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Abstract: Developments in information and communication technologies accelerate the transition from 

traditional management to e-governance. In this process, social media expands institutions' communication 

and interaction opportunities through highly accessible communication tools and platforms. Social media 

plays a vital role in municipalities' communication, interaction, recognition, and promotion activities, 

accelerating the transition from a traditional metropolis to an e-municipality. This study it is aimed to 

determine the social media usage levels of TR 42 region municipalities. The study analyzed the use of social 

media in the service delivery of the municipalities in the TR 42 region. The research data were obtained from 

the web pages of the municipalities forming the sample. Research findings show that municipalities actively 

use social media in the context of e-governance, but they need to make more progress in this area. 
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Öz: Bilgi ve iletişim teknolojileri alanındaki gelişmeler geleneksel yönetimden e-yönetişime doğru bir geçişi 

hızlandırmaktadır. Bu süreçte sosyal medya, yüksek erişilebilir iletişim araçları ve platformlar üzerinden 

kurumların iletişim ve etkileşim imkanını genişletmektedir. Belediyelerin iletişim, etkileşim tanıma ve tanıtma 

faaliyetlerinde sosyal medya önemli işlev görmekte, bu durum geleneksel belediyecilikten e-belediyeciliğe 

doğru bir geçişi hızlandırmaktadır. Bu araştırmada TR 42 bölgesi belediyelerin sosyal medyayı kullanım 

düzeylerinin belirlenmesi amaçlanmıştır. Araştırmada TR 42 bölgesindeki belediyelerin hizmet sunumunda 

sosyal medya kullanım biçimleri analiz edilmiştir. Araştırmanın verileri örneklemi oluşturan belediyelerin web 

sayfalarından elde edilmiştir. Araştırma bulguları, belediyelerin e-yönetişim bağlamında sosyal medyayı aktif 

olarak kullandıkları, ancak bu alanda yeterince ilerleme göstermediklerini göstermektedir.   

Anahtar Kelimeler: E-Yönetişim, E-Devlet, E-Belediyecilik, Sosya Medya. 
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1. Introduction  

Based on the interaction and cooperation of social actors, the understanding of governance based on the 

effective delivery of public services transforms the knowledge of public administration and local 

government with the opportunities provided by information and communication technologies. 

Governance includes mechanisms to ensure capability, transparency, and systems and processes to make 

decisions and allocate resources (Graham and Elizabeth, 2013: 13; Yates and Paquette, 2011: 9; Mergel, 

2013: 331). Governance is developing as a model based on information and communication technologies 

in forming and presenting public policies. Local governance refers to the systems and processes used to 

manage and direct local governments. Corporate governance is to ensure decision-making processes and 

resource allocation, as well as accountability and transparency in local governments and organizations 

(Gordon, 2012: 5; Skoric et al., 2016: 1825; Demirel, 2010: 68). Due to developments in the field of 

information and communication technologies, social media is becoming an essential channel of online 

interactive participation, and local governments allow for the social and political involvement of citizens. 

Social media, which has become a crucial element of governance,  provides a moist layer to both the 

patch of bureaucratic work and the resentment of democracy on the ground as the digital literacy rate of 

the citizens increases. 

Governance, which has gained importance with the transition to the information society, represents the 

understanding of managing together based on the participation of service providers and service 

recipients. It is based on the fact that governance, management, and decision-making processes in the 

public sector are carried out with the cooperation and participation of all stakeholders. It requires 

managers to act in a compromising, transparent, accountable, effective, and responsible management 

approach. E-governance, which has started to be implemented by taking advantage of the opportunities 

provided by the information and communication technologies of governance, is a network-based 

governance understanding and application. To increase the functionality of e-governance, it should be 

supported by information and communication technologies. The use of social media technologies in 

municipalities, which are among the most important representatives of public service delivery at the local 

level, increases the functionality of e-governance applications (Demirel, 2010: 5; Graham and Elizabeth, 

2013: 13;  Henden, 2015: 4). The importance of e-governance for the citizen is to provide easy access to the 

public services offered at any time of the day and from anywhere, to reduce the cost of services and to 

increase citizen satisfaction. 

Citizens can reach public institutions and organizations with no difference in time and space thanks to e-

governance in general and social media in particular also provides the opportunity to participate in 

policy-making processes. This opportunity contributes to the strengthening of local democracy and the 

development of participatory governance. Governance, which has principles such as openness, 

participation, accountability, effectiveness, and compliance (economic and social), forms the basis of e-

government and e-municipality practices. E-governance, which reflects the new public management 

approach, transforms the way the public organizes and conducts business with the opportunities offered 

by information and communication technologies (Tejasvee et al., 2010: 299; Riley and Law, 2005; Gordon, 

2012: 5). Some of the expressions in the definitional framework on the concept of e-governance are 

shaped by municipal-citizen interaction and free distribution of information based on information and 

communication technologies. Social media, which has become an integral part of e-government in recent 

years, provides the opportunity to act with common wisdom and contributes to increasing the accuracy 

of decisions and making faster decisions. One of the main benefits of active use of well-designed web 

tools and social media is reduced service costs (Chen and Gant, 2001: 344; Şahin, 2007; Çoruh, 2009; 

Archer (2007: 303-304). For municipalities to actively benefit from social media in e-municipalism, they 

should have sufficient expert personnel, and municipal web tools should be well designed; citizens' 

knowledge and skills in e-government and digital literacy rate should be high. 

The indispensability of social media in governance and e-governance is that it provides two-way and 

simultaneous information and information. Applications such as Facebook, Twitter, and Instagram, 
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which are social media tools that express the platforms where people can communicate and share, and 

various institutions in the internet environment increase the possibility of e-municipalism. The fact that 

local governments are units that directly serve the public increases the importance of public relations 

activities in local governments. Thanks to e-Municipalism, the opportunity to benefit from web tools and 

social media applications in recognition and promotion activities, which are public relations activities, is 

expanding (Tarhan, 2007). This study aims to determine in which areas and at what level of activity social 

media is used in e-municipality in the TR 42 region. For this purpose, the research's main question was 

"what is the level of use of social media by the municipalities constituting the research sample." The 

study, planned as deterministic/descriptive research, analyzes the service delivery forms and interaction 

situations with the citizens in the context of e-governance of the municipalities constituting the sample 

through social media platforms. 

2. Literature Review and Background  

The concept of governance, which has started to be used with the transition to the information society, 

reflects an understanding and practice that radically changes state-citizen relations. Governance refers to 

the processes and mechanisms that govern and oversee the functioning of an organization. The concept 

of governance encompasses decision-making and implementation processes in institutions and 

organizations and is generally based on a democratic management approach. Governance aims to bring 

to the fore a fair and accountable management approach that respects human rights. Governance; With 

the active use of information and communication technologies, it is transparent and responsible 

management responsible among stakeholders such as the public, local government, citizens, non-

governmental organizations, and the private sector. E-governance is a management approach based on 

transferring services offered in the public sector to digital environments and the direct participation of 

stakeholders in management processes. E-governance is based on the understanding and practice of 

actively using the internet and social media tools to provide public services and access information  

(Graham and Elizabeth, 2013: 13;  Kanungo (2004; Demirel, 2010: 71). E-governance is of great importance 

not only in terms of the execution of services but also in terms of strengthening local democracy. While 

the form of service delivery changes due to the development in information and communication 

technologies, Concepts such as participation, e-government, and e-democracy gain importance as content 

(Demirel, 2010; Yıldırım, 2010: 43). Beyond the transfer of e-governance service delivery to the electronic 

environment; different managerial actors in the forming, implementation and supervision of public 

policies; It is a model adapted to the information age of the governance approach based on the 

introduction of online connections. Thanks to e-governance, citizens have increased access to online 

services. 

Within the framework of the public policies of local governments in Turkey, YERELNET and 

YERELBİLGİ projects were implemented after the 1990s to develop e-government applications. The Local 

Governments Knowledge Base Project (YERELBİLGİ) aims to collect all data on local governments in 

Turkey in an electronic database and to use these data in decision-making mechanisms through analytical 

analysis. The YERELNET project functions as an information pool aiming at the sharing of knowledge 

and experience of autonomous local governments at the country level (Güler, 2001: 3; Nohutçu and 

Demirel, 2005: 46). The primary purpose of this model is to establish two-way and interaction-oriented 

communication with the public (Tarhan and Minister, 2013: 26; Yatkın, 2006: 371). Informing the public 

about the works of the municipality and reflecting the people's views of the administration requires two-

way communication and interaction. Social media tools offer management an excellent opportunity to 

meet this need. In public relations practices, web pages can be used as a corporate mass communication 

tool as well as bureaucratic procedures (Tarhan and Minister, 2013: 26; Gucdemir, 2012: 83). When 

websites, which are used as public relations tools in municipalities, are supported by social media and 

mobile applications, the interaction between the public and the municipality increases. 

Municipal activities that use web tools, mobile applications, and social media as public relations tools are 

analyzed within the framework of four models. These models are the press agency, promotion, general 
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information, two-way asymmetrical communication, and two-way symmetrical communication (Grunig 

and Hunt, 1984: 13). 

Press agentry/publicity model: This public relations model was implemented between 1850 and 1900. 

This model functions as one-way propaganda. Practitioners generally aim to disseminate the information 

of the relevant organization to the target audience through incomplete information. Complete informal 

optional for communication to be forwarded e-way from organization to destination. Since this model is 

for propaganda and persuasion, no feedback is expected in messages sent to the public (Grunig and 

Hunt, 1984: 21; Seitel, 2004: 55-56). This model is preferred when it is desired to create a positive effect in 

public relations, especially in mass media. (Grunig and Hunt, 1984: 25; Varol, 2002: 60). Municipalities 

prefer to use this model to influence the public in their election campaigns. 

Public information model. The primary purpose of this model is to disseminate information about the 

organization and promote the organization without worrying about persuasion. In this model, 

announcements are made one way to inform and enlighten the public. The primary purpose of this 

model is to provide information about the public entity. The main thing here is to educate the public 

briefly. The public information model reflects the conditions of the first world war years 1900-1920. In 

this model, communication is a one-way process. The general information model is still widely used in 

places where there is an antidemocratic management approach (Varol, 2002: 58; Grunig and Hunt, 1984: 

21). In municipalities, the public information model is applied in its general form, announcing 

information about the decisions taken by the municipalities and the activities they carry out. Since the 

public information model aims to provide unilateral details, it does not attach importance to the public's 

demands, complaints, and opinions. 

Two-way asymmetrical model. Although the primary purpose of the two-way asymmetric 

communication model is based on the technique of persuasion, it is actually to win the support of the 

target audience, even to manipulate it. In this node, communication is bidirectional but asymmetrical. 

The goal is to create a positive change of mind in the target audience. The two-way asymmetric model 

was widely used between 1960 and 1970 (Grunig and Hunt, 1984: 25). In this period, when there were 

cold war conditions and social media was not used yet, there was a remarkable symmetry difference 

between institutions and organizations and citizens. The citizen is a passive receiver facing authoritarian 

and domineering states and institutions. Communication flows unidirectionally from the state and 

institutions to the citizen. In this model, the information given on any subject is for manipulation 

purposes, not for a democratic management approach. 

Two-way symmetrical communication model: The two-way symmetrical model is a public relations 

model that includes negotiation techniques to change the attitudes and behaviors of institutions, 

organizations, and target groups. In two-way symmetrical communication, there is a symmetrically 

balanced situation between the public and the institutions, not hierarchical organizations. In this model, 

public relations specialists act as mediators between institutions and are in a symmetrical position for 

both parties. This model is based on being on the same plane, duality, mutual understanding, and 

symmetry (Grunig and Hunt, 1984: 25). The two-way symmetrical model aims to be two-way and 

interaction-oriented in communication with citizens in terms of municipalities. The primary purpose is to 

include the citizens' requests, suggestions, complaints, and opinions and to ensure the participation of the 

people in the decisions (Tarhan, 2008: 137). Unlike asymmetrical communication, which is based only on 

informing the public and is established as one-way, it reflects an understanding that enables the public's 

participation in decisions based on the feedback and dialogues received from the public's media. One of 

the most important features of internet technology and mobile applications is that they allow two-way 

interaction. Recently, the possibility of two-way symmetrical communication has been increasing to the 

extent of the prevalence of social media. 

In a process where applications such as e-government, e-municipality, internet technologies, and social 

media are used as public relations tools, only two-way symmetrical communication among the 

communication models mentioned above remains valid (Graham and Avery, 2013: 5). ; Yates and 



Hasan Tutar, İsmail Hakkı Parlak 

 
Abant Sosyal Bilimler Dergisi - https://dergipark.org.tr/tr/pub/asbi 

650 

Paquette, 2011). Internet-based applications and developments in communication technologies in online 

public relations in municipalities bring many innovations to public relations practices today. 

Municipalities can use these new technologies to inform the public about the services they offer, to 

determine the people's opinions, and to ensure their participation in democratic processes. Internet-based 

and mobile applications they use in e-municipality, and public relations activities in municipalities are 

briefly explained below: 

Corporate websites. Corporate websites are usually run by an organization or company and are created 

to provide information about that organization or company. Such sites promote the organization's 

products and services, provide contact information, and facilitate citizens' transactions. The Internet is 

one of the most preferred data relations tools to ensure that data is transferred to a familiar environment 

quickly and effectively. In municipalities, corporate websites are an essential medium where public 

relations fulfill the function of recognition and promotion (Çakmak and Kilci, 2011: 247; Rainy, 2011: 7). 

Supporting this channel with social media increases the possibility of two-way symmetrical 

communication with citizens. 

Recognition tools: The primary purpose of the promotional tools on the corporate websites of 

municipalities is to learn the opinions, suggestions, complaints, and wishes of the public. Corporate 

websites, which are a tool directly under the municipality's control, can easily access first-hand 

information from mobile applications and web pages. In this way, municipalities have the opportunity to 

direct their services and policies thanks to the feedback they receive from the public. The tools and 

methods used by municipalities to be recognized on their websites are telephones, fax and e-mail 

addresses, messages to the president, request and complaint line, surveys, and guest books. 

Promotional tools: The tools and methods used to promote on municipal websites are as follows; 

municipality administration, promotion and announcement of services, information about social and 

cultural events, city council decisions, promotion and access opportunities of the units within the 

municipality, corporate news about the municipality, basic information about the province where the 

municipalities are located, and their cultural values, touristic places, and accommodation facilities are 

essentially promotional tools.  

In e-municipalism,  the tools and methods used in recognition and promotion consist of moving the 

traditional administrations to the web page and social media. Municipalities receive the requests, 

complaints, and opinions of the public through the applications on their corporate websites. On the other 

hand, they can inform the public about the activities they have carried out or will perform. E-

municipality, press, and public relations units should use mobile and social media application feedback 

as recognition tools. 

Press agency and public relations unit: The existence of the team is to ensure that public relations activities 

occur within a system. Especially metropolitan municipalities establish a separate press and public 

relations unit with the status of a directorate to increase interaction with the public. The use of web tools 

that make it possible to access these units on websites increases the functionality of this unit. 

Mobile applications: A hairy is a software application developed for phones, tablet computers, and other 

mobile devices. With the inclusion of corporate applications on mobile devices, various information, 

maps, and visual and audio contents of the institutions are used as public relations tools in these 

applications (mobilsiad.org). In the e-municipality, mobile applications can promote services and 

receive citizens' requests, complaints, suggestions, and opinions. In this way, municipalities can receive 

first-hand and direct information. Integrating e-municipality services into this mobile application and 

introducing them facilitates the citizens' transactions and makes the municipality more accessible.   

Social media. Social media is a platform of information, ideas, and thoughts that people share by 

communicating over the Internet. These platforms often consist of websites such as social networking 

sites, forums, and blogs. Social media creates a network where people can connect and interact 

worldwide. Social media can be used functionally in e-municipalism, which enables municipalities to 

provide their services more effectively by using the Internet and other digital technological tools (Jarvis, 
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2012: 165; Hrdinová et al., 2010: 12). Thanks to this method, municipalities become more easily accessible 

and can meet the needs of citizens more quickly. While social media makes the services of municipalities 

more efficient, it also allows citizens to benefit from services more efficiently. Social media tools can be 

used in an integrated manner for corporate web pages. Thanks to social media tools, in contrast to 

unidirectionality, bi-directionality and instant communication can be provided between institutions and 

the target audience. Municipalities can announce their activities and create their community through 

Facebook, Twitter, Instagram, LinkedIn, and other social networks. 

There are some negative and positive aspects of using social media in municipalities. However, the excess 

of positive aspects ensures the active use of social media (Dorris,  2007; Graham and Avery, 2013: 11; 

Haro-de-Rosario, 2018: 33). The negative aspects of using social media can be in the form of information 

pollution, addiction, security problems and cyberbullying. The positive aspects of using social media and 

mobile devices in e-municipality applications are high. The benefits of social media in e-municipalism 

are, first and foremost, the availability of access, sharing of news and information, developing of a 

participatory and democratic management approach, ensuring transparency, effectiveness in the delivery 

of public services, saving on the cost of services, campaign creation, transparency, and accountability, 

ensuring the effective management participation of citizens, quick and effective solution of crises. 

Effective execution of e-government services can include providing citizen participation through social 

media.  

3. Materials and Method  

3.1. Research Design 

Content analysis is the scientific analysis and technique of all kinds of content frequently used in the field 

of social sciences and has the quality of secondary data (Loomis et al., 2021; Neuendorf, 2002: 47; Ültay , 

2017). Content analysis, as a statistical semantic science of social sciences, is a scientific reporting 

technique that classifies all kinds of content and signs and presents what these signs contain together 

with the judgments of the researcher. Content analysis is aimed to show any content systematically and 

quantitatively, and an unbiased, systematic, and quantitative description of any symbolic content is 

made. In this analysis technique, the results of a series of valid interpretations extracted from the text are 

interpreted using quantitative expressions, tables, and graphs. Content analysis, frequently used in social 

sciences, is presented systematically by summarizing any text, such as books, book chapters, letters, 

historical documents, newspaper headlines, and articles, with coding based on specific rules. Content 

analysis is used to quantitatively analyze all kinds of data with the visual appearance of a document, 

picture, photograph, logo, banner, emblem, or web page, which are examined as secondary sources 

(Cohen et al., 2007: 57; Cleave et al., 2017; López-Bonilla et al., 2020). The general purpose of content 

analysis studies is to guide future studies and identify general content trends. Thus, the general tendency 

is shown to researchers who want to work in the relevant field (Cohen et al., 2007: 78; Tutar & Erdem, 

2022, 345; Jayarajah et al., 2014; Lin et al., 2014). In the analysis process, the researcher includes verifiable, 

transferable, and reliable data related to the research problem. The data used in the content analysis are 

secondary and should be produced independently of the researcher, "unresponsive" and documented 

(Geray, 2006: 183; Bengtsson, 2016). This research is designed as a content analysis because of the problem 

and research question. This study aimed to determine the social media usage status of the Kocaeli Sub-

region (TR42), Kocaeli Metropolitan Municipality, Sakarya Metropolitan Municipality, Düzce 

Municipality, Bolu Municipality, and Yalova municipalities, which is one of the 26 statistical sub-regions 

of Turkey. 

3.2. Sample of Research 

The study sample consists of the region-coded TR 42 in the Statistical Classification of Regional Units of 

Turkey (NUTS). The primary purpose of these regional units is to collect statistics on a regionally based 

basis, to conduct socio-economic analyses, and to create the framework of regional policies for society. 
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For this purpose, the sample of the research consists of the social media accounts of the Metropolitan 

Municipalities and Provincial Municipalities in the provinces (Sakarya Metropolitan Municipality, Düzce 

Municipality, Bolu Municipality, and Yalova Municipality) that have sub-regions besides Kocaeli 

Metropolitan Municipality, which is one of the 26 statistical sub-regions of in Turkey and affiliated to 

TR42. The study data were collected from the official Instagram, Twitter, and Facebook pages of the 

inspected municipalities between December 1, 2022, and December 10, 2022, by several runs of 

automated Python scripts. Official social media account addresses of all inspected municipalities are 

taken from their official websites. The sources of collected data are given in Table 1. 

Table 1: Official social media account addresses of Municipalities in the TR 42 Region 

Municipality Instagram account Twitter account Facebook account 

Kocaeli  instagram.com/kocaelibld twitter.com/kocaelibld facebook.com/kocaelibld 

Sakarya instagram.com/sakaryabld twitter.com/kocaelibld facebook.com/sakaryabld 

Düzce instagram.com/duzcebld twitter.com/duzcebld facebook.com/duzcebld 

Bolu instagram.com/ 

bolubelediyesi 

twitter.com/ 
bolu_belediyesi 

facebook.com/ 
bolubelediyesi 

Yalova instagram.com/yalovabld twitter.com/yalovabld facebook.com/yalovabld 

3.3. Data Collection and Data Collection Tools 

Instagram, Twitter, and Facebook accounts of the municipalities located in the Kocaeli sub-region (TR42) 

were examined by sending various queries to the endpoints of social media platforms with Python 

scripts. These queries cover municipalities' last 200 posts on their social media accounts as of December 

12, 2022. A total of three thousand (3 x 5 x 200 = 3000) post data was collected and analyzed for five 

municipalities from three social media platforms. According to TURKSTAT data ("Address Based 

Population Registration System Results," 2021), the total population numbers of the provinces in the TR42 

region as of 2021 are as follows from large to small: Kocaeli 2.033.441, Sakarya 1.060.876, Düzce 400.976, 

Bolu 320.014 and Yalova 291.001. Considering the total population number in the analyses is essential in 

understanding the data more accurately. 

4. Results 

4.1. Instagram analytics 

In addition to being a social media platform where individuals share photos and post texts to express 

themselves, Instagram is also a tool where institutions and organizations can communicate with the 

public ("Instagram for Politics & Government," n.d.). With a "Creator" account, organizations operating 

on Instagram can benefit from the advanced user statistics that Instagram offers for this account type 

("Siyaset ve Devlet için Instagram," 2022). Thanks to this feature, Instagram is a useful social media 

platform for municipalities in terms of better following their target audiences. Municipalities in the TR 42 

region actively announce their projects, works, and events to the public from their Instagram accounts.  

In the study, the posts (shares) of the municipalities in the TR 42 region on Instagram and the data of 

these shares were examined. The total number of Instagram posts made by the municipalities in the TR 

42 region is given in Table 2.  

Table 2: The Total Number of Posts Made by Municipalities in the TR 42 Region on Instagram 

Municipality Number of posts 

Kocaeli 11,757 

Sakarya 4,400 

Düzce 7,506 

Bolu 1,757 

Yalova 3,703 

Total 29,123 
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As can be seen in Figure 1, when the number of shared posts made by the municipalities on Instagram is 

compared, it is seen that Kocaeli Municipality shares the most and Bolu Municipality shares the least 

number of seats. 

Figure 1: Total Instagram Sharing Rates of Municipalities in the TR42 Region 

 

A total of 1000 queries were sent to Instagram endpoints for the five municipal accounts examined, 38 

failed, and the remaining 962 succeeded. Some of the data from successful queries are given in Table 3. 

Table 3: Temporal Data of the Last 200 Instagram Posts of Municipalities in the TR42 Region 

Municipality Last post date First post date Number of days between 

first and last posts 

The average number of 

posts per day 

Kocaeli 10.12.2022 21.11.2022 18 11,11 

Sakarya 10.12.2022 6.11.2022 33 6,06 

Düzce 10.12.2022 3.11.2022 36 5,56 

Bolu 8.12.2022 22.04.2022 230 0,87 

Yalova 1.12.2022 19.10.2022 42 4,76 

When Table 3 is examined, it can be seen that the municipality that makes the most frequent Instagram 

posts is Kocaeli Metropolitan Municipality, with an average of 11.11 posts per day. The municipality with 

the minor share is Bolu Municipality, with 0.87 posts per day. Based on these data, it can be seen that the 

municipality that uses the Instagram account most actively is Kocaeli Municipality.  

Table 4 shows information about the last 200 Instagram posts made by municipalities in the TR 42 region. 

The Total number of posts column indicates the number of successful query responses from Instagram 

endpoints. In the columns of the total number of comments and the total number of likes, the number of 

words and likes received by the municipalities for their posts are shown. 

Table 4: Total Number of Comments and Likes on Instagram Posts Made by Municipalities in the TR 42 

Region 

Municipality Total number of posts Total number of comments Total number of likes 

Kocaeli 199 3.245 248.080 

Sakarya 200 665 54.359 

Düzce 200 2.078 157.811 

Bolu 164 3.523 172.343 

Yalova 199 1.309 66.142 
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When Table 4 is examined, it is seen that the municipality that received the most comments for the last 

200 posts is Bolu Municipality. The municipality that gets the most likes is Kocaeli Municipality. The 

number of words and preferences can be interpreted as an indicator of the extent to which the 

municipalities that make up the sample interact with the public through likes and comments. However, 

considering the populations of the provinces in the TR 42 region will be essential to achieve more realistic 

results.  

Considering the population numbers in the provinces, the number of comments and likes on the last 200 

Instagram posts by the examined municipalities is shown in Table 5 by dividing them by 1000 people. 

Table 5: Number of Instagram Comments and Likes Relative to the Population 

Municipality Comments Number of likes 

Kocaeli 1,60 122,00 

Sakarya 0,63 51,24 

Düzce 5,18 393,57 

Bolu 11,01 538,55 

Yalova 4,50 272,29 

When the data in Table 5 is examined, it can be seen that the municipality with the highest number of 

comments and likes per 1000 inhabitants is the Municipality of Bolu, and the municipality with the minor 

comments and likes is Sakarya Municipality. This table shows that the municipality where the public 

participates the most in communication via Instagram compared to the population is Bolu Municipality. 

The municipality where the public participates the least in touch is Sakarya Municipality.  

In Table 6, the number of comments sent by the public, the number of likes, and the like-comment ratio 

are given per share made by the municipalities. Like – comment ratio is calculated by: (total likes) / (full 

comments). 

Table 6: Proportional Comment and Like Statistics 

Belediye Number of comments per post Number of likes per post Like – comment ratio 

Kocaeli 16,31 1246,63 76,45 

Sakarya 3,33 271,80 81,74 

Düzce 10,39 789,05 75,94 

Bolu 21,48 1050,87 48,92 

Yalova 6,58 332,37 50,53 

When the data in Table 6 is examined, it is seen that the municipalities that receive the most comments 

and likes per post are Bolu Municipality and Kocaeli Municipality. In contrast, the municipality that 

receives minor comments and likes per post is Sakarya Municipality. These numbers again show the 

extent to which the public is interacting with the sharing made by their municipalities. The high rate of 

the like-comment ratio indicates that the public clicks on the "like" button on the Instagram interface rather 

than writing comments. The low rate of the like-comment balance means that the public is not satisfied with 

just clicking the "like" button and commenting on the post. In line with this view, it is revealed that the 

people of Bolu, who have the lowest rate of like-comment ratio, want to express themselves more clearly in 

the posts made by the Municipality of Bolu; in other words, they take a more active role in the 

municipality-public dialogue compared to other provinces.   

4.2. Twitter Analytics 

For Twitter analysis, as in Instagram analysis, the last 200 shares made by each municipality in the TR 42 

region were obtained, and the statistics of these shares were calculated. In addition to the number of 

comments and likes found in Instagram data, the number of "Retweets" and "Citations" on the Twitter 

platform was also used in the calculations. Information on how often municipalities post on Twitter is 

given in Table 7. 
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Table 7: Temporal Data of the last 200 Twitter Posts of the Municipalities in the TR 42 Region. 

Municipality Last post date First post date Number of days between 

first and last posts 

The average number of 

posts per day 

Kocaeli 12.12.2022 17.11.2022 25 8 

Bolu 8.12.2022 2.03.2022 281 0,71 

Yalova 12.12.2022 14.10.2022 58 3,45 

Düzce 12.12.2022 17.11.2022 25 8 

Sakarya 12.12.2022 9.11.2022 32 6,25 

From Table 7, the municipalities that use Twitter most frequently, with an average of 8 posts per day, are 

Kocaeli and Düzce; It is observed that the municipality that uses it the most infrequently is Bolu 

Municipality with an average of 0.71 posts per day. The number of comments, likes, retweets, and 

citations to the shares made by the municipalities from their Twitter accounts is shown in Table 8. Since a 

total of 1000 queries sent to Twitter were all successful, all the values in Table 8 were compiled from the 

last 200 shares made by the municipalities. 

Table 8: The Total Number of Comments, Likes, Retweets, and Citations to the Twitter Posts Made by the 

Municipalities in the TR 42 Region 

Municipality Total comments Total likes Total retweets Total quotes Total reactions 

Kocaeli 501 15.727 1.441 50 17.719 

Bolu 559 20.314 1.738 90 22.701 

Yalova 87 3.838 265 32 4.222 

Düzce 146 4.497 484 31 5.158 

Sakarya 222 11.132 2.317 27 13.698 

According to the data in Table 8, the municipality that receives the most comments, likes, and citations on 

Twitter is Bolu, and the municipality with the most retweets is Sakarya municipality. The last column in 

the table shows the sum of the number of comments, likes, retweets, and citations municipalities have 

received. In other words, this column shows the total amount of reactions by the public to municipals 

Twitter posts. Looking at this table, it is observed that the municipality where the public gives the most 

feedback via Twitter with various tools such as comments, likes, etc., is Bolu, and the municipality where 

the minor feedback is given is Yalova Municipality. Since the total populations of the provinces where the 

municipalities are located vary greatly, the picture in Table 9 emerges when the average public reaction 

for every 1000 people is calculated, as in the Instagram data analysis. The total number of responses 

shown in the last column of Table 9 was obtained by summing the average number of comments, likes, 

retweets, and citations for every 1000 people. 

Table 9: The Number of Twitter Comments, Likes, Retweets, and Quotes as Proportional to the 

Population 

Municipality Comments Likes Retweets Citations Total reactions 

Kocaeli 0,25 7,73 0,71 0,02 8,71 

Bolu 1,75 63,48 5,43 0,28 70,94 

Yalova 0,30 13,19 0,91 0,11 14,51 

Düzce 0,36 11,22 1,21 0,08 12,87 

Sakarya 0,21 10,49 2,18 0,03 12,91 

When the Twitter data in Table 9 are examined, it is seen that Bolu is in first place and Kocaeli 

Municipality is in last place in the public reactions proportional to the population. According to the data 

in this table, the people of Bolu participate in the Twitter shares made by their municipalities more than 

others. In other words, the province where the dialogue between the municipality and the people is the 

highest in Bolu. 
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4.3. Facebook Analytics 

According to January 2022 data, Facebook is the social media platform with the most users worldwide, 

with 2,910,000,000 ("Biggest social media platforms," 2022). The fact that it is such a popular application 

emphasizes the importance of using Facebook effectively in the municipality-public dialogue. For 

Facebook analysis, as in Instagram and Twitter analyses, the last 200 shares made by each municipality in 

the TR 42 region were obtained, and statistics of these shares were extracted. Table 10 shows how often 

municipalities post on Facebook. 

Table 10: Temporal Data of the Last 200 Facebook Posts of Municipalities in the TR42 Region 

Municipality Last post date First post date Number of days between 

first and last posts 

The average number 

of posts per day 

Kocaeli 12.12.2022 15.11.2022 26 7,69 

Bolu 12.12.2022 14.06.2022 181 1,1 

Yalova 1.12.2022 17.10.2022 44 4,55 

Düzce 12.12.2022 10.11.2022 32 6,25 

Sakarya 12.12.2022 24.10.2022 49 4,08 

When the data in Table 10 are examined, it is revealed that in parallel with the use of Instagram and 

Twitter, the municipality with the most daily sharing is Kocaeli, and the municipality with the least 

sharing is Bolu Municipality. When a post is shared, Facebook offers followers the functionality to 

comment on the post, like the post, and share the post. The total number of comments, likes, and shares 

of the last 200 posts related to the examined accounts is given in Table 11. 

Table 11: The Total Number of Comments, Likes, and Shares on Facebook Posts Made by Municipalities 

in the TR42 Region 

Municipality Total comments Total likes Total Sharing Total Reactions 

Kocaeli 1.792 40.385 1.797 43.974 

Bolu 2.377 60.788 2.357 65.522 

Yalova 446 11.573 438 12.457 

Düzce 950 22.068 3.515 26.533 

Sakarya 38 15.594 1.432 17.064 

As can be seen in Table 11, the municipality that receives the most reaction from the public to its 

Facebook posts is Bolu, and the municipality that receives the minor response is Yalova Municipality. The 

total reaction numbers in the last column were obtained by summing the number of comments, likes, and 

shares.  

Similar to the Instagram and Twitter analysis, when the number of comments, likes, and shares from the 

public to the municipality posts is proportioned for every 1000 people, the result is shown in Table 12. 

According to these data, when the population of the provinces is compared, the people of Bolu were the 

community that reacted the most to the Facebook posts. In contrast, the people of Sakarya were the 

community that showed the most negligible reaction to the Facebook posts of their municipalities. By 

looking at the data in Table 12, it can be seen that the people of Bolu are the people most interested in the 

Facebook posts of their municipalities.   

Table 22: Number of Facebook Comments, Likes, and Shares in Proportion to the Population 

Municipality Comments Likes Shares Total reactions 

Kocaeli 0,88 19,86 0,88 21,62 

Bolu 7,43 189,95 7,37 204,75 

Yalova 1,53 39,77 1,51 42,81 

Düzce 2,37 55,04 8,77 66,18 

Sakarya 0,04 14,7 1,35 16,09 

Finally, in Table 13, the number of comments made by the public, the number of likes, and the number of 

shares per Facebook post made by the municipalities are given. The people of Bolu establish the most 
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muscular dialogue with their municipalities by commenting on the Facebook posts made by their 

municipalities at the highest rate. The people who commented the least per share on the Facebook posts 

made by their municipalities were found to be the people of Sakarya.  

Table 33: Number of Comments, Likes, and Shares Per Facebook Post 

Municipality Number of 

comments per post 

The number of likes 

per post 

The number of shares 

per post 

Kocaeli 8,96 201,93 8,98 

Bolu 11,88 303,94 11,79 

Yalova 2,23 57,87 2,19 

Düzce 4,75 110,34 17,57 

Sakarya 0,19 77,97 7,16 

5. Discussion and Conclusion 

In the study, the corporate social media accounts of the municipalities constituting the sample were 

analyzed regarding their usage patterns and levels. All source code for collecting and analyzing the social 

media data and the collected data is publicly accessible from https://github.com/ihpar/tr42. The analysis 

findings show the formal characteristics of corporate social media accounts and their features for 

recognition and promotion in public relations. When the results of the research are evaluated in terms of 

corporate social media accounts, it has been observed that there are significant differences up to 12 times 

between the frequencies of the posts made by the municipalities in the TR42 region. Municipalities 

generally benefit from social media tools such as Twitter, Facebook, and Instagram,  but from social 

media tools such as LinkedIn, Myspace, Flickr, Pinterest, Vine, and Foursquare, none of the 

municipalities in the sample benefited. 

When the number of posts made by municipalities on Instagram, Twitter, and Facebook accounts and the 

reactions from the public to these posts are evaluated, it has been observed that municipalities that share 

a small number of posts may receive more responses from the crowd. In contrast, municipalities that 

share a large number of posts receive few reactions from the public. From this, it is concluded that the 

examined municipalities cannot establish symmetrical communication with their people, and there needs 

to be consistency between municipalities regarding social media usage efficiency. These results 

significantly influence social media political participation and the new management approach. Society 

sees political participation as influencing political decisions and is considered a determined will to solve 

many problems in a common consensus regarding political forces, local governments, and bureaucracy. 

The interactive communication opportunity of social media has elevated the individual from being 

passive to an active position in his relations with the society and the state in which he lives (Mayfield, 

2008; Veysel and Aydın, 2014: 198; Bonsón et al., 2017: 324) This situation has disrupted the traditional 

codes of individual-family, individual-society, individual-state relations and reshaped these relations into 

an individual-centered one.  

Municipalities' low number of social responsibility activities in social media causes no sharing for 

projects to be implemented in municipal activities (Yeşildal, 2019: 384). Another problem is the 

inadequacy of the satisfaction surveys for the work of the municipalities and the lack of criticism of the 

municipalities on social media.  In addition, the fact that they are generally insensitive to demands from 

their parents causes social media to be dysfunctional. Municipalities'  emphasis on social media-oriented 

practice will increase citizen satisfaction and strengthen local democracy. In addition, security and 

privacy issues related to the mobile applications of municipalities may also contribute to the spread of e-

municipality activities for preventive purposes. For this reason, it is of great importance for corporate 

administrations to use social media effectively, to provide opportunities for people who want to present 

their thoughts, and to encourage interactive participation.  

Social media and mobile applications significantly facilitate citizens' participation in local governments. 

Social media and mobile applications enable data collection, crime and security warnings, crisis 
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management, and participation in the work of the municipality in the e-municipality. In addition, it is 

necessary to use social media more functionally in areas such as increasing transparency and trust in 

municipalities, cost savings, media relations, and news dissemination. This requirement can only be met 

by increasing the digital literacy rate of the citizens. It is essential to expand mobile applications and 

social media use and increase the possibility of real-time communication by saving time and cost. 

Establishing the appropriate human resources infrastructure, increasing the number of IT personnel, and 

improving their qualifications are other essential issues to strengthen local democracy in local 

governments and increase efficiency and effectiveness in public services. 
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