=0.15) and banner type (F=2.142 p=0.15). Figure 4 shows
mean plots for the right banner’s total fixation duration.

Banner Type
= visual vertical

= text vertical

Estimated Marginal Means

Free surfing focused

Motivation

Figure 4: Mean plots for right vertical banner total fixation duration
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The second ANOVA test was performed for left vertical banners (visual and text-
based). The interaction effect between motivation and banner type was not statistically
significant F ,,=0.096 p=0.758. There was a statistically significant main effect for
motivation F  =15.498 p=0.00, and the effect size was large (partial eta squared=0.21).
The free surfing group (M=1.94, SD=1.75) was fixated more than the focused group
(M=0.59 SD=0.40). There was no statistically significant effect for banner type F  =0.406
p=0.52. Figure 5 shows mean plots for the left banner total fixation duration.

Banner type

= visual vertical
= text vertical

Estimated Marginal Means

free surfing focused

Motivation

Figure 5: Mean plots for left vertical banner total fixation duration

The third ANOVA test was performed for top horizontal banners (visual and text-
based). The interaction effect between motivation and banner type was not statistically
significant F; =0.765 p=0.38. There was a statistically significant main effect for motivation
F,=17.838 p=0.00, and the effect size was large (partial eta squared=0.19). The free
surfing group (M=4.21 SD=4.24) was fixated more than the focused group (M=1.26
SSD=1.09). There was no statistically significant effect for banner type F  =1.336 p=0.25.

Figure 6 shows mean plots for top horizontal banner total fixation duration.
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Figure 6: Mean plots for top horizontal banner total fixation duration

The fourth ANOVA test was performed for bottom horizontal banners (visual and
text-based). The interaction effect between motivation and banner type was statistically
significant F=6.347 p=0.01. Therefore, the data were split by banner type, and an
independent-samples t-test was performed to compare the total fixation durations for
the motivation groups. According to the t-test results, there were statistically significant
differences between the free surfing group (M=1.68 SD=2.07) and the focused group
(M=5.05 SD=4.79); t,;=-3.916 p=0.000.

33)

Attitude toward online ads and ad recall

At the end of the experiment, the respondents answered a seven-point Semantic type
attitude towards online ads scale (Ducoffe, 1996, Brackett & Carr, 2001, Tsang, Ho, &
Liang 2004) and were asked to write down the names of the advertisements they
remembered.

The scale includes seven bipolar adjectives such as entertained-not entertained,
useable-not useable. An independent sample t-test was performed to compare the
attitude scores between the motivation groups. According to the t-test results, there
were statistically significant differences between the free surfing group (M=3.26 SD=1.83)
and the focused group (M=2.93 SD=1.61); t,,=2.340 p=0.02 in the informative

158,

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 99-121 115



Discovering banner blindness for different banner formats: An eye-tracking study

dimension. The free surfing group found online ads more informative than the focused
group did. There were also statistically significant differences between the free surfing
group (M=3.11 SD=1.72) and the focused group (M=2.55 SD=1.38); t, ., =2.283 p=0.02
in the believable dimension. The free surfing group found online ads more believable
than the focused group did. Table 3 shows the attitude towards online ads t-test results.

Table 3: Attitude toward online ads t-test results

Attitude Motivation N Mean S.t d'. t df p
Deviation
F fi 80 3.65 1.71
Interesting fee surting 1233 | 158 | 0219
Focused 80 3.31 1.75
Entertaini Free surfing 80 2.83 1.51 0.051 158 0.959
n min, . .
ertammng Focused 80 2.81 157
F fi 80 3.56 1.83
Informative fee Suring 2340 | 158 | 0.02%
Focused 80 2.93 1.61
Believabl Free surfing 80 3.11 1.72 2283 158 0.02%
1eva . .
chievable Focused 80 2.55 138
Free surfing 80 3.69 1.82
Useable Focused 20 321 83 1.646 158 0.102
L Free surfing 80 3.39 2.02
Irritating 0.551 158 0.582
Focused 80 3.21 1.99
. . Free surfing 80 4.23 1.87
T t 0.338 158 0.736
fme wasting Focused 80 413 1.88

#p<0,05

Recall of ad names was coded in three categories: 0=none, 1=one ad, and 2=two ads.
A chi-squared test for independence indicated significant relationships between ad recall
1160 =29-444 p=0.000 phi=0.61. It may be stated that the free
surfing group recalled more ad names than the focused group (see Table 4).

and motivation groups. x*

Table 4: Ad recall-motivation group cross tabulation

Ad recall
Motivation groups
none One ad Two ads Total
30 24 26 80
Free surfing
37.5% 30.0% 32.5% 100.0%
76 3 1 80
Focused
95.0% 3.8% 1.3% 100.0%
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Discussion and Conclusion

To summarize the results of our study, left-side banners and top-side banners received
more fixation. The participants fixated at least once on horizontal banners more than
vertical banners. The free surfing group found online ads more informative and believable
than the focused group. If users focused on the website content, they could not
remember ad names and did not look at the banners. So, the free surfing group
remembered more ads than the focusing group. Banner type (visual or text-based) was
not important for fixation. Focusing on web content prevented recalling ad names and
caused banner blindness. Attention was required for the recall. Banner type and position
were important factors for attention and recall.

The main aim of this study was to understand whether web users avoid looking at
banners and how this behavior was moderated by web usage motivation and banner
type. The results showed that the majority of the participants fixated on banners at
least once during their visit to the websites. It may be stated that banner type (visual
or text-based) was not significantly effective on fixation. This study showed that all
types of banners received the same amount of fixation percentages. However, the
banner position was important. Left side banners and top side banners received more
fixation. This result supports Resnick and Albert’s (2014) and Burke et al. (2005) findings.
If banner blindness could be defined as fever fixation on banners, the results showed
that banner blindness may differ based on banner position. The participants fixated at
least once on horizontal banners more than they did on vertical banners.

The results showed that if users focused on the website content, they could not
remember ad names and did not look at the banners. This result shows parallelism with
Hershberger and Costea’s (2009) finding. Hershberger and Costea (2009) evaluated the
correlation between advertisement recall, consistency, and task orientation. According
to this, in the case of a task-oriented surfing advertisement, avoidance behavior was
more apparent. Our study showed that attention was required for the recall. Pieters,
Warlop, and Wedel (2002) suggested that attention increases the information available
to memory, which improves brand recall. The results also showed that banner type and
position were important factors for attention and recall. Previous studies have also
shown that banners draw less attention from users in task-oriented or free-surfing
information research. According to Resnick and Albert (2014), banner blindness is
strongest for advertising banners on the right side of the page and goal-directed tasks.
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The findings of Mufoz-Leiva et al. (2021) eye-tracking study support our study. Their
study shows that placing a banner at specific locations on a web page can lead to better
recall. This appears to be due, in part, to the visual attention such locations attract. The
mediation analysis in the study showed that lower-right and lower-left positions had
a negative impact on banner recall, in part due to shorter attention spans and fewer
fixations caused by these positions (Mufioz-Leiva et al., 2021).

Advertising banners are of great importance for online newspapers because they
are used as the main revenue source. To avoid banner blindness, advertisers need to
find effective strategies for online marketing. Therefore, it is an important requirement
for them to learn users’ attitudes and interests towards banners. Advertisements are
designed to attract attention, but internet users have focused on blinding themselves
to advertisements. Therefore, it is not enough to draw attention to convince, but users
are also expected to remember the ad. In this process, the size of the banner, position,
and elements such as compliance with the content gain importance.

A recommendation for future studies may be the selection of banners with animation,
color,and moving images as stimuli. The presence of moving images can attract users’
attention and prevent banner blindness. It is also a remarkable element to use celebrities
in banners. This will make them easier to remember. Another research proposal is to
insert banners that are congruent with the content of the web page. The effect of
content-compatible banners on remembering ads and banner blindness may be

investigated.

Endnotes

1. Cicek Sepeti is leading online retail company in Turkey.

2. Arcelik is leading household appliances brand in Turkey.

3. This study was supported by Anadolu University Scientific Research Projects Commission under grant
no: 1801E001.
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Bu arastirmanin konusu Turkiye'de iletisim egitimi alanindaki programlarin
akreditasyonunu, akredite kurumlardaki idari gérev yiriiten akademisyenlerin
(dekan, dekan yardimcisi ya da boliim baskani) gorisleri baglaminda incelemektir.
Bu kapsamda ilgili akademisyenlerin gorislerine i1sik tutarak programlardaki
akreditasyon ihtiyacinin nedenlerini ve akreditasyonun kurumlar acisindan hangi
tirden islev goérdiiglini ortaya ¢ikarmak amaglanmistir. Bunun icin Tirkiye'deki
akredite iletisim programlarinda ya da programlarin baglh oldugu fakiltelerde
idari gorevi bulunan 11 akademisyenle yari yapilandiriimis derinlemesine
goriisme yapilmistir. Arastirmanin calisma grubu cok asamali 6rnekleme yoluyla,
seckisiz olmayan yontemlere gore cekilmis ve arastirmada evrendeki gruplarin
agirliklari oraninda temsil edilmelerini saglamak adina orantili tabakali amagsal
ornekleme kullanilmistir. Arastirmada uygulamada yasanan kimi sorunlara karsin
akreditasyonun kurumlar gelistirici islev gérdiigli sonucuna ulasilmistir. Buna
gore akreditasyon kurumlara yenilenme, organizasyon semasindaki aksakliklar
dizeltme, mifredati glincelleme, 6gretim elemani kadrosunu guglendirme,
fiziksel ortamlar ile olanaklari cogaltma ve finansal kaynaklar gelistirme
konularinda olanak saglamaktadir. Bu acidan Tirkiye'de iletisim egitiminde
akreditasyon kurumsal itibar saglayan bir etiketten ziyade kurumlarin kendilerini
yenilemesine olanak veren somut ciktilar olarak goriilmektedir. Bulgular
iletisim egitiminde akreditasyonun getirilerine odaklanan calismalari ve onlarin
bulgularini desteklemektedir.

Anahtar Kelimeler: Yiiksekdgretimde kalite, akreditasyon, iletisim egitimi,

iletisim baltmleri, iletisim Arastirmalari Dernegi
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Turkiye'de iletisim egitiminin akreditasyonu

Abstract

The subject of this study is an examination of how
communication programs are accredited in Turkiye in
the context of the views of administrator academicians.
The research aims to explore the views of administrator
academicians who are deans, vice deans, or heads
of departments in their institutions regarding the
accreditation of communication education in Tirkiye. The
study interviews 11 administrator academicians working in
accredited undergraduate programs under communication
faculties or the other faculties in which communication
programs are included Tirkiye, with the study sample
being selected using multi-stage sampling. Proportional

stratified and purposive sampling was also used to

proportion to their weights. Although minor problems
exist in practice, accreditation has been concluded to play a
developing role for institutions. Accordingly, accreditation
allows institutions to renew, to correct the deficiencies
in their organizational chart, to update the curriculum,
to strengthen the teaching staff, to increase physical
environments and opportunities, and to develop financial
resources. In this respect, accreditation in communication
educationin Turkiye is seen as a concrete output rather than
a corporate reputation provider. The findings support other
studies that have focused on the benefits of accreditation.

Keywords: Quality in higher education, accreditation,
communication education, communication undergraduate

programs, Communication Research Association

ensure that the groups in the universe are represented in

Extended Abstract

Higher education has begun transforming in line with the needs of the new liberal era
since the beginning of the 1980s, and institutions have been reorganized in accordance
with this new period. Universities represent an advanced stage in transforming
knowledge into goods and services. The fascinating idea of universities has given way
to an instrumental position where professionalization is subordinated to market
principles. Science and technology are employed to provide the skills needed by the
market, and higher education has been seen as guiding this professionalization.

Universities as economic actors bring the professionals information society needs
into the workforce. Universities are based on accountability under all these conditions
and in this way strive to eliminate a legitimation crisis. Quality assurance and accreditation
have come to the fore in this context. Universities aim to reinforce their presence to
attract students to their programs, increase their effectiveness, show society that they
are economically and socially transparent, ensure compliance with the market’s demands,
and show that they possess innovative qualified pedagogies.

Accreditation is one of the most preferred quality assurance methods and is defined

as a tool for quality assessment and accountability based on professional standards.
In this respect, accreditation has spread worldwide.
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Previous studies on accreditation in communication education focus on i) the value
of accreditation in terms of communication education, ii) its function and benéfits for
institutions, and iii) its disadvantages. Meanwhile, how academicians perceive
accreditation continues to be a matter of academic curiosity. The subject of this study
is to examine how communication programs in Turkiye are accredited in the context
of administrator academicians’ views.

Few studies in the literature have documented academicians’ perceptions of the
accreditation process in communication education. The current research aims to explore
the views of administrator academicians who are deans, vice deans, or heads of
departments in their institutions regarding how communication education is accredited
in Tlrkiye. The study presents the following research questions (RQs) within the
framework of the main problem area and subject:

RQ1: According to administrator academicians, why has the need for accreditation
arisen in communication programs?

RQ2: What comments do administrator academicians have about the accreditation
evaluation criteria?

RQ3: What are the benefits and drawbacks of accreditation in communication
education?

RQ4: Does a difference exist between accredited communication programs and
non-accredited communication programs in terms of the expectations from the public
and the sector?

RQ5: Does a difference exist between academicians who work in public universities
and those who work in private universities regarding their perceptions regarding
accreditation?

This study uses a qualitative design and qualitative research techniques to collect
the needed data. The study interviews 11 administrator academicians working in
undergraduate communication programs within Turkiye. The study sample has been
selected using multi-stage sampling, with proportional stratified and purposive sampling
being used to ensure that the groups in the universe are represented in proportion to
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their weights. Semi-structured in-depth interviews were conducted face-to-face or
online to ask the participants open-ended questions. Accordingly, the interviews were
completed between December 13, 2022-January 5, 2023 and lasted between 18-31
minutes. The interviews were recorded with the permission of the interviewees. The
obtained data have been classified under specific themes and titles using a thematic
coding approach.

Informed consent was obtained from all participants involved in the study. In order
to ensure the confidentiality and anonymity of the participants, no identifying information
such as names and institution names has been used, with the participants being referred
to according to a participation code. These codes include the unique participant (P)
and the number in which they were interviewed (e.g., P1, P2) is used in the Findings
section to identify the participant being quoted. In addition, this study has received
ethical approval from Beykoz University’s ethics committee.

The participants opined accreditation in communication education in Turrkiye has
relatively small problems in practice alongside benefits and potential. Moreover, the
participants think accreditation provides more crucial output for the functioning of
the faculty and program rather than for institutional reputation. Although the participants
disagree that accreditation carries the risk of convergence between different programs,
they agreed that it is still a practice that should be preferred.

The points this study draws attention to can be a guide for administrator academicians
working in communication programs that have an accreditation process or that aim
to enter an accreditation process. This study can also provide benefits by eliminating
the lack of knowledge regarding accreditation.
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Giris

Bilim ve teknigin, piyasanin ihtiya¢ duydugu becerileri saglamak Gizere dontisiim gecirdigi
ve Universitelerin dis paydaslara gliven verme ihtiyacinin egitimin bunu garanti eden
uluslararasi standartlara uygun hale getirilmesiyle sonuclandigi bilinmektedir. Universitelerin
bilgi cagindaki misyonunu degerlendiren, programlarin uluslararasi akademik ve alana
0zgl standartlari karsilayip karsilamadiklarini 6l¢cen dederlendirme siiregleri olarak kalite
glivencesi ve akreditasyon uygulamalari bu kapsamda yayginlasmaktadir.

iletisim egitiminde akreditasyon lizerine yapilan simdiye kadarki calismalar i)
akreditasyonun iletisim egitimi acisindan degerine (Blom et al., 2018; Crawford, 2014;
Seamon, 2010), ii) kurumlar acisindan islevine ve getirilerine (Gersamia & Freedman,
2017; Romenti et al., 2012; Cusatis & Martin-Kratzer, 2009), iii) stirecin dezavantajlarina
(Hannis, 2012; Masse & Popovic, 2007; Dickson & Sellmeyer, 1992) odaklanmaktadir.
Ne ki akreditasyonun yiiksekdgretimin her bir paydasi icin ayni anlama sahip olmadigini
ve bu baglamda her birinin kaliteyi benzer sekilde algilayamacagini kabul etmek gerekir.
Bu nedenle kalitenin ve akreditasyonun akademisyenler tarafindan nasil gorildigu
akademik merak konusu olmayi strdirmektedir. Nitekim yiiksekdgretimin en 6nde
gelen paydaslari arasinda akademisyenler bulunmaktadir.

Turkiye'de iletisim egitimi s6z konusu oldugunda egitimin icerigine, bicimine,
kosullarina, ciktilarina iliskin dogrudan kriterlere sahip olan ve bu agidan mevcut
programlara yonelik 6zdenetim, denetim ve degerlendirme siireci olarak akreditasyon
uygulamalari oldukga yenidir. Bu calismanin konusu Turkiye'de iletisim egitimi alanindaki
programlarin akreditasyonunu, akredite kurumlarda dekan, dekan yardimcisi ve bolim
baskani olarak gorev yapan akademisyenlerin gorusleri baglaminda incelemektir. Bu
arastirma nitel desene sahiptir ve ihtiyac duyulan verilerin toplanmasi icin derinlemesine
gorisme tekniginden yararlaniimistir.

Calismada iletisim egitiminde akreditasyon ihtiyacinin nedenlerini ve akreditasyonun
kurumlar agisindan ne tiirden islev gordtigini ortaya ¢ikarmak amacglanmaktadir.
iletisim programlarindaki karar alici akademisyenlerin Tirkiye'de iletisim egitiminin
akreditasyonuna iliskin goruslerini kesfetmeyi amaclayan bu calismanin dikkat cekecegi
noktalar akreditasyon siirecinde olan ya da akreditasyon siirecine girmeyi hedefleyen
programlardaki karar alici akademisyenlere cesitli konularda yol gosterici olabilir ve
uygulamalara iligkin bilgi eksikligini gidererek pratik yararlar saglayabilir.

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 123-153 127



Tiirkiye'de iletisim egitiminin akreditasyonu

Yiiksekogretimde doniisiim, kalite glivencesi ve akreditasyon

Yiksekdgretim 1970’lerin sonundan itibaren yeni liberal cagin gereklerine goére
donlismeye baslamis ve yiiksekdgretim politikalariile kurumlari yeniden diizenlenmistir.
Bu donemde Universiteler sermayenin kiiresel hareketliligi icin devletin kiiglilmesini
ve kamu harcamalarinin kisiimasini éngoren politikalarla uyumlastiriimis (Boratav, 1999)
ve diinya ekonomilerinin artan bitlinlesmesi Universiteleri dogrudan etkilemistir.
Egitime ylklenen toplumsal anlamlar ile buna bagli olarak gordiigi amac ve islev onun
kamusal hizmet olarak sunulmasinin kosullarini degistirmistir (Sayilan, 2006, p. 44).
Universiteler bilginin de tipki diger her sey gibi mal ve hizmete déniismesinde ileri bir
asamayI temsil eder olmustur. Piyasada alinip satilabilen her nesnenin miibadelesinin
mumkin olmasi mantigiyla isleyen yeni liberal ortamda (Cobanogullari, 2015, p. 63)
bilgiile ticari mal arasindaki eski tiirden ayrim kalmamiustir. Bir zamanlar kendinde amag
olarak bilginin kalesi goriilen tiniversite yerini profesyonellesmenin piyasa prensiplerine
tabi oldugu aracgsal bir konuma birakmistir’. Bundan boyle Aydinlanma cercevesi bilgi
Uretimini mesrulastiramaz konuma gelmistir (Delanty, 1998, p. 15). Diger deyisle bilginin
kamu yonlendirmesi ve koruyuculuguna muhtachgi azalmis ve Gniversitelerle geleneksel
bagi zayiflamistir.

Toplumsal anlam zemininde bilginin ve onun kurumsal yapisi olan Universitenin
icine girdigi krizin yansimasindan temellenerek varlik kazanan yiiksekdgretimdeki
dondsim ‘bilgi toplumu; ‘bilgi ekonomisi;, ‘6grenme toplumu’ gibilerinin yani sira‘bilisim
¢agi've'iletisim devrimi’gibi kavram setleriyle guigclendirilmistir. Glinimuiz toplumlarinda
bilgi Gretiminin esas hale geldigini vurgulayan yaklasimlar klresellesme sonrasi olusan
yeni toplumun talep ettigi tlirden enformasyon ve iletisim temelli becerilerin dnemini
vurgulamistir (Kaygusuz, 2021, p. 35). Bu nedenle bilim ve teknik, piyasanin ihtiyag
duydugdu becerileri saglamak icin ise kosulmus ve yiiksekdgretim profesyonellesmeye
yon vermek olarak gorilmdistiir2. Bu kosullarda bilgi ekonomik deger yaratan bir kaynak
olarak algilanmistir®. Bu agidan tiniversiteler kiiresel piyasalarin taleplerine cevap vermek
adina kabuk degistirmeye baslamis ve sanayi sirketlerine 6zgi yeni tirden kiltlri
benimsemeye baslamistir (Bingdl, 2012, p. 62). Yiiksekdgretimin kiiresel bilgi toplumuna
uyumlastirmasiyla“girisimci tiniversite” kavrami (Etzkowitz, 1983; Chrisman et al., 1995;
Jacob et al,, 2002) da ortaya ¢ikmis ve burada uretilen bilginin piyasaya entegre olmasi
temel amac olmustur. Bir kurum olarak tniversiteyi kendi icinde ekonomik aktor olarak
kavrayan girisimci Giniversite yaklasimi, bilgi kullanicilari ile bilginin Gretildigi kurumu
birbiriyle iliskilendirmekte ve piyasada karsi karsiya getirmektedir. Bu noktada Habermas
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(1971), Gniversitelerin yalnizca teknik bilgi Giretme ve topluma teknik agidan yetenekli
isguicli saglama roli gibi kritik bir tehlikeyle karsi karsiya kaldigina dikkat ¢cekmistir.

Bilginin meta kosullarinda kalite giivencesi arayislari ve yiiksekogretimde kalite

Bilgi toplumunun ihtiya¢ duydugu profesyonellerin isgiicline kazandiriimasini hedefleyen
ekonomik aktorler olarak Universiteler, icinde bulunduklari mesruiyet krizini hesap
verebilirlik temelinde ortadan kaldirmaya ¢abalamaktadir®. Daha acik deyisle, Gniversiteler
topluma karsi daha fazla hesap verebilir olmaya dogru giderek yonelmekte (Delanty,
1998, p. 15) ve niteliklerinin baska kurumlar tarafindan tescillenebilir oldugunu gostermek
zorunda hissetmektedir.

Diger yandan da kiiresellesmeyle birlikte uluslararasi sinirlarin her anlamda daha
kolay gecilebilmesi, bunun sonucunda Universiteye erisimin artmasi (Knight, 2007),
ylksekogrenime yonelik talebin cesitlenmesi ile 6grenci hareketliliginin uluslararasi
¢apa genislemesi, tniversitelerin yonetim anlayislarini paydaslarinin beklenti ve istekleri
dogrultusunda iyilestirmesini zorunlu kilmaktadir (Ortag et al., 2021, p. 76). Karmasiklasmis
ve cesitlenmis kamusal ve 6zel egitim endstrisinin kurumsal temsili olarak Gniversiteler
(Volkwein, 2010, p. 3) kiresel capta yasanan doniisim ve gelismeler karsisinda
programlarina 6grenci cekmek, etkinliklerini artirmak, ekonomik ve sosyal anlamda
seffaf olduklarini topluma gostermek, piyasanin taleplerine uygunlugunu saglamak,
nitelikli ve glincel egitim mifredati ile yenilik¢i pedagojilere sahip oldugunu géstermek
amaciyla varliklarini mesru zemine oturmayi hedeflemektedir. Kalite glivencesi ile
akreditasyon adi verilen bir tir sertifikasyon bu kapsamda glindeme gelmistir. Kalite
glvencesi, topluma yilksekdgretim kurumunun faaliyetleri konusunda glivence
saglamaktadir. Kaldi ki glivence sistemleri kuruma ya da programa iyilestirme yoniinde
tavsiyelerde bulunmaktadir, bu nedenle kalite glivencesi ile kalite gelistirme birbiriyle
iliskilidir (ENQA, 2015, p. 7'den aktaran De Paor, 2016, p. 3).

Kalite glivencesine yonelik politikalarin gelistirilmesi ve yayginlasmasi biyiik ol¢ctide
Bologna siireciyle birlikte gindeme gelmistir®. Her ne kadar kalite glivence programlari
1980'li ve 1990l yillarda zaten uygulaniyor olsa da® bu stirecin yliksekogretimde seffaflik
ve kalitenin artirilmasina yonelik yiiksek standartlari konuya iliskin politikalarin
gelistirilmesini etkilemistir. Nitekim siirecin 6nemli bir amaci kalite glivencesinde
isbirliginin tesvik edilmesi Gzerinedir (The Bologna Declaration, 1999).
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Kalite glivencesi herhangi”“bir kurumun egitim standartlari ve kalitesini korudugunun
glivencealtinaalindigi gliven ve kesinlikle garanti edebilme yolu”olarak tanimlanabilmektedir
(Irish Universities Quality Board, 2008, p. 4'ten aktaran De Paor, 2016, p. 2). Fakat genelleyici
bir tanimin yapilabilmis olmasina karsin kalitenin tek ve herkes icin gegerli tanimi
olabileceginin zorlugunu vurgulamak gerekir. Nitekim ytiksekogretimin pek cok paydasi
oldugunu distindugiinde, ki bunlar 6grenciler, sektor kesimi, 6gretim elemanlari, idari
kadro, siyasal yonetim, finansman kuruluslari, akreditasyon kurumlari, denetgiler ve
degerlendiriciler gibi oldukga cesitlidir (Burrows & Harvey, 1992), kalite tanimlari farkhlik
gosterebilir. Ornegin dgrencilerin kalite algisi egitim siireci (izerine olabilirken, isverenlerin
glindemi muhtemelen yiiksekdgrenimin ciktilaridir:

Bu nedenle kaliteden tek bir kavram olarak bahsetmek miimkiin degildir; kalite,
bir dizi nitelik acisindan tanimlanmalidir. Belki de en iyi ihtimalle, her bir paydasin
kaliteyi degerlendirirken kullandigi kriterleri olabildigince acik bir sekilde belirlemeli
ve kalite degerlendirmeleri yapilirken bu rakip goruslerin dikkate alinmasini
saglamaliyiz (Harvey & Green, 1993, p. 28).

Bu agidan Vroeijenstijn (1991) kaliteyi tanimlamak icin caba gdstermenin vakit kaybi
oldugunu bile dile getirmistir (aktaran Harvey & Green, 2019, p. 28). Dolayisiyla
ylksekogretimde herhangi bir tiirden kalitenin tanimlanmasinin zorlugunun algisal
diizeydeki farkliliklardan kaynaklanabilecegi soylenebilir.

Yiiksekogretimde kalite gostergesi olarak akreditasyon

Glnimuzde bir yuksekdgretim kurumunun kalitesi ister islevsel ister de 6zel statu
olarak degerlendirilsin, verilen egitimin belli standartlari karsiladiginin géstergesi olarak
kabul edilmektedir. Bu gerekceyle uygulanan kalite glivencesi yontemlerinin en ¢ok
tercih edilenlerinden birisi akreditasyondur (Yorke, 1999). Egitim kurumlari kendi
egitimlerinin kaliteli oldugunu kanitlama konusunda endise duymakta ve endiseyi
akreditasyon yoluyla ortadan kaldirmaya ya da glivence altina almaya calismaktadir
(Ortag et al., 2021, p. 78). Kalite degerlendirmesi ve profesyonel standartlar nezdinde
hesap verebilirlik icin arac olarak tanimlanan akreditasyon, “ulusal ve uluslararasi
kuruluslar icin guvenilir bir kalite glivence mekanizmasi olarak” diinya ¢capinda
yayginlasmaktadir (Ulker & Bakioglu, 2019, p. 2). Kiiresellesme, yogun rekabet ve
Universiteler arasindaki 6grenim hareketligi gibi gelismeler akreditasyonun
yayginlasmasina ve popllerligine katkida bulunmaktadir.
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Akreditasyon en genel anlamda bir kurumun ya da programin misyonunu yerine getirip
getirmediginin ve asgari kalite standartlarini karsilayip karsilamadiginin bagimsiz ve yetkili
kurulus tarafindan degerlendirildigi (Salto, 2022, p. 569) sertifikasyon uygulamasidir. Bu
yonuyle kurumlarin ¢alisma alanlarindaki kapasitenin ne oldugu ve nasil kullanildigi gibi
yeterliliklerin onaylanmasina iliskindir (Peker, 1996'dan aktaran Ortac et al., 2021, p. 78).

Kurumlar ya da programlar acisindan akredite olmanin 6nemiyalnizca ilgili programa
dgrenci cekmek ya da topluma daha seffaf gériinmekle de sinirh degildir. Ogrenciler
ve isverenler gibi Universitenin diger paydaslari icin oldugu kadar ylksekogretim
kurumunun kendisi icin de etkileri bulunmaktadir (De Paor, 2016, p. 2). Kurumun kendi
yeterlikleri ve kapasitesi hakkinda 6z-degerlendirme yapabilme imkani saglamasi
nedeniyle akreditasyon siireci pek ¢cok durumda islevsel bir yone sahiptir. Bu acidan
Bendixen ve Jacobsen (2010, p. 67) akreditasyonun 6z-degerlendirmenin zorunlu
oldugu ve bunun onaylanmis kriterlere gore diizenlendigi bir egitim politikasi sdylemiyle
karakterize edildigine dikkat cekmektedirler. Oyleyse akreditasyon yalnizca denetim
sistemi olmanin aksine kurumlarin icinde bulundugu standartlara ne 6l¢lide uydugunu
somut sekilde ortaya koyarak 6z-denetim ve 6z-degerlendirme yaptiran bir sistemdir.

Belirli bir programa veya Universiteye saglayabilecedi potansiyel faydalara ragmen
akreditasyonun akademik anlamda kalitenin her zaman icin gercek gostergesi olmayabilecegini
de ayrica vurgulamak gerekir. Bu noktada Murray (2009, p. 67), akreditasyonun program
tasarimi ve gerekgesiicin potansiyel olarak nemli ¢iktilar oldugunu kabul etmekle birlikte
bunlarin baska dogrulamalara ve daha derin analizlere ihtiya¢ duydugunu séylemektedir.
Leef (2003) ise akreditasyon standartlarinin akademik sonuglardan ¢ok kurumsal girdiler
ve stireclerle ilgili oldugunu ifade etmektedir. Bu agidan diistiniildiigiinde akreditasyonun
kurumlarin kalitesini belirlemede iyi, faydali, dogru olup olmadidi sorusu tartismaya deger
onemli sorular arasindadir (Banuelos, 2021, p. 428).

iletisim egitiminde akreditasyona iliskin giincel tartismalar

Yiksekogretimde akreditasyon hakkinda sinirli literatiir bulunsa da (Canter, 2015, p. 8)
iletisim egitimi s6z konusu oldugunda uygulamaya yonelik 6nemli tartismalar vardir.
Akreditasyon, 6rnegin kaliteyi olusturmada ve korumada yeterli olup olmadigindan
kurumlar agisindan neislev gordiigline, stirecin farkli paydaslari icin ne ifade ettiginden
sUirecin uygulama asamalarina, miifredat yenilenmesinden pedagojik yeniliklere kadar
daha pek cok baslikta ele alinmaktadir.
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iletisim egitiminde akreditasyon iizerine yapilan simdiye kadarki arastirmalar tartisma
basliklarinin daha net sergilenebilmesi amaciyla li¢ genel tasnif altinda sunulabilir.
Akreditasyon siirecinin iletisim egitimi acisindan degerine odaklanan tartismalar birinci
grupta yer alirken ikinci gruptakiler akreditasyonun islevine ve siirecin getirilerine
odaklanmaktadir. Akreditasyonun dezavantajlarina ve olasi istenmeyen sonuclarina
iliskin calismalar ile onun daima gerekli ve iyi oldugunaiiliskin algiya stipheyle yaklagan
tartismalar ise Uguncu gruptakilerdir.

Akreditasyonun dederini sorgulayan ilk gruptaki arastirmalara bakildiginda,
akreditasyonun kurumlara itibar sagladigina, programlara guvenilirlik kattigina,
ogretimde yenilik¢i yontemlerin kullanildigina dikkat ¢ekilmektedir. Bu noktada
akreditasyonun 6grencileri programa ve derslere cekmede 6nemli rol oynadigi goriist
genel kabul gérmektedir. Ornegin Amerika Birlesik Devletleri'nde (ABD) akredite
gazetecilik lisans programlarindaki karar alici akademisyenlerin akreditasyonun yenilenip
yenilenmemesiyle ilgili diistincelerini konu edinen bir calisma (Blom et al., 2018, p.
1467) akreditasyonun itibar gostergesi olarak degerlendirildigini ve uygulamada
karsilasilan zorluklara ragmen akademisyenlerin akreditasyonu yeniden disindigu
vurgulamaktadir. Lisans dizeyindeki gazetecilik bélimlerindeki bolim baskani
akademisyenlerin, akreditasyonun avantaj ve dezavantajlarina iliskin goruslerini ortaya
koyan bir baska arastirma (Blom et al., 2012, p. 400) da akreditasyonun ¢cogunlukla itibar
saglayici olarak degerlendirildigini tespit etmektedir. iletisim egitiminde akreditasyonun
itibar saglayici olarak ele alindigi bir baska calisma (Seamon, 2010, pp. 15-17) ise onu
“itibari gercek faydasini asan bir sertifika” olarak nitelendirerek konuya elestirel zemin
kazandirmaktadir.

Akreditasyonu islevi ve getirileri agisindan ele alan calismalarin biiyiik cogunlugu
akredite programlarin akredite olmayanlara kiyasla daha geliskin mifredata sahip
olduklarina, hi¢ degilse bile stirecin kurumlarin kendi eksikliklerini gérmesine imkan
saglayacak 6z-degerlendirme olanagi yarattigina vurgu yapmaktadir. Bu noktada
kurumun kendi eksikliklerini saptamasi ve eksiklikleri gidermesi akreditasyonu islevli
kilmaktadir. iletisim programlari icin akreditasyonun amaclarini tartisan bir calisma
(Gersamia & Freedman, 2017, pp. 331-332) akredite programlar ile akredite olmayan
programlar arasinda egitim kalitesi acisindan 6dnemli farkliliklar oldugunu belirtmektedir.
Haber merkezlerinde matematiksel becerilerin artmis olmasina ragmen gazetecilik
programlarinin matematik egitimine ilgi duymadigi sorunsalindan hareketle yapilan
bir calismada Cusatis & Martin-Kratzer'in (2009, pp. 371-372) belirttigine gore uluslararasi
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akreditasyona sahip gazetecilik boéliimlerinin baskanlari akredite olmayan bolimlerin
baskanlarina kiyasla matematigin daha 6nemli oldugunu disiinmektedir.

Diger yandan akreditasyonun islevinin ne olduguna iliskin bir diger konu bashgi
iletisim egitiminin amaciyla yakindan iliskilidir. iletisim egitiminde nihai amacin piyasaya
meslek uzmani yetistirmek oldugunu diistinenler akreditasyonun islevli olup olmadigini
isverenler nezdinde aramanin mantikli olacagi disiincesini paylagsmaktadir. Bu nedenle
mezuniyet sonrasl ise girislerde akreditasyonun isverenler tarafindan kriter olarak
degerlendirilip degerlendirilmedigi de yine merak konusudur. Endistriyle olan iliskileri
konu ederek yliksekogretimde kalite degerlendirmesi stireglerine isverenlerin katiliminin
Oneminivurgulayan bir calisma (Romenti et al,, 2012, p. 210) mezuniyet sonrasi istihdam
edilebilirligi kalite 6Iciitii olarak vurgulamaktadir. isverenlerin program siiresince dgrencileri
staja kabul ederek onlara bir anlamda egitim verdigini ve daha sonra program mezunlarini
tam zamanli istihdam ettigini belirten bir arastirma da (Hannis, 2012, pp. 190-191) bu
acgidan akreditasyonlarin egitimin niteligine olumlu etki yaptigini degerlendirmektedir.

Akreditasyon surecinin bazi durumlarda istenmeyen sonuglar dogurduguna, 6zellikle
kati ve esnek olmayan standartlarin alandaki yenilikleri karsilamada yetersiz kaldigina
dikkat ceken calismalar da bulunmaktadir. Ornegin akreditasyon gerekliliklerinin esnek
olmadigini sorunsallastiran bir calisma (Hannis, 2012), akredite olmanin gazetecilik
okullarinin itibarini saglamada yeterli olamayacagina dikkat cekmektedir. Masse ve
Popovic'in iletisimle ilgili akredite programlardaki medya yazarligi egitmenlerinin
ogretim faaliyetlerini akredite olmayan programlardaki egitmenlerden farkli yiritip
yurltmediklerini belirlemeyi amaglayan ¢alismasinda (2007) da miifredat reformlari ve
pedagojik yenilikler agisindan akredite programlar ile akredite olmayan gazetecilik
programlari arasinda anlamli farklihk olmadigi ortaya konmaktadir. Benzer sekilde,
Dickson ve Sellmeyer’in calismasi (1992) da akredite kurumlarin akredite olmayan
programlara gore bitiincil ve yenilik¢i mifredata yonelme olasiliginin daha fazla
olmadigini iddia etmektedir. Akreditasyonun miifredat yenilenmesi tizerindeki etkisini
konu edinen bir baska calisma (Blanchard, 1988, p. 52) akreditasyon siirecinin akademik
degerleri gélgede birakarak tamamen sektoriin kaygi ve talepleri etrafinda sekillendigini
one sirmektedir. Daha erken tarihli bir baska arastirma ise (Carroll, 1977) akredite ve
akredite olmayan programlarin haber yazarligi siniflar arasinda hicbir fark bulamamustir.

Nihayetinde bu tartismalardan kalite ile akreditasyonun akademisyenler nezdinde
nasil algilandiginin akademik merak konusu olmayi stirdlirdigiini ¢ikarilabilir. Kendi
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kurumlarinda egitimin planlanmasinda, uygulanmasinda, strdirilmesinde ve
denetlenmesindeki sorumluluklari nedeniyle idari gorev yiriiten akademisyenlerin
akreditasyon deneyimlerini kesfetmek bu nedenle 6nemlidir.

Tiirkiye'de iletisim egitiminin akreditasyonu

Yuksekogretimde kalitenin glivence unsuru olarak kabul edilmesi ve egitimin ulusal
ya da uluslararasi standardizasyonunun saglanmasi, yliksekogretim paydaslarinin ortak
konusu olarak yayginlagsmasini sirdirmektedir. Avrupa’da yiiksekdgretimde belli
standartlar olusturmak ve Ulkelerin egitim sistemlerini birbiriyle tam uyumlu hale
getirmek tizere 1999 yilinda dokuz tilkenin katihmiyla baslayan Avrupa Yuksekogretim
Alani (EHEA) ve 2000 yilinda olusturulan Avrupa Arastirma Alani (ERA) ile baslayan
surece 2001'de Turkiye de katilmis, bununla birlikte akreditasyon Tirkiye'deki
ylksekdgretimde uygulama alanini genisletmis ve akreditasyon yetkisini elinde
bulunduran kurumlarin sayisinda artis yasanmistir.

Turkiye'de mihendislik ve veterinerlik fakiltelerindeki akreditasyon ¢alismalari uzun
stireden beri devam etmekteyken iletisim egitimi s6z konusu oldugunda akreditasyon
uygulamalari oldukca yenidir. iletisim Arastirmalari Dernegi'nin (ILAD) iletisim programlarinin
akreditasyonu konusunda Yiiksekégretim Kalite Kurulundan (YOKAK) 2018 yilinda aldigi
tescil belgesiyle Tiirkiye'de iletisim egitimi alaninda kalite glivencesi uygulamasi olarak
akreditasyon resmen baglamistir (ILEDAK, n.d.). Her ne kadar resmi uygulama bu tarihte
baslamis olsa da iletisimle ilgili programlarin akredite edilmesi, degerlendirilmesi ve
ortaklastirlmasi konusundaki calismalara 2015 yilinda iletisim Fakiiltesi Dekanlari
Konseyi'nin (ILDEK) calismalar kapsaminda baslanmis ve ILDEK toplantilarinda élctitler
tartisilarak hazirlk stireci tamamlanmistir (Aziz, 2020; Aziz et al., 2021). Béylece gtincel
gereksinimlerine ve dis paydaslarin beklentilerine yonelik olarak iletisim egitiminde
miifredat ve programlarin bagl oldugu fakiiltelerin kaynaklari, ILAD ve ona bagl calisan
iletisim Egitimi Degerlendirme Akreditasyon Kurulu (ILEDAK) tarafindan denetlenmekte
ve iletisim egitiminde kalite arayislari bu yolla sirmektedir (Besbudak et al., 2022, p. 1103).

iletisim egitiminin akreditasyonunun ilk érnegi ise 2018 yilinda Bahcesehir Universitesi
Halkla iliskiler ve Reklamailik B&limiiniin akreditasyonudur. Bunu Ankara Universitesi
iletisim Fakiiltesine bagh (i programin akreditasyonu izlemistir. Giincel gériiniimde ise
Turkiye'de iletisim alaninda 23’l devlet Gniversitesi blinyesinde, kalan 30'u da vakif
Universitesinde olmak tizere toplamda 53 lisans programi akreditedir’. Akredite programlarin
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Universite tipine iliskin dagilimlara bakildiginda 9’unun devlet Universitesinde, 12'sinin
de vakif Gniversitesinde ylrataldiig i gorilmektedir. Bu durum fakiiltelere oranlandiginda
Turkiye'deki iletisim fakiltelerinin ylizde 30,88'ine denk gelmektedir®.

Amacg ve Yontem

Bu arastirmanin amaci kendi kurumlarinda dekan, dekan yardimcisi ya da boliim baskani
olan karar alict akademisyenlerin Tlrkiye'de iletisim egitiminin akreditasyonunailiskin
goruslerini kesfetmektir. Bu cercevede akreditasyon ihtiyacinin nedenlerini ve onun
programlar tzerindeki sonuclarini, akademisyenlerin yorumlari araciligiyla ortaya
koymak hedeflenmektedir. Nitel desene sahip bu arastirmaya yonelik etik kurul izni
Beykoz Universitesi Bilimsel Arastirma ve Yayin Egiti Kurulundan alinmistir (Kurul Tarih:
21/11/2022, Karar No: 1).

Temel problem alani ve konu gercevesinde calismanin yanit arayacagi ayrintili
arastirma sorulari soyledir:

1: Kararaliciakademisyenlere gore iletisim programlarinda akreditasyon ihtiyaci neden
kaynaklanmaktadir?

2: Karar alici akademisyenlerin akreditasyon degerlendirme odlctitlerine iliskin yorumlari
ne yondedir?

3: Kararaliciakademisyenlere gore siirecin avantajli ve dezavantajli boyutlari nelerdir?

4: Kamunun ve sektorlin beklentileri agisindan akredite iletisim programlari ile akredite
olmayan iletisim programlari arasinda farklilasma s6z konusu mudur?

5: Devlet Universitelerinde ¢alisan akademisyenler ile vakif tniversitelerinde calisan
akademisyenler arasinda akreditasyonun algilanmasi agisindan farklilasma var midir?

Evren ve 6rneklem
Calismanin kapsami Tirkiye'de akredite iletisim lisans programlarindaki bélim baskanlari

ile bu programlarin ait oldugu fakiiltelerdeki dekan ve dekan yardimcilaridir. Buna gére
21 dekan, 42 dekan yardimcisi ve 53 boliim baskani arastirmanin evrenini olusturmaktadir.
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Arastirmanin ¢alisma grubu cok asamali 6rnekleme yoluyla ¢ekilmis ve arastirmada
evrendeki gruplarin agirliklari oraninda temsil edilmelerini saglamak adina orantili
tabakali amacsal 6rnekleme (stratified and purposive sampling) kullaniimistir. Buna
goreilk diizeyde, alt gruplari derinlemesine betimlemek ve bunlar arasinda karsilastirmalar
yapabilmek amaciyla akredite edilen programlarin ait oldugu Universiteler‘devlet’ (23
program) ve ‘vakif’ (30 program) olmak Uzere Universite tipi esas alinarak
tabakalandiriimistir. ikinci diizeyde program bazl bir tabaka (Gazetecilik; Radyo,
Televizyon ve Sinema; Halkla iliskiler ve Tanitim; iletisim ve Tasarimi; iletisim; Yeni Medya
ve iletisim) olusturulmustur. Bu asamada birbiriyle benzesen programlar bir araya
getirilerek tek program basligi altinda gruplandirilmistir. Buna gore Gérsel iletisim
Tasarimi programi iletisim ve Tasarimi bashiginda; Reklam Tasarimi ve iletisimi, Reklamcilik,
Halkla iliskiler ve Reklamcilik, Halkla iliskiler ve Tanitim (i.0.), Halkla iliskiler ve Tanitim
(ing.) programlari Halkla iliskiler ve Tanitim bashginda; Televizyon Haberciligi ve
Programciligi, Radyo, Televizyon ve Sinema (i.0.), Sinema ve Dijital Medya programlari
Radyo, Televizyon ve Sinema basliginda; Gazetecilik (.0.) programi da Gazetecilik
bashginda tasniflenmistir. Ardindan, ilgili bolim ve fakiltelerdeki karar alici
akademisyenler gorevine bakilmaksizin (dekan, dekan yardimcisi, bélim baskani)
ulasilabildigi 6lctide agirhklar oraninda secilmistir. Baslangicta, 8'i herhangi bir devlet
Universitesinde ve diger 8'i de herhangi bir vakif Giniversitesinde iletisimle ilgili akredite
programlarda ¢alisan, farkli program ya da tiniversitelerdeki 16 karar alici akademisyen
orneklem olarak belirlenmis olsa da goriismeler yapildikca alinan yanitlarin birbirlerini
tekrar etmeye basladigi gortilmiis ve verilerin doyum noktasina ulastigi kabul edilerek
gorismelere son verilmistir®. Sonucta lniversite tipine gore devlet Universitesinde
calisan 6 ve vakif Gniversitesinde calisan 5; toplamda 11 akademisyenle gortistlmustar.

Verilerin toplanmasi ve analizi
Calismada yararlanilan veri toplama teknigi derinlemesine goériismedir ve goriismeler
gorismecilerin bakis acisini betimlemeye olanak saglamak lizere yari yapilandiriimis

bicimde, tek kerelik ve kisa sireli planlanmistir.

Bu kapsamda arastirmada 1 dekan, 4 dekan yardimcisi ve 6 bolim baskaniyla
derinlemesine goriisme yapilmistir. Katilimcilara ait 6zellikler Tablo 1'de yer almaktadir.
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Table 1: Calisma grubunda yer alan katilimcilar

Katimai | Boliimii Gorevi Universitesi
1 Gazetecilik Dekan Devlet
2 Gorsel Iletisim Tasarimi Boliim Bagkani Vakif
3 Halkla iligkiler ve Reklamcilik Boliim Baskan: Vakif
4 Gazetecilik Dekan Yardimecist Devlet
5 fletisim ve Tasarim1 V. Boliim Bagkani Vakif
6 Tletisim Dekan Yardimcist Devlet
7 Radyo, Televizyon ve Sinema Boliim Baskant Vakif
8 Radyo, Televizyon ve Sinema Dekan Yardimcisi Devlet
9 Radyo, Televizyon ve Sinema Dekan Yardimeist Devlet
10 Gazetecilik Boliim Bagkani Vakif
11 Gazetecilik Boliim Baskan: Devlet

Gorismelerden yalnizca biri ve ilki dodal ortamda gerceklestirilmis ve bu goriisme
pilot kabul edilerek ardindan soru formu yeniden diizenlenmis ve gelistirilmistir. iki
gOrtsme arastirma katihmcilarinin kisitl programlari nedeniyle yazili olarak yGrGitilms,
kalanlar ise cevrimici goriisme programi araciligiyla yapiimistir. Buna gore goriismeler
13 Aralik 2022-5 Ocak 2023 tarihleri arasinda tamamlanmis ve 18 dakika ile 31 dakika
arasinda strmustir. Gortismecilerin izniyle goriismeler kayit altina alinmistir.

Elde edilen veriler tematik kodlama yaklasimiyla belirli temalara ve basliklara gore
siniflandirnimistir. Kategorileri olusturan veriler arasinda anlamli iliskiler saptanmis ve
bunlar nitel bulgular olarak ¢6ziimlenmistir. Nitekim nitel desenli arastirmalarda temel
amag¢ metinden ya da imgeden elde edilen verilerden belli anlamlar ¢ikarsamaktir
(Creswell, 2017, p. 195).

Veriler arastirma boyunca bulut depolama yontemleri kullanilarak saklanmis, yazim
asamasi sonlandiginda ise yok edilmistir. Ayrica katihmcilarin gizliligini saglamak
amaciyla bu calisma sunulurken ad, soyadi ve kurum adi gibi tanimlayici bilgiler
kullanilmamis, katiimcilar katihm koduna gore anilmistir (6rn. K1, K2).

Bulgular

iletisim programlarindaki karar alici akademisyenlerin iletisim egitiminde akreditasyon
uygulamasina yonelik goruslerini kesfetmek ve deneyimlerini arastirmak tizere yapilan
bu calismada tematik analiz icin su temalar belirlenmis ve bunlar yine ayni basliklarla
sunulmustur:‘kaliteye ve akreditasyona yaklasim; 'karar asamasi,’kamudaki algr; ‘sektor
beklentileri, ‘getiriler, ‘dezavantajlar’ ve ‘ILEDAK kriterleri.
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Kaliteye ve akreditasyona yaklasim

iletisim programlarindaki karar alici akademisyenlerin kalite hakkinda ne diistindiikleri,
onun uygulama bicimlerinden biri olan akreditasyona iliskin yaklasimlarini da ortaya
koyabilir. Diger deyisle, akreditasyonun hangi amacla talep edildigi, buyik 6lclide
ylUksekogretimdeki kalite algisiyla iliskilidir. Arastirmada oncelikle kalitenin nasil
algilandigi sorusturulmustur.

iletisim egitiminde kalitenin saglanmasi bir programin akredite edilmesiyle veya
yeniden akreditasyon siireciyle birlikte hedeflenen standartlarin gerceklestirilmesi
sonucunda dlciilmektedir’®. ILAD akreditasyonu, basvuran programin belli diizeyde
standardi saglamasi kosuluyla gerceklesmekte ve bu durumda kalitenin saglandigi
genel olarak kabul edilmektedir:

Her egitim alaninin aslinda tanimlanmis amaglari ve bu amagla uygun bicimde
kriterleri uygun mu, o meslegin gerektirdigi donanimlara sahip mi gibi noktalar
anlasiimasi gerekiyor kaliteden. Akreditasyon ise yine herhangi bir egitim alaninda
o egitimin kriterleri cercevesinde yani o egitim icin belirlenmis minimum kriterlere

uygunluk anlamina geliyor (K10).

Katilimcilar tarafindan da ifade edildigi lizere, kalite “belli bir standardi” ifade
etmektedir. Nitekim bir katilimci, akreditasyonun amacinin standartlar olusturarak
kaliteyi artirmak oldugunu séylemektedir:

Akreditasyonun amaci kalitenin artinlmasidir. Yiiksekdgretimde kalite bir buttint temsil
eder. Sadece egitimin kalitesinin artirilmasi yeterli degildir. Kurumun genel isleyisinin,
fiziksel kosullarinin da genel kabul géren bir standardinin olmasi gerekir (K3).

Bir baska katihmci, yliksekogretimde kaliteyi 6grencinin bilgiye sahip olmasi ile
ogretim elemanlarinin bu bilgiyi tretmedeki katkisinin diizeyi seklinde yorumladi:

Aslinda 6grencinin etkin ve islevsel bilgiye sahip olma diizeyini ve ortamini
anliyorum kalite deyince. Akademisyen bakimindan da etkin aktif bilimsel calismalar
Uretmekle beraber yogun bir sekilde 6grencinin nitelikli gelisimini saglayacak
katkisinin diizeyinin yukseltilmesini anhyorum (K11).
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Arastirmaya katilan diger katilimcilara da kalite hakkinda ne distndukleri
soruldugunda standartlasmanin iletisim egitiminde ortaklastirici ve isbirligini gliclendiren
roltne dikkat cekildigi gozlenmektedir:

Akreditasyonun temel amaciiletisim egitiminde belirli bir standardin yakalanmasina
vesile olmak. En azindan faklteler buna bunun icin basvuruda bulunuyor. Bunu
degerlendiren kurum da bu amaca hizmet etmek icin ekipler olusturuyor. Ben

acikcasi ¢ok faydali oldugunu disiintiyorum (K4).

Bu noktada “belli bir standart” ifadesinin de tipki kalite gibi paydastan paydasa,
konumdan konuma degisebilecegini belirtmek gerekir. Bir katihmci (K2) standardin
“yenilikleri uygulamak” ve “uluslararasi gelismeleri takip etmek” olabilecegini
onermektedir. Bu acidan kalite ve akreditasyonun kalitenin standartlarla iliskilendirildigi,
bu standartlarin da yenilikle esdeger goriildigi gozlenmistir. Bunlarin temelinde ise
bir katilimcinin ifadesiyle “hukuki ve bilimsel zemin” bulunmaktadir:

En 6nemlisi de her seyin hukuki bir zemine yerlestirilebilir olmasinda, her sey
seffaf. Hesap verir durumdasiniz ve belirsizlik yok. Netsizlik yok, her sey dlcilebilir.
Akreditasyon demek bu demek bence; bir sisteme oturtmak, bir disipline kavusmak
(K11).

Fakat diger yandan programlarin ¢esitli bashklar cercevesinde ortaklagmasinin bir
aynilasma egilimi yaratacagi, bunun da iletisim egitimdeki ekollerin 6zgtnliklerini
ortadan kaldirarak pedagojik siirecleri mekaniklestirecegi tehlikesi bir katimcinin
dikkat ¢ektigi 6nemli noktadir:

Simdi bir kere her seyden dnce akreditasyon cok hani glinimuzin degerler
sistemine uygun bir davranisin bir dayatilmasi diye diisintyorum. Yani bir kalite
arayisini kendine 6n planda tutsa da bir tiir statli ve bu aynilasmatirmaya, biraz

mekanik hale getirmeye yarayan bir caba veya bir yonetme bicimi (K7).

Tdm bunlardan hareketle iletisim egitimindeki gtincel tartismalarda siklikla dile
getirildigi bicimiyle akreditasyonun kurumlara itibar sagladigi ve programlara giivenilirlik
kattigi konusunda iletisim akademisyenleri tarafindan akreditasyona 6zel bir deger
atfedilmedigini vurgulamak gerekir. Bu anlamiyla arastirma bulgulari ilgili literattiri
desteklememektedir.
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Karar agamasi

Arastirmada sorusturulan diger nokta akredite programlarin hangi gerekceyle
akreditasyona basvurdugu konusundadir. Akreditasyonun amacinin belli standartlari
koruyarak kaliteyi artirmak oldugunu disiinen iletisim akademisyenlerinin cogunlugu
kendi talep ve isteklerinden ziyade hiyerarsik olarak daha tist konumdakilerin beklentileri
sonucu akreditasyona basvurduklarini belirtmektedirler. Katihmcilardan biri tGniversite
yonetiminin belirleyici roltint soyle anlatti:

Ama bundan ziyade, zaten surekli bize rektorlik tarafindan da fakdltelerin,
boltimlerin ait olmasi gerektidi, bunun ¢cok Gnemli bir mevzu haline geldigi, bunun
giderek daha buyik bir aciliyet ile hepimizden talep edilecegi dillendiriliyordu
(K6).

Yiiksekdgretim Kalite Kurulunun (YOKAK) da kurulmasiyla birlikte Tiirkiye'de hiz
kazanan kalite glivencesi anlayisi ve akreditasyon uygulamasina paralel olarak iletisim
egitiminde akreditasyonun biytik 6l¢lide UGiniversite yonetimleri tarafindan talep edilen
bir siire¢ olarak yayginlastigi gérilmektedir. Ustelik vakif Gniversiteleri arasindaki
kurumsal rekabet diistintildiglinde akredite olmak rekabette 6ne ¢ikan séylemlerden
biridir:

Hele ki vakif Gniversitelerinde de bunun bir rekabet faktori olarak devlet
Universitelerine gére daha ¢ok islemesi gibi bir sey s6z konusu oldugu icin kurumsal

olarak bunu yapmak durumundayiz (K7).

Akreditasyon konusunun iletisim fakultelerinde ya da iletisim programlarinin da
bulundugu diger fakiiltelerde glindem maddesi olarak tartisilmaya baslandiginda bazi
durumlarda direncle karsilasildigi da katimcilar tarafindan dile getirilmektedir:

Konustugumuz seyler sunlardi:“Bu stireg aslinda herkes icin bir yandan yorucu’, “bir

yandan ekstra is’, “bir yandan ne gerek var?’, “olacak da ne olacak yani” gibi... Bitiin

o tartismalar sirasinda genis bir kamuda dile getirilen arglimanlar bunlar (K1).
Dahasi katilimcilardan biri de (K2) baslangicta endiseleri paylastigini ve konuya

olumlu yaklasmadigini, fakat akreditasyonun fakiltede genel kabul géren bir yaklasim
oldugunu fark ettikten hemen sonra stirecin dnemli diizeyde parcasi oldugunu soyledi.
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Kamudaki algi: Aday 6grenciler

Akredite olmanin iletisim programlarina olan 6grenci talebi ve kayit sayilari izerinde
etkili olup olmadigina iliskin Turkiye'de henliz arastirma yapilmamistir. Dolayisiyla
katilimailar arasinda bu konuda olusmus fikir birliginden bahsetmek olanaklh degildir.
Katilmcilar gozle gorilir boylesi tiirden etkinin olup olmadigr konusunda iki zit kutba
ayrilmistir.

Akredite olmanin program tercihlerinde belirleyici olmadigini dustinenlerin bir kismi
konunun bilinmesine 6grenciler tarafindan ilgi duyulmadigindan hareket etmektedir:

Mesela 6grencilerin tercih yaparken buna cok dikkat ettigi stirekli séyleniyordu.
Ben bunun dogru oldugunu hi¢ zannetmiyorum. Yani a¢ip da kilavuzda “bolim
akredite edilmis ben yazayim” gibi bir sey oldugunu (K6).

Bu noktada bir katilimci 6zellikle devlet tiniversitelerinin 6grenci bulmakta pek
sorun yasamadigini ve dolayisiyla akreditasyonun ayirt edici bir tercih unsuru
olamayacadini belirtti:

Ogrenci bulmakta problem cekmeyen, tirnak icerisinde misterisi hazir bir devlet
Universitesinin boyle cabalar icinde olmasinin ¢cok da gerekli olmadiginin

konusuldugunu da ifade etmeliyim (K1).

Akredite olmanin ilgili programa yeni 6grencilerin kaydettiriimesinde etkili
olabilecegini dislinen katimcilar ise akredite kurumlarin nitelikli grenciler yetistirdigine
iliskin yaygin kaninin varligindan bahsetmektedirler:

Kesinlikle cok olumlu bir algi yarattigini diistinliyorum. Akredite bir kurumun
daha nitelikli 6grenciler yetistirdigi ile ilgili yaygin bir kani var. Universite tanitim
glinlerinde Gniversitenin ve bolimiin akredite oldugunu séyledigimizde, adaylar

ve ailelerinin konu ile ilgili cok sayida soru sorduklarina tanik oldum (K3).

Bir bagka katilimcr da (K9) akreditasyonun egitimin niteliginde somut ve gozle
gorilir bir iyilestirme yarattigini ve tercihte belirleyici oldugunu belirtmektedir.

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 123-153 141



Tiirkiye'de iletisim egitiminin akreditasyonu

Sektor beklentileri: Farkindalik ve 6nem

iletisim programlarindan mezun olanlarin medya/iletisim sektériine girerken
akreditasyonun isverenler tarafindan kriter olarak degerlendirilip degerlendirilmedigini
sorusturan arastirmalar iletisim egitimine iliskin glincel tartismalarda dikkat cekmektedir.
Bu arastirmada dailetisim programlarindaki karar alici akademisyenlere, akreditasyona
isverenlerin atfettigi onemin diizeyinin ne olduguna iliskin gorisleri sorulmustur.

Arastirma katihmailarinin cogu isverenlerde akreditasyon konusunda gelisen bilincin
ve farkindaligin olmadigindan s6z etmektedirler. Bir 6rnekle:

Sektor temsilcilerinin akredite bir programdan mezun olmanin 6neminin farkinda
olduklariya da bildikleri konusunda stiphelerim var. Ancak akredite bir programdan
mezun olanlarin hem kuramsal ve hem de teknik agidan ¢agin ve sektoriin
ihtiyacglarini gézeten nitelikli bir egitim aldiklari icin uzun vadede sektorde fark
yaratacaklarini ve kalici olacaklarini diistintyorum (K9).

Bu noktada bir katilimci akreditasyonun profesyonel degil akademik ilgi alani
oldugunu soyledi:

isveren de bunu cok fazla sey yapmiyor. Nasil diyeyim? Bilincli olunsa bile
profesyonel hayat buna bakmaz. Akademik diinya buna bakar kendiicinde. Hani

zaten Universite kendini orada sundugu o yapiyla gosterir anlatir (K2).

Diger yandan yalnizca bir katilimci akredite programdan mezun olmanin iletisim
sektoriiniin biyik bolimu agisindan ayricalik olarak degerlendirilecegini belirtmistir
(K3). Bir baska katilimci (K10) kendini isveren yerine konumlandirdiginda akredite bir
kurumdan mezun olan 6grenciyi tercih edecegini, en azindan bu tiirden kurumda aldigi
egitimin onaylanmis oldugunu ve akreditasyonun glivence sagladigini dile getirmistir.

Tdm bunlardan hareketle arastirmanin bulgulari, sektore giriste akredite ya da

akredite olmayan programdan mezun olup olmamanin gercekte pek 6nemli olmadigini
One sliren literatlri desteklemektedir.
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Getiriler, faydalar, avantajlar

Akreditasyonun kurumun kendi yeterlikleri ve kapasitesi hakkinda 6z-degerlendirme
yapabilme imkani saglamasi nedeniyle islevsel bir yone sahip olduguna daha 6nce
dikkat cekilmisti. Bu islevlerin somut olarak neler oldugu arastirma kapsaminda
sorusturulmus ve katilimcilardan akreditasyonun programa ve fakiilteye etkilerini
belirtmeleri istenmistir. Alinan yanitlardan biri séyledir:

Avantajlarini egitsel ve idari faaliyetlerin standardizasyonu; yonetimde seffaflik;
egitim, insan kaynaklari, karar alma siirecleri, teknik alt yapi alanlarinda stirekli
iyilestirme; i ve dis paydaslarla etkilesimin ve ortak calismalarin artmasi seklinde

siralayabilirim (K9).

Bu noktada akreditasyonun sonucundan ziyade surecin kendisinin kuruma 6nemli
kazanimlar saglayabilecegdi genel olarak gorilmstir. Bir katimci bes yil dnceki iletisim
fakilteleriyle simdiki fakilteler arasinda ¢ok ciddi fiziksel, pedagojik ve finansal farklar
oldugunu, akreditasyon sirecinin Tirkiye'de iletisim fakultelerini ¢cok ileri seviyeye
tasidigini animsatti:

iletisim fakdltelerini gelistiren bir sey oldu bu akreditasyon. Yani hoca anlaminda
gelisti Gniversiteler; daha az hocayla daha ¢ok is yapma durumundaydi, kaynak yoktu,
gerekli stidyolar vesaire yoktu. Aslinda fakiilteleri de gelistiren bir stire¢ oldu bu (K10).

Bir baskasinin yorumlari ise soyleydi:

Kurumlarin kendileriile ilgili 6z elestiri yapabilmeleri, eksik yonlerini gérebilmeleri
ve gelistirebilmeleri agisindan dnemli. Ders programlarinin glincellenmesi, 6gretim
elemani sayisinin artirilmasi ve daha nitelikli hale getirilmesi acisindan bolimin
elini gu¢lendirdigini soyleyebilirim. Akredite olmanin i¢ ve dis paydaslarin kurum
ile ilgili algilarini da 6nemli dl¢lide ve pozitif etkiledigi sdylenebilir (K3).

S6z konusu kazanimlardan bazilarinin kurumun dis paydaslarla olan iligkisinin

kuvvetlendirilmesiyle iliskili oldugu katilimcilar tarafindan ifade edilmistir. Bir katihmci
bu noktaya soyle dikkat cekmektedir:
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Akademi ve piyasa arasindaki o nispeten gevsek olan bagin daha siki olmasina
vesile oldu. Dis paydaslarla etkilesim halinde olmak, onlarin beklentilerine yonelik
mifredatlari glincellemek veya iste sektore 6grenci géndermek, 6grenciden
onlarin beklentilerini 6grenmek vesaire dnemli seyler. Bu noktada biz aslinda

yerel piyasayla biraz mesafeli oldugumuzu fark ettik (K4).

Bir baska katihmci ise akreditasyonun faydalarini, mufredat tizerindeki olumlu
etkilerine dikkat cekerek soyle dile getirmistir:

Biz mesela lniversiteden bagimsiz olarak bir ingilizce programi yiriitiiyoruz. Bu
tamamen s6z konusu degerlendirmenin sonrasinda olusturulmus ve iletisim
egitimine 6zgl bir durum. Clinki “iletisim egitimi alan 6grenci en az B2 diizeyinde
yabanci dil bilir” gibi bir sey diyor ILEDAK standartlari (K1).

Dezavantajlar ve zorluklar: Aynilagma tehlikesi ve kati kriterler

Akreditasyonun kurumlar agisindan hangi tiirden islevleri yerine getirdiginin yani sira
yaratabilecegi olasi istenmeyen sonuclar ya da stirecte karsilasilan zorluklar da arastirma
kapsaminda sorusturulan konular arasindadir. Bu kapsamda kriterlerin yeterli ve gegerli
oldugunu disiinenler de bulunmakla birlikte, katilimcilar cogunlukla akreditasyon siirecinde
belirleyici olan kriterlerin oldukga kati ve esnetilemez oldugu lizerinde durmuslardir. Mevcut
kriterlerin bolimlerin, fakiiltelerin ve sehirlerin kosullarina gore gerekli durumlarda esnetilmesi
gerektigi katilimcilar tarafindan genel olarak ifade edilmistir. Onlarin ifadeleriyle:

Bence bolimlerin ozelliklerine gore birazcik daha esnek olunabilecedini
disuintyorum. Yani kriterlerin yersiz oldugunu diisinmuiyorum ama belli noktalarda

daha esnek olunabilecegini dustiiniiyorum (K6).

Her toplantida dile getiriliyor bulundugu yere gore bulundugu yerin ihtiyacina
gore sekillenebilir diye ama acikcasi bu nasil olur bilmiyorum ciinki olcutler tek

ve kati anladigim kadariyla (K4).

Katilimcilardan birine gore kati kriterlerin bir 6rnegi mifredattaki dersin adi ve icerigi
konusunda yasanmaktadir. iLAD/ILEDAK'In belirlemis oldugu ismin ve icerigin
esnetilemedigini dile getiren katilimci, bu katilik dolayisiyla glincel olanin da
yakalanamadigini diisinmektedir:
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Mesela ben radyo yayinciliginin yerine burada podcast yayinciligi Gizerine bir ders
koysam ILEDAK bunu bir radyo dersi olarak muhtemelen gérmeyecek, gérmiiyor.

o

Cunku o illa ki “radyo programciligi” diye ders gormek istiyor (K7).

Yine ayni sorunun bir baska ylzl de derslerin kredilendirilmesi asamasinda
deneyimlenmistir. Bir katilimci sosyal bilim derslerine verilen adirlik dolayisiyla bolim
derslerinin mufredatta yeterince agirlik kazanamadigini ve bu durumun bolimin
yapisindan kaynakli énemli sorunlar olusturdugunu dile getirdi:

Ozellikle gorsel iletisim tasarimi esneklige ihtiyac duyuyor. Bélimiin icerisinde
oyun tasarimi, etkilesim tasarimi, animasyon tasarimi ve video yapimi var. Dort
farkli ayagimiz bunlar ve biz hepsinin egitimini veriyoruz. Hepsinin giris dersi
oluyor, ilerlemis ve se¢cmeli dersi oluyor. Simdi bizim icin boltim dersleri cok dnemli
ogrencimizin dogru yetismesi icin. Fakat akreditasyon siirecinde bize deniyor ki
“131-132 krediyi gegmemelisin”, “8 tane se¢cmeli dersin olmall”, “servis derslerin
olacak sosyoloji, psikoloji, etik hukuk ondan sonra yonetim” vesaire. Simdi ben
bunlari yaptigimda geriye kendi bolim derslerim icin ne kredim ne de alanim

kaliyor (K2).

Akreditasyon icin cesitli basliklarda olusan standartlarin ve akredite olmak isteyen
programlarin standartlar yerine getirmesinin zorundaligi nedeniyle katiimcilardan
bazilari programlarin neredeyse birbirinin aynisi olma egilimi tasidigini ve bu durumun
tektiplesmeye yol acabilecegini diisinmektedir. Ornegin bir katiimci akreditasyona
basvurup basvurmama kararini alacaklari sirada kendi fakiiltelerinin 6zgunliklerini
nasil koruyabileceklerine iliskin de tartistiklarini sdyledi:

Aslinda baktigimiz zaman biz akreditasyona sureci icin kendi aramizda ¢ok konustuk
¢linku akreditasyon siireci bir yandan da bir standardizasyonu icinde barindiriyor.
Yer yer bu standardizasyon 6zgunlukleri de kaybettirebilir mi diye bize diye
distindlrttd o zaman ama biz o 6zginlikleri farkli bicimde koruyabilecegimiz

konusunda kendimize giivendik ve inandik (K5).

Baska bir katilimci (K4), ILAD'In herkesin aynilasmasini istemedigini séyledigini fakat
diger yandan da ortaya ol¢litler manzumesi kondugu igin standartlasmanin beklendigini
soylerken bir baskasi (K7) akreditasyonun her programin/fakdiltenin 6zglnlugunu
garanti altina almasi gerektigini belirtti.
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ilginctir ki arastirmada bahsi gecen katiligin hicbir zaman olmadigini belirten bir
katilimcr da bulunuyordu. Bu katihmci ders isimlerinin, kredilerinin ve mifredatin
kesinkes standart olmadigi bir yerde aynilasma tehlikesinin de olamayacagini ifade
etti:

Aslinda bir esneklik var zaten. Mesela sey demiyor, illa su olacak, bu olacak. Sadece
vaat ettiginiz alan egitimlerine uygun bir egitim veriyor musunuz, bunlari hangi
derslerle veriyorsunuz diye bakiliyor. Siz ders isimlerini farkli verebilirsiniz, AKTS leri
farkli olabilir. Buralarda standart bir sey yok zaten. Akreditasyonun amaci boyle
bir standart degil (K10).

Sonugta, akreditasyon olcitlerinin gerektirdiklerini standartlasma tehlikesi olarak
yorumlayan da bunu gerekli bir ortaklasma olarak géren akademisyenler de
bulunmaktadir. Bu konuda kesin bir sonuca varilamamis olmakla birlikte akredite
programlarin ders iceriklerinin ayrintil sekilde karsilastirilmasi bu konuyu aydinlatabilir.

Tartisma ve Sonug

Bu arastirmada iletisim programlarinda idari gérevi bulunan akademisyenlerin Tiirkiye'de
iletisim egitiminin akreditasyonunaiiliskin goruslerini kesfetmek; bdylece akreditasyon
ihtiyacinin nedenlerini, kurumlar agisindan ne tiirden islev gérdiiguin, ne gibi sonuclar
dogurdugunu akademisyenlerin yorumlari araciligiyla ortaya ¢cikarmak amaclanmistir.
Bu kapsamda ilgili akademisyenlerin iletisim egitiminde kaliteyi ne olarak gordiig,
ogrencilerin, velilerin ve isverenlerin nezdinde akreditasyonun nasil karsilik bulduguna
iliskin gorls ve deneyimleri, programlarda akreditasyon siirecinin nasil basladigi da
sorusturulmustur. Calisma akreditasyonun artilari ve eksilerine odaklanan literatlri
tamamlamaktadir.

Arastirmanin temel ve ayrintili sorulari distintildigiinde, ilk olarak, Tiirkiye'de iletisim
egitiminde akreditasyon uygulamasinin baslangicinin iLDEK toplantilarina dayandigi
fakat yayginlasmasinda iletisim programlarinin iradesinden daha cok Universite
yonetimlerinin rol oynadigi bulgulanmistir. Katihmcilarin biiyiik cogunlugu siirecin
baslangicinda programlarin akreditasyonu icin rektorlik diizeyinde talep oldugunu
belirtmis, kalan azinlik kismi ise yonetim tarafindan biiyik destek gordiigini ifade
etmistir. Akreditasyonun genellikle blrokratik ve karmasik bir stire¢ olarak gorilmesi
(Rosa et al.,, 2020, p. 194) programdaki akademisyenlerin siirecte baslatici olmamasinda
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rol oynamis olabilir. Bu agidan iletisim egitiminde akreditasyon ihtiyacinin ana kaynaginin
ylksekdgretimde yayginlasan akreditasyon uygulamasinin bir parcasi oldugunu
distinmek olasidir. Yani sira bazi katilimcilar akreditasyonun iletisim fakdlteleri arasinda
rekabeti artirdigini séyleyerek kurumlarin ve programlarin bundan geri kalamayacagini
One surmustar.

ikinci ve daha 6nemli olarak, arastirma sonucunda akreditasyonun kurumlar acisindan
yenilenme, organizasyon semasindaki aksakliklar diizeltme, mifredati glincelleme,
ogretim elemani kadrosunu gliclendirme, fiziksel ortamlar ile olanaklar ¢cogaltma ve
finansal kaynaklari gelistirme yoniinde olduk¢a 6nemli oldugu ve kurumlar agisindan
gelistiriciisleve sahip oldugu gorilmistir. Akreditasyon slreglerine katiim programlarin
ya da fakdltelerin kurumsal degisimi yonlendirmek icin planlama yapmasina ve sorunlari
ele almasina yardimci olabilir (McGuire, 2009, p. 29). Buna dayanarak akreditasyonun
kendinde soyut bir degeri olmadigi, somut ve Slcilebilir kriterlere uygunlugu dlcen 6z
ve dis degerlendirme siireci olarak anlamlandirilabilecegi soylenebilir. Nitekim
akreditasyon lniversitenin yonetim faaliyetlerinin cogunu etkilemektedir (Nguyen &
Ta, 2018). Bu arastirmanin bulgulari iletisim egitiminde akreditasyona iliskin gtincel
tartismalarda akreditasyonun getirilerine ve kurumlar agisindan islevine odaklanan
calismalari ve onlarin bulgularini desteklemektedir.

Uciincii olarak, akredite iletisim programlarindaki karar alici akademisyenlerin
mevcut degerlendirme ol¢itlerine iliskin yorumlarinin iki zit yonde oldugu belirtilebilir.
Katilimcilardan bazilar mevcut kriterleri yeterince esnek bulmamis, bazilariise mevcut
haliyle kati olmadigini savunmustur. Boyle disiintldiigiinde uygulamada farkh
deneyimler yasanmistir. Bir baska tartisma ise bu noktada alevlenmistir: Akreditasyon
sirecinde programi degerlendirenlerin roliiniin ne oldugu arastirmada glindeme gelmis
ve akreditasyonun, degerlendiricilerin slibjektif tutumlarinin sonucu olduguna iliskin
distncelerin gelisimine olanak verecek sdylemlerle arastirmada yer yer karsilasiimistir.

Diger yandan arastirmada, kamunun ve sektoriin beklentileri acisindan akredite
iletisim programlari ile akredite olmayan iletisim programlari arasinda farkhlagsmanin
olduguna iliskin kesin sonuca varilamamistir. Katimcilarin bir kismi tercihlerde
akreditasyonun rol oynadigini, bir kismi ise 6zel roliintin bulunmadigini belirtmistir.
Dahasi mezuniyet sonrasi ise girislerde akreditasyonun isverenler tarafindan 6nemsenip
onemsenmedigine iliskin de yapilmis bir arastirma bulunmamasina ragmen bu yondeki
yorumlarin “erken” oldugu katihmcilar tarafindan dile getirilmistir. Dolayisiyla iletisim
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egitiminde akreditasyona iliskin glincel tartismalarda siklikla vurgulanan itibar
konusunda, heniiz Turkiye'de kamu ve sektor nezdinde gerekli farkindaligin gelismis
oldugundan bahsetmek mimkin degildir.

Son olarak, devlet Universitelerinde ¢alisan akademisyenler ile vakif tniversitelerinde
calisan akademisyenler arasinda akreditasyonun algilanmasi agisindan anlamli bir
farkhlagma gorilmemistir.

Bu arastirmanin sinirliliklarindan biri ¢calisma grubunun olusturulmasiyla ilgilidir.
Orneklemin olusturulmasinda akademisyenlerin yalnizca giincel idari gérevleri dikkate
alinmis, akademisyenlerin programlarin akredite edildigi tarihteki rollerine bakilmamistir.
Galismanin diger sinirlihgi da yalnizca akredite programlardaki karar alici akademisyenlerle
yapilan gorlismeler lzerine planlanmis olmasidir; calisma akredite olmayan
programlardaki akademisyenlere dogru genisletilebilir ve bdylece anlamli bir kiyaslama
yapilabilir.

Turkiye 6lceginde akademik tartismalarda heniliz yanitlanmamis sorularin sayisindaki
¢okluk bu konuda yapilacak arastirmalar icin cesaretlendirici olabilir. Gelecekteki
calismalar, 6grencilerin Universite tercihlerinde akreditasyonu kriter olarak gorip
gormedigini, isverenlerin farkindaliklarini, akredite programlar ile akredite olmayan
programlarin kayda deger farklilik gosterip gostermedigini ve akreditasyon sonrasi
o0gretim elemanlarinin performanslarini arastirabilir. Dahasi yalnizca akademisyenlerle
sinirflanmamis ve idari personeller ile 6grenciler gibi ylksekdgretimin farkl paydaslarinin
katildigr arastirmalar alandaki 6nemli boslugu doldurabilir ve strecin bitlincl
yorumlanmasini kolaylastirabilir.

Endnotes

! Parsons ve Platt (1973, p. 148) Universitelerin evrensel bilgiyi takip etmenin yani sira ¢ok daha baska
islevlerinin oldugunu dustinseler de oncelikle bir 6grenme ve arastirma yeri olmalariyla sirketlerden farkl
oldugu icin aragsal olmaktan ¢ok guivene dayali oldugunu belirtmislerdir.

Ornegin sanayi sonrasi toplum yaklasiminin énemli isimlerinden Daniel Bell, olusan yeni toplumda &nemli
olanin teknolojik kaynaklar ile bilginin teorik kodlamalari oldugunu; bu toplumun talep ettigi becerileri
saglamak icin egitim ve ogretimle donanmis profesyonel bireylere ihtiya¢c duyuldugunun altini gizmistir
(1976).

® Buna gore Universiteler 21'inci ylizyilda bilgi ekonomisinin merkezinde durmaktadir (Altbach, 2019, p. 9).
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4 Canter (1995), gazetecilik ve kitle iletisiminde hesap verebilirlik ve akreditasyon ¢aginda, yliksekdgretimdeki
ogretim Uyeleri ve yoneticilerden suirekli olarak varliklarini hakl ¢cikarmalarinin istendigini 6ne stirmektedir.

> Bologna suireci Avrupa'da ylksekogretimde standartlar olusturmak icin 1999'da Avrupa Yiiksekogretim Alani
(EHEA) ve 2000'de Avrupa Arastirma Alan’'nin (ERA) olusturulmasiyla baslamistir. Stire¢ ylksekdgretim
acisindan uluslararasi isbirligini sembolize etmekte (Zahavi & Friedman, 2019) ve ulkeler arasinda uyumu ve
ortakligi esas alan bir egitim sisteminin olusturulmasini hedeflemektedir.

¢ Fransa 1984 yilinda Universitelerin ayrintili bir degerlendirmesini yaparak bu konudaki ilk 6rnek olmustur.
Hollanda, ingiltere ve Danimarka gibi (lkelerde ise 1990’ yillarin basinda ilk kurum degerlendirmeleri
yapilmistir (Stingi & Bayrakci, 2010, p. 900).

7 Akredite programlarin tam listesine www.iledak.ilad.org.tr/akreditasyon/akredite-kurumlar adresinden
erisilebilir (ILEDAK, n.d.).

8 Tirkiye'de etkinlik gosteren iletisim fakiltesi sayisi, 23'U vakif Universitesine, 45'i devlet Universitesine bagl
olmak Uzere toplamda 68'dir (Yiiksekdgretim Kurulu, 2022).

9 Saha arastirmalarinda katilimci sayisi belirlenirken katimcilardan alinan yanitlarin birbirini yinelemesi
verilerin doyum noktasina ulastigini gostermektedir (Yildinm & Simsek, 2008, p. 115).

10 Qlcutlerin neler olduguna www.iledak.ilad.org.tr/belgeler/degerlendirme-olcutleri adresinden bakilabilir.
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Abstract

The extreme right movements have increasingly appeared on social media,
especially on Twitter and Facebook, coinciding with the 2019 New Zealand attack,
the 2019 El Paso incident, and Britain's exit from the European Union in 2020. This
study examines the content and the form of extreme right-wing activities on
Facebook and Twitter to promote their ideologies. A qualitative content analysis
was conducted on posts shared by extreme-right groups on public Facebook
and Twitter accounts in Great Britain, the United States and Australia. The sample
spans from March 15, 2019 to February 5, 2020. The posts were coded according
to a coding instrument developed based on the existing literature spreading
extremist ideologies on social media. The coding instrument consisted of
categories and subcategories such as ‘the protection of western values’, ‘anti-LGBT
activism’, ‘anti-feminism’, ‘anti-Islam’, ‘anti-immigrant sentiments’, ‘fostering the
white race’, and ‘anti-elitist populism’. Findings suggest that the most prevalent
extremist ideologies on Facebook and Twitter posts were ‘anti-elitist populism’
and ‘the protection of western values'. Also, extremist groups heavily shared posts
that combined texts and images to spread their ideologies on social media.

Keywords: Twitter, Facebook, Right Extremist Groups, Content Analysis

Oz

Asiri sag hareketler, 6zellikle Facebook ve Twitter olmak lzere sosyal medya
platformlarinda, aktif bir sekilde varlik gostermeye baslamistir. Bu varlik 2019 Yeni
Zelanda saldirisi, 2019 El Paso olayi ve Ingiltere’nin 2020'de Avrupa Birligi'nden
cikmasi gibi olaylarla ayni zamana denk diser. Bu arastirma, asiri sag gruplarin
ideolojilerini yaymak icin Facebook ve Twitter platformlarindaki paylagimlarini
icerik ve bicim yénlerinden incelemektedir. ABD, Avustralya ve ingiltere’deki
asir sag gruplarin 15 Mart 2019-5 Subat 2020 tarihleri arasinda Facebook ve
Twitter'da kamuya acik gruplarda ve hesaplarda yaptiklar paylasimlar nitel

bir icerik analizine tabi tutulmustur. Kodlama cetveli, asiri sag gruplarin sosyal
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medya kullanimlari tGzerine yapilmis akademik calismalari gruplarin ideolojilerini genis kitlelere yaymak amaciyla
temel alinarak olusturulmustur ve ana ideoloji kategorileri sosyal medyada gorseller ve metinlerin birlikte bulundugu
ile bunlarin alt kategorileri belirlenmistir. Facebook ve paylasimlar yaptiklarn ortaya konulmustur.

Twitter'da asin sag gruplarin yaptigi paylasimlarda en Anahtar Kelimeler: Facebook, Twitter, Asirt Sagci Gruplar,
yaygin asirilik¢i ideolojilerin ‘anti-elitist populizm’ ve ‘Bati ideoloji, icerik Analizi

degerlerinin korunmasi’ oldugu saptanmistir. Ayrica, bu

Introduction

Social media platforms have significantly influenced the concepts of freedom of
publication, expression, democratic thought, human rights, and the political, social,
and commercial ideas published. However, some groups have exploited these platforms,
taking advantage of their global reach without the need for significant resources or
technical expertise. Moreover, these platforms have carried out an unlimited flow of
information heavily used by right-wing extremist groups to spread their ideas and
recruit youth to carry out terrorist operations (Correra, 2019).

Extremist groups have fed violence, hatred, rumors, and psychological warfare and
misled public opinion through social media platforms. They have created groups and
individuals working to produce and exchange information among a broad segment
of the public, intending to mobilize the youth to carry out extremist ideas and encourage
them to commit terrorist acts and aggressive behaviors. These activities have resulted
in the loss of lives and destroyed the infrastructure of secure and stable societies
(Hassan, 2019).

Recent incidents such as the extreme-right attacks in New Zealand in 2019, Britain
in 2017, France in 2015, the USin 2019, and Norway in 2011, can be shown as evidence
of the terrorism of extremist right ideologies, whether against immigrants, Muslims or
minority ethnicities (Makhlouf, 2019). The New Zealand terrorist attack points out the
role of terrorists using social media to spread extremist content and also the mechanism
these platforms use to monitor the content which has provided a service to them to
complete their operations against the security and safety of civilized people and
societies.

The HOPE not Hate's (2017) report confirmed a rise in the followers of anti-Muslim
activists in the United States and the United Kingdom on social media, especially on
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Twitter, making it a strategic location for the extreme right in communicating and
disseminating information, in a continuous movement between Europe and the United
States.

The extreme right tends towards conservative religious traditions, defending their
bias against minorities and building an ethnic society based on white racial politics in
the US, linking to the variables of cultural, religious, and national diversity, and focusing
on building a United States national and cultural identity by focusing on the unifying
theme of the race (Gallaher, 2020).

Benafi (2017) states that some political scientists argue that far-right extremism
represents Nazism and fascism or an ideology but “political block” is the closest
explanation, which unifies different extremist movements.

The study implies the concept of the‘extreme right’as formulated by Richard Spence,
who called for the ethnic cleansing of the United States (Ford, 2017), defining it as a
white national movement based on hating women, ending immigration, hostility
towards Muslims, and awakening the policy of national identity. The characteristics are
excessive nationalism and rejecting all forms of regional integration under the pretext
of protecting national sovereignty (Benafi, 2017). It is a return to a past time in which
there was no diversity, and the white man’s culture, strength, and control were the
reality that no one doubted (Asmar, 2019). Lyons (2017) believes that the extreme right
focuses on ending the feminist movement and re-implementing men’s dominance
over women via the Internet.

Much research has suggested that the Internet and social media platforms have been
influential in terrorist organizations planning their attacks involving Facebook, Twitter,
and YouTube as fertile grounds (Knaus, 2019) attracting the users of conspiracy theories
and extreme right propaganda via their algorithms. The extreme right groups are taking
advantage of the Internet in America and Europe to organize and mobilize political
campaigns attacking politicians opposed to the ideas of extremism, such as parties
embracing democratic ideals and multiculturalism (Caiani & Parenti, 2013, p. 12).

In the studies of Rothenberger (2012), we found that terrorists have a good strategic

communication policy because they can manage communication between terrorist
organizations and individuals. Bertram’s (2016) research reveals the prominent strategic
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aspects of Twitter and Facebook in how terrorist organizations work, and their reliance
on effective communication, feedback from the ‘public response’ and to spread fear
among the masses, given individuals’ widespread use of these platforms.

Reposting or retweeting is one of the most successful strategies for increasing the
followers of extreme right-wing parties on social media networks. For example, Donald
Trump’s strategy of retweeting the deputy leader of the Britain First group made it one
of the most successful groups on social media. This made the group have many followers,
far superior to the Labor Party and the Conservatives. On the other hand, an analysis
conducted by BBC Trending on Facebook showed that the admiration for the extreme
right groups in Britain reached 44%. The largest share of these likes was from the United
States, Australia and Canada (Wendling, 2019). This indicates the existence of solid links
between extremist groups in different countries.

Incidents of right-wing terrorism, according to the concept of hate crime, work to
incite terror and fear in the target group (Koehler, 2016, p. 87). The right-wing refers to
a conservative party characterized by duty, hierarchy, and concern for tradition and
nationalism which support free and patriotic projects and the traditional moral system
in which violence is not considered a target, while the extreme right-wing movements
focus on race and strong nationalism while supporting criminal action, which
distinguishes the extreme right from other rightists (Blee & Creasap, 2010).

A report by CTED (2020), which refers to transnational extreme right terrorism in
31 countries, including the United States, Britain, and Australia, related to hatred,
Islamophobia, racism towards minorities, xenophobia, and anti-Semitism, by using
non-mainstream platforms such as Gab, Voat, and Chan, exploiting the allure of
counterculture resistance to target new audiences. Extreme-right groups also collaborate
online to provide financial support across national borders, collected through trade,
event fees, and donations (CTED, 2020).

The Center for Resilient and Inclusive Societies (CRIS) research has shown that
Australian extreme right groups, including Fraser Anning, Kim Vuga, and Love Australia
or Leave Political Party, often refer to incidents from other countries to support their
ideological message (Davey et al., 2022). Richard Spencer and Lana Lokteff of the
American extreme right groups that advocate white supremacy had a role in attracting
foreign extremists to international meetings of the extreme right held in Sweden,
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Finland and Norway, in addition to the fact that American white supremacists were
speakers at about 12 conferences between 2013 and 2019 (ADL, 2019).

UKIP was able to record a series of successes between 2010 and 2016; where in
2014, it was ahead of the main parties in the European Parliament elections and played
an essential role in the referendum on Britain’s exit from the European Union (Goodwin
& Dennison, 2018), which made it the front and representative of the radical right in
the UK. On the other hand, Nick Griffin, head of the BNP party, knew how to take
advantage of the international context and events to promote his party. For example,
race riots occurred between Muslim youth and white youth in Oldham, so Nick took
advantage of his party’s position on opposing Islam and dangerous immigration,
reinforcing the strategy of the National Party as well as world news (Braouezec, 2012).

The main characteristic of the extreme right in contemporary society is that they
are political organizations that participate in elections for public office to obtain
parliamentary seats (Heinisch & Mazzoleni, 2016, p. 224) and tend to be more centralized
and less democratic but more radical. This is through party politics and elections
(Heinisch & Mazzoleni, 2016, p. 229) impacting political decision-making directly (e.g.,
the League has been in office since the 2000s in Italy) or indirectly (e.g., the UK
Independence Party has not been in any position but won the referendum for Britain
to leave the European Union).

The Institute for Strategic Dialogue ISD (2021) reported that extreme-right groups
in America had exploited the Facebook platform to incite rebellion and violence against
the democratically elected government, and groups such as Tea Party Patriots, Oath
Keepers, Tomi Lahren, and InfoWars promoted conspiracies throughout the 2020
election campaign. They often retweeted Donald Trump's tweets to support allegations
of election fraud and mobilize the pro-Trump community (Scaminaci, 2020).

In Britain, the extreme right BNP party is one of the most successful political parties
because it is based on being less radical and more respectful. Still, at the same time, it
is considered one of the most dangerous British parties because it always tries to recruit
young people in schools, in addition to the presence of secret and violent groups
affiliated with the party ready to commit terrorist crimes (Goodwin & Dennison, 2018).
The political agenda of the extreme right party UKIP showed that it is an anti-immigration,
anti-Islam, and pro-Brexit party, which defines itself as populist and nationalist, and
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has earned the party members positions in the European Parliament and as local
councilors (Braouezec, 2012).

The founder of the Love Australia or Leave Political Party is Kim Vuga, who is used
to provoking controversy on issues of anti-Islam and immigration and sought to
register the party in the Australian elections (Palin, 2016). Fraser Anning espouses
the views of white nationalism, Islamophobia, and political elitism. Anning also led
the One Nation Party, which succeeded in electing two members to the Australian
Senate (Farzan, 2019). There is the emergence of new national groups such as
Nationalist Alternative Australia, decisive crystallization and mobilization point for
extreme right-wing groups, whether local or international, and the increase in online
activity (Peucker & Smith, 2019).

As mentioned above the ideologies of the extreme right are based on racism, ethnic
origins, white replacement, etc. shared via social media, for which a systematic investigation
of the social media content shared by extreme-right groups is necessary. The research
reported here aims to analyze the social media posts shared by the extreme-right group
on their public Facebook, and Twitter accounts to assess the extent to which the online
activities of these groups promote terrorism and their ideologies. Specifically, the most
prevalent ideological categories and subcategories contained in the posts, along with
the forms of the content shared, are manually coded. The downside of this method is
that sometimes there may be a misunderstanding of the intended meaning of a post
when analyzing it. Also, due to privacy restrictions on some pages, only public pages are
analyzed, and private groups are eliminated from the analysis which may not represent
the viewpoint and opinion of all supporters of the extreme right.

Aim and Methodology

This study examines the incitement of the extreme right, based on racial discrimination
in all forms, on two leading platforms: Facebook and Twitter. Three countries have been
identified that have suffered and are still suffering from extreme right crimes: Britain,
Australia, and the United States, as the social media posts made by users living in these
countries are in English, making the process simpler. Also in recent years, these countries
have seen many incidents involving people who belong to the extreme right, especially
in 2019, there were many killings of foreigners and immigrants, based on extremist
ideology.
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Aim

The content posted on Facebook and Twitter has played an essential role in spreading
the ideology of the extreme right that glorifies its role in protecting the homeland from
external terrorism and in improving the conditions of social, economic, and political
life to reach the largest segment of society, and pushing them to commit crimes leading
them to so-called cyber terrorism (Paul, 2017). There is not enough research examining
the content of these messages in an in-depth and holistic manner by taking both image
and text components into account. To fill this gap, this exploratory study identifies the
extremist ideologies in the posts shared by extreme-right public Facebook groups and
Twitter accounts, also how textual content, images and videos are being shared in
extreme right groups’social media content and the user engagement they receive are
also examined. Therefore, two research questions (RQ) are posed:

RQ1:What do extreme right-wing groups focus on when they publish their extremist
ideologies on their public accounts on Facebook and Twitter?

RQ2: What types of content do extremist groups rely on to attract the highest
engagement on their Facebook and Twitter posts?

Method

Qualitative content analysis is considered the appropriate methodology to study this
research. This approach is relied upon by researchers for accurate and systematic
observation of social media content (Dang-Anh, Einspanner & Thimm, 2014). The
qualitative analysis process delves into the collection of audio, visual and written data
for the study community (Bailey, 2008) and is based on the development of interpretive
and analytical efforts. Therefore, it reaches different levels of content “themes, main
ideas and text information” (Mayring, 2000, p. 28). The rationale for this study is based
on the ideological examination of the posts shared by public accounts of the extreme
right groups on Facebook and Twitter.

In this context, this study uses deductive content analysis to test the concepts,
categories and symbols developed by the coder, based on using a classification matrix
to construct concepts and encode data according to categories, in which case it is
possible to rely on the existing research literature, theories or models to develop the
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classification matrix (Elo & Kyngas, 2008). In content analysis, this document looks at
latent content in the analysis process. In latent analysis, the researcher dives deeper
into the basic meaning of the text to define the hidden meanings in the text: What is
the text talking about? Thus, the latent approach allows the study of abstract and
contextual data (Snider & Cash, 2014).

The encodings previously extracted from the sample of identified posts are examined
(Hsieh & Shannon 2005). In this step, a qualitative analysis approach is followed to
include an analysis of the latent content so that each post can fall under the direct or
indirect category.

Sample

Itis difficult to determine the actual dimension of the population because the Internet
is constantly changing (Blee, 2009). A snowball technique was applied to identify the
groups and codify their content, whereby the names of the pages of the extreme right
were collected based on various sources (literary articles, official reports, etc.). Accordingly,
the first thing is to identify the most important extreme-right organizations (for example,
the political groups). The active pages on Facebook and Twitter were checked, whereby
groups for which it was impossible to find an address were excluded, either because
they are no longer active or are private sites. This way, a final sample of 18 pages was
obtained for the extreme right as a basis for the analysis process.

The names of these Facebook groups belonging to the extreme right were obtained
from studies that have previously analyzed some of these groups (Klein & Muis, 2018)
(Peucker, Smith, & Igbal, 2019) and from news websites, especially The Guardian News
and BBC News. As for Twitter accounts, these accounts were accessed from studies that
dealt with the category of the extreme right on Twitter, such as Gallaher (2020) and
Campana, Crosset and Tanner (2018). In addition, some of the names of the extreme-
right groups on Facebook that appeared in some studies are ineffective. These same
names were examined on Twitter and approved in this study and from this research
(Igbal, Peucker, & Smith, 2019; Klein & Muis, 2018).

These groups were selected based on previous research, reports and news on the topics

and events of extremism for these groups, whether on Facebook, Twitter, or in reality. For
example, the results of Klein and Muis’(2018) research indicate that the BNP and UKIP parties
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focused their Facebook posts on“deem nativism” rather than anti-elitism. In another studly,
the extreme right Nationalist Alternative Australia party in Australia showed that it is the
most racially superior party on Facebook in confronting liberal democracy and advocating
white supremacy and anti-Semitism (Peucker, Smith, & Igbal, 2019).

The sample from 3 countries was chosen by a non-probability sampling method
called purposive sampling. Three Facebook groups and three Twitter accounts were
identified for each country. The groups and accounts selected in this study belong to
the extreme right, as they were identified based on articles and news websites that
specifically dealt with the categories of the extreme right in these countries. Although,
the existence of groups and accounts famous for the extreme right was not approved
in this study because some of them are ineffective, or the account has been suspended
or contains all the links that are not included.

Once the data was gathered in a spreadsheet, the sample selection was made by
a systematic manual selection. Table 1 states the sample size of Facebook posts
constituted (n) 5% of the population, which totals: 0.05 x 3426 = 171 posts, and 2% of
tweets, which totaled: 0.02 x 8589 = 172 tweets.

Table 1: Number of posts and sample size for Facebook and Twitter

Platform N. of posts Sample size
Facebook 3426 171
Twitter 8589 172

In the systematic manual selection of posts, all posts are counted for each account.
The original number of posts is divided by the sample size required, so a specific number
is produced that separates each post. Then each post is given a serial number, and then
a number is chosen from among the serial numbers set in the previous step so that
this number is the prefix in the selected posts to be analyzed. So that the chosen posts
are the owners of the serial numbers that separate the chosen number and the order
that follows it. For example: In the Info Wars Media account, there are 701 posts, and
the sample size required of them is 14, which is 701/14 = 50, which is the separator
number, and therefore the start of the second post of the account was chosen so that
itis2,52,104,154 ....... This method has been applied to other accounts.

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 155-182 163



An analysis of social media content shared by right-wing extremist groups in the United States...

Quota sampling is used from specific population groups to fill the required portions
of non-probability sampling (Black, 2010). After collecting data from Facebook groups
and Twitter accounts and determining the size of the community, the sample size was
divided into quotas in proportion to the volume of data available for each Facebook
group and Twitter account in which the weight of each group and account in the sample
was known. Tables 2 and 3 document the sample size for each Facebook group and
Twitter account. Excel files were created to include the posts of public Facebook groups
and Twitter accounts and the links to the posts to facilitate the coding process.

Table 2: Sample size for each account on Twitter

Account of name N. of tweet Sample size
Info Wars Media 701 14
United States Richard Spencer 3077 62
Lana Lokteff 2114 42
London BNP 252 5
Britain British National Party 56 1
English National Party 2029 41
Fraser Anning Official 102 2
Australia Aussie League 57 1
Kim Vuga 201 4
Total 8589 172
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Table 3: Sample size for each group on Facebook

Page name N. of post Sample size
Oath Keepers 503 25
United States 1o T ahren 112 6
Tea Party Patriots 568 28
British Unionist Party 151 8
Britain UK Independence Party 734 36
(UKTP)
I am Proud to Be British 102 5
Nationalist Alternative 107 5
Australia Australia
Reclaim Australia Rally 2 692 35
Love Australia or Leave 457 23
Political Party
Total 3426 171

Data collection tool

Facepager, an automated data retrieval application, was used in this study to collect data
from the identified extreme right groups on Facebook, depending on each account’s ID
number and twDocs for Twitter accounts, which relies on on-screen name or URL to collect
data. Data were retrieved in a spreadsheet format for both Twitter accounts and Facebook
groups, based on the time specified in this study from March 15, 2019 to February 5, 2020.

Posts were collected from Facebook and Twitter from March 15, 2019 to February
5,2020, meanwhile, a global event occurred: Britain’s exit from the European Union. A
report by The Independent indicates that the Brexit project has worked to attract
extreme-right views of loyalty, elitism, and patriotism, which in turn led to an increase
in the number of followers of the extreme-right pages (Dearden, 2020). Research
published by Hope Not Hate found that the language and discourse used were offensive
to immigrants, refugees and some politicians, such as the mayor of London, Sadiq
Khan, and the emergence of concepts such as culture war (2020).
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Operation

A coding instrument based on the existing studies which dealt with the categories of
extreme right ideologies (Klein & Muis, 2018; David & Fernandez, 2016; Igbal, Peucker
& Smith, 2019) was created in this study for the analysis process for all Facebook posts
and tweets. It addressed the following categories used in coding: Protection of western
values, anti-LGBT activism, anti-feminism, anti-Islam, anti-immigrant, fostering white
race, and anti-elitist populism. These categories all had subcategories underneath.
These categories and subcategories were used to analyze the social media content,
which can be seen in Table 4.

Table 4: Codebook: Categories and subcategories of extreme right ideologies on Facebook and Twitter

Categories Subcategories

Protection of western protecting the national identity, anti-multiculturalism,
values independence and sovereignty of the state

Anti-LGBT activism destroys traditional social values, homosexuality as a sin against

human nature

Anti-feminism men possessing women, hostility for modern liberal feminism

Anti-Islam criticism of Islam, anti-Islamization, counter-jihad, Muslims by
occupation

Anti-immigrant xenophobia, the scarcity of welfare, illegal immigration,

economic impact of immigration
Fostering white race white pride, white supremacy, white race is persecuted
Anti-elitist populism claims against the political elite, the elites took care of
themselves and reception of immigrants, they appear

unsuccessful in political administration

Most researchers have shifted content analysis from traditional (paper) encryption
models to electronic coding models such as an Excel file, which helps in greater ease
and speed of encryption than what is done on paper (Neuendorf, 2017, p. 227). The
coded data is created on an Excel file to facilitate the process of data analysis, and thus,
come up with the results and conclusions of the research. The modality and the form
of the social media posts shared by the extremist groups were also analyzed.
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The extremist groups call for national identity and the preservation of Western
national values based on anti-multiculturalism from the sub-categories (Duyvendak,
2011, p.99). The extreme right considers even homosexuals as destroyers of traditional
social values. According to right-wing Christian groups, homosexuality is a sin against
human nature as they have created multiculturalism and violated men’s rights (Pilkington,
2017).

In our study, the identified categories and variables help in answering the research
questions. Creating symbols facilitates the identification of concepts in which data can
be collected around it to analyze and interpret the data, and to develop and coordinate
it with the previously identified categories.

The first research question examines the extremist ideology focused on posts that
contain discrimination and hatred. Regarding the second research question, the extent
of user interaction with extremist content shared is measured. Therefore, the number
of likes, comments, reposts, and retweets is coded, and only the number of comments,
which helped evaluate the posts in terms of the extent to which users respond to the
ideologies of the extreme right.

A total of 343 posts were compiled and coded on the Facebook and Twitter platforms,
in which the analysis was performed based on 23 subcategories in seven different
categories. The results were analyzed based on research questions on the categories
of extreme-right propaganda on Facebook and Twitter.

Some subcategories on Facebook and Twitter were not included in the reporting
of the results because no results were found for these deleted subcategories. Omitted
subcategories on Facebook are: the spread of the AIDS epidemic, Men Possessing
Women, women existing for sex, protection the rights of men and boys and against
male sexual violence, and hostility toward modern liberal feminism.

Findings
The first research question examined different types of subcategories that the extreme
right groups shared posts on in Facebook and Twitter based on the subcategories that

fall under the main ideology categories, and the percentages for each subcategory for
each social media platform were identified separately (see Figure 1 and Figure 2).
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= Protecting the National identity = Multieulturalism = Independence and sovercignty of the state
Destroys traditional social values = Homosexuality as a sin against human nature =Men Possessing Women

= Hostility for modem liberal feminism  Criticism of Islam = Anti-Islamization

= Counter-jihad = Muslims by occupation = Xenophobia

= The scarcity of Welfare = Illegal immigration = Economic impact of immigration
White pride = White supremacy = White race is persecuted

= Claims against the political elite = Elites took care of themselves and reception of immigrants ® Appear unsuccessful in political administration

Figure 1: The distribution of subcategories of extreme right
ideologies in the Tweets shared by extreme right groups

= protecting the National identity
destroys traditional social values

= anti-Islamization

= Xenophobia

= economic impact of immigration
‘white race is persecuted

= multiculturalism = independence and sovercignty of the state
= homosexuality as a sin against human nature = criticism of Islam

= Counter-jihad = muslims by occupation

= the scarcity of Welfare willegal immigration

= White pride « white supremacy

= claims against the political clite = elites took care of themselves and reception of immigrants

= appear in political

Figure 2: The distribution of subcategories of extreme right ideologies in the
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Facebook posts shared by extreme right groups
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Facebook

In the analysis of the subcategories of the content of the extremist right-wing posts
on Facebook, it was found that the category of ‘protection of Western values' had the
highest rates in the spread of extremist ideologies. The percentage for each subcategory
of this category was as follows: the protection of national identity by 64.9%, anti-
multiculturalism by 23.9%, and the independence and sovereignty of the state by
39.7%.

On the other hand, the category of ‘anti-elitist populism’ received a slightly lower
percentage than the‘protection of western values'in the prevalence of subcategories.
The subcategory of claims against the political elite got 52%, the elites took care of
themselves and reception of immigrants by 15.2%, and they appeared unsuccessful in
political administration by 33.9%.

The category of ‘anti-immigration’ got 34.5% among the other categories. At the
same time, the ‘anti-Islam’ category accounted for only 23.3%.

The categories of ‘fostering white race’and ‘anti-LGBT activism’are among the least
prevalent categories among Facebook posts with scores of 9.3% and 7% respectively.
In contrast, there was no significant percentage of the anti-feminist category on
Facebook.

Twitter

As for the content of the accounts of extremist right-wing groups on Twitter, the results
concluded that the ‘anti-elitist populism’ category got the highest rates of extremist
groups’interest in the issues of the political elites, which was 81.4%.

7

Here the ‘anti-Islam’ category scored 45.3%, while the ‘western values protection
scored 42.4%. The categories of ‘fostering white race;‘anti-immigrant; ‘anti-LGBT activities;
and ‘anti-feminism’ got variable scores of 38.3%, 34.3%, 7.5%, and 6.4% respectively
among the categories.
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The most prevalent extreme right sub-categories across the United States, Britain,
and Australia

This section analyzes country-based differences and similarities of the subcategories
of extreme right ideologies as manifested in Facebook and Twitter accounts. Specifically,
the most prevalent extreme-right ideologies, the ‘protection of Western values’, and
‘populist anti-elitism’ are analyzed on a country basis.

On Twitter, the extreme right-wing movements in Britain showed a higher interaction
around the categories of ‘protection of Western values'and‘populist anti-elitism’ In the
‘protection of Western values; for example, the subcategory of the‘ideology of protecting
national identity’ appeared at 31.9%, which is the highest percentage among other
ideologies. In contrast, the subcategory of the‘ideology of independence and sovereignty
of the state’ got a tiny portion in the United States, which is 1.6%; in Australia, there
was a no mention rate of 0.0% (see Figure 3).

®United states ™ Australia = Britain

Appear unsuccessful in political administration

Elites took care of themselves and reception of
immigrants

Claims against the political elite
Independence and sovereignty of the state

Multicul turalism

il

Protecting the national identity

0%

-

) 20% 40% 60% 80% 100%

Figure 3: The prevelance rate of extreme right ideologies of subcategories around Western culture and
political elites in the Tweets shared by extreme right groups in the United States, Britain and Australia

On the other hand, in the anti-elitist populist category on Twitter, the interaction
of extremist groups in Britain was more on the ideology of elites who took care of
themselves and reception of immigrants, which got 17%, and 29.7% for the ideology
that appeared unsuccessful in political administration. While the ideology of claims
against the political elite, which was more active in the United States, reached 57.6%.
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It is noted that extremist groups in Britain have a high prevalence on Twitter in
spreading extremist ideologies. The reason for this is the extreme right view that is
based on the importance of the country’s independence and its liberation from the
restrictions and laws of the European Union, especially in light of the vote to leave the
European Union and even get rid of the politically failed elites and the opposition to
the Brexit project. In contrast, extremist groups in the United States and Australia show
a high interest in claiming against the political elites that they are corrupt and failed
in the political and economic fields.

In the analysis of the extreme right ideologies on Facebook in the United States,
Britain, and Australia, there is a difference between the proportions of these extremist
ideologies in each country, as shown in Figure 4. In the category of protection of Western
values, extremist groups in Britain get the highest percentage in the subcategory of
the ideology of protecting national identity, at a rate of 77.5%. On the other hand, the
extremist groups in Australia had the highest percentage in the subcategory of the
ideology of anti-multiculturalism, which was at a rate of 33.3% (see Figure 4).

B United states ™ Australia = Britain

Appear unsuccessful in political administration

Elites took care of themselves and reception of
immigrants

Claims against the political elite
Independence and sovereignty of the state

Multienlturalism

Protecting the national i dentity

0% 20% 40% 60% 80% 100%

Figure 4: The prevelance rate of extreme right ideologies of subcategories around Western culture and
political elites in the Facebook posts by extreme right groups in the United States, Britain and Australia

In the analysis of the anti-elitist populist category of the extreme-right Facebook
posts, Figure 4 shows that the ideology of claims against the political elite was high in
Britain, constituting about 61.2%. In the United States, the subcategory of the ideology
that the elites took care of themselves, and the reception of immigrants accounted for
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20.3%.The subcategory of the ideology that the elites appear unsuccessful in political
administration constituted 38.9% in the United States.

Analysis of the forms of social media posts

The second research question assesses the modality of posts that the extreme right
groups share on Facebook and Twitter. The types of posts were encoded in Excel, and
the percentage of using the image, text, video, text and video combined, text and
image combined for each subcategory were determined. Then, these subcategories
were combined under the original category specified in this study. In evaluating the
categories at the level of the posts on Facebook and Twitter, the analysis process was
done separately because some categories were not included on Facebook, such as
anti-feminist, and this category was included on Twitter.

Figure 5 in the Facebook analysis shows that the highest percentage in the use of
text and image combined in the category ‘protection of Western culture, was 50.8%,
followed by that use in the category of ‘anti-immigrants; which was 50.1% and then in
the ‘anti-elitist populist’ category, which was also 43.8%. The use of the image shows
the second-largest percentage in terms of use in all categories, but its ratio is equal to
the text in theanti-Islam’ category, which is 5.2%. The text, video, image, text and video
combined, are also similar in the ‘LGBT' category of 1.1%.

100%
80%
60%
40%
20%
Anti- Anti-

0%

Protecti Anti- Fosteri Anti-
on of LGBT Islam immigr ng elitist

western activis ant white populis

values m race m

® Text and video 11.69 1.16 1.75 2,92 0.58 10.52
Text and photo 50.88 2.34 10.52 50.19 3.5 43.86
= Video 193 1.16 0,58 2,92 1.16 12.28
® Photo 3451 1.16 5,26 6.43 3.51 269
o Text 11.69 1.16 5.26 2,91 0 7.59

Figure 5: Type of posts and user engagement across all Facebook group pages, 2019-2020
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The use of video constituted the third highest use rate for groups. Still, it was equal
to use the text in two categories: ‘fighting immigrants; which accounted for 2.9%, but
the video was of little use in ‘combating Islam’, which was 0.5%. As for the use of text
and video combined, the percentage of its use was higher than the text in the categories
but was equal to the text in the category of ‘Western values protection, which was
11.6%. In‘promoting the white race; extremist groups did not focus on using the text,
which was 0.0%.

In the analysis of tweets, Figure 6 shows that the percentage of using the text is the
highest in the categories, as it reached 49.4% in the ‘anti-elitist populist’ category and
23% in the ‘white race promotion’ class, while the use of text is equal to the text and
image combined tweets in the ‘anti-feminism’ category, which reached 2.3%. It comes
second in terms of using the type of participation in all categories of text and image
combined. It was the highest percentage in the ‘anti-elitist populist’ category, with a

share of 16.8%.
100%
80%
60%
40%
20%
0%
Protectio  Anti- Anti- Anti- Anti- Fosterin Anti-
nof LGBT  feminis  Islam  immigra g white elitist
western  activism m nt race  populism
values
® Text and video 9.31 0.58 1.16 2,32 4,56 4,06 1221
Text and photo 1163 4,07 2,32 19.18 11.63 9.31 16.86
= Video 2,32 0 0 0 1.74 0 2,32
= Photo 0.58 1.16 0.58 2.32 0 0.58 0.58
= Text 19.78 1.74 2,32 21.5 16.29 2326 4942

Figure 6: Type of posts and user engagement across all Twitter accounts, 2019 - 2020

Extremist groups have used text, and video combined on Twitter ranked third in
terms of use. Still, most of its uses are in the ‘anti-populist elite’ category, which is 49.4%,
while text and video combined use are equal to the use of images in the ‘anti-Islam’
category, which is 2.3%. Figure 6 shows that the image is more than the video in some
categories, but the focus was not on using the image on how to ‘fight immigrants,
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which accounted for 0.0%. As for the use of video in tweets, it was not widely used in
the‘anti-feminism;‘anti-LGBT; and ‘anti-Islam’ categories, and in the‘white race promotion’
category, which was 0.0%.

User engagement the social media posts received

An assessment of the extent to which users interact with the Facebook posts and tweets
of extremist groups showed that it generated an uproar over every ideology the
extremists are trying to foster on Facebook and Twitter. This evaluation included the
number of likes, comments, posts, and retweets of the data collected and analyzed.
Although the Twitter interface differs from the Facebook interface, the analyses were
conducted based on the subcategories of the categories identified in this study.

The number of likes ‘promoting the white race’ on Twitter shows that it is one of
the categories that the users are most interested in. As for the category of ‘combating
feminism; it is one of the least interactive categories, as shown in Figure 7. As for the
‘anti-elite populist’ category, it appears that it is one of the second most interactive
categories on Twitter against the elite and parties hostile to the extreme right. In
contrast, the categories of ‘anti-Islam’ and ‘anti-immigration’ show a similarity in
interaction regarding the number of likes. Still, they differ in terms of the number of
retweets and comments.
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Figure 7: Posts and user engagement across Twitter accounts
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As shown in Figure 7, the category of the ‘LGBT fight' represents moderate to low
user interactions on Twitter, as it has emerged more in the Twitter retweeting of
transgender activities in public libraries and participation in Democrat celebrations.
As for the subcategory of ‘protecting Western values, which comes in its penultimate
placein terms of total interactions on Twitter, it has emerged in retweeting subcategories
of ‘anti-multiculturalism’and ‘independence from international agreements.

The‘anti-elitist populist’ category got the most significant number of user interactions
on Facebook posts, as it shows the highest level of interactions that exceeded 450
thousand, as shown in Figure 8. On the other hand, the category of ‘protecting Western
values’ comes at the second level in terms of users’interest in this category, as for the
category of ‘anti-immigrants, comes at the third level in terms of the number of users’
interactions with this category.
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Figure 8: Posts and user engagement across Facebook group pages

The‘anti-Islam category’was the fourth most interacted with in terms of user interest
and interactions. In comparison, the category of ‘anti-LGBT activism’activity comes at
the penultimate level regarding user responses to transsexual activities. In contrast,
the category of ‘fostering the white race’comes at the last level by users’interest in this
category on Facebook.
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Conclusion and Discussion

Extremist groups exploit social media to enhance their ideologies for all groups of
society, and the posts of these groups carry various meanings, either implicitly or
explicitly. This study examined the existence of the ideologies of the extreme-right in
the posts of public Facebook groups, and Twitter accounts shared in the United States,
Britain, and Australia.

The data were categorized and coded under seven major categories developed.
These categories were divided into the subcategories mentioned above, which were
used in the analyses to answer the research questions posed. In the first research
question, we explored the extent of the interest of the extremist groups posting their
ideologies on Facebook and Twitter. The extremist ideologies mostly shared on Facebook
are the ‘protection of Western values’ and ‘anti-elitist populism’ where the former
constituted rankings of 65.9%+23.9%+39.7, making it the highest category and the
latter having 52%-+15.2%+33.9%, as lower rank, in the subcategories respectively, while
‘anti-immigration’ was average.

The interest of extremist groups in publishing ideologies differed on Twitter and
Facebook. The results showed that most extremist groups focus on Twitter on the anti-
elitist populist category in their tweets, most of which were addressed to politicians,
not indigenous people who came to the country and got government positions, such
as Ilhan Omar and Sadiq Khan. As for the category of anti-Islam and the protection of
Western values, they come in close proportions in the degree of interest, but they
remain with less focus and attention than anti-elites.

Extremist groups tend to reinforce the white race in their tweets, but this category
has less attention together with anti-immigrants than anti-Islam categories and the
protection of western values. Given the categories of anti-LGBT and anti-feminism
activities, they come at the last level in posting tweets, indicating the lack of interest
of extremist groups in these two categories.

The nature of extreme right groups’ publications differs considerably according to
theirideological associations, thereby spreading extreme right-wing propaganda. Our
study revealed that the most extreme ideologies shared by the extreme right groups
on Twitter are the categories of ‘anti-elitist populism’and ‘protection of Western values;,
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which suggests that the extreme right is expressed as a defense of the pride of the
white race, offering them protection.

In the studies of Bonacchi et al., (2018), the extreme right’s views on immigrants,
which also reflect their opinion of the political elites who deceived the public by allowing
refugees to enter the country, promote violent crimes which can be initiated via
Facebook, reflecting the importance of preserving the white race by stopping immigration
due to its impact on the white population, while also focusing on the importance of
building civilization, cultural integration, border control, and original isolationism from
external interference, which are in line with their positions on Brexit.

The analysis on Twitter showed that the extreme-right groups in Britain work
primarily on all extremist ideologies. In the analysis of Facebook posts, it was noted
that there is a discrepancy between the percentages of these ideologies for each
country, which indicates that extremist groups have different ideologies and beliefs in
each country that they are working to spread through the Facebook platform.

The second research question evaluated the forms of posts and the engagement
levels they received from the users in the extreme-right categories on Facebook and
Twitter. The results showed that extremist groups tend to publish the most significant
number of text and image combined posts on Facebook (39.1%), as the use of the image,
comes-second (27.4%). The use of the video ranks third, and text and video combined
second last, implying the text is of little use on Facebook. On Twitter, text is one of the
most popular types of posts used to spread the ideologies of the extreme right (56.9%),
while text and image combined came at the second level (25.5%), text and video combined
came third, still, the use of images and video came at the lowest levels.

In Britain, the extreme right groups, including the English National Party, the UK
Independence Party, and the BNP claim to represent the British people. Thus, these
groups try to dominate social issues, including Brexit, immigration, and the existence
of Islam. In addition, right-wing groups in Britain urge people to defend and fight for
their culture and religion by force. Therefore, extremist groups see immigrants, especially
Muslims, as a growing and violent threat to British culture.

In the United States, the extreme right tends towards conservative religious traditions,
defending their bias against minorities and building an ethnic society based on white
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race politics, which was the most promoted by InfoWars Media and Richard Spencer.
Nevertheless, hate activities in the United States are linked to the variables of ethnic,
cultural, religious, and national diversity aiming at building the US national and cultural
identity by focusing on the unifying theme of race. In some of Richard Spencer’s tweets,
extremists emphasize the importance of white culture not mixing with other cultures,
and they were even opposed to government policies or elites that violated white
culture.

The analysis shows a new concept used by neoliberals from the Australian extreme
right, ‘the new class’which attacks the opposing voices of the elites and the left seeing
the left elites as a group of haters. Left-wingers are considered supporters of ancient
traditions that reflect the cultural diversity of the existence of gays, Muslims, and
immigrants. Likewise, the favorite accusation of the extreme right against the elites is
that they only care about advancing their self-interest and are unqualified to manage
politics, which was most concerned by the Love Australia or Leave.

The study found that the extreme right escalated sharply in the use of different
modalities of posts, on Facebook and Twitter. Thus, the highest use of text and images
combined was on the Facebook platform, while Twitter had the highest use of text,
which indicates that the extremist right-wing groups have a different method of using
the type of post for each social platform separately to communicate their ideas.

Based on the results of this study, it becomes apparent that the categories of ‘anti-
political elites, ‘protection of Western values; and‘the anti-immigrant sentiment’come
at the highest interactions on Facebook, as shown in Figure 5. Twitter showed that
users are increasingly interacting with categories related to the white race and political
elites, as shown in Figure 6. The New Zealand attack, the El Paso incident, and their
association with Muslim and foreign immigrants have made users interact closely on
immigration issues, and it is the cause of terrorist incidents and even criticism of Muslim
immigration and their religious beliefs.

It is clear from the results summarized above that extremist right-wing ideologies
still exist on Facebook and Twitter, and retweeting and reposting are generating a
greater interaction and an increasing user interest. Moreover, the analysis of the form
of social media content revealed that extremist groups use illustrated images and
videos in addition to text to reach a broad global audience. Hence, it can be concluded
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that social media remains a vibrant platform full of content that fuels racism and hatred.
The findings of the study, therefore, provide a holistic understanding of how extremist
groups across three different Western countries utilize different social media platforms
to foster their ideologies.

Through a policy of content type design, this study showed that textual content,
and text and image combined, are the most used types of content by extremist groups
on Facebook and Twitter. For instance, extreme groups frequently share URLs endorsed
by images, which indicates that user involvement is higher in the text content of posts
that include particular terms (such as immigrants or Islam). Twitter provides an ideal
environment for the expansion of extreme right ideas through the reliance on extremist
groups retweeting practices which leads to a more heated discussion among Twitter
users (Crosset, et al., 2018). A space for debate and discussion among users has been
fostered by social media’s interactive features, which benefit the extreme right’s ability
to build digressive chances. Therefore, our study provides an in-depth analysis of how
different social media platforms afford extremist groups varying recruitment-related
activities based on the modalities.

By examining the ideological character and the formal features of messages extremist
groups share on two popular social media platforms concurrently, this study contributes
to the research theory on extremist ideologies online. Importantly, the ideology of
‘preserving the issues and rights of the homeland and the citizen’ was shown to be a
common one in each of the three countries, an important theme derived recurrently
in the existing research literature. By conducting a study crossing national boundaries,
we contribute to the theory on extremist right activities online.

The mobilization methods for extreme-right groups differ between online platforms
due to each platform’s legal regulations on harmful speech. Future research could focus
on a comparative study of cross-border extremist groups on other platforms, such as
8chan, Instagram, and TikTok. Moreover, future research could focus on how terrorists
use social media content to spread extremist ideology, focusing on the individual
experience on the Internet. Regarding defining the framework of the study, future
studies could combine content analysis with user comments on posts by extremist
groups.
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Abstract

The environmental problems of the 21 century have led countries to pay
attention to issues of sustainability. The UN Sustainable Development Goals have
encouraged member-states to strive for social, economic, and environmental
objectives through policies that address nature, poverty, peace, equality, and
diversity in society up to the year 2030. In recent years, sustainability became one
of the leading discourses of a commercial culture shaped by brands, in addition
to political, social, and economic fields. In this period, sustainability has also been
applied to the countries’ nation branding strategies. This article aims to analyze
the impact of sustainability on the formation of nation brand identity based
on European countries. As the research sample, the nation branding websites
of 27 European Union countries and Great Britain, Norway, Switzerland, and
Tirkiye were analyzed by a thematic analysis with a qualitative methodology.
The research highlights that Northern European nations, which have high scores
in the Sustainable Development Growth Index, are more successful in linking
sustainability to their nation brand identities. Ultimately, this article highlights
the expanding importance of sustainability in nation brand communication in an
effort to contribute to existing studies and practices in the field.

Keywords: Europe, nation branding, nation brand identity, sustainability,

thematic analysis

0z

21. ylzyillda diinyada yasanan cevresel sorunlar, devletlerin surdirilebilirlik
kavramiyla yakindan ilgilenmelerine zemin hazirlamistir. 2015 yilinda Birlesmis
Milletler tarafindan ilan edilen “Suirdiirilebilir Kalkinma Hedefleri”, Giye devletlerin
toplumsal, ekonomik ve gevresel hedefler dogrultusunda doga, yoksulluk, baris,
esitlik ve cesitlilik gibi alanlarda politikalar tGretmesini tesvik etmistir. Son yillarda
ise surdirilebilirligin politik, toplumsal ve ekonomik alanlarin yani sira, markalar
aracihgi ile sekillenen tiiketim toplumunun da énde gelen séylemlerinden biri

olarak yerlestigi dikkat cekmektedir. Bu siirecte sirdirilebilirlik olgusunun,
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tlkelerin ulus markalama stratejilerine de entegre edilmeye
baslandigi goriilmektedir. Bu calisma strdardlebilirligin
ulus marka kimliginin olusumu acisindan ne derece etkili
bir rol Ustlendigini Avrupa ulkeleri baglaminda analiz
etmeyi amaclamaktadir. Arastirma kapsaminda 27 Avrupa
Birligi tiyesi ile Birlesik Krallik, Isvicre, Norvec ve Tiirkiye'den
olusan 31 Ulkelik bir 6rneklem belirlenmis, bu tlkelerin ulus

markalama web siteleri nitel bir tematik analiz yontemiyle

seviyede kategorize edilmis olup, Kiiresel Strdurulebilirlik
Endeksi'nde st siralarda yer alan Kuzey Avrupa Ulkelerinin
strdurilebilirlik  hedeflerini  ulus marka kimliklerine
daha etkin bir bicimde entegre ettikleri ortaya ¢ikmistir.
Sonug olarak surdirilebilirligin ulus marka iletisiminde
belirginlesen roliine dikkat ¢eken bu ¢alisma, sturdurilebilir
ulus markalarin olusturulmasi cabalarina katki saglamayi

amaclamaktadir.

¢oztimlenmistir. Gergeklestirilen ¢dziimleme sonucunda Anahtar Kelimeler: Avrupa, ulus markalama, ulus marka

ulus markalar ve surdurilebilirlik baglantisi dort farkli kimligi, sirduralebilirlik, tematik analiz

Introduction

Since the early 2000s, nation branding has emerged as a unique marketing strategy
for countries to promote their cultural and economic assets. In contrast with previously

"

established marketing communications such as“destination branding,”place branding,”
or“city branding,” nation branding provides countries with a complex communication
strategy to publicize their products, attractions, and national brands to international
target audiences. Over the past two decades in the 215t century, nation branding has
become a key marketing activity for countries across the globe through the establishment
of governing bodies such as nation brand initiatives or offices set up by the country’s
political authorities. With its growing potential and importance, nation branding has
greatly contributed to countries’ political ambitions, in addition to helping meet their
commercial goals by generating soft power and strengthening the state’s public

diplomacy efforts (Gilboa, 2008; Rasmussen & Merkelsen, 2014).

Based on the contemporary developments in the field of nation branding, this
article aims to discuss the impact of sustainability in the formation of nation brand
identity. The notion of sustainability has made an impact on the strategic communication
of nation brands as well as their positioning in the globalizing world. Having been
discussed since the early 2000s as a movement to transform the world for the better
in terms of economic, social, and environmental conditions, sustainability was made
an agenda by the United Nations in 2015. Organized as Sustainable Development
Goals', the 17 goals were put forward by the member states, who claimed their dedication
to achieving the goals by 2030. This period also marked a growing interest in sustainability
in the market, as corporate brands were increasingly involved in developing sustainability
projects. As sustainability became a marketing discourse alongside global political
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initiatives, governments became engaged in integrating sustainability into their nation
brand identities. The goal of this paper is to evaluate how sustainability is utilized to
create a brand identity in nation branding. Existing literature mainly focuses on how
sustainability is used in organizations (Ki and Shin, 2015). Others have pointed out how
governments use sustainability to attract foreign investment and promote eco-tourism
(Frig & Sorsa, 2020; Hassan & Mahrous, 2019). As this paper will further discuss in the
literature review, studies on nation brands’ sustainability communication are limited.
Therefore, it is essential to offer a broad perspective on how sustainability is used in
nation branding. This paper sets out to bridge the gap in the existing literature by
carrying out a thematic analysis of how European countries use sustainability in their
nation brand communication. For this purpose, this article first engages in a conceptual
discussion of nation branding and sustainability. Following that, it will review the nation
branding activities of European countries through a thematic analysis to highlight how
sustainability is incorporated by governments in various ways as a component of their
nation brand identity.

Nation branding

The term nation branding was coined in 1996 by Simon Anholt, who suggested that
nations can be branded with strategies similar to those used to market products and
services (Anholt, 2011, p. 289). Anholt (1998, pp. 395-396) notes that countries already
attain certain brand images as a result of historical and cultural associations gained
over the centuries, yet the image of a brand should be systematically governed through
a process of strategic communication. Similarly, Olins (2002, pp. 243-244) argues that
nations are first and foremost historical phenomena that maintain their images over
centuries, such as the French revolution providing a national image for modern France
or scientific advancements in Germany that lead the audience to think about the
country as a rational nation. The nation’s image is impacted by a series of different
agents, such as a news item about the country, the achievements of the country’s
national brands, important people, political events, and even the latest movie that
depicts the nation in a specific way (O’'Shaughnessy & Jackson, 2000). Therefore, nation
branding aims to produce a truthful depiction of the nation, which forms the nation’s
brand identity (Dinnie, 2008, p. 18). The nation brand identity will enable the target
audiences to perceive the nation in the desired way, paving the way for the ideal brand
image to be actualized in the audience’s minds. In this respect, Dinnie (2008) points
out that nation branding can provide countries with the necessary means to differentiate
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themselves in the perceptions of the target audiences by defining the term as “the
unique, multi-dimensional blend of elements that provide the nation with culturally
grounded differentiation and relevance for all of its target audiences” (p. 15).

The existing literature on the subject illustrates that nation branding may help
countries to achieve certain political, economic, social, and cultural goals (Nas, 2021,
pp. 32-33). As noted above, nation branding is a highly political activity since it is
administered by governments according to their ideological standpoints. There may
be certain changes in the power structures of a country, where a certain political party
can win the elections and dominate the country’s communication with the foreign
public. Yet if the nation constantly changes the way it speaks to foreign audiences, this
will inevitably result in ambiguous messages. In this regard, nation branding enables
a country’s political bodies to discuss and agree on common values, traditions, and
ideas that constitute the nation. Regardless of the political party in power, nation
branding aims to sustain the image of the nation systematically and consistently.
Therefore, nation branding paves the way for countries to answer significant questions
regarding who the nation is and what its main characteristics are (Nas, 2017, p. 205).
These questions encourage countries to generate truthful messages regarding the
nation brand by providing a sense of unity for the domestic audiences. Various countries
have successfully negotiated their political identities with their citizens and conveyed
them to foreign audiences, such as Sweden’s “Open Skies Open Minds” campaign, which
underscores democracy and transparency as the country’s core political ideology
(Marklund, 2014), and Malaysia’s “Malaysia: Truly Asia” campaign, which emphasizes
that the country’s most valuable asset is its Asian culture (Bouchon, 2014).

In addition to a nation’s political aims, nation branding contributes to the economic
aims of a country. In this respect, the target audience of nation branding activities
includes tourists, investors, business people, international corporations, and foreigners
who may consider moving to a country to live or for education (Nas, 2021, p. 36).
Promoting the image of the nation also encourages cooperation between a country’s
national brands and its nation brand, as the reputation of the national brands can be
transferred to the nation brand image (White, 2012). Acommunication strategy based
on the nation brand’s national, industrial, economic, and financial assets can attract
foreign investors and skilled workers by providing the nation a “competitive identity”
advantage (Anholt, 2007, pp. 2-3). Examples of the economic aims of nation branding
involve projects such as Germany’s “Land of Ideas?” campaign, which focuses on German
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industry and innovation by inviting entrepreneurs from all over the world to invest in
the country; and Tiirkiye's “Turquality” project supporting national brands in their
exports and foreign investments3.

Thirdly, nation branding can contribute to the social and cultural image of the
country in the global arena. By promoting the country’s values, tradition, lifestyle,
music, art, literature, film, media, and ideology, governments actively engage in drawing
foreign public attention through their cultural and social attractions. In this regard, a
key term that accompanies nation branding’s cultural and social significance is “soft
power,” as theorized by Joseph Nye (2004; 2008). According to Nye (2008, p. 95),
international relations of the post-Second World War era are characterized by countries’
capacity for soft power, which refers to their cultural assets, rather than hard power,
which is the tangible military or economic weapons of a state. The success of the
Americanization of culture through the spread of global brands such as McDonald's,
Coca-Cola, and Nike, as well as the “McDonaldization of society” (Ritzer, 1983), have
highlighted American soft power, which was capable of countering the communism
of East Germany and the Soviet Union. Nation branding can generate soft power for
countries by promoting their cultural assets, historical significance, worldviews, and
ideological projections. For example, throughout the 2010s, Turrkiye's soap operas were
exported to many countries on different continents, resulting in a positive association
with the nation brand image (Larochelle, 2020; Yoriik & Vatikiotis, 2013). In other parts
of the world, Japanese anime culture or Korean pop music gained global popularity
and constituted the basis of Japan's “Cool Japan”strategy (Valaskivi, 2013) or the “Korean
Wave” (Jang & Paik, 2012). Finally, the increasing attraction of a nation brand’s cultural
symbols and products can provide governments with the means to engage in public
diplomacy more efficiently. Eventually, public diplomacy can enable a government to
realize its political, cultural, or economic ambitions by facilitating direct communication
with foreign publics and managing the country’s reputation (Rasmussen & Merkelsen,
2012, p. 812).

The process of branding a nation mainly involves four complementary stages: The
decision for the nation brand'’s positioning, the designation of the nation brand’s
identity, communicating to the target audience by also monitoring and analyzing the
nation brand’simage, and lastly, evaluating the performance of the brand by assessing
nation brand equity (Nas, 2021, p. 3). To carry out these procedures, countries initiate
responsible institutions or commissions with the participation of official government
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representatives, ministries, business organizations, brand ambassadors, advertisers,
and public relations experts. As the first step, the decision to position the nation brand
requires the assessment of competitors in the market and the target audiences. After
determining the competing nation brands and the target audience, the nation brand
identity is constructed by the nation brand’s textual and visual elements, such as the
slogan, logo, and story, that ideally reflect the country’s core promise and identity.
Communicating to the target audiences results in the formation of a certain nation
brand image, which needs to be assessed and analyzed according to the brand’s goals.
Finally, brand equity is achieved as the indicator of the strength of the nation brand,
which is measured by indexes such as Anholt-Ipsos and Brand Finance. According to
the Anholt-lpsos 2021 nation-brands index, Germany is the strongest nation brand,
followed by Canada and Japan®. The index measures the power of nation brands
according to categories including tourism, people, exports, culture and heritage,
investment and immigration, and governance, a formula called the Nation Brand
Hexagon.

Studies on nation branding also conduct critical analyses of the social, political, and
economic implications of the nation brand (Kaneva, 2011). Various studies have pointed
at nation branding as a tool to legitimize authoritarian government politics (Fauve,
2015, p. 111; Schatz, 2008, p. 61), spread colonialism (Mifo, 2022, p. 2763), commodify
national values (Aronczyk, 2013) and reproduce nationalist ideologies (Jordan, 2014;
Volcic & Andrejevic, 2011). Furthermore, recent studies on the social aspects of nation
branding have highlighted that the representation of national identities has been
highly patriarchal and far from achieving gender equality (Kaneva & Cassinger, 2022).
In this regard, critical approaches to the subject emphasize that nation branding should
depict a truthful narrative of the nation and prioritize issues including gender equality,
diversity, peace, and justice. It is important to note that critical responses to nation
branding parallel developments in fostering the idea of sustainability, especially in the
second half of the 2010s. As discussed conceptually in the following section and argued
according to the research findings, sustainability is becoming a key notion in the
formation of a nation brand identity.

The concept of sustainability

In the first two decades of the 21t century, various social movements emerged and
gained worldwide popularity by pointing at environmental problems and demanding
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change, such as the “Extinction Rebels” in Australia, “Fridays for Future”in Europe, the
“Sunrise Movement”in the United States, and the“People’s Climate March”in New York
City (Weder & Voci, 2021, p. 163; Thorson, Edgerly, Kligler-Vilenchik, Xu, & Wang, 2016,
p.4785). While sustainability gained popularity in sounding environmentalist concerns,
it later gained wider recognition as a moral compass and impacted brands and
corporations (Frank, 2017, pp. 311-312). Aiming to achieve development by being
sensitive toward the issues of equality, welfare, and justice, sustainability maintains
economig, social, and environmental goals (Sharma, Kaur, & Syan, 2021, p. 107). Economic
sustainability encourages corporations to increase production efficiency, minimize
energy consumption, and develop new markets with new products (Sharma, Kaur, &
Syan, 2021, p. 108). In this regard, corporations’ economic intentions merge with their
ecological goals, as sustainability requires considering the production and consumption
processes’ positive or negative impacts on the environment (Sharma, Kaur, & Syan,
2021, p. 113). Finally, economic and ecological sustainability should be complemented
by social sustainability, since economic growth should be viable, equitable, and bearable,
aiming at tackling social problems such as poverty and gender inequality (Sharma,
Kaur, & Syan, 2021, p. 114). With time, sustainability has been integrated into corporations’
social responsibility frameworks as a crucial goal (Pompper, 2015; Ott, Wang, & Bortree,
2016), offering an alternative to the existing system (Weder & Voci, 2021, p. 164),
sometimes referred to as “green modernity” (Beck, 2010).

Sustainability received global acknowledgment particularly after the introduction
of the United Nations Sustainable Development Program, which was launched by the
member states in 2015 (Weder & Voci, 2021, p. 164). Named “The 2030 Agenda for
Sustainable Development,’seventeen goals were put forward to tackle poverty, improve
education, and reduce inequality, in addition to the core goal of saving the environment®.
As sustainability became a crucial part of the inter-governmental politics of states and
also a part of corporations, “sustainability branding” emerged as a separate branding
activity that aims to communicate a firm’s sustainability goals to its target audiences
(Sharma, Kaur, & Syan, 2021, p. 164). Since the notion of “green consumers” (White,
Hardisty, & Habib, 2019) and “green consumption” (Roser-Renouf, Atkinson, Maibach,
& Leiserowitz, 2016, s.4763) emerged, pointing out consumer sensitivity toward issues
regarding social, environmental, and economic inequalities and injustices, brands
began to incorporate equality-oriented messages into their strategic communication
efforts. Furthermore, consumers’ attention was not only limited to environmental
concerns, but also spread to other problems and issues in society, as they began to
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make purchasing decisions based on political and ethical concerns (de Zufiga, Copeland,
& Bimber, 2014; Stolle, 2013). In this regard, sustainability branding differs from green
branding, as it also covers sensitive social issues in addition to environmental problems
(Sharma, Kaur, & Syan, 2021, p. 164). When applied appropriately, sustainability branding
can contribute to brand equity by influencing consumers’ purchasing decisions (Sharma,
Kaur, & Syan, 2021, p. 165).

As an outcome of the growing presence of sustainability in consumer culture,
organizations other than firms were also interested in integrating a sustainable approach
into their operations. Developed by Kiand Shin (2015, s. 37),“Organization Sustainability
Communication” (OSC) highlights the more inclusive and diverse application of
sustainability messages that are not limited to firms but also used by other organizational
bodies. In this regard, sustainability communication is also applied by non-profit and
higher education institutions (Ott, Wang, & Bortree, 2016, p. 674). Universities, in
particular, have effectively employed sustainability communication to highlight their
campus sustainability campaigns (Carpenter, Takahashi, Cunningham, & Lertpratchya,
2016, s. 4864; Ott, Wang, & Bortree, 2016, p. 683). In addition to these organizations,
sustainability has also been a crucial narrative for nation brands to communicate their
brand identity to target audiences. Governments attempt to connect to target audiences
by emphasizing their environmental commitment and eco-tourism (Hassan & Mahrous,
2019). Aiming to encourage sustainable development, governments use nation branding
to attract national firms to invest in sustainable businesses (Frig & Sorsa, 2020). Other
scholars have drawn attention to the impact of gender equality in shaping nation
branding messages (Kaneva & Cassinger, 2022; Larsen, Moss, & Skjelsbaek, 2021).
Countries’ scores in sustainable development goals are monitored by international
institutions, such as the Global Reporting Initiative (GRI), which sets up several
sustainability standards (Economic, Social and Environmental)®, and the Sustainable
Development Report, published by Sustainable Development Solutions Network and
Institute for European Environmental Policy. According to the Sustainable Development
Report, Finland, Sweden, and Denmark rank at the top in the 2021 Sustainable
Development Goals Index (SDGI) (Table 1).
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Table 1: Sustainable development goals index, 20217

SDG SDG | SDG SDG SDG
Index Country Index | Index Country Index Regions Index
Rank Score | Rank Score Score
1 Finland 80.8 18 .Slovak Rep 70.0 European Union 71.4
2 Sweden 80.6 19 Latvia 69.3 Northern Europe 80.6
3 Denmark 79.3 20 Portugal 69.1 EFTA Countries 75.1
4 Austria 78.0 21 Hungary 68.5 Western Europe 74.0
5 Norway 76.7 22 Spain 68.5 Baltic States 69.3
6 Germany 753 23 Italy 68.5 Southern Europe 68.3
7 Switzerland | 74.0 | 24 Croatia 68.0 Central and Bastern - ¢
Europe

8 Estonia 73.7 25 Lithuania 66.1 Candidate Countries 55.3
9 Slovenia 73.5 26 Luxembourg 65.8 Albania NA
10 France 72.7 27 Greece 64.8 Bosnia and Herzegovina NA
11 .Czech Rep 72.6 28 Malta 63.6 Liechtenstein NA
12 Belgium 72.5 29 Romania 61.6 Montenegro NA
13 Netherlands 72.1 30 North Macedonia | 59.9

14 Iceland 72.1 31 Serbia 59.3

15 Poland 71.0 32 Cyprus 58.6

16 Ireland 70.6 33 Bulgaria 57.6

17 United Kingdom | 70.2 34 Turkey 55.7

The GRI standards provide organizations with the means to report their progress
in sustainability goals in a reliable, transparent, and consistent way. The guidelines
offer various topics under three categories: environmental, economic, and social
impacts of sustainability. Organizations assess and report their progress in the topics
that are listed under three main standards. As part of the economic standards,
organizations report their progress in categories such as economic performance,
market presence, tax, anti-corruption, indirect economic impacts, anti-competitive
behavior, and procurement practices. Environmental standards cover materials,
supplier environmental assessment, energy, waste, environmental compliance,
emissions, biodiversity, and water effluents. Finally, social standards include
employment, labor/management relations, occupational health/safety, training/
education, diversity/equal opportunity, non-discrimination, freedom of association/
collective bargaining, child labor, forced/compulsory labor, security practices, rights
of indigenous peoples, human rights assessment, local communities, supplier social
assessment, public policy/customer health/safety, marketing/labeling, customer
privacy, and socioeconomic compliance®. As part of the research methodology, GRI
standards (Economic, Environmental, Social) are taken as criteria for coding to analyze
how nation brands reflect these standards to communicate their nation brand identity.
The existing literature on the subject shows that the studies analyzing the relationship
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between nation branding and sustainability are limited. In this regard, this article
aims to contribute to the existing literature by undertaking a thematic analysis of
nation brands’ sustainability communication in Europe.

Aim and Methodology

To analyze the relationship between nation branding and sustainability communication
in the 215 century, this article undertakes a thematic analysis of nation brand websites
in Europe.

Aim

This research aims to analyze the sustainability communication of nation brands in
Europe. It focuses on how countries disseminate sustainability messages from their
official nation branding websites. In exploring sustainability communication, this
research also aims to illustrate how nation brands use sustainability as an element of
their nation brand identity. Therefore, it is important to address the ways in which
nation brand websites publish content about economic, social, and environmental
sustainability to varying degrees. Accordingly, the following research questions were
established:

RQ1:How do the nation brands use sustainability in their nation brand communication?

RQ2:To what degree do the nation brands integrate sustainability in the formation
of their nation brand identity?

Method

To analyze the impact of sustainability on the formation of nation brand identity, a
thematic analysis was conducted on European countries. According to Scharp and
Sanders (2019), thematic analysis is “a qualitative method for identifying, analyzing,
and reporting patterns within a data corpus” (p. 117). Researchers apply thematic
analysis especially when they need to analyze and understand the patterns that emerge
from the data by generating codes and themes. Rather than intending to arrive at
generalizations, thematic analysis “minimally organizes and describes your data set in
(rich) detail” (Braun & Clarke, 2006, p. 6). The thematic analysis enables the researcher
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to point out and interpret the cultural dynamics behind the texts, statements, or
representations (Thomas, 2020, p. 149). The method is preferred by researchers for the
purposes of identifying, exploring, explaining, and comparing the themes that emerge
from the data (Guest, MacQueen, & Namey, 2012, p. 31). According to Braun and Clarke
(2006, p. 87), thematic analysis can be conducted in six main steps. The researcher first
familiarizes himself/herself with the data by reading, re-reading, and taking notes,
generates initial codes, searches for themes, reviews the themes, defines and names
the themes, and finally produces a report by writing academic work. Following Braun
and Clarke’s methodological perspectives, thematic analysis was applied in this research
to the sustainability communication of European countries.

For the aim of providing proper analyses and explanations for these research
questions, several sampling and coding steps were taken following the thematic analysis
method. Sustainability communication is a growing trend in how nation brands represent
their promises to target audiences. This research’s sample was limited to European
countries in order for data to be moderately limited and to be more manageable in
terms of coding. The sample of European countries was determined by the 27 European
Union member countries and an additional four countries (Great Britain, Norway,
Switzerland, and Turkiye), which are not EU members but maintain close geographic,
cultural, and economic ties to the EU. Based on this research sample, data were retrieved
through the nation brands’ official websites, which were gathered in September 2022.
Nation brands use the internet in a variety of ways, as most of them are active on Twitter,
Facebook, or Instagram, etc. However, the data from social networking sites were
excluded from the research as the amount of data from these platforms is huge, which
makes it difficult for qualitative analysis to handle. Therefore, the data was limited to
the nation brands’websites, which are considered the main platform for nation brands
to define their nation brand identities for target audiences.

After getting familiar with the data by observing the nation brands’ websites,
according to the thematic analysis method put forward by Braun and Clarke (2006),
initial notes were taken and themes were searched for according to the coding criteria
described below:

Coding Criteria 1: How does the nation brand mention sustainability on its website’s

main page? This criterion aims to analyze how nation brands prioritize sustainability
by reflecting it through textual and visual brand identity elements.
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Coding Criteria 2: How does the nation brand mention sustainability in its posts
(other than on the main web page)? This criterion aims to analyze the amount of focus
given to sustainability on nation brand websites and their subject matter.

Coding Criteria 3: Which GRI standards (Economic, Environmental, Social) are
mentioned and highlighted by the nation brand? This criterion aims to analyze how
the posts are integrated with the GRI standards and construct the nation brand identity.

In searching for recurring patterns that will collate certain themes, the data were
analyzed according to three main coding criteria. When observed on the nation brand
websites, there appear three main approaches regarding the ways in which sustainability
is mentioned by the nation brands. There are nation brands that do not mention
sustainability, that highlight sustainability on their main page, and that mention
sustainability not on their main page but in other posts. The initial observations and
re-readings of the websites illustrate the different ways nation brands use sustainability
in their communication efforts (RQ1). Furthermore, the positioning of sustainability
messages on nation brand websites highlights that certain nation brands put more
emphasis on sustainability and tend to integrate sustainability goals into their identity,
whereas others do not prioritize sustainability but also do not ignore the notion and
pay it some attention in their posts (RQ2). In the end, the analysis focuses on how nation
brand websites highlight sustainability on their main pages.

To generate a better understanding, the main pages of the websites were qualitatively
analyzed in terms of the amount of sustainability content mentioned and the textual/
visual brand elements compatible with sustainability. In the second step, a similar
procedure was performed for the nation brands that do not highlight sustainability on
their website’s main page but in posts published further into the website. In the third
coding criteria, the nation brands were evaluated in terms of the GRI standards for
sustainability. GRI highlights three dimensions as standards: economic, environmental,
and social sustainability. Therefore, the nation brands’ websites were analyzed in terms
of how they reflect one or more GRI standards, which indicates the degree to which
they integrate sustainability goals in their nation brand identity (RQ2).
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Findings

After the analysis of the data with the determined codes, four themes were generated,
displaying four different ways in which nation brands approach sustainability in the
formation of their nation brand identities. A descriptive analysis was conducted on
four different themes and proposed through tables. The descriptive analysis offers
concrete insights about the websites’ headings, sub-headings, posts’ titles, and the
varying modes of sustainability presented in the posts. The themes were then analyzed
in a detailed way to point out how they reflect the coding criteria and meet or lack
sustainability standards to varying degrees. The first theme (nation brands with very
strong sustainability association) illustrates nation brands that emphasize sustainability
on the main pages at the forefront of the website and mention economic, environmental,
and social sustainability in posts linked to main page entries (Table 2). These countries
are successfully evaluated in terms of integrating sustainability into their nation brand
communication.

Table 2: Descriptive analysis of nation brands with very strong sustainability association

Nation Website SDGI Coding Criteria Coding Criteria Coding
Brands Index 1 2 Criteria 3
Heading: Welcome to
Sweden.
Sub-Headings: Openness
in Sweden, Democracy Titles for sample posts
in Sweden, Sweden’s include: Sweden and
national minorities, The sustainability, Energy use
average Anderssons, in Sweden, 10 ways for
Sami in Sweden, Work- greener future, Swedish Economic,
life balance, Swedish recycling and beyond, environmental,
Sweden https:// ) school system, Gender Swedish architecture, social
sweden.se equality, Elderly care Swedish design, Making sustainability
in Sweden, Sustainable | fashion sustainable, Swedish | are manifest in
Sweden, Making fashion innovations, Sustainable the posts.
sustainable, Sustainable business, Swedish
business, Swedish design, monarchy, 10 Swedish
Sweden and sustainability, superwomen, Starting a
10 ways to a greener business in Sweden.
future, Energy use in
Sweden, Swedish recycling
and beyond.
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Denmark

https://
denmark.dk

Heading: Once we were
brutal Vikings. Now we
are one of the world’s
most peaceful societies.
Welcome to Denmark.
Sub-Headings: Nation of
cyclists, Gender equality,
Pioneers in green energy,
Let’s go green together,
Danish work-life balance,
Innovation.

Titles for sample posts
include: Denmark and
the World, Suatainability
in Denmark, Quiz: Green
Living in Denmark,
The Danish approach to
innovation and design,
Denmark is a laboratory for
green solutions, Why are
Danish people so happy?,
Danish architecture in
Denmark and around the
world, Urban solutions,
Denmark on a journey
to build a society for
everybody, The Danish
labour market, Danish
society and the business
environment, Denmark
and Human Rights, Why
Denmark is a great place
to live.

Economic,
environmental,
social
sustainability
are manifest in
the posts.

Germany

https://www.
germany.
travel

Heading: Germany Simply
Inspiring.
Sub-headings: Together
We Care, FEEL GOOD:
Sustainable Travel in
Germany, Sustainability
and barrier-free.

Sustainable accommodation

Titles for sample posts
include: Discover
Germany — the accessible
holiday destination, Feel
Good in Germany, Cities:
Innovative and Social,
Natural Landscapes:
Unique and Well-Protected,
Sustainable enjoyment -
traditional and innovative,

- diverse and comfortable,
Comfortable and climate-
friendly rail travel to
Germany, Sustainable
discoveries - vibrant and
exciting, Sustainable travel

- climate-friendly and

Economic,
environmental,
social
sustainability
are manifest in
the posts.

comfortable.

The second theme (nation brands with high sustainability association) refers to the
nation brands that approach sustainability as an important phenomenon by fulfilling
at least two GRI standards, yet fall short of fully integrating sustainability into their
nation brand identity (Table 3). These nation brands use sustainability not as an integral
element of their nation brand but as an accompanying factor.
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Nation Website SDGI Coding Criteria Coding Criteria Coding Criteria
Brands Index 1 2 3
Heading:
Happiness: It’s in Titles for sample posts
our nature: The include: Travel sustainably
T ' happiest country in | Make mindful f:hoice; as Environmental,
= https://www. | the world. you travel, Cycling holiday Social
£ visitfinland.com/en/ Sub-headings: in Finland, 8 stores to visit .
. Finnish moments | for Finnish design icons & sustainability.
of happiness, 11 future classics, Practical
sustainable travel tips for travelers.
tips.
Titles for sample posts
include: My Swisstainable
= Heading: We Journeys, Sustainable
£ . need Switzerland. Gastronomy, Sustainable .
% https: [forww. Get inspired now! travel by public transport, EnVIronlﬁental,
2 myswitzerland. 7 Sub-headines: Sustainabl Social
= com/en/ uv-heacings: ustamab e summer sustainability.
% 100% women, activities, Sustainable
Sustainability. cities, Switzerland
Mobility, Barrier-free
travel.

The third theme (nation brands with medium sustainability association) points to

the countries which do refer to sustainability on their main pages, and mostly use the

notion in posts to promote their tourist attractions and by emphasizing only one GRI
standard (Table 4).

Table 4: Descriptive analysis of nation brands with medium sustainability association

Nation Coding . D Coding
Brands Website SDGI Criteria Coding Criteria Criteria
Index 2
1 3
Titles for sampl ts include:
Heading: es for sample posts inc ude
Our national labelling scheme:
- Embrace . . :
= . Visit a destination with a focus .
= https://www. Autumn in S Environmental
2 .. 5 on sustainability, Become a better S
S visitnorway.com/ Norway. Sub- . . sustainability
Z. g traveler: 9 tips for responsible
headings: -
Sustainabilit travel, THE sustainable
ustamabtitty: Lysefjorden in Ryfylke.
. Titles for sample posts include:
Heading: mplep .
Green hospitality, Sustainable
Naturally . .
e Tiirkive tourism, Green transportation,
2 . N UNESCO cultural and natural Environmental
= https://goturkiye.com/ 34 Sub- . . S
= . heritage, Sustainable gastronomy, | sustainability
= headings: 8 .
.o Sustainable events and festivals
Tirkiye .
L and Eco-certificates and eco-
Sustainability.
labels.
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Heading: You
deserve Spain.

Titles for sample posts include:
Nature and sustainability,

-E https://www.spain. 2 Sub Four sustainable activities Environmental
& info/en headings: you can do near Malaga, Eco- sustainability
Noneg ’ friendly souvenirs, Enjoy 100%
’ responsible tourism.
Headine: Titles for sample posts include:
Harves%. 6 tips for sustainable travel in
b . Greece, Four up and coming .
51 https:/www. #winegrapes. . L Environmental
e Visitereece. ot/ 27 Sub- sustainable destinations in Greece, sustainabilit
O g 8 headings: Cycling in Greece and bike y
Noneg ’ friendly label, Health benefits of
’ Meditarrenean diet.
Titles for sample posts include:
Heading: Campania Parks: sustainable
Come to live | tourism in the region’s protected
=z . o Italian. area, FattorMia, the start-up Environmental
g hitps://wwiw.italia.it/en 23 Sub- for sustainable and smart farm sustainability
headings: holidays and weekends, Sicily’s
None. green tourist marinas: Blue Flag
sustainability.
s Titles for sample posts include:
g Heading: 9 tips for a sustainable stay in
g Welcome to
S . Cornwall, The pick of Britain’s
&0 another side . .
g https://www. 17 of Britain most sustainable places to eat, Environmental
= visitbritain.com/gb/ Sub ’ Top tips for feel-good sustainable | sustainability
£ headines: travel in Britain, Like Cornwall’s
;S Noneg ’ coastal beauty, love its sustainable
’ traditions.
Heading:
Ili)r(frllzze Titles for sample posts include:
Sub ’ Parisian florists who practice the
° .
= https://www.france. headings: art of susta}lnable bouguets, 7 Environmental
s fr/en 10 Eight best eco-responsible ways to preserve sustainability
=~ ractices the beauty of the coastline, 6
lzo travel sustainable travel tips for foodies
sustainably in in France.
France.
Heading: . .
- I;;(li;ﬁg Titles for sample posts include:
= Stories Rotterdam pioneer hub of
TR; https://www.holland. 13 Sub- ’ sustainability, The 11 Michelin Environmental
% com/ headings: Green Star restaurants of the sustainability
> C cling ’ Netherlands, Hotel Jakarta: the
Greei/ler c?t,ies greenest hotel in the Netherlands.
Heading:
More to . .
Explore Titles for sample posts include:
% https://www. 8 SI:lb ’ Chadwick Lakes, Salina Nature | Environmental
s visitmalta.com/ headines: Reserve, Buskett Woodlands, A sustainability
Sus tainagbl.e Taste of Wardija.
Malta.
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Heading: Titles for sample posts include:
= Feel the Experts for sustainable aquaculture
'é https://www.austria. 4 Winter Love. | and fresh vegetables from Vienna, | Environmental
: info/en Sub- Experience sustainable cuisine sustainability
headings: in Carinthia, Landhofmiihle in
None. Burgenland: Naturally sustainable.
Titles for sample posts include:
Heading: Less Plastic, More Sustainability,
From Garden | Slovenia featured on Sustainability
- to Heaven. | Leaders, Forests reflect Slovenia’s
= . . My Way. attitude towards sustainability, .
g https.//\;&;\xf/c\:\//.esriovenla. 9 Sub- Slovenia - green and on the path iﬁ:;;?::;?l?:al
7 headings: of sustainability, Slovenia Green Y
Discovering —anew film about Slovenia’s
green sustainability, Slovenia is the
Slovenia. first country in the world with a
sustainability rating.
Titles for sample posts
Heading: include: Sustainability plan,
Where Saaremaa, a sustainable island
.E https://www. expectations destination, Estonia’s Michelin Environmental
S . o : 8 meet reality. Green Star recipients, For the S
@ visitestonia.com/en . sustainability
= Sub- green traveler, Top sustainable
headings: holiday destinations in Estonia,
None. A sustainable seven-day tour of
Estonia.

Finally, the fourth theme (nation brands with low sustainability association) shows
the nation brands which do not have or have very limited content in terms of sustainability
on their websites (Table 5). In the meantime, three countries (Portugal, Belgium, and
Czechia) were excluded from the analysis since they do not have properly established
nation branding websites.

Table 5: Descriptive analysis of nation brands with low sustainability association

Nation . SDGI . - . - . -
Brands ‘Website Index Coding Criteria 1 Coding Criteria 2 Coding Criteria 3
Heading: Poland: Titles ‘for sample posts include:
o Sustainable summer adventures .

5] https://www. Cities worth . . 1 Environmental

= . . in Poland, A Guide to L6dz: o

= poland.travel/ 15 discovering. . e sustainability

£ N Sub-headings: National Geographic’s “Best (limited)

¢ u Non gs: of the World” Sustainable ¢
one. Destination in 2022.

e Heading: Travel Titles for sample posts include: | Environmental

5 https://www. through time. . . S

= . 16 R How to travel sustainably in sustainability

[ ireland.com/en/ Sub-headings: .

= Ireland. (limited)

None.
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Titles for sample posts include:

= ing:
= https://www. H.eadmg.'Real Eco-Friendly Day in Lithuania: Environmental
= . . is Beautiful. . . S
= lithuania.travel/ | 25 . Electric Transportation, Plant- sustainability
= Sub-headings: . . .
= en/ Based Culinary Heritage, and (limited)
~ None. .
Sleeping on Eco-Farm.
o0 4 i .
£ . Heading: Welcome Titles for sample pos.ts m_c}ude. _
S https://www. Luxembourg Sustainability Environmental
2 .. to Luxembourg! S
£ isitluxembourg. | 26 . Forum, Free travel throughout sustainability
5 Sub-headings: . . ..
= com/ the country with trains, buses (limited)
= None.
- and trams.
. Heading:
] https:// Wellspring of
- visithungary. 21 Wonders. No content
E com/ Sub-headings:
None.
- Heading:
z https://www. Explore Latvia.
= latvia.travel/en 19 Sub-headings: No content
None.
= . Heading: #Good
% http s/ Idea Slovakia.
> slovakia.travel/ | 18 . No content
2 en Sub-headings:
n None.
- Heading: Autumn
£ https://croatia. in Croatia.
<
S- hr/en-gb 24 Sub-headings: No content
None.
= . Heading:
= http s/l Discover Bulgaria.
&0 bulgariatravel. 33 Sub-headings: No content
= = .
A ore None.
- Heading:
= https:/ Romania: Natural
E omaniatourism. | 29 and Culture. No content
& com/ Sub-;lIeadings:
one.
- https://www. Heading: A Fusion
= . .
£ visitcyprus. of Experiences.
& com/index.php/ 32 Sub-headings: No content
]
en/ None.
=
g
£ N/A 20
o
-
£
B0 N/A 12
D
=2}
=
=
g N/A 11
N
o
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Sustainability as the core of nation brand identity

The first theme that emerges, according to the thematic analysis, points at the nation
brands that successfully manage to integrate sustainability into their identity. In this
regard, Sweden, Denmark, and Germany are two nation brands with a strong emphasis
on sustainability. Both countries explicitly refer to sustainability on their website’s main
pages in a clear way. For example, Sweden’s website’ emphasizes two main subjects:
“Life & people in Sweden” and “Sustainable Sweden.” Under the tab “Life & people in
Sweden"there are several pages, including Openness in Sweden, Democracy in Sweden,
Sweden’s national minorities, The average Anderssons, Sami in Sweden, Work-life
balance, the Swedish school system, Gender equality, and Elderly care in Sweden.
Although these pages are not directly positioned under the “Sustainable Sweden”tab,
their content is closely related to Sustainable Development Goals as addressed by the
UN. Openness in Sweden and Democracy in Sweden pages inform the reader about
the core political identity of the Swedish nation brand, which is at the same time
mentioned in UN social development goals. Additionally, the pages inform the readers
about how daily life is experienced in Sweden by explaining how an ordinary Swede
lives (The average Anderssons), the experience of multiculturalism (Sami and other
national minorities), the welfare of individuals maintaining a work/life balance, women’s
rights, gender equality, the rights of elderly citizens, and the education system. By
informing readers about the main characteristics of Swedish public life, the country
aims to promote itself as a sustainable nation with a focus on equality, welfare, democracy,
transparency, and peace. Furthermore, social sustainability is accompanied by economic
and environmental sustainability on the tab “Sustainable Sweden,” which provides
insights on sustainable fashion, sustainable business, a greener future, energy use in
Sweden, and recycling in Sweden. Under these tabs, the content focuses on the kinds
of opportunities offered by the nation brand centered around sustainable development
in business and the environment.

The other country with a successful nation brand identity association with
sustainability is Denmark. Its website'® opens with the following statement: “Once we
were brutal Vikings. Now we are one of the world’s most peaceful societies. Welcome
to Denmark” The page links to content where the history of Denmark is narrated.
Although the statement doesn’t directly refer to the notion of sustainability, it indicates
that the nation brand is self-confident and open to self-criticism about its past issues
and problems. By engaging in such criticism, Denmark aims to put forward a contrast
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between the past and present, and to emphasize its current peaceful society, which is
a reference to sustainable development goals in terms of social sustainability. Below
the heading, various tabs elaborate on the sustainability goals of the country. For
example, in“A nation of cyclists,” cycling is highlighted as a crucial element of the Danish
lifestyle, referring to Denmark’s ambitions for a sustainable environment and social
life. In “Gender Equality: An incomplete success,” gender equality is underscored as a
core value of Danish life. It is discussed as an ambition that is not yet fulfilled, but the
nation brand shows its determination to eradicate gender inequality. The following
tab,“Pioneers in clean energy,” highlights Denmark’s economic investments in renewable
energy, and the tab “Let’s Go Green Together” makes the following call to uphold
environmental and economic sustainability as core ambitions of the nation brand:
“Denmark has high ambitions when it comes to the green transition. We hope you will
join us!” The tabs further below the main page of the website include entries about
“The Danish work-life balance” and “Innovative for more than a thousand years,’
emphasizing the innovative and peaceful lifestyle that Danish people experience.
Although Denmark does not explicitly refer to the notion of sustainability on its main
page, the entries manage to attain the utmost associations with sustainability in their
content. In sum, Sweden and Denmark, as countries ranked second and third on the
Sustainability Development Goals Index, manage to communicate sustainability
messages in terms of social, environmental, and economic goals. The sustainability-
related communication of these nation brands illustrates that sustainability is positioned
as the core value of their nation brand identities.

Ranking sixth on the Sustainable Development Goals Index, Germany’s nation brand
website' highlights the “Together We Care” slogan on the landing page, which links
to the “FEEL GOOD: Sustainable Travel in Germany” post. The posts under the page
include content about German cities designed according to renewable energy, well-
protected natural landscapes, organic food, biodiversity, and rail travel. In addition, the
page provides a “myclimate CO2 calculator,” which calculates the CO2 footprint of a
journey according to information provided by readers. The analysis of the nation brand
website contents in this research shows that Germany is one of two nation brands (in
addition to Switzerland) emphasizing accessibility for people with disabilities under
the tab on the main page, “Sustainability and barrier-free!” Under “Discover Germany
- the accessible holiday destination,” the post informs the reader that the country is
wholly accessible for visitors with disabilities. The page further provides information
for potential visitors with different varieties of disabilities, including restricted mobility,
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visual impairment, hearing loss, deafness, learning difficulties, allergies, and food
intolerances. In sum, Germany centers its nation brand on sustainability by employing
three strategies through its website: the “Together we care” tab, which is highlighted
at the top of the main page, the “Feel Good: Sustainable Travel in Germany” tab in the
middle of the main page, and finally the “Sustainability and barrier-free” tabs below
the“Feel Good"tab. The nation brand’s sustainability communication based on economic,
environmental, and social sustainability highlights that Germany prioritizes sustainability
as a core nation brand identity.

Sustainability as accompanying nation brand identity

The second category of nation brands as analyzed in this research points out the
countries that recognize sustainability as an important goal but fall short in highlighting
sustainability in their communication efforts compared to the countries in the first
category. In this regard, Finland’s website'? opens with the heading, “Happiness - it's
in our nature. The happiest country in the world.” Following this theme of happiness,
the website’s main page is designated with pages that illustrate “Finnish moments of
happiness,’ such as “rejuvenate in sauna,”“reconnect with nature,”“cherish the cold,’
and“see your first northern lights.” On the Finland web page, thereisan“11 Sustainable
Travel Tips” post that is located at the bottom of the page, under the tab “the latest
from us."This post provides the reader with information about how to travel in Finland
sustainably and introduces the label, “Sustainable Travel Finland,” used by local stores,
restaurants, and other related businesses as an indicator of their environmental and
social sustainability. Even though Finland ranks first on the Sustainable Development
Goals Index, sustainability is not fully integrated into the nation brands’ sustainability
communication. The notion of “happiness”is significant in terms of maintaining peace
and well-being in society, which is compatible with social development goals. However,
the happiness entries are only related to the country’s natural features as touristic assets
and do not provide a view into the Finnish lifestyle. Furthermore, the website only
focuses on environmental sustainability by pointing out the country’s natural features,
with a limited emphasis on social sustainability through the notion of “happiness”and
no emphasis on business opportunities and economic sustainability.

Seventh on the Sustainable Development Goals Index, Switzerland initiates its

sustainability communication in a way that is similar to Finland to accompany their
nation brand identity. In this regard, the Switzerland website’s main page is mostly
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focused on content regarding the country’s natural, historical, and other touristic
attractions. The website mentions sustainability below the main page, under the
“Sustainability” tab. The other content about social sustainability is highlighted near
the sustainability tab. Here, the website introduces the “100% Women” label, which
highlights that the country is a safe and ideal place for women to travel. Under the
“Sustainability” tab, the content highlights the slogan “Swisstainable — sustainable
travel in Switzerland.” By listing Swiss achievements in recycling, mobility, air quality,
food, and natural conservation, the page focuses on Switzerland’s potential for
sustainable tourism. Although the tab “Swisstainable” creatively combines the Swiss
nation brand with the goal of sustainability, the emphasis is largely put on the country’s
environmental potential with the use of the term “sustainable tourism,” rather than
social and economic sustainability goals. Nevertheless, the Swisstainable label can
potentially be used to refer to other areas of sustainability in the future by expanding
sustainability communication, especially on the Swiss websites’ landing pages.

Sustainability for branding destinations

The third category of nation brands applies sustainability communication in a limited
way, since they do not tend to integrate sustainability as a core value of their nation
brand identity, but rather use the discourse of sustainability to brand their tourism
assets, particularly their natural and historical attractions. Thus, this category of nation
brands applies sustainability in their communication to promote their destinations
with natural significance and to emphasize the beauty of these tourist attractions. On
many of these websites, sustainability is not highlighted on the landing web pages or,
in the case of Norway and Turkiye, sustainability is mentioned on the main web page
but mainly from an environmental perspective, illustrating the countries’ natural
landscapes. Rather than showing their advancements in terms of transforming their
businesses, economy, society, and nature according to sustainability goals, this category
of countries uses sustainability as a technique to brand their attractive destinations.

To provide some examples, Norway ranks fifth on the Sustainable Development
Goals Index but lacks sustainability communication on its website. Norway'’s website'
opens with a seasonal greeting,“Embrace Autumn in Norway,’and the heading“Amazing
adventures await” is highlighted. The posts below point to the country’s natural and
historical assets, such as museums, places to visit, art, sports, skiing, and the Northern
Lights. At the bottom of the page under the “Info” tab, there is a“Sustainability” button
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that directs the reader to Norway'’s sustainability messages, with the post “Visit a
Destination with a Focus on Sustainability.” The post informs the reader about the
initiative“Sustainable Destination," which is a label for Nordic countries. The page refers
to several labels that can be used by travelers in search of sustainable experiences,
such as“Ecotourism Norway,” the ecolabel “Nordic Swan,””Eco-Lighthouse,”“Green Key,”
“ISO 14001,"and “Blue Flag."The post provides information about sustainability as part
of Norway'’s national identity, yet it is focused on environmental sustainability without
any reference to social and economic sustainability. In a similar way, the Turkiye website
also launches by highlighting the country’s natural and historical assets, including
“Naturally Turkiye,”Turkish Riviera,”“Istanbul is the New Cool,”and “Turkaegean: Coast
of Happiness.” Among these tabs, “Tiirkiye Sustainability”is also mentioned, with links
to a series of posts listed under “Sustainability: Go Tirkiye. The content provided on
this web page offers readers information about “green hospitality,"“sustainable tourism,’
“green transportation,””"UNESCO cultural and natural heritage,”“sustainable gastronomy,”
“sustainable events and festivals,” and “eco-certificates and eco-labels.” Although
sustainability is frequently mentioned in these posts, similar to the Norwegian nation
brand identity, the Turkiye identity is also limited to popularizing the country’s natural
assets and issues regarding environmental sustainability. Unlike the previous category
of countries integrating sustainability in their nation brand identity or approaching it
as a crucial brand identity element for at least two global sustainability goals, the
countries categorized under the third theme (including Tiirkiye, Norway, Greece, Spain,
Netherlands, United Kingdom, Italy, France, Malta, Austria, Estonia, and Slovenia)
mention sustainability on their websites in a variety of ways, but it is largely limited to
the environmental sustainability context through the branding of natural attractions.

Finally, there is a fourth theme: countries with limited analysis of environmental
sustainability or no mention of sustainability on their websites. These countries mention
sustainability on their websites in a limited way through a few blog posts or do not
mention sustainability at all, which visibly distinguishes them from other nation brands.

Discussion and Conclusion

In recent years, sustainability has proved to be a significant concept recognized by
states across the globe. Countries have so far declared their commitment to sustainable
development goals and activated several policies toward this end. This article argued
that nation branding provides countries with an opportunity to communicate their
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sustainability goals to the rest of the world. In this regard, this article aimed to analyze
how sustainability is communicated by European nation brands and the degree to
which this notion was integrated into the nation brands’identities. The outcome of the
analysis illustrates that 17 countries refer to sustainability on their websites to varying
degrees, whereas 11 countries do not mention this concept. The nation brands that
integrate sustainability into the core of their nation brand identity (Sweden, Denmark,
Germany) and the nation brands that prioritize sustainability as something that
accompanies their identity (Switzerland, Finland) are also ranked among the top 10
countries on the Sustainable Development Goals Index. The exceptions are Norway,
Austria, Slovenia, and Estonia, countries that rank among the top 10 but do not apply
sustainability communication frequently compared to other nation brands. The third
and fourth categories of countries (other than Norway, Austria, Slovenia, and Estonia)
rank between 10 and 40 in the SDGI. Hence, it is possible to argue that countries with
high SDGI scores are more likely to communicate sustainability in their nation branding
messages and integrate this notion into their nation brand identity more effectively.

Using sustainability branding to communicate sustainability messages to target
audiences is a tool utilized by nation brands that are actively engaged in government
policies focused on sustainability (Sharma, Kaur, & Syan, 2021, p. 164). The results of
the research show that there is a substantial number of nation brands, as shown in
Table 5, which do not make any references to sustainability. This finding shows that
sustainability communication is not considered a main approach to nation branding.
This result also highlights the need for a well-structured set of policies to be communicated
to targeted audiences in order to achieve sustainability communication. As pointed
outin the existing literature, nation brands which manage to form a“social responsibility
framework” (Pompper, 2015; Ott, Wang, & Bortree, 2016) in national policies incorporating
social, economic, and/or environmental goals perform better in sustainability
communication. Even with the advancements in this area, the research shows that
sustainability communication does not offer an alternative to the existing system of
relations, which is against what Weder and Voci (2021, p. 164) discussed in terms of
sustainability trends. Another conclusion can be reached by examining the geographical
distribution of the nation brand-sustainability relationship. The emphasis on sustainable
communication is enhanced especially in Northern Europe, whereas in Central and
Southern Europe, the association between sustainability and nation brand identity is
weaker. Examining the connection between geography and politics reveals the diverse
ideologies of nations. For example, the Scandinavian region is especially successful in
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its sustainability endeavors and in encouraging civil society to bring about economic
and social progress.

There are, however, several limitations and problems with these arguments that
can be addressed by future research. As noted by several scholars in the field, nation
branding may not always convey truthful reflections of the countries, which necessitates
deeper cultural analysis on the subject and researching how sustainability goals are
practiced by the countries that emphasize this notion, as well as how their citizens
embrace these values. One should be cautious that sustainability can be used by nation
brands as a marketing trick, rather than reflecting what is taking place in reality.
Additionally, since this research is based on the analysis of nation brand websites, other
communication platforms, especially YouTube, Instagram, and Twitter, can be evaluated
for a more complex analysis of the sustainability communication of nation brands.
Finally, the analysis only points out the sustainability communication of nation states
in 2022, and there may be changes in how nation states can apply further communication
strategies and enhance sustainability values in their nation brand identities. This is a
shift that can be addressed in future research.

Endnotes
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Oz

internet cerezleri, web sitelerinin kullanici deneyimini artirmaya yénelik hizmetler
saglarken, aynizamanda, cevrimigi gozetleme faaliyetlerinin de 6ncii araglarindan
birisi haline gelmistir. Ozellikle son yillarda kisisel veriler {izerine hassasiyetin
artmasi, dijital mahremiyet tartismalari ve yurirlige giren yasal diuzenlemeler
cerez kullanimina iliskin birtakim endiseleri de beraberinde getirmistir. Yasal
cercevede, web sitelerinin ¢alismasi icin zorunlu olmayan cerezlerin kullanimi
icin kullanicilarin acik riza vermis olmasi gerekmektedir. Arastirma buradan
yola cikarak, ¢erez kullanimini analiz etmek icin 11 Mayis 2022 ile 19 Mayis 2022
tarihleri arasinda Turkiye'nin en cok ziyaret edilen 50 haber sitesini incelemistir.
Elde edilen veriler, haber sitelerinin hepsinin kullanicilar herhangi bir aktif irade
beyan etmeden onlarin cihazlarina zorunlu olmayan cerezleri yerlestirdigini
gOstermektedir. Sitelerin lgte biri cerez kullanima yonelik herhangi bir aydinlatici
bildirim dahi sunmamaktadir. Cerez kullanim bildirimi sunanlarin ise yarisi
siteyi ziyaret etmenin cerez yerlestirmek icin gecerli bir neden oldugunu iddia
etmektedir. Calismanin, hem yasalara hem de etik degerlere uyan; dirust,
manipulasyondan uzak, kullanicilara ve onlarin tercihlerine saygih cerez kullanim
sistemlerin gelistirilmesi icin farkindalik olusturmasi beklenmektedir.

Anahtar Kelimeler: Cerez, web sitesi, kisisel veri, mahremiyet, acik riza

Abstract

While Internet cookies provide services for enhancing users’ experiences on
websites, they have also become one of the leading tools for online surveillance.
Particularly in recent years, increasing awareness levels about personal data,
digital privacy studies, and legal regulations have raised concerns about the use
of cookies. According to the legal framework, users must give explicit consent for
the use of cookies that are not necessary for the functioning of a websites. From

this point of view, this research examines Turkiye’s 50 most-visited news websites
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between May 11, 2022, and May 19, 2022, to analyze their
use of cookies. The data obtained show all news sites to
have set non-necessary cookies on users’ devices without
obtaining their explicit consent. One-third of the sites
didn’t even provide any clarification statements regarding
the use of cookies. Half of the sites that provide cookie

usage statements were identified to claim visiting the site

as a valid reason for setting cookies. The study is expected
to raise awareness for the development of cookie usage
systems that comply with both laws and ethical values of
being honest, non-manipulative, and respectful to users
and their choices.

Keywords: Cookie, website, personal data, privacy, explicit

consent

Extended Abstract

Cookies are small text files that facilitate the information exchange between a remote
server and the device accessing the information. In 1994, Lou Montulli and John
Giannadrea invented HTTP cookies while working at Netscape to enhance website
user experience. Montulli and Giannadrea placed a file on the user’s device to remember
which products were added to the shopping cart and kept the product information in
that file. Each time the user visits the shopping site, the remote server communicates
with the user device and reads the text in the cookie, which contains information about
the products in the basket. Engineers did not find it necessary to obtain permission
from users when placing cookies. Over time, the dramatic increase in Internet access
and the growth of the digital industry have allowed cookies to be used for different
purposes.

Currently, cookies are classified into various categories based on their source,
purpose, and duration of use. Source-based cookies are divided into two types: 1) first-
party cookies, which are placed by the website itself, and 2) third-party cookies, which
are placed by another actor through the website. The purpose of use is categorized
under four types: 1) necessary cookies that help the website work correctly (such as
adding a product to a shopping cart), 2) preference cookies that personalize user
preferences, 3) analytic cookies that collect information about website usage, and 4)
advertising cookies that aim to display data-based ads. Duration of-use cookies have
two types: 1) session cookies that self-destruct when the website visit ends, and, 2)
persistent cookies that are stored on the device for longer periods. Many types of
cookies exist today, and while some are considered necessary and do not require explicit
user consent, many others do.

The use of cookies, especially for advertising and analytical purposes, and the way
many third-party cookies collect data about users, cause much controversy these days.
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Legal regulations have been established to protect personal data and impose conditions
requiring explicit consent regarding the use of cookies. The General Data Protection
Regulation (GDPR) was enacted in Europe in 2018, and the Personal Data Protection
Law (KVKK) was enacted in Tirkiye in 2016; these are the most up-to-date legal
regulations for protecting personal data. Companies such as Google, Meta, and Twitter
in Europe were fined for not using cookies in accordance with the law, while Amazon
faced a similar penalty in Tiirkiye. Guidelines prepared by data protection authorities
on how to implement cookies serve as a guide for websites. Accordingly, websites must
obtain explicit consent from users for cookies other than the necessary ones and must
provide proper information about the use of cookies.

This study analyzes whether websites receive explicit consent from users about the
use of cookies and how they present the cookie consent notification. The sample for
the research consists of Tiirkiye’s 50 most-visited news sites, which were considered a
suitable sample due to many users regularly visiting news sites. The study first captured
the cookies on the websites using the CookieBot, Brave Browser, and Get cookies.txt
browser plugin, and then performed a manual content analysis. The research was
conducted between May 11,2022 and May 19, 2022, with a total of 6,271 cookies being
detected on the 50 news sites. Of these, 672 were necessary cookies, while 5,599 were
unnecessary cookies. Yenicaggazetesi.com.tr was found to be the news site that placed
the most cookies on user’s device, with a total of 489 cookies.

Of the websites, 28% displayed no consent notification banners to the userindicating
that they were placing cookies. In other words, 14 news sites placed cookies on users’
devices, without giving any notification, let alone asking for approval. The vast majority
of the remaining sites offered no option for obtaining explicit consent when presenting
the cookie notice, or simply provided an option to accept them. Half of the sites that
display cookie consent notifications included the phrase “By visiting this site, you accept
the use of cookies!” However, by law, visiting a website is not a valid reason for cookie
usage to be accepted. This study is expected to raise awareness for the development
of cookie usage notifications that respect user preferences and privacy.
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Giris

Glnlmuzde kullanicilarin neredeyse her bir ag baglantisinda karsisina ¢ikan cerezler,
uzak bir sunucunun kullanici cihazina yerlestirdigi ve bu yolla veri akisi sagladigi
kodlardan olusmaktadir. Her ne kadar son yillarda yeni medyada mahremiyet
calismalarinin, kisisel veriler Gizerine farkindaligin ve yasal diizenlemelerin sonucu olarak
detaylica irdelenmeye baslasa da gerezlerin ge¢misi neredeyse web'in icadina
dayanmaktadir. 1994 yilinda yazihmci Lou Montulli ve John Giannadrea, kullanicilarin
web sitelerindeki belirli davranislarini hatirlamak amaciyla ¢erez teknolojisini gelistirmistir.
Ekibin bu teknolojiyi gelistirmesini tetikleyen neden, alisveris sepetine eklenen triinleri
sepette tutabilme ve bir sonraki ziyaret sirasinda sepet icerigini hatirlayabilme 6zelligini
hayata gecirme istegi olmustur. Bir nevi kullanici deneyimini gelistirme maksatli olarak
ortaya ¢ikan gerezler, kullanim alani kapasitesinin biyukltigi dolayisiyla farkli amaglarla
kullanilmaya baslanmistir. Cihaza kaydedilen hatirlatici kod parcalari bireysel bir
gOzetleme sisteminin insasina da 6nayak olmustur. Clinkii cerezlerden 6nce web siteleri
ve kullanicilar arasindaki iletisim anonim olarak gerceklesirken, cerezlerle birlikte ilk
defa sunucu ve cihaz arasinda dogrudan bir iletisim imkani dogmustur (Peacock, 2014).

Cerezler bugiin cevrimici gézetlemenin bir numarali araci haline gelmistir. Oyle ki
diinyanin en ¢ok ziyaret edilen ilk on bin web sitesinin %92'sinde Google’a, %54'tinde
Meta'ya, %27'sinde Amazon’a, %24'lUinde Criteo’ya ve %13’linde Hotjar'a ait cerezler
yer almaktadir (WhoTracksMe, 2022). Baska bir deyisle bu sirketlere ait ¢cerezler bahsi
gecen web siteleri araciligiyla kullanicilarin cihazlarina cerez yerlestirerek ¢evrimigi
davraniglarint kayit altina almakta, kendi sunucularina aktarmakta ve kullanici hakkindaki
farkh kayitlarla birlestirerek detayh bir profil olusturmaktadir.

Sirecin 6znesi, yani hakkinda bilgi toplanan ve kayit tutulan kullanicilar durumdan
haberdar olmayabilir, dikkat etmeyebilir, yeteri kadar teknoloji okuryazari olmayabilir
veya konuyla ilgilenmeyebilir. insanlar nasil ki her gittikleri restoranin mutfagini veya
ekmek aldiklari firini denetlemekle yikimli degilse, onlar dijital olarak kimlerin nasil
ve neden takip ettigi konusunda da farkinda olmak zorunda degillerdir. Bagimsiz
arastirmacilar ve denetleyiciler mevcut problemi ortaya ¢ikartabilir, diizeltilmesi icin
onerilerde bulunabilir; yasalar ve karar alicilar probleme yonelik yaptirnmlarda bulunarak
kisisel verilerin korunmasina ve 6zel hayatin gizliligine katki saglayabilir.
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Son yillarda yurirlige giren kisisel verilerin korunmasi yasalari ve veri koruma
kurullarinin siki denetimleri sonrasi cesitli tGlkelerde yiritilen akademik arastirmalar,
web sitelerinin cerez yerlestirme ve kisisel veri isleme siireclerini halen sorunlu sekilde
gerceklestirdigini gostermektedir (Kampanos & Shahandashti, 2021; Matte et al., 2020;
Mehrnezhad, 2020; Nouwens et al., 2020; Soe et al., 2020; Utz et al., 2019; Libert et al.,
2018). Turkiye'de 2016'da yurirlige giren KVK Kanunu ile birlikte web sitelerinin cerez
uygulamalarinailiskin yerli bir arastirma gerceklestirilmemistir.

Bu olgudan yola cikarak calisma, Tiirkiye'de web cerezlerinin kullanici cihazlarina
yerlestirilirken onlardan izin alinip alinmadigi ve eger izin alintyorsa bunun nasil
sunuldugu meraki tizerine insa edilmistir. Calismada 6ncelikle cerezlere, cerez tiirlerine,
cerez kullanim bildirimlerine ve cerezlere iliskin glincel yasal diizenlemelere yer
verilmektedir. Arastirma ise Tirkiye'nin en cok ziyaret edilen 50 haber sitesinin ¢erezleri
ve cerez bildirimlerine yonelik analiz ve bulgulari icermektedir.

Cerezler ve tiirleri

1994 yilindan beri web'te var olan cerezler, web deneyimlerinin gelisimi ve kisisellestirilmesi
icin gl¢lU bir yontem olarak kullaniimaktadir. Web sitelerinin gezinimi sirasinda
davranislarin takibini saglama, kullanici oturum bilgilerinin hatirlama ve sepete iriin
ekle / ¢cikarma tercihlerini kayit altinda tutma gibi islevleri cerezlerin temel 6zellikleri
arasinda yer almaktadir.

Cerezler; sunucu adi, kullanim stiresi ve cerez degeri seklinde li¢ 6geden olusmaktadir.
Sunucu ad, gerez yerlestiren sirketin sunucu adini; kullanim sresi, cerezin ne kadar
stireyle cihazda kalacagini; cerez dederi ise cerezin essiz kimlik numarasini ifade
etmektedir. Her cerez, yerlestigi kullanici cihazina essiz bir kimlik numarasiyla tanimlanir
ve cerezlerin icerigine yalnizca cerezi yerlestiren sirket erisebilir (Wheeler, 2015, p. 104).
Bu bilgi esliginde yukaridaki WhoTracksMe verilerini tekrar okudugumuzda Google
cerezlerine Google'in, Criteo cerezlerine Criteo’nin erisebildigini ve kayitta nelerin
tutuldugunu sadece onlarin gérebildigini soylemek mimkdiindtr. Bu baglamda dikkat
ceken bir husus sudur: web siteleri kendileri araciligiyla Google, Criteo veya Hotjar gibi
isbirligi icinde bulunduklari sirketlerin cerezlerini kullanici cihazlarina konumlandirir
fakat bu cerezlerde hangi bilgilerin yer aldigini onlar da bilemez. Sirketler ise cerezler
sayesinde ayni kullanicilari binlerce farkl web sitesinde takip edebilir, farkli etkinliklerini
kayit altina alabilir ve bunlari bir araya getirerek ayrintili kullanici profilleri olusturabilirler.
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Cerezler aracihgiyla cevrimici etkinliklerin kayit altina alinmasi mahremiyete iliskin
kaygilari beraberine getirmistir. Clinkli web sunucularinin cihaza cerez yerlestirmesiile
birlikte stirecin kullanici rizasina bagl olup olmadigi, kimlerin cerez yerlestirdigi, ne
kadar siireyle cerezin cihazda kalacagi ve cerezde hangi bilgilerin yer aldigi gibi sorular
ortaya ¢citkmistir. Bu sorularin en 6nemlisi kullanicinin ¢erez yerlestirilirken onay verip
vermedigidir. Lou Montulli ile birlikte cerez sisteminin icadinda énemli bir rol oynayan
John Giannadrea, o donemde cerezlerin cihaza yerlestirilirken kullanicilardan izin
alinmasina gerek olmadigini diisinmustir (Turow, 2016, pp. 80-81). Dijitallesmenin
doruk noktasini yasadigimiz bugtinlerde cerezler, web sitesi 6zelinde kullanicilari
kisisellestirmekten ziyade sirketlerin gozetleme ve profilleme amacinin 6ncl araci
haline dontsmustar.

Glnlmuzde cerezler kimin yerlestirdigine, kullanim siiresine ve amaclarina gére
cesitli kategoriler altinda toplanmaktadir (General Data Protection Regulation [GDPR],
2019);

a) Kaynagina gore cerezler:

1. Birinci taraf: Ziyaret edilen web sitesinin kendisi bir cerez yerlestiriyorsa o cerezler
birinci taraf cerez olarak adlandirilmaktadir.

2. Uclincu taraf: Ziyaret edilen web sitesi araciigiyla farkli bir sirkete ait farkli
sunucudan gelen ve ziyaretcinin cihazina yerlestirilen cerezlerdir. Ornegin, milliyet.
com.tr adresini ziyaret eden bir kullanicinin sitedeki davranislarinin kaydi doubleclick.
net (Google) veya criteo.com (Criteo) gibi liglinci taraf davranigsal reklam amacl
yerlestirilen cerezler araciligiyla islenebilmektedir. Milliyet.com.tr buna izin verdigi
slirece s6z konusu sirketler bu tiir kayitlari tutabilmektedir.

b) Kullanim siiresine gore cerezler:
1. Oturum cerezleri: Gegici cerezler olarak da adlandirilan bu tiirdeki cerezler,
kullanicinin web sitesi ziyareti sirasinda kayit tutarken ziyaret sonlandirldiginda veya

tarayici kapatildiginda kendisini yok eder. Kisacasi, yalnizca oturum siiresi boyunca
varlik gosteren cerezlerdir.
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2. Kalici gerezler: Kullanicinin cihazinda belirli bir stire boyunca kalmaya devam
eden cerezlerdir. Genellikle bir son kullanma tarihine sahiptir. 1glin, 30 glin, 90 giin,
180 glin, 1 yil ve 2 yil gibi stirelere sahip olabilmektedir.

c) Kullanim amacglarina gore cerezler:

1. Zorunlu cerezler: Web sitelerinin dogru bicimde calismasi icin gerekli olan
cerezlerdir. Daha 6nce s6zi edildigi gibi sepete eklenen Uriinlerin bir sonraki ziyarette
hatirlanmasi gerekli olan ¢erezlere 6rnek gosterilebilmektedir.

2. Tercih gerezleri:Kullanici tercihlerine gore ziyaret edilen sayfanin yapilandiriimasina
yonelik calisan cerezlerdir. Oturumlara halihazirda giris yapilmis olmasi, formlarin
otomatik doldurulmasi veya sitedeki dil tercihinin hatirlanmasi gibi 6zelliklerin ¢alismasi
icin kullanilan gerezlerdir. Amaci dogrudan kullanici deneyimini gelistirmek ve platformun
kullanici tercihlerine gore kisisellestirilmesini saglamaktir.

3. Analitik cerezler: Kaynadi birinci veya ticlincii taraf olabilen, web sitesi ziyaretiyle
ilgili detayli bilgiler toplayan cerezlerdir. Sayfa goriintiilenmesi, ziyaret saati, konum,
cihaz, varsayilan dil, ziyaret siiresi, edinme, tiklama gibi ¢esitli parametrelerin takibini
ve kaydini tutan cerezlerdir.

4. Pazarlama/ reklam cerezleri: Genellikle Gglinci taraf sirketlerin ayrintil kullanici
profilleri olusturmak ve var olan profillere uygun bicimde reklam gostermek amaciyla
kullanilan cerezlerdir. Google, Meta, Criteo vb. reklam sirketleri bu cerezleri sikca
kullanmaktadir.

Montulli ve Giannadrea'nin acik rizaya ihtiya¢ duymadan yerlestirmekte problem
gormedigi cerezler bugtin gorildigi gibi bircok tiire ve kategoriye ayrilarak aga bagl
her an kullanicinin karsisina ¢ikan, onu takip eden, kaydini tutan, kaydi baskalariyla
paylasan; Gzerine buytk bir ekonomiinsa edilmis dnemli bir araca dontsmustir. Cerez
kullanim alaninin bu denli yayginlasmasi ve yarattigi problemler, kisisel verilerin
korunmasina yonelik hukuki diizenlemelerin ¢evrimici kapsayicihidi cercevesindeki
gelismeleri de beraberinde getirmistir.
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Cerezlerin hukuki boyutu ve Tiirkiye'deki giincel gelismeler

Cerezler, kullanicilar hakkinda onlarca veri islemektedir. islenen veriler yan yana
getirildiginde gerezlerin bir kullaniciyt dogrudan belirleyebilme imkanina sahip oldugu
gorulmektedir. Bu nedenle cerezlerin kisisel veriisledigi ve kisisel verilere iliskin yasalara
tabi oldugu sdylenebilmektedir.

AB Genel Veri Koruma Tiiziigu (GDPR) kisisel veriyi, “kimligi belirli veya belirlenebilir
gercek kisilerle ilgili her tiirlt bilgi” olarak nitelendirmektedir'. Bu tanim kisinin
belirlenebilmesi icin iki secenek sunmaktadir. ilki, dogrudan belirleyici bilgilerin kisinin
kim oldugunu ortaya ¢ikarmasini icermektedir. Kimlik numarasi, IP adresi, ad-soyad,
cep telefonu numarasi veya sosyal glivenlik numarasi gibi bilgiler kisinin dogrudan
belirlenebilmesini saglamaktadir. Kimligi ‘belirlenebilir’ bilgiler ise birden ¢ok verinin
bir araya gelmesiyle bir kisinin belirlenebilmesi vurgulanmaktadir. Cerezler ile kayit
altina alinan tiim veriler bir araya getirildiginde dogrudan bir kisi belirlenebilmektedir.
Ornegin ekran ¢6ziinirligu, tarayici bilgisi, siteyi ziyaret saati, ziyaret siresi, isletim
sistemi, konum ve cinsiyet gibi tek basina anonim olan veriler bir araya getirildiginde
yalnizca bir kisi belirlenebiliyorsa séz konusu veriler kisisel veri olarak tanimlanmaktadir.
Dolayisiyla gerek Genel Veri Koruma Tiziiglinde gerekse Kisisel Verileri Koruma
Kanununda kisisel verilerin korunmasina yonelik kanun maddeleri web siteleri ve onlar
araciligiyla yerlestirilen cerezleri de kapsamaktadir.

Kisisel verilerin korunmasi ve 6zel hayatin gizliligi Gizerine tedbir ve dliizenlemeler
20. yiizyilin ikinci yarisi itibariyle karsimiza cikmaktadir. Ozel hayata saygi ve mahremiyet
hakki 1948'de insan Haklari Evrensel Beyannamesi'nde ve 1950'de Avrupa insan Haklari
Sozlesmesi'nde temel bir insan hakki olarak ele alinmistir (European Court of Human
Rights, 1950; Council of Europe, 2018). 1967'de ABD'de ydriirliige giren FOIA (Bilgi
Edinme Ozgiirliigi Yasas), vatandaslara ilk defa kisisel verilerinin akibetini 6grenme
ve talep etme hakki tanimistir (FOIA, 2014). 1981'de kisisel verilerin korunmasina yonelik
ilk uluslararasi sézlesme “Kisisel Verilerin Otomatik isleme Tabi Tutulmasi Karsisinda
Sahislarin Korunmasina Dair S6zlesme” adiyla Avrupa Konseyi tarafindan kabul edilmistir
(Council of Europe, 2018: 24). Bu sdzlesme halen gecerliligini stirdirmektedir. Turkiye,
bu sézlesmeyi ilkimzalayan tlkelerden birisi olmustur. Birlesmis Milletlerin 1990 yilinda
“Bilgisayarla islenen Kisisel Veri Dosyalarina iliskin Rehber ilkeler” bashkli tavsiye iceren
rehber yayimlamistir (UN General Assembly, 1990). 1995 yilinda Avrupa Birligi, veri
koruma Uizerine 95/A46/EC sayih “Kisisel Verilerin islenmesi ve Serbest Dolasimi
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Bakimindan Bireylerin Korunmasina iliskin Avrupa Parlamentosu ve Avrupa Konseyi
Direktifi” adli kapsamli ydnergeyi kabul etmistir (Council of Europe, 2018, p. 19). Bu
yonerge, 2018'de ylriirlige giren GDPR’a kadar en giincel diizenleme olmustur.

GDPR, bireylerin verilerinin islenmesinin acik rizaya bagl oldugunu hilkkmeder.
GDPR'In 4.maddesinin 11. fikrasina gore veri sahibi 6zgir bicimde acik bir onay vererek
kendisine ait verilerin islenmesi icin beyanda bulunmalidir. 7. maddenin 3. fikrasina
gore diledigi zaman onayini geri ¢cekebilmeli; onayin geri ¢cekilmesi, onaylamak kadar
kolay olmalidir. GDPR’a gore web sitelerinin calismasi icin gerekli olan zorunlu cerezler
disindaki kisisel veri iceren ¢erezlerin cihaza yerlestirilmesi icin kullanicilarin onayinin
alinmasi gerekmektedir. Baska deyisle, kullanicilarin agik rizasini almadan tercih, analitik
ve pazarlama cerezleri aktif halde kullanicilara sunulamaz, onlarin cihazlarina
yerlestirilemez. Ister birinci taraf ister tictincii taraf olsun, s6z konusu zorunlu olmayan
cerez tlirlerinin kullanimi onaya tabidir.

Platformlarin cerez kullanim ihlallerine yonelik gesitli Avrupa tlkelerinin veri koruma
kurumlari GDPR kapsaminda ceza ve yaptirimlarda bulunmaktadir. Fransa, Avrupa
Ulkeleri arasinda kisisel veri ihlallerine yonelik giicli yaptirimlar uygulayan tlkeler
arasinda én plana cikmaktadir. Ornegin, Fransa Veri Koruma Kurumu (CNIL), GDPR
uyarinca google.fr, facebook.com ve youtube.com baglantilarinda ¢erezleri reddetmenin
cerezleri kabul etmek kadar kolay olmadigini tespit ederek Google’a 150 milyon Euro,
Facebook’a ise 60 milyon Euro ceza vermistir (CNIL, 2022). Yine ayni kurum, 2020 yilinda
amazon.fr adresinde kullanicilara herhangi bir bilgi vermeden, onlarin onayini almadan
pazarlama cerezlerinin yerlestirildigi gerekgesiyle Amazon’a 35 milyon Euro ceza vermistir
(CNIL, 2020). CNILin verdigi cezalar yalnizca teknoloji devi sirketleri kapsamamaktadir.
26 Kasim 2020 yilinda kuruma gelen sikayetler sonucu Carrefour Fransa'ya 2,25 Milyon
Euro, Carrefour Banque'ye 800,000 Euro ceza verilmistir. Cezalar ¢esitli veri isleme
ihlallerini kapsarken cerezlerle ilgili kismi su sekilde aciklanmistir:

CNIL, bir kullanici carrefour.fr veya carefour-banque.fr web sitelerini ziyaret ettiginde
herhangi bir eylemde bulunmadan cihazina muhtelif cerezin otomatik olarak
yerlestirildigini gormustir. Bu cerezlerin bir kisminin reklam amach kullanildig
distinildigiinde, cerezlerin cihaza kaydedilmesinden dnce izin alinmasi gerektigi
sOylenebilir.
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Gorildagu gibi zorunlu olmayan cerezlerin kullanimi igin agik¢a izin alinmadiginda
ve kullanici onayr alinmadan cerezler yerlestirildigine GDPR’a dayanarak Veri Koruma
Kurumlari cezai yaptirimlar uygulamaktadir. GDPR'a bagli olmasa da Tiirkiye de kisisel
verilerin korunmasi ¢ercevesinde yasal diizenlemelere sahiptir.

Turkiye'de kisisel verilerin korunmasi tizerine hukuki maddeler Kisisel Verilerin
Korunmasi Kanunu'ndan 6nce Tiirk Ceza Kanunu’'nda (TCK) yer almaktadir. TCK'nin 135.
maddesi kisisel verilerin hukuka aykiri olarak kaydedilmesinin hapis cezasiyla
carptirilacagini belirtirken; 136. maddesinde kisisel verilerin liclinci taraflarla hukuka
aykiri bicimde paylasilmasinin, yayilmasinin ve ele gegirilmesinin de hapis cezasiyla
cezalandirilacagini beyan etmektedir?. 2016 yilinda yirirlige giren ve 95/46/EC sayil
yonerge temel alinarak hazirlanan 6698 sayili Kisisel Verilerin Korunmasi Kanunu (KVKK),
kisisel verilerin glivenligi saglama amacgliilk kapsamli kanundur®. Kanunun 5. maddesinin
2. fikrasinda yer alan 6zel haller disinda bireylerin kisisel verileri acik rizasi olmadan
islenemez.

Cerezlerin yanlis ve hukuka aykiri kullanimi kapsaminda Turkiye'de verilen ilk
cezalardan birisi Kisisel Verileri Koruma Kurulu'nun (KVKK) Amazon Turkiye'ye verdigi
cezanin icerisinde yer almaktadir. Kurumun 2020/173 sayili karar 6zetinde yer alan
bilgilere gére amazon.com.tr adresini ziyaret etmenin ¢erez yerlestirmek icin acgik riza
verildigi anlamina gelmedigine dikkat ¢ekilmektedir. Diger bir deyisle, siteye giris
yapmak sitenin zorunlu olmayan cerezleri yerlestirmesi icin gecerli bir neden
olusturmamaktadir. Kurul ayrica agik rizanin alinan hizmet sartina baglanmasinin‘acik
rnzay!’ sakatlayacagini beyan ederek “hesap olusturarak gizlilik bildirimini kabul etmis
sayilirsiniz’, “siparis verdiginizde ..... cerez bildirimini kabul etmis olursunuz.” gibi
ifadelerin ortik irade beyani oldugu degerlendirmesinde bulunmustur (KVKK, 2020).

Kurulun verdigi bir baska ceza yine e-ticaret sektoriinde faaliyet gosteren farkli bir
sirkete olmustur. 10 Mart 2022 tarih ve 2022/229 sayili karar 6zetinde yer alan bilgilere
gore sirket, internet sitesi ve mobil uygulamalarinda yer verdigi cerezler ile hukuka
aykin bicimde kisisel veri islemistir. Kurulun degerlendirmesi cerezlerin Tiirkiye'deki
hukuksal boyutu agisindan yol géstermektedir. Buna gore (KVKK, 2022);

Web sitesinin dlizgiin calismasi icin gerekli olan cerezlerin kullanimi icin agik riza

aranmazken; analitik, reklam ve pazarlama amacli ¢erezlerin kullanimi kullanicinin
acik rizasina baglidir.

222 Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 213-247



Uluk, M.

Kullanici tercihleriyle iliskili cerezler analitik, reklam ve pazarlama amaciyla
kullanildiginda acik rizaya baghdir.

Kullanilan tiim ¢erezler hakkinda aydinlatici agiklamalara yer verilmelidir.

Acik rnza “bilgilendirmeye dayanan ve 6zglr iradeyle aciklanan”“aktif bir hareket”
vasitasiyla gerceklesen bir eylemdir.

Web sitesi ziyaret edildigi anda zorunlu olmayan cerezler varsayilan olarak calismamali;
acik riza alinarak ¢alismahdir.

Kullanicilarin cerezleri kabul etmesi veya reddetmesi icin yonlendirme yapilmasi
gerekmektedir.

Yukaridaki 6rnekte verilen iki ceza sonrasinda Haziran 2022'de Kisisel Verileri Koruma
Kurulu, Cerez Uygulamalari Hakkinda Rehber bashdiyla bir ydnerge yayimlamistir®.
Rehber genel olarak cerezler araciligiyla kisisel veri isleyen web siteleri ve uygulamalarin
uymasi gereken kurallariicermektedir. Rehberde cerezler, GDPR'In (2019) kategorilendirdigi
gibi,amacina gore, siiresine gore ve kaynagina gore yer almaktadir. Buna gore cerezlerin
kisisel veri islemesi icin, aksi bir hukuki sebebe dayanmadigi siirece, agik riza sarti
aranmaktadir. Acgik rizanin bir sézlesmenin 6n kosulu olarak dayatilmamasi gerektigi®
ve yalnizca siteyi ziyaret etmenin verilerin islenmesi icin 6zglr bir irade ortaya koydugu
anlamina gelmedigine yer verilmektedir.

Hem GDPR hem de KVKK kapsaminda degerlendirildiginde sitenin calismasi icin
zorunlu olan cerezler disindaki sosyal ag cerezleri, reklam / pazarlama cerezleri veya
analitik cerezlerin kullanici cihazlarina konumlandiriimasi ve baglantili olarak kisisel
verileri islemesi acik riza alinarak gerceklesmelidir.

Cerez kullanim bildirimleri

Kisisel veri ihlalleri kapsaminda Avrupa Ulkelerinde karsilasilan gli¢li yaptirimlar ve
verilen yUkli cezalar, blyuk teknoloji sirketlerinden kiciik isletmelerin web sitelerine
kadar tim platformlarin kendisine ¢ekidiizen vermesine neden olmustur. S6z konusu
platformlar bu calismanin ana odak noktasi olan cerez kullanimina iliskin diizenlemeler
gerceklestirmeye baslamis ve karar alicilarin 0nerdigi yonergeler tizerinden kullanicilarina
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cerez kullanim bildirimleri sunmaya baslamistir. Ozellikle, GDPR'In yiiriirliige girdigi
2018 yili sonrasi web siteleri gizlilik sézlesmesi ve ¢erez politikasi gibi yasal metinler
hazirlayarak kullanicilarin kisisel verileri hakkinda aydinlatma yapmaya ve bu konular
hakkinda bilgi paylasimi yapmaya baslamistir. Web siteleri, cerezler araciligiyla veri
toplamak ve islemek icin yasal bir dayanak sunmali, belirli bir amag¢ dogrultusunda
gerceklesmeli ve acik rizaya tabi olmalidir (Machuletz & Bhme, 2020).

Cerez kullanim bildirimi, web sitelerinin kullanicilari cerez kullanimi hakkinda
bilgilendiren ve bu kapsamda cerezleri ydnetmelerine olanak taniyan uygulamalaridir
(Kampanos & Shahandashti, 2021). Uctlincii taraf sirketlerle isbirligi icinde olan, onlarin
cerezlerini kendisi aracihgiyla kullanicilarin cihazlarina yerlestiren ve kullanicinin web
sitesinde yaptigi her hareketin ticlinci taraflarca gériinmesine olanak taniyan web
siteleri, yasalar geregince cerez kullanim bildirimlerinde kullanicinin agik rizasini almakla
yUkimltuduar. Bu yakimlilik web siteleri ziyaret edildiginde karsilarina ¢ikan cerez
kullanim bildirimleriyle gerceklestirilmektedir.

KVK Kurulunun yayimlandigdi cerez rehberinde bir web sitesine girildigi anda
kullanicinin karsisina ¢ikan ¢erez kullanim bildirimlerinde rengi, yazi karakteri tiir{ ve
blyulklagu gibi bilesenler esit olacak sekilde 'kabul et ‘reddet’ ve ‘tercihler’ seklinde
seceneklerin sunulmasi iyi bir 6rnek olarak paylasiimistir. Kurulun dnerisine benzer ve
daha detayh bir calisma Danimarka Veri Koruma Kurulu tarafindan hazirlanmistir
(Datatilsynet, 2021). Subat 2021'de yayimlanan “Cerez Kullanimi i¢in Hizli Bir Rehber”
baslikl belge genel hatlariyla;

Zorunlu cerezler disindaki cerezler izin ahnmadan aktif hale getirilmemeli,

Kullanicilar kendi cerez ayarlarini yapabilmeli, tercihlerini yonetebilmeli,

Verilen hizmetin 6n kosulu olarak cerez kullanimi dayatiimamali,

Cerezleri kabul etme ve tercihlerin yani sira reddetme secenegini de olmali,

Cerezlerin kullanim amaclari ve sirresi basit bir dil ile paylasiimali,

Hangi kisisel verilerin liclincu taraf sirketlerle paylasildigina acik¢a yer verilmeli,

224 Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 213-247



Uluk, M.

Verilen acik riza kolaylikla geri alinabilmeli.
gibi tavsiyelerde bulunmaktadir.

Cerez kullanim bildirimlerinin gorsel acidan sunumu ve buna dayali agik rizanin
nasil istendigi kullanicinin degerlendirmesinde énemli bir etkiye sahiptir. Ornegin,
Figure 1'de Turkiye'nin en ¢ok tercih edilen alisveris sitelerinden birisi olan trendyol.
com'unilk ziyaret sirasinda kullanicilara sundugu cerez kullanim bildirimi yer almaktadir.

SANA OZEL BiR DENEYIM iGiN CALISIYORUZ

Trendyol olarak, giivenilir ve gelismis bir aligveris deneyimi sunmak amaciyla gerez kullaniyoruz. Zorunlu

olmayan gerezlere iliskin olarak; "Kabul Et" segenegine tiklaman halinde tercih ve ilgi alanlarina yonelik
ariin sunmak amaciyla kisisel verilerini isleyebilecegimizi kabul etmis olacaksin. Reddet segenegine Ayarlar

tiklaman halinde maalesef sana 6zel bir deneyim sunamayacagiz. "Ayarlar" 6gesine tiklayarak gerezlere
iliskin onay ayarlarini degistirebilirsin. Cerezler vasitasiyla hangi kisisel verileri topladigimiz ve nasil
kullandigimiz hakkinda aydinlatma metne buradan ulasabilirsin.

Figure 1: trendyol.com'u ilk defa ziyaret eden bir kullanicinin karsilastigi cerez kullanim bildirimi (Ekran
gOrintisu tarihi: 30 Kasim 2022).

Bu bildirimde dikkat ¢ceken ilk unsur, kabul et seceneginin ilgi ¢ekici bir renk ve
biyik harfle yazilmis olmasidir. Ote yandan bakildiginda ayarlar secenegi renksiz ve
kiiclik harfle yazilmakta, reddet seceneginin ise sol taraftaki aydinlatici metnin icerisinde
yer aldigi goriilmektedir. Kisinin bilincaltini kabul etmeye yonlendiren bu tirde bir
sunum, hem KVK Kurulunun hem de yukarida yer verilen Danimarka Veri Koruma
Kurulunun paylastigi dnerilere uymamaktadir. Benzer olarak, acik rizanin aktif bir eylem
sonucu gerceklesmesi beklenirken ayarlar secenegine tiklandiginda sunulan cerez
tercih yonetim panelinde amaclarina goére cerezlerin hepsinin varsayilan olarak aktif
geldigi goriilmektedir (Figure 2). Oysaki aktif bicimde kullaniciya sunulan secenekler
acik riza verildigi anlamina gelmemektedir.
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Figure 2: trendyol.com’un cerez kullanim bildiriminde ayarlar baglantisinda tiklandiginda karsimiza cikan
ekran (Ekran goriintisu tarihi: 30 Kasim 2022).

Cerez kullanim bildirimleri tGizerine yapilan ilgili calismalar mevcut tabloyu anlamak
ve yorumlamak icin oldukca yol gostericidir. Utz ve arkadaslarinin (2019) 1000 web
sitesi lizerinde yaptigi bir arastirmaya gore sitelerin %57,4'U ¢erez kullanim bildirimlerinde
‘tiim gerezleri kabul et’secenegini vurgulamakta veya‘cerezleri reddet’ secenegini daha
sinik bir sekilde sunmaktadir. Yani sira, sitelerin neredeyse %28'inin ¢erez kullanim
bildiriminde kullanicilara hicbir secenek sunmadigi, %68'inin olumlayici secenek
sundugu, yalnizca %3'lniin‘kabul et’'ve ‘reddet’ gibi ikili se¢cenek sundugu belirlenmistir.

Kampanos ve Shahandashti'nin (2021) Birlesik Krallik ve Yunanistan érnekleminde
17 binden fazla web sitesini tarayarak ylrGttiga arastirmada sitelerin neredeyse yarisinin
cerez kullanim bildirimi gosterdigini tespit etmislerdir. Sitelerin %60Indan fazlasi en
az bir adet Uiclincl taraf cereze sahipken, bunlarin %50'sinden daha azi hicbir cerez
bildiriminde bulunmamaktadir. Cerez kullanim bildirimlerinde %90'in {izerinde 'kabul

et, ‘tamam; ‘onayla; ‘ok’ gibi olumlu seceneklere yer verilirken ‘reddet; ‘onaylama’ gibi
olumsuz seceneklere yer verilme sikligi %20'nin altinda kalmistir.

Cerez kullanim bildirimleri kullanicilara gorsel ve icerik olarak farkli sekillerde
sunulmaktadir. Bahsi gecen arastirmalarda da goriilecedi lizere bazi bildirimlerde hicbir
secenek sunulmuyorken, bazilarinda yalnizca kabul etme, bazilarinda ise hem kabul
etme hem de reddetme gibi secenekler sunulmaktadir. Utz ve arkadaslari (2019) farkli
bildirim tiirlerini Figure 3'te yer alan kategoriler altinda toplamistir.
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Figure 3: Web sitelerinin ¢erez kullanim bildirimleri ve riza taleplerinin farkli bicimleri (Utz et al., 2019).

Cerez kullanim bildirimlerini bes kategori altinda toplayan Utz ve arkadaslari, g
kategoriyi de kullanicilari maniptile etme yontemine gore iki alt kategoriye ayirmaktadir.

a) ikili secenekler

Kullaniciya cerezleri kabul etme veya reddetme imkani taniyan ¢erez kullanim
bildirimleridir.

aa. ikili (Yonlendiren)

Bu yontem kabul et seceneginin vurgulayici bir bicimde, reddetme seceneginin ise
daha goriinmez ve silik sekilde sunulmasini icermektedir. Bu bildirimlerde genellikle
kabul et secenegini kontrast bir renge ve biiyiik yazi karakterine sahiptir. Kullaniciyi
kabul etmeye yonlendiren bir mantik neticesinde tasarlanirlar.

ba.ikili (Yénlendirmeyen)

Kabul etme ve reddetme seceneklerinin ayni renge, yazi karakterine ve karakter
blyulkligine sahip oldugu; seceneklerin birbirinden farklilasmadigi bildirimlerdir. Bu
tar bildirimler kullanicilarin bilingaltini veya algisini etkilemeyen, yonlendirmeyen, esit
sartlara sahip seceneklerden olusmaktadir.
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b) Seceneksiz

Web sitesinde yalnizca gerezlerin kullanildigina iliskin bir metin sunan, kullanicilara
herhangi bir onaylama, reddetme veya cerezleri yonetme (ayarlama) imkani tanimayan
bildirimlerdir.

c) Onaylama

Web sitesinde cerezlerin kullanildigina iliskin bir metnin yani sira‘Kabul Et;‘Anladim;
‘Onayla;, ‘'OK’ gibi kullanicilarin yalnizca onaylayabilecegi seceneklerin yer aldigi
bildirimlerdir.

d) Kategoriler

Bildirimlerde kullanicilara onaylama veya reddetme gibi secenekler sunmanin
yaninda amaclarina gore cerezleri kategoriler altinda toplayarak cerez yonetimi
yapilmasina olanak taniyan sistemlerdir.

aa. Secili Olan Kategoriler

Cerez yonetim ayarlarina tiklandiginda kullanicilara sunulan cerez kategorilerinin
varsayilan olarak aktif halde gelmesidir.

ba.Secili Olmayan Kategoriler

Kullanicilara sunulan ¢erez kategorilerinin pasif halde gelmesidir. Bu yontemde
kullanicilar kendileri isterse diledigi kategoriyi aktif hale getirerek cerez yerlesimine
izin verir.

e) Sirketler

Tipki kategoriler tiiriindeki cerez kullanim bildirimi gibidir. Fakat bu bildirim tliriinde
amaclarina gore cerez kategorileri yerine cerezi yerlestiren lc¢ilincu taraf sirketlerin
listesi yer almaktadir. Ornegin, pazarlama / reklam cerez kategorisi yerine bu kategoriye
ait cerez yerlestiren tiim sirketler (Orn; Google, Criteo, Rubicon Project, Adscale, AdMatic
vb.) tek tek sirali bicimde yer alir.
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aa. Secili Olan Sirketler

Cerez yonetim ayarlarina tiklandiginda kullanicilara sunulan sirketlerin varsayilan
olarak aktif halde gelmesidir.

ba.Secili Olmayan Sirketler

Cerez yonetim ayarlarina tiklandiginda kullanicilara sunulan sirketlerin secili olmayan
sekilde kullaniciya sunulmasidir.

Web siteleri cerez kullanim bildirimlerini farkli tarz ve Gisluplarla kullanicilara sunarken
yonlendirici olmayan ikili secenek disindaki tim bildirim tlrlerinin nihai amacinin
cerezleri kullanici tarafindan onaylatmak oldugu gorilebilmektedir. Seceneksiz ve
onaylama tiir(i bildirimler GDPR" ve KVKK'y1 dogrudan ihlal etmektedir. ikili ydnlendiren
ve secili olan kategoriler / sirketler; emsal davalara ve kurullarin 6neri rehberine uygun
degilken ayni zamanda etik olarak da sorunlu oldugu distnilmektedir.

Cerez kullanim bildirimleri ve acik riza alma stiregleri bir yana, bu sistemlerin gergekten
calisip calismadigi da glincel tartismalar arasinda yer almaktadir. Bu baglamda ele
alindiginda onaylama veya reddetme mekanizmalarin gercekten calisip calismadigi
veya kullanicilar herhangi bir davranista bulunmadan cerezlerin cihaza yerlestirilip
yerlestirilmedigi gibi sorular ortaya ¢cikmaktadir. Zira‘kabul et veya‘reddet’secenekleri
yalnizca gorsel olarak da sunulabilir, tiklandiginda hicbir sey degismeyebilir. Matte ve
arkadaslari (2020) binden fazla web sitesini tarayarak yuriittikleri arastirmada sitelerin
%»57'sinin en az bir yasal ihlal yaptigini tespit etmistir. ihlaller;

1) Acik riza vermeden cerezlerin cihaza depolanmasi,
2) Cerezleri reddetme seceneginin olmamasi,
3) Cerez tercihlerinin varsayilan olarak secili halde sunulmasi,

4) Kullanici cerezleri reddet secenegine tiklasa bile ¢erezlerin yerlestiriimesi seklinde
dort baslikta siniflandinimistir.

Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 213-247 229



“Sitemizi ziyaret ederek cerezleri kabul etmis sayilirsiniz”: Tiirkiye'deki haber sitelerinin ¢erez kullanim izinleri...

Birinci ve dordlinci madde acik riza ile ilgili kayda deger bir problemin web
ekosistemindeki varligini resmetmektedir. Arastirma birinci maddeyi aciklarken
kullanicilar herhangi bir onay mekanizmasini aktiflestirmese veya hicbir tercihte
bulunmasa da cerezlerin ¢coktan cihaza yerlestirildigine dikkat cekmektedir. Dordiinci
madde ise kullanici tercihini anlamsiz kilmaktadir. Avrupa Veri Koruma Kurulunun agik
rnzaya iliskin “kisi riza vermeyecedine karar vermisse, daha dnce gergeklestirilmis olan
herhangi bir veri isleme hukuka aykiri olacaktirs” ifadesi durumun yanlishgini
gostermektedir. Yasal problemlerin yani sira konuile ilgili ihlaller etik olarak da sorunludur.
Kullaniciya islevi varmis gibi goriinen fakat arka planda hicbir islevi olmayan secenekler
sunup onlarin kararlarina saygi duyuldugu izlenimi yaratilmaktadir. Bu tiir uygulamalarla
kullanicilarin karsisina ¢ikan web siteleri, kullanicilari ve yasalari aldatmaya ¢alismaktan
baska bir sey yapmamaktadir.

Amacg ve Yontem

Bu calismada, haber sitelerinin ¢erez kullandiklari bilgisini kullanicilara nasil sunduklari
ve zorunlu olmayan cerezleri kullanmadan dnce onlarin agik rizasini alip almadiklari
arastirllmaktadir.

Arastirmanin amaci ve 6nemi

Calismanin genel amaci, haber sitelerinin kullanicilara sunduklari ¢erez kullanim
bildirimlerinin tirlerini tespit etmek ve zorunlu olmayan cerezleri kullanicilarin cihazlarina
yerlestirirken onlarin agik rizasina basvurup basvurmadiklarini ortaya ¢ikarmaktadir.
Cerezler araciligiyla kisisel veriler toplanirken kullanicilardan nasil izin alindigi 6nemli
bir sorun olarak karsimiza ¢ikmaktadir. Kisisel verilerin korunmasina yonelik dlizenlemeler,
cerezlerin potansiyel riskleri ve yarattigi mahremiyet endiseleri dikkate alindiginda
mevcut soruna isik tutmayi hedeflemektedir. Bu calisma, Tlirkiye'deki cerez ekosisteminin
nasil isledigine yonelik gelecek calismalara 6nayak olmasi bakimindan 6nem arz
etmektedir.

Arastirma sorular

Turkiye'deki haber sitelerinin ¢erez kullanim bildirimlerini kullanicilara nasil sundugunun
arastinldigi bu ¢alismada alti genel arastirma sorusuna cevap aranmaktadir:
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1) Haber siteleri zorunlu olmayan cerezleri yerlestirirken kullanicilardan nasil izin
almaktadir?

2) Haber siteleri, kullanicilar bildirimlere onay vermeden onlarin cihazlarina ¢erez
yerlestirmekte midir?

3) Haber sitelerinin cerez kullanim bildirimlerini kullanicilara hangi tiirde sunmaktadir?
4) Cerez kullanim bildirim ttri kullanicinin konumuna gore farklilasmakta midir?

5) Cerez kullanim bildirimlerinde acik rizayi “sakatlayici” ifadeler yer almakta midir?
6) Zorunlu olmayan cerezler yasal diizenlemelere uygun bicimde mi kullaniimaktadir?

ilk soruda bir haber sitesinin cerez yerlestirmeden énce kullanicidan izin alip
almadigina cevap aranmustir. ikinci soruda cerez kullanim bildirimine kullanicilar heniiz
acik riza vermese bile haber sitelerinin cihaza zorunlu olmayan cerezleri yerlestirip
yerlestirmedigini ortaya cikarmak amaclanmistir. Uclincii soru, izin almak icin kullaniciya
sunulan cerez kullanim bildirimlerinin tiirG mercek altina alinmistir. Dérdiinci soru,
kullanicilarin konumuna gore ¢erez bildirim tirlinin degisip degismedigini; degisiyorsa
nasil degistigini irdelemektedir. Besinci soru cerez kullanim bildirimdeki metinlerin
iceriginin analizini kapsamaktadir. Son soruda ise diger sorularin cevaplari isiginda
cerezlerin mevcut yasalara uygun bicimde veri isleyip islemedigine yanit aranmistir.

Yontem ve arastirma modeli

Arastirmanin amacina ulasmak ve sorularina cevap bulmakicin nicel arastirma teknikleri
kullanilmistir. Calismanin evrenini, Turkiye'den erisime acik olan tim web siteleri
olusturmaktadir. Evren icerisindeki web siteleri; haber, sanat, eglence, is dlinyasi, musteri
iliskileri, topluluk, teknoloji, e-ticaret, finans, saghk, mihendislik, kamu, spor, hobi ve
bilim gibi onlarca ana ve alt kategoriye sahiptir. S6z konusu genis evren igerisinden
haber kategorisi, olasilikli olmayan 6rneklem tiirlerinden amacl 6érneklem yonetimi
kullanilarak arastirmaya dahil edilmistir. Amacli 6rneklem, “belirli bir bolgeyi ya da
mekani arastirma sorusuna uygun olarak kasitla secilmesi” seklinde ifade edilmektedir
(Erdogan & Uyan Semerci, 2021, p. 86). Haber kategorisine ait web sitelerinin tercih
edilme nedeni, 6ncelikle, kitlelere dogrudan bilgi akisi saglamalari, dolayisiyla toplumsal
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hayatta 6nemli bir isleve sahip olmalaridir. Ayrica, haber sitelerin neredeyse hepsinin
Ucretsiz olmasi ve gelir modelinin reklama bagli olmasi, onlarin birden ¢ok reklam
sirketiyle isbirligi icinde olmalarini beraberinde getirmektedir. Bu yakin iliski, haber
sitelerini cerezlerin incelenmesi bakimindan kiymetli bir sahaya donistiirmektedir. Son
olarak, haber sitelerinin icerik yelpazesi oldukca zengindir. Siyaset, spor, glindem,
magazin ve teknoloji gibi farkli kategorilerde icerik tiketen kullanicilardan saglanan
veriler haber sitelerinin ve onlarin is ortaklarinin kullanicilari tanima ve onlar hakkinda
ongoruler Giretme kabiliyetine katki saglamaktadir.

Calismada orneklem olarak belirlenen haber kategorisine ait Tiirkiye'nin en ¢ok
ziyaret edilen 50 web sitesi incelenmistir. TUrkiye'nin en ¢ok ziyaret edilen ilk 50 haber
sitesi similarweb.com’un Mayis 2022 verilerine gore siralanmistir. Arastirmada geleneksel
medya platformlarinin yani sira yalnizca cevrimici faaliyet gosteren ve diizenli olarak
icerik Ureten siteler de haber sitesi kapsaminda degerlendirilmistir.

Orneklem secilen haber sitelerindeki cerezlerin durumunu élcmek calismanin
iskeletini olusturmaktadir. Web sitelerinde cerez olup olmadigi, varsa hangi cerezlerin
zorunlu ve zorunlu olmayan cerez oldugu, bir sitedeki cerezlerin toplam sayisi ve agik
riza vermeden cerez yerlestirilip yerlestiriimedigine iliskin veriler t¢ farkli 6lgme araci
ile capraz dogrulama yapilarak toplanmistir. Bu teknolojiler CookieBot, Brave ve Get
cookies.txt adl tarayici eklentisidir;

CookieBot: internet sitelerine cerez yénetim platformu sunan 6zel bir sirkettir.
cookiebot.com/en/cookie-checker hizmeti araciligiyla web sitelerine ait cerez
verilerini detayl sekilde paylasmaktadir.

Brave: Gizlilik odakh ve agik kaynak kodlu bir internet tarayicisi olan Brave, web
gezinmeleri sirasinda engelledigi cerezleri toplamakta ve listelemektedir.

Get cookies.txt: Ziyaret edilen bir sitedeki cerezleri toplayarak disari aktarimini
saglayan tarayici eklentisidir.

Yukaridaki araclarin yani sira arastirmaci haber sitesi ziyaretleri sirasinda manuel

olarak sayfa icerisinde sag tiklayarak acilan meniide incele > uygulama > depolama >
cerezler sekmesi lizerinden mevcut sayfalarin ¢erezlerini goriintiilemis ve teyit etmistir.
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Veri toplama stirecinde kullanilan yukaridaki araclar, arastirmanin amacina uygun
olacak sekilde tercih edilmistir. Bu noktada arastirmanin guivenirligini test etmek icin
yukarida bahsi gecen farkli teknolojilerden yararlanilimistir. Ayni zaman diliminde ayni
siteden farkli araglarla toplanan verilerde bir farkhhk gézlemlenmemistir.

Arastirmaya dahil olan 50 haber sitesinde cerezlerin tespiti icin en az bes sayfa
goriintiilenmis ve her bir sayfada yer alma potansiyeli olan farkl cerezlere ait veriler
toplanmistir. Baska bir deyisle, ilgili sitelerin yalnizca ana sayfalari ziyaret edilip oradaki
cerezler toplanmamis; i¢ sayfalar da ziyaret edilerek detayl bir tarama gerceklestirilmistir.
ic sayfalar goriintiilenirken cerez kullanim bildirimlerindeki seceneklerde hicbir degisiklik
yapilmamis, cerezlerin yerlestirilmesi icin onay verilmemistir.

Verilerin analizinde nicel icerik analizi ydntemi kullaniimistir. icerik analizi, Bernard
Berelson’un (1952) tanimiyla, “iletisimin acik iceriginin nesnel, sistematik ve nicel olarak
tanimlanmasi igin bir arastirma teknigidir” “Arastirmacinin bir iletisim kaynagindaki
icerigi aciga ¢ikarmasina olanak saglayan” bir tekniktir (Neuman, 2014, p. 466). Buna
gore icerik siradan bir okuma, goz gezdirme veya izlemesinden ziyade detayl bir
incelemeye tabi tutulur ve farkli bir bicimde kesfedilir. Nicel icerik analizi, “metinsel,
gorsel ve isitsel materyalin 6zelliklerinin analiz edilebilmesi icin sistematik olarak
kategorize edildigi ve kaydedildigi bir arastirma yéntemidir” (Coe & Scacco, 2017). icerik
analizinin amaci bahsi gecen materyallere ait tipik 6zelliklerin sikhdi, nasil ve hangi
amagla sunuldugunu ve bicimsel 6zelliklerini saptamak seklinde degerlendirilmektedir
(Gomu & Halaiqa, 2015, p. 38). Cerezlerin web sitelerinin kaynak kodlarinda yer aldig
distintldtuginde; bu kodlarin ilgili araglarla (CookieBot, Brave ve Get cookies.txt)
taranmasi, cerezlerin ortaya ¢ikarilmasi ve tirlerine gore ayrilmasi icerik analizi yontemiyle
gerceklesmistir. Araclar aracihigiyla toplanan veriler GDPR'In tanimladigi zorunlu olan
ve zorunlu olmayan (Tercih, analitik, pazarlama) ¢erezler basliklari altinda toplanmistir.

Cerez bildirimlerin kullanicilara nasil sunuldugunu, bicimsel 6zelliklerinin ne oldugunu
ve bildirimde yer alan metinlerin kaliplarini ortaya ¢ikarmak amaciyla icerik analizi
yapilmistir. Cerez bildirimlerinin nasil sunuldugunu tespit etmek icin her bir haber sitesi
cerezlerden arindirilmis bir tarayici ile ziyaret edilmis ve ekran gorlintlsi alinarak
kaydedilmistir. Cerez bildirimlerinin bicimleri, Utz ve arkadaslarinin (2019) hazirladigi
cerez bildirim turleri sablonuna yerlestirilerek siniflandiriimistir. Cerez bildirimlerinde
yer alan metinlerin birbirleriyle benzerliklerinin tespiti ve eslestirmeler Microsoft Excel
kullanilarak yapilmistir. Glvenirligin, bir arastirmanin bulgularinin tekrarlanabilirligi ile
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ilgili oldugunu g6z 6niinde bulundurursak farkli arastirmacilar ayni yontem ve araclari
kullanarak ayni sonuclara ulasabilecektir.

ister Giclincii taraf ister birinci taraf olsun, arastirmada tespit edilen her bir cerez tek
bir sirketi isaret etmemektedir. Diger bir ifadeyle, bir sitedeki tim ¢erezler tek bir sirkete
ait olabilecegdi gibi birden ¢ok sirkete de ait olabilmektedir.

Arastirma, 11 Mayis 2022 ile 19 Mayis 2022 tarihleri arasinda gerceklestirilmistir.
Bulgular
Bu bolimde arastirma sonugclarina ait bulgulara bashklar halinde yer verilmistir.

Haber siteleri ve cerezler

Arastirmanin yiritildugu tarih araliginda similarweb.com araciligiyla elde edilen veriler
gore en ¢ok ziyaret edilen 50 haber sitesi asagida siralanmaktadir (Table 1).

Table 1: Turkiye'nin en ¢ok ziyaret edilen 50 haber sitesi (Mayis 2022).

1) hurriyet.com.tr 19) fotomac.com.tr 37) trthaber.com

2)  sozcu.com.tr 20) fanatik.com.tr 38) ntvspor.net

3)  milliyet.com.tr 21) memurlar.net 39) gazeteduvar.com.tr
4)  sabah.com.tr 22) cnnturk.com 40) aa.com.tr

5)  mynet.com 23) ahaber.com.tr 41) Kkarar.com

6)  haberturk.com 24) yenicaggazetesi.com.tr 42) bolgegundem.com
7)  cumhuriyet.com.tr 25) sporx.com 43) shiftdelete.net

8)  haber7.com 26) yeniakit.com.tr 44) telel.com.tr

9)  sondakika.com 27) gazetevatan.com 45) gercekgundem.com
10) haberler.com 28) yenisafak.com 46) haberglobal.com.tr
11) onedio.com 29) posta.com.tr 47) milligazete.com.tr
12) internethaber.com 30) aspor.com.tr 48) star.com.tr

13) takvim.com.tr 31) aksam.com.tr 49) superhaber.tv

14) ensonhaber.com 32) beinsports.com.tr 50) www.dunya.com
15) ntv.com.tr 33) t24.com.tr

16) donanimhaber.com 34) tv100.com

17) odatv4.com 35) birgun.net

18) bloomberght.com 36) webtekno.com

Geleneksel medyanin ¢evrimici uzantilarindan yalnizca ¢evrimici var olan sitelere,
cesitli kategorilerde dlizenli olarak icerik Greten ve okurlaryla paylasan yukaridaki haber
siteleri bu arastirmanin sorularina muhatap tutulmustur.
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Arastirma kapsamindaki 50 haber sitesinde en az bes sayfa ziyaret edildiginde
kullanicilarin cihazina toplam 6271 adet ¢erez yerlestirildigi tespit edilmistir. Bunlarin
5599'u zorunlu olmayan, 672'si zorunlu olan ¢erezlerden olusmustur.

Table 2: 50 haber sitesinin yerlestirdigi toplam cerez sayisi.
|

Zorunlu
Cerezler

-

5599\~

Zorunlu Olmayan
Cerezler

6271\

Toplam Cerez

Haber siteleri, yerlestirdikleri cerez sayisi bakimindan farklilik géstermektedir.
Yerlestirilen toplam ¢erezin neredeyse %25'i (n=1600), asagida verilen bes haber sitesi
kaynakhdir (Table 3).

Table 3: En fazla cerez yerlestiren bes haber sitesi.

yenicaggazetesi.com.tr

489
DI RV R L ——— 326
odatv4.com P
313
superhaber.tv 238
fotomac.com.tr 234
0 100 200 300 400 500 600

B Cerez Sayist

Cerezlerin zorunlu olup olmadigi dikkate alindiginda yenicaggazetesi.com.tr'nin
yerlestirdigi cerezlerin %92'si (n=442), milligazete.com.tr’'nin %90' (295), odatv4.com’un
%90"1 (n=282), superhaber.tv’'nin %88'i (n=211) ve fotomac.com.tr'nin %86'si (n=202)
zorunlu olmayan cerezlerden olusmaktadir.

Cerez kullanim bildirimleri

50 haber sitesinin ¢erez kullanim bildirimlerine bakildiginda;

a) 14 sitede hicbir bildirimin yer almadigi,

b) 15 sitede bildirim olsa da herhangi bir secenegin olmadigi (Seceneksiz),
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c) 11 sitedeki bildirimde yalnizca onaylama se¢eneginin oldugu (Onaylama),

d) 9sitedeki bildirimde onaylama baglantisi ve ¢erez ayarlarinin oldugu,
e) 1 sitenin bildiriminde ise kabul et ve reddet seceneklerinin oldugu tespit edilmistir.

Kategoriler altinda toplanan ¢erez kullanim bildirimlerine iliskin bulgular asagida

detayli olarak incelenmektedir.

Haber sitelerinin neredeyse Uicte biri sitelerini ziyaret eden kullanicilarin cihazlarina gerez
yerlestirirken onlara duruma iliskin aydinlatici bir bildirimde bulunmamaktadir. Bildirimde
bulunmayan siteler arasinda en fazla sayida cerez yerlestiren yenicaggazetesi.com.tr ve odatv4.

com da yer almaktadir. 14 sitenin tamami asagida yer almaktadir (Table 4).

Table 4: Cerez kullanim bildiriminde bulunmayan haber siteleri.
Mynet.com Cumbhuriyet.com.tr Odatv4.com
Memurlar.net Yenicaggazetesi.com.tr Sporx.com
Yenisafak.com T24.com.tr Tv100.com
Birgun.net Ntvspor.net Karar.com
Telel.com.tr Gercekgundem.com

15 haber sitesi, kullanicilara ¢erez kullanimina yonelik bir bildirimde bulunurken
onlarin kabul edecegi veya reddedecedi bir secenek sunmamaktadir (Figure 4, Figure 5).

Sizlere daha iyl hizmet sunabilmek adina sitemizde Gerez konumlandimaktayiz. Kisisel verileriniz, KVKK ve GDPR kapsaminda toplanip iglenir. Detayl bilgi almak icin Veri Politikamiz: /

Aydinlatma Metnimizi inceleyebilirsiniz. Sitemizi kullanarak, erezleri kullanmamizi kabul etmis olacaksiniz
~ =

Bildir

Figure 5: ensonhaber.com’un ¢erez kullanim bildirimi (Ekran gorintisu: 19 Mayis 2022).

Bu tlr bildirimler genel olarak sitenin ¢erez yerlestirdigi, siteyi ziyaret ederek
kullanicilarin cerezleri kabul ettigi gibi ifadelerin ve ¢erez politikasina verilen baglantilarin

yer aldigi bir banttan olusmaktadir.
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Yalnizca cerez kullanim bildirimde bulunan ve kullanicilarin onayina herhangi bir

ihtiya¢c duymayan 15 site asagida yer almaktadir (Table 5).

Table 5: Yalnizca cerez kullanimiyla ilgili bilgilendirmede bulunan haber siteleri.

sabah.com.tr

haber7.com

sondakika.com

haberler.com

onedio.com

takvim.com.tr

ensonhaber.com

fotomac.com.tr

ahaber.com.tr

aspor.com.tr

aksam.com.tr

gazeteduvar.com.tr

bolgegundem.com

milligazete.com.tr

star.com.tr

11 haber sitesinde cerez kullanim bildiriminin yaninda kullanicilarin ¢erezleri kabul

etmeleriicin onlari ydnlendiren‘kabul et} ‘onayla’ ve ‘anladim’ gibi butonlarin yer aldig
gozlemlenmistir. Diger bir ifadeyle, onaylama tiirl bir ¢cerez kullanim bildirimiyle
karsilasilmistir (Figure 6, Figure 7, Figure 8).

Bu site deneyimlerinizi kigisellestirmek amaciyla KVKK ve GDPR uyarninca
gerez(cookie) kullanmaktadir. Bu konu hakkinda detayl bilgi almak igin
tiklayin,

Sitemizi kullanarak, cerezleri kullanmamizi kabul edersiniz.

rTmJ

T W W

Figure 6: internethaber.com’un ¢erez kullanim bildirimi (Ekran gortntusi: 19 Mayis 2022).

Winao

Veri politikasindaki amaglarla sinirl ve mevzuata uygun sekilde gerez konumlandirmaktayiz. Detaylar icin veri politikamizi inceleyebilirsiniz. m

Figure 7: webtekno.com’un cerez kullanim bildirimi (Ekran gortintiist: 19 Mayis 2022).

Web sitemizdeki gerezleri (cookie) kullanici deneyimini artiran teknik 8zellikleri desteklemek icin kullaniyoruz. Ayni zamanda analitik gerezler de m

Figure 8: ntv.com.tr'nin ¢erez kullanim bildirimi (Ekran goriintusi: 19 Mayis 2022).

Onaylama tiirlinde cerez bildirimi sunan 11 haber sitesi asagida verilmektedir (Table 6).

Table 6: Onaylama kategorisinde cerez bildirimi sunan haber siteleri.

haberturk.com internethaber.com ntv.com.tr

donanimhaber.com bloomberght.com aa.com.tr
webtekno.com trthaber.com haberglobal.com.tr
superhaber.tv dunya.com
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9 haber sitesi, cerez bildirimi bandinda onaylama baglantisinin yani sira gerez
kategorilerinin yer aldidi‘secenekler;‘cerez ayarlari’ gibi ek baglantilara da yer vermektedir.
Bu ek baglantilardan beklenti, kullanicilarin agik rizalariyla istedikleri cerez kategorisini
pasif veya aktif hale getirebilme hizmetinin sunulmasidir (Figure 9, Figure 10, Figure
11, Figure 12).

Figure 9: milliyet.com.tr'nin cerez kullanim bildirimi (Ekran goriintlsi: 19 Mayis 2022).

ISVEC VE FINLANDIYA'YA NATO TEPKISI
ATATURK HAVALIMANI TARTISMASI

" “.CUMHURBASKANI

Figure 10: cnnturk.com’un ¢erez kullanim bildirimi (Ekran goriintlisti: 19 Mayis 2022).

UGKUNA - ol

in dodru sekilde calismasini saglamak amaciyla kullandigimiz cerezleri yonetebilir ve daha fazla bilgi icin " "
cerez politikamizi inceleyebilirsiniz. Sitemizi kullanarak, cerez kullanmamizs kabul edersiniz. Gerez Politikast SRR

Figure 11: yeniakit.com.tr'nin cerez kullanim bildirimi (Ekran gortintlsi: 19 Mayis 2022).

238 Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 213-247



Uluk, M.

akit x
+ Zorunlu Tamimlama Bilgileri Her Zaman Etkin

= Performans Tanimlama Bilgileri Her Zaman Etkin

Bu tanimlama bilgileri, sitemizin performansini 6lgebilmemiz ve iyilestirebilmemiz
icin sitenin ziyaret edilme sayisini ve trafik kaynaklarini sayabilmemizi saglar.
Hangi sayfalarin en fazla ve en az ziyaret edildigini ve ziyaretcilerin sitede nasil
gezindiklerini 6grenmemize yardimai olurlar. Bu tanimlama bilgilerinin topladigi
tlm bilgiler derlenir ve bu nedenle anonimdir. Bu tamimlama bilgilerine izin
vermezseniz sitemizi ne zaman ziyaret ettiginizi bilemeyiz.

Detaylar
+ Islevsel Tammlama Bilgileri Her Zaman Etkin
+ Hedefleme Amaclhi Tanimlama Bilgileri Her Zaman Etkin

Secimlerimi Onayla

Figure 12: yeniakit.com.tr'de secenekler baglantisina tiklandiginda karsimiza
cikan cerez kategorileri (Ekran gorintusi: 19 Mayis 2022).

Onaylama ve secenekler sunan cerez bildirimine sahip 9 haber sitesi asagida

verilmektedir (Table 7).

Table 7: Onaylama kategorisinde ¢erez bildirimi sunan haber siteleri

Sozcu.com.tr Milliyet.com.tr Fanatik.com.tr
Yeniakit.com.tr Gazetevatan.com Posta.com.tr
Shiftdelete.net Hiirriyet.com.tr Cnnturk.com

Arastirma kapsaminda taranan 50 haber sitesinin yalnizca birinin ¢erez bildiriminde
onaylama ve reddetme secenekleriyle karsilasiimistir. Beinsports.com.tr adresinde yer
alan cerez bildirimi ‘reklam cerezlerini reddet’ ve ‘reklam cerezlerini kabul et’

seceneklerinden olusmaktadir (Figure 13).

eri igin Ggtincd parti Kullamimaktadir. Bu tgtined parti gerezlere dair servisler c s A i Reklam Gerezlerini Reddet Reklam Gerezlerini Kabul Et

Figure 13: beinsports.com.tr'nin gerez kullanim bildirimi (Ekran goriintiist: 19 Mayis 2022).
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Cerez kullanim bildiriminde kullanicilara ¢cerezleri dogrudan reddetme olanadi
sunulmasi yalnizca beinsports.com.tr adresinde yer almaktadir.

Cerez kullanim bildirimlerine iliskin yapilan arastirma bir yaniyla haber sitelerinden
toplanan cerezlerle dogrudan ilgilidir. Clink( arastirma sirasinda veri toplama araclari
ile belirlenen toplam 6271 cerezin kullanicilarin acik rizasina basvurulmadan onlarin
cihazlarina konumlandirldigi tespit edilmistir. Diger bir ifadeyle, kullanicilar ziyaret
ettikleri bir haber sitesindeki sayfalari gezerken kendilerinden onay alinmadan cihazlarina
cerez yerlestiriimektedir. Cerez bildirimlerindeki seceneklere veya onaylama baglantisina
tiklanmasa bile bu durum gerceklesmektedir.

Arastirmada, 21 haber sitesinin ¢erez kullanim bildirimlerinin siteye baglanilan
konuma gore farklilastirdigi goriilmustar. Turkiye'den gelen ziyaretcilere daha kisitli
bilgilendirme ve onaylamaya zorlayici secenekler sunulurken GDPR’a bagh Avrupa
tlkelerinden gelen ziyaretciler daha seffaf bir aydinlatma metni ve zengin ¢erez yonetim
secenediyle karsilasmaktadir (Figure 14, Figure 15).

HABERTURK adli yayinciya hos geldiniz

HABERTURK asagidakileri yapmak iizere
kisisel verilerinizi kullanmak igin izninizi
istiyor:

o Kisisellestirilmis reklamlar ve icerik, reklam ve icerik lciimii,
izleyici gorisleri ve Grun gelistirme

[0  Bilgileri bir cihazda depolamak ve/veya onlara cihazdan erigmek

~  Daha fazla bilgi edinin

Kisisel verileriniz islenir ve cihazirizd

tanimlayicilar ve diger ciha:

paylagiabilir veya dzellikle bu

Ugiinci taraf tedarikgiler bu bilgil olayahilir ve bilgilere erisebilir

Bazi tedarikciler, asagdaki seceneklerinizi yéneterek itiraz edebileceginiz
mesru menfaate dayall olarak kigisel verilerinizi isleyebilir. Bu sayfanin
alunda veya gizlilik politikarnizda rizamizi geri alabileceginiz baglanty
bulun.

Figure 14: Avrupa ulkelerinden ziyaret edildiginde haberturk.com'da acilan ¢erez kullanim bildirimi (Ekran
gorintusi: 19 Mayis 2022).
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En iyi S6zcli deneyimini yasamak icin
tercih senin!

Biz ve ortaklanmiz, kigisel verileri islemek igin cihazlarda
bilgiler saklar ve/veya bu bilgilere tanimlama
bilgilerindeki benzersiz kimlikler gibi) erigim saglanz.
Mesru menfaatin kullanildidi konulara itiraz etme
hakkiniz da dahil olmak Uzere, asadiya tiklayarak veya
istediginiz zaman gizlilik politikasi sayfasi Gzerinden
tercihlerinizi kabul edebilir veya yénetebilirsiniz. Bu

tercihler ortaklarimiza gonderilecek olup tarama
verilerini etkilemeyecekti)Gizlilik Politikasi

Veriler, tarafimizca veya ortaklarimiz tarafindan
gu amaglarla iglenir:

Kesin cografi konum verilerini kullanmak. Belirleme
amac ile cihaz dzelliklerini aktif sekilde taramak. Bilgileri
bir cihazda depolamak ve/veya onlara cihazdan erisgmek.
Kigisellestirilmis rekiamlar ve icerik, reklam ve igerik
Glgimda, izleyici gorisleri ve Grin gelistirme.

i; Ortaklan Listesi (saticilar)

Kabul ediyorum

Tercihleri Yénet

Figure 15: Avrupa ulkelerinden ziyaret edildiginde sozcu.com.tr'de agilan ¢erez kullanim bildirimi (Ekran
gorintusi: 19 Mayis 2022).

Figure 14 ve Figure 15'te yer alan pop-up bildirimler ve benzer aydinlatici metinler,
Avrupa'dan ziyaret edildiginde 21 farkl haber sitesinde karsimiza ¢ikmaktadir. S6z
konusu siteler asagida listelenmektedir (Table 8).

Table 8: Ziyaret edilen konuma gore cerez kullanim bildirimini farklilastiran haber siteleri.

hiirriyet.com.tr sozcu.com.tr milliyet.com.tr
sabah.com.tr mynet.com haberturk.com
haber7.com haberler.com onedio.com
internethaber.com bloomberght.com fanatik.com.tr
cnnturk.com sporx.com yeniakit.com.tr
gazetevatan.om posta.com.tr t24.com.tr
tv100.com ntvspor.net haberglobal.com.tr

Cerez kullanim bildirimlerinde yer alan metinlerin analizi

Cerez bildirimlerinde yer alan metinlerin aciklayici ve aydinlatici olmasi; hem hukuken
hem de etik baglamda dogru bir bilgilendirme yapmasi beklenmektedir. 50 haber
sitesinin 14’linde cerez kullanim bildirimi olmadigi icin metinlerin analizi 36 haber
sitesinde gerceklestirilmistir. Metinlerin icerik analizi ile incelenmesi sonucunda siklikla
kullanilan ifadelerin listesi asagidaki gibi siralanmaktadir.
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a) “siteyi ziyaret ederek cerez kullanimini kabul etmis sayilirsiniz”

18 haber sitesinin ¢erez bildiriminde kullanicilarin siteyi ziyaretleri sonucunda cerez
yerlestirmeyi mesru kilan bu ifade yer almaktadir. Cerez kullanimi baglaminda ele
alindiginda hizmetin acik rizaya baglanmasi kurumun ifadesiyle acik rizayi sakatlayan
bir unsurdur.

b) “mevzuata uygun”

12 haber sitesinin ¢erez bildiriminde ¢erezleri yasalara uygun bicimde yerlestirdiklerini
beyan ettikleri “mevzuata uygun”ifadesinin yer aldigi goriilmektedir.

c) “deneyimlerinizi kisisellestirmek igin ...”

10 sitede kullanicilarin web sitesini kullanma deneyimlerini kisisellestirmek icin
cerez yerlestirildigine dair dogrudan yukaridaki ifade tercih edilmistir.

”

d) “KVKK ve GDPR uyarinca’, “6698 sayili Kisisel Verilerin Korunmasi Kanunu

8 site, cerezlerin yasalara uygun olarak yerlestirildigi belirtmek icin “KVKK ve GDPR
uyarinca” ifadesini kullanmaktadir. 7 site yalnizca KVKK'ya vurgu yaparak aydinlatma
metninin hazirlandigini ve ona gore ¢erez konumlandirdiklarini agiklamaktadir.

/)

e) “size daha iyi hizmet sunmak”,
saglamak”

siteden en iyi sekilde faydalanmanizi

6 sitenin bildiriminde deneyimleri kisisellestirmek sdylemine benzer olarak
kullanicilarin ¢ikarina, onlar icin cerez yerlestirildigine vurgu yapan yukaridaki ifadelere
rastlanmistir.

Tartisma ve Sonug

Web sitelerinin dogru bicimde ¢alismasi icin gerekli olmayan cerezlerin kullanicilarin
cihazlarina yerlestiriimeden 6nce izin alinip alinmadigindan yola ¢ikan bu calisma
birden ¢ok problemi giin yuizline ¢cikarmaktadir. Arastirma dahilinde incelenen 50 haber
sitesinden 49'unun hem yasal hem de etik olarak olmasi gereken bir ¢erez kullanim
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bildirimi sunmadigi gériilmektedir. istisna olarak kabul edilebilecek olan beinsports.
com.tr da dahil olmak lzere tim siteler ziyaret edildigi anda kullanicilardan acik riza
almadan hem kendilerinin hem de (clinci taraflarin zorunlu olmayan cerezlerini
cihazlara yerlestirdigi tespit edilmistir.

Cerezler izerine yapilan giincel calismalara baktigimizda Utz ve arkadaslarinin (2019)
kendi 6rneklemleri kapsamindaki sitelerin neredeyse lcte birinde ¢erez kullanim
bildirimde hicbir secenek sunmadigi ve (cte ikisinde ise onaylama mekanizmasinin
bulundugu goriilmektedir. Kampanos ve Shahandashti’'nin (2021) benzer ¢alismasinda
bildirimlerdeki onaylayici seceneklerin her on siteden dokuzunda yer aldigi tespit
edilmistir. Nouwens ve arkadaslari (2020), sitelerin yalnizca %12,6'sinda‘tiimini kabul
et’seceneginin yaninda‘tiimiinl reddet’secenegine rastlamislardir. Matte ve arkadaslari
(2020), cerez ihlallerine yonelik yirattikleri calismada web sitelerinin yarisindan
fazlasinda en az bir hukuka aykirilik saptamislardir. Mehrnezhad (2020), mobil uygulamalar
ve web sitelerinin sundugu cerez kullanim bildirimlerinin cogunun GDPR’a uygun
olmadigini belirlemistir. Soe ve arkadaslari (2020), 300 haber sitesinin ¢erez bildirim
tasarimlarini incelemis ve 297'sinin kullanicinin bilincaltini etkileyerek cerezleri kabul
etmesini yonlendiren manipulatif tekniklere sahip oldugunu ortaya koymustur. GDPR
ylrirlige girdikten sonra Reuters Institute’'un Agustos 2018'de yaptigi arastirmada
haber sitelerinin liclincii taraf cerezlerinde %22'lik bir azalma oldugu goriilse de tam
uyumluluk ve acik riza alma bakimindan eksikliklerin devam ettigi gortlmdastir (Libert
etal., 2018). Avrupa Ulkelerindeki web sitelerini kapsayan bu calismalar web sitelerinin
cerez kullanimlarindaki sorunlari tespit ederken, bu calisma da ayni baglamda Tiirkiye'deki
sorunlari buraya 6zgli cercevede ele almistir. Genel bir degerlendirme yapildiginda
Avrupa'daki yasal ve etik ihlallerin Tiirkiye'de de gerceklestigini sdylemek mimkiindr.

50 sitenin 14’4 zorunlu olmayan cerezleri yerlestirirken hicbir aydinlatici bildirimde
bulunmamaktadir. Cerez bildirimi sunan sitelerin %42'sinde herhangi bir secenegin
olmadig, %30’unda yalnizca onaylama mekanizmasinin yer aldig, diger %28'inde ise
cerezi diizenleme ve ayarlarinin oldugu soylenebilmektedir. Fakat bunlarin hicbirinin
kullanicilarin tercihlerine saygi duyan ve onlarin secimlerine gore ‘dogru bir sekilde’
calisan cerez yonetim sistemine sahip olmadiklari tespit edilmistir.

Cerez bildirimi sunan sitelerin yarisi “siteyi ziyaret ederek ¢erez kullanimini kabul

etmis sayilirsiniz” seklinde acik rizayi sakatlayan bir ifadeye yer vermektedir. Buradaki
paradoks bir siteyi ziyaret etmeden hangi ¢erezlerin yerlestirileceginin bilinip
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bilinmemesini icermektedir. Buna gore kullanicilar ancak siteyi ziyaret ettiginde cerez
yerlestirilecegini bilebilir; bu durumla yizlestiginde ise ¢erezleri ‘kabul etmis sayilir’
Halbuki hukuken web sitesinin dogru calismasiyla bizzat ilgili olmayan c¢erezler ancak
ve ancak kullanicinin agik rizasina bagli olarak yerlestirilebilmektedir. Bu hakikat dikkate
alindiginda“mevzuata uygun”ve “KVKK ve GDPR uyarinca” gibi yasalara atifta bulunan
ifadeler de gecerliligini kaybetmektedir. Zira en temelde yasalara uygun bir cerez
bildiriminde kullanicilara cerezleri reddetme imkani taninmali ve dogru sekilde calisan,
cerez tirlerinin yer aldidi bir kontrol paneli sunulmalidir. Kullanicinin 6zgir iradesiyle
ve tercihiyle gerceklestirdigi secimler dogrultusunda cerezler yerlestirilmelidir.
Kullanicilara diledikleri zaman segimlerini degistirebilme olanagi sunulmalidir. Olusturulan
sistemler dogru bicimde calismalidir.

Arastirmada tespit edilen 6nemli bir olgu da haber sitelerinin sundugu cerez
bildirimleri ve ¢erez ydnetim sistemlerinin siteyi ziyaret edenin konumuna gore
seffaflasmasi ve detaylanmasidir. Ornegin mynet.com Turkiye'den gelen ziyaretcilerine
hicbir cerez bildiriminde bulunmazken Avrupa tlkelerinden gelen ziyaretcilere tamamen
seffaf bir bildirim sunmaktadir. Sitelerin %42'sinin ayni Mynet gibi cifte standarda sahip
oldugu goriilmektedir. Sitelerin Avrupa Ulkeleri kullanicilarina sunduklari seffaf
bildirimlerin GDPR'in gli¢lii bir yaptirim glctine sahip olmasiyla dogrudan ilintili oldugu
distnilmektedir. Tirkiye'de ise KVKK'nin gerek yaptirim giicliniin zayifligi gerekse yasa
uygulayicilarin gérece ihmalkarhgi kullanicilarin mahremiyetinin korunmasina dolayh
olarak olumsuz etki etmektedir.

Sonyillarda cerezler ve cerez bildirimleri tizerine yapilan glincel calismalarla (Kampanos
& Shahandashti, 2021; Matte et al., 2020; Mehrnezhad, 2020; Nouwens et al., 2020; Soe
et al., 2020; Utz et al.,, 2019; Libert et al., 2018) bu calismanin sonuclari paralellik
gOstermektedir. Bu ¢calisma da dahil olmak tGizere s6z konusu arastirmalarda kullanicilara
sunulan ¢erez bildirimlerinin, acik riza alma bicimi ve ¢alisma fonksiyonunun kayda deger
derecede sorunlu oldugu; gerek etik gerekse hukuki ihlallerin gerceklestigi tespit edilmistir.
Bu kapsamda degerlendirirsek; sitelerin hangi lilkede barindidi ve kime hitap ettigi gibi
filtreler kaldirnldiginda ve web, tek bir diinya olarak kabul edildiginde yaratilan sistemin
kullanicilari edilgen, etkisiz ve aldatilmaya acik olarak gordiigu sdylenebilmektedir.

Mahremiyet, evrensel bir insan hakkidir. Kullanicilarin ¢cevrimici mahremiyetleri

onlari bilgilendirmemek, verilerini habersiz sekilde toplamak, hizmet karsiligi belirli
kosullari dayatmak ve secimlerini hice saymak suretiyle zedelenmektedir. Kullanici

244 Connectist: Istanbul University Journal of Communication Sciences, 2023, 64, 213-247



Uluk, M.

mahremiyetine ve tercihlerine saygi duyan sistemlerin gelistirilmesi icin tiim paydaslarin
ortak cabasi ve iyi niyeti gerekmektedir. Kisisel verilerin izinsiz toplanmasi ve kullanimi
Uzerine farkh perspektiflerde yapilacak gelecek arastirmalarin usulsiiz kisisel veri
toplanmasinin dniine ge¢cmeye yardimci olabilecegi, denetimlerin sikilagsmasina katkida
bulunabilecedi ve kisisel verilerin korunmasinin normallesmesini saglayabilecegi
distnilmektedir.

Endnotes

' GDPR, Madde 4(1), https://gdpr-info.eu/art-4-gdpr/ adresinden 18 Eyltl 2022 tarihinde alinmistir.

2 5237 Sayih Turk Ceza Kanunu, 25611 Sayili Resmi Gazete, Kabul Tarihi: 26/9/2004

3 6698 Sayili Kisisel Verilerin Korunmasi Kanunu, Kabul Tarihi: 24/3/2016. https://www.mevzuat.gov.tr/
mevzuatmetin/1.5.6698.pdf

4 https://www.kvkk.gov.tr/Icerik/7353/Cerez-Uygulamalari-Hakkinda-Rehber adresinden 26 Ekim 2022 tarihinde alinmigtir.

5 Orn: “Bu web sitesini ziyaret ederek gizlilik sézlesmesini ve cerez politikasini kabul etmis sayilirsiniz””

5 https://ec.europa.eu/justice/article-29/documentation/opinion-recommendation/files/2011/wp187_en.pdf

adresinden 28 Ekim 2022 tarihinde alinmistir.
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Abstract

The concept of activist public relations challenging corporate public
relations, which regards activist publics as the obstacles to an organization’s
effectiveness, brings up the activist function of public relations for discussion.
The conceptualization of activist public relations asserts that public relations is
used to oppose the corporate public relations contending that activist publics are
obstacles for organizations and must be managed. This study aims to set forth
the dimensions of activist public relations by introducing the studies claiming not
only organizations (non-governmental organizations and corporations) but also
activist publics and public figures, who are not members of any organization, use
public relations tactics. The study proposes a categorization for the scope and
dimensions of activist public relations. This categorization focuses on whether
the activist publics are organized within an organization or not, and asserts that
activist public relations has two dimensions: an ‘organizational dimension’ and
‘societal dimension’. According to this categorization, organizational activism
and the public relations practices of NGOs should be categorized under the
‘organizational dimension’ while Internet activism and the public relations
practices of public figures should be categorized under the ‘social dimension’ of
activist public relations.

Keywords: Activist publics, activist public relations, non-profit public relations,

dissent public relations, protest public relations

0z

Aktivist kamulari érgitlerin etkinligi icin engel olarak géren kurumsal halkla
iligkiler literatlirine meydan okuyan aktivist halkla iligkiler kavramsallastirmasi,
halkla iliskiler pratiginin aktivist fonksiyonunu tartismaya agmaktadir. Aktivist
halkla iliskiler kavramsallastirmasi, halkla iliskiler pratiginin aktivist kamular
tarafindan da kullanildigintileri siirmekte ve aktivist kamulari yonetilmesi gereken

ve kurumlar icin engel olusturan kamular olarak géren kurumsal yaklasima
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karsi ctkmaktadir. Bu calisma ise, aktivist halkla iliskilerin
sadece kurumlar tarafindan (sivil toplum kuruluslari ve
sirketler) degil, ayni zamanda herhangi bir kuruma Uye
olmayan aktivist kamular ve kamusal figurler araciligiyla
da yapildigini iddia eden arastirmalan tartismaya dahil
ederek, aktivist halkla iliskilerin boyutlarini ortaya koymayi
amaclamaktadir. Bu amag dogrultusunda calisma, aktivist

halkla iliskilerin boyutlarina ve kapsamina yoénelik bir

ve ‘toplumsal’ olmak uzere iki boyutunun oldugunu ileri
stirmektedir. Onerilen kategorilendirme cercevesinde,
orgltsel aktivizm ve sivil toplum kuruluslarinin halkla
iliskiler pratiklerinin aktivist halkla iliskilerin ‘Grgttsel
boyut’una, internet aktivizmi ve kamusal figiirlerin halkla
iliskiler pratiklerinin ise aktivist halkla iliskilerin ‘toplumsal
boyut’una dahil edilmesi gerektigi belirtilmistir.

Anahtar Kelimeler: Aktivist kamular, aktivist halkla iliskiler,

kategorilendirme 6nermektedir. Aktivist halkla iliskiler kar amaci gitmeyen halkla iliskiler, muhalif halkla iliskiler,

pratiginin bir 6rgute bagh olarak yapilip yapiimadigini temel protestocu halkla iliskiler

alan bu kategorilendirme, aktivist halkla iliskilerin ‘Grgtitsel’

Introduction

Activism and activist publics have negative connotations in the dominant literature of
public relations history and public relations approaches. According to the dominant
narration of public relations history, the profession of public relations began with the
public relations practices of organizations that felt pressured to respond to activist
publics. As a result, activist publics continued to be defined as ‘obstacles’ limiting
companies’ effectiveness that needed to be managed.

However, from the late 1990s and 2000s, with the realization that activists also use
public relations strategies and tactics, debates about whether activist public relations
was possible or not began to sprout. In this period, calls were made to discuss the role
of activists in public relations literature (Coombs & Holladay, 2012, p. 349). These calls
were directed by the need to overcome the dominant approach that defines activist
publics as publics that create pressure and pose problems for companies, and that
activists can be defined as practitioners of public relations, per se. Activist public
relations literature that developed after these calls drew activist publics, who had been
ignored by the field, to the focus of public relations research. As a matter of fact, the
realization that activists practice public relations instead of posing obstacles to companies
were declared as an “epiphany in the field” (Coombs & Holladay, 2014, p. 72). In fact,
there are two approaches in public relations literature in terms of activism. One states
that activism and public relations have different natures, the other asserts that activism
was a branch of public relations (LEtang, 2016, p. 208).

The idea that activists could be defined as practitioners of public relations (Coombs
&Holladay, 2014; Ciszek, 2015; Toledano, 2016) challenged both the negative connotations
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of activist publics and the narration of public relations history that positioned activism
as a “catalyst” (Smith, 2013) in the dominant public relations literature. Within this
context, it was argued that activists/activist organizations in the abolitionist movement,
suffragette movement, civil rights movement, feminist movement and environmental
movement used public relations practices (Byerly, 1993, p. 14).

The use of public relations practice by activist publics organized by non-governmental
organizations points to a difference from the public relations practices of for-profit
organizations. Discussions about the fact that public relations had an activist function
as well as its institutional function (Coombs & Holladay, 2012, p. 348) explained the
existence of activist public relations. Activist public relations, which is defined as the
use of public relations for activist purposes and/or by activist publics, includes the
communicative activities of activist publics, who are not affiliated to any organization,
and public figures, as well as organizations that use public relations practice for activist
purposes.

This study argues that activist public relations has two dimensions:‘organizational’
and ‘social’ These two different dimensions of activist public relations are based on
whether activist public relations are carried out under the umbrella of an organization,
whether it is a for-profit or non-profit. The use of public relations by NGOs and profit-
oriented organizations for activist purposes constitutes the‘organizational dimension’
of activist public relations, and the use of public relations tactics by “ad hoc publics”
and individuals constitutes the ‘social dimension’ of activist public relations. Involving
both organizations and publics in activist public relations means opening up the
practices ignored by the field to discussion. For this reason, in this study, after tracking
briefly the role and the place of activists in the dominant public relations literature and
public relations history, what activist public relations is and by whom it is carried out
will be discussed. In the last part of the research, a categorization of the scope and
dimension of activist public relations will be proposed.

The place of activist publics in the history of public relations
Itis a matter of debate about when and how the public relations profession began to
be practiced. There are different inclinations on how to define public relations and

different assumptions about the history of public relations. The dominant public relations
literature suggests that public relations began in the United States with corporate
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responses to activists- muckrakers such as Ida Tarbell, Jacob Riis, and Upton Sinclair
who exposed the corruption of corporations and society at the time (Coombs & Holladay,
2012). The muckrakers in question used mass media like books, newspapers, and
magazines to reveal social problems and corruption in the USA (Coombs & Holladay,
2014, p. 77). For example, Ida Tarbell exposed J. D. Rockefeller’s unfair and aggressive
practices at Standard Oil, Upton Sinclair exposed the poor conditions in the slaughterhouse
industry, and Jacob Riis exposed the poor living conditions in American slums. In
response to these social issues of the American public, corporations tried to cover up
the corruption unleashed by the muckrakers; they hired journalists such as lvy Lee,
Edward Bernays, Pendleton Dudley, John Hill, and Carl Byoir to promote their companies
in the press (Yildirim Becerikli, 2005, p. 59).

In his book titled Propaganda, Bernays (1928, p. 41) argued that the distinctive
function of the public relations consultant first emerged as a result of muckraking
activities in the early years of the 20" century. Bernays' narrative dominated the narration
of public relations history. So much so that it was repeated in public relations textbooks
that public relations began as a response to muckrakers (Vos, 2011, p. 122). For example,
it is repeatedly stated that lvy Lee was hired by Rockefeller to respond to labor activism
(Smith, 2013, p. 6).

Such a perspective on the history of public relations not only shows that public
relations developed with a business-oriented perspective, but also gives a clue about
the place of activism and activists in the history of public relations. In public relations
literature, it is stated that activism acts as “one of the catalysts” (Smith, 2013, p. 6). This
historical narrative limited the role of activists as only an initiator of public relations
activities.

Studies challenging this dominant approach, which claimed that public relations
started with organizational activities initiated as a response to activists, writers, and
journalists revealing social problems, have started to increase since the 1990s. These
studies argued that the narration and claims that public relations history began in the
20™ century was not sufficient to make sense of and historicize the diversity and social
dimensions of public relations practice. According to this argument, the practice of
public relations had a much longer history than the dominant historical narration
claimed.
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Coombs and Holladay (2012) argued that public relations practice did not begin
with responses to muckrakers, contrary to what the history of corporate public relations
claimed. Muckrakers, who were themselves “original public relations practitioners’,
encouraged companies to influence their stakeholders (Coombs & Holladay, 2014, p.
87). In short, the alternative narration of public relations history argued that public
relations practice began long before the dominant narration’s claims. In this respect,
Coombs and Holladay (2012, p. 349) challenged the dominant narration of public
relations by underlining that activists used public relations tactics almost 70-80 years
before the corporations. Similarly, according to Byerly (1993, p. 16), before the public
relations profession developed, public relations was practiced.

Activist publics and sovereign public relations as ‘obstacles’

The dominant historical narration of public relations shaped the way activist publics
were positioned and defined. The organizational approaches, which did not define
activists as public relations practitioners, perceived activists as external publics (Ciszek,
2015, p. 448), which resulted in prevalent conceptualization of public relations as a
management function.

While some public relations definitions conceptualized public relations as
‘communication management, some defined public relations as ‘relationship
management’. For instance, J. E. Grunig (2005, p. 15) defined public relations as “the
management of communication between an organization and the publics that concerned
that organization”. On the other hand, the relationship management approach
emphasizing the relations between organizations and their publics, was defined as
balancing the interests between the organization and its publics through organization-
public relationship management (Ledingham, 2009, p. 117). This‘'management’approach,
which dominates the public relations literature, whether it was called the management
of communication or relations between organizations and their publics, resulted in a
proliferation of studies that ignored the use of public relations for activist purposes
and conceptualized activist publics as problematic groups that needed to be managed
and controlled for organizations’interests.

In the dominant public relations literature in which activism/activist publics had

negative connotations, the majority of the studies assumed that activists pose problems
for the effectiveness of organizations. In fact, public relations approaches such as role
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theory, systems theory, problem management, situation theory, and excellence theory,
which constitute the dominant literature, defined activist publics as groups that had
the potential to harm organizations and therefore needed to be managed (Ciszek,
2015). Activist publics were at best described as the most strategic group for organizations
because activist publics had the potential to put organizations in difficult situations
(Grunig, as cited in Thompson, 2016). Indeed, L. A. Grunig (2005, p. 528) defined activist
publics as communities organized to put pressure on an organization for a purpose. J.
E. Grunig (2005, p. 36) also underlined that activists played the most important role in
limiting an organization’s ability to achieve its mission. In these definitions, the reason
for the existence of the activists is not based on public interest and social change, but
on putting pressure on the organization. This points to a practice that ignores the
necessity of activists in democratic processes. For this reason, in the dominant public
relations literature, activists are defined as obstacles or problems for organizations. In
short, seeing activists as obstacles for organizations is closely related to their definition
as groups that need to be managed and responded to.

Within this context, the demands and pressures of activist publics are described as
a crisis that needs to be responded to. The title of the study by L. A. Grunig (2005) in
Excellence in Public Relations and Communication Management supported this idea:
“Activism: How It Limits the Effectiveness of Organizations and How Excellent Public
Relations Departments Respond”. The title of L. A. Grunig's work revealed how activists
were perceived in public relations literature. Here, activists not only restrict the
effectiveness of organizations, but were also in the position of obstacles that required
organizations to ‘respond.

Dominant public relations literature claims that activists' limiting the effectiveness
of the organization and posing potential risks to the organization forces organizations
to carry out excellent public relations. Grunig (1989, p. 3) stated that the fact that
activists created problems for an organization created the need to create better public
relations programs. In other words, the presence of activist publics enabled organizations
to make better public relations and develop their public relations programs (Grunig &
Grunig, as cited in Smith & Ferguson, 2001). Seeing activist publics as boosters for
organizations’ success implies that activists are evaluated in both a positive and a
negative context. On the one hand, activists are perceived as barriers to organizations’
success and on the other hand, they are perceived as strategic publics that enable
organizations to develop excellent public relations programs. However, this ‘positive’
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perspective towards activists cannot escape from being organization-oriented because
a‘positive’ aspect of the activists is not explained with their contribution to social
transformation, public interest, and democratic processes; but with the fact that they
help organizations to develop effective public relations programs.

While activism used to be limited to local impact, nowadays activist initiatives via
the Internet can have a global impact in a short time, forcing organizations to respond
(Wakefield, 2007). In other words, the Internet “continually raise[d] the bar of their
[organizations] own public relations” (Klein, 2000, p. 438). According to Yildirnnm Becerikli
(2008, p. 440),“the power and influence of activist groups has reached an indisputable
level today”. The effect of the Internet has reached such a level that an organizations’
success is measured with the responses that the organization gives. For instance, if
organizations compromise with the activists, it is considered as a successful public
relations campaign; or if the organizations fail to conduct a good communication
campaign against activists, their case is defined as a‘public relations disaster’or a‘public
relations fiasco’

For this reason, public relations studies that dealt with activists generally focused
on the responses of organizations to activist groups (Yildirim Becerikli, 2008; Toledano,
2016). For example, Oliver (1991) grouped how organizations responded to activists
in five different categories. According to Oliver (1991, p. 152-159), organizations could
yield to activist publics, negotiated with activist publics, ignored them, challenged
them, or manipulated them.

Grunig and Grunig (as cited in Smith & Ferguson, 2001, p. 298) listed how organizations
should respond to activists: 1) listening to all strategic publics, 2) providing information
and telling the story of the organization, 3) maintaining communication with activists,
4) recognizing the legitimacy of all public groups, 5) enabling qualified practitioners
to achieve two-way symmetrical communication, 5) aiming for long-term effectiveness,
and 6) PR practitioners’ being in the dominant coalition so that the organization can
better respond to activists. The items listed by Grunig and Grunig have a normative
nature because although this approach seemed to care about two-way communication
such as listening to activists, informing them, and acknowledging their legitimacy, the
activists’ pressure was instrumentalized for good public relations campaigns. In this
respect, the two-way communication approach falls short of explaining activist public
relations (Dozier & Lauzen, 2000).
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The literature focusing on how organizations defeat activists does not see public
relations being used for activist purposes as well (Stokes & Rubin, 2010, p. 30) and falls
short of understanding public relations initiatives at the societal level. This situation is
reinforced by the selection of successful examples from for-profit organizations in
public relations research (Heath & Waymer, 2009, p. 195). However, if public relations
is limited to for-profit organizations'initiatives, there is a risk that activist initiatives will
be overlooked (Heath & Waymer, 2009, p. 195). The concept of activist public relations
introducing activist initiatives to public relations literature, aims to close such a gap.

Activist public relations

While Smith and Ferguson (2001) stated that not only organizations but also activists
used public relations to achieve their goals, Toledano (2016) underlined the need to
expand the limitations of corporate public relations and organizations need to learn
from the public relations tactics of activists. Extending the boundaries of corporate
public relations is possible by focusing on who practices public relations. Coombs and
Holladay (2014, p. 64) stated that it was necessary to see activists as public relations
practitioners, contrary to the dominant approach that saw activists as ‘obstacles

“Through the Internet, activism has become a global phenomenon” (Wakefield,
2007, p. 151) and the fact that the Internet reduces costs and increases the speed of
information dissemination has enabled activist publics/organizations to carry out public
relations initiatives. “The beauty of the Net for activists is that it allows coordinated
international actions with minimal resources and bureaucracy” (Klein, 2000, p. 395-396).
Activist publics organized via the Internet have made their voices heard in the public
sphere, attracted the attention of public relations researchers; therefore, studies that
position activist publics as public relations practitioners, contrary to the dominant
literature (Dozier & Lauzen, 2000; Smith & Ferguson, 2001; Coombs & Holladay, 2014)
have increased.

Recognizing that not only for-profit organizations but also activist publics and
activist organizations use public relations, it is necessary to distinguish between the
public relations activities of for-profit organizations and the public relations activities
of non-profit organizations. In fact, Coombs and Holladay (2012, p. 348) emphasized
that public relations has both an activist function and a corporate function. Likewise,
Thompson (2016) distinguishes between “corporate PR"and “activist PR". This distinction
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alleges that both for-profit organizations and activists use public relations, and as a
result two different practices emerge. As a matter of fact, the adjective ‘activist’ used
in activist public relations implies that there are two different public relations practices,
activist and non-activist. In other words, when public relations is characterized as
‘activist; ‘activist public relations’ refers to a practice different from the original ‘public
relations;, which is non-activist.

Activist public relations can be defined as “the use of public relations strategies for
activism” (Sancar, 2017, p. 3). In extant literature, activist public relations is also titled
as“non-profit PR” (Heath & Waymer, 2009, p. 213),“dissent PR”and “protest PR” (Moloney
et al., 2013). By arguing that the concepts of “activist PR, “dissent PR” and “protest PR”
can be useful to rewrite the history of public relations, Moloney et al. (2013, p. 3) defined
dissent public relations as “the dissemination of ideas, commentaries, and policies
through PR techniques in order to change current, dominant thinking and behavior
in discrete economic, political and cultural areas of public life”. Moloney et al. (2013, p.
3) added that protest public relations “is also persuasive communication but not
principally about ideas, behaviours and policies. Instead, it persuades in order to
implement those ideas, behaviours and policies into law, regulation and other forms
of executive action” (Moloney et al., 2013, p. 3).

To be able to talk about activist public relations, public relations strategies must be
used for activist purposes by activist publics/organizations or by for-profit organizations.
For this reason, activist public relations is closely related to with what purpose and by
whom the public relations is being practiced. In this respect, NGOs are defined as the
main practitioners of activist public relations (Sancar, 2017, p. 3). Activists use public
relations for two main reasons: to correct the problems they identify and to ensure the
continuity of their organizations/movements (Smith & Ferguson, 2001, p. 294). Activists
use public relations through boycotts, demonstrations, symbolic demonstrations,
media relations, interviews, and press conferences to influence the public and continue
their efforts (Smith, 2013, p. 7). Jackson divides the tactics used by activists into five
groups:

1) “informational activities including interviews and other media relations techniques;

2) symbolic activities including boycotts;
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3) organizing activities such as distributing leaflets, networking, and holding meetings;

4) legalistic activities such as petitions, lawsuits, filing legislation, testimony at hearings,
[and] prodding regulatory and administrative agencies; and

5) civil disobedience such as sit-ins, blocking traffic, [and] trespassing” (as cited in
Smith & Ferguson, 2001, p. 296).

According to Smith (2013, p. 7) activists tend to hold large-scale protests or violent
demonstrations to dramatize a problem or mobilize the public. However, Toledano
(2016, p. 284) argued that activists also use dialogue. For NGOs, public relations serves
purposes such as creating funds, establishing loyalty with the public, improving their
reputation, and gaining trust in the public (Ozdemir & Aktas Yamanoglu, 2010, p. 15).

The fact that the activists’ use of public relations tactics has begun to be accepted
in the field also paved the way for the comparative analyses of public relations tactics
of companies and activist organizations, which resulted in the emergence of a research
topic called ‘PR battles’ For example, Stokes and Rubin (2010) examined the “public
relations battle” of an anti-smoking group called Philip Morris and the Group to Alleviate
Smoking Pollution (GASP). The study revealed that GASP, which campaigned for smoke-
free restaurants, used more successful tactics than Philip Morris, which developed a
program to separate smoking areas from non-smoking areas in restaurants (Stokes &
Rubin, 2010, p. 41). Likewise, in his study, McQueen (2015, p. 122) examining the “PR
wars” of activists, especially Greenpeace with oil giants BP and Shell, stated that there
is no real dialogue between activist groups and companies, and that communication
takes place more asymmetrically.

By challenging the idea that activists and public relations practitioners are antagonists,
Reyes (2018, p. 244) put forward that“public relations practitioners and activists as the
same people, that is, not oppositional actors.” Reyes (2018, p. 250) made interviews
with the Members of the Occupy Wall Street Press Relations Working Group, whose
work included media relations such as doing interviews, press releases, editorials,
e-mails and creating content for webs sites and social media. Reyes (2018, p. 257)
concluded that public relations could be used by the powerless and weak publics as
a “discursive power” Likewise, Ciszek et al. (2021, p. 307) argued that activist public
relations has a power to challenge hegemonic discursive narratives of institutional
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texts. To document their argument, Ciszek et al. (2021, p. 300) examined how transgender
women activists challenge hegemonic discourse on gender transgression based on
an institutional text, Diagnostic and Statistical Manual of Mental Disorders. In a similar
vein, Wolf (2019, p. 182) claimed that activists can create “critical counter-voices”against
the powerful. In her case study research, Wolf (2019, p. 179) examined the campaign
called “Save Beeliar Wetlands” in 2017 West Australian state election and concluded
that activists can be “seen as challengers of symbolic processes”. Wolf's study (2019)
results showed that activists are not heterogeneous groups, and they have legitimate
interests. Besides, compromise does not have to be reached every time between activists
and the governments. Wolf stated (2019, p. 180) that those three assumptions create
a contrast with the foci of activist public relations literature. Likewise, LEtang (2016, p.
207) stated that one should be careful when glorifying activism and when regarding
activist publics as “a homogeneous category.”

In activist public relations literature, there are examples through which campaigns
make publics become activists. For instance, Mummery and Rodan (2019) examined
the campaign called “Make it Possible” launched by Animals Australia, which is an
animal advocacy organization. The writers concluded that the campaign helped the
consumers become vegans/vegetarians, ethical consumers and even activists. Williams
etal. (2022) examined how media frames local animal activists’ public relations tactics
during a clash between animal activist groups and Australian farmers in 2019. Their
case study exposed the fact that animal activists are framed negatively in media (Williams
et al., 2022). Williams et al. (2022, p. 417) and concluded by suggesting that future
studies should focus on other activist publics and their representation on media.

As Bhagwat et al. (2020, p. 6) put it, “corporate sociopolitical activism” (CSA) may
have a negative impact on firm value, and even “the positive links between CSA and
firm outcomes can be uncertain”. Bhagwat et al. (2020, p. 17) stated that positive impact
can be reached with the condition that the corporate’s sociopolitical activist efforts are
in accord with the stakeholders’ political views. Otherwise, corporate sociopolitical
activism cannot impact firm value positively. In a similar manner, Pasirayi et al. (2022,
p. 22) conceptualized corporate sociopolitical activism as “a risky strategy” because
corporate sociopolitical activism affects firm value adversely. Although there is literature
on corporate activism, there are few studies that focus on the effect of corporate
sociopolitical activism on firm value (Pasirayi et al., 2022). The main reason for this result
is that “reactions to sociopolitical stances may vary by stakeholder group” (Pasirayi et
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al., 2022, p. 24). Sanchez et al. (2022) argued that corporate activism can have both
positive and negative impacts. That is, corporate activism can affect the corporation’
finance positively if the corporation is not among the controversial sectors such as
alcohol, arms or tobacco whereas “social rights-based activism produces a negative
effect” (Sanchez et al., 2022, p. 15).

Although there are a number of studies focusing on activist public relations, Sejrup
(2014, p. 65) argued that critical public relations literature lacks studies of activist or
advocacy organizations'public relations efforts focused especially on marginalized and
non-western publics. Activist public relations literature also underestimated “the political
dimensions of struggle and change” (LEtang, 2016, p. 207). However, there are also
recent studies which conceptualize activist public relations in term of democracy, ethics
and politics. For instance, Demetrious (2022, p. 371) conceptualized the practice of
deep canvasing in political campaigns as an activist public relations. Thus, Demetrious
(2022, p. 374) placed activist public relations within the concept of civil society and
asserts that publics transforms from being citizens to being voters in such a
conceptualization.

Companies as practitioners of activist public relations: organizational activism

Recently, there has been an increase in studies suggesting that activist publics/organizations
are not only practitioners of activist public relations, but also that profit-oriented
organizations use activist public relations. These studies argue that companies and brands
can act like activists, and these public relations and advertising activities are combined
with concepts such as ‘organizational activism, ‘corporate activism’ or ‘brand activism:
While organizational activism/corporate activism is defined as organizations’opposition
to government policies by Holtzhausen & Voto (2002, p. 63), Eilert and Nappier Cherup
(2020, p. 461) defined organizational activism as “as a company’s willingness to take a
stand on social, political, economic, and environmental issues to create societal change
by influencing the attitudes and behaviors of actors in its institutional environment.”
Corvellec & Stal (2019, p. 8) asserted that “corporate activism participates in the efforts
of corporations to actively shape their institutional environment by influencing, for
example, the nature of competition, existing legislation, or social standards”.

The stance of an organization as an activist is closely related to the activist role of
public relations professionals in an organization. According to Holtzhausen (2000, p.
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105) who defined public relations practitioners as the “conscience of the organization’,
the postmodern public relations practitioner has a role to challenge the dominant
views and practices in the organization, and the title of “conscience of the organization”
is one of the titles that public relations practitioners proudly claim. Public relations
practitioners practice their activist role as ‘conscience of the organization’ by resisting
dominant power structures, prioritizing the public and employees of the organization,
making the most humane decisions in situations they encounter, and encouraging
new ways of thinking and problem-solving towards problems (Holtzhausen & Voto,
2002, p. 64). Therefore, “organizational activism” emerges with the situational ethical
decisions of practitioners, their desire for change, their resistance to hegemonic
structures, and their prioritization of employee representation (Holtzhausen & Voto,

2002, p. 57).

In their study, Holtzhausen and Voto (2002, p. 57) interviewed sixteen public relations
practitioners to examine how public relations practitioners play an activist role within
the framework of postmodern public relations. By bringing diversity, conflict, knowledge/
power, and resistance into discussion, postmodernist public relations differs from the
managerial/functional approach, the system approach and the modernist approach,
which is referred to as the theory of excellence (Holtzhausen & Voto, 2002). The public
relations specialist, who plays an activist role by resisting the power marginalizing
people, also resists the dominant structures and discourse in society and serves the
organization by become an activist (Holtzhausen & Voto, 2002). Holtzhausen and Voto
(2002, p. 63) cited Benetton’s campaign against the death penalty as examples of
organizational activism. Besides, Allagui (2017, p. 265) evaluated the Sprite Cricket
Stars, Coca-Cola Hello Happiness, Taking Home Happiness, The Pride Initiative projects
carried out in the United Arab Emirates as the examples of organizational activism and
asserts that companies find new ways to raise awareness about social issues, when
governments use force to protect the status quo.

Itis crucial to note that although organizational activism is gaining importance in
the field, activist public relations is generally carried out by non-profit organizations.
In her study, Gulal Sahin (2021) found out that for-profit organizations carry out activist
public relations less than activist publics and organizations do. There are also studies
investigating which handicaps public relations practitioners face when they resist the
organizations they work for. For example, after in-depth interviews with 20 public
relations practitioners, Sen (2022, p. 13) found that practitioners, who resist organization,
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have to quit their jobs or experience a decrease in their salaries. Besides, public relations
professionals’ activism is based on “moral impulse’, and they do not use social media
as an activist tool contrary to expectations (Sen, 2022, p. 13). And most importantly,
Sen (2022, p. 19) concluded that“postmodern PR activism holds a precarious position”.

Discussion and Conclusion

From being regarded as “enemy’, “threat”, “other’, and “components to be dealt with”
to being regarded as the “main component” of public relations, activists have always
been an inherent part of public relations (Karaaslan Sanh & Bozkurt, 2022, p. 74).
Therefore, it would be wrong to argue that public relations tactics are only used by
organizations; it is also used by publics that are not affiliated with any organization
and are organized via the Internet (Akgay, 2020). For this reason, activist public relations
seems to have two different appearances. On one hand, there are organizations using
public relations for activist purposes; on the other, there are ‘ad hoc publics’ who are
not members of any organization using public relations. Activist public relations can
be examined in two dimensions as ‘organizational’ and ‘social’ as shown in Table 1.

Table 1: Dimensions and types of activist public relations

Activist Public Relations

Organizational Dimension Social Dimension
Public Relations Activities Public Relations Activities
——|of for-profit Organizations | — of Publics
(Organizational Activism) (Digital Activism)

Public Relations Activities

Public I}elations %itivities of Individuals
— of non-pro — i
Organizations and NGOs (Intellectuals, Public
Figures, etc.)
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The organizational dimension of activist public relations includes activist use of
public relations by organizations, regardless of whether they are for-profit or not. What
isimportant at this point is that activist public relations is carried out under the umbrella
of an organization and by using the resources of the organization. For this reason,
activist public relations practices of NGOs and activist public relations practices of for-
profit organizations (which is known as ‘organizational activism’) constitute the
organizational dimension of activist public relations.

First of all, the public relations activities of NGOs and public interest organizations
can be evaluated under the organizational dimension of activist public relations. In
this respect, it is possible to find examples of activist public relations in the ‘public
relations wars’between activists and corporations. For example, Greenpeace’s campaign
after BP’s oil spill crisis in Deepwater Horizon is an example of successful activist public
relations (Moloney et al.,, 2013, p. 6). Similarly, Sancar (2017, p. 15) stated that public
relations activities implemented by activist groups and non-governmental organizations
to achieve their goals are also included in the field of activist public relations (2017, p.
15). Within the scope of the campaign, press releases were used, the media visibility
of the campaign was ensured, advocacy was carried out, and individuals and institutions
were invited to turn off the lights (Sancar, 2017, pp. 10-12). At the end of her study,
Sancar (2017) stated that the basic activist public relations strategy used in the campaign
were direct action, media relations and advocacy.

Moloney et al. (2013) gives an example of activist public relations of a labor union.
Communication activities such as demonstrations during and after the 1980-1981
strike of Solidarnos¢, a labor union in Poland, poster/brochure/wall painting, media
relations, branding, lobbying and distribution of other publications are examples of
activist public relations (Moloney et al., 2013, p. 7-8). In this context, public relations
activities of non-governmental organizations and trade unions operating at an
international, national, and local level can be included under the ‘organizational
dimension’ of activist public relations on the grounds that they are carried out under
the umbrella of an organization.

Second, the‘organizational dimension’of activist public relations includes examples
of organizational/corporate activism. Eilert and Nappier Cherup (2020) cited examples
of organizational activism such as IBM's promise of recruiting two thousand veterans
and Starbucks’ promise of recruiting ten thousand refugees in 2017; Walmart's working
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with suppliers that reduce packaging waste, Aldi’s working with suppliers using 100%
recyclable materials; Aerie and Target’s use of disabled models in their advertisements;
companies like TomboyX and Fluide Beauty’s selling gender-neutral products; Dick'’s
Sporting Goods'stopping selling guns after a shooting at a high school in 2018; Netflix's
announcement that it would reconsider its investments after Georgia’s abortion law
was passed; and some companies’ allowing their employees to vote in the 2018 US
elections. Likewise, Corvellec and Stal (2019) considered the take-back campaigns of
seven Swedish brands (H&M, KappAhl, Lindex, Gina Tricot, Indiska, Filippa K and
Boomerang) to promote sustainable fashion as examples of corporate activism. According
to Corvellec and Stal (2019, p. 8) the reason for defining brands aimed at creating an
understanding of sustainable fashion as examples of corporate activism is that these
brands engage in activist initiatives aimed at influencing the political, industrial, and
commercial agenda for the textile industry.

Activist public relations practices that are not carried out under the umbrella of an
organization constitute the ‘social dimension’ of activist public relations (see Table 1).
In this regard, unplanned campaigns by ‘ad hoc publics’ are the examples of activist
public relations. Activists do not need to be organized under the umbrella of an
organization for a public relations activity to be defined as ‘activist public relations:
Many activist groups, who benefit from the opportunities provided by the Internet,
use public relations tactics without being affiliated with any organization. There are
also studies that evaluate the communication activities of publics who benefit from
the opportunities of social media platforms without being a member of any organization,
as a public relations campaign and that connects the Internet activism with public
relations (Hon, 2015; Honda, 2016; Akcay, 2020).

#JusticeforTrayvon campaign can be given as an example of the‘social’ dimension of
activist public relations (Hon, 2015). The elderly, the young, women, men, African Americans,
other minorities and many people around the world participated in the “Justice for
Trayvon”campaign launched in 2012 after George Zimmerman killed 17-year-old Trayvon
Martin with the aim to get Zimmerman arrested (Hon, 2015, p. 313). The media visibility
of the campaign revealed that publics without official authority or resources can conduct
public relations campaigns because the visibility of the campaign was mostly ensured
by the efforts of informal, decentralized and leaderless publics (Hon, 2015). In this respect,
Hon'’s study revealed that membership in a formal organization is not necessary for the
initiatives and campaigns of activist publics to achieve their goals.
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The public relations campaign “It Gets Better Project” (IGBP) launched on YouTube
by US journalist Dan Savage and her husband Terry Miller to raise awareness to prevent
the increasing suicides of LGBTQ youth in 2010, can also be included in the ‘social’
dimension of activist public relations. By interviewing the participants of IGBP campaign,
Honda (2016, p. 255) stated that organizations’ activist stakeholders’ use of online
communication tactics is ignored in public relations literature. The IGBP campaign
asked for LGBTQ individuals to prepare videos for at-risk youth (Honda, 2016, p. 253).
According to Honda (2016, p. 271) the success of the campaign resulted from the fact
that the campaign was a crowdsourced PR campaign that encouraged participants to
shoot their own videos. In this framework, the IGBP campaign can also be included in
the’social’dimension of activist public relations because the campaign was popularized
through public participation in the campaign, not through an organization’s resources.

Akcay (2020) considered Twitter campaigns for violence against women as public
relations campaigns in which the public participated massively. The campaign titled
#sendeanlat (2015) launched on Twitter by idil Elveris after the murder of Ozgecan
Aslan, the campaign titled #KiyafetimeKarisma (2017) led by the We Will End Femicide
Platform after the increase in sexist attacks on women'’s lifestyles, and the campaign
#SuleCeticinAdalet (2018) launched on Twitter by her friends after her murder are the
campaigns where women organized on Twitter and on other social media platforms.
Thus, those campaigns became massive and fulfilled their aims with the participation
of activist publics. Therefore, it is now possible to talk about publics who become
pressure groups and co-creators of the meaning created in communication campaigns,
instead of defined public categories that are affected by and affect the decisions of an
organization (Akgay, 2020, p. 290-291). The above-mentioned examples (Hon, 2015;
Honda, 2016; Akcay, 2020) can be included in the ‘social dimension’ of activist public
relations, as they are examples of public relations carried out by the publics without
being affiliated with an organization.

The‘social’dimension of activist public relations includes not only the communication
activities of public groups but also intellectuals and public figures. Bisbe et al. (2019,
p. 1) stated that the history of public relations should be reconsidered as “a specific
historical form of expression”’, Ancient Greek Comedies can be defined as the first
examples of mass communication and the ancient Greek poet Aristophanes’plays can
be defined as the origin of dissent public relations; and thus, Aristophanes can be
defined as the first public relations practitioner. The fact that Aristophanes was an
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intellectual concerned with the public affairs of Athens and criticizing the political
power, and the literary tools he used in his plays such as the use of metaphors, animal
representations, parabasis, reveals the activist aspect of Aristophanes’ plays (Bisbe et
al., 2019, p. 2). Bisbe et al. (2019, p. 2) stated that when dissent public relations are
defined as ideas promoted by intellectuals, Aristophanes’ promotion of his ideas can
be an example of dissent public relations. Likewise, Brown (2003) argued that St. Paul
was the first public relations practitioner in history. By stating that St. Paul was “one of
the most influential communicators in history”, Brown (2003, p. 232) argued that St.
Paul performed all the roles such as“writer-technician, liaison, manager and strategist”
that are usually assigned to modern public relations practitioner.

Claiming that not only organizations but also publics use public relations strategies
for activist purposes means developing an alternative to the dominant literature’s
definition of activist publics as groups that need to be managed. So much so that
Demetrious (as cited in Toledano, 2016, p. 283) criticized the efforts of corporate public
relations to manage and control activists and underlines the necessity of activist voices
for democracy and the legitimacy of activists. Similarly, Holtzhausen (2000, p. 100)
stated that although activists are seen as the “enemy”for organizations and governments,
activists are “the real voices of democracy.” This approach is also compatible with the
ideas that public relations and activism should not be defined as “antagonist” as the
dominant literature assumes (Ciszek, 2015).

In this context, this study revealed that the claim- that only NGOs and companies
through organizational activism use activist public relations- is not sufficient to
understand the dimensions of activist public relations. The study also suggested that
activist public relations can be examined in two dimensions as ‘organizational’ and
‘social, based on studies showing that‘ad hoc publics’and public figures also use public
relations tactics. Although this categorization aims to categorize and systematize the
dimensions and types of activist public relations, it can also be considered as an attempt
to include activist initiatives in the public relations literature and to establish the link
between public relations and society. In other words, placing activist initiatives in the
public relations literature also contributes to the understanding of public relations at
the social level (Thompson, 2016).

The study shares the claims that not only activist organizations but also activist
publics/‘ad hoc publics, even if they are not a member of an organization, use public
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relations tactics for activist purposes. In line with the alternative approach challenging
the conceptualization of activist publics as ‘obstacles’ to the success of organizations,
the study argues that activist public relations should not be limited to organizational
examples. In this framework, it is believed that the study will contribute to the field in
establishing the connection of public relations with society by opening the different
dimensions of public relations for activist purposes to discussion. Connecting public
relations practice with society is possible only with the proliferation of examples where
public relations tactics and strategies are used by the public. In this respect, it is thought
that the study will guide studies that will be based on activist public relations in terms
of showing that activist public relations is not only carried out by organizations
(‘'organizational’ dimension) but can also be used by ‘ad hoc publics’or individuals that
are not members of any organization (‘social’ dimension).

Endnotes

I borrowed the term “ad hoc publics”from Bruns & Burgess’study (2011) to refer publics who are not affiliated to
any organization but organize and mobilize to raise the political, cultural and social topics in social media platforms.
2Muckraking can be defined as scandal reporting or investigative journalism (Aktas Yamanoglu et al., 2013, p. 18).
3By examining the potential of employees in the organization to be activist publics, McCown (2007, p. 63) revealed
that employees can create activist publics for organizations, make their voices heard and use activist communication

strategies. Employees, who are “internal activists’, can also use media to explain their problems, organize to convey
demands, cooperate with other employees, spread gossip, put pressure on the organization (McCown, 2007, p. 64).
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YAZARLARA BiLGi

DERGININ TANIMI

1992 yilindan bu yana yayin hayatina devam eden Connectist: Istanbul University Journal of
Communication Sciences, hakemli, agik erisimli, Haziran ve Aralik aylar1 olmak tizere yilda iki kere
yaymmlanan uluslararasi, bilimsel bir e-dergidir.

Dergiye gonderilen bilimsel ¢aligmalarin dili Tiirkge ya da Ingilizce olmalidir.
AMAC VE KAPSAM

Connectist, akademik arastirmacilar, iletisim profesyonelleri ve iletisim politikasi belirleyicilerine
yonelik bilimsel bilginin paylasildigi, Asya’dan Avrupa’ya agilan kiiresel bir platform olusturmay1
amaclamaktadir. Bu dogrultuda iletisimin geleneksel ¢alisma alanlarinin yani sira sosyal ve beseri
bilimlerin tartismalarini kapsayan teorik ve ampirik caligmalara, ayrica uzman degerlendirmelerine yer
vermektedir. Connectist, iletisim alanina odaklanan diger disiplinlerden ¢alismalara da agiktir.
Derginin hedef kitlesini; akademisyenler, arastirmacilar, profesyoneller, dgrenciler ve ilgili mesleki,
akademik kurum ve kuruluslar olusturur.

EDITORYAL POLITiKALAR VE HAKEM SURECI

Yayin Politikasi

Dergi, yayn etigi ile ilgili en yiiksek standartlara uymaktadir. Committee on Publication Ethics (COPE),
Directory of Open Access Journals (DOAJ), Open Access Scholarly Publishers Association (OASPA)
ve World Association of Medical Editors (WAME) tarafindan yayinlanan etik yayincilik ilkelerini
benimsemektedir; Principles of Transparency and Best Practice in Scholarly Publishing baslig1 altinda
ifade edilen ilkeler i¢in asagidaki linki ziyaret edebilirsiniz:
https://publicationethics.org/resources/guidelines-new/principles-transparency-and-best-practice-
scholarly-publishing

Gonderilen caligmalar derginin amag ve kapsamina uygun olmalidir. Ozgiin, daha 6nce yayimlanmamis
veya ayni anda bagka bir dergide degerlendirme siirecinde olmayan, her bir yazar tarafindan igerigi ve

gonderimi onaylanmis yazilar, degerlendirmeye kabul edilmektedir.

Yayimlanmak iizere dergiye gonderilen ¢aligmalarda; yazarlardan herhangi birinin ismi, tiim yazarlarin
yazili izni olmadan ¢alisma kiinyesinden silinemez, yeni bir isim kiinyeye eklenemez ve yazar sirasi
degistirilemez.

Intihal, duplikasyon, sahte yazarlik/inkar edilen yazarlik, aragtirma/veri fabrikasyonu, makale dilimleme,
dilimleyerek yayn, telif haklari ihlali ve ¢ikar catigsmasmin gizlenmesi, etik dis1 davranislar olarak
kabul edilir. Kabul edilen etik standartlara uygun olmayan tiim ¢alismalar yayindan ¢ikarilir. Yayin
stirecinden sonra tespit edilen kuraldist ve/veya etik dis1 caligmalarin yayini ayni sekilde durdurulur.
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Intihal Kontrolii

On kontrolden gegirilen caligmalar, iThenticate yazihmi kullamlarak intihal igin taramr. intihal/kendi
kendine intihal tespit edilirse yazarlar bilgilendirilir. Editorler, gerekli olmasi halinde, degerlendirme ya da
iiretim siirecinin ¢esitli asamalarinda ¢alismayi intihal kontroliine tabi tutabilirler. Yiiksek benzerlik oranlart,
bir ¢alismanin kabul edilmeden dnce ve hatta kabul edildikten sonra reddedilmesine neden olabilir.

Calismanin yayimlanmasi i¢in tiirline bagli olarak, benzerlik oraninin %15’ten az olmasi zorunludur.

Cift Kor Hakemlik Siireci

Intihal kontroliinden sonra, uygun olan calismalar bas editdr tarafindan 6zgiinliik, yontem, islenen
konunun 6nemi ve dergi kapsamiyla uyumlulugu agisindan degerlendirilir. Bag editor, bigimsel esaslara
uygun olan ¢aligmalari, yurtiginden ve /veya yurtdisindan en az iki hakemin degerlendirmesine sunarak,
adil bir sekilde ¢ift tarafli kor hakemlikten gegmesini saglar. Bas edit6r, hakemlerin gerek gordiigi
degisiklikler yazar(lar) tarafindan yapildiktan sonra ¢alismalarin yayimlanmasina onay verir.

Dergiye yaymlanmak {izere gonderilen makalelerin igerigi derginin amag¢ ve kapsami ile uyumlu

olmalidir. Dergi, orijinal arastirma niteligindeki yazilar1 yaymlamaya o6ncelik vermektedir

Acik Erisim flkesi

Acik erisimli bir dergi olan Connectist’in igerigi, okura ya da okurun dahil oldugu kuruma iicretsiz
olarak sunulur. Okurlar, ticari amag haricinde, yayincidan ya da yazardan izin almadan ¢aligmalarin
tam metnini okuyabilir, indirebilir, kopyalayabilir, arayabilir ve link saglayabilir. Bu ilke, BOAI agik

erisim tanimiyla uyumludur.

Derginin agik erisimli ¢aligmalari Creative Commons Atif-GayriTicari 4.0 Uluslararasi (CC BY-NC
4.0) olarak lisanshidir.

islemleme Ucreti

Derginin tiim giderleri Istanbul Universitesi tarafindan karsilanmaktadir. Dergide ¢alismalarin
yayimlanmasi ve yayin siireglerinin yiiriitiilmesi iicrete tabi degildir. Dergiye gonderilen ya da yayin
icin kabul edilen caligmalar i¢in islemleme ticreti veya gonderim iicreti alinmaz.

Telif Hakkinda

Yazarlar dergide yaymlanan caligmalarmin telif hakkina sahiptir ve ¢alismalar1 Creative Commons
Atif-GayriTicari 4.0 Uluslararas1 (CC BY-NC 4.0) olarak lisanslidir. CC BY-NC 4.0 lisansi, eserin
ticari kullanim disinda her boyut ve formatta paylasilmasina, kopyalanmasina, ¢ogaltilmasina ve
orijinal esere uygun sekilde atifta bulunmak kaydiyla yeniden diizenleme, doniistiirme ve eserin iizerine
inga etme dahil adapte edilmesine izin verir.

Yayin Etigi Beyam
Connectist: Istanbul University Journal of Communication Sciences, yaym etiginde en yiiksek
standartlara baglidir ve Committee on Publication Ethics (COPE), Directory of Open Access Journals
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(DOAJ), Open Access Scholarly Publishers Association (OASPA) ve World Association of Medical
Editors (WAME) tarafindan yaymlanan etik yayimcilik ilkelerini benimser; Principles of Transparency
and Best Practice in Scholarly Publishing basligi altinda ifade edilen ilkeler igin adres: https://
publicationethics.org/resources/guidelines-new/principles-transparency-and-best-practice-scholarly-
publishing

Gonderilen tiim makaleler orijinal, yaymnlanmamis ve baska bir dergide degerlendirme siirecinde
olmamalidir. Her bir makale editérlerden biri ve en az iki hakem tarafindan ¢ift kor degerlendirmeden
gegcirilir. Intihal, duplikasyon, sahte yazarlik/inkar edilen yazarlik, arastrma/veri fabrikasyonu, makale
dilimleme, dilimleyerek yayn, telif haklari ihlali ve ¢ikar ¢atismasinin gizlenmesi, etik dist davranislar
olarak kabul edilir.

Kabul edilen etik standartlara uygun olmayan tiim makaleler yayindan ¢ikarilir. Buna yayindan sonra

tespit edilen olas1 kuraldisi, uygunsuzluklar igeren makaleler de dahildir.

Arastirma Etigi
Dergi aragtirma etiginde en yiiksek standartlart gozetir ve asagida tanimlanan uluslararasi arasgtirma
etigi ilkelerini benimser. Makalelerin etik kurallara uygunlugu yazarlarin sorumlulugundadir.

- Arastirmanin tasarlanmasi, tasarimin gozden gegirilmesi ve arastirmanin yiiriitiilmesinde,
biitiinliik, kalite ve seffaflik ilkeleri saglanmalidir.

- Aragtirma ekibi ve katilimcilar, aragtirmanin amaci, yontemleri ve dngoriilen olast kullanimlari;
arastirmaya katilimin gerektirdikleri ve varsa riskleri hakkinda tam olarak bilgilendirilmelidir.

- Arastirma katilimcilariin sagladigi bilgilerin gizliligi ve yanit verenlerin gizliligi saglanmalidir.
Aragtirma katilimcilari 6zerkligini ve sayginligini koruyacak sekilde tasarlanmalidir.

- Arastirma katilimeilart goniillii olarak arastirmada yer almali, herhangi bir zorlama altinda
olmamalidirlar.

- Katilimeilarin zarar gérmesinden kacinilmalidir. Arastirma, katilimcilari riske sokmayacak
sekilde planlanmalidir.

- Arastirma bagimsizligiyla ilgili agik ve net olunmali; ¢ikar catigmasi varsa belirtilmelidir.

- Deneysel ¢aligmalarda, arastirmaya katilmaya karar veren katilimcilarin yazili bilgilendirilmis
onay1l almmmalidir. Cocuklarin ve vesayet altindakilerin veya tasdiklenmis akil hastalig1
bulunanlarin yasal vasisinin onay1 alinmalidir.

- Calisma herhangi bir kurum ya da kurulusta gergeklestirilecekse bu kurum ya da kurulustan
caligma yapilacagina dair onay almmalidir.

- Insan &gesi bulunan calismalarda, “ydntem” boliimiinde katilimcilardan “bilgilendirilmis
onam” alindiginin ve ¢aligmanin yapildigr kurumdan etik kurul onayr alindigi belirtilmesi
gerekir.

Yazarlarin Sorumlulugu
Makalelerin bilimsel ve etik kurallara uygunlugu yazarlarin sorumlulugundadir. Yazar makalenin
orijinal oldugu, daha dnce baska bir yerde yayinlanmadigi ve bagka bir yerde, baska bir dilde
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yayinlanmak iizere degerlendirmede olmadig1 konusunda teminat saglamalidir. Uygulamadaki telif
kanunlar1 ve anlasmalar1 gozetilmelidir. Telife bagli materyaller (6rnegin tablolar, sekiller veya biiyiik
alintilar) gerekli izin ve tesekkiirle kullanilmalidir. Bagka yazarlarin, katkida bulunanlarin ¢aligmalari
ya da yararlanilan kaynaklar uygun bi¢cimde kullanilmali ve referanslarda belirtilmelidir.

Gonderilen makalede tiim yazarlarin akademik ve bilimsel olarak dogrudan katkist olmalidir, bu
baglamda “yazar” yayinlanan bir arastirmanin kavramsallastirilmasina ve dizaynina, verilerin elde
edilmesine, analizine ya da yorumlanmasina belirgin katki yapan, yazinin yazilmasi ya da bunun
icerik agisindan elestirel bigimde gbzden gegirilmesinde gérev yapan birisi olarak goriiliir. Yazar
olabilmenin diger kosullari ise, makaledeki ¢alismay1 planlamak veya icra etmek ve / veya revize
etmektir. Fon saglanmasi, veri toplanmasi ya da arastirma grubunun genel siipervizyonu tek basina
yazarlik hakki kazandirmaz. Yazar olarak gosterilen tiim bireyler sayilan tim 0lgiitleri karsilamalidir
ve yukaridaki 6lgiitleri karsilayan her birey yazar olarak gosterilebilir. Yazarlarin isim siralamasi ortak
verilen bir karar olmalidir. Tlim yazarlar yazar siralamasini Telif Hakki Anlagsmasi Formu’nda imzali
olarak belirtmek zorundadirlar.

Yazarlik icin yeterli dl¢iitleri karsilamayan ancak ¢aligsmaya katkisi olan tiim bireyler “tesekkdir /
bilgiler” kisminda siralanmalidir. Bunlara 6rnek olarak ise sadece teknik destek saglayan, yazima
yardimci olan ya da sadece genel bir destek saglayan, finansal ve materyal destegi sunan kisiler
verilebilir.

Biitiin yazarlar, arastirmanin sonuglarini ya da bilimsel degerlendirmeyi etkileyebilme potansiyeli
olan finansal iliskiler, ¢ikar ¢atigsmasi ve ¢ikar rekabetini beyan etmelidirler. Bir yazar kendi
yayimlanmis yazisinda belirgin bir hata ya da yanliglik tespit ederse, bu yanligliklara iliskin diizeltme

ya da geri ¢gekme i¢in editor ile hemen temasa gegme ve igbirligi yapma sorumlulugunu tasur.

Editor ve Hakem Sorumluluklar:

Bas editor, makaleleri, yazarlarin etnik kokeninden, cinsiyetinden, cinsel yoneliminden, uyrugundan,
dini inancindan ve siyasi felsefesinden bagimsiz olarak degerlendirir. Yayina gonderilen makalelerin
adil bir sekilde ¢ift tarafli kor hakem degerlendirmesinden ge¢melerini saglar. Génderilen makalelere
iliskin tiim bilginin, makale yayilanana kadar gizli kalacagini garanti eder. Bas editor icerik ve yayinin

toplam kalitesinden sorumludur. Gereginde hata sayfasi yaymlamali ya da diizeltme yapmalidir.

Bas editor; yazarlar, editorler ve hakemler arasinda cikar ¢atigmasina izin vermez. Hakem atama
konusunda tam yetkiye sahiptir ve Dergide yayinlanacak makalelerle ilgili nihai karar1 vermekle

yikimlidiir.

Hakemlerin arastirmayla ilgili, yazarlarla ve/veya arastirmanin finansal destekgileriyle ¢ikar catigmalart
olmamalidir. Degerlendirmelerinin sonucunda tarafsiz bir yargiya varmalidirlar. Génderilmis yazilara
iliskin tiim bilginin gizli tutulmasini saglamali ve yazar tarafinda herhangi bir telif hakki ihlali ve intihal
fark ederlerse editore raporlamalidirlar. Hakem, makale konusu hakkinda kendini vasifli hissetmiyor
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ya da zamaninda geri doniis saglamas1 miimkiin goriinmiiyorsa, editére bu durumu bildirmeli ve hakem

suirecine kendisini dahil etmemesini istemelidir.

Degerlendirme siirecinde editér hakemlere gozden gecirme igin gonderilen makalelerin, yazarlarin
0zel miilkii oldugunu ve bunun imtiyazli bir iletisim oldugunu acikca belirtir. Hakemler ve yayin
kurulu iyeleri baska kisilerle makaleleri tartisgamazlar. Hakemlerin kimliginin gizli kalmasina 6zen
gosterilmelidir. Bazi durumlarda editoriin karartyla, ilgili hakemlerin makaleye ait yorumlart ayni

makaleyi yorumlayan diger hakemlere gonderilerek hakemlerin bu siirecte aydinlatilmasi saglanabilir.

Hakem Siireci

Daha 6nce yayinlanmamis ya da yaymlanmak {izere baska bir dergide halen degerlendirmede olmayan
ve her bir yazar tarafindan onaylanan makaleler degerlendirilmek iizere kabul edilir. Gonderilen ve 6n
kontrolii gegen makaleler iThenticate yazilimi kullanilarak intihal igin taranir. Intihal kontroliinden
sonra, uygun olan makaleler bag editor tarafindan orijinallik, metodoloji, islenen konunun 6nemi ve
dergi kapsami ile uyumlulugu agisindan degerlendirilir.

Bas Editor, makaleleri, yazarlar etnik kdkeninden, cinsiyetinden, uyrugundan, dini inancindan ve
siyasi felsefesinden bagimsiz olarak degerlendirir. Yayma gonderilen makalelerin adil bir sekilde ¢ift

tarafli kor hakem degerlendirmesinden ge¢melerini saglar.

Secilen makaleler en az iki ulusal/uluslararasi hakeme degerlendirmeye gonderilir. Hakem
tarafindan s6z konusu makale igin verilen diizeltmeler yazar tarafindan tamamlanir ve farkli bir
sekilde renklendirilerek teslim edilir. Yaym karari, hakemlerin talepleri dogrultusunda yazarlarin

gerceklestirdigi diizenlemelerin ve hakem siirecinin sonrasinda bag editdr tarafindan verilir.

Bas editor; yazarlar, editorler ve hakemler arasinda ¢ikar ¢atigmasina izin vermez. Hakem atama
konusunda tam yetkiye sahiptir ve dergide yayinlanacak makalelerle ilgili nihai karart vermekle
ylkiimlidir.

Hakemlerin degerlendirmeleri objektif olmalidir. Hakem siireci sirasinda hakemlerin asagidaki

hususlar1 dikkate alarak degerlendirmelerini yapmalar1 beklenir.

- Makale yeni ve dnemli bir bilgi igeriyor mu?

- Oz, makalenin igerigini net ve diizgiin bir sekilde tanimliyor mu?
- Yontem biitlinliikli ve anlagilir sekilde tanimlanmig mi1?

- Yapilan yorum ve varilan sonuglar bulgularla kanitlantyor mu?

- Alandaki diger ¢aligmalara yeterli referans verilmis mi?

- Dil kalitesi yeterli mi?

Hakemler, gonderilen makalelere iliskin tiim bilginin, makale yayinlanana kadar gizli kalmasini saglamal
ve yazar tarafinda herhangi bir telif hakki ihlali ve intihal fark ederlerse editdre raporlamalidirlar.
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Hakem, makale konusu hakkinda kendini vasifli hissetmiyor ya da zamaninda geri doniis saglamasi
miimkiin gériinmiiyorsa, editore bu durumu bildirmeli ve hakem siirecine kendisini dahil etmemesini

istemelidir.

Degerlendirme siirecinde editér hakemlere gézden gegirme igin gonderilen makalelerin, yazarlarm 6zel
miilkii oldugunu ve bunun imtiyazl bir iletisim oldugunu agikea belirtir. Hakemler ve yayin kurulu tiyeleri

baska kisilerle makaleleri tartisamazlar. Hakemlerin kimliginin gizli kalmasina 6zen gosterilmelidir.
YAZILARIN HAZIRLANMASI VE GONDERIMi

- Derginin yayn dili Tiirk¢e ve Ingilizce’dir.

- Gonderilen yazilarla ilgili tiim yazismalar, aksi belirtilmedikge, ilk yazarla yapilacaktir. Makale
gonderimi ¢evrim i¢i olarak https://iupress.istanbul.edu.tr/tr/journal/connectist/home {izerinden
yapilmalidir. Gonderilen ¢alismalar, ¢alisma tiiriinii belirten ve ¢aligmayla ilgili bilgileri igeren
(bkz: Son Kontrol Listesi) bir mektup; yazinin elektronik formunu i¢eren Microsoft Word 2003
ve lizerindeki siirtimler ile yazilmig elektronik dosya ve tiim yazarlarin imzaladig: “Telif Hakk1
Anlagmasi1 Formu” eklenerek gonderilmelidir.

- Her yazarin ayn yil i¢inde (6zel sayilar haric) sadece 1 (bir) caligmasi yayimlanir.

- Derginin bir sayisinda yayimlanmak {izere kabul edilmis ancak heniiz ait oldugu say1 olugsmamis
olan makaleler, “Erken Goriiniim” olarak yayimlanir.

- Dergimize yayimlanmak iizere gonderilen her caligmanin tiim sorumlulugu, ilgili ¢caligmanin
yazar(lar)ina aittir.

- Dergimizin yazim kurallarina uygun olarak hazirlanmamis olan caligmalar, hakem
degerlendirmesine  gerek  duyulmaksizin  dogrudan  reddedilmektedir.

- Caligmalar, A4 boyutundaki kagidin bir yiiziine, ist, alt, sag ve sol taraftan 2,5 cm. bosluk
birakilarak, 12 punto Times New Roman harf karakterleriyle ve 1,5 satir aralik 6l¢iisii ile
hazirlanmalidir.

- Calismalarin tiirleri; “arastirma makaleleri” (6500 — 8500 sozciik), “derleme makaleler” (6500
— 8500 sozciik) ve “degerlendirme yazilart” (2000-4000 sozciik) seklindedir.

- Girig boliimiinden 6nce, ¢alismanin kapsamini, amacini, dnemini, kullanilan yontemi ve ulasilan
sonuglari igeren 180-200 kelimelik Tiirkce ve Ingilizce “6z” ile 600-800 kelime uzunlugunda
Ingilizce “genisletilmis 6z” yer almalidir. Calismanin Ingilizce bashigi Ingilizce 6ziin iizerinde
yer almalidir. Tiirkge 6ziin altinda ¢alismanin igerigini temsil eden 5 (bes) Tiirk¢e anahtar
kelime, Ingilizce 6ziin altinda caligmanin igerigini temsil eden 5 (bes) Tiirkge anahtar kelime
yer almaldir. Ingilizce genisletilmis 6z sadece Tiirkce makaleler icin zorunludur.

- Calismalarin baglica su unsurlart icermesi gerekmektedir: Baslik, Tiirk¢e 6z ve anahtar
kelimeler; Ingilizce baslik, ingilizce 6z ve anahtar kelimeler; Ingilizce genisletilmis 6z, ana
metin boliimleri, son notlar ve kaynaklar.

- Calismalarda yer alan tablo ve sekillere metnin igerisinde yer verilmelidir. Tablo ve sekil
sayilar1 sirli tutulmahdir. Ornegin; yazarlar az sayidaki bulgu ve bilgileri tablo olarak degil,
metin i¢inde diizyazi seklinde vermelidirler.
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- Calismalarda yazar(lar)in vurgular tek tirnak ile belirtilmeli; sadece kitap, film, gazete isimleri
italik yazilmalidir. 40 kelimeyi asan alintilar igerden, tek aralik ve tirnaksiz bir bicimde
verilmelidir.

- Dergi Yazi Kurulu ve hakem raporlart dogrultusunda yazarlardan, metin iizerinde bazi
diizeltmeler yapmalar1 istenebilir.

- Dergiye gonderilen ¢aligsmalar yayimlansin veya yayimlanmasin geri génderilmez.

- Dergimizde yayimlanacak ¢aligma tiirlerinin boliimlerinin asagidaki akisa uygun olacak sekilde
hazirlanmas: gerekmektedir.

1. ARASTIRMA MAKALELERIi

GIRIS

-Arastirmanin sorunsali yabanci ve yerli alanyazina gondermeler yapilarak tanimlanmalidir. Alt
bagliklara gecilmeden Onceki son paragrafta caligmanin Onemi, diger caligmalardan farki yani
Ozgiinliigli, amact ve yontemi belirtilerek simirlart ¢izilmelidir.

Konu ile ilgili alt baslik/ basliklar

AMAC VE YONTEM

- Amag ve yonteme gegis climlesi veya climleleri

Amag

Caligsmanin genel amaci verildikten sonra; ¢alismanin arastirma sorulart maddeler halinde belirtilmeli
ve/veya hipotez/hipotezleri yazilmalidir.

Yontem

Nicel/nitel arastirmalarin igerecegi asagidaki unsurlar, baglik halinde verilmese bile igerik olarak bu
bolimde mutlaka yer almalidir:

* Arastirma Modeli

« Evren, Orneklem / Denekler / Katilimeilar

* Veri Toplama Araci

« Islem

Calismalarda kullanilan 6lgek, anket, miilakat cesitleri vb. belirtilmeli, 6zellikle istatistiksel analiz/
analizler igeren caligmalarda gegerlik ve giivenirlik katsayilari verilmelidir.

BULGULAR

TARTISMA VE SONUC

Bu béliimde ilk olarak c¢alismanin amact hatirlatilarak bulgulari kisaca 6zetlenmeli ve alanyazina
gondermeler yapilarak tartigilmalidir.

Daha sonra arastirmacinin ¢aligmasimin bulgulari ile iliskilendirilebilecek 6zgiin sonug niteligindeki
kanaatlerine yer verilmelidir.

Calismay1 nihayetlendirirken sonraki arastirmalar i¢in arastirma Onerileri sunularak alana katki
saglanmalidir.

SON NOTLAR

KAYNAKLAR
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2. DERLEME MAKALELER

GIRIS

Arastirmanin sorunsali yabanci ve yerli alanyazina gondermeler yapilarak tanimlanmalidir. Altbasliklara
gecilmeden Onceki son paragrafta calismanin 6nemi, diger ¢alismalardan fark: yani 6zgiinliigii, amaci
ve yontemi belirtilerek sinirlari ¢izilmelidir.

Konu ile ilgili altbaslik/ bagliklar

TARTISMA VE SONUC

Calismanin amaci belirtilerek tartigilan fikir, kavram vs. 6zetlenmeli ve alanyazina gondermeler
yapilarak tartisiimalidir.

Daha sonra arastirmaci yaptigi taramalar sonucunda olusturdugu 6zgiin sonug niteligindeki kanaatlerine
yer verilmelidir.

Calismay1 nihayetlendirirken sonraki arastirmalar igin arastirma Onerileri sunularak alana katki
saglanmalidir.

SON NOTLAR

KAYNAKLAR

3. DEGERLENDIRME YAZILARI

Degerlendirme yazilari kapsaminda iletisim alanini ilgilendiren herhangi bir konunun, goérsel / isitsel
/ yazili bir metnin, etkinligin veya olgunun elestirel bir degerlendirmesi sunulur. Bu yazilar, 6zgiin
aragtirma makalelerinden farkli olarak alan arastirmasi igermeksizin kitap elestirisi, film elestirisi,
diger gorsel / isitsel / yazil tiriinler veya diizenlenen etkinliklerin elestirel degerlendirmelerini igerir.
Calismalarin 6zgiinliigiinii konunun uzmani olan yazarlarin yeni ve farkli bakis acilariyla alana sundugu
katkilar olusturur.

Degerlendirme yazilari i¢in yazarlarin uymast gereken bir baslik sistemi bulunmamaktadir. Yazarlar,
konunun 6ziine uygun bir baglik sistemi benimseyebilirler.

Kaynaklar

Yazar(lar)dan ¢alismalarinda birincil kaynaklara atif yapmalari beklenmektedir.

Erken Goriiniim olarak yayimlanan makalelere atiflar “sayisi hazirlik siirecindeki yayin” seklinde
verilmelidir.

Kaynaklarin dogrulugundan yazar(lar) sorumludur. Téim kaynaklar metinde belirtilmeli ve alfabetik

olarak siralanmalidir.

Referans Stili ve Formati

Connectist: Istanbul University Journal of Communication Sciences, metin i¢i alintilama ve kaynak
gosterme icin APA (American Psychological Association) 7. stilini benimser. Bu stille ilgili kurallara
asagidaki linkten ulasilabilir:
https://apastyle.apa.org/style-grammar-guidelines/references/examples/

Kaynaklar, asagidaki drneklerde belirtildigi gibi gosterilmelidir.
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Metin icinde Kaynak Gosterme

Kaynaklar metinde parantez i¢inde yazarlarin soyadi ve yayin tarihi yazilarak belirtilmelidir. Birden
fazla kaynak gosterilecekse kaynaklar arasinda () isareti kullanilmalidir. Kaynaklar alfabetik olarak
siralanmalidir.

Kaynaklar metinde parantez i¢inde yazarlarin soyadi, yayin tarihi ve sayfa numarasi ya da

araligi yazilarak belirtilmelidir. Birden fazla kaynak gosterilecekse kaynaklar arasinda (;) isareti
kullanilmalidir. Kaynaklar alfabetik olarak siralanmalidir.

Ornekler:

Tek yazarl kaynak:

(Akyolcu, 2007)

Akyolcu (2007)

Iki yazarl kaynak:

(Tekinalp & Uzun, 2009, p. 127)

Tekinalp ve Uzun (2009), giindem belirlemenin, iletisim araglarindaki giindemin toplum iizerindeki
etkileriyle ilgili oldugunu belirtmistir (p. 127).

Uc ve daha cok yazarli kaynak:

(Cavdar et al., 2003)

Kisaltmasi bulunan kaynak gosterimi:

ik At:if: (Diinya Saglik Orgiitii [DSO], 2020)

Sonraki Atiflar: (DSO, 2020)

ik Atif: Diinya Saglik Orgiitii (DSO, 2020)

Sonraki Atiflar: DSO (2020)

Metin i¢i atiflardaki belirsizligi onlemek icin

Ayni yazar ve tarihli iki farkli ¢aligmaya yer verildiginde kaynaklar a, b seklinde gosterilmelidir:
(Timisi, 2020a) (Timisi, 2020b)

Ayni soyadli isimden farkli yazarlarin kaynak gosteriminde, yayin yili farkli olsa da metnin i¢indeki
alintilarda yazarlarin adinin bas harfleri de yazilir.

(G. Biiyiikbaykal et al., 2019; C. Biiyiikbaykal, 2016)

Ayni yaymin yazarlarinin soyadi ayni ise, adlarinin ilk harflerine yer vermeye gerek yoktur.
(Okay & Okay, 2021)

Dogrudan anf

Dogrudan atif yapilirken climle(ler) tirnak i¢ine alinir ve metin i¢i alintilarda sayfa numarasi da
belirtilir.

Yildirim ve Simsek’e gore (2016), “Icerik analizinde temelde yapilan islem birbirine benzeyen
verileri belirli kavramlar ve temalar ¢ergevesinde bir araya getirmek ve bunlar1 okuyucunun
anlayabilecegi bir bigimde diizenleyerek yorumlamaktir” (p. 242).

Birden fazla kaynak parantez i¢inde gosterilirken alfabetik olarak siralanmalidir.

(Akyolcu, 2007; Saymer & Demirci, 2007, p. 72)
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Kaynaklar béliimiinde kaynak gosterme
Kullanilan tim kaynaklar metnin sonunda ayr1 bir boliim halinde yazar soyadlarina gore alfabetik
olarak numaralandirilmadan verilmelidir.

Her bir yayin tiiriine gére kaynagin nasil gosterileceginin drnekleri asagida sunulmustur.

Kitap

a) Tek yazarl kitap

Karasar, N. (1995). Arastirmalarda Rapor Hazirlama (8th ed.). 3A Egitim Danismanlik Ltd.

b) Ceviri kitap

Geraghty, C. (1996). Kadinlar ve pembe dizi. (N. Nirven, Trans.) AFA Yaymlari.

¢) Cok yazarl kitap

Tonta, Y., Bitirim, Y., & Sever, H. (2002). Tiirk¢e arama motorlarinda performans degerlendirme (1st
ed.). Total Biligim.

¢) Editorlii kitap

Oren, T., Uney, T., & Colkesen, R. (Ed.). (2006). Tiirkiye bilisim ansiklopedisi (6st ed.). Papatya
Yayimcilik.

d) Kitap icerisinde boliim

Morva, O. (2016). Ben, kendim ve dijital benligim: Djjital iletisim ¢aginda benlik kavramsallastirmasi
iizerine. N. Timisi (Ed.), Dijital kavramlar, olanaklar, deneyimler (pp. 41-60). Kalkedon Yaymcilik.
e) Ceviri kitap icerisinde boliim

Schmeder, G. (2015). Isbsliimii dinamiginde kopmalar ve kesintiler. C. Vercellone (Ed.) ve D.
Kundaker (Trans.). Bilissel kapitalizm. (1st ed., 61-75). Otonom Yayincilik.

f) Kitap incelemesi

Giil Unlii, D. (2018). Kitap incelemesi [Seffaflik toplumu: Seffaf toplumun elestirisi iizerine bir
okuma). Galatasaray Universitesi Iletisim Dergisi, 28, 279-290. http://iletisimdergisi.gsu.edu.tr/tr/pub/
issue/37677/436058

g) Yayimcinin ve yazarin kurum oldugu yayin

Tiirkiye Cumhuriyeti Cumhurbaskanlig iletisim Baskanlig1. (2021). Asrn kiiresel salgini:

Tiirkiye 'nin koronaviriisle basarili miicadelesi. Istanbul, Cumhurbaskanlig1 Iletisim Baskanlig1
Yaynlari.

Makale

a) Makale

Caglayan, S. (2021). Covid-19 pandemisi siirecine iligkin bir retorik analiz: T. C. Saglik Bakani Dr.
Fahrettin Koca’nin basin agiklamalari. Connectist: Istanbul University Journal of Communication
Sciences, 60, 27-62. https://doi.org/10.26650/CONNECTIST2021-801246

b) Yediden fazla yazarl makale

Lal, H., Cunningham, A. L., Godeaux, O., Chlibek, R., Diez-Domingo, J., Hwang, S.-J., ... Heineman,
T. C. (2015). Efficacy of an adjuvanted herpes zoster subunit vaccine in older adults. New England
Journal of Medicine, 372, 2087-2096. http://dx.doi.org/10.1056/NEJMoal501184
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¢) DOI'’si olmayan online edinilmis makale

Sidani, S. (2003). Enhancing the evaluation of nursing care effectiveness. Canadian Journal of
Nursing Research, 35(3), 26-38. Retrieved from http://cjnr.mcgill.ca

¢) Popiiler dergi makalesi

Girer, Z., Giirer, M. (2021, May-June). Fantastik diziler. Episode, 26, 9-12. https://episodedergi.com/
fantastik-diziler/

Tez, Bildiri

a) Tezler

Karahan, O. (2019). Siddet ve postmodernizm baglaminda Martin Scorsese sinemas: [ Yayimlanmamis
yiiksek lisans tezi]. Istanbul Universitesi. https://tez.yok.gov.tr/Ulusal TezMerkezi/tezSorguSonuc Yeni.
Jsp

Tiirk, E. (2016). GSM markalarinin sosyal medya kullanimlarimin halkla iligkilerin ¢ift yonlii simetrik
modeline gore twitter iizerinden analizi [Yayimlanmamis doktora tezi]. Istanbul Universitesi. https://
tez.yok.gov.tr/Ulusal TezMerkezi/tezSorguSonucYeni.jsp

b) Sempozyum katkisi

Serdar, M. (2019, Aralik, 19-20). Covid-19 pandemisinde medya: Hipergergeklik ve dezenformasyon.
M. Binark (Oturum Baskan1), Pandemi doneminde enformasyon arayisi ve infodemi [Sempozyum].

Uskiidar Universitesi Iletisim Fakiiltesi 8. Uluslararas iletisim Giinleri, Istanbul, Tiirkiye.

Diger Kaynaklar

a) Gazete yazisi

Browne, R. (2010, March 21). This brainless patient is no dummy. Sydney Morning Herald, 45.
https://www.smh.com.au/technology/this-brainless-patient-is-no-dummy-20100320-qn7n.html

b) Internet sayfast kaynaklar

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized. http://www.
davidbordwell.net/blog/page/27/ adresinden 15 Eyliil 2020 tarihinde alinmustir.

¢) Resmi yayinlar ve basin biilteni

Tiirkiye Istatistik Kurumu. (2021). Cocuklarda bilisim teknolojileri kullanim arastirmasi (Yayin

no. 41132). https://data.tuik.gov.tr/Bulten/Index?p=Cocuklarda-Bilisim-Teknolojileri-Kullanim-
Arastirmasi-2021-41132

Tiirkiye Cumhuriyeti Saglik Bakanligi (2022, 18 Ocak). Koronaviriis Bilim Kurulu Toplantisina
fliskin A¢iklama [Basimn Biilteni]. https://www.saglik.gov.tr/TR,87208/koronavirus-bilim-kurulu-
toplantisina-iliskin-aciklama-18012022.html

¢) Sozlitk

Mutlu, E. (2012). fletisim sézligii (1st ed.). Sofos Yayinlar1.

d) Podcast

Tufan, F. (2021, June 7). Prof. Dr. Burcu Kaya Erdem ile Jacques Derrida’y1 okumak (B6liim 7) [sesli
podcast boliimii]. [letisim podcast iginde. https://open.spotify.com/episode/5szSnRZUCIE4RIKoCw8
N7w?si=RJWap-AeSs2ro6IDGUcGRg&dl branch=1&nd=1
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e) Video/Film

Gokalp, S. (2016). Sosyal medya [Video]. Youtube. https://www.youtube.com/watch?v=TlayzRpy1X8
Ceylan, N. B. (Yoénetmen). (2011). Bir zamanlar Anadolu’da [Film]. Tiglon.

P Televizyon dizisi

Catay, K. (Yapimc1). (2018). Sahsiyet [Televizyon Dizisi]. Ay Yapim.

g) Sosyal medya

Nisanci, I. [@ilkayNS]. (2022, 25 Ocak). Sadece sosyal bilimler igin gegerli oldugunu diisiinmekle
beraber ¢ok 6nemli bir noktada ayrim var: Makale ya da bilimsel arastirma yapmanin bilim insanin

verdigi dersler konusunda egittigi bir gergek. Bu da iiniversitenin asil 6znesi 6grenciye doniik bir
faydadir [Tweet]. Twitter. https://twitter.com/ilkayNS/status/1485866565337853956

Twitter i¢in [ Tweet], [ Twitter profili] vb., Facebook i¢in [Facebook durumu], [Zaman tiineli] vb.,
Instagram i¢in [Fotograf], [Highlight] gibi gosterimler kullanilabilir.

SON KONTROL LiSTESI

Asagidaki listede eksik olmadigindan emin olun:

® Editore mektup
v" Makalenin tiirt
v’ Bagka bir dergiye gonderilmemis oldugu bilgisi
v’ Sponsor veya ticari bir firma ile iliskisi (varsa belirtiniz)
v statistik kontroliiniin yapildigi (arastirma makaleleri icin)
v ingilizce yéniinden kontroliiniin yapildigi
v' Yazarlara Bilgide detayli olarak anlatilan dergi politikalarinin gézden gegirildigi
v’ Kaynaklarin APA6'ya gore belirtildigi
® Telif Hakki Anlasmasi Formu
Daha 6nce basilmis materyal (yazi-resim-tablo) kullanilmig ise izin belgesi
® Makale kapak sayfasi
v Makalenin tira
V' Makalenin Tirkce ve ingilizce bashgi
v" Yazarlarin ismi soyad, unvanlari ve bagh olduklar kurumlar (tiniversite ve fakilte
bilgisinden sonra sehir ve Ulke bilgisi de yer almalidir), e-posta adresleri
v Sorumlu yazarin e-posta adresi, acik yazisma adresi, is telefonu, GSM, faks nosu
v’ TUm yazarlarin ORCID’leri
® Makale ana metni dosyasi
Makalenin Tiirkce ve ingilizce bashg
Ozetler 180-200 kelime Tiirkge ve 180-200 kelime ingilizce
Anahtar Kelimeler: 5 adet Tiirkce ve 5 adet ingilizce
Makale Tiirkce ise, ingilizce genisletilmis Ozet (Extended Abstract) 600-800 kelime
Makale ana metin bolimleri
Finansal destek (varsa belirtiniz)
Cikar catismasi (varsa belirtiniz)
Tesekkdir (varsa belirtiniz)
Kaynaklar
Tablolar-Resimler, Sekiller (bashk, tanim ve alt yazilanyla)
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DESCRIPTION

Connectist: Istanbul University Journal of Communication Sciences is an open access, peer-reviewed,
scholarly and international e-journal being published biannually in June and December since 1992.

The manuscripts submitted for publication in the journal must be written in Turkish or English.

AIM AND SCOPE

Connectist aims to create an international platform opening from Asia to Europe in which academic
researchers, communication professionals and policy makers share scientific knowledge. It welcomes
theoretical and empirical studies elaborating on the current debates of social sciences and humanities
besides the conventional research fields of communication. Connectist is also open to the studies from

other disciplines that focus on communication.

The target group of the journal consists of academicians, researchers, professionals, students, and
related professional organizations.

EDITORIAL POLICIES AND PEER REVIEW PROCESS

Publication Policy

Connectist: Istanbul University Journal of Communication Sciences is committed to abide by the
highest standards of publication ethics. It adopts the ethical publishing principles of the Committee on
Publication Ethics (COPE), the Directory of Open Access Journals (DOAJ), Open Access Scholarly
Publishers Association (OASPA) and the World Association of Medical Editors (WAME). For the
principles expressed under the heading of “Principles of Transparency and Best Practice in Scholarly
Publishing”, please visit the link below: https://publicationethics.org/resources/guidelines-new/
principles-transparency-and-best-practice-scholarly-publishing

All parties involved in the publishing process (Editors, Reviewers, Authors and Publishers) are expected

to agree on the following ethical principles.

All submissions must be compatible with the aim and scope of the journal. Only the manuscripts that
are original, not published (including as full text in conference proceedings), and not under review
of any other publication simultaneously are accepted for evaluation. The manuscripts must also be
approved by each author in terms of its content and submission.

The name of any author cannot be deleted from the manuscript without the permission of all authors.
A new author name cannot be included in the manuscript, and author order cannot be changed without
the permission of all authors.

Plagiarism, duplication, fraud authorship/denied authorship, research/data fabrication, salami slicing/

salami publication, breaching of copyrights, prevailing conflict of interest are accepted as unethical
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behaviors. All manuscripts that do not comply with the accepted ethical standards are removed from
the publication. If a manuscript with illegal and/or unethical features is realized after its publication, it
is also removed from the publication.

Plagiarism Check

Pre-controlled manuscripts are scanned for plagiarism via using iThenticate software. If plagiarism/
self-plagiarism is detected, the authors are informed. If necessary, editors might check the manuscript
for plagiarism at various stages of the evaluation or production process. High similarity percentages
might cause a manuscript to be rejected before or even after it is accepted.

For a manuscript to be published the similarity percentage must be less than 15% depending on the

category of the manuscript.

Double-Blind Peer Review Process

After the plagiarism check, the appropriate manuscripts are evaluated by the editor-in-chief in terms of
originality, method, importance of the subject and the compatibility with the scope of the journal. The
editor-in-chief presents the manuscripts complying with the formal principles to the evaluation of at
least two referees from Turkey and / or abroad, and ensures that they pass through a fair double-blind
refereeing. The editor-in-chief approves the publication of the manuscript after the necessary changes
requested by the referees are done by the author(s).

Open Access Statement

Connectist: Istanbul University Journal of Communication Sciences is an open access journal which
means that all content is freely available without charge to the user or his/her institution. Except for
commercial purposes, users are allowed to read, download, copy, print, search, or link to the full texts
of the articles in this journal without asking prior permission from the publisher or the author. This
principle is compatible with BOAI definition of open access.

The articles in Connectist: Istanbul University Journal of Communication Sciences are open access
articles licensed under the terms of the Creative Commons Attribution-NonCommercial 4.0 International
(CC BY-NC 4.0) license (https://creativecommons.org/licenses/by-nc/4.0/deed.en)

Article Processing Charge
All expenses of the journal are covered by the Istanbul University. Processing and publication are free of
charge. There is no article processing charges or submission fees for any submitted or accepted articles.

Copyright Notice

Authors publishing with the journal retain the copyright to their work licensed under the Creative
Commons Attribution-NonCommercial 4.0 International license (CC BY-NC 4.0) (https://
creativecommons.org/licenses/by-nc/4.0/) and grant the Publisher non-exclusive commercial right to
publish the work. CC BY-NC 4.0 license permits unrestricted, non-commercial use, distribution, and
reproduction in any medium, provided the original work is properly cited.
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PUBLICATION ETHICS AND MALPRACTICE STATEMENT

Connectist: Istanbul University Journal of Communication Sciences is committed to upholding

the highest standards of publication ethics and pays regard to Principles of Transparency and Best
Practice in Scholarly Publishing published by the Committee on Publication Ethics (COPE), the
Directory of Open Access Journals (DOAJ), the Open Access Scholarly Publishers Association
(OASPA), and the World Association of Medical Editors (WAME) on https://publicationethics.org/
resources/guidelines-new/principles-transparency-and-best-practice-scholarly-publishing

All parties involved in the publishing process (Editors, Reviewers, Authors and Publishers) are
expected to agree on the following ethical principles.

All submissions must be original, unpublished (including as full text in conference proceedings), and
not under the review of any other publication synchronously. Each manuscript is reviewed by one of
the editors and at least two referees under double-blind peer review process. Plagiarism, duplication,
fraud authorship/denied authorship, research/data fabrication, salami slicing/salami publication,

breaching of copyrights, prevailing conflict of interest are unnethical behaviors.

All manuscripts not in accordance with the accepted ethical standards will be removed from

the publication. This also contains any possible malpractice discovered after the publication. In
accordance with the code of conduct we will report any cases of suspected plagiarism or duplicate
publishing.

Research Ethics

The journal adheres to the highest standards in research ethics and follows the principles of
international research ethics as defined below. The authors are responsible for the compliance of the
manuscripts with the ethical rules.

- Principles of integrity, quality and transparency should be sustained in designing the research,
reviewing the design and conducting the research.

- The research team and participants should be fully informed about the aim, methods, possible
uses and requirements of the research and risks of participation in research.

- The confidentiality of the information provided by the research participants and the
confidentiality of the respondents should be ensured. The research should be designed to
protect the autonomy and dignity of the participants.

- Research participants should participate in the research voluntarily, not under any coercion.

- Any possible harm to participants must be avoided. The research should be planned in such a
way that the participants are not at risk.

- The independence of research must be clear; and any conflict of interest or must be disclosed.

- In experimental studies with human subjects, written informed consent of the participants who
decide to participate in the research must be obtained. In the case of children and those under
wardship or with confirmed insanity, legal custodian’s assent must be obtained.
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- If the study is to be carried out in any institution or organization, approval must be obtained
from this institution or organization.

- In studies with human subject, it must be noted in the method’s section of the manuscript that
the informed consent of the participants and ethics committee approval from the institution
where the study has been conducted have been obtained.

Author’s Responsibilities

It is authors’ responsibility to ensure that the article is in accordance with scientific and ethical
standards and rules. And authors must ensure that submitted work is original. They must certify that
the manuscript has not previously been published elsewhere or is not currently being considered for
publication elsewhere, in any language. Applicable copyright laws and conventions must be followed.
Copyright material (e.g. tables, figures or extensive quotations) must be reproduced only with
appropriate permission and acknowledgement. Any work or words of other authors, contributors, or
sources must be appropriately credited and referenced.

All the authors of a submitted manuscript must have direct scientific and academic contribution to the
manuscript. The author(s) of the original research articles is defined as a person who is significantly
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involved in “conceptualization and design of the study”, “collecting the data”, “analyzing the data”,
“writing the manuscript”, “reviewing the manuscript with a critical perspective” and “planning/
conducting the study of the manuscript and/or revising it”. Fund raising, data collection or supervision
of the research group are not sufficient roles to be accepted as an author. The author(s) must meet

all these criteria described above. The order of names in the author list of an article must be a co-

decision and it must be indicated in the Copyright Agreement Form. The individuals who do not meet

the authorship criteria but contributed to the study must take place in the acknowledgement section.
Individuals providing technical support, assisting writing, providing a general support, providing
material or financial support are examples to be indicated in acknowledgement section.

All authors must disclose all issues concerning financial relationship, conflict of interest, and
competing interest that may potentially influence the results of the research or scientific judgment.
When an author discovers a significant error or inaccuracy in his/her own published paper, it is the
author’s obligation to promptly cooperate with the Editor to provide retractions or corrections of
mistakes.

Responsibility for the Editor and Reviewers

Editor-in-Chief evaluates manuscripts for their scientific content without regard to ethnic origin,
gender, sexual orientation, citizenship, religious belief or political philosophy of the authors. He/She
provides a fair double-blind peer review of the submitted articles for publication and ensures that all
the information related to submitted manuscripts is kept as confidential before publishing.
Editor-in-Chief is responsible for the contents and overall quality of the publication. He/She must
publish errata pages or make corrections when needed.

Editor-in-Chief does not allow any conflicts of interest between the authors, editors and reviewers.
Only he has the full authority to assign a reviewer and is responsible for final decision for publication
of the manuscripts in the Journal.
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Reviewers must have no conflict of interest with respect to the research, the authors and/or the
research funders. Their judgments must be objective.

Reviewers must ensure that all the information related to submitted manuscripts is kept as
confidential and must report to the editor if they are aware of copyright infringement and plagiarism
on the author’s side.

A reviewer who feels unqualified to review the topic of a manuscript or knows that its prompt review
will be impossible should notify the editor and excuse himself from the review process.

The editor informs the reviewers that the manuscripts are confidential information and that this is a
privileged interaction. The reviewers and editorial board cannot discuss the manuscripts with other
persons. The anonymity of the referees must be ensured. In particular situations, the editor may share
the review of one reviewer with other reviewers to clarify a particular point.

Peer Review Process

Only those manuscripts approved by its every individual author and that were not published before in
or sent to another journal, are accepted for evaluation.

Submitted manuscripts that pass preliminary control are scanned for plagiarism using iThenticate
software. After plagiarism check, the eligible ones are evaluated by Editor-in-Chief for their
originality, methodology, the importance of the subject covered and compliance with the journal
scope. Editor-in-Chief evaluates manuscripts for their scientific content without regard to ethnic
origin, gender, sexual orientation, citizenship, religious belief or political philosophy of the authors
and ensures a fair double-blind peer review of the selected manuscripts.

The selected manuscripts are sent to at least two referees from abroad or from Turkey. After
accomplishing necessary revisions requested by referees, the authors resubmit the manuscript by
highlighting the changes made. Publication decisions are made by Editor-in-Chief after authors make
necessary revisions requested by referees and the peer-review process is completed.

Editor-in-Chief does not allow any conflicts of interest between the authors, editors and reviewers and
is responsible for final decision for publication of the manuscripts in the Journal.

Reviewers’ judgments must be objective. Reviewers’ comments on the following aspects are expected
while conducting the review.

- Does the manuscript contain new and significant information?

- Does the abstract clearly and accurately describe the content of the manuscript?
- Is the problem significant and concisely stated?

- Are the methods described comprehensively?

- Are the interpretations and consclusions justified by the results?

- Is adequate references made to other Works in the field?

- Is the language acceptable?

Reviewers must ensure that all the information related to submitted manuscripts is kept as
confidential and must report to the editor if they are aware of copyright infringement and plagiarism
on the author’s side.
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A reviewer who feels unqualified to review the topic of a manuscript or knows that its prompt review
will be impossible should notify the editor and excuse himself from the review process.

The editor informs the reviewers that the manuscripts are confidential information and that this is a
privileged interaction. The reviewers and editorial board cannot discuss the manuscripts with other
persons. The anonymity of the referees is important.

Manuscript Organization
The language of the journal is both Turkish and English.

- All correspondence will be sent to the first-named author unless otherwise specified.
Manuscpript is to be submitted online via http://connectist.istanbul.edu.tr and it must be
accompanied by a cover letter indicating that the manuscript is intended for publication,
specifying the article category (i.e. research article, review etc.) and including information
about the manuscript (see the Submission Checklist). In addition, a Copyright Agreement
Form that has to be signed by all authors must be submitted.

- Only one manuscript of each author is published in the same year (excluding special issues).

- Papers accepted but not yet included in the issue are published online in the Early View section.

- Authors are responsible for all statements made in their work submitted to the Journal for
publication.

- Studies that are not prepared in accordance with the rules of the journal are directly rejected
without the need for peer review.

- The manuscripts should be in A4 paper standards: having 2.5 cm margins from right, left,
bottom and top, Times New Roman font style in 12 font size and line spacing of 1.5.

- Word count must be 6500 — 8500 words for “research articles”, 6500 — 8500 words for “review
articles” and 2000-4000 words for “short notes”.

- Before the introduction part, there should be an abstract between 180 and 200 words in English
and an extended abstract only in English between 600-800 words, summarizing the scope, the
purpose, the results of the study and the method used. Underneath the abstracts, 5 keywords
that inform the reader about the content of the study should be specified in Turkish and in
English. Extended abstract in English is mandatory for all manuscripts.

- The manuscripts should contain mainly these components: title, abstract and keywords; extended
abstract in English, sections, end notes and references.

- Tables, graphs and figures can be given with a number and a defining title only if it is necessary
to follow the idea of the article. Otherwise features like demographic characteristics can be
given within the text. Tables and figures in the studies should be placed within the text.

- Emphasis of the author(s) in the studies should be indicated with single quotes; only book,
movie, newspaper names should be written in italics. Quotations exceeding 40 words should
be given inside, single spaced and without quotation marks.

- In line with the Editorial Board decision and referee reports, the authors may be asked to make
some changes in the text.,

- The studies that were sent to the journal will not be returned whether they are published or not.
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- The studies -according to their categories- should be prepared in line with the following
flow:

1. RESEARCH ARTICLES

INTRODUCTION

-The problem of the research should be defined by making references to the relevant literature. In the
last paragraph before moving on to the sub-headings, the importance of the study, its difference from
other studies, namely its originality, the purpose and method of the study should be specified and its
boundaries should be drawn.

Subheading(s) related to the topic

AIM AND METHODOLOGY

Introductory remarks for the aim and methodology

Aim

After the major aim of the study is indicated, research (sub)questions and/or hypothesis/hypotheses
should be formulated.

Method

The following elements should be given in this section as content, even if they are not given as a title.
* Research Model

* Universe, Sample / Subjects/ Participants

* Data Collection Tool

* Operation

The types of scale, questionnaire, interviews etc. should be clarified, and especially the research
including statistical analyses should have reliability and viability coefficients.

FINDINGS

DISCUSSION AND CONCLUSION

After restating the aim of the study in short, findings should be summed up very briefly and discussed
with reference to the relevant literature.

Then the original opinions related to the research findings should be stated by the author as
concluding remarks.

Before finalizing the study some suggestions should be formulated for future research to contribute to
the relevant field.

ENDNOTES

REFERENCES

2. REVIEW ARTICLESINTRODUCTIONThe problem of the research should be defined by
making references to the relevant literature. In the last paragraph before moving on to the sub-
headings, the importance of the study, its difference from other studies, namely its originality,
the purpose and method of the study should be specified and its boundaries should be drawn.
Subheading(s) related to the topic
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DISCUSSION AND CONCLUSION

After restating the aim of the study in short, findings should be summed up very briefly and discussed
with reference to the relevant literature.

Then the original opinions related to the research findings should be stated by the author as
concluding remarks.

Before finalizing the study some suggestions should be formulated for future research to contribute to
the relevant field.

ENDOTES

REFERENCES

3. SHORT NOTES

Within the scope of short notes, a critical evaluation of any subject, audio-visual/written text, an
event or phenomenon that concerns the field of communication is presented. Unlike original research
articles, short notes do not include field research but may include book criticism, film criticism,

or evaluation of other audio/visual/written products or critical evaluations of organized events.
Originality of the short notes is expected to be created via new and different perspectives of the
experts and veteran scholars.

There is no title system that authors must comply with for short notes. Authors may adopt a title
system appropriate to their subject.

References
- Author(s) are expected to cite primary sources in their studies.
- References to articles published as Early View should be given as “publication in
preparation”.
- The author(s) are responsible for the accuracy of the references. All sources should be cited in
the text and listed alphabetically.

Reference Style and Format
- Connectist: Istanbul University Journal of Communication Sciences, adopts 7th edition of
APA (American Psychological Association) style for in-text citation and references. The rules
for this style can be found at the link below:
- https://apastyle.apa.org/style-grammar-guidelines/references/examples/

- References should be cited as indicated in the examples below.

In-Text Citation

Sources should be indicated in the text by writing the surnames of the authors and the publication date
in parentheses. If more than one source is to be shown, a semicolon (;) should be inserted between the
sources. References should be listed alphabetically.

Citations in the Text
Citations must be indicated with the author surname and publication year and page number within
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the parenthesis. If more than one citation is made within the same paranthesis, separate them with (;).
References should be listed alphabetically

Samples:

Citation with one author;
(Carpentier, 2011)
Carpentier (2011)

Citation with two authors;
(Deleuze & Guattari, p. 1992)
Deleuze and Guattari (1992) aim to explain schizophrenia in a positive manner (p. 45).

Citation with three or more authors;

(Curran et al., 2009)

Citation with abbreviation:

First Citation: (World Health Organisation [WHO], 2020)
Next Citations: (WHO, 2020)

First Citation: World Health Organisation (WHO, 2020)
Next Citations: WHO (2020)

To avoid ambiguity in in-text citations

If the same author published more than one study in the same year: (Fiske, 2010a) (Fiske, 2010b)
If the first authors of multiple references share the same surname but have different initials, include
the first authors’ initials in all in-text citations, even if the year of publication differs.

(A. A. Berger, 2010; J. Berger, 2010)

If the authors of the same publication have the same surname, there is no need to include the first
letters of their names. (Chen & Chen, 2019)

Direct quotations

When citing directly, sentence(s) are enclosed in quotation marks and page numbers are also indicated
in in-text quotations.

According to Luhmann (1982), “Subjectivity is an abstract term invented by philosophers which does
not refer to human beings. The real subject of social action is the social system” (p. 324).

If more than one citation is made within the same paranthesis, separate them with (;). References
should be listed alphabetically.

(Mulvey, 2012; Ryan & Kellner, 2012, p. 152).

Citations in the Reference

All the citations done in the text should be listed in the References section in alphabetical order
of author surname without numbering. Below given examples should be considered in citing the
references.



INFORMATION FOR AUTHORS

Book

a) Citation with one author;

Berger, A. A. (2017). Media analysis techniques. Sage Publications.

Kamien R., & Kamien A. (2014). Music: An appreciation. McGraw-Hill Education.

b) Translated book
Foucault, M. (1977). Discipline and punishment: The birth of the prison. (A. Sheridan, Trans.).
Vintage Books.

¢) Book with Multiple Authors
Bordwell, D. & Thompson, K. (2010). Film Art: An Introduction. McGraw-Hill.

¢) Edited book
Miller, T., & Stam, R. (Eds.). (2004). 4 companion to film theory (Vol. 18). John Wiley & Sons.

d) Chapter in an Edited Book
Jenkins, H. (2004). The work of theory in the age of digital transformation. T. Miller & R. Stam
(Eds.), 4 Companion to Film Theory (pp. 234-261). Blackwell.

e) Chapter in the translation book
Schmeder, G. (2015). Isbsliimii dinamiginde kopmalar ve kesintiler. C. Vercellone (Ed.) ve D.
Kundaker (Trans.). Bilissel kapitalizm. (1st ed., 61-75). Otonom Yayincilik.

Piaget, J. (1988). Extracts from Piaget’s theory (G. Gellerier & J. Langer, Trans.). In K. Richardson &
S. Sheldon (Eds.) Cognitive development to adolescence: A reader (pp. 3-18). Hillsdale, NJ:Erlbaum.
(Reprinted from Manual of child psychology, pp. 703-732, by P.H. Myssen, Ed., 1970. Wiley)

f) Book Review

Giil Unlii, D. (2018). Kitap incelemesi [Seffaflik toplumu: Seffaf toplumun elestirisi iizerine bir
okuma). Galatasaray Universitesi Iletisim Dergisi, 28, 279-290. http:/iletisimdergisi.gsu.edu.tr/tr/pub/
issue/37677/436058

Seo, S. (2016). [Review of the book Journalism and Human Rights: How Demographics Drive
Media Coverage by John C. Pollock]. Journal of Communication, 66 (6), E-15-E-17. https://
academic.oup.com/joc/article-abstract/66/6/E15/4082402?redirectedFrom=fulltext

g) Book with Organization as Author
American Psychological Association. (2009). Crediting sources: Citing references in text. Publication
Manual of the American Psychological Association (6th ed., p. 177).
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Article

a) Article

Seyidov, 1. (2020). On conceptual and methodological deficiencies of data journalism-related studies
in Turkey. Connectist: Istanbul University Journal of Communication Sciences, 58, 273-289. https://
doi.org/10.26650/CONNECTIST2020-0070

b) Online article without DOI
Grist, L. (2007). Masculinity, violence, resistance: A new psychoanalytic reading of Raging
Bull. Atlantis, 29(1), 11-27. Retrieved from https://go.gale.com/

¢) Popular magazine article
Salmon, C. (2016, Oct). Ken Loach is right: British film and TV has become too cosy and
conservative. Little White Lies. https://lwlies.com/articles/ken-loach-fake-nostalgia-tv-period-dramas/

Thesis, Symposium

a) Thesis

Kendrick, J. (2005). Screen violence and the new Hollywood [Unpublished Doctoral Dissertation].
Indiana University. https://www.proquest.com/openview/433bbaa0b9973dad53d0aa735d11941a/1?pq-
origsite=gscholar&cbl=18750&diss=y

b) Symposium contribution

Giindiiz, U. & Pembecioglu N. (2021, October, 26-27). Covid-19. H. Adryaman (Chairs), The health
agenda of media in the lights of information ethics and the Covid-19 sentiment analysis of garlic
news [Symposium]. 18. International Communication in the Millennium Symposium, Erzurum,
Turkey.

Other Sources

a) Newspaper Article
Lee, E. (2019, February 1). Digital Media: What Went Wrong. The New York Times. https://www.
nytimes.com/2019/02/01/business/media/buzzfeed-digital-media-wrong.html

b) Internet sayfast kaynaklart
Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized. http://www.
davidbordwell.net/blog/page/27/ adresinden 15 Eyliil 2020 tarihinde alinmustir.

¢) Official publications and press release
Turkish Statistical Institute (2022). Foreign Trade Statistics (Publication number: 45536). https://data.
tuik.gov.tr/Bulten/Index?p=Foreign-Trade-Statistics-January-2022-45536&dil=2
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The White House, Office of the Press Secretary. (2010, August 4). Administration officials

continue travel across the country holding “Recovery Summer” events [Press release]. https:/
obamawhitehouse.archives.gov/realitycheck/the-press-office/administration-officials-continue-travel-
across-country-holding-recovery-summer-eve

¢) Dictionary
Oxford University Press. (n.d.). Communication. In Oxford English Dictionary. Oxford University
Press. Retrieved January 1, 2022, from https://www.lexico.com/definition/communication

d) Podcast

West, S. (2020, December). On Media pt. 1- Manufacturing Consent (Episode 148) [Audio podcast].
In Philosophize this!. https://open.spotify.com/episode/04YIh1REL6KOxInaJWlvth?si=86782f42
0d744114

e) Video/Film
Zizek, S. (2008). Violence [Video]. Youtube. https://www.youtube.com/watch?v=_x0eyNkNpLO
Scorsese, M. (Director). (1976). Taxi Driver [Film]. Columbia Pictures.

P TV series
Chase, D. (Producer). (1999-2007). The Sopranos [TV Series]. HBO.

g) Social Media

Manovich, L. [@manovich]. In the late 1990s South Korea became the leader in Internet connections,
and they launched one of the first social networks Cyworld. Next, they used YouTube to create k-pop
global popularity. Can they repeat their success in metaverse? [Tweet]. Twitter. https://twitter.com/
manovich/status/1462405978356207626

[Tweet] for Twitter, [ Twitter profile] etc., [Facebook status] for Facebook, [Timeline] etc., [Picture]
for Instagram, [Highlight] can be used.
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