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ALMANYA’DAKI TURK MEDYASI VE KAMUSAL BIiR ALMAN
KURUMU: DEUTSCHE WELLE

Selami Ozsoy **

“Abant Izzet Baysal Universitesi, Iletisim Fakiiltesi Gazetecilik Boliimii

Abstract

Current study examines the Turkish media in Germany, a European country with the densest
Turkish population and reviews the structure of German Deutsche Welle, one of the international media
outlets in Germany and the effects of Turkish media in Germany based on the perspectives of Turkish
department editors. Five editors from Turkish broadcasting department of Deutsche Welle were given
semi-structured interview forms. Deutsche Welle, a public organization in Germany was established with
the name of The Voice of Germany to polish the image of Germany marred by Hitler after the World War
II. Organization’s said mission ended with the downfall of the Eastern bloc. The organization still
broadcasts in internet and television in 29 languages including Turkish. Editors who work in the Turkish
department of Deutsche Welle state that impartiality is always in the foreground of their broadcasts and
they aim to inform the public correctly instead of providing news rapidly and in high quantities.

Keywords: International Media, Journalism, Deutsche Welle.

1. Giris

Savastan yenik ayrildiktan sonra yeniden kurulan ve hizla gelisen Almanya, sanayisini
canlandirmak icin ihtiya¢ duydugu insan giiciinii 1960’11 yillarda disaridan ithal etmeye baglamis, bu
siiregte Tiirkiye en bilyiik gocilin yasandigi iilke olmustur. 2002 yili itibariyla yurt disinda yasayan Tiirk
vatandaglariin sayist 3,551,544’tiir. Ayrica diger ilkelerin vatandashigina gecenlerin sayist da
1,135,611’tir. Almanya’da yasayan 1,912,169 Tiirk vatandasi vardir. Ayrica 565,766 Tiirk de Almanya
vatandas1 olmustur (Nuruan ve Kalayci, 2007: 15). Tiirkiye kokenlilerin gd¢ seriiveni bugiin 2.7 milyonu
Almanya’da olmak tizere Avrupa’da 5 milyonluk farkli bir kitlenin varligi anlamina gelmektedir. Bu
kitle biitiin sorunlara ragmen son derece basarili bir uyum ve ayn1 zamanda Tiirkiye ile yasadiklari
toplum arasinda ¢ok yonlii zihniyet transferleri gerceklestirmektedir. Tiirkiye kokenlilerin varligi,
Avrupa’da basta “¢ok kiiltiirliiliik”, “Islamofobi”, “ayrimcilik”, “entegrasyon-asimilasyon” olmak iizere
pek ¢ok kavramin tartisilmasinda oldukg¢a 6nemli rol oynamaktadir (Erdogan, 2012: 69).

1.1. Almanya’daki Tiirk Medyasi

Avrupa iilkelerine Tiirkiye’den is giicii gogiiniin baglamasiyla birlikte Tiirkiye’de basilan
gazeteler 60’1 yillarin sonlarindan itibaren Almanya’da satilmaya baglamistir. {lk yillarda gazeteler
Tirkiye’den Avrupa’ya yeterince hizli ulasmamaktaydi. Hollanda’da 1966 yilinda satilmaya baslayan
Terciiman ile 1969 yilinda satilmaya baglayan Hiirriyet, bir giin sonra okuyucusuyla bulusabilmekteydi
(Unye, 2006: 25). Gogiin ilk donemlerinde Istanbul’da basilan gazeteler ucakla Almanya’ya
ulastiriliyordu. 1969 yilinda donemin Aksam gazetesi, Miinih’te basilmaya baslamigtir. Tiirkce
gazetelerin Federal Almanya’da ilk ¢ikis yillar1 sdyledir: Hiirriyet, Cumhuriyet (1971), Milliyet (1972),
Tiirkiye (1987) Zaman (1990) Milli Gazete (1973), Ozgiir Politika (1995), Sabah, Emek, Ortadogu
(1996), Posta, Fanatik (2001), Giinaydin, Aksam, Terciiman, Star (2006) (Giintiirk, 1999: 194; Genel,
2012: 48).

Gilinlimiizde Almanya’da basilan Tiirk gazetelerinin satis rakamlarinda giinden giine diisiis
yasanmaktadir. Hiirriyet gazetesi, 2000’lerin baginda 120 bin gazete satarken, halen 60 binin altina
diigmiistiir. Bugiin Tiirk gazetelerinin toplam satig rakami 100 bin civarindadir. Almanya i¢inde Hiirriyet
26 bin, Zaman 21 bin, Yeni Ozgiir Politika ise 10 bin civarinda satmaktadir. Internetten erisim gibi faktor
basili gazetelerin satislarinda etkili olmakla birlikte, bu veri, Almanya’da yasayanlarin Alman medyasini
da takip ettiklerini gostermektedir (Kiilahg1, 2011: 140; Genel, 2011: 49).
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1.2. Almanya’daki Radyo ve Televizyon Yayinlari

Avrupa’ya is gilicii gb¢iliniin baslamasiyla gazetelerle birlikte basta Almanya olmak {izere birgok
ilkeye smir asirt Tirkge radyo yaymlart da baslamistir. Tiirkiye’den yaym yapan Tiirkiye’nin Sesi
Radyosu 1963 yilinda yayma baslamistir. Bu siiregte Almanya’nin yaym kuruluglart da radyo
yayinlarinin arasina bir ya da iki saatlik Tiirk¢e programlar da katmislardir.

Almanya’da Tiirklere yonelik ilk Tiirk kanali, 1985 yilindan itibaren Berlin’den yayin yapmaya
baslayan TD1 (Tiirkisch-Deutsches Fernsehen in Berlin) televizyon sirketidir. TRT, 1990 yilinda TRT
INT kanalimi acarak uydu lizerinden Avrupa’da yasayan Tiirklere yonelik yayinlar yapmaya baslamistir.
1991°de de TRT Avrasya isimli kanalla Asya’daki Tiirk kdkenlilere yonelik yayinlar devreye girmistir.
1990 yilindan itibaren 6zel kanallarin agilmasiyla Avrupa’da yasayan Tiirkler ¢ok sayida Tiirk kanalini
izleme firsati bulmustur (Genel, 2011: 50 ve 51). Aragtirmalara gore her {i¢ Tiirk evinden ikisinde Tiirk
televizyonlarini izlemek i¢in uydu anten bulunmaktadir. Arpad’a goére (2009) Avrupa’da yasayan
Tirkler, Tiirklerle ve Tiirkiye ile bilgiler i¢in gogten yillar sonra héld Tiirk medyasini takip ediyorsa,
buna neden olarak Alman medyasinin ilgisizligi gosterilebilir. Nuruan ve Kalayci’nin yaptig1 aragtirmaya
gore Almanya’da yasayan Tiirk ailelerinin yiizde 37’sinin televizyonda Tiirk televizyon programlarini,
yizde 6.3’tnlin de Alman programlarini izledikleri saptanirken, % 54’iniin de her iki iilkenin
programlarini izledikleri belirlenmistir. Haber programi tiirlerine goére degerlendirmede ise Tiirkce
haberleri izleyenler yiizde 80, Almanca haberleri izleyenler yiizde 37 oranindadir. Tiirk dizileri ylizde 44
oraninda izlenirken, Alman dizileri yiizde 5.7 oraninda izlenmektedir (2007: 111-115).

Almanya’daki Tiirklerin medya tiiketiminin ele alindig1 bir aragtirmada (Oztiirk ve Sevim, 2009:
237-242) Tirk go¢menlerin hem Tiirk, hem de Alman medyalarin1 takip etti§i saptanmustir. Tiirk
medyasin1 kullanmaya yonelik tercih, dergiler haricinde, biitiin medya kollarinda Alman medyasindan
daha gii¢liidiir. Almanya’daki kamu kurumu niteligindeki medya kuruluslar1 biinyesinde Tiirk¢e yayin
yapan bir¢ok radyo ve televizyon, yaymlarinmi sonlandirmistir. Ornegin 2008 yilinda Berlin merkezli
RBB’nin (Berlin Brandenburg Radyo ve Televizyon Kurumu) Multikulti Radyo ve 2009°da Frankfurt
merkezli HR (Hessen Radyo ve Televizyon Kurumu) Tiirk¢e radyo yayinlarini sona erdirmistir (Kdksal:
2010). Berlin’de aralarinda Tiirkgenin de bulundugu 18 dilde yaym yapan devlete ait Multikulti
Radyo’nun kapatilmasi, mali nedenlerden daha ¢ok, ikinci bir dile ¢ok kiiltiirlii ortak yagami engelleyici
bir siyasi anlayisin eseri olarak yorumlanmistir. Daha 6nce de Baden-Wiirttenberg’de, ardindan
Bavyera’daki radyolarin Tiirk¢e yaymlart sonlandirilmig, Almanya’da geriye bir tek Koln
Radyosu kalmigtir (Dalaman, 2009).

1.3. Almanya’daki Tiirk Gazeteciler

Almanya gibi ¢ok sayida farkli millete mensup olan insanlarin bir arada yasadigi devletlerde,
medyaya bu insanlarin iginde yasadiklari topluma uyumunun desteklenmesi noktasinda ¢ok &nemli
gorevler diigmektedir. Iletisim bilimci Geissler’e gore medya araciligiyla uyum siirecinin desteklenmesi
ve bu alanda basar1 saglanmasi go¢men kokenli kisilerin iginde yasadiklar1 toplumun medyasinda daha
fazla gorev almasiyla miimkiindiir (Sentiirk Kara, 2013: 18). Son dénemde Alman medyasinda gé¢men
ailelerden gelen gazetecilere rastlanmakla birlikte, yine de radyo, televizyon ve gazete kurumlarindaki
sayilar1 ve konumlart yeterli oranda degildir. Bu gazetecilerin faaliyetleri, gazetecilik mesleginin
gelismesine 6nemli katkilarda bulunabilir. Ornegin konulara degisik bakis agilari ile sahip olduklar
bilgiler ile haberciligi kolaylastirabilir ve ayn1 zamanda yeni bir izleyici kitlesini kazanabilirler. Ozellikle
kamuya ait Alman radyo-televizyon kurumlar1 ve yazili basimin yabancilar konusunu mesleki egitim
programlarina almalar1 gerekmektedir (Meier-Braun, 2011). Etnik azinliklarin medya entegrasyonu
konulu bir arastirmada, yazili basin mensuplarinin yaklasik ylizde birinin gé¢men oldugu saptanmuistir.
Ulrich Patzold, giiniimiizde her bes Alman vatandagindan biri go¢gmen kdkenli oldugu halde, yalnizca 50
gazeteciden birinin gé¢men kokenli oldugunu belirtmektedir (Schéder ve Appelius, 2009: 165).

1.4. Deutsche Welle

Biinyesinde Tiirk¢e yayinlari da barindiran Almanya’nin kamu medya kurulusu Deutsche Welle,
yurtdisina 29 farkli dilde radyo, televizyon ve internet iizerinden yayin yapmaktadir. ikinci Diinya
Savasi’ndan yenilgiyle ¢ikan Almanya, diinyadaki imajin1 yenileyebilmek icin bir dizi girisimde
bulunmustur. 1950°lerde en etkin kitle iletisim araci olan radyo yayinlar1t Alman hiikiimetinin 6ncelikleri
arasinda yer almistir. Deutsche Welle, Hitler Almanya’sinin diinyada biraktig1 olumsuz imaji1 silebilmek
icin Konrad Adenauer’in bagbakanligi doneminde 3 Mayis 1953 yilinda K&In’de kurulmustur. Deutsche
Welle soguk savas doneminde Almanya’nin Sesi adiyla propaganda yaymi yapmistir. Kurulugunun
ardindan kisa dalga radyo yaymlariyla birgok iilkeye ulasan Deutsche Welle, programlarinda yeni

9
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Almanya’nin 6zgiirliik, demokrasi ve insan haklar1 gibi mesajlarina agirlik vermistir. Diger tilkelerde de
hedef kitlesini yurt dis1 olarak belirleyen kamu yayin kuruluslart mevcuttur. Bunlar arasinda ingiltere nin
BBC World Service, Amerika Birlesik Devletleri’nin Voice of America, Fransa’nin France 24 ve Radio
France International, Kanada’nin Radio Canada International ile Radio Free Europeland sayilabilir.
Deutsche Welle, 1992 yilinda radyo programlarinin yani sira televizyon ve internet yaymciligina da
agirlik vermistir. Kisa dalga radyo yayinlarina 2011 yilinda son verilerek, programlar internet
platformuna tagimustir. Deutsche Welle’nin 24 saat ingilizce yayi yapan bir televizyon kanali vardr.

Bu arastirmada Tiirklerin en yogun yasadigt Avrupa iilkesi olan Almanya’daki Tiirk medyas1
incelenmis ve uluslararasi yayin yapan medya kuruluslarindan biri olarak Alman Deutsche Welle nin
yapist ve Tiirkge bolimii editorlerinin bakis agilariyla Almanya’daki Tiirk medyas: ¢esitli yonleriyle
degerlendirilmistir.

2. YONTEM

Arastirmada nitel aragtirma yontemi kullanilmistir. Konu ile ilgili literatiir taranmis,
Almanya’nin kamu medya kurulusu Deutsche Welle’nin Tiirk¢e yayinlar boliimiinde 2013 Eyliil ayinda
5 editor ile yar yapilandirilmis formla goriismeler yapilmistir. Goriismenin ¢oziimlemeleri iletisim
alanindan iki akademisyen tarafindan kodlanmis ve olusan kodlardan temalara ulagilmistir. Veriler, elde
edilen temalara gore 5 baslik altinda toplanmis, giivenirligi saglamak amaciyla da dogrudan alintilar
yapilarak sunulmustur. Goriisiilen editorler i¢in K1, K2, K3, K4 ve K5 (K: Katilime1) seklinde kodlar
kullanilmastir.

3. BULGULAR

Deutsche Welle Tiirkge servisinde goriigme yapilan 5 editdriin tamama lisans egitimi almis, biri
yiksek lisans yapmustir. Editorlerin 3’1 iletigim fakiiltesi mezunudur. Editorlerin yag ortalamasi 33,
mesleki deneyim ortalamasi1 da 14’tiir (Tablo 1). Ana dilleri Tiirk¢e olan editdrlerin hepsi Almancaya da
hakimdir. Ayrica 3 editor iyi diizeyde Ingilizce bildigini ifade etmistir.

Tablo 1 — Gériisme Yapilan Editorler ve Yapilan Goriismelerle ilgili Bilgiler

Katilima1 C Yas Egitim Alan Mesleki Goriisme
Deneyim(Y1l) Siiresi
K1 E 42 Lisans Iletisim 22 55 dakika
K2 K 31 Y .Lisans Iktisat 6 30 dakika
K3 E 23 Lisans Felsefe 5 40 dakika
K4 K 35 Lisans Tletisim 18 35 dakika
K5 K 34 Lisans Tletisim 18 35 dakika

Goriismelerden elde edilen veriler, yapilan analizin sonucunda “Deutsche Welle Tiirkge
Servisinin Yapis1”, “Tarafmzhk”, “Habercilikte Ozerklik”, “Yabancilara Bakis Ac¢is1 ve Uyum” ve
“Alman Medyasinda Tiirk Imaj1” olarak 5 ana temada gruplandirilmistir.

3.1 Deutsche Welle Tiirkce Servisi

50 yillik bir ge¢mise sahip olan Deutsche Welle’nin Tiirk¢e servisi 1 Temmuz 1962’de yayina
baglamistir. Merkezi Almanya’nin Bonn sehrinde olan Deutsche Welle Tiirkge servisinde yar1 zamanh
calisanlar ve muhabirlerle birlikte yaklasik 40 personel gérev yapmaktadir. Kisa dalga radyo yayinlariyla
Almanya’nin sesini Tiirkiye’ye duyuran Deutsche Welle Tiirkge servisi, iletisim teknolojisindeki
gelismelerle birlikte radyo yayimlarmin yan sira televizyon ve internet mecralarini da kullanarak hedef
kitlesini genisletmistir. Kisa dalga radyo yaymlarinin 2011 yilinda sonlandirilmasinin ardindan, yayimlar
halen agirlikli olarak internet tizerinden yapilmaktadir. Zamanla yayinlarini daha fazla kisiye ulastirmak
icin NTV Radyo gibi Tiirkiye’den baz1 medya kuruluslariyla igbirligine gidilmistir. Bunun diginda bir yil
sire ile Deutsche Welle’nin televizyon programlari, TRT Tirk’te de yaymlanmigtir. Tiirkiye’de
internette yayin yapan bazi haber siteleri de, yapilan ikili anlagmalar uyarinca Deutsche Welle’nin
haberlerini kullanmaktadir.

Soguk savas sonrasi Deutsche Welle’nin genel yayin politikasindaki degisiklik Deutsche Welle
Tiirkge Servisi i¢in de gegerli olmus, propaganda haberciliginden alternatif habercilige doniisiim
yasanmigtir. K1, yayin anlayigindaki degisimi sOyle oOzetlemektedir: Geride kalan yillar iginde
propaganda haberciliginden, haberciligi on planda tutan ancak alternatif habercilik iddiasinda olan bir
yapiya doniistiik. Insanlar ilk bizden 6grenmesin ancak en dogruyu bizden érensin seklinde bir iddiamiz
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var. Bunun i¢in de azami gayreti gostermeye ¢alisiyoruz. Biz Almanya’yr Tiirkiye’ye aktariyoruz ama
Tiirkiyeyi ilgilendiren hassas konulari da nesnel bir yaklagimla aktariyoruz.

Farkli bir bakig acis1 getiren editéor K3’e gore ise Deutsche Welle’nin misyonu {izerinde bir
konsensiis yoktur: Almanya’dan diinyaya yayin yapan bir kurum. 2. Diinya Savasi sonrasi ortaya ¢ikan
medya kuruluslar: gibi Bati’nin sesini Dogu Avrupa’va, Dogu Blogu iilkelerine tasimak tizere kurulmus.
Soguk savasin sona ermesiyle birlikte nasil bir misyon iistlenecegi belli olmayan medya kurulusu (K3).

Deutsche Welle’nin siirekli gilincellenen internet sitesi lizerinden yaptig1 yayinlarda, giindemle
ilgili derinlemesine haberler yer almaktadir. Radyo yayinlarini internete tasiyan Deutsche Welle,
www.dw.de adresli sitesinde glindemdeki konularla ilgili ses dosyalar1 yaymlamaktadir. Almanya ve
Avrupa basimindan haber seckilerinin yer aldigi dosyalar1 diizenli olarak her giin sitede yer almaktadir.
Bunun diginda sitenin takipgileri Tiirk¢e servisi tarafindan hazirlanan goriintiilii haber dosyalarini da
izleyebilmektedir. Giinliik yayinlanan haberler, Facebook ve Twitter gibi yaygin kullanilan sosyal medya
ortamlarinda da paylasilmaktadir. Editér K1, Deutsche Welle Tiirk¢e servisinin yayinlarinin asil hedef
kitlesinin Tiirkiye oldugunu belirtiyor: Her giin internet raporlari bizim takipgilerimizin yiizde 65 ’ine
yakimin Tiirkiye 'den oldugunu gosteriyor. Ana hedef kitlemiz Tiirkiye. Geriye kalanlar ise Almanya,
Avrupa ve yiizde 5 gibi ABD olarak dagiliyor. Bizim genele hitap etmemiz ¢ok zor. Habere ilgi duyan,
akademisyenlerden politikacilara kadar entelektiiel diizeyi yiiksek bir kesime hitap etmeye ¢alisiyoruz.
Gengler ¢ok onemli.

K 4’e gore Deutsche Welle, Tiirkiye’deki medya igin de “uzman goriisii” yansitan bir haber
kaynagi niteligi tasimaktadir

Tiirkiye’'den one ¢ikan haberleri Alman uzmanlarla Almanya’dan bakis agisiyla vermeye
calisiyoruz. Almanlar ne diyor bakalim diye bir bakis agisi veriyoruz.

29 dilde yayin yapan Deutsche Welle’de bazi dillerin haber boliimleri kapanmis veya kii¢iilme
yoluna gitmistir. Editor K4’e gore Deutsche Welle i¢cinde Tiirkce servisi, bilylime potansiyeline sahip bir
bolimdiir: Bizim burada ayni béliimii paylastigimiz giineydogu Avrupa béliimiinde baz iilkelere yayin
yapan servisler, kiiciilme yoluna gitti. Bosnak, Hirvat, Arnavutlar, Makedonlar daha az ¢alisana sahip
boliimlerdir. Tiirkge stratejik onemi dolayisiyla kii¢iilmeye gitmeyen, sabit duran, gelecekte de biiyiime
potansiyeli olan bir servis. Rus, Cin ve Arapga boliimleri kadar olmasa da biiyiime potansiyeli olan
boliim.

Almanya’nin bir devlet kurumu olan Deutsche Welle, medya faaliyetlerinin yani sira Almanca
dil egitimi de vermektedir. Deutsche Welle’nin bir diger faaliyet alan1 da gazeteci yetistirme iizerinedir.
Almanya’ya mahsus olan 2 yil siireli staj egitimi Deutsche Welle Akademi tarafindan da
uygulanmaktadir.

3.2 Tarafsizhk

Editér K2, Almanya’da yayimn yapan bir kamu medya kurulusu olarak Tiirkiye’deki tartigmali
siyasi kavramlar1 kullanirken Deutsche Welle’nin tarafsizligin1 korumak amaciyla bir uzlast platformu
olusturduklarini ifade etmektedir:

Haber dilinde iizerinde mutabik kalinmayan bazi tabirler vardir. Gerilla kimdir, terorist
kimdir? Arap baharmdan sonrva tartisma konusu olan isyanci kimdir, terérist kimdir? Kibris Tiirk kesimi
midir, yoksa Kibris Tiirk Cumhuriyeti midir? Yoksa sadece Kibris midwr? Yayin kurulusu olarak
kavramlarin itizerinde uzlasiniz olmast gerekiyor. Tiirkge servisi olarak bizim bir sézliigiimiiz var. Ona
bagh kalarak g¢alisiyoruz. Kendi kurumumun ¢izgisini takip ediyorum. Tarafsizligimizi belirleyen de
budur. Tiirkiye’ye iliskin ayrimlarin en tarafsizi hangisiyse onu tercih ediyoruz. Esad mi Esed mi? Bu
tartismalardan sonra ifademizi degistirmedik. Tiirkiye’de bazi kavramlar ¢ok siyasete malzeme oluyor.
Cok kamplagma oldugu i¢in medyaya da yansiyor. Bizim goérevimiz haber vermek. Dogru bilgi
almalarini saglamak... Siyasetle, holdinglerle isimiz yok.

Deutsche Welle’nin internet sitesinde haberlerin yani sira yorumlar da yayinlanmaktadir.
Deutsche Welle’nin Tiirkge yaynlar servisi sorumlusu Baha Giingdr’iin “Erdogan’in yanlis hesab1”
baslikli bir yorumunda Istanbul’daki Gezi Parki olaylariyla ilgili hiikiimetin politikalar1 elestirilmistir
(1.6.2013).

3.3 Habercilikte Ozerklik

2. Diinya Savasi sonrasinda Almanya’nin Sesi adiyla yeni Almanya’nin propagandasint yapma
goreviyle kurulan ve gilinlimiizde ana akima alternatif bir medya kurulusu olan Deutsche Welle nin
yayinlarinda ne kadar 6zerk bir yapiya sahip oldugu sorusu akillara gelmektedir. Deutsche Welle’nin
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Tiirkge servisinde kendilerine 6zerk bir yaymecilik alani taninmasi konusunda editorler olumlu goriis
bildirmiglerdir.

13 yildir bu kurumdayim. Bize sunu yaywinlaym veya yaymlamaymn seklinde iist yonetimden bir
baskt olmadi. Sadece bir konuda uyar: aldim. Gerhard Schroder basbakanken Bild gazetesiyle sag¢
boyama konusunda mahkemelik olmustu. Bu konu mahkemeye intikal ettigi icin giindeme almamamiz
icin uyaridik. Zamanm geldi Basbakan Merkel hakkinda agir ifadeler yayinladik. Almanlar nasyonal
sosyalizm donemi konusunda ¢ok hassastirlar, Hitler’le ilgili espri bile yapamazsiniz. Yunanlilar
Merkel’i Hitler e benzetiyorlar. Hedef kitlemizin hassasiyetleri de ¢ok onemli (K1).

Konu se¢mede konuyu haber yapmada kendimi hep ézerk hissettim. Yaptigim ise birebir bir
miidahale olmadi. Bizim en énemli ilkemiz tarafsiz kalmak (K2).

3.4 Yabancilara Bakis A¢is1 ve Uyum

Medyada diinya ¢apinda gocten bahsedildiginde konu sik sik tehdit edici bir olay olarak 6n
plana ¢ikartilmaktadir. Gazetelerde “fakirlerin saldiris1” veya “Avrupa’ya hiicum ediliyor” gibi bazi
basliklar goriilmektedir. Go¢ {lizerine haberlerde askeri terimler veya sug ile ilgili kavramlar goze
carpmaktadir. Genelde medya diinyas1 {izerinden yeni bir diisman imaji yaratilmaktadir. Eskiden
komiinizm tehdidi olarak bilinen bu imaj, yerini “yeni bir kavimler go¢ii” hatta “Islam tehdidi” gibi bir
goriise birakmaktadir (Meier-Braun, 2011). Avrupa iilkelerindeki gdé¢menlerin bulunduklar kiiltiire
uyumu konusu, gogiin basladigi glinden bu yana giindemdedir. Ancak ABD’deki 11 Eyliil saldirilarindan
sonra Ozellikle Miislimanlarin durumunun daha ¢ok 6n plana ¢iktigini editér K1 soyle ifade etmektedir:
11 Eyliil’den sonra Islamiyetle ilgili olusan olumsuz imaj burada da dikkatleri Tiirk ve Arap gog¢melere
cevirdi. Diger kiiltiirlerden ya da Hiristiyanlardan gelenler uyum saghyor, ama Miisliiman kiiltiiriinden
gelenler uyum saglayamiyor gibi son derece yanlis olan bir imaj ortaya ¢ikti. Bu belirli ¢evreler
tarafindan da destekleniyor. Birisi Islamiyet adina intihar saldirisi yapiyor. Allah adina cinayet isledi
gibi ifadeler yer alyyor. Basortiisii meselesi giindeme geldiginde Miisliiman olarak agzimiza almaya dahi
cekindigimiz Hiristiyan inancindaki baba ogul kutsal ruh inancim Islam’a uyarlayp basortiilii kizlara
Allah i kizi yakistirmasi yapryorlar. Bunlar yapilirken sabrimizi da korumaya ¢alistyoruz. Bunun béyle
olmadigini ornekleriyle aktarmaya ¢alistyoruz. Denge unsuru olmaya ¢alistyoruz. Hichbir seyin
propagandasinit yapmayiz ama dogrular dururken de yanlisa araciulik etmeyiz.

Editor K2, 11 Eyliil saldirilar1 ardindan Alman medyasinda bir tutum degisikligi oldugunu
vurgulayarak bunu soyle gerekcelendirmektedir: Alman medyasimin bu konuyla ilgili bir duyarliiligin son
yillarda olustugunu gozlemliyorum. 11 Eyliil’den sonra gé¢menlerle iyi iliski kurmak gerektigini
anladilar. Gogmenlerin diglanmasi halinde radikallesebilecegini gérdiiler ve bunun bir toplum igin
tehdit oldugunu anladilar ve bu tehlikenin ehlilestirilmesi gerektigini gordiiler. Almanya’daki uyum
calismalart ve genel olarak biraz da bu tehlikenin ehlilestirilmesinde anahtar rol medyanindir. Bu,
insanlart tamimak ve tamitmaktan gecer. Bu insanlarin korkulmasi gereken insanlar olmadigini o
insanlarin arasina girerek yapilabilecegini, bunu da gazetecilerin yapabilecegini gérdiiler. Gazeteciler
Miisliiman aileleri ziyaret ediyor, birlikte iftar yapiyorlar, problemlerini soruyorlar. Eskiden yapilan
hatalar yapimiyor. Haber diline de ozen gosteriyorlar.

3.5 Alman Medyasinda Tiirk Imaji

Avrupa’daki Tiirkler sadece tartismalarin malzemesi olmakla kalmamakta, ayn1 zamanda fiziki
saldirilarin da hedefi haline gelmektedir. Alman Amadeu-Antonio Vakfi’nin aragtirmasina gore sadece
Almanya’da 1990 sonrasinda asir1 sagc1 Neonazi gruplarca oldiiriilen yabancilarin sayis1 180°den fazla,
bunun i¢indeki Tiirklerin sayisi da 100’iin {izerindedir (16 Kasim 2011-Die Welt). Bunlarin icinde
“Zwickau Cetesi” olarak da adlandirilan “Nationalsozialistischer Untergrund” (NSU) (Nasyonal-
Sosyalist Yeralt1 Orgiitii) isimli Neonazi 6rgiitiiniin 2000 ile 2007 arasinda 8 Tiirk ve Tiirk sanilan bir
Yunanliy1 6ldiirdiigiiniin ortaya ¢ikmasi, mevcut tehdidin boyutlarini bir kez daha ortaya koymustur. Bu
olay, tehdidin niteligini de degistirmis ve bu oOrgiitlerin Alman devleti ile baglantilar1 konusunda ciddi
soru isaretleri yaratmistir (Erdogan, 2012: 69). Bu cinayetler sirasinda Alman medyasimin kullandigi
dilin Almanya’daki gd¢menleri suglar nitelikte oldugunu belirten K1, siireci sOyle Ozetlemektedir:
Neonazi cinayetleri olarak adlandirilan siirecte kurban aileleri su¢landi. Seks mafyasi, uyusturucu
mafyast gibi yakistrmalar yapudi. Magdur aileler daha da magdur edildi. “Sizin bu karanhk
baglantilariniz olmasaydi bunlar olmazdi” dendi. Oysa bazi Alman birimlerin elindeki istihbarati
gizledigi ortaya ¢ikti. Istihbarat birimlerinin de baglanti adami olarak niteledigi adamlarin da bu iste
parmag oldugu belirlendi. Gergekler ortaya ¢ikinca yaptiklarindan utandilar. Alman istihbaratinda
deprem oldu. Potansiyel olarak yabancisin, Tiirkstin suglusun. Magdur olsan bile su¢lusun.

K1, Deutsche Welle nin bu siirecte yayinlarini tarafsizlik ilkesine gore belirledigini ifade ederek
izledikleri yayn politikasini sdyle aktarmistir: Haberde “Alman hiikiimeti senin bu yaptigin densizliktir”
denmez ama “Alman hiikiimetinin bu tavrt Tiirkler arasinda huzursuzluk yaratti” seklinde ifade edilir.
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Biz iki tarafin bakis agilariyla olayr anlattik, sonugta dogru her zaman ortaya ¢ikiyor. Bizim amacimiz
zafer kazanmak degil ama sonugta dogru ortaya ¢ikinca manevi olarak tatmin oluyorsunuz.

Editor K3’e gore Alman medyasinda yabancilarla ilgili haberlerde kullanilan dille ilgili bir
degisim yasanmaktadir: Nasyonal sosyalist ii¢ kigilik bir hiicre tarafindan 10 yil igcinde 10 kisi cinayete
kurban gitti. Medyada bu “donerci cinayetleri” olarak lanse edildi. Bu soz gecen yil kullaniimamasi
gereken bir kelime olarak belirlendi. Bunu kullanan medya kuruluslar: arasinda da yanhs yaptik
diyenler oldu. Yanlis dil kullanimi, Alman kamuoyu tarafindan cezalandirimaktadr. Irk¢uik yaparsaniz,
belli bir gruba yénelik nefret soylemi yayarsaniz karsiligint goriirsiiniiz. Boyle ihlaller oldugu zaman da
kamuoyu tarafindan cezalandiriiyor. Bir otokontrol var.

Avrupa iilkelerindeki 6zgiirliik¢li yaklasimlarin bazen diger kiiltiirlerin sinirlarini ihlal ettikleri
goriilmektedir. Bu ihlallerden biri de gectigimiz donemde Avrupa basininda goriilen Hz. Muhammed
karikatiirleridir. 21. yiizyilda Islam dininin 6nemini yitirdigi saviyla Danimarka’da yayinlanan Hz.
Muhammed ile ilgili karikatiirler, basin 6zgiirliigii gibi gerekgelerle Alman basininda da yer almistir. Bu
yayinlara gosterilen tepkiler, gazetelerde “Tiirkler uyum saglamak istemiyorlar” seklinde elestirilmistir
(Cakir, 2012: 38). K1, Avrupa Birligi’nin merkezinde yaym yapan Deutsche Welle’nin bu konudaki
tutumuyla ilgili sunlar1 aktarmaktadir: Miisliiman mahallesinde salyangoz satilmaz dedik. Deutsche
Welle iist yonetimine de bu konuda uyarida bulunduk. Biz bunu Tiirkge servisi olarak yaymlamiyoruz,
sizden de bunu yayimlamamanizi vica ediyoruz. Bu ilerde Deutsche Welle'yi Tiirk ve Islam diinyasinda
olumsuz etkileyebilir dedik. Bu oto sansiir degil. Pek ¢cok Alman ve Fransiz gazetesi Hz. Muhammed
karikatiirlerini yaymladi. Konuyu haber yaptik, karikatiirii yayinlamadik ancak okuyucuya bilgi vermek
icin betimledik. Karikatiivii ¢izilen figiiriin sariginda bomba tasidigini yaziyla anlattik ki neden bu kadar
infial oldugu ve can kayiplarinin nedeni anlagilsin istedik. Islamiyet, Tiirkiye ile Almanya arasinda koprii
kurulmast ve daha da gii¢lenmesi igin biz de bir katki saglamaya ¢aligiyoruz.

4. SONUC

Avrupa iilkelerine is giicli go¢iliniin basladigi 1960’11 yillardan giiniimiize, diger sektorlerle
birlikte Tiirk medyast da gd¢menlerin, gittikleri iilkeye tasidiklari kiiltiirel unsurlarin tamamlayicisi
olmustur. Once ugaklarla taginan, ardindan baski merkezlerinin kurulmastyla giinii giiniine Avrupa’daki
gbgmen okuyucusuna ulasan Tiirk gazetelerini, iletisim teknolojisinin gelismesiyle televizyon ve internet
yayinlar izlemistir. Tiirk¢e yaymn yapan medya, Avrupa’daki Tiirklerin anayurtla baglantisin1 kurarken
bir taraftan da yiikselen yabanci karsiti anlayiga karsi Tirklerin savunucusu ve motivasyon kaynagi
olmustur.

Bu arastirmada goriisleri alinan Almanya’nin kamu kurulugsu Deutsche Welle’nin Tiirkge servisi
editorleri, Almanya’da en Onemli giindem konularindan biri olan yabancilarin uyumu konusunda
medyaya Onemli gorevler distigiinii vurgulamigtir. Deutsche Welle’nin editorlerine gore Alman
medyasinin 11 Eyliil olaylarindan sonra yabancilara ve 6zellikle Miisliimanlara bakis agis1 degismistir.
Saldirilarin  ardindan Almanlar go¢menlerle iyi iligskiler kurulmasi gerektiginin farkina varmis ve
goecmenlerin diglanmasi halinde radikallesebilecegini gérmiislerdir. Bu yilizden uyum tartigmalar1 farkli
bir boyut kazanmis ve uyumun gerceklesmedigi takdirde radikallesebilecek akimlarin iilke i¢in bir tehdit
olabilecegi algis1 yerlesmistir.

Almanya’nin resmi medya kurulusu ARD’ye bagli olan Deutsche Welle, kurulusundaki
Almanya propagandasi misyonunu tamamladiktan sonra gliniimiizde uluslararas: bir medya kurulusu
olarak haber yayimi yapmaktadir. Kisa dalga radyo yayinlarina 2011°de son veren ve halen internet ve
televizyon mecralarini kullanan Deutsche Welle’nin yayimn yaptigt 29 dilden biri olan Tiirk¢e servisi,
oncelikle Tirkiye’deki entelektiielleri ve Almanya’daki Tiirkleri hedefleyen bir yayin politikasi
izlemektedir. Bonn’da bulunan Tiirk¢e servisinin merkezinde 20 civarinda Tiirkiye’de gazetecilik ve
diger alanlarda egitim almig, Tiirk¢e ve Almancaya hakim medya profesyoneli gorev yapmaktadir. Yar1
zamanl ¢alisanlar ve diger sehirlerdeki muhabirlerle birlikte ¢alisan sayist 40’1 bulmaktadir. Goriisme
yapilan editorlere gore Deutsche Welle, Almanya’daki ana akim medya disinda; 6zerk, tarafsiz bir
habercilik anlayisiyla yayinlarini internet sitesi ve sosyal medya araciligityla hedef kitlesine ulastiran
alternatif bir haber kaynagidir. Ana akim medyadaki hizli habercilik yerine giindemdeki ve giindem
disindaki konular1 derinlemesine bir bakis acistyla hedef kitlesine iletmektedir. Deutsche Welle Tiirkce
servisinin Almanya’dan yaptig1 bu yayinlar, Tiirkiye’deki birgok medya kurulusu i¢in de haber kaynagi
olmaktadir. Devlete ait bir kurum olarak 6zgiin bir yap1 olusturan Deutsche Welle’nin Tiirkge servisi,
Tirkiye’deki medya kuruluslart ve kamuoyu i¢in olaylara Almanya’nin bakisini yansitan referans bir
kurum olarak goriiliirken, diger taraftan da Alman medyasi igin Tiirklerin olaylara bakisini yansitan bir
birim kimligi tasimaktadir.
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Goriisme yapilan editorler, haber konularin1 segme ve igeriklerini olusturma ag¢isindan 6zerk
olduklarini, bu anlamda {ist yonetimden bir baski veya yonlendirme ile kars1 karsiya kalmadiklarini ifade
etmislerdir. Deutsche Welle’nin haber ve yorumlar: incelendiginde genelde Avrupa Birligi’nin 6zelde
Almanya’nin Tiirkiye’ye politik ve kiiltiirel bakis agisin1 yansitan bir anlayisin hakim oldugu
sOylenebilir. Giinliik haberler ve her giin yaymlanan Avrupa ve Almanya basiminin 6zetlerinden olusan
ses dosyalarinda oldugu gibi yapilan yorumlarda da Tiirkiye i¢in sekiiler yasam tarzinin savunuldugu ve
buna kars1 olan muhafazakar politikalardan endise duyuldugu goriilmektedir.

Deutsche Welle, kisa dalga radyo yayinlar1 doneminde baslatilan Almanca dil egitimi
faaliyetlerini glinimiizde internet ve gorsel tabanli yayinlarla siirdiirmektedir. Bunun disinda Deutsche
Welle’nin gazeteci yetistirme programlar1 da devam etmektedir. Avrupa’daki medya kuruluslarinda daha
fazla Tirkin gorev almasinin, yabancilara bakis acisinin degismesine katki saglayabilecegi
ongoriilmektedir.

Son yillarda Avrupa’da satilan Tiirk gazetelerinin tirajlarinda diisiisler yasanmistir. Bunda
internet kullaniminin yayginlagmasiyla basili gazetelere talebin azalmasi etkili olmakla birlikte, yeni
kusak Tirklerin Almanya’ya uyumu ve Tiirk¢eyi unutmasi nedeniyle Alman medyasma yoneldigi
seklinde de yorumlanmaktadir.

Alman Basin Konseyi’nin basin-yayin meslek ilkelerinin i¢inde “Gazete sahipleri, yayincilar ve
gazeteciler, mesleklerini icra ederken, kamuoyuna karsi sorumlu ve basinin prestijini korumakla
ylkiimli olduklarmin bilinciyle hareket etmelidir” ifadesi yer almaktadir (Schneider ve Raue, 2002:
182). Bu maddede vurgulanan “kamuoyu” kavraminin kapsaminda gd¢menlerin de bulundugu ve
kamuoyunun énemli bir pargasi oldugu gercegi goz ardi edilmemelidir.

Benzer bir aragtirma, Avrupa’ya Tiirkiye’den veya yerinden yayin yapan bir medya kurulusunun
yayin igerigi veya yapisi nitel ve nicel yontemlerle incelenerek yapilabilir.
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Abstract

E-learning identifies the needs of the people in terms of knowledge and address them by making
available knowledge packages freely and seamlessly so as to bridge the knowledge gaps.E-learning is
naturally suited to distance learning and flexible learning but also be used in conjunction with face to fare
teaching. Consequently it has been the endeavor of educational reformers to make by adopting diverse
strategies towards the same. E-content development is that it is correctness of facts free from biases and
prejudices and finally attractive to teacher and students as well, it has identified the needs of the people
and students as well In the present context anytime, anywhere accessibility and availability of knowledge
progress has become the norm. Hence, the shifts from broadcast television to E-learning became
imperative. In the present study ,in order to measure the attitude of M.Ed students towards E-Learning,
an attitude scale was developed which involved framing and editing the items attitude scale, choice of
attitude scale format, administration of the preliminary draft of the attitude scale and selection of items for
the final draft of the attitude scale.

1. INTRODUCTION

In conventional courses, the preparation of quality teaching and teaching materials require
sophisticated and specialist knowledge. Similarly, expert knowledge is required in order to decide
whether or not a particular course should be produced. In the United States, professionals in this field are
given authority to work literally as ‘designers’ they have established a role for number of inquiries of
expert and the use of threaded FAQ discussions (posted lists of questions and answers). The concept of
teacher as the primary source of knowledge in the classroom is gone. It is learning with, not from or
about, that makes computer based technology an imported tool in a new paradigm of learning. There is
nothing like an ultimate reality rather should be viewed as the out come of the constructive process of the
learner.

E-learning identifies the needs of the people in terms of knowledge and address them by making
available knowledge packages freely and seamlessly so as to bridge the knowledge gaps. In the present
context anytime, anywhere accessibility and availability of knowledge progress has become the norm.
Hence, the shifts from broadcast television to E-learning became imperative.

2. JUSTIFICATION OF THE STUDY

E-learning is naturally suited to distance learning and flexible learning but also be used in
conjunction with face to fare teaching. Consequently it has been the endeavor of educational reformers to
make by adopting diverse strategies towards the same. E-content development is that it is correctness of
facts free from biases and prejudices and finally attractive to teacher and students as well, it has identified
the needs of the people and students as well, it has identified the needs of the people in terms of
knowledge and reduces the gap in between. E-learning material designed effectively facilities the
achievement of desired learning out come for learner and it needs to be viewed broadly and
systematically.

Jane Kanway,Annette Gough (2007) Conducted a study on attitude of Gender towards science education
in school they found that there is significant difference in the attitude of male and female attitude towards
science education.

Rhodes,Susan.R(2009) Conducted a study on age related differences in work attitude and behaviour and
found significant differences in the attitude of work and behaviour.

Gupta Vandana(Feb.2008) conducted a study on e-learning pedagogies new approaches to teaching and
assessment and found that e-learning has new approaches to teaching and positivity effect our teaching
process.

Chudasama K Rajesh, Godara K Naresh, Shirivastana K. Ratan (2009) conducted a study on Assessing
computer literacy and attitude towards e-learning final year medical students.And found that there exists
high interest and positive attitude of medical student in e-learning.
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3.STATEMENT OF THE PROBLEM

ATTITUDE OF M.ED STUDENTS TOWARDS E-LEARNING

4. OPERATIONAL DEFINATIONS OF THE TERMS

An attitude is relatively enduring organization of interrelated beliefs that describes, evaluates and
advocates action with respect to an object or situation, with each belief having cognitive, affective and
behavioural components.

E-learning is that form of learning which uses a network for delivery, interaction or facilitation. It is also

known as distributed learning ‘distance learning’.

5. OBJECTIVES OF THE STUDY

1. To study the attitude of M.Ed students towards E-learning

2. To study the difference in attitude of urban and rural M.Ed students towards E-learning.
3. To study the difference in attitude of science and arts M.Ed students towards E-learning.
4

To study the difference between attitude of M.Ed boys and girls towards E-learning.

6. HYPOTHESES OF THE STUDY

1.  M.Ed students have positive attitude towards E-learning.

2. There is no significant difference between attitude of urban and rural M.Ed students towards E-
learning.

3. There is no significant difference between attitude of science and Arts M.Ed students towards E-
learning.

4. There is no significant difference attitude of M.Ed boys and girls towards E-learning.

7. DELIMITATIONS OF THE STUDY

Boundaries of the study should be made with reference to the scope of study by specifying the areas to
which the conclusions can be confined. So the delimitations are follows:
1. The study is delimited to 120 students.
2. The study is delimited to students of M.Ed only.
3. The area of study is delimited to educational colleges existing in Fazilka,Ferozepur and Muktsar
cities and its adjoining Rural areas.

4. The study is confined to study the attitude towards E-learning only.

8. METHOD

Self constructed and standardized attitude scale was used to study the attitude of M.Ed students towards E

learning.
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8.1 Sample
A random sample of 50 students of M.Ed Colleges Fazilka district was used for testing preliminary draft
of the scale and convenient sample of 120 students of M.Ed Colleges, Ferozepur and Muktsar was used

for testing the final draft of the attitude scale.

8.2 Statistical Techniques Used

Test for proportion of success was worked out to find out the attitude of M.Ed students towards E-
learning.
*  Mean and S.D. were calculated.

e T-ratio was calculated to find out the difference.

9. PROCEDURE

In order to measure the attitude of M.Ed students towards E-Leanring, an attitude scale was developed
which involved framing and editing the items attitude scale, choice of attitude scale format,
administration of the preliminary draft of the attitude scale and selection of items for the final draft of the
attitude scale. Their first concern was to work out the various aspects of E-learning. Those aspects were
considered as the basis of constructing the items of the attitude scale. In all 35 items were developed.
Those items were cast into options (opinion) ranging from strongly disagree to strongly agree responses.
Out of the 35 items 33 were positiviely worked and were named direct items and 2 were worded
negatively and these were reverse items. The items were then randomly placed. 60 photostat copies of 35
items preliminary draft of the attitude scale were got prepared. The preliminary draft of the attitude scale
was given to 10 lecturers and 50 students of M.Ed. colleges of Fazilka district for the selection of items

for the final draft of the scale.

9.1 Validity

To find out the validity of attitude scale regarding E-learning, content validity was found out.
Preliminary draft consisting of 40 items were distributed to 10 experts (lecturers) of GURU RAM DASS
B.ED College of Education, JALALABAD. Personal rapport was established, discussion were held
whether this test has some relevance for M.Ed students were done and those items were deleted which
90% experts opined that these should not be there in attitude scale and 8, 16 items were added on the

basis of their suggestions.

9.2 Reliability

Test- retest method was used to find out the reliability of attitude scale towards e-learning. After
content validity, a scale comprising of 40 items was given to 50 students of M.Ed. class in the second
week of January. Scoring was done by the Researcher. Same test was given to same students in the first
week of February. Scores were obtained. The direct items were scored from 1 to 5 for strongly disagree to
the strongly agree responses i.e. a score of ‘1’ was given to strongly disagree response ‘2’ for disagree
response, ‘3’ for no opinion, ‘4’ for agree response and ‘5’ and while the strongly agree response was

given a score of ‘1°.
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10. DESIGN OF THE STUDY

120 M.Ed Students

60 Boys 60 Girls
| [

30 Science 30 Arts 30 Science 30 Arts

15 urban L

15 rural 15 urban l 15 rural 15 urban L 15 rural 15 urban L

15 rural

11. RESULT

The following conclusion were drawn from the above discussion

1.

2
3.
4

M.Ed students have positive attitude towards E-learning.
There is no significant difference in attitude toward E-learning of Urban and Rural students.
There is no significant difference in attitude toward E-learning of Science and Arts students.

There is no significant difference in attitude toward E-learning of Boys and Girls students.

12. EDUCATIONAL IMPLICATIONS

1.

E-learning should be made meaningful for learners. The learning materials should include
examples that relate to students, so that they can makes sense of the information.

The learners should be told the explicit outcomes of E-learning so that they can set expectations
and can judge for themselves whether or not they have achieved the outcome of E-learning.
Learning materials must be sequenced appropriately to promote learning. The sequencing could
take the form of simple to complex, known to unknown, and knowledge to application.

Learners must be provided with feedback so that they can monitor how they are doing and take
corrective action as required.

E-learning materials should include activities for the different learning styles, so, that learners
can select appropriate activities based on their preferred style.

Educational institutions are moving towards the use of the internet for delivery, both on campus
and at a distance. However for organizations and institutions to make this often expensive move,

there must be a perception that using E-learning provides major benefits.

13. SUGGESTIONS FOR FURTHER RESEARCH

1.

The present study is confined to Fazika Ferozepur & Muktsar only. Whereas a similar study
could be conducted in other parts of Punjab as well as national also.
The present study is conducted on M.Ed students whereas same study can be conducted at

school levels, colleges and business executives also to have awareness.
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3. The present study upon E-learning can also be conducted on each and every field of life whether
it be domestic or professional.

4. A comparative study can be done by comparing the E-learning of two states.

5. In the present study a basic research also could be conducted upon the E-learning as how it could

be helpful in villages as India is basically a agricultural country.
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Abstract

The companies in the highly competitive market conditions focused on retaining the existing customers
and obtaining new loyal customers to be successful. For this reason the factors affecting brand loyalty and
the key points about creating and developing loyal customers attracting the attention of marketers.

This study determines the factors of brand loyalty preference convenience goods and also examined the
impact of these factor on brand loyalty A survey was conducted by face-to-face interviews with 114
housewives. The hypotheses of the study were tested by regression, analyses. The findings indicate that
perceived product quality is affecting brand loyalty through brand image and brand satisfaction

1.INTRODUCTION

The history of tea, whose country of origin is China, dates back to 2700 BC. It is known that tea was
initially used by Chinese Buddhist monks (bonzes) to resist sleep. It was introduced first to Japan and
then to Europe in 17" century and then rapidly spread to the whole world. Tea cultivation was initiated in
Turkey after 1917. According to the annual data of 2012, 53% of total tea purchase belongs to CAYKUR
(state-owned General Directorate of Tea Enterprises) and 47% to private sector(Yazici, 2012: 76). Bulk
tea forms 95% of the tea market and teabag forms 5%. The tea market can be separated
into 3 categories: bulk tea, teabag and herbal& fruit tea.

Although tea is consumed all over the world as hot or cold, flavored or plain, it is
planted for commercial purposes only in nearly 30 countries. The annual production of
processed tea in the world is approximately 4.5 million tons (Yazici, 2012: 89). Tea has a
potential of 18 billion $ in the world. Turkey ranks at 5™ in tea production in the world (235 thousand
tons). Tea is the 2™ most consumed beveragein Turkey after water with a daily consumption of 245
million cups. This means that 96% of Turkey’s population drinks tea every day, making the annual per
capita tea consumption 1250 cups (Ustiin, 2012: 29). According to the 2011 Nielsen data, the tea market
has reached a size of approximately 1.5 billion TL.

2.CONCEPTUAL FRAMEWORK

Perceived Quality:Quality is an intangible concept which is found elusive even by customers. A Japanese
proverb says that “quality is doing everything right at the first attempt, quality is zero error”.While
Crosby defines quality as “conformity to the needs”, Garvin refers to the errors occurred while and after
production for measuring quality(Parasuraman et al., 1985). “Perceived quality”, a result of comparing
the customer expectations before purchasing a product and the experience gained after purchasing it, is
defined as the direction and degree of the difference between customer expectations and perceived
performance (Seyran, 2004). Garvin (1984) expressed that quality is perceived differently based on
product, user, production and value.

Brand Image: Image includes symbolic meanings which help customers to easily define any supply
(product, firm, institution, place, etc) (Padgett and Allen,1997).From this aspect, it can be described as a
body of perceptions (Keller, 1993). Brand image is defined as a set of evocations and features which
consumers attribute to the brand (Biel, 1993:71)

The image gives the brand its perceived personality by customers. Brand image is one of the major
concepts traditionally related with brand. Brand image consists of perceptions of a brand based on the
evocations on the memory of consumers (Keller, 1993:3). It is observed that in practice brand loyalty is
handledonly in terms of satisfaction. In fact, there is a close relationship between brand loyalty and
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satisfaction level, quality and brand image. From this point of view, two hypotheses have been developed
below.

Customer Satisfaction: Firms should strive for retaining customers in order to survive in the
market. The main conditions of customer retention are such factors as knowing customers, giving close
attention to them, listening to them, developing new strategies having regard to the feedbacks, comments,
suggestions and complaints of customers, designing products and services in line with customer requests
and expectations, attaching importance to sale and after sale services(ErgundaandTuncer 2007: 9). A firm
with satisfied customers will be able to compete more easily than its competitors, because it is easier to
retain a customer whose expectations about a product or service have been satisfied.

Brand Loyalty: The most important factor underlying brand loyalty is customer satisfaction.
Satisfied customers keep on purchasing and become loyal customers in time. Theoretical and
experimental studies indicate that the main factor of ensuring customer loyalty is customer satisfaction.

In literature, the concept of customer loyalty can be defined in different ways. Oliver (1993)
describes customer loyalty as customers’ preference to continue purchasing the products and services that
they are accustomed to despite all marketing efforts and negative situations which can change their
choices and as customers’ commitment to being customer of that firm and that service over and over
again.

A firm with satisfied customers will be able to compete more easily with its competitors, because it is
easier to retain a customer whose expectations about a product or service have been satisfied (Avcikurt
andKoroglu, 2006: 6).

3. METHODOLOGY

3.1. Research Objective

This study examines the impact of perceived quality of a product on loyalty and customer evaluation
process. It deals with the interactions between perceived quality and customer satisfaction & brand image
and with the power of these interactions to determine the loyalty behavior in the final phase. In the
research, the tea product of Caykur has been chosen out of convenience goods as its purchase frequency
is high.

3.2. Sampling

The sampling group of the research is mainly consisted of the women living in Van.The survey questions
have been addressed to housewives preferring Caykur tea, which is the leading brand in the sector, as in
the Anatolian family structure it is wives who have a say in grocery shopping, take purchasing decisions
about brands and take responsibility of brewing tea at home.

3.3. Method, Model and Scale

The data necessary for this study have been acquired by means of face to face survey with 114 female
customers. The surveys were conducted in 3 markets in 3 socio-economicallydifferent regions of the city.
Tea and cake were served in the stands set up for making the surveys conducted more easily.

The survey form is composed of 2 parts. There are 24 expressions aimed at measuring product
quality, brand satisfaction, brand image, and brand loyalty in the first part. The second part involves
questions for determining demographic characteristics. There are no studies about the quality of tea in the
literature. Therefore, the study of A¢an and Erdil (2008) was viewed on this matter. We used the studies
of Fullerton (2005) and Lau and Lee (1999) to measure the brand satisfaction variable and the studies of
Fullerton (2005) and Odin (2001) to measure the brand loyalty variable. The scales of Haubl and Hamson
(2008) were utilized in order to measure the brand image variable. The 24 expressions forming the scale
were prepared in line with the 5 point Likert scale.
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The model designed for this research is presented in the Figure-1.

Figure 1: Research model

Hi1 BrandImage Hij
P>
Percieved BrandLoyalty
ProductQuality Hs
BrandSatisfacti
Ho on Ha
>

The model deals with the impact of product quality on customer satisfaction and brand image and then
with the total impact of these variables on loyalty.

The hypotheses of the research are as follows:

H,:There is a positive relationship between perceived product quality and brand image.

H,:There is a positive relationship between perceived product quality and brand satisfaction.
Hj:There is a positive relationship between brand image and brand loyalty.

Hj:There is a positive relationship between brand satisfaction and brand loyalty.

3.4 Research Constraints

There are three important constraints which should be taken into account while interpreting the
consequences of this study.

The first constraint is that the research was done in the city of Van. As the sampling group of the research
does not have the quality to represent all of Turkey, the results cannot become country-wide. Extending
the research to different cities will enable the results to become generalized.

The second one is that although the survey questions are clear and coherent, they might have been hardly
understood correctly by the participants as 80 % of them holds primary and high school education degree.
Thirdly, female participants of the survey do not have economic freedom although they have a say in
brand decision process and the families in the region sometimes face dilemma during the purchasing
decision phase due to unemployment and income fluctuations.

4.  Analysis and Findings

Demographic Characteristics

The age distribution of 114 women in the sampling group (Table-2) is as follows: 48.2% at the
age group of 21-30 and 41.2% at the age group of 31-40. The participants at the age of 20 and below and
the participants at the age of 41 and above constitute together 10 % of the total number.

When we glance at the income distribution of the participants, it is seen that the ones with an
income below 1000 TL form 27.2 % of the sampling, the ones with an income between 1001-1500 TL
form 58.8 % and the ones with an income above 1501 TL form 14 %.

When we review the educational background of the participants, it is seen that 7.9 % of them are
graduated from elementary schools, 23.7 % from secondary schools, 52.6 % from high schools and 15.8
% from universities and graduate schools. 58.8 % of the participants are married and 41.2 % single.

5.Reliability Analysis of the Scale

The survey consists of the scale questions previously developed whose reliability and validity
have been tested. In order to determine the reliability of the expressions in the scale, the Cronbach Alpha
coefficient of internal consistency was measured. If the Cronbach Alpha coefficient of internal
consistency ranges between 0.80 and 1.00, the scale will be accepted to be highly reliable (Ozdamar,

22



International Trends and Issues in Communication & Media Conference 2014

2004: 633). Table-1 provides the Cronbach Alpha coefficients belonging to each factor in the reliability
test. As a result of the analysis, it can be asserted that each factor in the scale is highly reliable.

Table-1: Reliability Figures of Scales

Olgiilen Degiskenler Giivenirlilik Degerli
(Cronbach Alpha)

PercievedProduct Quality 0.861

Brand Image 0.894

BrandSatisfaction 0.873

BrandLoyalty 0.920

Hypothesis Tests and Regression AnalysisResults

In order to test the hypotheses developed for examining the relations among the variables in the
research model, the findingswere put to regression analysis. Univariate and multivariate regression
analyses were used to explain brand loyalty. Before performing the regression analysis, attention was paid
to the possibility that there could be violations which would reduce the reliability of analysis results.
When the relation among the independent variables of the research model is examined, it is observed that
there are significant correlations among several variables, but they don’t measure upto arouse concern for
regression analysis. Although not shown as a table, correlation statistics put forward that there is no
multiple correlation. The biggest value of variance inflation factor (VIF) in the model has been found to
be 3.487. When considering that this value should be below 10 (Hair vd, 1998, Gujarati, 1995), it is
possible to state that there is not a problem of multiple correlation among the independent variables in the
model. This study also scrutinizes Status Index, another criterion of multiple correlations. It is seen that
the biggest value of Status Index is very lower than its 15 values found by Hair vd. (1998) (d.i: 8.543).

Multiple regression and simple regression analyses were conducted within the scope of the
model in order to examine the relations between brand loyalty and the variables of brand image, customer
satisfaction and product quality. Table-2 presents the simple regression analysis done for testing the H;
hypothesis which is set forth within the framework of the research model developed for this study.

H,:There is a positive relationship between product quality and brand image.

Table-2: Relationship between Product Quality and Brand Image

Dependentvariable (Brand Image)

Independent B Sig  AdjR’ F
Variables
PQ

7156%* 0.001 556 140.510

*Correlation is significant at 0.001 level

Table-2 presents the regression analysis done for testing the H; hypothesis which is set forth
within the framework of the research model. As the F value is found to be 140.510 and the p value (sig.)
to be 0.000 as a result of the analysis, the regression model has been found statistically significant and the
H; hypothesis has been acknowledged. Accordingly, it is observed that product quality contributes to the
creation of brand image. 56% of the changes in brand image depend on perceived product quality.

H,:There is a positive relationship between product quality and brand satisfaction.

Table-3: Relationship between Product Quality and Brand Satisfaction

Dependentvariable (BS)

Independent B Sig  AdjR’ F
Variables
PQ .784%* 0.000 614 140.510

*Correlation is significant at 0.000 level

Table-3 presents the regression analysis done for testing the H, hypothesis which is set forth
within the framework of the research model. As the F value is found to be 140.510 and the p value (sig.)
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to be 0.000 as a result of the analysis, the regression model developed is statistically significant. In other
words, as product quality increases, brand satisfaction perceived by customers enhances. This factor in
question has a significant determinative effect on brand satisfaction. Perceived product quality explains
brand satisfaction at the rate of 61%.

H3: There is a positive relationship between brand image and brand loyalty.
H,: There is a positive relationship between brand satisfaction and brand loyalty.

Table-4: Relationship between Brand Satisfaction & Brand Image and Brand Loyalty
DependentVariable (BL)

IndependentVariables B Sig. Adjusted R’ F
BS 478 0.000 0.704 131.700
BI 475

*Correlation is significant at 0.000 level

The F value is found to be 131.700 (Table-4) and statistically significant as a result of the
analysis. According to the regression model developed, it is statistically possible to estimate brand loyalty
by means of brand image and brand satisfaction. Within this framework, the H; and H4 hypotheses have
been acknowledged. These factors in question have a significant determinative effect on brand loyalty. It
has been determined as a result of the regression analysis that perceived brand satisfaction and brand
image explainbrand loyalty at the rate of 70%. On the other hand, the B coefficients in the Table-4
indicate that brand satisfaction has a more powerful impact on brand loyalty than brand image has (Table-
4, B=0.478).

At the end of the regression analyses in the model, all the hypotheses (H1, H2, H3, H4) of the
study aimed at determining brand loyalty have been acknowledged.

CONCLUSION

This study lays emphasis on the role of perceived product quality in the creation of customer loyalty. In
this study presenting the research results in detail, 4 different hypotheses developed within the framework
of a theoretical model have been tested on female customers. The study has also targeted to receive
further information by examining the default relations among several variables in the customer evaluation
process. The findings clearly demonstrate that perceived product quality is an important determinant on
customer satisfaction and brand image. In addition, both customer satisfaction and brand image are
determinative on brand loyalty.

According to the regression analysis, 55% of brand image depends on product quality. Perceived product
quality also explains brand satisfaction at a rate of 61%. 65% of brand satisfaction depends on brand
image. Brand satisfaction and brand image explainbrand loyalty at a rate of 70%. However it is observed
that brand satisfaction has greater impact on brand loyalty than brand image has.

In conclusion, this study, which has been completed in spite of time and technical constraints, infers that
for the example of “tea” out of convenience goods, perceived product quality affects first brand
satisfaction and brand image and then brand loyalty indirectly. Therefore, a firm aiming loyal customers
will be able to ensure brand loyalty by increasing perceived product quality and thereby increasing the
brand satisfaction of customers and developing a positive brand image.
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Abstract

This study of interdisciplinary research involves the preparation of several selected topics from the
Turkish Language and Literature course in secondary schools, prepared by the Ministry of National
Education and the Board of Education, whereby the computer assisted 2D and 3D animation and
cinematography techniques with the support of visual and audio elements are used. Future samples will
be integrated into the interactive whiteboard and tablet computers and the other mobile devices
compatible with the technological materials.

One of the aims of the Project conducted by the Ministry of Education, and many other stakeholders, is to
contribute to the content pool of Fatih Project and other courses to strengthen the co-operation with the
Ministry. Fatih Project of the Ministry of National Education is currently in progress inl110 schools with
the sixth and ninth grade students. The number of tablets distributed reaches up to a hundred thousand,
while the number of interactive whiteboards has exceeded over 100.000. This project is intended to
contribute largely to the integration of our country's education system with technology like the Fatih
Project. The technological infrastructure to be created will be applicable to all mobile learning content
created with this technology.

1. INTRODUCTION

Nowadays, with IT technologies, concepts such as mobile phone, mobile internet and mobile lifestyle
have been a part of all our lives. Particularly following the entry of mobile Internet into the practical life,
technology developers have begun to create new areas to use it. So, this technology offers us now
unlimited possibilities such as internet and wireless communications, voice messaging, video sharing, and
video games and a lot more. Users -who were marveling at all these possibilities before- consider them
now as ordinary. Even though the use of mobile technologies is relatively new in education area,
facilitating learning anywhere and anytime it is giving a new dimension to education.

In Turkey, Fatih Project is the biggest and most important example of this tendency and orientation as
well. In 2012, first Implementations of FATIH project (Act of Technology Improvement & Increasing
Opportunities), supported by Ministry of National Education (MEB) started at 52 schools in 17 cities.
Within this project, classrooms were equipped with fiber internet connection, interactive whiteboard,
multi-functional printer and cameras. Also within the scope of the same project, tablet computers were
distributed to students and teachers. So, to be able to serve to the same goal, the main aim of our research
project is to offer a sample of practical work of mobile learning.

2. SCOPE AND OBJECTIVES

When we compare mobile learning to other forms of learning and to other learning’s activities we see that
its differences are extremely important and prominent. The most significant difference is the fact that
learners can constantly keep moving. In this respect, the freedom of using and managing time and space
is an important factor in terms of learning. To be able to get started, to intervene and to finish learning
process at any time and at any place is really a huge freedom for learners. Even though the “Mobile
learning” is the name given to learning taking place on a mobile phone or tablet it is perceived by many
people also as "portability" feature. Due to this perception, devices that could be used for this purpose and
approaches became diversified and more accessible.

For our project that will be partially presented in this study, 9" grade’s Turkish Literature course of
secondary schools was selected. In order to use on interactive whiteboard, tablet and other mobile tools,
contents of three selected units in the curriculum of Turkish Language and Literature course of 9" grade
will be designed with audio-visual supported 2D and 3D techniques. In this paper, especially the subject
that is entitled “the place of fine arts in literature”, is chosen as the subject matter of the first sample
application. There are nine foreseen skills for this matter Prepared and recommended by the Ministry of
National Education for 9" grade.
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3. METHOD

Regarding the scope the details of which were given in the introduction, at the outset various scenarios
belonging to the sub-titles of the unit chosen were formed in line with the appropriate pedagogical
principles and educational attainments. Then, the written and spoken languages of these scenarios were
evaluated by the expert linguists and pedagogues and the approved scenarios were prepared as comics.
Another step was that the prepared comics’ contents were studied upon to include suitable visual and
audio elements in a Z-Book format using computer-aided 2D and 3D animation techniques. At Project
completion, the content of the courses will be evaluated via conducting research including pre-test and
post-test by applying a survey on the students and will be published as an article.

4. SCENARIO AND CRITERIA

In this study, one of the subjects of Unit 1 with the title « The place of Literature in Fine Arts », which
was designated for the 9th grade in the Curriculum of Turkish Literature by the Ministry of National
Education and Turkish Education Board was discussed.

Unit 1 is entitled as « Fine Arts and Literature ». It aims to help comprehend the place and value of
literature in fine arts and fine arts in a human’s life and to compare and contrast literary and non-literary
texts. Also, the unit mentions about literature and culture, history and reality interrelations; implicates that
language and literature cannot be separated; and points out the relations of literature with the other fields
of studies and scientific activities. Instead of sharing theoretical information, it aims to make students
gain critical thinking, problem solving, conducting research, interrogating, and creative thinking skills
by means of both individual-based activities and group work activities moving from texts written in these
issues. In this unit, with the skills mentioned, students were provided with a number of gains and qualities
to examine and assess the texts, then activities were proposed and explanations were given.

The first sub-title of this unit with the name « The Place of Literature in Fine arts », in general terms,
includes arts, the classification of arts and fine arts. In this respect, 9 out of 36 goals-gains determined for
the Unit 1 were constituted by this sub-title’s aims. These are:

The students will be able to;

- define the differences between science and fine arts;

- determine the place of human activities in the fine arts;

- determine according to which criteria the fine arts are classified ;

- explain the features of fine arts;

- determine the importance of fine arts in human life;

- explain the relationship between art and artist with examples;

- separate works of fine art with the didactic and/or beneficiary works;

- describe the place of literature in fine arts;

- explain that literature is a kind of fine arts carried out by language by giving examples from the texts
(Turkish Education Board, 2011, s. 17)

In the creation of scenario, primarily target gains set for the unit have been significant. Another important
factor for the scenario was the age group of the students and their physical, spiritual and mental
development characteristics. In this regard, in the course material prepared as a comic were seen 6
students, 3 female and 3 male who discuss the subject of the course by themselves (out of course hours
and from time to time outside of school places) meeting the target-gains of the course through dialogues
appropriate to their age levels.

Youth age is an age of independence, an age of involvement. The teenager leaves home —the nest- and
steers for the life. For them sitting at home is like torture and there occurs an increasing interest in sports.
Mass sports environment provides young people with the opportunity to socialize with their peers. They
compare themselves with their friends. They feel suspended as they tend to be different from their
parents. They would prefer to fill this gap by establishing new relationships and intimacies. They seize
the behaviors of their peers, and their appreciation tendencies. They talk slang as the others do. They
choose their confidants and fellow sufferers. They give importance to commitment and solidarity within
the friends’ setting. They voluntarily get exposed to the influence of their friends to keep themselves in
the group. They seem to get afraid of falling apart. Meanwhile, even self-contradictory behaviors would
be witnessed to adopt themselves.

There occurs a leap in thinking skills. They better understand and use abstract concepts. Their interest
areas are expanded and diversified. There starts a trend on the issues related to the profession they will
choose the future; there is a tendency to be successful and take steps forward ; and arises increased
attention to the social events. Their attitude of disregard or disapproval turns into the criticism and
review. Now, they are enthusiastic. They faithfully defend their beliefs, thoughts and feelings. Regardless
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of the experienced reality, they call for sudden changes in the social order and they have a desire to get
inequalities disappear abruptly. They rely on rather simple solutions, and then they can follow pseudo-
leaders.

There is an exaggeration of the youth age experienced within exaggerated, extreme, easy, and quick-
changing moods and enthusiasms. The youth produce communication arising from and caused by various
emotions and situations changing from anxiety to happiness, from joy to boredom, from anger to
abundance. Someone else's sweet and soft look, smile, or a couple of words of praise make him happy. A
frown on the face, stiff facial expressions or gestures, traumatic two words of their concerns lead to the
depths of despair and anger, and hopelessness. They start to have a feeling of hatred and revenge to the
people once they communicate with love and interest. They first get furious, after a while they appreciate
and admire. They come closer to the people that they once fear and withdraw.

In the process of identification, the youth attempts to govern the self, in other words attempts to be
autonomous. They cut off communication with the home and direct themselves to out world. They would
prefer to be with their friends. Getting away from their family members, and being affected by the
outsiders start with the relationship with the friends. They make friends who understand, love, and
provide them with the support. They make comparisons with the others’ clothing, ornaments and
behaviors. They learn to behave like them to be with them; they learn to activate their opportunities and
skills to make themselves accepted among the others, so they learn self-management.

The impact of friendship groups on youth goes before any other impacts of other groups the youth lives
within as a member. Friendship groups which were formed mostly of the members of home, workplace,
school, neighborhood have their leaders either by one or two of its members gain prestige, or a celebrity
in the living environment or two become a member of that group. The group, gathered around their
leader, creates their common goals, expectations, values, principles, and their form of communication.

Considering the age period, the teenagers’ temperament characteristics the individual's behavior style and
outstanding response format can be classified in three groups:

Easy children: Their mood is generally positive. They create regular habits significantly quickly. They
easily adapt themselves to new experiences.

Difficult children: S/he reacts negatively in many cases. They will be rather slow to accept new
experiences.

Slow-to-warm-up children: They have a low activity level. They are partially comparably negative. Their
mood has low density.

During this period, the peer status is one of the defining points in peer relationships.

Popular children: They are often pointed by their peers and friends as the best friend; they are rarely
found aversive by their friends.

Average children: They seem as moderate by their peers also having both positive and negative points
with themselves.

Neglected children: They are rarely shown as the best friend, but not included in the aversive children
group either.

Rejected children: One rarely shows them as the best friend and they are found aversive by many of their
friends.

Controversial children: On one hand they are cited as the best friends, but on the other hand they are
aversive children.

Six students are identified by considering the above characteristics of young people, each reflecting a
different character. They further discuss the concept of art among themselves in pursuance of the target
gains «The Place of Literature in Fine Arts» as the sub-title of Unit 1 is to supposedly refer to.

5. ANIMATION

As mentioned above, the dialogues of 6 students who make discussions and state their opinions on the
content of the course constitute the theme of the novel. All of the comics consist of 15 frames each of
which includes what is art and what is not, what criteria are used to classify art, how people express
themselves via various means, the importance of the equipments and tools used in fine arts, that art is one
of the pillars for « existing conditions », that there is great art productions wherever there is human being,
that the work of art is unique, and this characteristic of art represents its creator by its various dimensions,
and the place of literature in fine arts.

Determining the content for the 9th grade Turkish Literature course in the scope of mobile learning by
using 2D and 3D assisted visual and auditory techniques facilitate students to put their focus on the course
by the effective use of visual and auditory components, and enable them to use time more effectively.
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When the course contents are presented in this manner, then they will have visuals and fluidity that will
satisfy students in terms of both form and content; keep their motivation high, help them to develop
positive attitudes towards the course.

With nearly one hundred year history of comics, which is a fairly new narrative form in that sense, it
offers unlimited possibilities for courses as a learning material. As a visual material comic books have a
feature of transferring great amount of information in a very short time, it, at the same time, provides a
basis for a critical and conscious visual reading. Especially for students with poor reading habits and
reading skills, it is a more practical tool to obtain information. In terms of narrative forms, comic strips
prove to be a more effective narrative form when compared to other literary genres, and therefore its
being utilized as a classroom material is extremely straight forward and simple pragmatically.

Consisting of static, small and individual image panels, comics are both in close relationship with
literature as an original text type, and a part of visual media due to its graphic properties as well. Having
witnessed countless examples in the world, «Comic Books World Classics», which belong to the classic
writers such as Shakespeare, Dostoevsky and Kafka and that they turned into comic books and serially
published by NTV broadcast in Turkey, can easily be recognized as an example of convergence and
meeting of literature and comic books. In this concept, comics can have the characteristics of a literary
text basing on its use. Single image panels are placed in the page in an appropriate form creating a
network of interconnected and meaningful narration. Pictures clarify the meaning of the narration a lot
more when compared to the written texts and allow for more space to review. Visual perception is
realized in a shorter time, occurs unmediated and finds its correspondence at the emotional dimension.
There are gaps that need to be filled in the transition from one image to another: the first picture ends, and
the second starts yet there is a meaningful gap in terms of narration.

Here the point is that the gap is a narrative gap reader should fill out. The completion process between
pictures / images, in other words the setup process of the narrative bonds between the panels is a sort of
process that the students should complete by themselves. The prerequisite to be able to do it —just as in
literary texts- is the background information and experience horizon of the reader. A comic book reader
determines themselves the time of occurrence of events that are needed for each frame. Panels offer
readers only certain sections among the story line, and the reader fills in these gaps among these sections
and completes the whole story arc by making use of their reservoirs and imagination. Hence, for every
reader, there is a different perceptive and receptive dimension.

The adaptation of literary works as comic books has become widespread and has been gradually accepted
as a common method in the literary circles. The same method can also be used in the process of
transferring the course content to the students at schools. In particular, the texts play a dominant role as
the course materials for the Turkish and Literature courses. Thus, benefiting from the comic as a
technique as part of developing reading skills will both keep away the course from being monotonous but
also contribute to the personal learning environment with a different and innovative approach. The topics
can be processed by putting forward various characters in a specific plot in which students can identify
themselves, hence information targeted via the course gains will be comprehended more conveniently and
effortlessly by the students.

Tuncer states that the use of comics in the lessons have positive effects on the reading habit for it has a
rich visual structure, exciting and intriguing fiction; the heroes create sympathy with their positive
qualities, they are easily read and finished quickly because of the brevity of the stories, they are easy to
get, people prefer comics because they have been read for pleasure (Tuncer , 2007).

In the twenty-first century, its leading role in creating the habit of reading among other attractive media
environments (internet, computers, games, TV, and so forth) increases saliently the importance of comics.
This study approaches the use of comic books for educational purposes among a great portion of its uses
for many other reasons. Through the use of comic books, the perception has been aimed to relieve of the
stable ground by being transformed into moving animations and occasionally supporting it with audio
content, which results in vivid perception and that the process of reading and gathering information can
be turned into a more enjoyable activity for the students.

6. FORESIGHT AND OUTCOMES

The course contents, especially when prepared in light of the ideas proposed in this study, will have a
satisfying visual quality and fluidity, keep the motivation high, and help the students improve positive
attitudes toward the course. Enabling learning environments in which visual and auditory elements are
intensively utilized, it also provides the grounds for permanent learning, enjoyment, and curiosity in
learning in place of traditional processes or approaches in gaining information.
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Another important dimension of this study is that it suggests activating the students’ auditory learning
mechanisms and affective behaviors by providing them with rich stimuli in reading. This attempt, if not
an approach, will keep student motivation high for the course and success, and provides enrichment in the
use of methods and techniques in the learning environment. Today’s understanding of education is
obliged to offer the innovative approaches to the learners as fast as possible by moving the technological
findings into the classroom and learning environments. It also necessitates adapting the course contents
according to the requirements of the age essentially keeping abreast of the innovations. This study, with
the support of different methods and techniques, has the features of being an example module for a
probable future education environment and course content, which also makes the study unique.

This study, last but not the least, contributes to the teachers’ professional stance by increasing their
interests, knowledge, and skills toward technology, facilitates classroom management, and presents
original and comprehensive activity examples in the process of teaching courses.
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Abstract

Communication, peace and development are inextricably linked concepts that define the
direction of societies. In very simple terms, communication fortifies the foundation of peaceful
coexistence which facilitates the process of development in a country. Today, development is beyond
structural growth and industrialization as enunciated in earlier development theories. It is positively
considered as a culturally driven process that promotes the standard of living of a people within the
context of their socio-economic and political dynamics. Thus, peaceful coexistence is a foundational
prerequisite for development; and lack of it retards the general progress of the individual and the society.
A society that lacks the culture of peace does not develop, because culture, popularly seen as the way of
life of a people, provides the environment and context for development and assured sustenance (Soola,
2003). For UNESCO (2013), culture “is that set of distinctive spiritual, material, intellectual and
emotional features of a society or social group, encompassing all the ways of being in that society; at a
minimum, including art and literature, lifestyles, ways of living together, value systems, traditions, and
beliefs”. This assertion establishes the connection between the concepts of communication, education,
peace and development. Simply put, culture provides the context for development; without peace, there
can be no development; without communication, there can be no education; without education, there can
be no collective understanding and appreciation for development in society. Summarily, the concepts are
inextricably linked; each one is positively joined to the other.

Introduction

Communication is central in human interaction. It is a social process that facilitates exchange of
ideas and feelings among and between individuals in societies. Communication takes place at multiple
levels and in different forms but all with the goal of transferring meaning from a source to an intended
receiver with the hope of a feedback. Communication can be verbal or nonverbal depending on the nature
of the interaction. In a broader form, communication:

includes language as well as nonverbal behaviour, which includes everything from use

of sounds (paralanguage), movements (kinesics), space(proxemics), and time

(chronemics), to many aspects of material culture (food, clothing, objects, visual

design,architecture) and can be understood as the activeaspect of culture. Culture may

be understood as themore static, noun form — knowledge, behaviour, language, values,

beliefs, and attitudes learned by socialactors through experience from the time they are

children.Communication then would be the more active,verb form — the act of

transferring cultural knowledge, behaviour, language, values, beliefs, and attitudes
fromone generation of social actors to the next (Leeds-Hurwitz, 1989 in UNESCO,

2013).

Communications can take place at the interpersonal, group or international and intercultural
levels. But at whatever level, communication involves interaction between individuals who may share
similar characteristics or not. In situations where individuals of different cultural backgrounds and
different nationalities interact, this is easily categorised as intercultural communications, i.e. individuals
with diverse cultures involved in communications across internationally acknowledged boundaries. This
leads us to the subject of cross cultural communications or what is easily described as exchange of
information or symbols, verbally or symbolically, between and among individuals of diverse cultures but
with similar characteristics in the same country. For instance, in a country like Nigeria where there are
numerous cultural groups, individuals of different ethnicities are daily involved in cross cultural
communications.

Communication takes place at the personal, group or mass society level. At any level, the aim of
communication is to exchange information; reduce uncertainty in the mind of the receiver of the message
and establish relationships through the process of interaction. Communication is a function of the
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perceptive process in individuals. In very simple terms, perceptions are the lenses through which we see
ourselves, others, our relationship, and the situations we encounter. As such, perceptions wield an
enormous influence over our behaviour. If we perceive something to be in a certain way, even if we are
incorrect, in our minds, it is that way, and we often base our behaviour on that perception. Perception
greatly influences the way people and societies mould their attitudes and much of their behaviour, and
therefore play a major role in the cause of conflict and in the way we deal with it (Weeks, 1992).

Communication becomes a much complex task when it involves people across cultures because
of the fact that individuals often view the world through their culturally perceived lenses, thus influencing
and shaping their understanding of the world around them. According to Avruch and Black (1993):
“...one's own culture provides the "lens" through which we view the world; the "logic"... by which we
order it; the "grammar" ... by which it makes sense. In other words, culture is central to what we see, how
we make sense of what we see, and how we express ourselves”. Of course, there are several other factors
that contribute significantly in shaping our style of communication with people outside our cultural
groups. Some of these factors are, “our ethnic background, our family, our education, our personalities”
(DuPrawand Axner, 2013).

Thus, one can argue that most of the “peacelessness” or violent conflicts that occur in the
country are products of poisoned perceptions about one another by individuals within their group settings.
This presupposes that addressing the issue of peace and national development must involve targeting the
perceptual processes of individuals. Perhaps, it was in realization of this, that over time, Nigeria had
evolved specific measures like federalism, state creation, local government administration, introduction of
quota system and the National Youth Service Corps (NYSC); and citing of institutions of higher learning
and opening up of roads and airports all over the country. Others include: development of national media
institutions, building of a telecommunication backbone, opening up of the economy to the private sector
and the establishment of federal government agencies in all corners of the country and so on. At the
individual level, people engage in series of relationships that cut across ethnic, cultural, religious,
economic and political boundaries as manifested in activities like trading/commerce, marriages,
educational pursuit, etc ( Pate, 2010).

Peace

Peace is the fundamental basis of stability, progress and development. Peace connotes
tranquility, psychological consonance, physical and environmental stability and the sustenance of
enabling circumstances that guarantee freedom from all sources of individual and societal instability.
Individuals and societies pursue peace unendingly, often, with different degrees of attainment. Societies
develop in peace, cultures promote peace, religions uphold and cherish peace and individuals prosper in
peace. That notwithstanding, there could hardly be a society where total and absolute individual and
societal peace exist.

The alternative to peace is chaos, instability, upheavals, violence and in extreme cases, war. But,
this is not to suggest that peace simply means the absence of war. Peace can be viewed from different
perspectives. Scholars and activists have defined the concept and practice of peace with variations. For
instance, the concept could be looked at from the philosophical, sociological, political, religious and even
commonsensical perspectives. But from whatever angle, peace is an important element that commands
attention from every sector in the society.

Thus, in this paper, our concern is on the role of cross cultural communications and peace
education in the building and sustenance of peace for development in multicultural and diverse Nigeria.
Without doubt, Nigerians and Nigeria need to strengthen the existing basis of peace in the country to
reduce the level of “peacelessness” which tend to defeat, and in some cases, reverse the process of
development and unity in the land. But peace in a diverse and multicultural setting like Nigeria does not
occur in a vacuum. It must be consciously nurtured based on peace education infused through cross
cultural communication amongst and between the peoples of the country
Understanding Peace

There are variations in the understanding and definition of peace. For example, to the
philosopher, peace is a natural, God-given state of human existence without the corruptive tendencies of
man. For the sociologists, “peace refers to a condition of social harmony in which there are no social
antagonisms. In the case of the political science student, peace is “a political condition that makes justice
possible.” Operationally, Ibeanu (2004) has described peace as a “process involving activities that are
directly or indirectly linked to increasing development and reducing conflict, both within specific
societies and in the wider international community”. The scholar further submits that to understand peace,
we should note that it:

* relates to existing conditions, rather than an ideal state or condition;

* is a dynamic process and it is possible to identify the factors that drive it;

* isnot a finished condition, or said differently, it is never finished;

* increases and decreases depending on objective socio-economic and political conditions;
* can be measured as it increases or decreases; and
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* isnot a linear, unidirectional process, instead it is complex and multifaceted

Another scholar defines peace “as the absence of war, fear, conflict, anxiety, suffering and violence
and about peaceful coexistence” (Francis, 2004). To him, peace connotes: the absence of war, presence of
justice and development; existence of respect and tolerance among and between people; maintaining a
balance with the ecosphere and quite importantly, having inner peace and wholeness. Clearly, peace is a
requirement for individual and societal existence. The absence of it at any level is not desired, even
though several reasons may be adduced to explain the current level of ‘peacelessness’ being experienced
in the country.

Daily, we are bombarded with messages from the mass media on aspects of violence and
‘peacelessness’ that pervade the society at different levels. Additionally, we are confronted with several
forms of ‘peacelessness’ in interpersonal and intra/inter group relationships. Why do we experience such
negative tendencies? Perhaps, that should be seen as a justification for the argument that peace is
boundless, timeless and never finished. In Nigeria, we can easily categorize some of the major causes of
“unpeaceful” situations at the individual, community and national levels.

The Norwegian Scholar, Johan Galtung (2004) had categorized types of violence relevant to the
cause of ‘unpeaceful’ situations in settings like Nigeria. He said there could be direct violence referring to
physical, emotional and psychological violence; structural violence, i.e. deliberate policies and structures
that cause human suffering; and cultural violence that manifests in cultural norms and practices that create
discrimination, injustice and human suffering. He had also categorized peace into positive and negative
peace. Negative peace can be equated to the absence of direct violence, war, fear and conflict at the
individual, national, regional and international levels. On the other hand, positive peace connotes the
absence of unjust structures, unequal relationships, and presence of justice and inner peace. In Nigeria,
while one can say that the country is living generally in peace, it may not however be equally valid to say
that the citizens are experiencing positive peace, particularly if we consider the occasional violent
outbursts in the communities and cities, deprivations, violations of human rights, violent exchanges in
interpersonal relations, high rate of family squabbles, exponential rise in crime rates, etc. On a general
note, we can summarize the major causes of “peacelessness” in the country to include:

* poor understanding of individual and collective self-identities by the citizens;

* degeneration of individual and group values;

* poor/inadequate understanding and low respect for the human rights of citizens by individuals

and the government;

* prevalence and persistence of poverty, deprivations and other unfulfilled needs; and

* bad governance as manifested in corruption, injustice, failure to deliver services, insecurity, etc.

Peace Education

One of the effective methods for the mainstreaming of peace in the society and indeed promoting
the process of peace building is through the instrumentality of formal and informal education. Education
is a lifelong learning process for the individual and the community through various socialization avenues.
Education equips individuals and communities to respect alternative opinions, live in diverse settings,
uphold justice and non-violence, and tolerate, understand, accommodate and feel for each other.

Peace education has varying interpretations depending on background and context. For instance,
Raviv et al (1999) explained peace education as an issue of changing mindsets; with the hope of
promoting understanding, respect, and tolerance for those considered as enemies. According to Fasokun
(2004), peace education in its best form, “attempts to change the individual’s perception of the other’s
collective narrative as seen from the latter’s point of view and consequently about one’s own social self,
as well as come to practically relate less hatefully and more trustingly towards that collective ‘other’’.
From her perspective, Gumut (2004) said peace education is “the deliberate attempt to educate children
and adults in the dynamics of conflict and the promotion of peacemaking skills in homes, schools and
communities throughout the world, using all the channels and instruments of socialization”. She observed
that peace education concerns itself with human and social dimensions of peace. It is about the creation,
sustenance and management of positive attitudes to peace among and between different levels and
segments in the society.

Based on the foregoing, peace education, whether taught formally or mainstreamed informally is
about the building and sustenance of positive attitudes and instilling of values and skills coupled with
emphasis on elements of peace among the different individuals and segments in the society. Such actions
may need to be done in a global perspective with total contextual relevance to the understanding of the
individual. In essence, peace education is expected to yield four interrelated dispositional outcomes:
accepting as legitimate the other person’s position and its implications; a willingness to critically examine
one’s own groups’ actions toward the other group; willingness to experience and show empathy and trust
toward the ‘other’; and a disposition to engage in non-violent activities (Fasokun, 2004).

As indicated earlier, the focus of this paper is cross cultural communication, peace education and
development in Nigeria. It is essential, therefore, at this point to expand our understanding on the issues at
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stake by examining the concept of peace building. The United Nations has described peace building as a
“complex and lengthy process requiring the establishment of a climate of tolerance and respect for the
truth. It encompasses a wide range of political, development, humanitarian and human rights programmes
and mechanisms.” Indeed, these are all elements that constitute the basis of unity and progress in the
country. Therefore, it is necessary for us in Nigeria to strengthen the foundations for our peace building
process through the increased inculcation of relevant cross cultural communication skills, attitudes and
knowledge to transform stereotypes, expand spaces of understanding, live peacefully with one another
and by extension, have a peaceful nation.
Promoting Peace Education in Nigeria

Peace education could be formal or informal. But at whatever level or in whatever context, peace
education in Nigeria should be strategically designed for maximum impact. Nigeria needs that to develop
effectively through strategic promotion of cross cultural communication competence and peace education
by targeting segments of the society in specific ways. For instance, we may have to identify the following
segments for effective targeting based on their characteristics, contexts, relevance and possible impact.
For each segment, there may be some unique gaps that may be addressed, which over time may yield
positive behavioural orientations and collective peace. A rough segmentation may include:

¢ the individual

¢ the family

* the community

* socialization institutions — schools, religious bodies, the media, etc
¢ the government and its institutions

* the country at large

The Individual

The individual Nigerian is the first and the most important target for any peace education. It is
often said that the perception of the individual determines his/her state of mind and direct him/her on
possible actions to take. Therefore, it is reasonable to start early enough to inculcate the values of peace in
the individual within the context of his immediate and distant environments. In doing so, it is important to
focus on the individual’s sense of worth, his identity, his relationships with other identities, and the nature
of his/her diverse environment, gender sensitivity, empathy and a general culture of respect for the other
fellow.

Identity understanding by the individual reduces the level of disquiet and anxiety and “point
illuminatingly to the positive and constructive importance people tend to attach to a shared sense of
history and a sense of affiliation based on this history” (Sen, 2006). Unfortunately, today, many
Nigerians, especially the younger elements appear to be poorly informed about the histories of our
peoples, talk less of appreciating the dynamics of relationships between the various groups in the country.
In fact, the increased individualization among citizens comes with it newer challenges of upholding
positive interpersonal relationships. Thus, the foundation of peace building must start at the level of the
individual, formally or informally, through the provision “of relevant knowledge that include: cultural
self-awareness, cultural other awareness, culture-specific knowledge, culture-general knowledge,
sociolinguistic awareness(of such topics as code switching or moving between languages or dialects), the
cultural adaptation process, ethnocentrism, ethno relativism, culture shock, and reverse culture shock
UNESCO, 2013).

The Family

The family is the “primary vital cell of society”. It is the primordial school where human beings
learn the ‘civilization of love’ (Gottschalk, 1997). A critical examination of the institution of the family in
the country would reveal that the family system is experiencing considerable stress characterized by
squabbles, disputes, deprivations, poverty, divorces, domestic violence, abandonment and other elements
of” ‘peacelessness’ caused by human and environmental factors.

Ideally, the family is the number one informal school for educating the citizens on the virtues of
peace. If parents live in peace, teach their children to learn to tolerate, respect diversity, develop
interpersonal skills of negotiation, appreciate positive values, uphold the rights of their neighbours,
schoolmates, etc, respect superior arguments and be responsible for the consequences of their decisions,
coupled with inculcation of the sense of fairness, then we can say that the foundations of peace building
are being strengthened in the country. But the question is: to what extent is the family institution
undertaking its responsibilities in the present day Nigeria? How hospitable is the environment of the
family and the larger society toward peace building in the country? Evidently, the family can be a very
useful platform for strengthening the process of cross cultural communications especially noting that
many Nigerian settings are multicultural and heterogeneous.

Community Level

The community provides an enlarged setting for the mainstreaming of peace education as the

solid foundation for societal peace building in the country. Communities, be them physical or
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psychological are bound to be diverse on the basis of ideology, ethnicity, religion, economic status,
political affiliations, social standing, etc. In such a complex setting, quite often with multicultural
characteristics, there are bound to be frictions, caused by misunderstandings, incompatibility of values,
competitive access to resources and other such discriminate elements. Therefore, in such a scenario, as we
commonly have in Nigeria, it is possible that such disagreements lead to occasional breakdown of peace
among individuals and in some cases, the whole community. While it may be foolhardy to assume that
there can be no disagreements and conflicts in our communities, it may however be useful to know that
there exist community structures that manage such occurrences and facilitate the existence of culture and
climate of peace.

A culture of peace interacts with other determinants of social perception and action to promote
peace building in the community. In the words of Peng (2012), the knowledge of how culturally different
others perceive each other can help us avoid misunderstandings, tolerate and accept differences as well as
achieve effective cross-cultural communication. For instance, among the Igbos and the Yorubas, high-
pitched voices are used to make emphasis, while it is considered an act of aggression and an insult among
the Hausas. Also, the Yorubas use a lot of humour in interactions to get rid of boredom and as a device to
ensure the message is understood. However, such communication devices, if attended by non-Yorubas,
may appear jeering;, considering the laughter and outbursts that could accompany the humourous
interjections.

The major instruments for this type of action are generally informal cross cultural
communications and societal peace education, with focus on ethics, respect for the rights of others,
rejection for violent behaviours, promotion of a sense of debate and desire for the truth. Equally,
communities should be encouraged to reject corruption, domesticate processes of negotiation and the
downplaying of stereotypes, cultural ethnocentrism and relativism in diverse settings.

Socialization Institutions

Apart from the school system and possibly the family setting, there are other institutions that
play critical roles in the informal education of the individual in Nigeria. Few among these are peer
groups, religious institutions, the mass media, civil society, work places and similar platforms that
provide effective and relaxed avenues for the inculcation of peace education in the society. Such
platforms have the latitude to engage in different dimensions of peace education for peace building
depending on their areas of focus. Such settings are indeed appropriate for the inculcation of positive
attitudes and building of skills on issues of ethics, negotiation, respect for human rights and freedoms,
fight against hunger, deprivations and poverty to create a ‘peaceful’ environment and reduce the sources
of “peacelessness.”

Religious institutions, for instance, are exceptionally known for the promotion of peace and
peace building. The two major religions in Nigeria (Christianity and Islam) are categorical in their
promotion of peace even though there have been cases when differences in understanding and
interpretation by adherents had led to violent explosions. But a careful understanding of the teachings of
the two religions would show that they mean peace, promote peace and seek to build peace in the heart of
man and society.

And, considering the attachment of Nigerians to their religions, there is a high chance that faith-
based approach, if objectively handled can facilitate the process of bridge building, fence mending,
heartwarming and eventually peace building at all levels. Of course, this should be on a continuous
process to achieve the desired change in the behaviour of people and sustain the culture of peace. Thus, it
is important that the actors in this area are eminently equipped in cross cultural communications for
competence.

Equally, the mass media institution is an important pillar in the promotion of peace in the
country. One can easily recount instances of peacelessness caused by the actions of the media. Except in
very rare circumstances, the media are generally engaged in cross cultural communications and informal
peace education. Here, it can only be suggested that the media be encouraged to reorient their approaches
to imbibe the spirit of “peace journalism”, a concept that connotes the constructive engagement of “issues
of diversity and conflict” as a continuous challenge to humanity (Albert, 2002). Advocates of peace
journalism enjoin the media to reflect the dimensions of peace objectives in the content of their outputs
through “balanced news coverage, positive education of people about what is going on in the divided
society, controlling dangerous rumours and providing a trusted source of information for all...”( Albert,
2002).

Other platforms like the civil society and work places are reliable avenues for continuous
mainstreaming of peace education for peace building in the country. Intercultural communication
competences empower the participating groups and individuals and enable them to interact with cultural
‘others’ with a view to bridging differences, defusing conflicts and setting the foundations of peaceful
coexistence (UNESCO 2013). What may be desired is for them to have a clear understanding of their
expected roles in the enthronement of the culture of peace and rejection of all actions and inactions that
undermine peace in the behaviour of individuals and society. To this end, individuals in this sector should
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be sufficiently equipped in cross cultural communications that would enable them have wider horizons
and high empathy levels nationally and internationally.
Government
Government creates the enabling environment for peace to flourish in the society. Equally,

government through its policies can undermine peace of individuals and the society at large. Government
policies can promote peace, achieve inner contentment for the citizens and in the obverse, government
policies and practices can lead to deprivations, disappointments, frustrations and general despondency
among the citizens with the general tendency of making them unnecessarily aggressive and peace less.
The government at all levels have significant roles in peace education as promoter of the concept, sponsor
of the efforts and creator of the enabling environment where rights of citizens are respected, sources of
poverty, deprivations and other unfulfilled needs addressed for the inner contentment of the citizens and
the building of societal peace, “in a spirit of respect for the values of pluralism, mutual understanding and
peace”.
Characteristics of Peace Education

From any angle one looks at it, peace education is geared towards peace building with the following
characteristics. These are:

* speaking for a purpose;

* listening attentively and reflectively;

* promoting self-esteem, dignity for oneself and respect for the feelings and rights of others;

* speaking about oneself instead of the other person; and

* understanding possible barriers for effective communication and how to diffuse them (Fasokun,
2004)

Strengthening Peace Education and Cross Cultural Communications

Peace education including cross cultural communication is an on-going and life-long learning
process. It could be disseminated formally as in the school system or informally at the family or
community levels. In the school system, elements of peace education are incorporated and taught as part
of existing curriculum of subjects at the different levels. The objectives of peace education in the school
system focus on increasing the knowledge of the recipients, helping them to develop positive attitudes
and acquire the skills to become competent cross cultural communicators who are peace builders (Gumut,
2004).1t is, thus, recommended that school children in the country should be deeply and widely exposed
to histories in the country to strengthen their sense of appreciation of the dynamics of existence within the
Nigerian landscape. At the informal levels, which offer wider platforms for peace education, the process
is multifaceted; less organized but quite effective in the gradual building of peace in the society. This
avenue should equally be explored further for peace education and intercultural communications for
societal development. Undoubtedly, deliberate steps are necessary to guarantee optimal development in a
multicultural setting like Nigeria.
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Diinya Kapsaminda Azerbaycan da Yeni Medyanin
Sosyolojik Sorunlan

Ilkin Agayev”
Azerbaycan Milli Bilimler Akademisi

Sosyoloji Teorisi ve Metodolojisi Uzere Doktora Ogrencisi

Abstract

Tiim durumlarda yeni medya aracglar1 bilginin daha hizli yayilmasina hizmet verirler. Bu da toplumsal
sorumluluk kapsaminda bir takim giincel konular1 ve sorunlar1 6ne ¢ekmekte. Bu bakimdan yasal
diizenlemeler tartisilmakta. Medyaya iliskin mevzuata ve ya 6lkede yiiriirliilitkte bulunan diger kanunlara
da degisiklikler etmek kaydiyla yasal diizenlemeler yeni medyada aktif olanlar i¢in ek hukuki sorumluluk
yaratir. Azerbaycan'da mevzu bahis alanda mevzuatta degisiklik yapildi: “Medya hakkinda” kanun ve
medya kurumlarinda yayilan bilgilere baktigimizda burada bilginin toplumsal sorumlulugu 6ngdriilmekte.
Gazetecinin ve medya kurumunun taniminda da bilginin yayilmasinda ne kadar yarar s6z konusu oldugu
belirtilmekte. Veya gazetecinin toplumsal onem tasiyan bilgi yaydigi zaman yeteri kadar sorumluluklu
olmas1 gerektigi ve bilginin ortaya ¢ikaracagi sonuglarin dikkate alinmasi gerektigi belirtilmekte. Bilgi
yayildiginda onun toplumsal dnemi, ne kadar degerli olmast medya kurumunun felsefesinde yansiyor.
Ama malesef bizde bu sorumluluk hissi s6z konusu degil. Diinya deneyiminde de yeni medyada hakaret
ve iftiraya yer verilmesi, 6zel hayata karisma vb. konularda sorumluluk tasima giincellesmistir.
Azerbaycan'da bu konunun biraz farkli olmasina ragmen belirli sorumluluk 6ngdriilmekte. “Medya
hakkinda” kanunda bununla ilgili Ongdriilen konular disinda farkli kanunlarda da bununla ilgili
sorumluluk s6z konusu olan hiikiimler bulunmakta. Bu bakimdan Azerbaycan'da bilgi yayimlanmasina
iliskin bu hiikiimleri bir mevzuatta toplama diislincesi uygun goriilmekte. Temel olarak toplumda yeni
medya kullanicilar1 arasinda toplumsal sorumlulukla ilgili bilgilendirme g¢aligmalarinin gerceklestirilmesi
gerekir. Yeni medyanin kullanim sekilleri bir hayli artmigtir. Glinlimiizde artik vatandas gazeteciligi s6z
konusu. Bu da yeni medyaya iliskin toplumsal sorumlulugu artirmus oldu. Ister ana dilimizi kullanma
konusunda, isterse de gazeteciligimizin kizil prensiplerine sadakat agisindan yeni medyayla ilgili
bilgilendirme gereksinimi bulunmakta. Yeni medyada davranis killtiiriiniin gelistirilmesi Azerbaycan'da
yeni medyada aktif bulunan tiim yag kategorileri lizere giincellik tagimakta.

Acar sozler: Azerbaycan, yeni medya, gazeteci, sosyoloji, intemet, kiiltiir, siteler, toplumsal sorumluluk, prensip.

Tam metin

Yeni iletisim teknolojileri, ek olarak internetin gelisimi kamu ve kamu iligkileri baresinde tiim geleneksel
sunumu degistirmistir. Bilgi onarimi suregi farkli sosial grublar1 kapsamistir. su agidan bakarken bilgi
onarimi suregi politika, ekonomi, hukuk ve baska sahalar1 kapsiyor. Bu kendiliginde interneti arastiran
yeni arastirma sahalarinin olugmasini talep ediyor ve bunun sonucunda insanlarin internet aktivitesini
Ogrenen arastirma sahalar1 olusmustur. Konu ile bagl ilk 6nce internet sosioloji yonteminin prensipleri
barede konugmak gerekir. Su acidan belirtmek gerekli olur ki, internet sosiolojisi sosiolojinin gelisiminde
nispeten yeni bir saha. Bu sahada bulunan arastirma objesi ise diinyada ve ayn1 zamanda Azerbaycanda
olusmakta bulunan yeni media-enformasyon vasitalarinin sosial aragtirllmasinin gerceklestirilmesi
olacaktir. Bu sahanin konusu ise internet auditoriumu ve insanlar arasinda sosyel bilgilerinin
paylasiminda sosio kulturel miisterck faaliyet sekilleridir. (1) Internetin diinyada ve Azerbaycanda hizla

gelisiminden sonra bununla bagli ¢ok arastirma sahalari olusmustur. Buna ragmen Azerbaycanda
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internetin ve ayni zamanda, yeni medyanin sosyoloji problemlerine adanmis arastirmalara sdylemek olur
ki, rastlanmiyor. Biz internet ve yeni media konusunda sosyoloji aragtirma objesi gibi konusarken onlarin
bulunma sekli ve gelisimi kanunlar1 barede bilgi sunulmali. Bu halde diger bilimler gibi, sosioloji de
internetin bir aragtirma objesi gibi dgrenilmesinde kendi konusunu belirginlesmege ¢alisir (2). Bu
bakimdan internetin, ayn1 zamanda yeni media vasitalarinin ve sekillerin 6grenilmesi igin temel esas
rolunu “sosyel enformasyon”-nun uyanmasi olmustur. Kamunun sadece bilgilendirilmesi gibi tam teknik
bakisdan farkl olarak sosyel bilgilendirme sosyel sure¢, onun enformasyon teknolojilerinden yararlanmak
sonucunda olusan kamu ile musterek faaliyet ile bagli. Enformasyon vasitalarinin sosyel agidan
O0grenilmesi belirtiyor ki, kamunun sosyel kurulusu bilgilendirme etkisi sonucunda nasil degisiyor,
baglantinin yeni sekil ve davraniglarini olusturan miisterek faaliyetinde hangi problemler olusuyor. Sosyel
bilgilendirmeye genel teori ve metodoloji duzeyinde yaklassak, bu halde biz ekonominin, hukukun,
psikolojinin, egitimin ve diger sahalarinin bilgilendirilmesi ile bagli farkli kamu iligkilerinde sosyel
“kesik” oluyor (3). Bu acidan bilgi teknolojilerinin mediada bulunmasi baresinde diisiince yurutmek olur.
Boylece, giiniimiizde kiiresellesme ve diinya kapsaminda yeni medyanin sosyoloji sorunlarinin
goriisiilmesi Azerbaycan i¢in de oldukga giincel bir konu. “Yeni medya” kavrami bdyiik alan1 kapsar.

Bu acidan yeni medya ile bagli Azerbaycanda izlenen bir kag sosyoloji agidan gdzden gegirmek isterdik.
Bundan 6nce hukuklar barede. Bu giin internetde ve bilgilendirme kamusunda insan hukuklar1 oldukca
gergek ve genis spektrrumu kapsayan bir mesele. Diinyada bu acidan gergeklestirilen goriismeler, ayni
zamanda kamuda bununla bagl olusan surecler bir daha bu konuya farkli agilardan yaklasmagi ve
bulunan yonsemelerden analiz yapmayi, rast gelen problemleri bu yolla kaldirmak diktesi yapiliyor. Bu
acidan yeni medya ve sosyel netler sahasinda faaliyet 6zel giincellik gosteriyor. “Yeni medya” anlami
genis bir sahani kapsiyor. Buraya online sayfalar, geleneksel medianin online sekilleri, internet
televizyonlardan baslayarak, sosyel netleri ve digerlerini dahil etmek miimkiin. Bu agidan “yeni medya”
anlami bir kadar kogullu karakter tasiyor (4).

Misal olarak, geleneksel online versiyonlar'dan konustukda, burada profesyonel medyadan konusula bilir.
Buna ragmen kayd edinen sosial netler ve su an olusan haber portallar: ile bagli belirli problemler
olusuyor. Burada fark su ki, media kurumunun ve gazeteci'nin dunayada bulunan standartlar1 var.
Gazeteci haber hazirlarken belirli prensiplere uymali. Tasviri yapilan konu baresinde arastirma
gergeklestirmek, taraflarin pozisyonunu dikkate almak, faktlarin gerekli sekilde kontrolu, objektivite ve
diiz pozisyonun korunmasi onarilmali, en esasi-insan hukuklarinin korunmasi1 makamina dikkat yetirmek
ve buna uymak gibi prensiplerin kamu yiikiimliliiglinden doguyor. Buna ragmen, yeni medyada, sosyel
netlerde bir ¢ok hallerde bu prensiplerin bir kagina uyulmuyor. Bu barede hala kamu yiikimliligi
duygusu ve kutlrur hala tam olarak olusmamustir. Internet sahasinda konkret sekilde yeni medyanin sosyel
netleri, bazen haber sayfalar1 gibi sekillerde, bilginin devlet sirrina iligkisinin olub-olmamasi, onu yasakli
bilgi kategorisine dahil edilib-edilmemesi, komersyon sirr1 anlami, 6zel hayatin dokunmazlig1 ve diger
meselelerle bagli mevzuatda belirtilen maddeler ¢cok dikkate alinmiyor. Bilir kisiler bu hususlar1 dikkate
alarak soyliiyorlar ki, sosyel netler ve haber portallarinin medya adinin kazanmasi bir az kosullu etki
tagiyor (5) Belirtilenlerin sunulmasina gére medya kurulu olarak kabul edinmelerine ragmen, profesyonel
kanunun taleplerine uymak ag¢isindan medyadan farklilar. Bu a¢idan “yeni medya” kavraminin

belirlenmesi ve degistirilmesi ile bagli diinyada tartismalar devam etmekte. Bu meselenin bir tarafi (6).
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Esas mesele belirtildigi gibi internetde bilginin daha hizla yayimi imkanlar1 kosulunda insan haklarinin
korunmast ve bu makama internet kullanicilar1 tarafindan dikkate alinmasi ile bagli. Bu ise kamu
yukiimliiliigii kontekstinde bir kag¢ giincsel meseleleri ve problemleri 6ne sunuyor. Bu agidan kanun
regulasyonunun bulunmasi iyi oluyor. Medya ile bagli mevzuata, diger acidan iilkede bulunan diger
kanunlar'da degisiklikler etmekle hukuki tenzimlenme miimkiin. Azerbaycan'da bu ihtiyagdan bagslayarak
belirtilen sahada mevzuata degisiklik yapildi. Medya baresinde kanunda ve medya kurumlarinda yayilan
bilgilere bakarsak, burada enformasyonun kamu yiikiimliiliigiine uymasinin nispeti barede diigiiniilmesine
deger. Eger medya ile bagh diisiince yiiriitiirsek, konkret sekilde gazetecinin ve media kurumunun
tarifesinde gosteriliyor, burada enformasyonun yayilmasinda hangi derecede yararli goriilmesi giincel
oluyor. Bagka sozle kayd ediliyor ki, gazeteci kamu Onemini tasiyan bilginin yayimi zamani
ylkiimliliigiinii anlamali ve bilginin sundugu sonucart anlamali. Bilgi yayilirken onun kamu geregi,
degeri medya felsefesin’de kendi etkisni gdsteriyor. Buna ragmen, yaziklar olsun ki, sorumluluk duygusu
bir kenara aliniyor. Aslinda yeni medyada yayilan bilgilerin ¢ogu sahsi karakter tasiyor. Onlarin kamu
yilikiinden konusmak olmaz. Buna ragmen kamu yiikiimli bilgileri de, talepleri de géz niine almali.
Diinya deneyiminde internetde kiifr ve sere yol verilmesi, sahsi hayata girisim ve diger meselelere gorii
sorumluluk goz oniine alintyor. Ozel olarak, sosyel netler vasitasiyla bir ¢ok diinya iilkelerinde, ayni
zamanda Bati iilkelerinde olusan sosyel-politik kataklizmden sonra bu mesele bu zamana kadar sosyel
netlerde her cesit serbest konusmalar1 takdir yapan Bati iilkeleri tarafindan giincellige getirildi.
Azerbaycanda ise bu mesele bir kadar farkli olmasina ragmen, belirli bir sorumluluk var (7) “Medya
vasitalar’” baresinde kanunda bu barede belirlenen makamlara ek olarak, farkli kanunlarda kendini
gostermesi ve kamunun, 6zellikle internetin ve yeni medyada aktif insanlarin bu dagimik maddelerde tam
bilgili olmamalar1 ek zorluklar ve riskler olusturuyor. Yeni medya ile bagli meselelerin su an bu kadar
glincellesmesi ise bir daha onu zorunlu yapiyor ki, bu sartlar tek bir kanunda birlestirilmeli ve yeni
medyada faaliyeti taleplere uygunlastirmak makul olurdu. Azerbaycanda medya ile bagl bilirkisiler de bu
konuda kendi diisiincelerini sdylemisler ve suradan izleniyor iki, bu belirlenen sahada olugsmus ihtiyacdan
akiyor.

Bu meselede 6nemli meselelerden biri su ki, kamuda yeni medya kullanicilar1 arasinda kamu sorumu ile
bagli genis bilgilendirme isi yapilmali. Yeni medyan: kullanma halleri bir kadar genislenmeli. Bu giin

artik vatandas gezeteciligi belirleniyor. Bu da yeni medyaya ait kamu sorumlulugunu gii¢lendiriliyor.

Azerbaycanda internetde diisiince serbestligi, bu sahada yapilmis iyi kosulda bazi yanlis kullanma halleri
oldugu baresinde ¢ok-gok soyleniyordu. Ozellikle medya bilirkisileri ve resmi kurullar bu agidan kendi
rahatsizligin1 soyliiyorlar. Onlara gore iilkemizde soyle grublar var ki, onlar diisiince ve medya
serbestliginden ¢ok halde kendi nefslerini onarmak, hatta séylenmeyen kampanyalarin yapilmasi icin
kullantyorlar. Bu bakimdan iilkede bir sira internet kullanicilari, ayn1 zamanda yeni medya temsilcileri
kamu sorumlulugunu anlamadiklar1 haller oluyor. Bu sahada konkre yeni medya ile bagli kanunun kabul
edinmesi ile baglh farkli promosyonlarin ireli sunulmasi ise bu sahada hukuk regulasyonunun olusacagi
anlamina geliyor. Bu mesele daha ¢ok tartisma konusuna ¢evrilmis. Tartigma taraflarindan biri bu yeni
medya hakkinda kanunla yeni medyaya limitlerin tatbik yapilmasi meselesinin olmadigim biliyor. Bu
yeni kanunun uygulanmasinin yeni medyadaki anarsinin kaldirilmasi i¢in gerekli oldugu kadar
tartisilmasi yapiliyor. Gozlentiler ve arastirmalar gosteriyor ki, bunun ig¢in tabii ki, belli bir hukuk-

regulasyon belgeye ihtiyag var.
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Tabii ki, internetde ve enformasyon kamusunda esas sorumluluk tiim internet kullancilarinin, 6zellikle
vatandag kamusunun yiizerinde. Her kes kendi sorumlulugunu anlamali ve bu yolla kamuda normal
iligkiler olusuyor. Yeni internetde ve enformasyon kamusunda faaliyet, bu agidan olusturulmus s6z
serbestligi ayn1 zamdanda her bir kisiden sorumluluk talep ediyor. Bu ise, ilk olarak internetde, yeni
medyada faaliyetde bulunan insanin kultursel —kultur diizeyi ile bagli olan bir mesele. Burada dikkatinize
sunmak isteriz ki, kendisini serbest gérmek isteyen her kes diger kisinin serbestligine, hukunlarina,
sahsiyyetine, saygili olmali ve hassasiyetle yaklasmali. Boyle ki, internetde ve enformasyon kamusunda
diisiince pliiralizmi ve demokrasi kosulunda, ayni zamanda kamu karsisinda sorumluluk demektir (8) Bu
giin internetde, sosyel netde s6z serbestligi meselesini politiksellesdirmege can atan bazi politiksel grublar
da hig siibhesiz ki, vardir. Onlar “demokrasi” “demokresilesme” adi altinda her tiir anarsini, medyada s6z
anarsisini “serbest diisiince” adi1 altinda sunmaya ¢aligiyorlar. Bu grublar kamunun modern diizemine
uygun kavram sergilege, bakislarini, kendilerini koruma sekillerini giincellege bilmiyorlar. Onlar
demokrasini sokak, kargilagsma ve anarsi ile kavradiklar gibi, s6z serbestligini de bu sekilde kavramalilar.
Buna ragmen demokrasinin Ozilinii acan ister teori, isterse de deneyim numuneleri isbatliyor ki,
demokrasi, baska sozle s6z serbestligi kavram1 anarsi ve kontrolsiizliik gibi anlagilmamali. Yaziklar olsun
ki, kamuda bazilar1 “demokrasi”, “diisiince pliiralizmi” s6yleyende ayni sekilde bu sekilde anlagiliyor. Bu
sekilde anlagilma ise ilk olarak suradan bazi grub insanlarin ge¢it doneminde demokrasi kavraminin, s6z
serbestliginin 6ziliniin egitim ve bilgilendirme yolu ile kavraya bilmemesini gostermistir. Genellikle ilkin
gecit donemlerinde bu kavramin 6zii insanlarimiza egitim ve bilgilendirme yolu ile hala iletilmemistir.
Demokrasi baresinde, hiisusen bdyle bilgilendirme olmadigi i¢in bazi grub insanlar hala bdyle

13

egitimsizligin ve bilgisizligin zorlugunu yasiyorlar. Soylenilmeli ki, bazilari internetde ‘“vatandas
gazeteciligine”, sosyel netlerde statuslar yazmaga istek gostermekle s6z serbestligi ile bagh bilgisizlik
gostermisler. Demokrasi ve soz serbestligi ile bagh teoriler isbatliyor ki, aslinda demokrasi kamu
karsisinda yetenek ve sorumluluklar talep ediyor. Boyle grublarin demokrasi 6ziinii anlamadiklari, bu
kavrami “sokaklarda anarsi”, diger sozle sdz serbestligini medyada kiifr, ser, insanlarin onurunun
alcalmasi gibi anladiklar izleniyor. Bir ¢oklar1 bunu harfi olarak anarsi gibi anliyor. Bu ise sosyel
netlerde egitim diizeyi asagi olan insanlar, ergen ve genglerin iilkede olusan siireglerle bagli sapmasi
riskini olusturuyor. Buradan yeni medyaya katilan kamu sorunu meselesi bir daha kendisini gostermis
oluyor. Belli ki, kamu karsisinda sorunluluk duygusu s6z serbestligi ve demokrasi meseleleri ile bir
populizme ve tahribata ayricalik veriyor, egitim diizeyi asagi olan, bilgisiz kiitlede de sorumsuzluga
siiriklenmis oluyor. Belli ki, kamu kargisinda soz serbestligi ve demokrasi meseleleri ile kendi-kendisini
tamamlamali. Buna ragmen yeni medyada kamu sorumlulugundan baslamadan tek populizm ve tahribata
ayricilik verdikte, egitim diizeyi asag1 olan, bilgisiz kitle de sorunsuzluga siiriiklenmis oluyor (9) Bu ise
istenen kamu i¢in arzu edilmiyor ve akut problemlere yol acga bilir. Boyle anlagilmali ki, “serbestlik”
kavrami bu acidan kamu karsisinda sorumluluk ile ol¢iiliir. Azerbaycan'da yeni medyada serbestligin
kamu karsisinda sorumluluk kavramina ve diisiincesine uygunlasdirilmasi meselesi bu agidan giincel.

Diger taraftan internet'de kisiliyinden bagamsiz olarak insanlar barede kiifr yazan bazi grublar kitle
psikolojisinden de yeterince faydalanmaga 6zen gosteriyor. Arastirmalar goésteriyor ki, insanlar bir kag
hallerde zor ve gayri-resmi yolla elde edindikleri bilgilere daha ¢ok giiveniyorlar (9). Onlar diisliniiyorlar
ki, bu yéntemle sahip olduklari bilgi daha diizgiin. Béyle tarz, 6zellikle uzun yillar kapali devletde, SSRI
dahilinde yasayan post spvet iilkelerinin niifusu igin karakterik. Ozellikle boyle kitle psikolojisi igin

CEINNT3

internetde iin kazanmak istegen bazi “blogger”, “yeni medya yazar1” ve ya “sosyel net aktiv sahslar1” i¢in
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yeni arena agilmig, bu da onlar1 izleyenlerinin sayin1 daha ¢ok yapiyor. Bu ise bu internet
dolandiricilariinin kiymetsiz tinliiliik adina, insan haklarinin akut sekilde bozulmasi ile gergeklesen, kiifre,
hakarete, santaja baglanan bilgileri yaymak i¢in daha da stimulasyon yapiyor. Soyle anlasiliyor ki,
internetde ve enformasyon kamusunda insan haklarinin korunmasi i¢in ayn1 zamanda kamunun bu barede

genis capta bilgilendirilmesi ve egitilmesini gerektiriyor...

Azerbaycanda onlayn sayfalar be sosyel netlerle bagli diger giincel makam bilimsel, dini, ideoloji
bilgilerle insanlar1 bilgilendirme meselesi ile bagli. Gozlemler gosteriyor ki, bu sahada ciddi problemler
ve ugurumlar var. Azerbaycanda onlayn sayfalar hizla artmakta ve gelismekte. Ayni1 zamanda sosyel
netlere katilim giin gece-gece kitle halini aliyor, insanlar bilgini, diisiince ve pozisyonlarini, okuduklari
haber ve makaleni boliismekte su ana kadar gozlenmeyen derecede biiyiik imkanlara sahip olmuslar.
Suanki bilgi asrinda iilkemizle bagli boyle durumun internet ve sosyel netlere ¢ikisi yeteri kadar pozitiv
egilim olusturdugunu sdylemek olur. Buna ragmen bazi negatif halleri géz Oniine almaliyiz. Onlayn
sayfalarda ve netlerde tarih, ideoloji ve bagka “agir yiikiimlii” ashi bilirkisi yanasimi talep eden meseleler
adi1 altinda her tiir sapiklikla karsilasiyoruz. Boyle ki, su anda bilimimiz hala post sovet krizinden
kurtulmamistir. Buna ek olarak tarih, ideoloji meselelerde SSR doneminde yalanlari, sahte islemleri radd
etdiyimiz bir donemde hala onlarin yerine gelecek saygili “bilirkisi”, su anlamda “her meseleyi bilen bir
sahs” bile yetisdiremedik. Boyleleri Azerbaycan tarihi, etnogenez, ideoloji, tiirkciiliik, turancilik ve diger
meselelerle bagh dillerine geleni yaymak icin biiyiik firsat kazanmislar. Su anlamda sayfalar ve sosyel
netler su “bilirkisilerin” reklami ve “teorilerinin” yayilmasi i¢in degerli vasitalara gevrilmisler. Tabii,
internetde sosyel sebekelerden yararlanan kisilerin biiylik kismi egitim, tarih-kulturel bilgiler a¢isindan
tam ve bilgili olmadigin1 burada su agidan goz Oniine almak gerekir. Bdyle hallerde ise sdylenen
“bilirkisiler” internet vasitasiyla kitleye daha kolay bir sekilde kabul etdiriliyorlar. Internet onu kullanan
bilgisiz kitle vasitasiyla boyle “bilirkisilerin” iiretimini hizla gergeklestirmekte. Su anlasiliyor ki, bilgi
¢ogunlugu, hala bu ¢ogunlugda bilgilerinin hepsinin dogru olmasi demek degil. Su acidan bakarsak
internet kullanan bilgisiz kitlenin “bilirkisilerin” bilimi olmayan ve hakikat1 gdstermeyen kosullarin
kitlesel tasiyicilarina ¢evrilmesi istenmiyor. Boyle ki, bu durum tek olarak tarihi-ideoloji meselelere degil,
ayn1 zamanda Azerbaycan hakikatleri, kulturel, degerleri barede internet kullanicilarinda dogru, normal
bilgilerin olugmasina biiyiik problem yaratiyor.

Bir ¢ok haber sayfalar1 ve portallar ise bilim, tarih, ideoloji barede bilirkigilerin sunumunda asir1 yalan,
diletant bilgilerle s6z aliyorlar. Sayfalar imic, kamu sorumlulugu gibi meseleleri bir yana koyarak, bazen
sensasyon i¢in bunu yapiyorlar. Soyle ki, normal olarak bilimde her hangi bir sensasyon aktarisinda
belirli prensip esaslar olmali. Bizim bilirkisiler’de kayd edinen esaslandirict kosullarla s6z almak yetenegi
hala kendisini gdstermiyor. Boyle haller “bilirkisiler” tarafindan internet vasitasyila kamunun bilgisiz,
egitim diizeyi diisilk olan boliimiiniin daha da egitimsizlesmesi gerceklestiriliyor, bilim agist simirli
insanlar boyle bilirkisilerin etkisi altina geciyor.

Onlayn sayfalarda ve sosyel netlerde “dini bilirkisi” ve ya “dini bilimler uzman1” gibi kendisini sunan bir
¢ok insan hakiki bilirkisi yanagimini talep eden meseleler barede yalan ve ya dayaniksizlik, ayrilim yapan
diisiinceler yaydiklarii belirlemek gerekli. Boyle ki, bilgilendirme ve ya genellikle diinya acis1 meseleleri
barede kamunun bilgilendirilmesi hala ¢ok giincel. Boyleleri, kendisini “dini bilirkisi” gibi sunmasi bir

yana, hatta tarih, etnogenez, politik, tiirkciiliik ve diger meseleleri de dinle “birlestirerek” her konuya
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karigtyor ve bu zaman “dini bilimler uzmani” etiketlerini kullaniyorlar. Bu halde birincisi, unutulur ki,
Azerbaycan ¢agdas iilke ve din politikadan ayr1. Ikincisi ise béyle “dini bilimler uzmanlar1” aslinda dinin
Islam sartlarin1 asir1 sekilde yanlis yone yonlendiriyorlar.

Su anki, hassas bir zamanda, diinyada din adindan yararlanmakla olusan farkli olaylarin bulundugu bir
sartlarda din agisindan dogru ve ¢agdas kamunun taleplerine uygun, dinin politikadan ayrilig1 prensipi ile
bilgilendirmenin gerekli oldugu bir zamanda bdyle yapay din bilim adamlar1 olusuyor ve ¢pk kotu bir
egilim olusuyor. Yeni medyada boyle “bilirkisilerin” boyutlanmasi ve kamunu yanlis yone yonetme
¢abalar1 onlayn haber sayfalarinda sosyel sorumlulugu gz 6niine sunuyor.

Soylenenler gosteriyor ki, ciddi haber tasiyicisi gibi séz almak talepinde bulunan, seklini korumaya
caligan sayfalar belirtilen bilirkisilerden ve onlarin yalan kosullarindan, diisiincelerinden uzakta durmali,
onlarla is yapmamalilar. Bunun aksine, bdyle bilirkisilerin her bir diisiincesine karsi asli bilirkisilerden
diisiince almali ve her kese sunmalilar.

Aynmi zamanda sosyel netlerde Azerbaycan tarihine, kulturune, ideoloji meselelerine ait ¢ok dogru
bilgilendirme grublar oldukca az ve ya hi¢ derecesinde. Boyle grublarin yaratilmasi ve aktiv faaliyeti
sosyel netleri kullananlarin tarih, kultur, degerler, ideoloji agisindan biliklerini yiikseltmege yardimci ola

bilir.

SONUC:

Sonda, belirlenen agilar Azerbaycanda yeni medya ile bagli bir ka¢ sosyel meseleleri ve problemleri
kendisinde kapsiyor. Boyle problemlerin giincselligi ise onlarin bilimsel arastirma yanagimlarinin intensif
sekilinin gerekliligini géz oniine sunuyor. Ozellikle Azerbaycanda yeni medyani farkli problemlerinin
sosyoloji arastirilmasi, bu sahada arastirmalarin gergeklestirilmesi ve sosyoloji sorgularin yapilmasi yeni
medyanin gelisiminde pozitif ve negatif egilimleri belirlemege, onlara dogru yanagmaga imkan
saglayacaktir. Boyle arastirmalarin sonuglar1 olarak yeni medyada dogru katilim ve onu dogru sekilde
kullanma, ayni1 zamanda Azerbaycanda vatandas gazeteceliginin goriiniimleri ile bagli sosyoloji
yanagimlar olusa bilir. Ayn1 zamanda medya vasitalarinda —onlayn televizyonlar ve sayfalarda caligan
medya elemanlarinin profesyonel faaliyetinde kusurlara firsat vermemeleri i¢in boyle arastirmalarin
gergeklestirilmesi onemli. Yeni medyada ¢alisan uzman media elemanlarinin davraniglari, yeni medya
ylizere uzmanlagma isteyinde olanlarin egitim programlarinin yeni medyaya uygun gelistirilmesi ve diger

meseleler bu agidan 6nemli.
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Abstract

This paper focuses on how social media precisely Facebookis used as a tool of communication between
lecturers and students. Personality of lecturerson Social Network Sites (SNS) effects the academic
performances of studentshas been researched, but the focus on credibility calls for further exploration.
Hence thispaper presents a conceptual framework to examine how the lecturers’personalityon Facebook
challenges their credibility among students’ and how it affects the students’ performances. The
fundamental of Big Five Personality Theory (B5PT) with Communication Privacy Management theory
(CPM) and Social Network Theory (SNT)along with the Theory of Performance (ToP) contribute to the
conceptual framework incorporating the role of motivation as a moderating factor.

Keywords: Facebook, Lecturers’ credibility, Students’ performance, personality
Big 5 theory, theory of Performance

1. Introduction

Being the most preferred Social Network Site (SNS) Facebook has reached it 1.11billion user as
of March 2013 (Statistic Brain.com). From staying connected with family and friends and finding lost
friends to business use, now the education industry is using Facebook actively as a mode to serve the
students better. Lecturers are using Facebook as a platform to interact and communicate with students.
Many university and college lecturers and students see this as a norm to interact that enables them to
obtain immediate question and answer session.

By engaging in SNS sites precisely Facebook,one’s identity or personality becomes public,
therefore what is being seen in the Facebook profile of lecturers and students gives an immediate
perception about their lifestyle.This exposure bring both positive and negative towards the lecturer-
student relationship. Research has been conducted on lecturers’ personality on SNS that affects the
academic performance of students, but further exploration is needed, looking at the credibility of the
lecturers that actively interact with students via Facebook and how does it differ from offline
conversation.

According to Larry D. Rosen (2007), the current student generation are known as ‘Net
Generation” where their live is active in social media and being able to multitask while studying.
Therefore keeping up to this generation lecturers need to be internet savvy and create a convenient and
conducive learning environment for students. Besides, exposure of the lecturers’personality becomes the
initial stage of motivating factor for students to enhance their performance at school.

Initially Facebook as an online directory for college students for keeping in contact with friends
in school require users to have “.edu” address to create profile until the year 2006 and now it became the
largest social network site. Therefore the predominance of Facebook indicates the necessity for using
them in classroom to continue engaging with students.Lipka (2007) has reported that adults are a fast
growing group on Facebook, identifying teaching staff from higher education as amongst this group.
More specifically, in research conducted for Pearson Education, Tinti-Kane, Seaman & Levy (2010)
report that 80% of educators have at least one social network account, that Facebook is the most popular
of these, and that 30% of the educators use these social networks to communicate with students.

Lewis and Nichols (2012), indicated that overall, students had positive attitudes toward using
social media in the classroom, and having experience of using social media to study improved the positive
attitudes as well. Besides, faculty members and students might have different perceptions of social media.
According to Rolbyeret al.(2010) explained students in general were more open to the idea of using
Facebook as a study material compared to professors. On a different view, Munoz and Towner (2011), the
proponents of Facebook for blended learning, stated that students should not be required to join Facebook
pages of instructors because of privacy and other issues that mainly challengelecturers’ credibility.

Based on the above issues, this study aims to address the gaps in the literature by presenting a
conceptual framework comprising three major variables: lecturers’personality (LP), credibility and
students’ performances (SP). Rationales behind each relationship backed by fundamental theories, as well
as limitations in the past literatures in terms of concept will be discussed in the following section.

44



International Trends and Issues in Communication & Media Conference 2014

2. Conceptual Framework
2.1 Social Network Theory (SNT)

Basically there are two elements in any social network, online or offline: nodes and ties. Nodes
are the elements of the network that "act" - whether they are organizations, small groups, or individuals -
and ties are the ways these nodes relate to each other (Gray Miller). In this case Facebook is connecting
students and lecturers in an online setting and a face to face communication in an offline environment.

The intensity and importance vary according to variables that can factor into social network
theory. The dots in the network come in varying sizes and colours which are connected by lines of
deferring in lengths and thicknesses. One of the defining elements of social network theory that
differentiates it from other sociological sciences is the weight it gives to the relationships between the
nodes, as opposed to the attributes of the nodes themselves. For an example, many has posited that their
success has less to do with the degree they earn as compared to making contacts while they were in
university. While this is useful to explain many social phenomena, it is also criticized for making the
individual seem less able to shape their own destiny - putting the emphasis on a person's place in the
network as opposed to their own attributes. (Gray Miller)

Researchers use social network theory to examine families, social groups, companies,
organizations, and even countries. In the online world, it is possible to take a broader view of the many
ways people meet and connect on the Internet. (Gray Miller)

2.2 The Big 5 Personality Theory (B5SPT)

The Big 5 personality (BSPT) consists of Openness, Contentiousness, Extraversion,
Agreeableness and Neuroticism (OCEAN). Openness consists of creativity, intellectualism, and
preference for novelty. Conscientiousness is reflected in discipline, responsibility, and orderliness.
Extraversion is characterized by sociability, energy, and talkativeness. Agreeableness involves warmth,
cooperativeness, and helpfulness. Neuroticism is characterized by anxiety, moodiness, and emotional
instability (John &Srivastava, 1999; McCrae & Costa, 1997).

In this study, the researcher is interested in testifying lecturers’personality using BSPT and
which component in BSPT will best fit the characteristic of a lecturer. Past research indicates
conscientious individuals are cautious in their online self-presentation. Neuroticism, agreeableness, and
extraversion were positively associated with the tendency to express one’s actual self. Neuroticism was
positively associated with the expression of ideal and hidden self-aspects. (Gwendolyn Seidman, 2012)
Gosling (2003) also mentioned that most people tend to judge a person’s personality thru Facebook user’s
profile. On another note, Feist and Feist, 2009 mentioned that there are no single definition is acceptable
to all personality theorists, and that it’s a pattern of relatively permanent traits and unique characteristics
that give both consistency and individuality to a person's behavior. Therefore, lecturers seem to be judged
by students all the time.

By using Facebook as a medium to interact, both lecturers and students wished to keep their
relationships professional, and therefore agreed that being a friend in Facebook is more appropriate once
students have graduated. Thus, professors no longer have control over course grades and cannot exhibit
any bias towards students. (Danielle Schwager, Jen Scott, &Corie Steinke) and indirectly contribute to
maintenances of professionalism. Mazer, Murphy, and Simonds (2007)found that in their research,
students were very concerned with faculty professionalism on Facebook and thought that faculty should
only disclose appropriate information which doesn’t tarnish their image as a faculty.

According to Lipka (2007) faculty can use Facebook to schedule meetings and start new kinds of
educational relationships with their students.When Facebook first appeared, the concern was keeping
students from posting too much information. Now, administration is seeing an increase in issues
regarding professors and staff posting too much information as well. Four years ago, 8% of adults had a
profile on a social network, but that number had boomed to 35% (Young, 2009). Students are reacting
negatively to professors who share certain kinds of information.

With this, the lecturers’ credibility is put to test. If lecturers were to disclose more information
and portray a different outlook in online personality as compare to offline personality especially during
lecture this will lead to uncertainty of the lecturers’ credibility. Students also believed that faculty must
look at what they post on Facebook, and how that may affect students’ perception of them(Mazer,
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Murphy, and Simonds (2007)). Although there may be potential for college faculty and staff to have
problems due to Facebook with posting or self-disclosure, Young (2009) finds it is critically important to
master the Facebook application then to ignore it, being reason that social media plays an important role
in education in the new era.

Therefore, the suitable personality for lecturers to be portrait in Facebook would be openness,
conscientiousness and agreeableness as compare to extraversion and neuroticism. Each characteristic as
mentioned above in the given personality is much suited for a lecturer to uphold their credibility.
Nevertheless, students expect their teachers to self-disclose both content-based and relationship-based
information to help themlearn (Frymier& Houser, 2000), researchers have found there is a curvilinear
relationship between the lecturers’ self-disclosure and the degree to which studentsadore them (Sorensen,
1989). This raises the question if student gets comfortable getting to know more about the lecturer or vice
versa.

2.3 Credibility

Credibility is a quality of trusted and believable (web dic.com). J.P. Mazer et al. cited
McCroskey and Teven (1999) on teachers’ credibility is the perceived by studentson the level of
competence, trustworthiness,and caring. He further added competence refers to the extent to which a
teacher is perceived toknow what he or she is talking about, trustworthiness is the degree to whichthe
teacher is perceived as honest and caring refers to the extent to which the teacher isperceived to have the
students’ best interests in mind.

Past research connects credibility with the attribute as mention above. Further it has been
tested using Teven and McCroskey’s (1997)measure of credibility. The instrument is composed of 18,
seven-step semantic-differentialscales, six each for the competence (intelligent/unintelligent,
inexpert/expert,competent/incompetent, uninformed/informed, bright/stupid, and untrained/trained);
trustworthiness  (untrustworthy/trustworthy,  phony/genuine,  dishonest/honest,  moral/immoral,
honorable/dishonorable, unethical/ethical); and caring (insensitive/sensitive,cares about me/does not care
about me, self-centered/not self-centered,concerned with me/not concerned with me, not
understanding/understanding, has myinterests at heart/does not have my interests at heart)
dimensions(J.P. Mazer et al.).

Therefore the researcher aims to see the correlation between BSPT and credibility and what are
the other attribute that makes the connection to credibility of a lecturer.

2.4 Communication Privacy Management (CPM)

Communication Privacy Management theory describes the ways people manage their privacy
boundaries and the disclosure of private information. The theory focuses on the processes that people
employ to determine when and how they choose to conceal or reveal private information. According to
Petronio 2002, privacy and openness are dialectic within various relationship models. She further explains
how relationships develop as public and private boundaries are negotiated and coordinated. She
demonstrates how individuals regulate revealing and concealing information through
communication.(Wikipedia)

For example, Rebecca A. & Angela M. quoted McBride and Wahl(2005) used CPM Theory as
an explanatory framework to clarify their findingsregarding teachers’ management of classroom
disclosures. They found that teachersrevealed private information about their familial relationships,
emotions, everydayactivities, and life experiences, but did not share personal disclosures (e.g., salary)or
information about negative relationships, sex, or any information they believedcould damage their
credibility.

Therefore it is said that lecturerscan manage their information on Facebook and not to publicise
their private information.

2.5 Theory of Performance (ToP)

The Theory of Performance (ToP) develops and relates six foundational concepts which is
context, level of knowledge, levels of skills, level of identity, personal factors, and fixed factors is used to
form a framework that can be used to explain performance as well as performance improvements. (Don
Elger, 2011)
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Generally ToP is used in all performance measurement, from the range of job performance to
students studying performance. As for this research, the researcher implies ToP in students’ performance
and every component in ToP will be measured in accordance to students as the subject. On another note,
Wang, Haertel and Walberg (1993) in Beran, Violato, Kline and Frideres, (2009) identified lecturer and
student social interaction asimportant in facilitatingstudents’learning.

Past research findings indicates student-teacher communication on Facebook was almost similar
to their communication in class; this is to support students’ both academically and emotionally and further
contribute to their well-being.

Therefore, the researcher would like to see how do lecturers’ credibility effects students’’
performance overall in the social media world.

2.6 Hypothesized relationship between BSPT, SNT, ToP and CPM

The entire framework is supported by SNT, which connect lecturer and students via social
media, Facebook. Past research proposed lecturers have openness, contentiousness and agreeableness via
the formation of lecturers’ personality using the BSPT. Researcher would like to further test on
extraversion and neuroticism and how it will justify the personality of a lecturer. Further CMP theory will
be used to manage BSPT and control the level of exposure and maintain privacy of lecturers’ personality.
The attributesin BSPT determines the credibility of the lecturer as in how competent, trustworthiness and
caring the lecturer is.

P1®™:  There’s positive relationship between lecturers’ credibility —(competence®,
trustworthiness’&caring® ) and lecturers’ personality.

Upon looking at the credibility of the lecturer, students are motivated to perform well in class.
The motivation of a student is categorised in three levels as in high, low and medium.

P2: The positive relationship between lecturers’ credibility and students’ performance is
moderates by motivation factor.

P3"™:  There’s positive relationship between lecturers’ credibility —(competence®,
trustworthiness’&caring® ) andstudents’ performance.

Therefore this contributesto the increase of students’ performance which is controlled by ToP
within six components.

Based on the proposed relationships above, figure 1 represents the working framework of this research.
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Social Network Theory (SNT)

Motivation

. nt’s performance in cl
Lecturers’ Personalityon Student’s performance in class

Facebook (LP) (SP)

Big 5 Personality Theory of Performance (ToP)

Context
Th B5SPT
eory ( ) Level of knowledge

Levels of skills

Openness . .
Conscientiousness Level of identity
Agreeableness Pgrsonal factors
Extraversion Fixed factors
Neuroticism

Figurel: Conceptual Model

3. Conclusion

The proposed framework is useful for a better understanding of the implication of lecturers’
personality (LP) on SNS especially Facebook that challenges the lecturers’ credibility and affects
students’ performance (SP). Discussion revealed in this paper address the existing knowledge gap in
terms of application of the theories for the three major concepts (LP, credibility and SP) in the media
communication literature from the social network sites (SNS) perspective. At this point in time, a
major limitation of this paper is attributed that the conceptual research model proposed (Figure 1) is yet
to be empirically tested. Since the proposed relationship in the research model has not been established
in past literatures, this conceptual framework would be beneficial for the enrichment of lecturer-student
relationship in an online communication and students’ performances literatures. Practically, the
outcomes of this research would facilitate online education engagement and enhance a better
understanding of education quality.
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Abstract

Insanhgin varolusundan giiniimiize, diinyada ataerkil diizen egemen olmustur. Hemen her yaratilis
mitinde, kadin erkekten sonra gelen bir varlik olarak betimlenmis, toplumsal diizen kutsal metinlerde
toplumsal cinsiyet kavrami iizerinden gergeklestirilmistir. Bu kavram iginde “giiglii” ve “baskin” gibi
ozellikler erkege betimlenirken, kadina genel bakisla, “iyi anne”, “becerikli bir ev kadmi” gibi roller
atfedilmigtir. Varolan bu mevcut diizenin, Tiirkiye’de de kadinlara benzer roller yiikledigi de agikca
goriilmektedir. 31 Mayis glinii Gezi Parki’ndaki agaglarin kesilmesini engellemek amaciyla parka kamp
kuran ve “direnigci” olarak adlandirilan bir gruba polisin “sert” miidahalesi sonucu tiim halka yayilan ve
Gezi Direnisi olarak tanimlanan protestolarda ise kadinlar 6n siralarda yer almistir. Protestolarin yogun
olarak siirdiigii bir aylik donemde azinlik toplumsal cinsiyet kimliklerine sahip bireyler de kendilerini
ifade etme olanagi bulmustur. Caligmada, Gezi Protestolarinin yogun sekilde devam ettigi siirecte,
Tirkiye’nin ¢esitli yerlerinde gerceklestirilen protestolarda hazirlanmis olan pankartlarda kullanilan dilin
cinsiyet¢i sOylemleri ne kadar barindirdigt Michel Foucault’'un Séylem Analizi yonteminden
yararlanilarak incelenmistir.

GIRIS

Biitiin yaratilig mitoslarinda, kadin ikinci plana atilan kisi konumundadir. “Tanr1” bile mitoslarin hepsinde
erkektir. Ciinkil insanin diinya {izerinde varolusu biitiin kutsal metinlerde toplumsal cinsiyet {izerinden
gergeklestirilmektedir: “fnsanlik tarihi, toplumsal cinsiyet pratiklerini giiclendirmeye, megrulastirmaya
ve normallestirmeye oldugu kadar direnis, degisim ve toplumsal cinsiyet konumlarini reddetmekle de
ilgilidir” (Essed’den aktaran Ozarslan, 2007: 762). Toplumsal cinsiyet, toplumsal iliskiler baglaminda
anlamlandirabilmektedir. Bu iligkiler grubu igindeki rol dagilimi, toplumsal is boliimii adina — ki bu
isbdliimii de ataerkil diizeni mesru hale getiren ve bir sekilde erkegin baskin ve egemen oldugu bir is
bolimiidiir - kadinin yapmakla sorumlu oldugu ve genelde ev islerini, cocuk bakimini i¢eren belli bash
gorevler vardir. Kadin, bu gorevlerin disina ¢ikmamalidir. Toplumsal diizeni bozmamalidir.

Varolan bu diizen Tiirkiye’de de kadinlar i¢in benzer toplumsal roller ¢izmektedir. Bu diizene bir de dini
ogelerin eklemlenmesi, iilkemizin bazi noktalarinda kadinlarin hi¢ s6z hakki olmadigi ve adeta bir nesne,
bir esya gibi goriildiigii gercegini de ortaya g¢ikarmaktadir. Tktidarm uygulamaya soktugu gesitli
diizenlemeler iilke iginde toplumsal oldugu kadar ekonomik olarak da g¢esitli hosnutsuzluklar yaratmigtir
ve en son Istanbul’daki Taksim Meydani’nda bulunan Gezi Parki’nin yikilarak Topeu Kislasi ismiyle
aligveris ve kiiltiir merkezi yapilmasina iligkin kararin sonucu olarak park i¢indeki agaglarin sokiilmeye
baglanmasi bir grup insanin parka giderek basit bir ¢evreci direnis baslatmasina neden olmustur. Ancak
31 Mayis 2013 tarihinde polisin bu direnisgilere “orantisiz gii¢” uygulayarak saldirmasi —¢adirlarinin
parcalanarak sokiillmesi, siddet uygulanmasi, pasif direnisgilere gaz bombalariyla saldirilmasi vb.- Emre
Kongar’in deyisiyle “polisin oraya sadece ¢evre ve yesil bilinci ile gelmis olan genclere siddetle
miidahalesi biitiin toplumu rahatsiz etmistir.” ( Kongar, 2013: 10). Giderek biiyiiyen ve Tiirkiye nin her
yerinde destek goren bu protestolar iginde kadinlar 6n siralarda yer almistir. Geleneksel toplumsal rollerin
disina ¢ikilarak bu protestolar sirasinda kadinindan erkegine, azinlik kimliklerinden yine azinlik cinsiyet
kimliklerine (gay, lezbiyen, transseksiiel, biseksiiel vb.) herkes ortak ama¢ ugruna bir araya gelmistir.
Peki, bu protestolar sirasinda hazirlanan pankartlar protestolar sirasinda degisen toplumsal cinsiyet
diizenini desteklemis midir?

Calismanin amaci, 31 Mayis 2013 giinii baglayan Gezi Protestolarinin yogun sekilde devam ettigi bir
aylik siire icinde, Tiirkiye’nin g¢esitli yerlerinde gergeklestirilen protestolar sirasinda hazirlanan
pankartlarda kullanilan dilin hangi gostergelerle kurgulandigi ve cinsiyet¢i sOylemleri ne kadar
barindirdigini  incelemektir. Calismada, Michel Foucault’'un Sdylem Analizi y6nteminden
yararlanilacaktir.

TURKIYE’DE TOPLUMSAL CIiNSIYET KAVRAMI VE KiMLIiKLERI

Cinsiyet kavrami genel olarak sosyologlar tarafindan; erkek ve kadin bedenlerini tanimlayan anatomik ve
fizyolojik farklar1 anlatmakta kullanilirken, toplumsal cinsiyet; erkekler ve kadinlar arasindaki psikolojik,
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toplumsal ve kiiltiirel farklarla ilgili bir kavram olarak da degerlendirilmektedir (Giddens’tan aktaran
Terkan, Serarslan, 2007: 781). Toplumsal cinsiyet (gender), “kadins1” ve “erkeksi” davranig kaliplarina
(kalip yargi) dayanan toplumsal bir yapiya gonderme yapmaktadir (Heywood’dan aktaran Terkan,
Serarslan, 2007: 781).

Cinsiyet ayn1 zamanda toplumsal kimligi olusturan temel bir 6gedir. Toplumsal cinsiyet olgusu
tanimlamasi bu donemin kimliklerinde “kadin” ve “erkek” olmanin iizerinde yogunlasirken, toplumsal
anlamda da “anne” ve “baba” olabilmek énem kazanmaktadir. “Oglan ya da kiz dogulur ama nasil erkek
va da kadin olunur? Geleneksel toplumlarda genellikle evlilik konumu ve ¢ocuk sahibi olma olgusuyla...
Erkek ve kadn, yalnizca dogustan gelen ozelliklerle degil, baba ya da anne olabilmeleri ya da olmalar:
olgusuyla da tanimlanmistir. Nasil “sinif bilinci ’nden soz ediliyorsa, dolleme deneyine, dahasi ‘cinsellik’
deneyine eslik eden éyle bir “cinsiyet bilinci” de vardir.” (Agacinski’den aktaran Ozbek, 2007: 659).

Toplumsalin kurgusu olarak ortaya ¢ikan toplumsal cinsiyet, iktidar iligkilerinden kopuk bi¢imde
diisiiniilememektedir. Toplumsal cinsiyette rollerin ve sorumluluklarin ne sekilde olacagini belirleyen
iktidar, toplumsal 6zneler iizerinden de ideolojilerin farkli cinsel kimlikler baglaminda iiretimini ve hatta
yeniden-iiretimini gerceklestirmektedir. Toplumsal cinsiyet, i¢inde yasanilan toplumsal yapimin sahip
oldugu/ait oldugu ideolojinin bir yansimasidir; bu baglamda da erkek egemen yapinin yeniden iiretildigi
ve mesru hale getirildigi kimlik mekanlaridir. Bu noktada, iktidar iligkileri temelinde erkek iktidar
olmayi, kadin ise itaat etmeyi 6grenmektedir. Bireyin toplumsal diizen i¢inde 6zne olarak var olabilmesi,
bu anlamda, iktidar iligkilerinin izin verdigi 6l¢iide toplum i¢inde kisinin “kendine” ait olan yeri bulmasi
ve -biyolojinin 6tesinde- kisiye atfedilen cinsel kimligini kabullenme siirecidir. (Hennessy: 2003).
Ataerkil diizenin isledigi bir topluma sahip olan Tiirkiye’de ise halk arasinda “kimlik”’ten soz edildigi
zaman, genel olarak, insanlarin iizerine giydirilmis bir “nesne”den soz edildigini sdylemek yanlis
olmayacaktir. (Mardin, der. Pultar, 2009: 61). Bu, her ne kadar konuyu dogru bir ele alis yontemi degilse
de, ozellikle azinlik cinsiyet kimliklerine sahip bireylerin toplum igerisinde maruz kaldig1 davranislar
gozlemlendiginde (gazetelerde karsimiza ¢ikan trans cinayetleri gibi) bu betimleme mevcut durumu
aciklayan bir olgu olmaktadir. Ciinkii toplum igerisinde bireyden beklenen, iizerine giydirilen bu
“gdmlegi” asla ¢ikarmamasi ve toplumun ondan bekledigi tutum ve davranislar sergilemesidir. Kadin
kadina verilen gorevlerini roliine uygun sekilde gergeklestirmeli, erkek ise yine roliine uygun davranarak
toplum diizeninin devamliligini ve istikrarini saglamalidir.

Peki, bu noktada, toplum iginde erkege gore bu kadar pasif olan kadinlar Gezi protestolarinda kendilerine
on saflarda nasil yer bulabilmislerdir? Kadinlar ve diger azinlik toplumsal cinsiyet kimliklerine sahip
bireyler yazili ya da sozsel sdylemlerde kiifiir malzemesi olmak disinda var olmaya baslamiglar midir?
Yoksa Gezi Protestolarinda seslerini az da olsa duyurabilen bu bireylerin toplum i¢inde var olduklarinin
kabul edilmesi sadece protestolar sirasinda gergeklesen bir “sanr1” midir?

TURKIYE’DE “BiR SEYLER” OLUYOR: GEZi PROTESTOLARI VE iKTIiDAR’A
GONDERILEN “DEGISMELISIN” MESAJI

Yukarida sorulan sorulara cevap aramadan once Gezi Protestolarina kisaca deginmek yerinde olacaktir.
Gezi Parki’ndaki agaclarin sokiilmesini protesto etmek amaciyla parkta kamp kuran bir grup direnisgiye
polis tarafindan orantisiz giic uygulanmasi televizyonda ve sosyal medyada duyulunca 31 Mayis 2013
Persembe giinii direnisgilere destek vermek amaciyla daha ¢ok kisi Gezi Parki’na gitmistir. Destek veren
kisilerden kirmizi elbise icindeki Istanbul Universitesi Mimarhik Fakiiltesi Sehir ve Bolge Planlama
Boliimii’nde arastirma gorevlisi olarak ¢alisan Ceyda Sungur’a polis tarafindan yakin mesafeden iistelik
pasif direnis i¢indeyken sikilan biber gazi ve saldir1 anmnin c¢ekilen fotografinin sosyal medyada
yayilmasi, yasananlardan habersiz olan kamuoyunu bilgilendirmeye yetmistir. O fotograf “Kirmizil
Kadin Imgesi”ni dogurarak yurticinde ve yurtdisinda gerek AKP Iktidari’na kars1 direnisin gerek polisin
orantisiz gii¢ kullanima kars1 protestolarin simgesi haline gelmistir.

Gezi Direnisi olarak adlandirilan bu protestolar1 Emre Kongar ise “Gezi Direnisi” adli kitabinda su
sekilde aktarmaktadir: “Hareket polis tarafindan gosterilen siddetli tepkilerden dolayr biiyiimeye ve
nitelik degistirmeye baslamigti. Bir-iki giin sonra yine bir sabaha karsi yapilan polis baskininda
cadirlarin atege verilmesi ve kullanilan siddet bu masum ¢evreci hareketi iyice alevlendirdi, baska bir
boyuta, once ulusal sonra da uluslararasi boyuta tasidi ve iktidarin buyurganhigina karst tepkiye
doniistiirdii...” (Kongar, 2013: 10).

Protestolarda kadin-erkek herkes birlikte, esit bigimde yer almistir. Kamp kurulan Gezi Parki’nda
LGBTT’nin de (Lezbiyen, Gey, Biseksiiel, Transseksiiel veya Travesti) bir alan1 olmustur. Toplum olarak
iktidardan yagam big¢imlerine karisilmamasinin istendigi bu protestolarda ayrim olmaksizin tiim bireyler
ve daha bir¢cok kimlik birlikte 6zgiir bir sekilde var olmak istedigini dile getirmistir. Protestolara
katilanlarin ¢ogunun gengler olmasina ragmen anneler ve babalar da bu protestolara destek vermistir.
Protestolar sirasinda alt1 gencin dldiiriilmesi ve bir¢ogunun yaralanmasi ise, iktidarin toplumun talebini
gormek istemediginin en bilyiik kanit1 olmustur.
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Peki, toplumun her kesiminin, her kimligin birlik i¢inde, ayni ama¢ ugruna yan yana bulunmasi,
Onyargilarin, daha dogrusu kimlik yargilarinin yok olmaya bagladigi anlamina m1 gelmektedir? Gezi Parki
eylemleri sirasinda kullanilan pankartlar, cinsiyetci sdylemler barindirmakta midir?

GEZi DIRENiISI’NDE KULLANILAN PANKARTLARDA YER ALAN TOPLUMSAL
CINSIYET SOYLEMLERINE iLiSKiN INCELEME ORNEGi

Calisma 31 Mayis 2013 tarihinde baslayan ve bir ay siiren Gezi Protestolar1 siiresince kullanilan
pankartlar arasindan toplumsal cinsiyet temasini igeren alt1 pankartin incelenmesi ile sinirlandirtlmistir.
Incelemede Foucault'un sdylem analizi yonteminden yararlanilacaktir. Yontemin temelini olusturan
s0ylem kavrami Foucault’ya gore, diinya ile bireylerin arasindaki iligskiyi saglamaktadir. S6ylem, iktidarin
arac1 ve/veya ulagmak istedigi sonug olabilecegi gibi ayn1 zamanda karsit bir strateji i¢inde var olabilecek
bir engel ya da ¢ikis olusturabilecek karmasik ve istikrarsiz bir biitiindiir. Soylem harekete gecirerek
iretir. Foucault, yapiyi, seylerin sozel tasvirleri olarak betimlemektedir. Seyler diinyasi, ancak soze
doniistiiriildiigli zaman sdyleme katilmaktadir. Foucault, insan bilincinin dil aracilifiyla nesnelerle
bulustugunu belirtmektedir. (Ozdemir, 2001:111). Séylemin teorik bir olusum oldugu kadar toplumsal bir
pratik de oldugunu vurgulamakta ve sdylemin bilgiyi oldugu kadar giic ve iktidar1 da igerdigini
belirtmektedir. (Urhan’dan aktaran: Doruk, 2013: 110). Foucault sdylemin giiciine iliskin kendisine
sorulan soruya, asil ilgilendigi sorunsalin “bati1 toplumlarinda farkli giic mekanizmalarina ve kurumlarina
bagl bir sekilde sdylemlerin nasil {iretildigi” oldugunu belirtmistir (Jager, der. Wodak ve Meyer, 2001:
36). Foucault séylem analizinde “metni” en genis anlamiyla, sosyal ve psikolojik gergeklikleri inga eden
ve anlam (sOylem) aglarini kapsayan temel unsur olarak diisiinmektedir (Willig, 2008: 13). O, sdylemi
yeniden yorumlamakta ve s6ylemin yorum boyutunu 6n plana ¢ikarmaktadir. (Giinay, 2013: 122).
Bu diisiinceden yola ¢ikarak, Foucault’cu sdylem analizinin anlamin oldugu her yerde, herhangi bir
sembolik sistem {izerinde yapilabilecegini sdylemek yanlis olmayacaktir (Willig, 2008:2). Bu nedenle
Gezi Direnisi siiresince kullanilan pankartlarda yer alan sdylemleri incelemek i¢in Foucault’un alti
basamakli sdylem ¢oziimlemesinden - 1.Basamak: Soylemsel insalar / 2. Basamak: Soylemler / 3.
Basamak: Eylem Yonelimi / 4. Basamak: Konum Alslar / 5. Basamak: Uygulama / 6. Basamak:
Oznellik- ( Willig, 2008: 4-7) yararlanilacaktir.
1.Pankart
Pankartin sdylemsel insasina bakildiginda, pankarttaki dilsel iletinin (“Sis Atma
O.C.”), polislerin protestolara miidahale sekline yonelik bir talep igerdigi
goriilmektedir. Emir kipi kullanilarak polise seslenilen bu iletide polis yerine
kullanilan “O.C.” sifatt bir kiifiir olarak kullanilmaktadir. Bu sifat Tiirkiye’de
genelde karsidaki kisiye hakaret etmek (kiifretmek) amaciyla kullanilan bir
s0ylemdir. Ve bu noktada pankarttaki yazida polis aslinda kiifiir edilmesi gereken
: Wi “bir bagka seye” doniistliriilmiistiir. Pankarttaki yazinin nefret séylemi icerdigini
bellrtmek yanhs o]mayacaktlr Ayrica genelde kadinlarin yaptigi bir meslek olarak kabul edilen “seks
is¢iligine” dair bir sdylem i¢ermesinden dolay1 cinsiyet¢i bir sdyleme de sahiptir.
Pankarttaki yazinin eylem yoénelimine bakildiginda, biber gazi (pankartta belirtilen sis olgusu) atarak
protestoculart magdur duruma diisiiren polise, bu hareketi sonlandirmasi gerektigi sdylenmekte, bu
sekilde de var olan duruma bir karsi ¢ikis sergilenmektedir. Ancak pankart “haksizin hakkini” savunmak
amaciyla kullanilan bir pankart olmasina ragmen yine de cinsiyet¢i bir sdyleme sahiptir.
Yazinin konum alslar basamagindaki sdylemsel insasi i¢inde aslinda ii¢ 6zne bulunmaktadir: Polis,
“seks iscileri” ve onlarin ¢ocuklari. Bu ii¢ 6znenin konumlandirilmasi ise ayni sonuca ulagmaktadir:
Asagilama! Yazi, polisleri, sanki yasak ve kesinlikle insanlik dig1 bir meslek yapan kadinlarin kendi istek
ve tercihlerinin disinda tamamen bagka etmenler sonucunda diinyaya gelen ¢ocuklarina benzeterek hem
bu cocuklar1 ve kadinlar1 agagilamakta, hem de polislere bu sekilde bir benzetme yaparak polisleri
asagilamaktadir. Yazinin uygulama boyutu ise s6z konusu sdylemi mesrulastirma amaci tagimaktadir.
Magdur taraf olan halkin kendisine kisitlama getiren iktidardan taleplerini dile getirdigi bu protestolar
sirasinda kullanilan bu pankart, polisin orantisiz gii¢ kullanimini elestirmektedir. Ancak her ne kadar
elestiri ve hak arama amaciyla olusturulan bir pankart olsa da cinsiyet¢i sdylem kullanimi ile yine farkli
bir boyutta ayrimciliga gitmektedir. Pankart sahip oldugu sdylemle o6znelligi insa edilen sosyal bir
gergeklige isaret etmektedir. Bu pankarti yazan ve tasiyan kisi kendi hak ve ozgiirliikleri i¢in orada
bulunmasina ragmen, mevcut sdylemle bagka bireylerin -yaptig1 is nedeniyle- hakkini gasp etmekte ve
hem hedef kitlesi olan polislere hem de s6z konusu kiifriin 6znesi olan kadinlara ve ¢ocuklarina hakaret
etmektedir.
2. Pankart

Aslinda birinci pankartla yakindan iligkili olan bu pankartin (“Biz Orospular
Tayyip’in Cocugumuz Olmadigina Eminiz. Direnen Seks Iscileri”) séylemsel
ingsasinda dogrudan bagbakan hedef alinmakla birlikte, hakaret amaciyla kullanilan
“0.C.” sdylemine burada da rastlanilmaktadir. Burada basbakan hakaretin 6znesi
olan ¢ocuklara benzetilmekte ve soylem icinde hatta daha da ileri gidilerek, o
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¢ocuklardan daha asagida bir konumlandirmaya yerlestirilmektedir. Yazinin eylem yoénelimi bagbakan
etrafinda sekillenmekte ve s6z konusu hakarete karsilik verme amaci tasisa da, aslinda hakaret ekseninde
uygun goriilen konumlandirmayi, cinsiyet¢i sdylemi, yineleyerek ‘“kabullenmektedir”. Soylem igindeki
0zne konumlandirmasi (dordiincii basamak- konum alis) yine “seks iscileri” olarak konumlandirilan
kadinlar, onlarin g¢ocuklart ve “bu ¢ocuklardan biri bile olmayan Bagbakan” etrafinda
gerceklestirilmektedir. Birinci pankartta oldugu gibi, 6znelerin asagilanmasi séz konusudur. Ufak bir
mizah &gesinin barindirildiginin ifade edilebilecegi pankarta, uygulama basamagindan bakildiginda,
hem mevcut iktidara ve bagbakana, hem de cinsiyet¢i bir sdylemle hakaret amaciyla kullanilan “O.C.”
kullanimina bir kars1 gelis vardir. Ancak bu kars1 gelis, sdylemin 6znelligi icerisinde ve yine temelde
cinsiyetci eksende asagilama olgular1 barindirmaktadir.

3. Pankart 4. Pankart

E

(“Direnisken Iki Sanive Dizinin!
Tayvip's 0.C. d2diginizde alanda
szlerle omz onmuza direnan
orospulan dUgGnGn, sizce nasil bir his?
Kifirle dagil, inatla dirzn!™)

("Gezi'de Cinsvergi, Homof bE,
Kqfurla Slogoniar Istemivoruz.

Ucgiincii ve dordiincii pankartin
birlikte incelenmesinin sebebi, benzer sdylemlere sahip olmasidir.
Pankartlarin séylemsel ingasi protestolar  siiresince  kullanilan
cinsiyet¢i sdylemlere “karsit ¢ikma” temellidir. Bireylerin cinsel tercihleri iizerinden bu bireylerin
kimliklerini asagilama amacli kullanmanin Gezi Direnisi’nin ruhuna uygun olmadigmin belirtildigi bu
pankartlardaki sdylemin sosyal, daha dogrusu toplumsal igerikli oldugunu belirtmek miimkiindiir.
Pankartlarin eylem yénelimine bakildiginda, soylemin nesnesi olan “Otekilestirmeme” kavrami, metinler
¢evresinde sadece cinsiyet temelinde degil, kiifiir ya da siddete karsi olma olgulariyla birlikte ingsa
edilmektedir. Incelenen ilk iki pankartin aksine, farkliliklarin hosgérii iginde bir arada olmasi gerektigine
vurgu yapan bu iki pankarttaki dilsel iletilerin i¢inde s6z konusu olan 6zneler, konum alis basamaginda,
yine cinsiyet¢i sdylemlere en ¢ok maruz kalan kisilerdir (seks iscileri ve azinlik toplumsal cinsiyet
kimliklerine sahip bireyler). Ancak ilk iki pankartin tersine, bu pankartlarda uygulama, cinsiyetci
sOylemlere karsi gelis bu sdylemleri kabullenerek degil, tamamen ortadan kalkmasi gerektigi iizerinden
ilerlemektedir. Bu sekilde de pankartlardaki sdylemler, protestolar sirasinda kullanilan cinsiyetgi
sOylemlere dayal1 pratiklerin davranigin mesru bigimleri haline gelmesini engellemek amacina sahiptir.
Pankartlarin icerdigi soylemlerin 6znelligiyle bu soylemlerin insasini gergeklestiren bireylerin 6znel
yasantilar1 arasinda oldukca giiclii bir bag bulunmaktadir. Toplum iginde zaten azinlik konumunda
kimliklerini siirdiirmeye c¢alisan bu bireyler, halkin kendi haklar1 ve oOzgiirlikkleri i¢in iktidara karsi
stirdiirdiigii bu direnis sirasinda bile “Oteki” olmak istememekte ve pankartlardaki sdylemlerini de buna
gore olusturmaktadirlar.

5. Pankart 6. Pankart

T f‘

("' Yasak Ne Ayoi!”) ("' Cinsei Devrim Oimadan Devrim Omaz!"}

Benzer soylemlere sahip olan bu iki pankart iktidara kars1

gergeklestirilen Gezi Direnisi stiresince azinlk
toplumsal cinsiyet i ! kimliklerinin de unutulmamasi
gerektigini hatirlatan o sOylemleri igermektedir. Gezi

Direnisi’ni igeren bir aylik zaman diliminde yapilan LGBTT Onur Yiiriiyilisii'nde de (30 Haziran 2013)
kullanilmis bir pankart olan besinci pankartin ve incelenen altinci pankartin sdylemsel insasi yine
iktidarin 6zglirligli engelleyici kisitlamalarina yoneliktir. Yasaklarin kalkmasi gerektigi ve mevcut
diizenin degismesinin ana kosulunun —hatta oncelikli olarak- cinsel bir devrimle gerceklesebileceginin
belirtilmesi, bu pankartlarin séylemlerinin yine sosyal temelde olusturuldugunu ve oOzgiirliik¢ii bir
sOyleme sahip olduklarin1 gostermektedir. Pankartlarin eylem yonelimleri mevcut diizeni degistirme
amacim1 tagimaktadir. Ama her seyden Once bu degisim cinsel kimliklere bakisin degismesiyle
gerceklesecektir. Soylemlerin nesnesi olan devrim, yasaklarin ortadan kalkmasiyla, toplumsal degisimin
saglanmasiyla ger¢eklesebilecektir. Pankartlardaki sdylemlerde kurulan insalarin 6ne siirdiikleri 6zneler —
konum alis basamagi- yine toplumun genelinden daha farkli cinsel kimliklere sahip olan bireylerdir.
Toplum i¢inde kendilerine konum kazanmaya calisilan bu 6zneler, ancak toplumsal bir degisimin i¢inde
kendilerine yer bulabileceklerdir. Bu nedenle de séylemlerin uygulamasi séz konusu devrim ile kendini
bulacaktir. Pankartlarda yer alan sdylemin nesnesi olan devrim, sdylemlerin 6znesi olan “6tekilestirilmis”
bireylerin kurtulusu olacak, toplum i¢inde kabullenilmelerini saglayacaktir. Son olarak incelenen bu iki
pankartin 6znelligi yine bu sdylemleri olusturan bireylerin (azinlik toplumsal cinsiyet kimliklerine sahip
bireylerin ve destekgilerinin) diinyaya bakis yollar1 ile sekillenmistir. Kendilerinin var olmalarini
saglamak i¢in diinya {izerinde, daha dogrusu Tiirkiye i¢inde belli bir durus sergileyen bu bireyler
belirledikleri s6ylemsel pratikler izerinden Direnise destek vermektedirler.
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SONUC

Foucault’da cinsellik bedenin fizyolojisiyle ilgili bir sdylem olarak degil, iktidarin bir uzantis1 olarak
goriilmektedir. Ona gore cinsellik “yeniden onun disina atilacak olan bireyin bir unsurunun oznellesme
formu altinda insanlarin kimlikleriyle baglanmaya zorlandiklart bu bagin kurucusudur.” (Revel’den
aktaran: Doruk 2013: 111). Bu dogrultuda olusturulan kimliklerin, donemin egemen giicleri tarafindan,
sOylemler aracilifiyla var edildigini belirtmek yanlis olmayacaktir. Ama bu durum, devinime sahip,
siirekli degisen bir olgudur, ¢iinkii sdylemler arasindaki gii¢ iliskisi devam etmektedir (Siit¢lioglu, der:
Pultar, 2009: 275). Gezi Direnis’i sirasinda iktidarin halk {izerinde gergeklestirdigi ve halki rahatsiz eden
biitiin diizenlemelere kars1 gergeklestirilen protestolarda kendilerine yer bulmaya calisan kadinlar ve
cinsiyet kimlikleri nedeniyle “Otekilestirilmis” bireyler, var olduklarini ve sebep ne olursa olsun
kullanilan protesto dilinin igerisinde hakaret ya da kiifiir sdylemlerinin kendi kimlikleri iizerinden
yapilmasini istemediklerini belirtmiglerdir. “Olaylarda iiretilen sloganlar ve gérseller toplumsal, kiiltiirel
nitelik kazanarak, hafizalara kazinmis ve simgesel islev tistlenmistir. ... Simgeler dogasi geregi toplumsal
bir uzlagmanin sonucu ortaya c¢ikar, ilk anlamlarindan siyrilarak ikincil ve daha derin anlamlar
yiiklenirler ve sonrasinda kiiltiivel bir nitelik kazanr” (Kiigiikerdogan, 2013: 33). Iste tam da bu nedenle,
iktidarin kendi uzantis1 olarak mesrulastirdig1 erkek egemen toplum diizeninin giiciiniin Gezi Direnisi ile
biraz da olsa kirilmaya basladigi, kadinlarin ve diger bireylerin neredeyse esit bir bicimde aktif katilim
sergiledigi protestolarda kullanilan séylemlerin ise -simgesel islev iistlenerek ve ikincil anlamlarda- hala
kadin ve azinlik toplumsal cinsiyet kimlikleri {izerinden olusturuldugunu belirtmek yerinde olacaktir.

Son olarak Tiirkiye’nin farkli etnik ve cinsel kimlikleri ¢atisi altinda barindirmasi sonucu ortaya ¢ikan
¢okseslilik Gezi Direnisi sirasinda bir araya gelebilmistir. Ancak bu biitiinliigiin etnik kimliklerde oldugu
kadar cinsel kimliklerin kabuliinde saglandigini sdyleyebilmek miimkiin degildir. Protestolarda cinsiyet¢i
sOylemler kullanilmaya devam edilmistir. Toplumsal diizen igerisinde kendi haklarin1 arama pesinde olan
kadinlar ve azinlik cinsiyet kimliklerine sahip bireyler direnis siiresince bir yandan da kendileri iizerinden
kurulan bu séylemlere kars1 ¢ikmak zorunda kalmiglardir.
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Abstract

The world economy has been globalizing since at least twenty years ago therefore global market and
advertising have been enormous growth. Many marketing/advertising managers and academicians have
hot debate which every market is unigue so global advertising contents especially local cultural
differences have been considered carefully. Levitt called for this idea is global marketing strategies in
1983.

Some researchers favor localized view in which local managers employ advertising appeal, expression,
selecting ad agencies which reflect cultural valuesare persuasiveness than ignorance them while the others
view that standardization of international advertising is executed all over the world.

This paper examines how places cross-cultural advertising by investigating the differences in advertising
expressionsin print advertisements from the United States, United Kingdom and Turkey. The research
method of content analysis was utilized to analyze chosen countries’sdifferent cultural values orientation
in magazine advertisements. Pollay and the other scholars’scultural values framework have been used for
six categories are clustered domestic, imported, joint venture and not clearand also how advertising
appeals and expression are differences in terms of using Hofstede’s individualism and collectivism
dimension.

Key Words: Advertising, Cross Cultural Differences, Magazine Advertisement

1. INTRODUCTION

In recent years global marketing concept becomes important for company which operates common
marketing plan in all of the countries. Levitt (1983) pointed out this phenomenon which people -no matter
where they live- desire same products and lifestyles. Ritzer (2004) and some authors have claim that
globalism results local cultural values lose meaningstherefore local marketing advocaters (e.g. Harris
1994; Mueller, 1991) draw attention which localized marketing and advertising are most effective than
global marketing. Gregory and Munch (1997) pointed outthe existence of cultural diversity in
marketplace which depend on similarities and/or differences and different culture’s features which affect
both the development and acceptance of advertising messages. People have different needs, tradition,
values, beliefs, languages, goals, needs, uses of products and way of living.

Cultural values reflected in advertising content have also been widely placed, and conveying them
through advertising messagesshape consumers’ motivations, lifestyles and product choices (Fam, 2007:2).
If any advertising expression doesn’t take into consideration differences it will be doomed to fail (Zhou
and Belk, 2004: 65).

The cultural values reflected in advertising by differently or implementing new values. Pollay (1986)
states this famous metaphor is distorted mirror. “The mirror is distorted... because advertising reflects
only certain attitudes, behaviors and values. It models and reinforces only certain life-styles and
philosophies, those that serve seller’s interests. It displays those values that are most readily linked to the
available products that are easily dramatized in advertisements. Advertising is, therefore, a selective
reinforcement of only some behavior and values” (Pollay and Gallagher 1990: 360).Gregory and Munch
(1997) statethat past studies indicate that message content is depictedof cultural values are more
persuasive than inconsistent values emphasizing in advertising (e.g. Han and Shavitt, 1994) and using one
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of very important dimension of culture in advertising message is individualism and collectivismwhich
developed by Hofstede. Mooij and Hofstede (2010) stated,
In individualistic cultures, people are I-conscious and self-actualisation is important.
Individualisticcultures are universalistic, assuming their values are valid for the whole
world. They also are low-context communication cultures with explicit verbal
communication. In collectivistic cultures, people are ‘we'-conscious. Their identity is based
on the social system to which they belong, and avoiding loss of face is
important.Collectivistic cultures are high-context communication cultures, with an indirect
style of communication.
Individualism and collectivism may be parallel with how idiocentrics (i.e. emphasize personal
goals over ingroup goals) and allocentrics (i.e., emphasize in-group goals over personal goals)
respond to persuasion measures. Allocentrics generally respond more favorably to advertising
messages that present cultural norms and roles that are consistent with a collectivist (family)
orientation than idiocentrics (Gregory and Munch, 1997).

2.METHOD

In cross cultural advertising researchesshowed differences in cultural values which include advertising
appeal and expression. Scholars investigate comparative study for manifesting cultural differenceswhich
haveespecially used west and east television or printed advertisements.

The primary purpose of this study is to examine the similarities and differences of using cultural values in
contemporary American, British and Turkey magazine advertisements. This study also attempts to
examine whether cultural values orientation, individualism/collectivism dimension of advertising appeal
and advertising expression in American, British and Turkey magazine advertisements.Based on the past
research, three research questions are examined for the comparison of American, British and Turkish
magazine advertisements:

RQ1: Are there a relationship between individualism/collectivism advertising appealand advertising
expression in contemporary American, British and Turkish magazine advertisements?

RQ2: What are the similarities and differences of using cultural values in contemporary American, British
and Turkish magazine advertisements?

RQ3: What are the similarities and differences of manifestation of product category’s cultural dimensions
in contemporary American, British and Turkish magazine advertisements?

In this study culturalsimilarities and differences have beenused in different advertising practice which is
examined content analysis approach. Chen-Hsing Hsu’s (2002) coding scale which synthesized both east
and west cultural values (American and Taiwanese) therefore it was used (Turkey is also considered east
cultural values and individualistic orientation). Synthesizing from the studies 36 cultural values were
obtained and codified ‘not at all’, ‘somewhat’, and ‘very much’. Product origin was classified as
‘domestic’, ‘joint venture’, ‘imported’, and ‘not clear’.

At the beginnig of study; five product categories (home design, clothing (accessory), cosmetics, travel
services, financial services, mobile were determined in four magazine categories (business, history,
women and general interest) then business magazine (Fortune US, UK and TR)and history magazine
(US,UK and TR)were inadequate sampleadvertisementsin determined product categories in each counrty’
magazine. International magazines, Cosmopolitan (women) and Elle Decoration (general interest), were
selected because of popular in US, UK and Turkeyissue from American, British and Turkish magazines
on December 2013 were considered. Content analysis was used to analyse cultural values, advertising
appealand advertisingexpression. All chosen advertisements were evaluated once and codified two
bilingual coders and data analysed SPSS 15.0.

Cultural wvalues, individualism/collectivism dimension of advertising appealand advertisement
expressionwere analysed appropriate statistical tool. Descriptive statistics wereused to examine the
distributions of cultural values manifested in American, British and Turkish magazine advertisements.
Research question one, correlation analysis was choosen to manifestation of correlation each other of
individualism/collectivism advertising appeal and advertising expression in chosen magazines. Research
question two, factor analysis was used for 36 cultural values which classify into several factors were
compared of three countries’s cultural values depiction in magazine advertisements. Research question
three, the independent t-test was used examine whether the manifestation of each cultural value was
significantly different in each product category in American, British and Turkish magazine
advertisements.
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3.RESULTS

In this study, the sample were 68 Turkish, 43 Britain and 44 American magazine (Elle and
Cosmopolitan)advertisements on December 2013. Turkish product categories advertisements; home
design (% 28), clothes (%29,4), cosmetics (22,1), travel services (%4,4) and bank service (%1,5), mobile
(%1,5). UK product categories advertisements;home design (%25,6), clothes (%9,3), cosmetics (%60,5),
mobile (4,7) and travel services and bank service advertisements haven’t placed in magazine. On the
other hand in American product categories advertisements; home design (%27,3), clothes (%?25),
cosmetics (47,7), mobile (%13,6) advertisements depicted while bank service and travel services haven’t
placed in magazine advertisements. The sample of product origins of American magazine advertisements
were ‘not clear’ (%7,48) and ‘domestic’ (7,04) product origins were used frequently than ‘joint venture’
and ‘imported’. In British magazine advertisements of product origins consist of ‘not clear’ (%8,6),
‘domestic’ (%3,87) and ‘imported’ (%3,87). The sample of Turkish magazine advertisements of product
origins were manifested ‘domestic’ (%19,04) and ‘imported’ (%17). The bilingual coders reliabilities
were evaluated through the index of Cohen’s Cappa. Each cultural value was analysed and achieved high
scores:0,90-1 (As regard Cohen’s Kappa Index, 0,90-1 value was known high relialibity score).

To answer research question one, correlation analysis was used to investigate relationship between
individualism/collectivism advertising appeal and advertising expression in American, British and
Turkish magazine advertisements.

In Turkish magazine advertisements, emphasis on conformity to parents or harmony with others
correlates with featuring people in harmony with one another or being together withfamilies culture
characteristic (.500,p<.01), concerns about others or support of society associate with showing people
working or playing together (.702, p<.01) and featuring people in harmony with one another or being
together with families(.893,p<.01). Emphasis on the product benefits to the whole family or social group
correlates withfeaturing a conversation among people(.459,p<.01) and showing people working or
playing together (.301, p< .05).Emphasis on self-fulfillment, self-development, or self-realization relates
with showing people working or playing together (.-285, p<.05), demonstrating product benefits to an
individual consumer (oneself)(.513p<.01) and featuring a person enjoying being unique or doing
something by oneself (.340p<.01). Collectivist/individualist advertisement appeal and
collectivist/individualist expression have positive correlation with each other while individualistic and
collectivist culture values were negative correlation with each other in chosen magazines advertisements.

In British magazine advertisements; appeals about family integrity or belonging to a social group
correlates with showing people working or playing together (.1000,p<.01). Featuring people in harmony
with one another or being together with families associates with emphasis on self-fulfillment, self-
development, or selfrealization (.-366, p<.05).Emphasis on self-fulfillment, self-development, or self-
realization has negative correlation with showing people working or playing together (.-366, p<.05).
Featuring a conversation among people was associated with appeals about family integrity or belonging
to a social group (.699,p<.01).Individualistic and collectivist advertisement expression and appeal usually
were manifested mutual both positive and negative correlation in British magazine advertisements.

In American magazine advertisements; emphasize on uniqueness or originality correlates with featuring a
person enjoying being unique or doing something by oneself (.415, p<.05). Emphasis on uniqueness or
originality associates with featuring a product being very unique (.776, p<.01). Emphasis on self-
fulfillment, self-development, or self-realization correlates with featuring a person enjoying being unique
or doing something by oneself (.337, p<.05).

In general trend, individualistic advertisement expression was positive correlated with individualistic
appeal and collectivist advertisement expression was positive correlated with collectivist advertisement
apppeal conversely individualistic advertising appeal and expression were negative associated with
collectivist advertising appeal and expression.

Research question two, factor analysis was used to identify the characteristics of themanifestation of
cultural values in American, British and Turkish magazine advertisements. In Turkish magazine
advertisements, total culture value variance was %73,398 explained by 8 factors:

Factor 1 was loadedquality, technology and safety cultural values which labeled ‘technology, quality and
safety factor’ because, technology evokes confidence and quality in Turkish chosen magazine
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advertisement.Factor 2 including youth, modernity and health cultural values which labeled ‘physical
attractiveness  factor’ because youth and health are perceived modernity.Factor 3was
loadedinterdependence and loyalty was named ‘conformity factor’ because conformity is significant
collectivist value in society.Factor 4 was loaded family integrity and filial piety values was labeled
‘family relationship factor’ because this collectivist factor is important in Turkish society.Factor
Sconsisting of enjoyment, leisure, independence and wealth cultural values which labeled ‘independence
factor’ because appeal of comfort, relaxation, independencewhich provide to user will make well
off. Factor 6 including tradition and effectiveness was labeled ‘tradition effectiveness factor’ because
maintaning tradion iseffectiveness in collectivist society context.Factor 7 loadedadventure, competition
and economy cultural values which named ‘economic competition factor’ because all products attemp to
reflect their uniqueness.Factor 8 including wisdom and convenience cultural values which labeled
‘wisdom and convenience factor’ because convenience is important factor for user. When they choose
convenient product, feel themselves wisely.

In British magazine advertisements; total culture value variance: % 72,763 was explained by 5
factors: Factor 1 loaded loyalty, interdependent, harmony with others and tradition cultural values which
named ‘interpersonal communication factor’ because these values emphasize propriety.Factor 2
including uniquesness, beauty, modernity and technology which labeled ‘modernity factor’ because
modernity is equal beauty and technologic develoment.Factor 3 consisting of economic, wisdom, leisure,
youth, independance, wealth and convenience labeled ‘independance factor’ because, confort and
relaxion or economic independance are important for user decision.Factor 4 loadedtechnology,
popularity, safety and quality which named ‘popularity and quality factor’ because, well known product
and branda re perceived high quality. Factor 5 loaded enjoyment, health and sex cultural values which
labeled ‘enjoyment factor’ because sexy models encourage women to be healthy and take care of
themselves in advertisements.

In American magazine advertisements; total culture value variance: % 72,724 was explained by 7
factors:Factor 1 loaded modernity, beauty, technology, uniquesness and popularity which named
‘modernity factor’ because these values include modern times.Factor 2 consisting of safety, youth,
quality, wealth, health and wisdom which labeled ‘youth and wisdom factor’ because, youth and health
are features of a role model and quality, safety and wealth cultural values will make of user well
off. Factor 3 including family integrity, filial piety and tradition labeled ‘familial integrity factor’ because,
manifesting of familial appeal are needed in individualistic society for going on familial integrity.Factor
4 consisting of leisure, social status and independance named ‘social status and independance factor’
because, a person has depicted higher social status when a product is used and to be relaxed. Factor 5
loaded convenience and economic cultural values which labeled ‘convenience and economic factor’
because, daily spending should be thought carefully.Factor 6 including propriety and loyalty named
‘propriety and loyalty factor’ because, accepted standards of social behavior and loyalty were manifested
in advertisement. Factor 7loaded enjoyment and sex labeled ‘enjoyment and sex factor’ because, beauty
models are manifested a role model and encourage women to pursue self expression and self freedom.

Research question 3, independent t-test was used for comparing cultural values differences in product
category in chosen magazine advertisements. In Turkish magazine home design advertisement cultural
values of beauty (t=4,3 p<.01), modernity (t= 5,2 p<.01), technology (t=4,09 p<.01) were frequently used.
Cosmetics advertisements; beauty (t=3,7 p<.01), modernity (t=5,8 p<.01), youth (t=6,3p<.01),
health(t=7,04p<.01) were mostly manifested cultural values.Travel services advertisement; nature
(t=.6,4p<.01), leisure (t=3,2p<.01)cultural values are depicted. Mobile advertisement, convenience was
most depicted cultural value (t=36,1 p<.01).In British magazine advertisements;home design
advertisement, beauty (t= 6,1p<.01), enjoyment (t=5,5p<.01), modernity (t= 3,8 p<.01) and quality (t=
3,7p<.01) were frequently depicted cultural values. In cosmetics advertisements were manifested cultural
values of beauty (t=5,6p<.01), enjoyment (t=3,2 p<.01) and modernity (t=6,1 p<.01).In mobile
advertisements; popularity (t=6,2 p<.01) and technology (t=6,5p<.01)cultural values were used. In
American magazine asvertisements, home design advertisements were manifested beauty (t=4,8 p<.01),
modernity (t=3,9p<.01), quality(t=3,7p<.01), wisdom (t=3,0p<.01). Cosmetics advertisements; beauty
(t=6,0p<.01), health (t=2,7p<.01), modernity (t=3,6p<.01) and youth (t=3,6p<.01) were frequently
depicted cultural values.

4. CONCLUSION

In a modernworld, marketers/advertisers utilize standardised or localied cultural valuesin advertising
practice. Cross cultural differences in advertising expression and appeals are considered frequently
because understanding of differences among different cultures have made valuable contributions for
evaluating informational and emotional contents.
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In this study cross cultural similarities and differences of advertising expression and appealsare examined
in Turkish, British and American magazine advertisements. In chosen magazines are manifested similar
and difference cultural values. In Turkish magazine advertisements are portrayed ‘conformity’ and
‘familial’ values which are known collectivist society features. Morover individual cultural values are
also manifested as ‘self fullfillment’, ‘a person enjoying being unique’, ‘benefits to an individual
consumer’. Although Turkish society is known collectivist society structure, findings indicate both
collectivist and individualistic cultural orientation. Pollay’s distorted mirror metaphor supports this study
because, he asserts that advertising reflects certain values and displays selective of some social bahavior
and common values which dramatized in advertisements.

In British magazine advertisements haven’t included only individualistic advertising expression and
appeal, collectivist cultural forms are used for example, IKEA advertisement (ad emphasizes family
integrity in which members of family sit around the table).In American magazine advertisements,
individualistic cultural values are more emphasized than collectivist ones.

According to correlation analysis, individualistic and collectivist aspects of advertising expression and
appeals haveindicated that American, British and Turkish magazine advertisementsin which
individualistic and collectivist advertising expression and appeals are positive relationship between each
other hovewer advertising expression and appeals sometimes negative correlation vice versa. Each
country’ s cultural values are loaded certain factor and labeled.

The results obtained from independent t-test analysis of cultural values are manifested in product
categories reveal that there have been interesting differences between Turkish, British and American print
advertising.For example, in each of three magazines of home design and cosmetics advertisements are
depicted ‘beauty’ and ‘modernity’ in the meantimethe mobile advertisements in Turkish magazines,
‘convenience’ cultural value emphasized while British mobile advertisements portrayed ‘popularity’ and
‘technology’ cultural values.

This study is conducted two Turkish, two British and two American magazine advertisements therefore it
is not generalised. The findings may be helpful for marketers/advertisers for improving advertising
campaign in which using standardized or localised cultural values of advertising expression or apppeal.
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Abstract

Several researchers have done considerable amount of study and their findings suggest both the beneficial
as well as the detrimental impacts of social networking sites on its users. This paper examines the impact
of social networking sites on academic performance of international students in Auckland, New Zealand.
The paper uses quantitative techniques to collect data from 181 international students studying in private
institutions in Auckland, New Zealand.

The results show that the frequent uses of social networking sites have no impact on the academic
performance of international students in Auckland and there are no differences based on gender or
nationality.

The results from this study will be used to provide some recommendations to the heads of the private
institutes and further lay foundation for developing research-grounded policy proposals to address
emerging issues related to the use of social networking sites in education.

1. Introduction

Ishfaq and Tehmina (2011) state that the changes in technology have been gigantic evolutionary force but
it is the advent of internet technology that has shaken all spheres of professional, social and personal
human life. We are utilizing the convenience brought by the advent of internet in our day to day life and
also to run huge systems. There has been a lot of discussion on the negative impacts of internet
technology and also on outweighing the detrimental impacts with the conveniences provided. Teenagers
and students are the major focus as they are frequent users of internet.

Ishfaq and Tehmina (2011) stated that the social asset/capital of the nation is the students. Additionally,
Pasek, Kenski, Romer, and Jamieson (2006) pointed out that the type of social capital possessed by the
nation is determined by the students who form the strengthening pillars of the social value of that
particular nation. Shah, Kwak and Holbert (2001) state that the social capital has positive indicators
associated with the internet usage for information and negative indicators associated with the recreational
use of internet. James (1988) defines social capital as the resource developed by the relationships among
the people and the interaction between them. Kalpidou, Costin, and Morris (2011) believe that social
networking sites have gained immense popularity among the college students. For instance, the evolution
of face book has revolutionized the college student’s behavior and practices. It appears as though face
book is used as a preferable mode of networking among college students. However, there is limited
research on the relationship between the impacts on the physiological well being and social networking
sites (Kalpidou, Costin & Morris 2011).

In the calendar year 2012 international enrolments by provider groups in New Zealand are 92,995
(Ministry of Education, 2013).

As these students were away from their home countries and families, they relied on social networking
sites to communicate with their distant relatives and friends. In the subsequent sections the author reviews
the relevant literature, describes the research problem and states the purpose and significance of the topic
of research mentioned earlier.
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2. Literature Review

Raacke and Bonds-Raacke (2008) claim that in the past few years, in order to interact with others such as
family and friends ‘social networking sites have emerged. DeAndrea, Ellison, LaRose, Steinfield and
Fiore (2012) state that social networking sites have a defining feature of decreasing the barriers to interact
with each other by enabling online communications. Moreover, Pempek, Yemolayeva and Calvert (2009)
believe that that social networking sites create innovative ways to send pictures, photos, and messages
online both privately and publically. The most popular social networking sites used now days among
college students is Facebook, Twitter, Linkedin and My Space. Due to its heavy usage, Facebook among
the several other social networking sites is considered as rich site for researchers. Facebook (2009) states
that Facebook which was initially created for college students attracted 150 million users with more than
half of them outside college.

Furthermore, Mehmood and Taswir (2013) state that social networking sites have increased the ability to
integrate learning with an online environment. Apart from using Social Networking Sites for chatting,
blogging is now being used in different ways such as forming communities.

Universal McCann survey (cited in Laudon & Traver, 2011) showed that over 70% of people visited their
friends profile and 60% were between the age of sixteen and fifty four years old. The countries which
have more social network participation than USA were found to be the BRICK countries namely India,
China, Brazil, UK, Russia, South Korean and Spain (Universal McCann survey cited in Laudon & Traver,
2011).

Every innovation in the field of technology has been the center of attention for researchers and debates on
the development of social networking sites have created similar levels of interest as well. Several
researchers have done considerable amount of study and their findings suggest both positive and negative
impacts on the usage of social networking sites on its users. Suhail and Bargees (2006) state that
excessive usage of social networking sites cause interpersonal, psychological, physical, and educational
problems to its users.

Martin (2009) stated that in a recent survey conducted by Whittemore School of Business and Economics
on over 1000 students concluded that there was no relation between the grades of the students and the use
of Social Networking Sites. The research was conducted by asking questions such as what were the
popular Social Networking Sites used by the students, the amount of time spent on them and the grades
achieved by the respondents. Additionally, University of Hampshire research showed that the students’
who received high grades contributed to 63% of heavy users of social networking sites as compared to
65% of light users (U of NH, 2010). The University of Hampshire also found that the students used social
networking for educational and professional reasons apart from entertainment and social connections (U
of NH, 2010).

Cheng (2010) emphasized that a research published by North-western University showed that the use of
Social Networking Sites does not affect the Grade Point Average of students. It also showed that instead
of the amount of time spent on Social Networking Sites, the grades of students were affected by their
ethnic background and parental education. North-western University survey indicated that there was no
major affect of Social Networking Sites on Grade Point Average (GPA) between white and African
American students or male and female.

However, Miguel’s (2009) studies on the relationship between the academic performances of students and
the use of Social Networking Sites showed that the academic performances of students are affected by use
of Social Networking Sites as students noticeably achieved lower grades due to excessive time spent on
these sites. Also the study states that the students who do not use Facebook has a Grade Point Average of
3.5 — 4.0 and studied for 11 to 15 hours per week while the students who use Facebook on average studied
for 1 to 5 hours per week and were found to have Grade Point Average of 3.0 —3.5.

Kalpidou, Costin, and Morris (2011) stated that among all the sections of communities, the student
community has gained huge popularity over Social Networking Sites. Enriquez (2010) states that the
study done by Kirschnera reveals multitasking between homework and study by the students lower the
grades by 20% compared to the students who do not use social networking sites in visual range.

Choney (2010) states that professors and economists due to the increased popularity of Social Networking
Sites are questioning whether the use or amount of time spent on these sites are affecting the student’s
grades. Currently, there is vibrant usage of smart phones especially among young people and it is of
utmost significance to investigate how the grades of students are affected by using the Social Networking
Sites on smart phones.

Choney (2010) states that Facebook non-users have an average Grade Point Average of 3.82 compared to
the users who have a Grade Point Average of 3.06. A presentation at the American Educational Research
Association 2009 annual conference stated that the United States College students have lower grades as
they use Social Networking Sites extensively.

Benson, Filippaios, and Morgan (2010) found key differences between the use of Social Networking Sites
among under graduate and post graduate business students in United Kingdom.
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Schneider (2009) states it is not certain there is a direct link between the usage of Facebook and lower
grades of students but there is an obvious connection.

3. Problem Statement

As mentioned in the previous section, there has been mixed findings regarding the impact on academic
performance of the students and use of Social Networking Sites. The problem statement of this study is:
Are the social networking sites having an impact on the academic performance of international
students in Auckland?

The aim of this study is to examine if there is any impact of social networking sites on academic
performance of international students’ in Auckland.

Hypothesis 1: Hy: Frequent usage of social networking sites has no impact on the academic performance
of the students.

Hypothesis 2: H,: There are no differences in students’ academic performance based on gender and
nationality.

4. Methodology

In order to understand the impact of social networking sites usage among international students in
Auckland, the researchers conducted a survey in four private training establishments in Auckland. The
questionnaire focused on the most popular social networking sites and the questions were ; amount of
time spent; frequent activities with social networking sites; impact of social networking sites on academic
performance and learning. The primary data was collected by distributing 181 questionnaires at four
different private training establishments in Auckland using combination of random and non random
sampling process.

5. Data Analysis

The data which was collected was analyzed by creating descriptive statistics, frequency tables,
percentages, and graphs using SPSS software.

Graph 1: Hold an account with Social networking

Do you
currently
hold an
account
with any of
the social
networking
sites?

Bno
Myes

Graph 1, of the 181 questionnaires filled, 88.33% of the respondents hold an account with any of the
social networking sites and 11.67% do not hold an account with any of the social networking sites.
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Table 1: How many days a week do you use social networking sites, on an

average?
Frequency Valid Percent
Valid one day 17 10.7
two to three days 35 22.0
four to five days 24 15.1
more than five days 83 52.2
Total 159 100.0
Missin System 22
g
Total 181

Table 1 shows 83 (52.2%) of the respondents use social networking sites more than five days a week.
This is followed by 22% (35) of the respondents who use it two or three days a week, 15.1% (24) four to
five days and 10.7% (17) only one day a week. This shows that most of the international students in
Auckland use social networking more than five days a week.

Table 2: How many social networking accounts do you have?

Frequency Valid Percent

Valid Less than 3 82 51.9

3t05 57 36.1

more than 19 12.0

5

Total 158 100.0
Missing System 23
Total 181

Table 2 shows 51.9% (82) of the respondents hold less than three accounts, 36.1% (57) hold three to five
accounts, and 12% (19) hold more than five accounts. This shows that most of the international students
in Auckland hold less than three accounts with social networking sites.

65



International Trends and Issues in Communication & Media Conference 2014

Table 3: Which course are you currently enrolled in?

Valid

Missing

Total

Diploma

Bachelor degree
Post graduate

others
Total
System

Frequency

126

13
7
32
178
3

181

Valid Percent

70.8

7.3

3.9

18.0
100.0

Table 3 shows out of the 181 respondents 70.8% (126) are enrolled in Diploma programme, 18% (32) in
other programmes while 7.3% (13) are enrolled in Bachelor degree and 3.9% (7) in post graduate
programme. This shows most of the respondents are enrolled in Diploma programme.

Table 4: Social Networking Sites used by respondents

Responses Percent of Cases
N Percent

Facebook 110 39.6% 69.2%

Twitter 18 6.5% 11.3%
$Q6" MySpace 1 0.4% 0.6%

Google 77 27.7% 48.4%

Others 72 25.9% 45.3%
Total 278 100.0% 174.8%

Table 4 shows out of all the social networking sites 39.6% (110) use Facebook, 27.7% (77) use
Google, 25.9% (72) use others, 6.5% (18) use Twitter and 0.4% (1) use MySpace. This shows that

Facebook is used by most of the international students in Auckland.

Graph2: Times using social networking in a day

100

80

Count

20

5
3.16%

88
55.70%

T
Never

T
Some times

T
Multiple times in a day

In a day, how often do you use social networking sites?

Graph 2 shows 3.16% (5) of the respondents never use social networking sites, 55.7% (88) use
sometimes in a day and 41.41% (65) use multiple times in a day. This shows that most of the
international students in Auckland use social networking sites sometimes in a day.

The descriptive measures for the reasons of using social networking sites reveal that the most important
reason has been found to be “communicating with distant friends/family” with mean of (4.14) and
standard deviation of (1.053) followed by “sending messages” with mean of (3.96) and standard deviation
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of (1.053) with “participating in polls/surveys” being the least important with mean of (2.63) and standard

deviation of (.994).

Therefore from the above results, the research shows that most of the respondents agree that networking

sites are good to use to communicate with friends and families.

Looking at the factors that are associated with the academic performance when using social networking
sites as shown in Table 5 below, the researcher found that respondents disagree (mean is (2.76) and
standard deviation of (1.065) that spending time on social networking sites rather than studying has
negative impact on grades) but the high standard deviation shows some of them agree and some disagree.
The other important factor is that the networking sites can give the respondents more information
regarding education or career , and the mean is 3.4 which is towards agree, and the standard deviation is

less than 1; indicating all the respondents are consistent regarding this factor.

Table 5: Academic Descriptive Statistics

On average you spend more time on
social networking sites rather than
studying

Using social networking sites affect
your timing of study?

Spending time on studying rather than
using social networking sites will
improve your grades.

Spending time on social networking
has negative impact on your grades?

More information regarding education
or career can be found on social
networking sites?

Valid N (list wise)

N

157

157

157

157

157

157

Minimum Maximu

1

m
5

Mean

2.87

3.03

3.41

2.76

Std.
Deviation
1.054

1.053

1.115

1.065

952

Table 6:Learning Descriptive Statistics

N

Using social networking sites 175
for academic purpose by your

institute will enhance your

learning?

Social networking sites can 175
be used as an effective tool

for communicating your

ideas better?

Social networking sites can 175
be used as an effective tool

for academic learning in

education?

Social networking sites must 176
never be integrated with
learning.

Valid N (list wise) 174

Minimum

Maximum

Mean

3.22

2.77

Std.
Deviati
on
933

958

877

941
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Table 6 shows that “social networking sites can be used as an effective tool for for communicating ideas
better” with highest mean of (3.51) and standard deviation of (.958) followed by “social networking sites
can be used as an effective tool for a academic learning in education with mean of (3.22) and standard
deviaton of (.877).

6. Conclusion

Export Education Levy: Full Year (2013) states the head count of international students in New Zealand
was 120,006 for the year 2012. As the number of international students arriving in Auckland is growing
year after year, there is presumably a great potential of using social networking sites to interact with
different communities, meeting new people, making friends and understanding student life in Auckland.
Although the numerous studies earlier discussed in the literature review show mixed findings regarding
the impact on grades and the usage of social networking sites. However, the researcher has found that the
frequent use of social networking sites has no impact on the academic performance of international
students in Auckland and there is no difference in the student academic performance based on gender or
nationality. Since there is a rapid growth in the number of users of social networking sites, heads of
private institutes must enhance the learning process in students by using social networking sites to create
online forums, blogs, upload relevant academic concepts, etc.

7. Future Research

There are many opportunities for future research concerning the usage of social networking sites. Further,
research can be done to investigate the differences between the impact of social networking sites on
academic performance of international students in Auckland who use computer/laptops for social
networking applications and smart phones. Many methods of communications have been generated by
technology; investigations can be carried on how to use social networking sites as platform for
educational learning for international students in Auckland. Further examinations to discover the
differences between genders on the impact of the use of social networking sites on computers/laptops or
smart phones can also be carried out.
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Abstract

The publication of news photos in the journals directly begun in the beginning of 20th Century although
news photos had emerged as a profession in the last quarter of 19th century. At the same time, the photos
taken immediately distributed among and used in different media organs. In the beginning, the news were
distributed by using a specific technique in the emerging agencies, before the photos. The economic
reasons were determining factors at establishment of the news agencies in different European countries
and in Northern America. Before that, hand-written commercial news letters were disseminated by
copying them again by hand-writing. The qualified news coming on time in commercial and capitalist
system became important as much as production. Thus, the new circles and groups emerged which were
ready to pay for reaching quickly to news. When those increased in numbers, it was realized that the
dissemination of news to large areas could be a profitable job. Consequently, the ‘news agencies’ as
institutions emerged as a response to a rising need.

Today, the news agencies with specific responsibilities in the global communication network just transmit
the news and visual material. But some agencies only work on the photos. These agencies transmit photos
to all news centers in a short time by connecting with a contracted photographer in that region, or in a
region close to the event. These agencies are not numerous as the news-focused agencies. Especially, the
agencies that provide only news photos or dominantly news photos help transmitting the news photos to
the far places in the world. Their working systems are generally based on subscription system. The
agencies which send regularly news photos to the subscribed journals give this service with employed or
contracted news photographers. The agencies studied at this paper continue to provide services with its
full archive within the body of a different group.

This paper examines global photo news agencies such as Black Star, MagnumPhotos, Sygma Photo
(GorbisImages), SipaPress, Gamma Agency (Eyedea), Viva Photo Agency, ContactPressImages, Vu Photo
Agency, Gettylmages, EPA (European Pressphoto Agency), Zuma Prens Photo Agency, I.Stock Photo
and VIIPhoto (Seven), in terms of their contribution to the journalism.

1. RISE OF NEED FOR NEWS PHOTOGRAPHY WITH PRINT OF NEWS
PHOTOS IN THE NEWSPAPERS

The most important value in our age is ‘information’. Information gives direction to the society and helps
for its development. The cycle of the information is as follows:

« Information arises, found or discovered

« Information recorded,

« Information used, utilized

* information developed,

* Information transmitted,

* information archived

Information has a life according to the cycle above. Although type and characteristics of information may
change, this cycle does not. (http://bilgi.nedir.com/#ixzz2Gtxj9¢ehl, 03/01/2012). The news is a type of
information and one of the most important information at our age.

One of the most important part of the news is the news photo. In the beginning, only pictures and
drawings were used in European Press until the invention of photography by Nicephore Niepce. Painters
were drawing the events as they were and these drawings were printed at the newspapers. But there were
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always suspicions about how much these pictures reflected the reality. Because the pictures were an
intellectual activity and open to the interpretation of the artist. But the photography started to take place
of the picture with Niepce’s first photografic image and invention of Daguerrotype by Jacques Mande
Daguerre. In the beginning, some publishers and editors did not like the idea that the photography
replaces the pictures.

But the hesitations gone away when important newspapers such as the World by Joseph Pulitzer begun to
use news photo and increased their circulation.

The first photography published with the halftone method in The New York Daily Herald in 4th of
March, 1880 which shows the suburb Shanthytown.

“In 1904, Daily Mirror newspaper published only photos at its pages and Illustrated Daily News in New
York followed it only in 1919. (Freund, 2008, p.96) But unfortunately it was technically impossible to
print the photos directly over the newspapers. Therefore they were printed with half-tone technique by the
painters. The photojournalism came about when the photos begun to be printed directly over the
newspaper. First photos in the weekly and monthly journals which take longer to get prepared printed in
1885. The first patterns for photos were produced out of the newspaper facilities. When the success
means speed, the newspapers could not wait for the photos get prepared outside and the media investors
did not want to invest in the machines for photojournalism. (Ibid.) Despite to all these negative
conditions, news photos became so common in years. In the beginning it was only fashionable but now it
became institutionalized.

1.2 Permanent News Photographers In The Press

“These are the photojournalists; observes of people and events who report what is happening in
photographs; interpress of fact and occurrences who write with a camera; skilled communicators whose
images are transmitted visually via the printed page”. (Rothstein, 1956, p.1) Yet, the first photographers
were not well-educated otr experienced. “Not all photographers were sensational, and straight coverage
saved photojournalism from total disrepute, so photographs grew in popularity. More photographers were
hired to staff newspaper. These were the first generation of news photographers who learned to cover
assignments in narrowly news-oriented style; to scoop the opposition with the first shot to ‘hit the front
pages’ A front-page photo was a prize rewarded by a bonus, particularly if it was an exclusive. Training
was haphazard at best, but one that trained generations of excellent news photographers. A teenager could
get a job in photography department by accident. Ernie Sisto, (New York Times staff photographer)
recalls that as a teenager he went to the Times to apply for a job as an artist. He got off the elevator on the
wrong floor and was asked; ‘Hey kid, you work into photo?’ He took the job and stayed 50 years. Other
photographers who began careers in the 1920s are representative of the area. In the 1920s, training was
usually in association with an older, seasoned photographer. It was real on-the-job-training: A younger
would help carry cameras and learn by observing. There were few school for photography. Early training
was mixing chemicals”. (Hoy, 1986, p.176)

Initially, although many news photographer started off learning from their masters or by chance, others
following them next generation were more informed and conscious. Because the growing profession of
journalism with developing technology was more and more careful about its regular staff. Especially in
many newspapers in the United States, regular news photographers who will contribute to their
circulation later on started working. Roll film and installation and removal, ease of its bath, the
production of hand-held cameras caused the formation of a generation devoted to work. Additionally,
“transmission of photos over telephone lines was probably the most dramatic innovation of this era. It
made photojournalism a truly mass medium. Starting in 1935, newspaper across the country received
approximately 100 photos a day from Associated Press and another 100 from United Press”. (Ibid., p.179)
Actually “great news photo distill the confused brew of human affairs. They extract from a war the one
moment that speaks for all the horrors of all the battles; they snatch from a long political campaign the
instant when a candidate most clearly reveals his characters; they witness the extraordinary events-
catastrophes, victories, pioneering that determine the flavor of an entire era. Yet the photojournalist is not
a historian who, from a detached vantage point, discerns the great acurrents of an age. Instead, he swims
in the roiling sea of events along with his subjects-and often obtains his insights through quick reflexes or
sheer luck”. (Photojournalism, 1972, p.20)

1.3 Establishment Of Photojournalism Agencies

The photos taken by the news photographers working at the newspapers were not enough because the
need for the news photos rose more and more and because the regular photographers of the newspapers
were working in the whole country. Also the photos for international news were needed. With these
arising needs, some “freelance” photographers started to work. Because these independent photographers
did not receive monthly salaries, and only paid per photo or photo-interview, the editors and owners
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preferred them. But the relations between the independent photo journalists and the newspapers needed to
be mediated and the news agencies were not good candidates for his job since they were more focused on
the news. New institutions for this were news photo agencies. Thus, the independent photographers
became affiliated with agencies. (Freund, 2008, p.141)

One of the first photojournalist agency establihed by George Grantham Bain (1865-1944) in the USA.
George Grantham Bain was the journalist and writing for journals. He was sending his photos with his
writings. He realized that the editors who receive a lot of similar articles were more interested in the
photos. In this direction, Bain opened a number of photo agencies, including Mantauk Photo Concern in
1898 to capture this opportunity. (Ibid.)

As these agencies became successful, new agencies established. With the rising demand, the number of
agencies rose worldwide tremendously. They were taking 50 % or more from the sales depending if they
have to share it with another agency. The photographers who are taking the risks personally could not
control the sales. Therefore Robert Capa with his friends established Magnum photo agency in 1947.
(Ibid., p.142)

The aim of Robert Capa was to establish his agency as a cooperative and to share the income equally
between cooperative members. So, the founders and the members take their share from the income and
keep the copyrights of their own photographs.

“The Founding Fathers” were Robert Capa, David Seymour (Chim), Henrie Cartier-Bresson, George
Rodger, William Vandivert, ve Mria Eisner. They had all equal share. In 1949, Wener Bischof, Erens
Haas ve Gisele Freund joined to the agency. (Ibid.) By the medium of image, they tried to express their
feelings and opinions about current problems. (Ibid.). Additionally, freedom was very important for
Magnum’s institutional culture: freedom of time for the photographers, freedom from the commercial
pressure, freedom to behave badly, freedom to fire bad people. (Miller, 2012, p. xiii) At those years,
many agencies established in Europe and USA. (Amar, 2008, p.73)

Photographers were generally exploited and paid very low, they tried to find solutions for their problems.
Between 1970-1973, many photo agencies were shut down and had to dismiss many photographers.
French photographer Raymond Depardon working at Dalmas stated: “T was working for 1500 frank per
month. I was exploited, I had no idea about the management of agency. I did not know to whom they sold
my photos and for which price. (Ibid., p.81).

1.4 Contribution Of News Photo Agencies To Journalism With Developing
Technology

Today, the news agencies with specific responsibilities in the global communication network just transmit
the news and visual material. But some agencies only work on the photos. These agencies transmit photos
to all news centers in a short time by connecting with a contracted photographer in that region, or in a
region close to the event. Their working systems are generally based on subscription system. The
agencies send news photos to the subscribed journals regularly.

News photo agencies work with photographers in two ways. Staff Photographers are stationed in different
parts of the World or are selected from related region, according to the financial strength of the agency.
They have staff photographers especially in the main centers such as New York City, Washington, Berlin,
London, Zurich, Paris, Beijing, Hong Kong, Moscow, Tel Aviv, Istanbul, Tokyo, Sydney, Toronto,
Madrid and Dubai or freelance photographers working with a staff photo editor.

However, the profession of photojournalism gradually began to lose against the TV. People preferred the
TV as motion picture against the photograph as still image. Thus, "in the 1950s, the TV which has
become the dominant visual medium, negatively impacted pictorials as well as cinema. Excellent view of
the age of television could be watched now in people's living rooms. While only 9% of American families
had TV in 1950, this proportion had risen to 87% by the year 1969. As in the radio of 1920's and 1930's
television was a success as a means of entertainment, and later strengthened in the field of journalism.
News starting as a 15-minute program had become half an hour by the year 1963 ". (Oral, 2011, p.117)
However, journalism with developing technology began to take a different mission. This mission was
advertising. Therefore, the advertising industry that emerged as a result of consumer society has changed
the nature of in news photo agents. Thus, agents started to provide advertising photos to advertising
agencies and to newspapers. Shrinking journalism and economic problems caused by increasing weight of
the TV caused photo agencies to work for advertising sector. The most important development in the last
decade of the last century was that two leading riches in the stock image field. Famous software company
Microsoft boss Bill Gates and Mark Paul Getty heir to the Getty Oil Rich established big companies in
the image area. (Ibid., p.127).

If the photo gives the desired message simply, the message is understandable no matter what is the
education, language, religion and nation of the person looking at the photo. The most important example
of this thesis is that some of the news photographs in the world media could effect world public opinion.
TV was not so widespread, in the 30s, 40s, and 50s so that photographs were very efficient and frequently
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used at those times. This is true especially for the impact of war photographs over a wide audience.
Especially photo-interviews were the most widely read sections of the newspapers "(Kanburoglu, 2003, p.
94)

Yet, did photography change the world? Of course. Photo did not stop wars, misery, or diseases. But it
successfully fulfilled the task of informing and creating awareness the formation of the anti-war groups,
changing some of the wrong political decisions, the organization of campaigns in Africa for hunger,
measures taken in response to the global pollution. Social problems in the changing and growing the
world are increasing today as it was yesterday. Unresolved problems create new problems. Photos’ role as
the most effective way of explaining this and similar situations, thus increasing social sensitivity, which is
one of the ways to find solutions to the problems, becomes more vital. (Ibid., p.95)

Of course, not every news photo published in newspapers has been informative and educational for
public. Sometimes these photos have been part of the magazine news. But "newspapers or periodicals
could lead and motivate the readers to reading, by offering them visual means of entertainment (Gezgin,
1994, p.34).

1.5 The Most Influential News Agencies Today

Today, there are 12 major news agencies which provide photography to media and advertising. These
agencies are as follows:

Black Star: Black Star is a New York City-based photographic agency that offers photojournalism,
corporate assignment photography and stock photography services worldwide. Black Star was founded in
1935 by Kurt Safranski, Kurt Kornfeld, and Ernest Mayer, three German Jews fleeing the Nazi regime. When
Life was launched in 1936, Black Star became an important supplier of photographs to the new magazine.
According to photo historian Marianne Fulton, Life brought Black Star 30 to 40 per cent of its business. Black
Star, in turn, contributed to Life becoming the most popular magazine in America for nearly three decades,
with tens of millions of readers. Noted Black Star photographers include Robert Capa, Andreas Feininger,
Germaine Krull, Philippe Halsman, Martin Munkacsi, W. Eugene Smith, Marion Post-Wolcott, Bill Brandt,
Henri Cartier-Bresson, Charles Moore, and Mario Giacomelli. In recent decades, corporate assignment
photography has emerged as the largest segment of Black Star’s business. The company claims to have
captured more photographic images for more annual reports than any other photo agency or service in the
world. (http://en.wikipedia.org/wiki/Black Star (photo agency), 07/12/2013)

Magnum Photos: The world’s most prestigious photographic agency was formed by four photographers —
Robert Capa, Henri Cartier-Bresson, George Rodger and David “Chim” Seymour . They created Magnum in
1947 to reflect their independent natures as both people and photographers — the idiosyncratic mix of reporter
and artist that continues to define Magnum, emphasizing not only what is seen but also the way one sees it.
Englishman George Rodger, another of Magnum’s founding photographers, recalled how his colleague
Robert Capa, the agency’s dynamic leader, envisioned the photographers’ role after World War II, which had
itself been preceded by the invention of smaller, portable cameras and more light-sensitive film: “He
recognized the unique quality of miniature cameras, so quick and so quiet to use, and also the unique qualities
that we ourselves had acquired during several years of contact with all the emotional excesses that go hand in
hand with war. He saw a future for us in this combination of mini cameras and maxi-minds.”
(http://inmotion.magnumphotos.com/about/history, 07/12/2013)

Sygma Photo (GorbisImages), Sygma Photo was established in 1960 in Newyork. Corbis Image bought all
archive of Sygma Photo. “Corbis is privately owned by Bill Gates, who founded the company in 1989
under the name Interactive Home Systems. One major reason for starting the company was Gates's belief
that people would someday decorate their homes with a revolving display of digital artwork using digital
frames. The company's name was changed to Continuum Productions in 1994 and to Corbis
Corporation a year later. "Corbis" is Latin for "wicker basket", which at the time referred to the
company's emerging view of itself as a receptacle or storehouse for visual media”.
(http://en.wikipedia.org/wiki/Corbis, 07/12/2013)

Sipa Press: “Sipahioglu established SIPA Press with his husband American journalist Phyllis Springer
and Athens reporter of Cumhuriyet Newspaper Kosta Daponte in 1969, informally. She was very talented
in managing and locating the photo journalists in the news centers. In this way SIPA became a trademark
and collected one of the richest photo archives. Established in 1973 officially, SIPA could not follow
technological developments and sold to French media group Sud Communication in 2001.
(http://tr.wikipedia.org/wiki/G%C3%B6k%C5%9Fin_Sipahio%C4%9Flu, 07/12/2013)

Gamma Agency (Eyedea): “Gamma is a French photo agency, founded in 1966 by Raymond Depardon,
Hubert Henrotte, Hugues Vassal and Léonard de Raemy. Gilles Caron joined the agency shortly after its
foundation. Gamma became a prestigious photojournalism agency: photographers who have worked at
Gamma include William Karel, Georges Merillon, Chas Gerretsen, Catherine Leroy, Frangoise Demulder
and Emanuele Scorcelletti” (http://en.wikipedia.org/wiki/Gamma_(agency), 07/12/2013). Yet “in 1999,
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the agency was bought by Hachette Filipacchi photo group (GHFP), a division of Hachette Filipacchi
Médias” (http://en.wikipedia.org/wiki/Gamma_(agency), 07/12/2013)

Vu Photo Agency: 1986 yilinda kuruldu. “VU” is known as an « agency of Photographers» more than a
photographical agency, claiming this way the specifity of each identity whom it belongs. Its name shows
an ambitious connection, since VU’is the eponym of a famous french magazine of the 20’s which was
very innovative in a pictorial sense of way. From hot news to long lasting investigation, from formal
work to intimate story, the VU’ photographers have built since twenty years a plural and moving
panorama of photography” (http://www.agencevu.com/about/index.php, 07/12/2013)

Contact Press Images: “Contact Press Images is an international photojournalism agency founded in
1976 in New York City by French-British journalist and editor Robert Pledge and American
photojournalist David Burnett, and focused on independent production on photo journalism. Annie
Leibovitz joined Contact Press in 1967” (http://en.wikipedia.org/wiki/Contact Press Images,
07/12/2013)

Getty Images: It was established by Mark Getty ve Jonathan Klein Getty in 1993. “Getty Images, Inc. is
a stock photo agency, based in Seattle, Washington, United States. It is a supplier of stock images for
business and consumers with an archive of 80 million still images and illustrations and more than 50,000
hours of stock film footage. It targets three markets—creative professionals (advertising and graphic
design), the media (print and online publishing), and corporate (in-house design, marketing and
communication departments). As Getty has acquired other older photo agencies and archives, it has
digitised their collections, enabling online distribution. Getty Images now operates a large commercial
website which allows clients to search and browse for images, purchase usage rights and download
images. Costs of images vary according to the chosen resolution and type of rights associated with each
image.” (http://en.wikipedia.org/wiki/Getty Images, 07/12/2013)

EPA (European Pressphoto Agency): “Epa was founded in 1985 by seven European news agencies.
The agencies, AFP of France, ANP of the Netherlands, ANOP (now Lusa) of Portugal, ANSA of Italy,
Belga of Belgium, dpa of Germany and EFE of Spain were motivated by what they saw as a lack of
alternatives to the Anglo-Saxon picture services offered at the time”.
(http://en.wikipedia.org/wiki/European_Pressphoto Agency, 07/12/2013) EPA produces feature packages
of news photos of specific events, containing up to 25 pictures with a concise text. These news photos
contribute to the historical documentation of the world in which we live, and are searchable in the EPA
webgate. The major part of the EPA archive - containing over three million photos - is available online
through the EPA webgate”. (http://www.epa.eu/news-photos, 07/12/2013)

Zuma Prens Photo Agency: “Zuma Press is one of the world's largest independent press agencies and
wire services. It was founded in 1993 by photojournalist Scott McKiernan, with a global staff of over 50,
covering over 100 news, sports, and entertainment events worldwide. Regular clients include AOL,
TIME, NEWSWEEK, Sports Illustrated, Paris Match, Stern and People magazines, the New York Post
newspaper. The agency represents more than 2,100 photographers as well as large collection of
newspaper archives, over 100+ worldwide including Daily Mail, El Universal[disambiguation needed],
London Telegraph, Toronto Star, Los Angeles Daily News, San Antonio Express-News, Sacramento Bee,
St. Petersburg Times, and Palm Beach Post. The company also represents major picture agencies like
Action Images, DPA, EFE, EPA, and Gamma. (http://en.wikipedia.org/wiki/ZUMA_Press, 07/12/2013)
iStock Photo: “He company was founded by Bruce Livingstone in May, 2000. Originally iStockphoto
was a free stock imagery website. Over the course of time, it transitioned into its current micropayment
model. The website was originally supported by CEO Livingstone's web development firm, Evolvs
Media, but began charging money in 2001. iStockphoto has been profitable since then”.
(http://en.wikipedia.org/wiki/IStockphoto, 07/12/2013) iStock Photo is the biggest online photo supplier.
VIIPhoto (Seven): “VII was officially launched at the Visa Pour 1'Tmage Photo Festival in Perpignan,
France on September 7, 2001 by Alexandra Boulat, Ron Haviv, Gary Knight, Antonin Kratochvil,
Christopher Morris, James Nachtwey, and John Stanmeyer. Four days after the agency was launched,
James Nachtwey photographed the collapse of the World Trade Center building in New York. He was
soon joined in New York by fellow members, Morris, Haviv and Kratochvil. At the same time, Boulat,
Knight and Stanmeyer flew to Pakistan and Afghanistan. Thus began the agency's association with
covering  conflict-related  photographic  stories.(http://en.wikipedia.org/wiki/VII Photo Agency,
07/12/2013)
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INFLUENCE OF FINANCIAL AND NON FINANCIAL INCENTIVES ON JOB
SATISFACTION OF HONOREE NURSES IN RURAL AND REMOTE AREAS,
KUBU RAYA REGENCY WEST BORNEO PROVINCE

Fidi Rachmadi

Abstract

The shortage of nurse’s has emerged as a serious issue in most countries around the world. Its recognized
as a problem again in America since 1990’s which had a short fall of nurses, which started at 199,400 in
1990 and projected to be 874.900 in 2020. Besides, there is some prediction about the shortage of nurses
in 21% century may be even worst than 1990 crisis. According to the studies on turnover rate and shortage
of nurses, the greatest cause for leaving the nursing profession was job dissatisfaction. Job satisfaction is
a complex phenomenon. In Republic of China, job satisfaction has a negative relationship with intention
to leave their current hospital. In the studies were found occupational stress and role of conflict has
impact to job satisfaction, while in Australia job satisfaction related to salary and task requirement. The
same problem with Jordania nurses who get involved in studies on job satisfaction who that insufficient
salary leads to job satisfaction.In Italy, factors influence nurses job satisfaction were related to role
management style, coordinators, relationships with another health professionals such as medical doctors,
and relationships with patients and their families. Purpose of this study was to describe the level of
satisfaction and to determine the factors that influence job satisfaction nurses in rural dan rural areas in
the district of Kubu Raya. This reseach is a descriptive with cross sectional study and chi square test
were employed for statistical analysis of the variables. Job satisfaction of nurses in rural and rural areas
(57,45%) there is a statistically significant relationship between the variables of training and PNS
opportunities with job satisfaction (p<0,05). Opportunities to civil servant is the most influence on job
satisfaction compared to other variables; workload, incentives and training.

Keywords: Job satisfaction, workload, training, opportunities to be PNS, nurses honoree, Kubu Raya
district.

1. Introduction

Based on the criteria of Decree No. 949/Menkes/VII/2007 rural and rural health services mention
rural areas that are difficult to reach due to various causes such as the geography (islands, mountains,
land, forests, swamps, and vulnerable to natural disasters), public transportation used both land / water /
air routine maximum of 2 (two) times a week and travel time back and forth over a 6 hour drive with
difficullt socio-economic to fulfillment of basic material and security conditions. Rural is a concept that is
influenced by multiple factors and demographic structure of the population distribution, population,
economic and socio-cultural activities. The population consisted of a relatively rural area are children and
parents, high unemployment and most people are poor and do not have insurance'. Health Resources is a
major limiting factor in developing access in difficult areas. The main problem faced today is the
availability of health workers (doctors, dentists, nurses and midwives) are not evenly distributed, because
most of them work area urban / urban.

Health workers who are interested to serve in rural areas in order to bring access to health services is
lacking. Even if they are interested to work there, its work it was too short. Retention rates for health
workers who work in rural areas is very low.

In 2010, the World Health Organization recommends a variety of models of the distribution of
health personnel to rural areas that can be applied to solve the problem of distribution of health
personnel. Prompts are then developed based on feedback and evidence obtained from various countries
who have failure of health workers distribution. The models include: selecting students who are ready to
be placed rural areas / rural areas, to develop a curriculum that fits the needs in rural areas, establish
apprenticeship programs for rural areas, until the health workers delivery team based rural / rural areas.

In Indonesia has applied various models of the distribution of health workers that aimed to meet the
manpower needs in rural areas. However, difficulties in its implementation, among others : not
harmonious policies and regulations that apply in the field, the presence of a high standard that is applied
by the Professional Association for certain professional groups. Then there are also non- technical barriers
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such as absenteeism of health workers, health personnel on duty in the area were not return, even less
financial incentive distribution delayed due to limited communication systems, as well as pulling less
compensation in the form of non- financial incentives for those who served in the rural areas, resulting in
high levels of turnover and dissatisfaction for health workers.

One of the factors causing the high turnover rate is a workplace dissatisfaction is influenced by
incentives, both lacking financial and non — financial®. In fact today, health workers in Indonesia are still
focused on urban areas. Why does this happen? One reason is because the distribution policy of health
workers in Indonesia are still using one approach for all area policy. Whereas, in fact, the situation in the
region DTPK (rural, border, and islands) and DBK (health problem area) are very different from other
regions.

2. Method
This study was conducted with a quantitative approach, the cross-sectional design. Data analysis is
done by using Chi square to discovering the relationship between variable.

3. Result

Based on the results of the study prove that from some of the independent variable; workload, incentives,
training and opportunities to become civil servants, only the variable training and opportunities to become
civil servants related to job satisfaction. And the most influential of the job satisfaction of nurses in
charge of honorary degrees in remote and very remote is the chance to become civil servants.

4.Discussion

Based on the Indonesian Government Regulation No. 48 of 2005 concerning the appointment of
temporary employees into the civil service candidate, it was asserted that honorary employees who have
long worked and his services are needed by the government and they have met the requirements set in the
Government regulations, they can be promoted to prospective as civil servant candidate, but this applies
to temporary employees until the 2005 fiscal year, they raised gradually until the later of the year 2009,
the rest have to take the test.

Given these rules, whether honorary nurses who served in rural and rural areas still need to be
maintained?

To solving the distribution failure and retention of health personnel problems in rural and rural
areas, the Government has issued several policies even this becomes a priority program the Ministry of
Health of the Republic of Indonesia in 2010. The policy is to provide incentives, both financial and non-
financial, financial incentives in the form of allowances, while non- financial form such contract period is
relatively short ( 3-6 months ), but it does not guarantee to sustainability of the program.

Financial incentives have been shown to have an impact on motivation for health workers,
especially for country in which the salaries and wages of government is insufficient to meet the basic
needs and their families’. However is not enough financial incentive to retain workers in the health sector,
non-financial incentives are needed to attract or retain health workers especially for rural and rural areas,
such as continuing education, training and professional development, this is certainly contributing to job
satisfaction.

College education-related curriculum, the curriculum required for rural and emote areas to prepare
students who will be placed in this area®.

Should Local Governments develop policies related to the contract system?

In Developing Countries, contracting at the moment are increasingly being used by the public sector.
Contracting is an essential element of health sector reform programs in many countries, as the
government can make regulations on incentives to improve performance and accountability. Contract
system can also affect the access, equity, quality, and efficiency of health care, assist the promotion of
public health goal to create a conducive environment between government and private. From the results
of his research concluded that there are five elements that support the effectiveness of the contract,
delivery of workers is obvious, the support of stakeholders, trusting relationship between the contractor
with contract service providers, monitoring resources are reliable, legal, and political situation
conducive’.

Case studies in Cambodia, it was found that most of the Cambodian government health facilities are
performing poorly due to lack of funds, inadequate management, and inefficiency in the use of resources.
This situation is caused due to the lack of motivation of employees’. One approach to reforming the
health system in Cambodia with the approach of the Contract. Contracting-out control over the workers
and to the district budget. Contractors have autonomy regarding care system and work patterns, as well as
the targets to be achieved in health care. The result in one district in Cambodia, health care utilization
increased dramatically.

5.Conclusion
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Strategies to overcome failure distribution of health workers can be started when the health workers
are still undergoing education by selecting students who are ready to be placed in rural and remote
areas, to develop a curriculum that fits the needs in rural and remote areas, developing internship
programs for rural areas , up to dispatch a team to the area -based rural and remote areas.
Recruitment and retention are two issues that can not be separated for rural and remote areas,
approaches to contracting system needs to be clarified so that health workers can survive in an area
which is too minimal and far from sufficient. Both financial incentives to provide appropriate salary
for rural and remote areas, as well as non - financial incentives such as the validity period of the
contract until a contract extension, the system of reward and punishment, explication of job
descriptions in order to avoid a double burden for health workers are the must be stated in the
employment contract.

Monitoring and evaluation for health workers serving in rural and remote areas needs to be done.
Career development for health workers serving in rural and remote areas are expected to be given
the same opportunity with health care providers who have civil servants , especially the opportunity
to receive education and training.

6. Recommendations

1. For the academics, in order to bring access to health services for remote and very remote areas need to
develop a curriculum which is destined for a rural and remote areas.

2. Local governments need to review employment contracts that are tailored to the needs for health
workers serving in rural and remote areas.

3. Opportunity to get an education and technical training for health workers serving in rural and remote
areas, it needs to get the attention of the local government.
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Abstract

This study aims to produce an interactive multimedia as an attempt to bring the information of the
sustainable environment concept for teens. The concept of sustainable environment is one important
basis in environment conservation. The information presented in this interactive multimedia focused on
sustainability concept applied to the behavior in everyday life as well as various exposures to
environmental problems caused by unsustainable behavior. The content material presented includes
energy, water and waste management. The research was conducted using the Research and Development
(R & D) approach. This study is producing an interactive multimedia through the stage of preliminary
studies and development as well as followed by the evaluation stage.

Keywords : environment sustainability, interactive multimedia, sub urban area, teens

1. Introduction

The concept of sustainable environment is a concept to reach the balance of the environment
elements so that environmental sustainability can last for a long period. This concept needs understanding
and awareness of the dangers and threats of environmental damage due to the paradigm that
environmental and natural resources as a land to be conquered by human exploitation. Therefore
education and outreach efforts related to the threat of the unbalanced environmental conditions and
procedures to prevent environment degradation should perform as soon as possible (Cato, 2009:145). This
kind of education is then displayed in an interactive multimedia with sustainable environment theme
(Cato, 2009:142-150). Currently, one of the most popular interactive multimedia and serves more than
just an entertainment is the game.

Several studies which analyzed sustainable environment-themed gaming products abroad have
successfully delivered an important message to the sustainability of the environment to the audience
target. Among them is the Harvest Moon game, a Role Playing Game (RPG) produced by Marvelous and
was first released in 1996. Since then, Harvest Moon got a huge response from the public. Harvest Moon
game-play basically gives players the opportunity to be a farmer who can earn some money by managing
a farm in a given period. The game is interesting because it offers a fun side of life farmers through the
graphical display and game-play that can be played by the audience target of various ages and educational
background.

The game model of Harvest Moon can be applied for this sustainable environment concept for
teens. Teens in Indonesia are now getting related with the sustainable environment issue since this
concept is discussed in various media and school subject. Discussion and education sometimes can not
reach the basic understanding of the young people. We need tools to make this sustainable issue can be
easily understandable for them and the most popular tool is interactive multimedia gaming. In Indonesia,
there has not been any game with sustainable environment theme. Teens were targeted because if they
understand then they will have a high critical power and can do something for the environment.

Interactive multimedia play activity is one form of constructivism-based learning that emphasizes
learner as a major figure in the learning process. For example, when acting as a farmer in Harvest Moon
games, the player is indirectly learned to farm, breeding and having a life on the farm because of the
game-play in the game is an instructional system that requires players to follow and carry out the
commands in interactive multimedia. Thus the activity of playing games can be used as a medium to
implement constructivism-based learning.
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2. Methods And Procedures

This research and design of simulation interactive multimedia with sustainable environment theme
is using stage model of Borg and Gall (1989:783-795), which consists of ten steps, namely :

1. Preliminary Study, the first step includes need assessment analysis, literature review and literature
research related to environmental problems that occur in sub urban areas in Indonesia.

2. Research Planning, start from setting the research objectives, estimates of funds, manpower and
time, and researchers qualification and their participation in the study.

3. Design Development, planning the concept of interactive multimedia design, interactive
multimedia design results as a hypothetical design, determine the facilities and infrastructure
needed in research, determining the stages of design development and determining the job
description of the parties involved in the research.

4. Preliminary Field Test is a limited product test with the initial field test for the product design and
is done twice.

5. Revision of Limited Field Test Results is an improvement or design or models based on limited

field test. Most are performed with a qualitative approach. Evaluation is mostly performed on the

evaluation of the process, so that the improvements made are internal improvements.

Main Field Test is a wider test product by using experimental techniques repetition models.

7. Revision of Wider Field Test Result, a second improvement after the wider field test than the first
field test for product improvement.

8. Eligibility Test, conducted at a large scale to test the effectiveness and adaptability of product
design with the involvement of potential users of the product that the results are ready applied.

9. Final Revision of Eligibility Test Result is product perfection for the developed product accuracy
with a level of effectiveness that can be justified. The result of this stage is an interactive
multimedia product that is ready to be published both offline and online.

10. Dissemination and Implementation of End Product are reports of R & D results that will be
delivered through seminars and scientific journals.

&

In outline, the design stages of this interactive multimedia model consist of:

1) The concept of interactive multimedia design. Initial draft which includes aspects of interactive
multimedia design, narrative, timeline and budgeting.

2) Preparation of visual assets. Preparing assets visual interactive multimedia which includes asset
of building, environment, people, animals and vehicles.

3) Programming. Making the code required to build a digital application (engine).

4) Testing. Interactive multimedia application performance testing to avoid errors (bugs) and to test
whether interactive multimedia works well or not.

5) Publishing. Making interactive multimedia applications into a ready-to-use products and ready to
be distributed.

3. Design Concept Development

3.1 The concept of Discourse Competence

The resulting interactive multimedia refers to how adolescents understand the concept of
sustainability and to link it with the real conditions occurring around the neighborhood where
they live. Thus the topic of sustainability is communicated interactively as well as various
examples of environmental problems that appear involved in the social context of sub-urban
areas.

3.2 The concept of communication

In terms of demographics, the primary goal of interactive multimedia communications are
adolescents with age range between 13-15 years. Therefore both narrative and visualization
developed character always rests on teenage characters.

Judging from the geographical aspect, the primary goal of interactive multimedia
communications are adolescents in sub-urban areas which have computer facilities both at
school and at home. But this interactive multimedia can be disseminated to a broader scope of
geographical area regarding that computer is a device that belongs to each school or personal .

Teens as the target of this communications media are teenagers who can operate the computer, especially
for students who are familiar with computer games. Almost all teenagers now make the computer as an
important part of their daily lives. Thus, this interactive multimedia is a potential media as an alternative
that can entertain as well as increase the students' ability and knowledge to understand the concept of
sustainable environment.
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4. Concept Of Interactive Multimedia

In this interactive multimedia, there are two main types of activities. The main activity is the
elaboration of a variety of important information to create an environment which refers to the concept of
sustainability. The topics of discussion include energy savings, water use and waste management.
Information on the three elements were presented in the form of narrative -based audio that will be
supported with an explanation in the form of animation.

The second activity is an activity to measure the knowledge of the target audience related to
sustainable environment issues. In this activity, the user will be presented with several interactive
multimedia environmental issues and asked to choose the most prudent action decisions in dealing with
the environmental problems. Any decision or action taken had levels of effectiveness that will be
demonstrated through sustainability meter, and the results can be seen through sustainability charter in
virtual form, but can also be printed. The Charter is a reward / recognition of user effort in understanding
the concept of sustainability.

5. Character Development

Based on the target users of this interactive multimedia that junior and senior high school students,
aged 13-15 years, then determined that the character used refers to the social symbols displayed by the
students including the physical form and attributes imposed. From attributes that apply, scout uniform is
still in use by all junior and senior high school on Friday and Saturday. Of these reasons, the characters in
the game are designed to wear scout, so it can represent all junior and senior high school levels. Design
development is done with styling cartoon character so that the character does not seem too realistic, but it
has a simple and attractive impression.

The overall design of the characters contained in this game was developed with pre-rendered
techniques of 3-dimensional objects into two-dimensional sprite, so users can view the media each
character from various sides.

Figure 1. The main characters in interactive multimedia with scout uniform
Source (researchers, 2013)

6. Visualization Development Environment (Environment)

Some scenes in the video featured in this multimedia displays suburban area that has been adapted
in animated form. The perspective used in several animated scenes use isometric perspective which
displays 3-dimensional objects in two-dimensional perspective. With this view, the object of 2-
dimensional in the game is as if it has depth.
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Figure 2. Adaptation 2D object into view isometric, Source (researchers, 2013)

7. Visual Interface Multimedia Interaktif

This interactive multimedia will be preceded by a pre-loader that displays the identity of some of
those involved in the development of this interactive multimedia. After the preloader page appears,
followed by the main menu interface where there are two main characters Tito and Nasya who greets the
audience and briefly describe the content of the interactive multimedia.

Figure 3. Display the main menu of interactive multimedia

In the main view, there are 5 button that will connect the audience with a different interface. A
description of the function of each button on the menu and the content of each interface are described as
follows.

1. Sustainability Button

Figure 4. Sustainability button on the interface that connects the audience sustainability

Sustainability button will connect audiences with the sustainability menu that contains all the
information about the concept of sustainability, impact of not implementing sustainability behavior, and
the steps to be able to create a more sustainable environment. All information is packaged in a format that
is supported by audio narration animated character to explain through video display. Video display can be
controlled by using the play and pause buttons are found on the video bar, as well as volume control.

2. Energy Button
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Figure 5. Energy button that connects the audience to the energy menu

The energy button connects the audience with energy menu that contains information about type of
energy used by the majority of people on earth. Through an animated display of characters supported by
video, described how the impact of burning fossil fuel energy results for the sustainability of life on earth.

3. Water Button

File View Control Help

KEMBALI @

Figure 6. Water button that connects the audience to the water menu

Water button connects the audience with water menu which contains information about how the
condition of groundwater in wells as the source of clean water in sub-urban areas is strongly influenced
by environmental conditions. This menu also guides the audience to know the simple steps that can be
done to conserve water and protect water quality in the neighborhood.

4. Waste Button

Figure 7. Waste button that connects the audience on the menu interface of waste

Waste button will connect the audience on the menu that explains how to manage waste in your
neighborhood. This menu also discussed the 3 R namely Reduce, Reuse and Recycle that can be
associated with activities of daily living.

5. Test button

In the test menu, the audience will be asked to decide the most sustainable actions related to energy
use, water and waste management. The results of this test is in the form of charters that can be printed as a
reward /awards for the audience to learn the concept of sustainability, an initial step to create a better
living environment.

yang paling
jhemat energi

a. Memaksimalkpn pencahayaan
ruangan

b. Meng n lampu hemat
energi

« warmani e &

d. Mengaktifkan dit
ketika diperiukan




International Trends and Issues in Communication & Media Conference 2014

Figure 8. Test button on the interface that connects the audience to test menu

8. Reward System

To measure the level of understanding and knowledge of the user about the concept of sustainable
environment and provides an appreciation of their efforts to learn about sustainability, sustainability
meter is provided as an indicator of the effectiveness of the decisions taken by the interactive multimedia
users in addressing the problems in the environment, particularly related to energy issues, waste and
water. Each interactive multimedia user is entitled to get an award plaque that comes with the level of
their knowledge about sustainability. Advance level is for users who get a score of 150-200 in taking
appropriate decisions related problems in the Test, whereas intermediate level for users who get a score of
100-140.

Selamat
KAMU BERHASIL
'MENJADI DUTA
LINGKUNGAN

SEKARAN VILLE

Figure 9. Display of interface when a user successfully completed the test

9. Conclusion

In developing an interactive multimedia that can be a means of socialization and education of
sustainable environment concept for young people in sub-urban areas, it is required a relevant data
relating to the condition and the character of the area, object behavior, environmental issues and the
characteristics of the waste that occurs in sub-urban areas. The information in interactive multimedia also
contains numerous examples of simple behaviors that can transform the neighborhood into a more
sustainable environment. Overall information presented in narrative form supported by the main display
and video animation character.
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ABSTRACT

Aim of this study is to examine conversion experienced in visual arts because of entering digital
technology in the area of image creationandto start for discussion thedimness as a result of absence of
paradigms. The phase experienced in image creation and design seems to be inversed from conventional
structure to virtual reality. This ontological change experienced with what is brought in by the science,
has been started to result in loss of paradigms being in force which are possessed by visual arts. Aesthetic
and semantic effects created by this phase do not takeplace in platforms sufficiently.

Keywords:Ontology, Paradigm, Digitaltechnology, Image Creation, Semantic Structure

1.GIRIS

Geleneksel imge iiretme teknolojileri gliniimiizde yerlerini gittik¢e dijital teknolojilere birakmakta ve bu
imgelerle, yeni bir gorsel paradigmaya bir baska deyisle goriilenlerin farkli algilanacagi yeni bir ¢aga
girildiginin belirtileri de -simdilerde miiphem de olsa- yasanmaktadir. Bu siireg, kiiltiirel evrimin bir
parcasidir; yayginlagsmis bir gorsel paradigma ne zaman yeni bir boyuta girse gerceklik bir parca yon
degistirmektedir (Postman, 1995:34). Bu argiiman sdyle agimlanabilir: Her ¢ag kendine 6zgii sembolik
bir dil araciliiyla dénemini ifade etmenin yollarin1 bulmustur. Antik ¢ag, efsanelerin, sdylencelerin ve
mitsel anlatimlarin ¢agr olmus; bu donemde anlam, ‘s6z’ ve ona yonelik kurulan anlati formlariyla
olusturulmustur. Ortagcagda, soziin geciciligine kargin ‘yazi’nin kaliciligini getiren olusumlar daha bir
agirlik kazanmig; matbaanin icadiyla zaman zapt edilmis, insanligin bilinci degismistir (Kernan,2005:16).
Aydinlanma dénemiyle gelisen edebi anlatim, ‘yazili dilin” egemenligini pekistirmistir. Yazi; o donemden
20. ytizyila kadar, anlam ve anlatimin kurulmasinda mutlak egemen iken, teknolojinin hizli gelisimi, dénce
fotografik sabit goriintiiyii, ardindan sinemanin hareketli goriintiilerini getirmis ve insan ‘imgelerin ve
gorsel kiiltiiriin’ kendine 6zgii kurallartyla yeniden bigimlenen bir siireci yasamaya baglamistir.

Benzer bir silire¢ sanat alani i¢in de s6z konusudur Teknolojinin sanata uyarlanmasiyla ontolojik ve
epistemolojik degisimler yasanmakta ve bu da dogal olarak beraberinde sanatsal dilin yeniden
kurgulanmasini getirmektedir. Sozgelimi yiiz elli y1l dnce fotografin icadi ile ‘resmin 06ldiigii’ iddia
edilmis; ancak, fotografin bulunusu ile resim sanati yok olmamistir. Benzer bir sorun ve/veya tartisma
bugiin dijital teknolojinin getirdigi imkanlar ile imge iizerinde bir dizi islem, bir dizi manipiilasyon
kolayca yapabilmesinden dolay1 yeniden yasanmaktadir.

Gorsel kiiltiirtin imgelerle olusturuldugu goéz oOniine alindiginda, dijital teknolojinin imge {iretimine
girmesiyle sinemasal alanda yasanan ontolojik ve epistemolojik degisim ve doniisiimiin, sanatsal dilde
nereye tekabiil ettigini bilmeden, giiniimiiz sinematografik anlatimin niteligini anlayabilmek,
degerlendirebilmek ve yorumlayabilmek pek de miimkiin degil gibi gozitkmektedir.

1.1. CALISMANIN iNSA EDIiLDiGi SORUNSAL DUZLEM

Dijital goriintii teknolojisi film yapim sisteminde iiretimden dagitima kadar bir dizi alanda kolayliklar ve
avantajlar saglamakta ama yine de bir ¢ok kuramci sinemada dijital teknolojinin getirdiklerini metafor
olarak gelenek ve kriz lizerinden yorumlamaktadirlar.” Bu krizin odaginda geleneksel teknolojiyle iiretilen
imgelerin, dijital imgelere gore ‘gerceklik’ iddiasini daha fazla tagimalari vardir; ¢ilinkii geleneksel
imgeler, gercek diinyanin -1siksal temelde- fiziksel sunumunu yansitmalarina karsin, dijital goriintii
teknolojisinin neredeyse sinirsiz denilebilecek manipiilasyon olanaklariyla imge iiretiminde sahip oldugu
yetiler gerceklik duygu ve inancini her seferinde yeniden sorgulanmasina yol agmaktadir.
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Dijital teknolojinin sinema estetigi i¢in yarattig1 bu kriz olaganiistii bir duruma isaret etmekte ve burada
iki ana soru ortaya ¢ikmakta, bunlar tartisilmaktadir. Sorular gunlardir: a)Dijital teknolojinin goriintii
iretimine getirdikleriyle fotografik (conventional) imgede bir kriz yaganmakta midir; b)Bu teknoloji
amator ve profesyonel teknikleri birbirine yaklastirarak film iiretim ve dagitim siireglerinde farkli
yonelimler getirmekte midir?

2. KONVANSIYONEL iMGELER VE GORSEL PARADIGMA

Kurgulanmis her imge, o kiiltiiriin gelistirdigi sdylemin ipuclarini bize verir. Ornegin Magara resimleri
gercekeilik iddias1 olmayan soyutlamalar ve simgeler olarak ortaya ¢ikmistir; amag bir tiir iletigimdir.
Ronesans'a gelindiginde perspektifin de etkisiyle imgelerde nesnelerin ve figiirlerin ii¢ boyutlu
benzerlerinin yaratilmaya calisildigr goriiliir. Benzerlik arayisi, nesnel gergegin algisal karsiligini
(perceptualequivalance) yaratma ¢abasinin bir disavurumudur.

Ronesans sanatcist icin ‘anlam’, ancak insanin digindaki bir nesnel gergeklikte var olabiliyordu. Bir eserin
anlamli olabilmesinin kosulu, sanat¢inin dogay: taklit edebilmesindeki yetenegiydi ve bu, sanat eseri
izleyicisinin yapit karsisinda soyutlama yapmasina, ondan kendisine 06zgii anlamlar ¢ikarmasina
elvermiyordu. Yapitin bu tek katmanliligi, herkesin sanat eserinden ayni mesaji almasini
gerektirmekteydi. Empresyonizm ve/veya post-empresyonizm ile yeni bir gorsel temsil ve algi modeli
ortaya ¢ikti. Bu ¢ikisin dnemi, merkezi perspektife dayali ya da normatif olarak adlandirilan gérme
modelinde koklii bir kopusun/kirilmay: yaratmastydi. Modern gorsel kiiltiirle ilgili kuramlarin ¢ogu hala
bu ‘kopusun’ su ya da bu bicimde tanimlanmasiyla ugrasmaktadirlar.

20.yy’in hegemonik gorsellik paradigmasini fotograf ve sinemanin yayginlagmasi/¢cogalmasi belirlemistir.
Once fotografik daha sonra da filmik imgelerin gergeklik temsilini iyi yansittigi kabul edilmis, yani
geleneksel gergeklik paradigmasina geri doniiliir gibi olmustur. Ama bunun bdyle olmadigi, yeni bir
paradigmanin ortaya ¢iktig1 kisa zamanda anlagilmistir. S6zgelimi Kafka elestirel bir bakisla; sinemanin
bakis1 hareketsizlestirdigini, canli realiteden ziyade mekanik bir realiteyi {irettigini, hatta o ana kadar
ciplak olan goze zorla biriiniforma giydirdigini; ayrica yazarin yazma ve gdérme big¢imini, kendi
boyundurugu altina alan seytani bir teknik seklinde algilanmigtir. Sinematografik imgeleri ‘demirden
panjurlar’ seklinde goren Kafka'ya gore goriintiilerdeki olaylarin ¢abuklugu ve ard arda hizli bir bigimde
birbirini izleyen hareketlerin varlig1, algiy1 alt iist etmekte ve yiizeysel bir gérme bigimi yaratmaktaydi
(Oztiirk, 2002:360).

2.1.GELENEKSEL SANATIN PARADIGMASI

Ontolojik ve epistemolojik paradigmalar agisindan sanat denilen olgunun asal belirleyiciligini sanatsal
yaratinin algila(n)ma agisindan farklilik yaratma boyutu olusturur. Bu, anlami teknolojik birikimi ardina
alan sanatin da hem iiretim hem de algi boyutunda koklii degisim ve doniisiimlere ugramak zorunda
kalisidir. Soézgelimi ‘gergeklik’ kavraminin, atom-alti elektronlardan uzayin sonsuz derinligine dek
genisledigi bir ¢cagda, artik sanattan beklenen yiizyillar boyu kabul edilen ‘goriineni tasvir etme’ degildir
ve olamaz da. Oyleyse bilim ve teknoloji alaninda yasanan ontolojik ve epistemolojik koklii degisim ve
doniistimlerin sanat¢ilar1 artik yeni ‘yapi’lara 6zgii farkli dilyetilerini olusturmakla yikiimli kildig:
sOylenebilir.

Susan Sontag(1991:45) sanatsal iiretim ile episteme arasindaki ilintiyi sdyle belirlerler: "Her ¢agin, kendi
tinsellik tasarisini yeniden {iretmesi gerekir. Bir tinsellik tasarisi; planlari, terimleri, insanlik durumuna
ickin olan sancil1 yapisal ¢eliskileri ¢6zmeyi, insanlik bilincini biitiinlemeyi, askinligi amaglayan davranis
ornekleri olarak var olmalidir”.Bu varolusu sinema sanatinda daha net olarak gorebilmekteyiz: Dijital
teknoloji sinemada, yaraticilik, yaratim siireci, film {iretimi ve film izleme deneyimine yeni agilimlar
getirmekte; yeni imgelerle kurulan yeni ve farkli iliskiler, zaman ve mekan arasindaki sinirlarin yeniden
tanimlanmasini, ayrica onceki kusaklar tarafindan belirlenmis parametrelerin yeniden kurgulanmasi
anlam1 tasimaktadir. Dijital imgeler; olmayan bir varlifi yaratabildigi i¢in, imgenin dogasini
degistirmekte; dramatik egriyi yok ederek, anlati yapisini doniigtirmekte; mesafe duygusunun yok
olmasiyla anlati ufku gézden yitmekte ve bu da elestirel yargilamay1 daha zor hale getirmekte; dikkat
yogunlagmasi yerine dikkat daginikligi yaratmakta; algilama eylemi, yerini genis Olgiide alilmama
eylemine birakmakta; yapilar1 geregi sorgulayici olamayan bu metinler; ‘biling’ verici degil de daha ¢ok
da ‘simiilatif anlamda bilgi’ verici metinlere doniismekte; buradan elde edilecek bilgiler ise izleyicide
yasamzenginligi yaratmak yerine var olan yargilarini pekistirmektedir.
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Goriildigl gibi bir dizi epistemolojik degisikligi biinyesinde tagiyan bu yenilikler; anlatimini goriintiiler
iizerine kuran sinema sanatinin geleneksel (conventinal) anlam ve anlatim niteliklerini belirli 6lgiilerde
yitirmesine yol agmakta ve siire¢ iginde farkli ve yeni bir anlati dilinin gelistirilmesini zorunlu kilacak
gibi goziikmektedir. Filmlerinde giderek daha yogun bicimde yeni teknolojiyi kullanan Ingiliz Y6netmen
Peter Greenaway “Cercevenin iskencesi artik bitmistir. Ortaya bambaska bir sinema ¢ikacaktir. Insanlar
yeni teknolojiye yaklastikca sinemanin eksikliklerini gorecekler, karanliklara tutsak olmak, iskemleye
yapisip tek bir perdeyi izlemekle doyum bulmayacaklar, ¢ercevenin iskencesine bagkaldiracaklardir”
diyerek sinemada farkli bir anlati ve epistemenin varligina igarete etmektedir. Benzer yaklagimi Peter
Zemeckis'te de goriilebilir. Bu yonetmen de 21.yiizyil sinemasmin tamamen dijital teknolojiye
dayanacagini sdylemektedir. Ona gore: “Goriintiiniin pelikiil {izerine kaydedilmesi devri ¢oktan kapandi
aslinda. Tam olarak aklimizdan geceni elde etmemizi engelleyen, hatalara sebebiyet veren bu eski
teknoloji, yerini giderek dijital teknolojiye birakiyor. Aslinda gec¢ bile kalindi. Diisiinsenize, yiiz yil
oncesinin yaklagimiyla yapilan sinema hala gegerli. Komedi bence bu. Sinemanin gelecegi dijital
teknolojide yatiyor” (www.beyazperde.com,2000). Bu doniisiim ¢izgisine elestiri getirenler de var:
“Filmler kisa zamanda ii¢ boyutlu olacak. Belki bu ii¢ boyutlu yeni teknoloji izleyiciyi goriintii karakterler
arasina koyacak ama sanatin 6zii olan gercegi yeniden yaratma 6zgiirliiglinii sinirlayacak. Ciinki ‘gercek’
sanat i¢in ilging degildir” demektedirler(Colin,1999:12).

3.DIJITAL GORSELLESTIRME VE ESTETIK

Konvansiyonel imgelerle dijital imgeler arasindaki kirilma noktasi; birisinin goriintii iiretebilmesi igin
mutlak olarak nesnel bir tabana gereksinim duymasiyken, digerinin istenirse nesnel bir varlik olmaksizin
tiimiiyle soyut olarak goriintii iiretebilmesidir. Ontolojik bu farkliligin {izerinde duran kuramcilar, imge
kiiltiirlinde bu gelismeyi teknolojik bir devrim olarak yorumlamakta ve bunun imgeleri iiretenler ve
tiiketenler i¢in de devrimeci bir anlam i¢erdigini sdylemektedirler. Yani bugiin pek ¢ok bakimdan malzeme
sonrast ¢agda yasiyoruz ve bunun sanata yansimalari bir¢ok soruyu da beraberinde getirmektedir.
Sanatsal yapidan ne anliyoruz; estetik alani olusturmada malzeme ne anlama geliyor?’. Ozgiilliik,
ozerklik, biitiinliik ile ilintili bu sorularin artik eskidigi diisiiniilebilir ama ontolojik farkliligin vurgusuyla
yeni bicimlerde yeniden giindemdeler. Sozgelimi dijital imgeler epistemolojik olarak bir zamanlar
fotografik imgelerin yiiklendigi islevi farkli bir boyutta yeniden yiiklenmisti. Resimde her sey basitti, asil
olan biricikti ve her kopya da aslinin yeniden iiretimiydi. Onceleri fotograf daha da sonra film ile her sey
karmagiklagsmaya bagladi. Bunlarda asil olan negatifti, basilmadan var olamiyorlardi; yani her sey tersine
donmiis, her kopya asil olmustu. Dijital imgelerde ise bu karmasiklik bir kat daha artti, asil olmanin
bizzathi kendisini yitti, artik her sey asil ve her sey kopyaydi. Hakiki olanla sahte olan, gercek ile diigsel
olan arasindaki farkin ortadan kalktigi bu simiilatif siirecte, sanat ve biling arasindaki yaratict iliski,
mekanik bir neden-sonug iliskisinden ¢ikarak farkli bir epistemeye yonelmis gibidir.

3.1. SINEMANIN DiJITALLESMESI

Dijital gorsellestirmeyle elde edilen yaratilarda estetik boyutun yaninda semantik degisimler de
yasanmaktadir. S6zgelimi dijital yaratilar bize bilgi elde etmede interaktif tasarimlar gibi yararli durumlar
saglayabilmektedir. Bu yapilanma bilgiyi daha faydali/kolay hale getirirken bunu estetik boyutlar i¢inde
gergeklestirebilmektedir (Lowgren, 2006:383).

Onceleri optik filmler vardi ve bunun verdigi teknik imkénlara gére sinema dili olusturuluyordu. Ornegin
ilk donemlerde filmler siyah-beyaz'di ve filmler bu renksizlige goére olusturulan estetik bir dille
anlatimlar1 yapiyorlardi. Filme renk eklenince yeni anlatim imkénlar1 dogmus oldu. Yine ayn1 donemde
filmlerde ses de yoktu ve sessizlik i¢inde sinema kendine 6zgii bir dil olusturarak o giine degin
olusturulan sinema estetigine yeni boyutlar getirdi. Ses eklenince yeni bir dil olusturmak gerekiyordu ve
Oyle de oldu.

Daha sonra manyetik yapili filmler baskin olarak kullanmaya baslandi ve dogal olarak sinemada manyetik
bantli film teknolojisinin sahip oldugu imkanlar anlatida yer almaya bagladi. Gelisim siireci devam etti;
manyetik bantlarin sinirliligini agmak icin dijital goriintii teknolojisi gelistirildi.Bilgisayarla imge iiretim
teknolojisi sinemada Onceleri daha ¢ok 0Ozel efekt alaninda kullanilmaya baslandi. Bu filmlerden
kilometre tasi niteligine sahip olanlardan birka¢ Ornek vermek gerekirse ilk s6z edilecek olan,
StanleyKubrick'in 1968 yilinda yapimi {i¢ yil siiren, ‘2001: Uzay Yolu Macerasi/2001: A Space Odyssey’
adli filmdir. Ayni hareketin ard arda tam olarak kopyalanmasi i¢in programlanan bir bilgisayarca
denetlenen kamera kullanimi, filmi bu alanin dnciisii olarak kabul edilmesine yol agmistir. Efektler s6z
konusu oldugunda anilmas: gereken filmlerden bir digeri George Lucas'in “Yildiz Savaslari/ Star Wars’
(1977) filmidir. Ozel efekt teknolojisi alaninda devrim yaratan bu filmde; miithis bir gergekgilikle
hazirlanan bilgisayar goriintiileri, izleyicilerde adeta uzayin bilinmezliginde ucan bir savag gemisinin
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icine oturmuglar izlenimi uyandirtyordu. Steven Spielberg'in ‘Jurassic Park’ (1993) filminde dinozorlari
glinlimiize tasiyan efektlerle bilgisayar grafigi canlandirmasinda yeni gelismelere imza atildi. Bu filmin
sadece alt1 dakikasi biitiiniiyle bilgisayar destekli canlandirmayla gergeklestirilmesine karsin, elde edilen
basariyla filmin sinemada 6zel efekt teknolojisinde yeni bir ¢1g1r agtig1 kabul edildi.

Bu basarimin ardindan ii¢ boyutlu modellemeyle elde edilen imgeler sinemada uygulanmaya ve
dolayisiyla yeni bir kap1 daha agilmaya baglandi. Bilgisayar imgeleri imkansiza meydan okuyordu ve
bundan boyle ‘hayal edilenin’ perdeye yansitilmasi artik miimkiindii. Ornegin yonetmen LesMayfield'in
‘Dalgin Profesor/Flubber’ (1997) filminde gergek aktor ile birlikte yerinde duramayan, afacan karakterli
bir damla ‘jel’ rol alir. Dijital olarak yaratilan bu imgede en ¢ok zorlanilan nokta, jel’e duygu
yiiklenmesidir, ¢iinkii jelin bunu saglayacak bir yiizii ya da herhangi bir uzvu yoktur, ama {i¢ boyutlu
modelleme sayesinde bunu bagarmak miimkiin olabilmistir. Benzer sekilde James Cameron'un
‘TheAbbys’ (1989) filminde, insan sekline doniisebilen sivi bir yaratigin ilk kez yiiz hareketleri ii¢
boyutlu olarak gergeklestirilmistir. Bu filmde ilk kez bi¢cim degistirme diye adlandirilan bir teknik
kullanilmistir. Abbys filmindeki sanal karakter, bigim degistirerek karsilagtigi karakterlerin gériiniimiine
biiriinmektedir (Caligkan, 2006:162).

Onemi giderek artan ve giderek karmasiklasan dijital animasyon diinyas1 da dijital kiiltiiriin ayrilmaz
parcalarindan biri olarak gelisimini siirdiirmektedir. Ornegin ‘Misir Prensi/ThePrince of Egypt® (1998)
filmi artik var olmayan bir diinyay1 bagarili bicimde canlandirir. Film ii¢ boyutlu mekani dzenle
kullanarak eski Misir'in simiilasyonunu yaratmaktansa, yassi, neredeyse hiyeroglifi andiran, 151k ve
tonlamaya dayali bir goriiniim sunumunu tercih etmistir. Ayn1 zamanda, kare canlandirma ve bilgisayarla
iiretilen ii¢ boyutlu imgelerin ‘karigim1’ tamamen dijital yollarla yapilan animasyon filmler kadar sentetik
goriinlimlii olmayan bir sinemasal gerceklik diizeyi yaratabilmistir (Burnett, 2007:276).Dijital imge
teknolojisi, animasyon ile ‘live-action’ yani canli ¢ekim imgeleri kaynastirarak 6zel efekt kullaniminda
daha derin bir gergeklige ulasmay1 amaglamaktadir. Ornegin Matrix (1999) filmi bu amacin yaratimi
olarak, animasyon ile live-action ¢ekimleri kaynastirmakta basarili olmus ve bu anlamda sinema tarihinde
yerini almistir (Yiicel,2003). Bilgisayarlarla {iretilen imgeler ile canli bir insan arasinda ayrim
yapilamayacak kadar ger¢ek bir insan karakterini bilgisayarlarla yaratan ve tamamriyla bilgisayarlarla
iiretilmis imgelerden olusan ilk hiper-gercek vizyon filmi ‘Final Fantasy:TheSpiritsWithin’dir (2001).
Film bu anlamda gorsel bir gii¢ gdsterisi gibidir.

James Cameron, Steven Spielberg, Peter Jackson gibi yonetmenlerin ve Disney, Pixar, Dreamworks gibi
firmalarin Onciilik ettigi yeni dijital ii¢ boyutlu ¢ekim ve gosterim sayesinde seyirciler kendilerini
gergekten kurgusal bir diinyanin i¢inde hissetmekte daha dnce hi¢ tanik olmadiklar1 bir sinema deneyimi
yasamaktadirlar. Kuskusuz ki dijital projeksiyon geregleriyle devasa perdelerde izleyiciyi boylesine igine
alan bir gosterim salt teknik boyutta kalmamakta, izleyicinin algisinda yon degisimleri yasatmakta ve bu
degisimlere izleyicinin hazir hale gelmesi ayr1 bir epistemolojik sorun olarak varligini stirdiirmektedir
(Mc.Kernan, 2005:169).

Dijital imgelerin gelisiminde siire¢ devam etmektedir. Siirecin su andaki tanimi ii¢ boyutlu goriintii
yaratimidir. Imax ve Real D formatlart bu isin Onciisii olarak yaratilarin1 hayata gecirmis
bulunmaktadirlar. Ozel ii¢ boyutlu Imax polarize gozliikleri, iki imaj1 birbirine baglayarak, izleyicinin ii¢
boyutlu goriintiiyi algilamasini miimkiin kilmakta; bunun sonucu olarak da perde neredeyse kaybolmakta
ve goriintiiler salon igerisinde uguyormus yanilsamasi yaratmaktadir. imax gériintii teknolojisi, diinyadaki
en genis ve en kaliteli film formati olan 15 delikli 70 mm.'lik film formatini1 kullanmaktadir. 15/70 film
karesi; klasik 35 mm film karesinden 10 kat, standart 70 mm film karesinden ise 3 kat daha biiyiiktiir.
Imax teknolojisinde perde geleneksel 35 mm.lik perdelere gore oldukca biiyiiktiir. Normal boyutun 7 kat
yiksekliginde, giimiis alagimli iizerindeki binlerce delik sayesinde sesin salonda tam anlamiyla
dolagmasini saglamakta ve ebatlarinin biiyiikliigli (24x17m) ile izleyicisine goriintiiniin i¢indeymis hissini
yasatmaktadir (www.wardom,org;2009).Film sektoriinde ise ilk kez 2005'te ‘ChickenLittle’ adli filmde
kullanilan Real D teknolojisinde filmler &zel ve ¢ok hizli bir dijital projeksiyon cihaziyla
gosterilmektedir. Burada bir saniyede yansitilan kare sayis1 144 olup, bunun 72'si sag, 72'si ise sol goz
icindir. Real D'nin isleme mantig1 da diger ii¢c boyutlu teknolojilerle ayni olup temel fark ‘tek’ dijital
projektdr kullanilmasidir. Izleyiciler igin fark: ise Real D'de gériintiilerin, perdenin arkasina dogru devam
ediyormus gibi goriinmesi yani daha fazla derinlik kazanmasidir. Real 3D"de normal boyutlarda olan ve
icbilkey olan bir perdenin Oniinde, izleyiciler perdeden yansitilanlarla i¢ igeymis gibi gercekei
goriintiilerle kargilagmaktadirlar. Real 3D teknolojisiyle ilk drnek, Warner Bross tarafindan gosterime
sunulan Beowulf ‘Oliimsiiz Savasgr’ (2007) filmiyle olmustur. Imax formatina gelince Kasim 2004
tarihinde vizyona giren, ‘The Polar Express’ diinyanin ilk Imax 3D Experience'e doniistiiriilen Hollywood
filmi olarak sinema tarihinde yerini almistir. Devrim yaratan Imax 3D DMR (Dijital Re-mastering)
prosesi sayesinde film 3 boyut formatina doniistiiriiliip, daha sonra Imax 3D DMR teknolojisi ile dijital
olarak yeniden islenerek Imax formatna aktarilmistir. Ug boyutlu Imax formatli The Polar Express
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filminin goriintiileri neredeyse perdeden izleyicinin iistiine atlayacak gercekliktedir ve izleyiciye kendini
filmin igerisinde hissettirmektedir(www.frmtr.com;2007).

4. SONUC YERINE

Dijital tabanli imge iiretiminin sinemanin {iretim ve sunum boyutuna getirdikleriyle sinema estetigi ve
psikolojisinde yeni alimlama estetiginin (receptionaesthetic) ortaya ¢ikmasi beklenen bir sonug olacaktir.
Sinemada ise, dzne, gergeklik referanslarin1 yonetmenin yorumundan alir, ¢iinkii ’gercek’ yonetmenin
siizgecinden ge¢ip kurgulanmaktadir. Kurgulanan bu gercgeklik yanilsamasidir ki, 6znenin, hem filmde
anlatilanlara hem de buna bagl olarak hayat iizerine diisiinmesini getirmektedir. Filmlerdeki gerceklik
yanilsamasi, izleyicilere kurmaca bir diinya sunmakla kalmamakta, ayn1 zamanda izleyicilerin filmde
gosterilen diinyanin yam sira, gercek hayat iizerine de diisiinmelerini saglamaktadir. izleyicilerin gergek
ile goriintilyii ayirt etmelerini saglayan unsur ise sinema perdesidir. Sinema perdesi gercek ile goriintii
arasima mesafe koyar. Mesafe, diinyada bir yerde duruyor olmay1 ve bulunulan o yerden olusan olaylara
kars1 bir durusu, bir tavir aligt beraberinde getirir. Bu anlamda dijital teknolojinin sinemaya getirdigi
ontolojik ve semantik boyut, gergeklik izlenimi temelinde olma 6zelligi ile ¢celismektedir.

Sinemada imgeler, yOnetmenin yorumlamasiyla bir araya getirilmekte, bu sekilde bir iliskiler agi
kurulmakta ve bdylelikle olusturulan sey bir dilyetisine doniismektedir. Film yonetmeni canlilar, diinya
ve seyler arasinda ‘maksatli’ iliskiler kurarak diigiincelerini agiklar. Sinemasal imgelerde gosteren
(anlatan) ve gosterilen (anlatilan) birbirlerinden tamamen farkli, dogalar1 tamamuiyla ayr seylerdir. Imge
bir sey anlattig1 zaman bunu gosterdigi sey araciligiyla yapmakla birlikte, gosterdiginden ¢ok farkli bir
seyi anlatmaktadir. Filmsel anlam1 yaratan imgeler arasi iligkilerdir.

Sinema perdesi ‘dis diinya’ ile ‘i¢gsel bilingli ve bilingdis1 yasam diinyas1’ arasinda gegisli bir alan gibidir.
Perde, 6znelerin kendi yasamlarinin diislerini gorebilecekleri bir yansiticidir. Bu nedenle insanlar diislere
daldiklar1 gibi sinema salonlarina dalarlar, fantazya ve arzu sahnelerinin igine girerler, kendilerini
kaptirmanin zevkini yasarlar ama gercek tehlikelerle aralarinda bir perde, bir mesafe oldugunun hep
farkinda olurlar.

Film izleme, cogunlukla yakinlik ile uzaklik arasindaki miicadeleyle ilgili bir deneyim, yani imge alani ile
yasami anlamlandirma arasindaki mesafenin celisimidir. Imgelerin igine gémiildiikge, nesneler diinyastyla
iligki kurmaya adeta gerek kalmamakta; es deyisle imgelerdeki ‘gdsteri (atraksiyon)’ diizeyi arttikca,
bilginin anlam ve gercekligi azalmaktadir. Bu yapilanmada kendini kaptirma (sok, uyari, heyecan) vardir
ama deneyimin psisik veya yaratic1 doniistimiinii etkileyecek 6znel bir bdlge artik olmamaktadir.

Sanatg1 ile diisiinceleri arasindaki fiziksel engelleri kaldirarak ona sarhos edici bir giic veren dijital
devrim, beraberinde de bir o kadar sorumluluk yaratmistir. Sanatcilar yiizyil 6nce sinemanin dogumuyla
var olan sanatsal diyalektigi yeniden yasamaktadirlar: Teknolojiyi gercekligi yeniden iiretmek, yoksa
yerine yeni bir sey koymak i¢in mi; ya da goyle diyelim, diinyay1 yakalamak i¢in mi, yoksa yeni bir diinya
tiretmek i¢in mi kullanilmali sorusu can yakici bir sorunsal olarak karsilarinda durmaktadir.

Dijital imgelerin gelisim siirecinde, gorsel sanat alanlarina ait tiirleri tanimlayan ¢izgilerin yitmesi;
tanimlarin, parametrelerin, paradigmalarin yerinden oynamasina neden olmakta ve bir ‘dil’ krizini
yasatmaktadir. Nasil ki, isitsel-gorsel araglarin gelismesinin sonucu olarak yazinsal kurgu dili yikilmig ise
bugiin de dijital imge iiretim teknolojisinin getirdikleriyle gorsel dil bambagka bir goriiniime
evirilmektedir. Dijital imgeleri dilyetisinde (langage) bu denli akiskan yapan sey, acik secik dayanak
noktalarinin ve temellerinin olmayisidir. Metaforik diizlemde, anlamin yegane belirleyicisi artik ne imge
ne de betimledigi sey olmaktadir. Bu baglamda sinemada dijital imgeler ne anlama geliyor sorusu 6ne
¢ikmakta, yanitlar aranmaktadir. S6zgelimi resimsel (pictorial) yonden olduk¢a uzaga diismeye baslayan
bu imgeleriistgergeklik baglaminda nereye oturtulmalidir? Bu imgeler ikonik (iconic) midir, gdndergesel
(indexical) midir gibi sorulara net yanitlar verebilmek pek kolay degilmis gibi goziikmektedir.
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Abstract

The study basicly aims to measure the current ratings of the television channels of North Cyprus between
the 15 April — 1 June 2013. For this purpose, a questionnarie was applied to the 5 provices of TRNC
which are Nicosia, Kyrenia, Morphou, Iskele and Famagusta. Since there is no rating meter device used
around the northern part of the island, Tv channels are still insufficent to detect whether their programmes
are being watched or not. This was a unique study to measure the ratings and the attitudes of the people
by asking various questions starting from the favourite T.V programme they like and ending up with the
highly watched local T.V presenters at the Northern part of the island. The results derived from the
questionnaire was shared with the T.V channel administrators and appeared on the newspapers as well.

1. Giris

Bu c¢aligmadaki temel amag, Kuzey Kibris’ta 15 Nisan - 1 Haziran 2013 tarihleri arasinda yayin hayatinda
bulunan kanallar ve programlarin mevcut durumlarinin belirlenmesi ve izlenebilirliklerinin l¢iilmesidir.
Bu amag dogrultusunda hazirlanmus anket; Lefkosa, Girne, Giizelyurt, Gazimagusa ve Iskele olmak iizere
5 ilgede gorevli anketdrler tarafindan uygulanmistir. Toplamda 710 kisiye anket ile ulagilmis, 30 kisi
cesitli gerekgelerle ankete katilmayi uygun goérmemis, 680 kisi ise 23 farkli sorudan olusan ankete
yanitlar vermistir. Yiiz ylize ger¢eklesen anket miilakatlar1 neticesinde 680 kisi igerisinden 548’1 Kibris
televizyon kanallarini takip ettigini belirtmistir. Dolayisiyla bulgularin biiyiik ¢cogunlugu, yiizde 80.6 olan
“Kibris kanallarin1 izleyenler” grubu iizerinde sekillenmistir. (Burada % 19.4°lik (132 kisi) Kibris
kanallarini izlemeyen yanitlayici kitlesi olarak degerlendirme dis1 birakilmistir.) Verilerin girisi ve analizi
kisminda SPSS 17.0 programi kullanilmig. Yine SPSS ve MS Excel programlar1 verilerin grafiksel
aktarimina katki saglamigtir.

Not: Arastirmaya sadece belirtilen tarihlerde yayinda olan programlar dahil edilmis, énceki ve
sonraki tarihlerde sunulan programlar kapsam disi birakilmistir. Olusturulan tablolarin bir¢ogunda

kanallar: temsil ettigi diistiniilen renkler rastgele segilerek kullaniimigtir.

Tablo 1: Ankete Katilanlarin Cinsiyeti ve Yas Durumlar:

f % Valid Percent
Erkek 332 48,7 48,7
Kadin 348 51,0 51,0
Total 680 100,0 100,0

Not: Katilimcilarin ortalama yas degeri ise 35,44’ diir. (min 12 - max 85)

Ankete katilim konusunda cinsiyet degiskeni incelendiginde katilimcilarin cinsiyetinin siklik
bakimindan birbirlerine yakin degerleri igermekte oldugu goze carpmaktadir. Bu da bize veri
¢oziimlemeleri yapilirken cinsiyette anlamli farklar olup olmadig1 konusunda bulgularda yorum kolaylig1
getirebilmektedir. Katilimcilardan en diisiik yasa sahip olani 12 ve en yiiksek yagtaki ise 85 yasindadir, bu
da bize katilime1 ranjinin oldukg¢a genis tutuldugunu gostermektedir.
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Tablo 2: Kibris Kanallarim izleyenlerin Egitim Durumlar

F %  Valid Percent
[lk/Orta 111 20,3 20,3
Lise 203 37,0 37,0
Universite 216 39,4 39,4
Lisansustu 18 3,3 33
Total 548 100,0 100,0

Not: Katilimcilar arasinda iiniversite 6grencileri agirlikli geng niifustan dolayi lise mezunu sayist
iiniversite mezunu sayisina yakin bulunmustur.

680 katilimcidan 548’1 Kibris kanallarini takip ettigi i¢in Tablo2’de uygulanan siklik ve yiizdelik dilimleri
bu say1 lizerinden hesaplanmigtir. Burada dikkat edilecek unsur KKTC’de yasayan insanlarin 6zellikle
yliksekogrenime 6nem vermesi %39,4 liniversite mezunlarinin Kibris kanallarini giinliik takip ettikleri
anlasilmaktadir. Yine burada halen iiniversiteye devam etmekte olan ve lise mezunu olarak kendisini
ankette konumlayanlarin sayisida yiiksektir.

Tablo 3: Katihmecilar her giin televizyon izliyor mu?

TV izleme
F %
Evet 555 81,6
Hayir 125 18,4
Total 680 100,0

Katilimcilarin hergiin Kibris kanali izleme siklig1 yilizde %81,6 olarak ¢ikmis, bu da
Kibris kanallari agisindan sevindirici bir unsur olmustur.

Tablo 4: Ankete katilipta Kibris kanallarim izleyenlerin bolgelere gore dagilimi

Bolge
f % Valid
Percent
Lefkosa 187 34,1 34,1
Girne 132 24,1 24,1
Guzelyurt 84 15,3 15,3
Magusa 94 17,2 17,2
Iskele 51 9,3 9,3
Total 548 100,0 100,0

Anket katilimcilar1 demografik 6zellikleri bakimidan incelendiginde boélgesel ayrima gidilmeside s6z
konusu olabilmektedir. Mevcut 6rneklem ilge biiyiikliikleri goz 6niinde bulundurularak seg¢ildiginden
baskent Lefkosanin en yiiksek yiizdeye sahip olmasi ve onu son yillarda niifusu artan Girne, Magusa gibi
merkezlerin izlemesi dogal kabul ebilemektedir.
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2. Method:

Arastirmada Kuzey Kibris ilgelerinde Televizon izleyen insanlar evren kabul edilmis bu evren igerisinden
secgilen ve ilge biiyiikliiklerine gore dagilan 18 anketor veri toplamada arastirmaya katki koymustur.
“Anketler oldukga popiiler veri toplama yontemleri olmakla beraber ancak uygun kullanilmalari halinde
yarar saglamaktadir.” Bag, 2006. Bu yiizden tabakali 6rneklemi olustururken ilge biiyiikliikleri, her bir
ilgedeki sosyodemografik yapi, gelir diizeyi yiiksek, orta ve diisiik mahalleler dikkate alinarak, anketor
gorevleri buna uygun olarak dagitilmistir. Ayrica anketdrler gidecekleri yerler hakkinda bilgilendirilip
éncesinde Yakin Dogu Universitesi biinyesinde 4 kursluk birde egitimden ge¢misleridir.

Verilerin girisi ve analizi kisminda SPSS 17.0 programi kullanilmis. Yine SPSS ve MS Excel programlari
verilerin grafiksel aktarimina katki saglamistir. Toplamda 710 kisiye anket ile ulagilmig, 30 kisi gesitli
gerekcelerle ankete katilmayi uygun gérmemis, 680 kisi ise 23 farkli sorudan olusan ankete yanitlar
vermistir.

2. Bulgular

Tablo 6: i1k Tercih Ettiginiz Kibris Kanah

Kanal Siralamasi

Frequency Percent ~ Valid Percent

[lk Tercihim Yok 33 4.9 6,0
Kanal T 109 16,0 19,9
Kibris Tv 116 17,1 21,2
Geng Tv 95 14,0 17,3
Brt Haber 121 17,8 22,1
Brt Aile 15 2,2 2,7
Art 6 9 1,1
Sim Tv 26 3.8 4,7
Ada Tv 27 4,0 4,9
Total 548 80,6 100,0
Kibris Kanali izlemeyenler 132 19,4

Total 680 100,0

Tablo 6da yanitlayicilara tercih ettikleri kanallar sirasiyla belirtilmesi istenmis ve sonuglara gore
Brt Haber % 17,8’lik oranla ilk tercih edilen kanal olmustur. Kibris kanallarini takip etmeyenlerin
degerleri esit olarak dagitildiginda bu oran % 22,1°e¢ ulagsmaktadir. Bayrak Radyo ve Televizyon
Kurumunun devlet televizyonu olmasi ve diger kanallara gore fiziki, demiras ve personel altyapisinin
daha ileri diizeyde olmasi ilk tercih olma sonucunu etkileyen faktorler arasinda siralanabilmektedir ancak
0zel kanallarin 6zellikle sabah programlarinda Kibris TV ve Kanal T gibi yayin hayatina daha geng yasta
katilmis kanallarin Brt’yi yakalamasi, devlet televizyonun eskisi kadar tercih edilmedigi sonucunu da
dogurmaktadir.
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Tablo 7: ilk olarak tercih ettiginiz yaymn tiirii

ilk program tercihi
CJEgitim/Kultur/Sanat
3.28% B Haber
B
iyaset/Tartisma

M spor
M Tercihim Yok

17,15%
Tercihim Yok

Slyaset/Tamsma

Aragtirmanin 6nemli bulgular1 arasinda Kibris’ta yasayan insanlarin Kibris kanallarmi agirlikli olarak ilk
tercih etme nedeni haber alma, giindemi takip etme amaglidir. Bu soruda yanitlayicilarin “Tercihim yok”
sikkini ikinci sirada ylizde 17ler seviyesinde tutmalari ve iki segenegin toplam yiizdesinin yiizde 87
seviyelerine gelmesi aslinda ankete katilanlarin, genelde Kibris Tiirk halkinin haber amaglhi T.Vleri
acgtigini, spor, egitim kiiltiir programlarini Kibris kanallarindan takip etmeyi tercih etmediklerini bize
gostermektedir 6zellikle komsu iilkelerin mag¢ yayinlar1 Kuzey Kibris ligleri naklen yaymlarinin
izlebilirliklerini ¢ok diislirdiigli rahatlikla soylenilebilmektedir.

Tablo 8: Ana Haber Izlenme Tercihleri

40,0%™]

30,0%

20,0%™]
14,42%)

10,0%]

0,0%—
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Haber izlemenin siklig1 bize haber programlarinin dnemli bir yer tuttugunu ve bunun igerisindede
anahaber izlenme oranlarinin  “saat bast haber” gibi diger programlart geride biraktiginm
gostermektedir.Anahaber programlar igerinde Brt Haber devlet televizyonu olmasi ve halen toplumda
giivenilirligi yiiksek kurumlar arasinda bulunmasi nedeniyle ilk sirada yer almaktadir. Kanal T yakin bir
ylizdeyle onu takip etmeklte, iiclincli grup olarak ana haber izlemeyenlerin karsimiza ¢ikmasi diger
kanallar agsindan diisiindiiriicii bir durum yaratmaktadir.

Tablo 9: SIYASET/TARTISMA Programlarim izleyenler Arasindaki Oransal Dagihm

14,0

M Resat Akar'la Son Durum M Dusiince Firtinasi - H. Ercakica ® Dilek Kiricr ile Agik Oturum AliKismir ile Kibris Dosyasi
W Detay Haber B GAK Tv - Harun Denizkan Sahve Mat W Hodri Meydan - N.Pinar

Diger m Sil Bastan M Gancelli- Leman Kircal W Hayatve Ekonomi
W Markaj- Ali Baturay W Tarimi Tartisalim Er Meydani W Taslar Dokulurken - H.Hasturer
M Ekonomik Giindem M Turizm Dosyasi M Gazetecinin Not Defteri M Konusacak ¢ok sey var - D.Kirici
M Ekonomi Diinyasi M2 Yakin 1 Genel

Tablo 24: Kibris kanallarimi Seyircinin Nereden izledigi (Oransal Dagilim)

. W Turksat (Uydu Alicisi)
Internet

9% 1 Anten (Karasal Yayin)

M Digituirk (Yeni Paketi)

D-Smart D-Smart

15% N\

minternet

Tirksat (Uydu
Alicisi)
54%

Digitiirk
(Yeni Paketi)
12%

Anten
(Karasal Yayin)
10%
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Kibris kanallarini seyircinin ylizde 54 oranla uydu alicilarindan takip ettigi, henliz Kibris kanallarmi
normal paketlerinde yer vermeyen ancak yeni paket olusturarak izleyicisine segenek olarak sunan
Digitiirk’tin yiizde 12 lerde kalmasi ve halen 6zellikle yaslt izleyicilerin T.V’si karasal yayinda olanlarin
yiizdesi ise %10 olarak karsimiza ¢ikmaktadir.

Sonug¢

Ozetle anketin ortaya cikardigi sonuclar arasinda Kibris Tiirk halkinin biiyiik bir boliimiiniin Kibris
kanallarini haber alma amagh izledigi, dnceliginin ilk olarak haber programlari daha sonra da siyaset ve
tartisma igerikli programlar oldugu ortaya ¢ikmistir. Egitim, kiiltiir ve c¢evre gibi konular1 kapsayan
programlarin magazin ve yemek programlarinin gerisinde kalmasi ise ¢alimanin ortaya koydugu
sonuglar agisindan diigiindiiriictidiir. Halkin, “Tv kanalin1 segerken en ¢ok dnem verdigim sey ....” agik
uglu sorusuna verdigi en sik yanit ise dogru, giivenilir ve tarafsiz yayin kelimeleri olmustur.
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Mechanisms of the legal regulation of intellectual property rights
in mass-media and Internet

Dr. Baimoldina Svetlana Malikovna,
L.N.Gumilev Universiti, Kazakhstan.

Abstract

Urgency and significance of considering the problem, related to legal measures of fighting violations of
intellectual property right in mass-media and global Internet network is explained by the priority
directions of internal and external policy of many countries, including Republic of Kazakhstan, which are
aimed at development and improvement of public relations in the sphere of providing protection for all
kinds of creative activity, rights and freedoms of the individual and citizen, guaranteed by the
Constitution.

Keywords: intellectual property, right, mass-media, global Internet, network, demonstrating, dynamical,
growth of crimes.

In the context of joining International organizations, multilateral international agreements, which
have mandatory requirement for equal protection of intellectual property right for both domestic and
foreign authors, anticipating entrance of the Republic of Kazakhstan to the World Trade Organization
(WTO), verya actual is the problem of improving measures, aimed at fighting problems of legal
protection of intellectual property, in particular, providing their legal protection, preventing crimes in the
spheres of using results of intellectual activity, in mass media and Internet.

In the process of uncontrolled use of results of intellectual activity, the immeasurable damage is
done to the development of the economy of the state, as well as to the authors and legal proprietors, that
fundamentally contradicts with the constitutional principles o building democratic state.

Public relations, arising in the process of creating and using the objects of intellectual property, are
predominantly regulated by civil and administrative legislation. However, the world practice shows, that
existing civil, legal and administrative measures are insufficient for proper protection of intellectual
property rights, do not reduce cases of violating these rights, and vise-versa create possibilities of evading
responsibility for such type of violations. The analysis of practice of applying legal norms on violations
of intellectual property right shows this, demonstrating dynamical growth of crimes, related to violation
of intellectual property right, including those, occurring in mass-media and Internet. In this article, the
author reveals the problems of protecting intellectual property rights in mass-media and Internet, and
ways to solve them.

Almost all types of intellectual property are used in the media and the Internet: copyright and related
rights, objects of patent rights, inventions, and other types. However, the protection of intellectual
property rights in the mass media and the Internet is not completely ensured, there is no clearly -
developed mechanisms to protect intellectual property rights in this area. Violations in the media and the
Internet apply to both print and on audio, video, television, radio and electronic media. “Violations in
video business are often organized; making them “pirates” use transnational links, smuggle “pirate”
copies of films in Russia”. [1]

Radical changes in the information relations of the society are primarily associated with the use of
global computer networks, primarily, information network of the Internet. Feature of the Internet is that it
was created as a basically open system providing free and anonymous access to information resources. [2]

Criminalization of the information sphere is reflected in the emergence of new types and forms of
high-tech crimes involving the use of the latest achievements of science and technology. The
distinguishing feature of this type of crime is the use of new information and telecommunications
technologies, inventive use of new methods and techniques of criminal activity, the growth of criminal
professionalism. [3]

Spread of crime in the media and the Internet acquires a global scale and covers various areas of
social activities, including copyright and related rights, as well as other intellectual property rights.

Russian scientists: Kantorovich Ya.A., Pylenko A.A., Shershenevich G.F.were involved in copyright
protection in the pre-revolutionary period.

Asinovsky M.N., Belilovsky A.N., Druchok G.N., Zenkin N.M., Thsanov U.K., Thsanov E.U.,
Garibyan A.D., Kamyshev V.M., Melnik E.F., Namengenov K.S., Nosov V.D., Omelchenko A.I,
Rassokhin V., Salman 1.G., Skripko Ye.Ya., Sharahmetov Sh. G., Chertkov V.P., Tytskaya G.I,
Yurchenko A.K. and other were involved in the intellectual property rights protection in the Soviet
period.
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Works of leading domestic and foreign scholars and professionals were devoted to legal relations in
the sphere of intellectual property. Among foreign authors whose works are devoted to their legal
regulation, should be called Alekseyev A.A., Asfendiyarov B.M., Bliznets 1.A., Boguslavsky M.M.,
Vaksberg A.l., Vengerov A.B., Vitaliev G.V., Gavrilov E.P., Garibyan A.M., Gordon M.V., Gringolts
LLA., Dozortsev V.A., Illarionov T.,I,, Jonas V,Ya., loffe O.S., Kaitmazova B.V., Kalyagin V.O.,
Kamyshev V.G., Kirillova M.Ya., Koretsky V.I., Krasavchikov O.A., Krasavchikova L.O., Matveyev
Yu.G., Mamiof L.E, Nikitina M.I., Ryasentseva V.A., Savelyev I.V., Sergeyev A.P., Serebrovsky VI etc.

Some questions of criminal liability for committed crimes were mentioned in works of some Russian
scientists and practitioners as: Bliznets 1.A., Bondarev V.N., Dem'yanenko E.V., Dvoryankin O.A.,
Zavidov B.D., Zlotya V.P., Kovalenko A.A., Larichev V.D., Logvinov Yu.V., Silonov I.A., Spirin G.M.,
Stupnikov A.G., Tereshtchenko B.L., Truntsevsky Yu.V., Chukovskaya Ye.E., Shcherba S.P. and other
authors.

In the Republic of Kazakhstan Abuova R.J., Aligozhin B.K., Amangeldi A.A., Askarov A.l,
Beysembina K.E., Thsanov E.U., Thsanov U.K., Kaudyrov T.E., Namengenov K.N., Sakhipova N.N., and
Kapyshev A.E. were involved in separate issues of intellectual property civil protection.

Along with this, the analysis of literature on this subject leads to the conclusion that the issues of complex
prevention of crime in the media, the Internet, as well as in the field of intellectual property were not
considered in full.

Currently in Kazakhstan, after independence, number of legal documents governing the intellectual
property rights protection were adopted: The Constitution of Kazakhstan, the Criminal Code, the Civil
Code, the Code of Administrative Offences, the Law “On Copyright and Related Rights”, “Patent Law of
the Republic of Kazakhstan”, “On Legal Protection of Integrated Circuits Topographies”, “On protection
of Selection Achievements”, “On the Media”. International instruments: Convention Establishing the
World Intellectual Property Organization (WIPO) on July 14, 1967, the Berne Convention for the
Protection of Literary and Artistic Works (as amended in 1972), and the Madrid Agreement on
International Registration of Marks dated 1891 etc.

The desire of countries to be a member of the World Trade Organization (WTO) imposes
compliance with a number of requirements: legislation corresponding to TRIPS, i.e. the to the minimum
current requirements; Intellectual Property Office, staffed and well equipped to provide protection of
intellectual property; judicial system - well-prepared, impartial and transparent, the authoritative to
impose bans, fines and other penalties;

Police - well-trained, transparent in its operations, the authoritative to impose penalties, can
recognize and seize counterfeit products; customs - well-trained, equipped with the equipment and having
the knowledge to recognize and seize counterfeit goods at the border; corps of lawyers in the private
sector, including private investigation and agents able to cooperate with authorities who are able to
recognize counterfeit products and producers; associations and unions of producers and rights owners,
other persons, specializing in intellectual property matters [4, p. 24 ].

Currently illegal use of intellectual activity by different business structures, including the media
and the Internet, causing great damage not only to the authors, creators and performers of intellectual
property, but also a significant damage to the state, as the state budget does not receive taxes for the
production, use and trafficking in counterfeit goods. “In the CIS member states level of counterfeit goods
ranging from 73% to 94% (Ukraine - 90%, Belarus - 94, Kyrgyzstan - 86, Georgia - 73 %, the latter two
countries are members of the WTO), and in countries such as U.S., Britain, France, the Czech Republic it
is less than 10 %, Finland and Italy - 10-25%, Poland and Brazil - 25-50%" [5, p. 61].

The various ways of pre-trial protection of the right holder have spread in some foreign countries.
The most interesting way to protect the copyright holder has been developed in the Anglo-Saxon system.
Such tool as “Anton Piller order” became widely known. Its essence lies in the fact that at the request of
the right holder, the court may issue an order authorizing that person to inspect the facility where it
believes committed acts that violate his exclusive rights.

Another well-known tool is “Mareva injunction”, which is aimed at restricting the defendant in
property disposal, including the intellectual, which may be required to satisfy the claim.

The third important tool is “Norwich Pharmacalaction”, important in conducting business activities
abroad. First, this way of protection was applied in 1972 in Norwich Pharmacal case, when the claimant
asked the customs authorities to disclose confidential information about individuals, importing into the
country medicines containing an ingredient patented by him [6, p. 433].

Choosing way of intellectual property rights protecting, it is better to look at many years of
experience and best practices for dealing with violations of intellectual property rights of those countries
that can be attributed to countries with high economic development and the most developed industry
intellectual property.

As world experience of intellectual property industry shows, a significant role in the economic
development of civilized nations belongs to the legal protection of intellectual property. One of the
leading countries in the world for all positions in the scope of application and protection of intellectual
property, including in the media and the Internet is the United States.
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Creation of legislation in the field of intellectual property protection in the United States was
observed after the War of Independence (1775-1783), when the U.S. Congress passed a resolution
recommending ensuring copyright protection in a number of states. Later, in 1787 in the U.S.
Constitution was recorded a provision stating that the U.S. Constitution gives Congress the power “to
promote the progress of science and useful arts, by guaranteeing to authors and inventors the exclusive
right to their works of art and invention for a certain period of time”.

United States is the first state to take steps to protect their intellectual property at the international
level. Special section 1303 Section 301 of the General Law on Trade and Competition, adopted by
Congress in 1988, provides for the identification of countries that violate the rights of Americans to
intellectual property. At the turn of the twenty-first century American intellectual property industry, in
particular copyright, is one of the largest and fastest growing sectors of the U.S. economy. In 1991, all
kinds of copyright industry: software industry, cinema, television and video industry, the industry of
music and sound recordings, publishing industry and others have provided 325 billion dollars on value
added, or about 5.5 % of GDP. In this aspect, the copyright industry is investing in the U.S. economy
more than any single manufacturing sector, including the production of aircrafts and their spare parts,
primary metals, metal products, electronic equipment, industrial equipment, food and related products,
chemicals and allied products.

Copyright industry creates jobs faster than many of the leading sectors of the economy. Now the
U.S. copyright industry employs more workers than such industries as aeronautics, automotive, steel,
pharmaceutical, textile, etc.

Currently in the United States there is a law “On Copyright”, which is a federal law. Court
prosecutes criminally violation of this law, when committed intentionally, in order to obtain commercial
advantage or private financial benefit.

American Cinematic Association (ACA) is engaged in fight against “piracy” in the United States in
the production and distribution of films and videotapes. American Recording Industry Association
(ARIA) protects the products of its member companies through fighting against pirated recordings at the
level of production, distribution and retailing.

National Association of Music Publishers (NAMP) represents the interests of more than 500 U.S.
companies, who are the owners, managers or administrators of copyright in musical works. The
Association participates in numerous lawsuits, protecting the rights of music publishers and protecting the
legal principles in the field of copyright.

Business Software Alliance (BSA), which represents the interests of major U.S. companies that
manufacture about 75 % of software packages in the world tirelessly fights against “piracy”, which
annually brings industry losses of $ 2.2 billion. BSA activities in fighting against “piracy” include
lawsuits, sudden raids and audit companies.

Huge money is involved in the field of copyright industry. With the development of information
and other high technologies, this trend will increase. That is why the U.S. is taking strict measures for the
elimination of “piracy” as within their own country and abroad. The U.S. government is ready to break
even on the trade and industrial relations with those countries that do not comply with the legal protection
of intellectual property [7, pp. 12-199].

U.S. law makes the protection of intellectual property as one of the criteria that are used to assess
countries' rights to receive economic benefits under the U.S. Generalized System of Preferences and the
Caribbean Initiative. In addition, U.S. trade laws provide for an annual review of other countries'
legislation, regulating the protection of intellectual property rights through penalties. In 1988, an
amendment was made to the U.S. trade law, which allowed the U.S. government to respond to inadequate
or ineffective protection of intellectual property rights [8, p. 39].

Strengthening the protection of intellectual property rights in countries with high-tech industries,
stricter patent regime had a positive impact not only on the economy of these countries, but also in other
spheres of public life. In 1996, Brazil adopted a very good patent law. Since then the country has attracted
new investments in the amount of from 1.7 to 2.2 bln. Dollars in high-tech industries, especially
concentrated in the pharmaceutical sector. In Japan, where patent protection of pharmaceuticals was not
until 1978, also felt the sharp rise of U.S. investment in pharmaceutical R & D - from 135, 8 million
Dollars in 1985 to 505.5 million Dollars in 1994. Similarly, countries that strengthened patent protection
for pharmaceuticals, achieved impressive growth in the national pharmaceutical industry. Italy has
introduced a strong patent protection of pharmaceuticals in 1978. The same year only 123 billion lire
were invested in local pharmaceutical R&D. And just in ten years, these investments have increased to
592.3 bln. lire and continue to grow. Mexico has strengthened the system of patent protection in 1991. As
a result, investments in R&D, and in enterprises for production of medicines has increased a total of 41
million Dollars in 1990 to 103 million Dollars just three years later [9, p. 90].

Analysis of legal mechanisms for intellectual property rights protection in Kazakhstan shows that
the effectiveness of the measures is not sufficient [10, pp. 97-101]. One of challenges is intellectual
property rights protection in computer systems, the World Wide Web. Increasing concern in recent years
is the protection of intellectual property rights in the use of pharmaceuticals, as in this case, in the use of
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counterfeit drugs, which are usually made of poor quality, as a result - does great harm to public health,
and sometimes leads to death.

To solve these problems of the intellectual property legal protection in the Internet, the media, in
our opinion, it is necessary to take the following measures:
1. Use a positive experience dealing with violations of intellectual property rights of foreign countries
with developed intellectual property industry.
2. Harmonize domestic standards in the licensing, use, protection and security of intellectual property
with international.
3. Improve technical measures for the intellectual property rights protection, to develop non-reproducible
identification features of original and licensed products.
4. Organize training among law enforcement staff in the field of intellectual property rights protection.
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Abstract

Sign systems, consist of symbols and pictograms, has a great role in rapidly developing recent
technological systems, complicating city life, mutually understanding of people from different cultures
and languages. Signs, symbols and pictograms, which are having functions like informing, directing and
forming a vernacular, have the aim of providing an universal communication that can be understand by all
people despite the language, culture and religion differences.

Otto Neurath's ISOTYPE picture language, which is trying to form "a wordless global language", is an
important milestone while considering much rapid and effective communication need and the process
about developing an easy and universal visual communication system without any needs of words. The
aim of this graphic language, which is formed with simple pictograms, is to communicate easily without
any needs of knowing any language with removing the borders between cultures and languages. Simple
pictograms system, used by Otto Neurath in ISOTYPE, is pioneering the modern data visulization and
information graphics as presenting the complicated statistical data in simple graphic forms. Pictograms
and data visualizations, prepared by Otto Neurath in social, political, economical, healthcare and
education topics are the first ones in this field and also directing more than effecting the pictograms, data
visualizations and information graphics in recent visual communication design scope.

Keywords: Otto Neurath, ISOTYPE,pictogram,data visualization,visual communication.

1.INTRODUCTION

Sign systems consisting of symbols and pictograms play great role for mutual understanding of people
from different cultures and languages given the rapidly growing technological systems and sophistaced
urban life. Signs, symbols and pictograms with functions like providing information and guidance and
creating a visual language have a purpose of providing a universal communication that can be understood
by all people despite differences of language, culture and religion.

Taking into consideration the need to establish faster and more effective communication and the process
of developing an easy and universal visual communication system without words, Otto Neurath’sIsotype
language is a significant milestone for creating a ‘world language without words’. Sociologist and Vienna
Circle Philosopher Otto Neurath (1882-1945) designed pictograms to train especially working groups in
the post period of the 1 World War where the pictograms are created by simplifying symbols. This new
graphic language is the most important work of The Museum of Society and Economy (Gesellschafts-und
Wirtschaftsmuseum) established in 1925 by Otto Neurath in order to transfer social, political and
economic events to masses and to increase public awareness. The work was known as “Vienna Method of
Pictorial Statistics” and later called as ‘ISOTYPE - International System of Typographic Education’and
its objective is to transfer social and scientific events in graphics for easy understanding. Isotype “is a
method for assembling, configuring and disseminating statistical information through pictorial means”
(Walker, 2012, p.345).

2. THE MUSEUM OF SOCIETY AND ECONOMY AND
VIENNA METHOD OF PICTORIAL STATISTICS

The Museum of Society and Economy was funded by the Social Democratic Municipality of Vienna (a
separate state known as Red Vienna) and shared its socialist agenda. Otto Neurath was both the founder
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and director of the museum and he transformed the museum from a storage place of rare works to a role
of educating and training the society. “The aim of the museum “was to ‘represent social facts pictorially’
(Neurath, 1926) and to bring ‘dead statistics’ to life by making them visually attractive and memorable
(Neurath, 1925, p. 5)” (Burke, 2009, p. 1). The exhibitions in the museum consisted of pictorial charts
created by the ‘Vienna Method of Pictorial Statistics’ method describing political, social and economic
events (Picture 1).

Creation and development of ‘Vienna Method of Pictorial Statistics’ took place under the roof of The
Museum of Society and Economy that had a mission to enlighten the social and economic situation of
Vienna after 1st World War and to increase awareness. Various publications by the museum in addition to
public exhibitions were effective in the development of Vienna Method. Vienna Method’s goal to create
a visual language to be understood by people from all education levels is obvious in Die Bunte Welt (The
Colourful World), the first book designed by the museum in 1929. In addition, the charts in the book
created by the Vienna Method are remarkable with respect to use of colours (Picture 2).

Picture 1.Exhibition for Public Health Care, Gesellschafts-und Wirtschaftsmuseum, Picture 2. Cover of Die Bunte Welt, 1929.
New Town Hall, Vienna, 1928.

3.ATLAS OF SOCIETY AND ECONOMY (GESELLSCHAFT UND WIRTSCHAFT) AND
THE PROCESS OF STANDARDIZATION OF THE METHOD

One of the most significant works of the Museum and Society and Economy directed by Otto Neurath is
the atlas project called‘Society and Economy’ (Picture 3). The idea of atlas came from the
Bibliographisches Institute Leipzig, which is one of the most important publishing houses requesting a
special prestige book that can be presented to the international market on its centenary anniversary. The
atlas consisted of 100 pictorial charts and 30 text tables and it is the most comprehensive and precise
work that is prepared in accordance with Vienna Method of Pictorial Statistics. This atlas accepts that the
design language of the method is standardized “By analyzing sketches, notes, and other sources, it is clear
that the makers of the ‘Society and Economy’ attempted to standardize not only the atlas's symbols, but
its entire design, including its colours, maps, format, and typography” (Ihara, 2007, p. 1).
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Picture 3. Pages from the statistical Atlas on ‘Society and Economy’, 1930.
Atlas consisted of independent sheet within a file that can be used for different purposes in different
combinations when needed. It was possible to add new pages made of new data and to make various
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revisions. Atlas, just like the Method, is an open work for revisions and updated. Following the print of
atlas, Method’s popularity exceeded Vienna and spread worldwide. Atlas turned to be a milestone for the
Vienna Method. “At the same time, as a visual encyclopaedia reflecting Neurath's ideas, it can be called
an important media that was to become the cornerstone for Neurath's future activities” (Thara, 2007, p.
15).

Vienna Method settled on standards during the design process of Atlas changed its name to ‘ISOTYPE-
International System of Typographic Picture Education’ and grew after Neurath left Vienna in 1934 due
to political status. Neurath migrated from Vienna to The Hague and established ‘The International
Foundation for Visual Education’. “This foundation was dedicated to the development of his international
pictorial language ISOTYPE. Using this ‘language’, Neurath organized exhibitions in department stores
in which were presented visual statistics on economic and societal issues as well as on cultural subjects,
such as the work of the Dutch painter Rembrandt (Rondom Rembrandt, 1938)” (Heuvel, 2008, p. 136).
Rondom Rembrandt was the first Isotype exhibition about art. This exhibition was innovative in many
aspects and dealt with Rembrandt's works in historical and social context instead of original works
(Picture 4, 5).
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Picture 4. Chart and diagram by International Foundation for Visual Education Picture 5. A time chart places Rembrandt in context with his contemporaries

for exhibition at De Bijenkorf department stores,1938. and historical events, 1938.

4.TEAM OF ISOTYPE

Isotype is a very strong team work. The team consists of the ‘transformer (transformator)’ Marie
Reidemeister (later Marie Neurath) (1898-1986) and the graphic artist GerdArntz (1902-1988). Michael
Twymanise states that the team of Otto Neurath, leader and originator of Isotypeconsist of four main
groups. “First, there were the economists historians, and statisticians who collected all the data; second,
the 'transformers' who were responsible for organising the information in visual terms so that it could be
understood easily; third, the graphic artists who drew the symbols and other artwork and made final
decisions relating to the placing of elements on a chart; fourth, the technical assistants who did such
things as paste down symbols, spray flat areas of colour, print, take photographs, make models, colour
lantern slides” (Twyman,1975, p. 11).

Fundamental to Isotype was the work of the 'transformer'. This role frequently involved creating
meaningful visual configurations from numerical data into sketches of pictorial statistics. Transformer
was supposed to be able to present data as simple as lay people can understand and produce clear,
complete and correct content of multifaceted data and information.“No rules of translation between the
verbal and iconic were univocal. The relation between the quantitative, verbal, and expert information,
and the final visual representation was described as a transformation, and the expert in charge of carrying
out this task was called a transformer (transformator), Marie Reidemeister, later Marie Neurath, trained in
mathematics and art was a chief transformer (Neurath 1933/1973, 222, Neurath, M. 1974, 136, and
Kinross 1990, 42)” (Cat, 2011).

GerdArntz has also important contributions to Isotype work as a graphics artist. Arntz created the
symbols used in Isotype by the linocut method and tried to make the symbols in one dimension, simple
and abstract as far as it is possible (Picture 6). This way, images gained a more objective expression away
from style. Arntz worked at the Museum of Society and Economy since 1928 and designed 4000
different pictograms and visual signs for Isotype. Arntz had great contribution in the design of these
visual signs as simple as they can be understood by illiterate people and in basing this visual language on
standards with care. For example, ‘man’ pictogram has many variations by small additions according to
content and context. Thus, it was possible to create a visual integrity in the visual created (Picture 7).

103



International Trends and Issues in Communication & Media Conference 2014

FEYYiT

Picture 6. Linoleum-cut and print of an Picture 7. The generic symbol for ‘man” acquires a specific content.
Isotype symbol by GerdArntz, 1930.

5.ISOTYPE PICTURE LANGUAGE

The most important feature of Isotype is to ensure easy communication without the need of any language
by removing borders between cultures and languages. Social and economic events were visualized to be
understood by people of all ages and even by groups of lower education. Otto Neurath, described
Isotype “as a 'language-like technique' characterised by consistency in the use of graphic elements. The
basic elements are pictograms - simplified pictures of people or things, designed to function as repeatable
units” (Isotype Revisited, 2011).

Signs in Isotype consisted of real form transformed to graphic forms after being simplified after purified
from details. In this stage of transformation, qualities like simplicity, easy comprehensibility and fast
communication were very important. Isotype developed by trials and tests over the years and gained a
certain standard. For example, drawings were always with single dimension and didn’t use perspective.
Models or isometric drawings were used when 3 dimensional drawings are needed. Another standard
application in Isotype was the way of expression of greater quantities. Greater quantities were expressed
by repetition of same pictogram or sign in the same dimension instead of using in greater dimension. All
these served to the purpose of establishing fast and effective communication and directly conveying the
message. Neurath also cared to ensure that this visual language had an international quality. “Otto
Neurath's statement that 'pictures make connection, words make division' was primarily meant to
underline the importance of picture language in an international context” (Twyman, 1975, p. 9).

The fact that Isotype was based on certain standards also brought consistency in designs. Even if the
content changed, viewers faced pictograms and charts drawn with the same design approach in each work
which enabled them to understand this visual language and simplified easier and faster decoding. “Some
people may feel that conventions of the kind adopted by the Isotype Movement limit freedom of
expression unnecessarily; but consistency in approach is as desirable in picture language as it is in any
communication system. Consistency helps the user to understand the meaning of a message because it
allows him to get used to the way in which information is structured; it speeds up the assimilation of
information; it enables comparisons to be made between work produced in different places and at
different times; and it leads to an overall approach to the structuring of information which makes it
possible to deduce meaning through context and treatment in much the same way that meaning is
frequently deduced in verbal language” (Twyman, 1975, p. 11).

Neurath’sIsotype system presents complex data in a simplified manner while it is also important to pay
attention to remain loyal to the real quantities and content of data and information. As the target audience
of Isotype is lay people, design priorities were different than statisticians. But the design team also paid
attention to ensure that data is provided correctly without deviation for the sake of effective and
memorable visuality.

Neurath wanted pictograms to be timeless designs with international comprehensibility. “... butNeurath
realized that this was unachievable in some cases and that certain pictograms would have to be
periodically updated for continuing use in Isotype (Neurath, 1936, p. 106)” (Burke, 2009, p. 3). Isotype
was subjected to various revisions and updates throughout the years. This is an indication that its
adaptation to changes, transformations and innovations has great structure rather than its deficiency.
Neurath fled to the Hague from Vienna in 1934 and again had to flee from the Hague with his wife Marie
due to the same political matters. Otto and Marie Neurath moved to Oxford and established the Isotype
Institute to continue their works. After Otto Neurath’s death in 1945, Marie Neurath continued to work at
Isotype Institute with her own team until 1960s. “. . . under her direction, between 1947 and the late
1960s, the Isotype Institute produced many books for children in series, including 'Visual history of
mankind', 'Wonders of the modern world', 'Visual science', "The wonder world of nature' and 'They lived
like this'. The books show Marie Neurath's remarkable contributions: her ability to identify unusual
relationships between things and ideas, and to analyze and then synthesize complex information into bite-
sized chunks” (Kindel& Walker, 2011).
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6. ISOTYPE’S EFFECTS ON PRESENT DESIGN

Isotype system is regarded as an innovative work where social needs are solved by graphic design. “A
number of important developments in graphic design have stemmed from changes in society or attempts
to change it, and have been associated with efforts to unify political or religious communities. Others
have been associated with war and the need for efficient communication in battle indeed, some of the
most remarkable innovations in pictorial communication have been in maps, plans and charts designed for
use in connection with war. But the Isotype Movement provides the best example I know of graphic
design innovations stemming from the need for social reconstruction”(Twyman,1975, p. 7). Therefore, it
is a fact that Isotype has an effect in the visual communication design for social content situations today.
The simple pictograms system used by Otto Neurath in Isotype was a pioneer of the modern data
visualization and information graphics by presenting complex statistical data in simple graphic forms.
The pictograms and data visualisation prepared by Otto Neurath and his collaborators in the fields of
social, political, economical, health and education matters are the first examples in this field and affect the
pictogram, data visualization and information graphics under the scope of visual communication design
of today.

Isotype is one of the significant milestones in the visual communication design due to significant effects
on the design of information. Bruke (2009, p.3) refers to various sources and defines the task of
transformer in the team of Isotype as a prototype of modern information designers. The majority of the
graphic communication methods developed by Isotype and standards for visual communication are
accepted among the basic principles of visual communication design. Isotype is effective as a leading
visual language system in pictograms, charts and various signs faced in many environments from airports
directing many people from different nations, languages and cultures to international, from newspapers
and magazines to websites, from social media and to television.

After Isotype, pictograms reached larger audience in the 1964 Tokyo Olympics. The pictogram set
designed for 1964 Tokyo Olympic Games ensured that the features of pictograms guiding and informing
many people of different language and culture are understood better. The use of pictogram in
international events gained speed after this date.

7. CONCLUSION

“From its beginnings in Vienna of the 1920s, Isotype spread to the Netherlands, Britain, the Soviet Union,
the United States and elsewhere. Its potential for communicating with people of all ages and nationalities
was explored in a wide range of projects and publications through the 1960s” (isotyperevisited. org,
2011). It would be useful to emphasize the significance of the Isotype Revisited project carried out by
University of Reading Department of Typography & Graphic Communication with regard to
understanding the importance of Isotype in visual communication. Marie Neurath delivered the archive of
Isotype Institute in 1971 to the University of Reading Department of Typography & Graphic
Communication. This was called as Otto & Marie NeurathIsotype Collection and the University used this
archive to carry out many important research, publication and exhibitions like the 'Graphic
Communication Through Isotype' exhibition in 1975. 'Isotype Revisited' has been a three-and-a-half year
research project (1 October 2007 to 31 March 2011) was funded by a major grant from the Arts and
Humanities Research Council, UK, and drew on the Otto and Marie NeurathIsotype Collection housed in
the Department.

Symbols used to ensure communication over centuries gained a standard with Isotype and turned to be the
developed pictogram systems of today. It is crucial for people from different cultures to understand each
other, to establish faster and more effective communication with regard to having an easier life and
providing a universal communication. This is a great requirement for present people under the rapidly
growing technological conditions of today.

Isotype work has great effects on the design of information which is an important subject of our age.
From another point of view, social and economic subjects dealt with in Isotype by Neurath and his team
are also remarkable from the point of view of present designers to social responsibility. The
interdisciplinary team work logic of Isotype is also the same with present approaches. “Neurath sought
out specialists and he built up a kind of prototype for an interdisciplinary graphic design agency, although
they had no consciousness of doing design per se” (Burke, 2009, p. 3). It would be pertinent to regard
Neurath’sIsotype project as a study that started significant developments and changes in visual
communication.
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Abstract

Education for professionals tends to be very theoretical rather than applied to the realities of the
practitioner. For facility managers, designers, architects, engineers, consultants and scientists it was
necessary to have students and clients experience and assess the realities of environments they were
designing for, managing, testing and using. Favorite assignments were “Observation” then “Building
Reviews” where they documented their experiences from visiting buildings including the locked
mechanical spaces, “Laboratory Assignments” with field measurements and assessments, in college
mathematics an assignment “Mathematics in My Professional Career”,“Memory Boxes” with relevant
condensed formulas to use instead of just remembering and “Upgrading” take home tests to
immediately correct errors free from time constraints. Learning is best by doing things similar to their
professional settings. Even in consulting clients were convinced through “Field Measurement”,
“Mockups” and “Simulation”. A “Field Measurement and Technology Assessment Center” was
proposed to extend experimental science. “Technology Assessment” is discussed.

Key words : Professional Education, Student Assignments, Technology Assessment

1. ISSUES

The author immigrated to lecture a new program in Environmental Control Systems, College of
Environmental Design at the University of California Berkeley. International courses were called
Building Services. Lectures involved the analysis of mechanical plant, ductwork, lighting,
acoustics, electrical,... shading, energy,... construction, structures,... It was soon discovered that the
architectural students had little idea of the issues involved because the services were unseen in secured
plant rooms and within the building fabric. Further, they did not know how to assess their perceptual
responses to the lighting, air flows, noise, elevator travel,... the human factors of design. We had a
large empty high bay laboratory. With over a hundred graduate students a quarter we immediately
created “Observation” assignments where groups set up experiments, visited spaces about campus,
borrowed test meters from other departments,  then recorded those experiences. Guidelines were
outlined in the author’s textbook (Ref. 1). It became a popular hive of activity which we extended
into the “Building Review” in order to understand the issues of the larger, higher buildings from
systems, design, management to maintenance.

At the California State Polytechnic University we had similar programs and large classes which
expanded into construction and structures where students visited building sites. We studied
standing waves, reverberation and sound reinforcement in urban spaces. More simulation projects
evolved including a portable wind tunnel. We rediscovered back venting in Persian wind towers for
ventilation and by inverting vent caps. Wire frame structures simulated the harmonic nodes in seismic
design of highrise buildings. It is unfortunate that in many design oriented schools that a student can
graduate without doing a working drawing and writing a specification which is fundamental to the
profession. Because of this less practical “design” approach it is very difficult to integrate the
technical courses into the design studio. In facility management at the National University of
Singapore the “Building Review” helped students understand the many issues in highrise buildings
and the use of automation in monitoring. Many students kept their illustrated reports and used them
in practice. Reviews were done in San Francisco, Vancouver, Denver, Los Angeles, Singapore and Johor
Bahru.

International, interdisciplinary consulting and professional committees provided many practical
field experiences. A lighting fixture was taken down in a mall manager’s office and parameters measured
to show their inefficiency for the World Bank study in Kathmandu (Ref. 7). Fault tracking analysis
and retesting absolved a Singapore axial fan manufacturer but involved the duct installer (Ref. 8). A
California classroom daylighting study, simulation and measurement demonstrated how students could
assess and communicate their perceptual responses to show the success of south facing overhang
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daylighting with mirror ceiling panels (Ref.5, 6). Many projects are summarized in the Field
Measurement and Technology Assessment Center proposal (Ref. 2)

In college mathematics curricula are based on a “general education”. Students wondered why they needed
to know the subject so the author gave them a report assignment “Mathematics in My Professional
Career”. They needed to interview professionals in their chosen field to find out what it really
took in practice to become one. Nursing mathematics was interesting as we did tests timing pulse
rate, on drips, flow, volume,... A series of “Memory Boxes” were created to reduce the rote
learning and to concentrate on professional applications. Students improved with “Upgrading” where
take home tests were graded and returned with worked answers. They corrected their work to ensure
they would not repeat their errors and rewarded by up to one grade increase.

Nowadays science and technology courses often neglect the practical hands on experimental,
testing and measurement projects. A “Field Measurement and Technology Assessment Center” was
proposed based on the author’s consulting and teaching experience, particularly in field measurement
(Ref. 2).

Technology assessment, TA, sets science-based overlays of scenarios for each meaningful parameter to
be compared. Conclusions are drawn from each scenario according to the context and priority for
the linked parameters in the technology assessment. Meaningful TA has been a tradition in management,
especially for the US astronaut moon landing in 1969 spurred by the sputnik dogs in 1959, the
creation of an “impact statement” culture in the 1970’s and the energy scenarios for the Project
Independence Evaluation System, PIES, presented to Congress in 1974. Unfortunately TA has
degraded from the 1990°s with fake pseudoscientific public-media-political agendas, particularly by
environmentalists and green movements. Those assessments ignore the analysis of basic economic
considerations, lifecycle costing, maintenance, performance efficiency and tangible impacts. There
are further confusing features in their future agendas (US Green Building Council, USGBC) with a
more focused approach to “social equity” and an increasing activity in government subsidies, tax
credits, control, regulations, litigious solutions and conflicting design criteria. A paper (Ref. 12)
outlines the development of meaningful scenarios, methods of assessment and tangible priorities for
today’s technology assessment based on viable science and responsible management. An example of an
inefficient, costly, poor investment solar photovoltaic system for a classroom is used to illustrate the
principles and to highlight the issues with alternative solutions.

2. BUILDING REVIEW

Building Reviews are reports or documentations for many interested people that summarize the
description of a facility, what goes on in it, the systems and how well they work. Reviews have
a wide range of information for a variety of people’s needs. It may be for people to use, operate and
care for facilities; may be the proud owner showing it off; a briefing for new personnel,
contractors, consultants, visitors, emergency services, repair crews, all wanting to quickly
familiarize themselves with the building; or the tenants, occupants, managers, or students,
designers, entrepreneurs, vendors,... wanting to know where things are, how they are arranged, how
they work, what keeps them going, their condition, what makes them good, where are the problems,... a
description of the building-in-use for the concerned observer, all bound ready in the facility manager’s
office. (See Table 1, 2. Ref. 3, 1)

Laboratory programs have three sequential objectives within a course of environmental design:

to encourage the observation of sensory phenomena, to undertake psychophysical investigations, to relate
the methods of synthesis to the problems and context of environmental design.

During the initial phases of a laboratory program it is important for students to be directed to
consciously

consider their responses to their everyday environment and to identify the stimulus parameters which
affect them. Until a person is aware of the sensory problems in design a psychophysical synthesis
has little meaning. Assignments have been set in the first few weeks of a course in an endeavor
to overcome this difficulty. Generally these ventures have been successful,, although a number of
students have considered them naive, up to the point where their observations, have to be communicated
in the form of a report. The second phase of the program assists in developing a methodology for
investigating the stimulus- response relationships. A rigorous schedule of problem definition,
experimental procedure, validation and application presents an analytical discipline which contrasts with
the conceptual aspects of a studio design. For a few students the experience arouses a concern for further
research and fosters a responsible attitude in design decisions. The program also provides a source of
valuable data in order that we may extend our range of psychophysical synthesis. An important part of
the experimental work is done in the laboratory using apparatus constructed for the purpose, but in
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a number of projects involving control systems directly, the facility dictates the location, for example in
measuring elevator acceleration, environmental sound levels, the accumulation of dust on diffusers,
freeway noise, difference thresholds for bath water temperature, plotting sound intensity diagrams,
distribution of smells and in the investigation of lighting complaints.

Table 1. Documentation for a Building Review John F. Halldane 1966-69, 1980-2000

Cover : Top night edge — referance cods. year. Centra — photo. skatch. Bottom — authors. affiliations. client.
Contents : Chapter, sactiong with page numbers.

Building : Nama. location. owner. extanor phota/ sketch; number storays; dimeansions, main function,.

Spatial data : Areas. heights. plant rooms. distribution spaces. sarvice rooms. circulation. rentable working areas;
parcentage areas and volumes; diagrams to locats regpactive spacas,. ..

Costs : Try find cost breakdown for building, site, contrad, running and maintenance costs/year, calculate percantage
costs with respect to contract prics, spatial arsasholumes; list cost dansitiss;. ..

Construction : Structural system, tracs loade/forcas/momaents/shear, joint details, strass distribution; foundations,
bracing; floor, ceiling, cladding, finishes; firsproofing, ratings; wind; ssismic;...

Light distribution : Daylight with sunshading, overhang, recessad, light panetration to turn off luminaires; onentation
uminaires with windows/fumiture; integration with ceiling and sprinkler systems; acceass for maintenance; fraquency
faulty components; is it satisfactory for implied spatial tasks; luminairs distribution characteristics; matenals/fixings: can
you ses taske?: has computar good surround to adaptieea? .

Sound distribution : Diraction/loudnass of sound, do locations corraspond with sources; ease of speach
communication, background noise; annoyancs sounds; noise transmission/conduction, structural isolation, air ssals,
mechanical absorbers, flexible couplers, ducts; reverberation, surfaces, room shape,...

Air distribution : Diraction/velocity in space by smoke trace or fingthread; thermal stratification: ducted distribution,
diffusers, ragistars, take-offs, slbows, branches, fire dampers, induction units; terminal units; integration with other
systams, structure, lighting, ceiling space, sprinklars, risars, wallpaneals; plant systams, rafrigaraton, dehumidification,
cooling, ventilation, heating; zoning, cooling towers; building automation systems, automatic controls, thermal loads,
sunshading, onentation, occupancy, equipment; powar-anargy demand reduction; control conditions, warmnass-
waolness-sweaatinass; hot surfaces; arbors, radiant cooling,. ..

Transportation : Lift, escalator moving arrangement, clearancas, over-runs, form; passenger/cargo featuras; safety,
control mechanisms; jark, accelaration; traction, hydraulic; hoiste; ancillary equipment, motor generators, maotors,
counterweights, door devices, fire protection, lift landings, dock layout,...

Power distribution : Supply, raticulation and metering of power, electreal, voltages currant in circuits of cablas,
busbars, transformers, switch roams, distnibution boards, floor/csiling systems; ac<dc systams; gas, prassurs,
condansats traps, bumners, corrasion; steam systems, prassurs, condensate; oil; solid fusl; respectivesconomics for
bealtty, fumaces, boilers, heat exchangers; pipgwork, prassura, slbows, expansion jints, hangers, fall; standby plant,
alternators, exhaust; control centars; power profiles, standby generators; cogenearation, waste heat uss, emissions
control,...

Communication and information : Typas of systems in relation to activities; telephoe, public address, call
ndicators, alarms, audio-visual centers, multimedia taping, logs; not coding mathods; location speakers with respeact
0 source; co-ordination spatial detail; ductwaork, nisars, floor systams; exchanges; AIMS; SCADA, information
schnology, networks, fiber optics, microwave; intelligent building features;. ..

Water distribution : Trace systams for fire hydrants, sprinklers, storage cold/hot water raticulation, water closats,
boilars, airconditioning plant; record pressuras, ppawark, valves, prassure reduction valvas, dry risers; watar
reatment meternng,....

Waste distribution : Solid, liquid, gas and thermal effluents in terms of collection and disposal; sewage, plumbing
arrangements, cleaning facilities, vents, seals, jonts, matanals; garbage, containars, chutas, storage, ventilation,
cleaning, incinarators, access,; cooling towars; raverss cycle plant; rainwater, overflows, downpipes; acoustical
isolation; toxic waste ramoval;...

Protective devices : Sensors for fire detaction and security; fire extirguishars, hose rasls, sprinkler heads, dampers,
firs doors; grounding lightning arrestors; sunshading devices,. ..

Planning and furnishing : Note if layouts work; appropnate fumiture, access, egrass, finishes; appropnate window
blinds/drapes; condition of surfaces, fumishings, best ones; procursment;. ..

Facility management : Review organization for sstate, property,... management; division of responsibilities, systems
used; housekeeping, maintenance, refurbishing, .. sugestion boxes....

3. MATHEMATICS IN MY PROFESSIONAL CAREER

It is important to decide your professional career path so that you can focus on programs to qualify you
in the least time, for the least cost, for the job you are working towards. Our suggestion is to obtain the
least qualifications first to get into a job, then with an income and working experience decide later
whether to advance or redirect the career. The variety of college diplomas and certificates will probably
be good for many beginning jobs. Employers may pay for related courses but remember financial aid
is a loan which often takes over a decade to pay off with interest. Many of the college courses are very
academic and seem to have little to do with your future profession. Alas mathematics tops the list
for many students mainly because it is treated in such a detached pure philosophical way for those
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majoring in those mysteries. Hence the need for this textbook, manual and handbook on "Applied
Mathematics for the Professions" to provide some light as to its usefulness.

We recommend every student and professional map out their career, determine the extent of
mathematics they will need and to record the information in a Report, "Mathematics in My Professional
Career". An outline is suggested in Table 3 (Ref. 11)

Table 2. Observations of Perceptual Responses John F. Halldane  1966-69, 1980-2000

Visual response: Obsarve colors and dentify the bnghtness, hue, sauration; what charactanstic of color commands
attention; estimate the relative brghtness of surfaces, obssarve dfferences in color rendernng, carsfully obssrve
patterns, as an area, as a bounding contour, discamfort glare critana; abilty to distinguish contour separation, reading
books or diractonies; i your visual acuity sufficient; distortion of pattemns; after images; flicker by intermittent stimulation
and pattemns; influence of the amount of light on tavel paths or time in a spacs; passage of clouds past windows;
direction of light on objects; variations between monocular and binocular viewing; diffuse and point source lighting
effacts; information from elevator indicators; disability glare; adaptation time, entering cinema and ging cutsids; visual
fisld in polar co-ordinates, what is a 1° visual angle;... .
Auditory response: Cbsarve sounds carefully and establish the component rasponses of loudness and pitch,
differantiate the loudness of the component tones in complex sounds, annoyance sounds, masking effacts, dirsctional
budness, ravaerbaration in ralation to spatial activity, communication cuss, slevators, talaphonsas,
Skin response: Touch the surface of vanous matenals and distinguish betwean the rasponssas involving roughness,
tharmal transfer and deformation, experience cold, ot humid and hot dry air conditions, whare are drafte falt, effect of
sweat, charactanstics of discomfort from prolonged ssating,. ..
Proprioceptive response: Obsarve the coralation of a motion rasponss with accelaration, note the effacte of vision
and audition, travel in slgvators, escalators and cars, daterming situations whare pressure variations produce
discomfort; note changes in your apparent weight, balance;...
Olfactory response: [dantiffy the odors of an environment with the spatial activity and matenals, department stors,
mall, straat, rastaurant, cinama; change in odor betwaen activities; magnitude of respanse with proximity to sourcs,
compatibility of odors, adaptation times, .
Gustatory response: Taste vanous foods and liquids in dfferent environments, note the effects of odor and
contamination by volatile building matenals, ..
grganic response: Relate hunger, thiret and organic discomfort to diumnal activity; note waiting queuss for the use of
cilities; ...

Table 3. Report Assignment : Mathematics in My Professional Career John F. Halldane

Issue : Many studants have no idea of the use of mathematcs in their chosen professional carsers; both academically
1o graduats and practically to apply in their future professional work.

Objectives :

a) To decide the prasent diraction of yourprofessional career, to discover what that profession doss, to determing the
qualifications for succass and to understand the rok of that profession in the community.

b) To discover the rathematics fhat is actually needed in you chosan profassion by inferviewing professionals
practicing in that fisid. Record your interviews with the who, what, whers, ...

¢) To determine the sequence of mathematical courses you will need to graduate, transfer and gualfy for your
chosen profession. Review collsgs, university, insttute, certificate, ... programs.

d) To writs a comprahensive Report for "Mathematics in My Professional Carser”. Outling your profession. [dantify
the types of mathematical models, measuraments, analysis, imiting critenia, computer programs, ... you will naed to
master. Whers and how can you gst these skills and the rewards?

Solutions : The Report should be a comprahansive guide for themathematice you need to apply in your caraerand
the qualifications to succeed. Record your interviews and data sources. Further, you should ask the practicing
professionals about their future mathematical needs so we can improve thoss professions within our communities.
Interviews often lead to jobs.
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Abstract

Measuring and evaluation of reader’s visual attention are important process for scientific production of
newspaper. Newspaper has its apparent rules and practices regarding reporting and production of news.
This study tried to suggest which element affects reader’s eye attention between various visual elements
like graphic, photo and headline. Especially this experiment tested research questions about reading
gravity whether it starts from the upper left corner of the newspaper ends at the lower right corner. 18
subjects participated in the test and different stimuli that have different visual element used. And they
were forced to read first pages of Chosun, Donga and Joongang daily newspaper each in front of eye
tracker machine. We found that attention of the reader starts from center picture or the larger picture then
moves to headlines. After that their attentions turn to other visual elements and they selectively read news
articles. In other words readers do not focus on part which does not have visual elements.

Keywords : Eye-Tracking, Newspaper Readership, Visual Cognition

1. INTRODUCTION

The aesthetical composition of print media has long been considered so-called the sixth sense area
depending on editor's decisions off the cuff. This intuitive method is still used for most artistic genres of
newspaper and magazine production. But industrial needs forced the composition method to be more
scientific and objective. That is, visual content industry needs to know the logical principles of how
layout visual elements scientifically to attract reader’s attention.

This study attempted to reveal a scientific relation of visual stimuli and reader's perception limited to
the visual elements of newspaper. It can be said that visual elements has a kind of visual gravity when
readers meet them. The visual gravity working on reader's visual perception are important clues for
understanding the visual information processing. The aim of this research is to find out how the gravity of
visual elements works on the reader's eye attention, so that to propose how to compose newspaper screens
using gravity effectively.

2. BACKGROUND

2.1 Visual gravity on newspaper

In general, gravity is regarded as physical or mathematical objects that have force and direction. As
often represented graphically as arrows, visual gravity is related with the cognition of spatial forces. The
concept of visual gravity is one of the most important elements in that abstract relations can be visualized
such as physical processes and geometrical properties. Similalily, some cognitive linguistic researches
have tried to figure out processes in the mental space using conceptual tools of geometry (Fauconnier,
1994, 1997; Lakoff & Johnson, 1980, 1999; Chilton, 2005).

Paul Chilton (2005) has also developed this research trend to propose a Discourse Space Theory
(DST) which describes linguistic and discourse phenomena as the semantics of discursive space using
vectors. He suggests the DST model consisting of an abstract three-dimensional space in which geometric
vectors are used to represent spatial locations, movements, and semantic configurations (79-80).
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In media studies, the concept of vector is adopted as aesthetic or visual vector, one of the principles
for composition of screens by Herbert Zettl. He defines the visual vector as the force of direction which
move our sight from one point to another which is the most powerful force working in screens(2001;
165).

Regarding screens, not only the vectors by physical movements but the vectors by implied vectors
such as arrows, objects in array and sight lines of people as well. Then, the screen becomes a vector field
where physical vectors, psychological vectors, and visual vectors are working together.

There are three vector types: graphic vector, index vector, and motion vector (Zettl, 2001; 165-167).
Graphic vector is made of an array of dots of lines which draw viewer’s attention with such a static
composing elements. Index vector is formed with people pointing to a specific direction or looking at a
specific object. Motion vector depends on moving objects or objects perceived as moving.

Screens are full of various visual stimuli, so the readers must face a task to draw pertinent meanings
from those visual stimuli. This interaction between screens and readers are kind of psychological
experience operating through visual center of the readers. In terms of this nature of visual perception,
visual gravity of screens is important elements which induce reader’s attention and make the screen
sensible.

2.2 Eye tracking method and visual attention

As the studies on psychology or phenomenology of perception have shown, the processes of
perceiving and making meaning of objects are quite subjective related with the organs of perception and
nerve. The scientific knowledge on the path of human perception is always in concern both for theory and
performance. Eye tracking method is effective research tool which can answer the question that how
people actually view objects and draw meanings from visual stimuli with evidences of their eye
movements.

Eye-track system is more used in the studies on education and human engineering such as a study on
visual verification on the existence and disappearance of object(Lecuger et al., 2004), and on the
strategies in the process of text reading(Rayner & Well, 1996). In media studies, eye-tracking is usually
used in the studies on the information search process of readers of newspapers, advertisements, or web
pages (The Poynter Institute for Media Studies, 1991; Stanford-Poynter Project, 2000). In these studies,
the focuses are usually upon the important object among various information that reader's eye movement
locations, and the orders that reader's eye travels. The results of these researches are to be used in the
array of information to draw reader's visual attention easily.

The idea of this study is on the importance of the relations of visual stimuli -not only visual stimuli
themselves such as size or location- on the screen as represented as direction which operate as powerful
force leading viewer's visual attention. The visual gravity is one of principles of screen composition, and
this study attempts to show how they work by tracking the eye movements of readers.

3. RESEARCH METHOD

There were 18 participants, of whom 9 were male and 9 were female. They were undergraduate
students of Kyungsung University in Busan. Based on literature review, eye tracking was employed for
the experiment. Three major daily newspapers of Korea (Chosun, Donga, and Joongang) were used as
stimuli.

A short questionnaire to ask participants’demographic information and media habits was provided
before the experiment. For the how well participants could retrieve the news and an interview was
followed to supplement the questionnaire.

4. RESULT AND CONCLUSION

4.1 Visual gravity flows

Generally, the reading gravity theory explains that it starts from the upper left corner of the newspaper
ends at the lower right corner. But as portrayed in <Figure 1>, <Figure 2> and <Figure 3>, the order of
reader’s eye movement starts from color or picture elements then move to headline or typo elements.

Figurel. Flow of Chosun Daily
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Figure2. Flow of Donga Daily
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4.2 Eye movement flow by size and position of photo

It was explored if size and position of photo can influence on audience’s eye movement flows.
Participants could view more of photo elements from the news when the photo located below news article
not upper.

Figure4. Flow of Chosun Figure5. Flow of Donga
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S. CONCLUSION

Through measuring and evaluating audience’s visual attention using eye movement tracker, we
revealed that visual gravity of screen exists between objects in visual content. Especially this experiment
found that there are different findings about current theories of visual gravity. This research has a
practical implication to the strategies about visual elements layout of print media’s content format. This
research can provide scientific methodology for verifying that how we set up the layout visual objects,
how we allocate the portion of visual objects, and how much lead room do we need in screen.
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Abstract

The emergence of Internet-based social media has made it possible for people to communicate online, and
this new world changed rules of old-style offline socialization. Socialization is an integrated situation in
new world conditions which should not be interrupted by the usage prohibitions in work-time. Besides,
Organization-based self-esteem (OBSE) reflects the perception, individuals have of themselves as
important, meaningful, effective, and worthwhile within their organization. (Mayer & McNary, 2007)
Regulation varieties about internet usage known as Employee Internet Management strategies are
negatively affecting OBSE. This paper also focuses on a new era, and new media, also informs about
different statistics about social media usage, which is required to understand the importance of social
networking. Facebook and Twitter are selected as important references for the new form of socialization
and examined in details to understand why people as workers need to use social media. The implications
for organizations and employees are discussed.

KEYWORDS: Communication, Socialization, OBSE, Internet, Employee, Social Media, Facebook,
Twitter

1. INTRODUCTION

This paper examines the relationship between new forms of socialization, and the reflections of this new
era on work-life. Employee Internet Management strategies, specifically e-management and enforcement
are studied in details. Organization based self esteem (OBSE) is defined accordingly with the literature
which reflects the perception individuals have of themselves as important, meaningful, effective, and
worthwhile within their organization. Examples of Employee Internet Management and prohibition
strategies are examined and as a result it is stated that different levels of prohibition negatively effects
OBSE. Lastly, a new world is observed at the base of social media, by the examples of Facebook and
Twitter.

2. USE OF SOCIAL MEDIA

Social media encompasses a wide range of online, word-of-mouth forums including blogs, company
sponsored discussion boards and chat rooms, consumer-to-consumer e-mail, consumer product or service
ratings websites and forums, Internet discussion boards and forums, moblogs (sites containing digital
audio, images, movies, or photographs), and social networking websites, to name a few. As illustrated by
Table 1, social media outlets are numerous and varied. Mangold & Faulds (2009) categorize examples of
social media as follows:
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Table 1. Social Media Categories

Examples

_ Social networking sites (MySpace, Facebook, Faceparty)
_ Creativity works sharing sites:

_ Video sharing sites (YouTube)
_ Photo sharing sites (Flickr)
_ Music sharing sites (Jamendo.com)
_ Content sharing combined with assistance(Piezo.com)
_ General intellectual property sharing sites (Creative Commons)
_ User-sponsored blogs (The Unofficial AppleWeblog, Cnet.com)
_ Company-sponsored websites/blogs (Apple.com, P&G’s Vocalpoint)
_ Company-sponsored cause/help sites (Dove’s Campaign for Real Beauty)
_ Invitation-only social networks (ASmallWorld.net)
_ Business networking sites (LinkedIn)
_ Collaborative websites (Wikipedia)
_ Virtual worlds (Second Life)
_ Commerce communities (eBay, Amazon.com)
_ News delivery sites (Current TV)
_ Educational materials sharing (MIT, MERLOT)
_ Open Source Software communities (Linux.org)

Social bookmarking sites to recommend music, videos, etc. (Digg, del.icio.us)

3. SOCIALIZATION

The emergence of Internet-based social media have made it possible for one person to communicate with
hundreds or even thousands of other people at the same time about products and the companies that
provide them. Mangold & Faulds (2009) argue that social media is a hybrid element of the promotion mix
because in a traditional sense it enables companies to talk to their customers, while in a nontraditional
sense it enables customers and also workers of a company to talk directly to one another.

The content, timing, and frequency of the social media-based conversations occurring between consumers
and employees of a company are outside managers’ direct control. Therefore, Mangold & Faulds (2009)
argue that managers must learn to shape consumer discussions in a manner that is consistent with the
organization’s mission and performance goals. On the other hand, today’s online world also requires
control of the employees’ social media behavior. This control which remains as the focus of this paper
may demotivate the employees, so the balance of the control here is very critical.

Socialization is examined in different perspectives in the literature. Ward (1974) defined consumer
socialization as “processes by which young people acquire skills, knowledge, and attitudes relevant to
their functioning as consumers in the marketplace” (Ward 1974, p. 2). This definition gave focus to a new
generation of researchers and an emerging field of study pertaining to children as consumers. Twenty-five
years later, an impressive body of research has accumulated on the topic of consumer socialization.

Researchers have explored a wide range of topics reflecting children’s growing sophistication as
consumers, including their knowledge of products, brands, advertising, shopping, pricing, decision-
making strategies, and parental influence and negotiation approaches. Today, an update is required for
such studies, because as tomorrow’s employees are getting used to socialize online from very early years
of their life. For companies, controlling or prohibiting social media usage at work-time is getting more
problematic.

Also examined have been the social aspects of the consumer role, exploring the development of
consumption symbolism, social motives for consumption, and materialism. The most well-known
framework for characterizing shifts in basic cognitive abilities is Piaget’s theory of cognitive
development, which proposes four main stages of cognitive development: sensorimotor (birth to two
years), preoperational (two to seven years), concrete operational (seven to eleven years), and formal
operational (eleven through adulthood; Ginsburg and Opper, 1988).We have to note here that, this stages
are affected mainly by internet and social media, in today’s world. Children, as the awaiting consumers
and workers of the companies for the future are growing with social media and they will need to use these
channels in their life.

4. INTERNET USAGE

An electronic Webpage survey was used to collect the data required for examining the motivation to use
the internet. A total of 1370 usable responses was obtained. Results indicated that local Internet users
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used the Internet mainly because they perceived the Internet to be more useful for their job tasks and
secondarily, because it is enjoyable and easy to use. The findings demonstrated that while perceived
usefulness had consistently strong effects on all usage dimensions (frequency of Internet usage, daily
Internet usage and diversity of Internet usage), perceived ease of use and perceived enjoyment affected
each specific usage dimension differently. This study may also show the tendency to use social media, as
online socialization conditions. Perceived usefulness is defined as the prospective user's subjective belief
that using a specific application system will increase his or her job performance within an organizational
context. A system high in perceived usefulness, therefore, is one which the user believes in the existence
of a positive use-performance relationship. In other words, the user believes that the use of such a system
would yield positive benefits for task performance. (Teo, et al, 1999) For today’s online world, it will be
logic to argue that social media usage will benefit employees in terms of increasing their task
performance, which is taken into account as a motivator of organization based self esteem.

To understand better, perceived ease of use refers to the degree to which the prospective user expects the
use of the target system to be free of effort. Radner and Rothschild (1975) stated that the effort is a finite
resource that a person may allocate to the various activities for which he or she is responsible. Hence,
Davis (1992) purported that all else being equal, an application perceived to be easier to use than another
is more likely to be accepted by users.

As the 21st century progresses, the Internet is showing no signs of slowing in growth. International
Telecommunications Union, for example, reports that there are more than 2,7 billion Internet users
worldwide. This represents a 175% increase from the estimated number of Internet users in 2005. Further
evidence of the explosive growth can be found in the increase of worldwide broadband subscriptions.
International Telecommunications Union forecasts a 1000% increase through 2005 in the mobile
broadband subscription for 2013.

As seen in Table 2, world population is expected to be 7.1 billion in 2013, and the ratio of internet users
among all populations will increase to 39%, which will be 30% more than 2012 figures. This change is
felt deeper in the developing countries by nearly %50 increase, from %21 to %31. The percentage change
in developed countries is again %10, but this is a smaller increase because the base value is more than
three times of the percentage of the developing world. When we examine the breakdown across regions,
we see in Table 3 that the highest rates are in Europe and America, which is followed by the Arab States,
and Asia Pacific regions.

Table 2. Worldwide Internet Users

Table 3. Internet Users by Region
Worldwide Internet users
2005 2010 2013°
Internet users by region
World population ™! 6.5 6.9 7.1 billion N . y
billion billion 2005 2010 2013"
Not using the 84% 70% 61% Africa 2% 10% 16%
Internet
Using the Internet 16% 30% 39% .
Americas 36% 49% 61%
Users in the 8% 21% 31%
developing world Arab States 8% 26% 38%
Users in the 51% 67% 77% Asia and Pacific 9% 23% 32%
developed world
Europe 46% 67% 75%
* Estimate.
Source: International Telecommunications Union * Estimate. ” Per 100 inhabitants.
Source: International Telecommunications Union

5. ORGANIZATION BASED SELF-ESTEEM (OBSE)

OBSE is defined as “the degree to which organizational members believe they can satisfy their needs by
participating in roles within the context of an organization” (Pierce et al., 1989, p. 625). Social media's
abandonment directly affects employees’ perception about the company they are working for, and this
will negatively affect their organization based self-esteem. Such a prohibition signals employees that the
company does not trust to its employees and so tries to control their internet use.
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On the other hand, OBSE reflects the perception individuals have of themselves as important, meaningful,
effective, and worthwhile within their organization. If my company respects my internet usage, then I
work more motivated, says one of my friends, who is a union leader in a multinational company.
Employees with high OBSE participate in activities valued by their organization and in other
organization-related behaviors that will benefit the organization to display organizational citizenship
behavior (OCB). (Mayer et al., 2007)

6. EMPLOYEE INTERNET MANAGEMENT

Internet usage is growing, but let’s examine the reflection to the organizations. How can organizations
protect their work performance from this increase. According to a Websense, Inc. A survey of human
resource directors, approximately 70% of companies provide Internet access to more than half of their
employees. A critical aspect of usage for organizations is productivity. Users should be utilizing the
Internet to increase productivity and not for nonproductive uses. Dysfunctional uses include chat room
participation, downloading or viewing pornography, stock watching, cybersex, and so on. The
organizations have to eliminate these dysfunctional uses and at the same time they have to preserve the
organization based self esteem of their employees in high levels.

In a study to examine intrinsic and extrinsic motivations in the workplace, Davis et al. (1992) found that
people's intentions to use computers are influenced mainly by their perceptions of how useful the
computers are for improving their job performance, and less so, by the degree of enjoyment they
experience in using the computers per se. Similar findings have also been reported by Igbaria et al.'s
(1994) study on the respective roles of perceived usefulness and perceived fun in the acceptance of
technology. Therefore, it is logical to deduce that in a single day, perceived usefulness and perceived
enjoyment will be stronger motivators encouraging greater daily usage as compared to perceived ease of
use. This is a signal that prohibition of social media usage will decrease the usage of the internet and
ultimately harm the motivation of the employee.

Prior research in the area of Employee Internet Management has generally been manifested in the form of
industry-driven surveys. Studies have primarily examined monitoring, Internet use policies, and Internet
behavior. The following surveys provide examples of prior research. According to a 2001 American
Management Association (AMA) survey of 1,627 managers, nearly 50% of companies monitor electronic
mail, 63% monitor Internet use, and 89% monitor their employees in one way or another. The AMA notes
that 74% of corporations use monitoring software.

An Information Week research survey of 250 information technology and business professionals found
62% of companies monitor its employees’ website use. Approximately 60% monitor phone use, 54%
monitor electronic mail, and less than 20% monitor productivity of home-office workers. A Websense,
Inc. study examined policies and behavior. The survey of 224 human resource management directors
found that 83% of the companies indicated they have Internet access policies (IAP). Even though IAPs
exist, 64% of the companies have disciplined employees and more than 30% have terminated employees
for inappropriate use of the Internet. Approximately 50% of companies are not concerned about the
problem and/or have done little to enforce the IAPs. Sixty percent of the companies use self or managerial
oversight, and only 38% use filtering software(Case & Young, 2002). However, prior research has been
limited to primarily industry-driven surveys. The research appears fragmented with inconclusive results
and variables such as employee training, screening, and rehabilitation are not explored. For further studies
such variables would be useful in improving employee Internet management.

Here, we have to talk as a roadmap about Internet E-management framework, which was developed by
Case and Young. This is the most important study about understanding employee behaviour in work-life,
which is directly related with this paper, studying the relationship between social media usage and
organization based self-esteem. The Internet E-Management Framework utilizes four constructs. These
constructs are identified as e-management, enforcement, job necessity, and e-behavior. Each construct is
hypothesized to impact productivity. E-management and enforcement are organization-level or macro
constructs, which will be studied and used in this paper. Accordingly with the prior research, we argue
that E-management of the organizations harm the organization based self esteem of the employees.
Hypothesis 1:

“E-management implementation in the organizations negatively effects employees’ organization
based self-esteem.’

E-management is the organization’s culture relating to their tendency of being proactive to Internet
misuse. Possible proactive practices include policy implementation, screening, training, monitoring, or no
measures. Enforcement can be stated as the organization’s tolerance or re-action to employee Internet
misuse. Possible reactions include discipline, dismissal, or rehabilitation. Here, enforcement strategies are
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perceived by employees as a restriction which is considered as a deviant behavior and demotivates them,
ultimately decrease their organization based self esteem.

Hypothesis 2:

“Enforcement strategies in the organizations negatively effects employees’ organization based self-
esteem.®’

Job necessity and predominant e-behavior are employee-level or micro constructs. Job necessity relates to
the percentage of time that the Internet is necessary to perform individual job functions relative to the
individual’s total work time. Predominant e-behavior includes dysfunctional behavior such as electronic
mail misuse, involvement in non—work related newsgroups, chat room participation, slacking, cybersex,
pornography, gambling, and security threats. (Case & Young, 2002)

7. NEW ERA

New Era is a concept that has recently entered academic and media discourse, although widely used, has
several meanings with differing implications for the online world, well-being of the economy, individual
and social welfare. The development of the Internet, in particular, is said to have profound implications
for the organization of economic activity and for increasing productivity (Castells, 2001). Other analysis
focus more circumspectly, on the changing character of work associated with technological change,
deregulation and globalization (Beck, 2000; Carnoy, 2000; Sennett, 1998) and the new social inequalities
that seem to be accompanying these processes. Ulrich Beck (2000) argues that work at all levels is
characterized by insecurity and increasing inequality. These social inequalities are achieved in the
workplace by different internet usage regulations. Workers at different levels face different prohibition
levels of the internet which again harms the organization based self esteem of the workers.
Hypothesis 3:

“’Difference in internet prohibition for different levels in the organizations negatively
effects employees’ organization based self-esteem.’

The 21st century is witnessing an explosion of Internet-based messages transmitted through online media.
In the new era, online communication has become a major factor in influencing various aspects of
consumer behavior including awareness, information acquisition, opinions, attitudes, purchase behavior,
and post-purchase evaluation. Besides, new working patterns have eroded the boundaries and collective
rhythms of working life and the concept and reality of a fixed working day have declined for many
people. (Doyle and Reeves, 2001; Fagan, 2001; Hochschild,1997; McDowell, 1997)

Furthermore, the tools and strategies for communicating with customers have changed significantly with
the emergence of the phenomenon known as social media, also referred to as consumer-generated media.
This form of media ‘‘describes a variety of new sources of online information that are created, initiated,
circulated and used by consumers' intention educating each other about products, brands, services,
personalities, and issues’’ (Blackshaw &Nazzaro, 2004, p. 2). In the new era the employees interact with
other people online (with social media), and it is obvious that social media usage in the workplace is
needed to form these ties in today’s world.

8. SOCIAL NETWORK

A social network is a group of individuals or entities that are connected through various factors such as
common topics of interest, similar demographics, friendships, purposes of knowledge or commercial
exchange, online self-presence, and a sense of belonging. These phenomena have been studied under
different names such as virtual communities (Rheingold, 1993), virtual communities of consumption
(Kozinets, 1999), online communities, electronic tribes (Cova, 1997; Kozinets, 1999; Cova, 2002; Adam
and Smith, 2010), etc. In addition to building or using these platforms, it is crucial for today’s firms to
understand how to retain their network members within this emerging media. (Toker&Seraj, 2012)

In terms of loyalty, commitment or re-use intentions of social networks, there have been a few studies
focusing on theoretical models and their empirical tests. Preece (2001) has discussed the success factors
for online communities through the concepts of sociability and usability. The sociability aspect was
described by purpose, policy, and people items which were the main ingredients to build an online
community; whereas usability which included dialogue and social support, information design, navigation
and access, pointed at the abilities and characteristics of an online platform to provide means to the
people involved in it. (Toker&Seraj, 2012) Apart from the usability and sociability model, where
functional and social benefits were taken as end results, Langerak et al. (2007) proposed and showed that
the user participation in online networks was a matter of membership satisfaction with member-member
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interactions, member-organizer relationship, and community site. Facebook and Twitter are the most
popular examples of social media usage in today’s world.

8.1 Facebook

Online social networking platforms have become indispensable for our lives today. They facilitate us to
socialize, exchange knowledge, share experiences, find commercial or professional opportunities, and
have fun. The 20 sites with the highest traffic (Alexa Top 500 Global Sites) are either social networking
sites or search engines. Among these, Facebook has the second highest ranking after google.com and it
has created a different “internet” of its own with more than 30% of the Internet users all over the world as
Facebook members. (Cova, 1997; Kozinets, 1999; Cova and Cova, 2002). Given the growth of social
networking sites, it is perhaps unsurprising that their use has garnered media attention, including the
seemingly now obligatory scare stories involving identity theft, workplace usage levels and even
addiction. (Joinson, 2008)

Online social networking sites like Facebook may also serve a number of other purposes which prove
their need in the workplace. Lampe et al. (2006) draw a distinction between the use of Facebook, a survey
of over 2,000 students, found evidence that the primary use of Facebook was for ‘social searching’ — that
is, using Facebook to find out more about people who they have met offline. The use of Facebook for
‘social browsing’, for instance, to meet someone via the site with the intention of a later offline meeting,
or to attend an event organized online, scored relatively low amongst their sample. On the other hand, the
main use reported by the sample studied by Lampe et al. (2006) was to, “keep in touch with an old friend
or someone I knew from high school”,which also suggests a similar function for Facebook. In support of
this view, Lampe et. al. (2007) report that user's completion of profile fields that share a common referent
(e.g. class, office, sector or hometown) is positively associated with more friends, perhaps because such
information encourages the development of ties based on shared experiences. (Jionson, 2008) These
studies prove the need for these social networking sites in the workplace.

8.2 Twitter

Users derive a variety of uses and gratifications from social networking sites, including the traditional
content gratification alongside building social capital, communication, surveillance and social networking
surfing. (Java et al, 2007) Twitter, a popular microblogging tool has seen a lot of growth since it launched
in October, 2006. Microblogging is a new form of communication in which users can describe their
current status in short posts distributed by instant messages, mobile phones, email on the Web. On
Twitter, updates or posts are made by succinctly describing one’s current status within a limit of 140
characters. Topics range from daily life to current events, news stories, and other interests. With the
recent popularity of Twitter and similar microblogging systems, it is important to understand why and
how people use these tools. Understanding this will help us to explain why people need to use Twitter in
the workplace.
These are all new forms of socialization and in today’s world workers also require to satisfy such needs in
the workplace. Facebook and Twitter as the important examples of online socialization tools are now
important tools for social integration. Workers in an organization either working computer-integrated or
not evaluate the freedom of social media as one of the crucial working condition. Prohibition of these
social media usage negatively effects the perception individuals have of themselves as important,
meaningful, effectual, and worthwhile within their organization.
Hypothesis 4:

“°The use of social media within organizations is positively associated with organization
based self-esteem.’
CONCLUSION

The aim of this paper is to examine the relationship between new online world on the base of worklife
conditions and organization based self-esteem of employees. First, the concept of socialization is defined
in details, and information about the internet usage is provided which proves the importance of the online
world and social media usage. Then, organization based self esteem concept by various perspectives from
literature is examined. Afterwards, internet and social media usage at work-time is evaluated and
examples of controlling or prohibition strategies are explained. Some empirical studies of literature are
also provided to understand the importance of the subject better.

Accordingly with prior studies two hypotheses are presented including the relationship of e-management
and enforcement strategies by organization based self-esteem. These two concepts, which are explained in
related parts of this paper are taken from the literature. Another important concept here is the degree of
the control on employee internet usage. The need of online socialization for employees is a must in the
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new era. There are several employee internet management strategies examples from empirical studies,
which the employees are directly affected by. Here, the justice of the system is very crucial, because a
prohibition which bases on the positions of the workforce negatively affects the organization based self-
esteem of the employees.

In the last part of the paper, the social network concept is detailly examined. Definitons from literature are
included and the motivators to use social network sites are explained. Understanding of commitment and
loyalty concepts are required for betterly perceive the importance of social media channels in today’s
daily life. The requirement of social media in the workplace is explained. Ultimately, the most popular
two social media channels, Facebook and Twitter are studied in a detailed form.
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Abstract

By understanding how new media influences policies with reference to the Nigerian political landscape,
scholars can now begin to understand how much social media has evolved in Nigeria and with the
knowledge, form the basis for further studies into other similar countries. This work shall act as bedrock
for further studies into social change, diplomacy and government legislation as influenced by social
media. Two important incidents that took place in Nigeria in the past 3 years shall be studied through
relevant news articles, online content analysis and professional journals, to find out the role social media
played during these situations. Based on the findings of the research, the role of social media and how it
influences government decisions were briefly highlighted in this work. From the findings of this research,
it is clear that social networking was a major driving force in determining the outcome of the events under
study.

INTRODUCTION

This piece aims to look at the role social media plays in shaping government policies and influencing
such policies in developing countries with particular reference to Nigeria.

Nigeria as a nation has been mostly ruled by the military for the most part of the last 53 years and as such
the government has been in firm control of the media. In 1992 he Nigerian Broadcasting Commission was
established and it immediately put an end to government monopoly. This only led to something different
but definitely not a free press; political partisanship became the order of the day with newspapers and
other media outfits that sprung up in the 90s. for instance Tribune and daily sketch (two privately owned
newspaper outfits) were basically used to advance the interest of Obafemi Awolowo while the Concord
group (another privately owned paper) was used to advance the political interest of its founder; Chief
MKO Abiola. Today there are over 100 privately owned media houses in Nigeria, but a large chunk of
these are owned or managed by friends of those in power and as such cannot truly be categorised as a free
press.

This situation is not unique to Africa or Nigeria, it should be recalled that Woodrow Wilson shortly after
he was elected president of America in 1916 for the second time, successfully used the media to promote
the idea of going to war, “turning a pacifist population into a hysterical, war-mongering population which
wanted to destroy everything German (Chomsky, 1997). Gadhafi also tried to use the media to propagate
a happy Libya even during the crisis that would lead to his demise, he filmed and promoted those parts of
Libya that were least affected by the war and tried to deceive the world into believing Libya was at peace
(Simon Cottle, 2011).

Noam Chomsky (1997), in his book titled media control explained that they are two concepts of
democracy, the first one considers democracy as a situation whereby the people have a say in how their
affairs are run and have a means to participate meaningfully where information is open and free. The
second concept of democracy is that the government is in full control and the public must be barred from
the management and running of their own affairs; here information is rigidly controlled. This work relates
more with the first concept of democracy and is hereby trying to study how the public through the use of
social media has influenced government decisions and policies. This work shall draw inspiration from the
work of Thorstein Veblen on Technological determinism; he explains that a society’s technology drives
the development of its social structure and cultural values. This paper shall also seek to determine if this
true to Nigeria to.

With the emergence of internet in Nigeria and later the popularization of blackberry in the early 2000s,
Nigerians suddenly had access to news from all over the world, so it came has no surprise that people in
the country started demanding for accountability from their leaders and reporting government excesses on
numerous blogs and websites that naturally sprung up with the emergence of internet access in the
country. In fact it was access to popular services like twitter, blackberry messenger (BBM), Facebook
amongst others that would set the stage for some of the most popular uprisings against government
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policies and other social injustices in Nigeria. Due to time and space constraints, this paper takes a look at
two events that rocked Nigeria in the past 3 years and how social media played a role in facilitating the
protest and influencing government decisions. The main objective of this paper is to identify the roles of
social media, its importance and the role they play in influencing government decisions against the
backdrop of the events under review. It is the hope of the researcher that at the end of this paper the
question of whether or not social media has any influence on government decision would have been
properly answered.

METHODOLOGY

This research is a summary of relevant conclusions from different journals and newspaper articles on the
subject. The research shall look at two cases studies based on issues that ravaged Nigeria in recent times,
namely: The fuel subsidy removal protest and ALUU4 lynching. These cases were chosen based on their
media popularity and the fact that the whole nation was affected in some way by the situation. The
researcher shall examine relevant literature, news releases, press releases and other media that on the
above stated issues. Also content analysis shall be conducted; the analysis shall be based on the comment
sections of YouTube videos for the ALUU4 and fuel subsidy removal protest cases, while Twitter and
Facebook entries shall be analysed for the elections, the responses of the public to these issues would be
collated and critically analysed. By doing so, it is the hope of this research to answer the following
questions:

1. Did the suggestions of the people on social networks and blogs, correlate with the final decision

of the government or party concerned?
2. Can social networking be used as a tool for social change?

CASE STUDY 1: THE ELECTIONS OF 2011

In 2011, Nigeria was ready for its 4™ democratic general elections. The elections would fill up Local,
State and federal Level positions in the country. Because of the well-known corrupt practices of those in
power and the fact that Nigeria ranked high among the most corrupt countries in the world, there was a
general atmosphere of apprehension and a sense of powerlessness during the times leading to the
elections of 2011. However the popularity of social networking and BBM services in the country at the
time gave Nigerians an avenue to air their grievances and act as some sort of watchdog during the
election. The incumbent president acknowledged the influence and power of the social media that he first
made his intention to run for president known on his Facebook page, making him the first Nigerian
president to do so.Social media played such a major role in monitoring and campaigning that the 2011
elections have been dubbed “Facebook election”.

Table 1: Candidate’s use of Social Networks (during 2011 elections)

FACEBOOK
Candidate URL No. of | Ave Ave likes | Party | Office sought
Fans comments | per post
per post
Goodluck www.facebook.com | 521,129 2,295 2,076 PDP President
Jonathan /jonathangoodluck
Nuhu www.facebook.com | 173,103 170 215 ACN | President
Ribadu /ribadu
Tunde www.facebook.com | 119,631 40 102 CAN | Governor
Fashola babatundefashola
TWITTER
Candidate Twitter ID No. of | Following | Followers | Party | Office sought
Tweets
Dele DeleMomodu2011 1792 4145 129 NCP | President
Momodu
Tunde TundeFashola 1,504 41 20497 CAN | Governor
Fashola
Muhammed | Buhariforchange 644 1137 10 CPC | President
Buhari

Data Source: author’s research and assessment

It is noteworthy that most of the politicians listed above just started using social networking at the start of
the election campaign of 2011 and their online presence has dramatically increased over time. For
instance Dele Momodu, who had less than 200 followers on twitter at the start of campaign had over a
100,000 followers by the end of 2011.
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The elections marked the first time that social media and other forms of connectivity have given
Nigerians an opportunity to act as some sort of citizen observers during the elections
(www.movements.org, 2011). During this election a lot of organisations harnessed the power of social
media to ensure a free and credible election. ReclaimNaija.net, Enough is Enough and
SaharaReporters.com are some of the Organizations that created a platform for Nigerians to interact and
report any unseemly behaviour during the elections. According to movement.org, the use of social media
during the elections of 2011 proved to be particularly helpful in the larger cities of Nigeria; Lagos and
Abuja and less effective in the more rural areas due to access. In Lagos and Abuja, the writer attributes
the relatively freer and fairer elections to the use of social media as watchdogs and observers of the voting
process. It can be said that because of the ease of accessing this new media and the fact that it is readily
available in Nigeria now, social media is revolutionizing election administration and coverage. One
analyst stated that “the widespread use of these real-time media severely limited electoral malpractices
...” (Omokri 2011). This was also supported by Jega; the chairman of the Independent National Electoral
Commission (INEC) of Nigeria by saying that the use of social media during the elections of 2011 made
it more transparent and made the INEC more accountable to the people. (Cited in Social Media and the
2011 elections in Nigeria).

The sheer availability of new media is changing the electoral environment, where previous elections were
often manipulated behind the scenes with results altered by politicians and the electoral commission itself
(Asuni & Farris, 2011). It means even untrained citizens and illiterates could give their unbiased opinion
on the electoral process on a safe and reliable platform.

The 2011 elections in Nigeria, gives us a unique opportunity to understand the role social media played in
shaping societal expectations and behaviour which in itself informs government policies.

CASE 2: THE ALUU 4 CASE

On the 5™ of October, 2012 four (4) university of Port Harcourt students were stripped naked, beaten and
later burnt to death on suspicion of armed robbery (this case was popularly known as the UNIPORT4 or
ALUU4 killings), And it was all caught on camera. The media frenzy this killing generated is
unprecedented and never been experienced in a country were “Jungle Justice” is the order of the day. No
newspaper, TV or Radio media outlet covered this killings, but it was not until different blogs started
covering it and Broadcast messages started surfacing on BBM and international networks like the BBC
and Aljazeera became interested that some Nigerian media houses thought it news worthy. In fact one
news reporter with the National Mirror in their first coverage of the ALUU 4 case on October 24, 2012
stated that, “Interestingly, since the story and the video became viral several conflicting reports have
emerged including the complicity of the Nigeria Police in the killing of these young men. This has
generated both local and international attention in the last two weeks”. Another observer noted that
“There have been lots of cases involving jungle justice all over Nigeria especially the streets of Lagos.
One guesses the reason for the uproar over this is because it is closer to home by the existence of social
media which one is grateful for” (Ynaija news; November, 2012).

In conclusion, Fidelis Duker (2012) in his column on the national Mirror stated that “To me, one of the
lessons from the killing of the ALUU four is the power of social media, which was able to expose this
grave atrocity and help in apprehending some of the perpetrators of the dastardly act”. According to
Channels TV (one of the most reputable news stations in Nigeria) “the Nigerian senate passed a
resolution asking the police and security agencies to fish out the perpetrators of the crime including the
spectators captured in the video making the rounds (on YouTube and Blackberry) and try them for
murder”. The Senate President, David Mark, thanked social networking sites for helping get the news
across during the senate plenary session on Aluu 4, he said “With the help of social media, the faces of
the killers of the boys were identified” (Cited on Bella Naija, 2012). This shows how powerful the social
media has become. For the first time in recent history, the Nigerian government was forced to make a
decision to apprehend perpetrators of jungle justice in Nigeria.

Below is a table showing the public’s response to the crisis based on YouTube comments

Table 2: YouTube Video on ALUU4 lynching comments Analysis

Variable Frequency %Frequency
Call for arrest 15 4.4

Outrage at Jungle justice 53 15.3

Support lynching 10 2.9

Asking for change 14 4.1
Condemning 252 73.3

Total 344 100

Source: Author’s research and analysis

With 304,070 views on one YouTube Video out of the over 6,000 videos with each of them having not
less than 1000 views and most having more than 20,000 views. There were a total of 1368 comments but
only 344 were used in this analysis, because most were either written in a language indecipherable to the
researcher or where unrelated to the video (spam).
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From the table it is clear that about 73% of the total respondents out rightly condemned the act, while
15% showed outrage by cursing the perpetrators, asking that they be massacred etc., while only about
2.9% supported the act on the grounds that they felt the boys were armed robbers and as such must have
caused similar pains to other people.

The outrage and pouring out of emotions against the murder of the young students forced the Nigerian
government into arresting some members of the community that were involved in the murder. This is the
first time such a step has been taken in the case of Jungle Justice in Nigeria.

ROLE OF SOCIAL MEDIA

From the foregoing it is clear that social media such as Facebook, twitter and blackberry messengers
played a significant role in bringing the attention of the government to the problems stated above and
instigated mass protest in some cases. Here is a highlight of some of the roles social media played:

1. Social media helped in documenting some of the activities such as seen in the 2011 general
elections and all major activities in the country since that time. The ALUU 4 killings, the fuel
subsidy protest were well documented on you tube, blogs and other websites, that would make it
possible for future generations to access them.

2. Coordinating activities: this was clearly seen during the Fuel Subsidy removal protest, the 2011
elections and the change of name of University of Lagos. Social media were employed to
organise the protest, from mobilising individuals to mapping out venues for the protest and
organising rallies. Facebook, BBM and twitter helped a lot in making all these possible.

3. Creating a more objective avenue for people to air their opinions that would otherwise have not
been heard at all. Social networking sites created a forum or a platform for people to vent and
make their voices heard.

4. Create an avenue for the masses to talk to the government: Social media have created a way for
people to talk to the government directly as most political office holders including the president
has a Facebook page. This was previously not possible as the best people could do was relate
their problems through organised labour groups.

5. Create an avenue for government to check the pulse of the people before making certain
decisions, this can also be seen from the Fuel Subsidy removal protest, as one of the major
reasons people were offended was that the government did not inform them beforehand before
such an important decision was made.

6. Create an alternate medium for people to source for news and information.
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HOW DOES THIS INFLUENCE GOVERNMENT POLICIES?

One thing that is immediately clear from all the instances listed above is that in each situation where the
government has insisted on moving forward on a decision without proper consultation with the people has
been met with fierce opposition and reactions in form of mass protest on the social media and on the
streets in Nigeria.

In the case of the general elections of 2011, it is very clear that social media changed the landscape of
Nigeria’s electoral process and balloting. The government was forced to set up a committee and an
independent observer to monitor the use of social media during the electoral process. Several bodies such
as the reclaim Nigeria and Enough is Enough came up and provided a platform for people to send in the
observations and report any incidents during the electoral process. The Independent National Electoral
Commission (INEC) experienced over 25 Million hits on its website in just three days during the
presidential elections. The chairman of the commission, Prof. Jega noted that the internet and particularly
social media has made the electoral process more transparent and provided documentation on the
electoral proceedings in the country which would help future elections.

Also based on the findings of a coalition of different interest groups that formed the Social Media
tracking Centre, a report was submitted to INEC and other stakeholders on how they can further make use
of social media to foster more transparent elections in the future. These recommendations if followed and
implemented would further improve Nigeria’s electoral process and encourage citizen participation.

The ALUU4 killings; the Nigerian Police Force (NPF) initially insisted that since it was a mob action,
there was simply no way of knowing who the perpetrators where and arrest them. They insisted that it
was impossible for the police to track down the killers, as it would amount to raiding a whole community.
This however did not stop the protest going on social networking sites and blackberry, immediately
people started extracting images from the YouTube video, and were calling on the police force to arrest
the people clearly visible on the video. These pictures became viral on the internet and BBM.

By making these pictures viral, the public further proved the police wrong and showed them how to at
least identify some of the perpetrators by watching the video and picking out their faces one at a time.
This eventually led to the arrest of 13 ALUU community people including their traditional ruler. The case
is currently still in court.

The ALUU case is a prime example of where social media has helped ensure justice was carried out. The
images going viral online and call for justice put the government in a situation where it had act or be seen
as irresponsible and insensitive.

Since the ALUU 4 incident, the police force has been making efforts to ensure the incidences of jungle
justices in the country is reduced, and has promised to arrest and prosecute anyone involved in such.

CONCLUSION

The internet and social networks have opened up opportunities for Nigerians and changed our political
landscape forever. It has given Nigerians a voice to air their grievances and to make their stance known.
As far as elections and other social policies go, it is clear that Nigerians would no longer be spoon-fed
untrue information as they now have the power to source for the news when and how they like. The social
network and internet have given Nigerians and the world in general an avenue to meet and discuss life
changing/threatening issues and proffer solutions to them. The internet shall forever play a major role in
Nigeria’s electoral process and in all government policies, as the internet would only get better and more
accessible to Nigerians if current trend is to be taken seriously.

As one brilliant scholar in a video commentary said, technology and the electronic environment it creates
is not going away, they will only continue to advance they are the new media through which writers will
now share their voice.
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Abstract

Cities have always been the most important spatial reflection of spectacular developments in information
and communication technologies. As the prominent milestones in the history of humankind are mostly
associated with cities, it becomes essential to associate new processes with cities, too. Cities, most
commonly defined as the places where non-agricultural types of production prevail, both shape the new
phase of human civilization in our day and are shaped by the products of that civilization. Cities,
described as the places where nearly all relations of production, consumption and distribution took place
after the Industrial Revolution, are now becoming the places where information is produced, consumed
and spread. The conceptualizations of “world city” and “global city”, developed by Sassen and Friedman
for explaining this process in theoretical level, have been surpassed and cities’ capacities to use
information technologies have become the criteria of explaining the development level of those cities. All
investors, particularly transnational companies which are the most important actors of new global
economic order, regard the level of using information technologies in a given city as a noteworthy data
while deciding where to invest. Inter-city contests, one of the most important elements of new global
order, also trigger this fact. Briefly, the competitiveness of cities on global scale depends on their level of
using information technologies. Cities which can competently use information technologies rank at the
top of the global hierarchy of cities. Thus, the conceptualization of “digital city” has begun to be used and
become increasingly widespread as a new function which cities should have in the globalization process.
Certainly, it is about not only the economic development of cities, but also such other factors as security,
efficiency and productivity in service delivery, transparency, codetermination and increasing the quality
of life. If it is taken into consideration that local governments put more effort into adjusting all their
activities to information technologies, it will be understood how important the aforementioned
conceptualization is. To that end, this study shall analyze the transition period from industrial city to
digital city, convey the theoretical roots of the digital city concept and other related concepts, and
illustrate the digital city applications in Turkey and in the world. In the conclusion part of the study, the
advantages & disadvantages and sustainability of digital city shall be discussed.

Giris

Uygarlik tarihindeki onemli doniim noktalar1 teknoloji alanindaki gelismelerle iliskilendirilerek
aciklanmaktadir. Kentlesme ve uygarlik kavramlar1 da genellikle es anlamli olarak kullanilmaktadir. Bu
bakimdan uygarlasma siireci kentsel gelisme siireci ile birlikte ele alinabilir. Bu konuda gelistirilen bir¢ok
kuramin da hareket noktasi bu olmustur. Ancak en dnemli kentsel gelisme siireci sanayilesmenin ortaya
¢iktig1 donemde yaganmistir ve halen de devam etmektedir. Bu bakimdan kent tarimsal olmayan {iretim
bicimlerinin egemen oldugu yer olarak da tanimlanmaktadir. Dolayisiyla kentlesme ile uygarlik
(civilization) ve kentlesme ile sanayilesme (industralization) arasinda ¢ok yakin bir iligki bulunmaktadir.
Biitiin bunlara yeni bir olgu olarak da bilgi iletisim teknolojilerindeki gelismeyi de ekleyebiliriz. Sanayi
sonrasi toplum olarak da ifade edilen bu yeni donem uygarlasma ve sanayilesme ile birlikte kentler
iizerinde olaganiistii degisim ve doniisiime yol agmistir. Aslinda tarihin biitiin donemlerinde kentlerin
akilli kent olma arayisinda olduklar belirtilebilir. Ornegin, kentlerin egitim ve ticaret merkezi olma, ana
ulasim akslarimi kontrol etme gibi ¢abalar1 gegmisten bu yana gozlenen bir olgudur (Celino ve Kotoulas,
2013:8). Gliniimiizde artik kentlerin bilgi ve sosyal kapasitelerini artirmalar1 yeni kiiresel diizenin
gereklerinden biri haline gelmistir. Yani kentler artitk bu alanlardaki performanslarina gore
degerlendirilmektedirler (Paskaleva, 2011: 153).

Bu ¢aligmanin amaci kentler iizerinde bu denli énemli degisim ve doniisiime yol acgan iki 6nemli olguyu
sanayi devrimi ve sanayi Otesi kenti agiklamak, her iki donemin kentleri arasindaki temel farkliliklar
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ortaya koymak ve giinlimiizde dijital kent ya da akilli kent olarak nitelendirilen kentlerin temel
ozelliklerini aciklamak ve uygulama Ornekleri hakkinda bilgi vermektir. Bu amagla ¢aligmada sanayi
kentinden dijital kente gecis siireci analiz edilecek, dijital kent kavramimin ve onunla iliskili diger
kavramlarin teorik temelleri aktarilacak, ardindan diinyada ve Tiirkiye’deki dijital kent uygulamalarindan
ornekler verilecek, sonu¢ kisminda ise dijital kentin avantajlari, dezavantajlari ve siirdiiriilebilirligi
tartigilacaktir.

1. Dijital Kentin Ortaya Cikmasina Yol Acan Etkenler

Kent ve kentlesmeye iliskin ¢ok sayida kuramsal yaklasimlar bulunmaktadir. Bu yaklagimlardan bir kismi
kentlerin ortaya ¢ikisina iliskindir. Art1 iiriin-hidrolik toplum, pazar yeri olarak kent, askeri kuramlar ve
dinsel kuramlar gibi kentlerin ortaya ¢ikigini bir tek nedene baglayan kuramlar ile Childe, Lampard ve
Sjoberg’in gelistirdigi birden fazla nedenin karsilikli etkilesimine baglayan kuramlar bulunmaktadir
(Carter, 1989: 3-9°dan akt. Aslanoglu, 2000: 17-24). Yine ¢ogunlukla post Marksistler (Levfebre,
Castells, Harvey gibi) tarafindan gelistirilen ve kapitalist kentin 6zelliklerini sistemin temel ¢eliskileri
iizerinden agiklayan kuramsal yaklagimlar ile daha kiiltiiralist ve modernist bir yaklasimla kenti ele alan
Chicago Okulu mensuplarmin gelistirmis olduklar1 kuramlar bulunmaktadir. Son yaklagimlar kapitalist
toplumun kenti ve bu kentte ortaya ¢ikan sorunlarin ¢dziimiine odaklanan ¢alismalardir.

Bilgi islem teknolojilerindeki gelismelerin dijital kentin ortaya ¢ikmasina yol agmis oldugunu oncelikle
belirtmek gerekir. 19. yiizyildaki sanayi devriminin bir benzeri 20. yiizyilin son ¢eyreginde ortaya
cikmistir. Tste kiiresellesme siireciyle birlikte ortaya ¢ikan bu biiyiik degisim ve doniisiim siireci de dijital
devrim olarak adlandirilmaktadir. Dolayisiyla dijital kentin ortaya ¢ikis kosullarini hazirlayan en 6nemli
etkenin bilgi islem teknolojilerindeki gelismeler oldugunu sdylemek abartili olmaz. Bu gelismeleri
tetikleyen en Onemli unsurlardan biri de yalnizca iktisadi alanda degil, sanattan mimariye, kiiltiirden
siyasete, yoOnetimden planlamaya, bilimden felsefeye degin her alanda etkisini goOstermis olan
kiiresellesme stirecidir. Ancak yalnizca dijital ya da akilli kenti merkeze alan ¢alismalarin da eksik
oldugunu belirtmek gerekir (Tranos ve Gertner, 2012:178). Bu bakimdan Oncii bir etken olarak
kiiresellesme siirecine yonelik kisa bir degerlendirme yapmak uygun olacaktir.

Bilindigi {izere kapitalist ekonomik diizen yasamis oldugu krizler iizerinden kendisini yeniden
iretmektedir. 1970’1i yillarda baglayan yeni kriz devlet miidahalesinin etkin oldugu Keynesyen ekonomik
modelin sorgulanmasina yol agmis ve ardindan yeni liberal politikalarla bu krizden ¢ikis yolu
bulunmustur. Bu yeni liberal modelin en dnemli 6zelligi devletin ekonomik ve toplumsal yasamdaki
roliiniin yeniden tanimlanmasidir. Yeni modelin yeni devleti ekonomiye miidahale etmeyen, ekonomiyi
diizenleyen bir devlet olarak tasarlanmistir. Daha dogrusu bu devlet modelinde karar vericiler yalnizca
devlet aygitinin bir temsilcisi olan biirokrasinin degil, bu kararlara ortak olan 6zel sektor ve sivil toplum
orgiitlerinin de wvarligmmi gerektirmistir. Bu yeni devletin yonetim bigimi de yOnetisim olarak
kavramsallastirilmistir. Yonetisim daha dinamik bir sivil toplum ve o6zel sektorle devlet ortakligina
dayanan bir model olarak sunulmaktadir. Ote yandan kiiresel diizeyde egemen olan ulusétesi sirketler,
sivil toplum orgiitleri, AB gibi bolgesel ¢apli yeni orgiitlenmeler bu yeni modelin aktorleri olmuslardir.
Ag toplumu olarak da nitelendirilen bu yeni donemde bilgi islem teknolojileri biitiin yonetim siireclerinin
de en oOnemli unsurlari haline gelebilmislerdir. Castells Ag Toplumunun Yiikselisi (1996) isimli
caligmasinda bilgi teknolojilerinin bu siiregteki roliine atfen yeni donemi tarif etmeye calismistir (akt.
Giddens, 2008:718-719). Oyle ki artik e devlet, e demokrasi, e toplum, e belediye, e ekonomi gibi
kavramlar kullanilmaktadir. Dijital kentin &zellikleri basligi altinda daha ayrintili bir bigimde ele
alinacagi iizere bu yeni diizenin kentlerin ekonomisi, toplumsal ve kiiltiirel yapisi, siyasal ve yonetsel
yapist ve mekansal planlama ile mimari diizeni iizerinde ¢ok Onemli etkileri olmustur. Aslinda yeni
kiiresel diizenin en Onemli miidahale alanlarinin kentsel mekanlar oldugunu sdylemek abartili
olmayacaktir. Nitekim Giddens (2008:979) kiiresellesmenin kentler {izerinde hem yaratici hem de yikici
etkilerinin bulundugunu, ulus devletlerin ise kiiresel egilimleri denetleme konusundaki yetersizliklerinin
sehirlerin yeni kiiresel diizendeki Onemini daha da arttirdigini ifade etmektedir. Boylece sanayi
sektdriiniin yerini hizmet sektdriine biraktig1 ve kentlerin de tiiketim odakli olarak kurgulandig: yeni bir
kentlesme modeli ortaya ¢ikmistir (Erman, 2010:37). Bu siire¢ kimi akademik ¢evrelerde sanayisizlesme
stireci olarak da nitelendirilmektedir.

2. Dijital Kentin Temel Ozellikleri

Hollands’ i (2008:303) belirttigi {izere batili iilkeler son yillarda akilli kentler iizerinde hatir1 sayilir
calismalar yapmuslardir. Ornegin, San Diego’nun gelecegin kenti vizyonu, Ottawa Akilli Sermaye Projesi,
Southampton’un Ingiltere’nin ilk akilli kent olabilme cabalari, Singapor’un bilgi islem teknolojileriyle
donanmis bir akilli ada olma ¢aligmalar1 bunlar arasinda sayilmaktadir.

Literatiirde gliniimiiz kentlerini ifade etmek iizere ¢ok sayida kavram kullanilmaktadir. Dijital kent, akilli
kent, teknokent, yaratici kent, agsal kent, kiiresel kent, diinya kenti, girisimci kent, rekabet¢i kent, tele
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kent, siber kent, sanal kent bu adlandirmalardan bazilaridir (Hollands, 2008; Cukurgayir, 2010; Tranos ve
Gertner, 2012). Birbiriyle iliskili olan bu kavramsallagtirmalarin en énemli ortak noktas: kiiresellesme
stirecini esas almalaridir. Ancak bilgi islem teknolojilerini kullanma bakimindan akilli kent ve dijital kent
kavramlar1 6n plana ¢ikmaktadir. Ancak bu noktada da islevsel olmasi bakimindan Hollands’in (2008)
kavramsallastirma ya da kendi deyisiyle siniflandirma ve tanimlama konusundaki gii¢liikleri g6z oniinde
bulundurmak gerekmektedir. Hollands bu alandaki literatiire atfen yapmis oldugu smiflandirma ve
tanimlamalarda smart city (akilli kent) kavramini kullanmayi yeglemis ancak yine de bu kavrami
tammlamanin gesitli bakimlardan giicliikler tasidigii vurgulamaktan geri durmamustir. Ornegin
Komninos’un (2002:1) intelligent city kavramindan yola ¢ikarak 4 farkli anlam tasidigini belirtmektedir.
Komninos’un bu yaklasimindan hareketle bu anlamlar: dijital kentin 6zellikleri olarak belirlemek de
uygun olacaktir. Buna gore bu kentlerin 6zellikleri sdyle siralanabilir:

Elektronik ve dijital uygulamalarin genis capli olarak kent ve toplum yasamina uyarlanmasi.
Iletisim teknolojilerinin giindelik yasami ve ¢alisma yasamini déniistiirmesi.

Bilgi ve iletisim teknolojilerinin kente bir biitiin olarak neredeyse gomiilmiis hale gelmesi.

Bilgi islem teknolojilerinin mekansal alana uyarlanmasi ile insanlarin birlikte 6grenme,
yaraticilik ve problem ¢dzme yeteneklerini artirmasi.

el S

Yine bagka ¢aligmalarda da dijital kent-akilli kentin 6zellikleri sdyle siralanmistir: Akilli ekonomi, akill
yonetisim, akilli egitim, akilli saglik yonetimi, akilli mobilizasyon, akilli ¢evre ve akilli yasam (Batagan,
2011: 29). Ya da bilgi islem teknolojilerinin kullanilmasi, is diinyasinin liderligini merkeze alan kentsel
gelisme, sosyal icerme, yaratici endiistri, sosyal sermaye, fiziksel, sosyal ve iktisadi siirdiiriilebilirlik
(Tranos ve Gertner, 2012:176-178). Sonug olarak bu kent bilgiyi yoneten, bilgi islem teknolojileriyle
donanmug altyaprya, bilgi iireten kurumlara 6grenme ve yenilik¢ilik bakimindan yiiksek kapasiteye sahip
kenttir. (Komninos, 2002:1, akt. Hollands, 2008:305) Cukurcayir da (2010), Doug (2001)’den aktarimla
dijital kenti tanimlayan iki &zellik bulundugunu belirtmektedir: ilki kentin tiimiiyle “dijital teknoloji ile
yeniden dizayn edilmesi, bi¢imlendirilmesi ve altyapmin dijital teknoloji uygulamalartyla yeniden
yapilandirilmasidir.” Ikincisi de “kentin ekonomik, finansal, kisiler arasi iletisim, telekomiinikasyon,
yoOnetim ve siyaset gibi islevlerinin dijital teknolojiler tarafindan bigimlendirilmesidir.” Bu yoniiyle de
dijital kent fiziksel ve kentsel ¢evre ile soysal kentsel ¢evrenin dijital teknolojiler tarafindan yeniden
bi¢imlendirilmesi olarak ifade edilmektedir (Cukurgayir: 2010). Dijital kent-akilli kent, giindelik yasam
ve c¢aligma yasaminda kaliteyi arttiran, maliyetleri azaltan ve etkinligi saglayan kenttir. Yurttas egitimi,
iretim siireglerinde bilgi islem teknolojilerinin kullanilmasi, kentsel trafik yonetimi, saglikta akilli
¢Oziimler, yurttas ile yonetim arasinda iletisim kanallarin kurulmasi literatiirde kavrama yiiklenen
anlamlar olarak ifade edilmektedir (Batagan, 2011:27). Bu baglamda biitiin siniflandirma ve tanimlama
glicliiklerine karsin dijital kent ya da akilli kentin, bilgi igslem teknolojilerini her anlamda kullanan ve
bunu sosyo-kiiltiirel, siyasal, yonetsel ve iktisadi alanlara uyarlayabilen kent olarak tanimlayabiliriz.
Geleneksel kent ile dijital-akilli kent arasinda bir takim farkliliklar bulunmaktadir (bkz. Tablo-1)

Tablo-1: Geleneksel Kentler ve Akilli Kentler

Traditional city Smart city

characterized by inefficiency of communication better communication with citizens

inefficient use of resources efficient use of resources

low access to administrative data open access to administrative data

a lot of errors in information reduce errors of information transmissions
without support in case of disasters increasing the supports in case of disasters

Kaynak: Batagan, 2011:29.

3. Dijital Kentin Etkileri ve islevleri

Dijital ya da akilli kent olgusunun hiikiimetler (merkezi-yerel), arastirma kurumlari, teknoloji sunuculari
basta olmak iizere ¢ok sayida aktoriin en 6nemli giindem maddelerinden biri oldugu séylenmektedir. Yine
konunun bir diger énemli yani1 da disiplinler arasi olmasidir. Bu yoniiyle, ekonomiden sosyal bilimlere,
siyasetten altyap1 ve yonetime kadar bir¢ok disiplinin inceleme nesnesidir. Ayrica, is diinyasi, yurttaslar,
enerji, su Uretimi ve tiiketimi, trafik yonetimi, kamu giivenligi ve acil miidahale gibi bir¢cok konuya iligkin
temel bilgilerin {iretilmesine katkida bulunmaktadir (Celino ve Kotoulas, 2013:8). Bu ydniiyle dijital
kentin ayni zamanda farkl etkilerinin oldugunu belirtmek uygun olacaktir. Bu etkilerin neler olduguna
asagida kisaca deginilecektir.

Her seyden once bilgi islem teknolojilerinin kullanilmasi toplumsal yapiyi, giindelik yasami, kisilerin
beklentilerini ve birbirileriyle olan iliskilerin etkilemektedir. Castells’in hakli olarak ifade ettigi internet
diinyas1 veya ag toplumu olgusu diinyanin her tarafindaki bireylerin veya orgiitlerin karsilikli bir iletisime
geemesine yol agmustir. Yukaridaki tanimlamalarda belirtildigi tizere asil hedef kentte yasayan insanlarin
glindelik yasamimi degistirmek, insanlar1 bilgi ve iletisim teknolojilerini kullanma konusunda
6zendirmektir. Ancak toplumun egitim ve gelir diizeyi dikkate alinmalidir.

133



International Trends and Issues in Communication & Media Conference 2014

Dijital kent modelinin temel varsayimlarindan biri de demokratik katilimi gelistirmedir. Bu yoniiyle de
siyasal bir nitelik tagimaktadir (Yoo vd. 2010: 638). Buna gore bilgi islem teknolojilerinin kullanilmasi
sayesinde katilim daha yiiksek diizeyde gerceklesecek ve siyasal yapi daha demokratik olacaktir.
Kamuoyu aciklamalari, meclis ¢aligmalartyla ilgili bilgiler, se¢im sonuglari, biitce ve demokratik
siireglerin gelistirilmesi ¢aligmalari ile tartigma forumlari, kentsel gelisme, trafik sorunlari dahil olmak
iizere sorunlarin ¢oziimiinde halkin katilm diizeyi daha yiiksek olacaktir (Cukurcayir, 2010). Bu
modelde yurttasin pasif degil daha aktif bir rol iistelendigi belirtilmektedir (Celino ve Kotoulas, 2013:
10). Ancak yapilan arastirmalarda Tiirkiye’de internetin demokratik katilim diizeyini arttirmadig1 ortaya
¢ikmigtir (Cukurgayir, 2010).

Kiiresellesmenin en o6nemli sonuglarindan biri de yonetsel yapi iizerindeki etkileri olmustur. Bu
yerellesme olarak adlandirilmaktadir. Bu siiregte kent yonetimlerinin de yeni modele uygun olarak
degismesi ve doniistiiriilmesi talep edilmektedir. Yerel yonetimlere yiiklenen bu islevlerin yerine
getirilebilmesi i¢in bilgi islem teknolojilerini kullanmalar1 6nerilmektedir. Iste e belediye uygulamalar1 bu
onerilerin somutlasmis bi¢imi olarak nitelendirilebilir. Tablo-2’de dijital kent ydnetim sistemi
gosterilmektedir.

Tablo-2: Dijital Kent Yo6netim Sistemi

cgill
DI SIS S S

components Supervision Command  |Comprehiensive
updating upervision fevaluation
subsystem subsystem
1 it e | |
C Geo<coding subsyslen )
1 1 1 ’ 1 1
( F.-20vernnent No D
Basic data Application
resource mamtenance
subsystem I subsystem

é

Giliniimiizde artik elektronik ekonomi denen bir kavramdan sz edilmektedir (Giddens, 2008). Bilgi islem
teknolojileri sayesinde mali islemler artik elektronik ortamda gergeklestirilmektedir. Kentler ise diinya
ekonomisinin yonetildigi mekanlardir. Bu agidan kentlerin rekabet etmelerinin en &nemli 6n
kosullarindan biri de bilgi islem teknolojilerini kullanabilme kapasitesine ne oranda sahip olduklaridir. Bu
teknolojiyi kullanabilen kentler diinya kentler hiyerarsisinde iist siralarda yer almaktadirlar. Newyork,
Londra, Tokyo ilk akla gelen kentlerdir. Ote yandan Istanbul’un da diinya finans merkezlerinden biri
olma arayis1 da bundan kaynaklanmaktadir. Firmalarin yer se¢im kararlarimi belirleyen en Onemli
faktorlerden biri de bilgi islem teknolojileriyle donatilmig olmalaridir. Asagidaki tabloda genel olarak
akilli-dijital kentlerin islevleri gosterilmektedir.

&

Kaynak: Yang, 2013: 57.

Tablo-3: Akilli Kentlerin Islevleri

SMART PEOPLE SMART GOVERNANCE
(Social and Human Capital) (Participation)

Innovative spirit Level of qualification Participation in decision-making

International embeddedness Cosmopolitanism/Open-
Ability to transform mindedness
= Participation in public life

- - -
= Entrepreneurship = Affinity to life long learning = Public and social services
= Economic image & trademarks = Social and ethnic plurality = Transparent governance
= Productivity = Flexibility = Political strategies &

= Flexibility of labour market = Creativity perspectives

SMART MOBILITY SMART LIVING
(Transport and ICT) (Quality of life)

= Local accessibility = Attractivity of natural = Cultural facilities

= (Inter-)national accessibility conditions = Health conditions

= Availability of ICT-infrastructure = Pollution = Individual safety

= Sustainable, innovative and safe = Environmental protection = Housing quality

transport systems = Sustainable resource = Education facilities
management = Touristic attractivity
= Social cohesion

Kaynak: Batty vd., 2012: s. 497
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Sonug¢

Bu caligmada literatiirden yararlanilarak son donemde kentlere iligkin yeni kavramsallagtirmalar hakkinda
bir degerlendirme yapilmigtir. Oncelikle belirtmek gerekir ki biitiin yeni kent formlari kiiresellesme
denilen siiregle ilgilidir. Dolayisiyla kiiresellesme siirecini disarida birakan degerlendirmelerin eksik
oldugu vurgulanmalidir. Bu bakimdan Tranos ve Gertner’in Smart Networked Cities? (2012) baslikh
caligmalarinda ifade ettigi iizere, sanayi sonrasi kiiresel ekonominin etkilerini hesaba katmak
gerekmektedir ki bu konuda Firedman’in Diinya Kenti, Sassen’in Kiiresel Kent, Castells’in Kiiresel Kent
Stiregleri, Taylor’un Diinya Kenti Aglari, Peter Hall ve David Harvey’in ¢aligsmalariyla birlikte ele almak
gerekmektedir. Biitiin bu kent formlarinda kentlerin ulusal ve uluslararasi siyasal gii¢ odaklari, ticaret
merkezleri, banka, sigorta gibi finansal hizmetler, profesyonel etkinlik alanlari, bilgi ve teknoloji
merkezleri, bilgi toplama ve yayma merkezleri, tiketim merkezleri, sanat merkezleri, kiiltiir ve eglence
merkezleri ve ayn1 zamanda destek merkezlerini iceren bir yap1 olarak ele alindigi goriilmektedir. O halde
yeni kentlesme siireglerine iliskin degerlendirmelerde bu yeni kiiresel diizenin avantaj ve
dezavantajlarmin neler oldugu ve bu siirecin kentlere nasil yansidigi belirtilmelidir. Ikinci olarak bu
siireci merkeze koymadan yapilan kavramsallagtirmalarda da kafa karisikligi oldugu ifade edilmektedir.
Sozgelimi Hollands, Will The Real Smart City Please Stand Up? (2008) baglikli ¢alismasinda akilli
(smart-intelligent), yenilik¢i (innovative), agsal (wired), dijital (digital), yaratici (creative), kiiltiirel
(cultural) gibi bir¢ok ifadenin kullanildigini ancak bu ifadelerin tanimlanmasinda gii¢liikler oldugunu
belirtmektedir. Bu agidan degerlendirildiginde ise kavramlara yiiklenen farkli anlamlar bulundugunu
ancak en 6nemli ortak 6zelligin ise bilgi islem teknolojilerinin kullanilmasi oldugu sdylenebilir. Bu ortak
ozelligin yami sira yazida belirtildigi {izere dijital-akilli kentlerin baska ortak 6zellikleri bulunmaktadir.
Ucgiincii olarak bu yeni kent modelinin basta ekonomi olmak iizere, toplumsal, siyasal, yonetsel, kiiltiirel
ve mekansal bir takim etkileri de bulunmaktadir. Bu etkilerin bir kism1 olumlu karsilanirken toplumsal
kutuplasma, yoksulluk, esitsizlik, hizmetlere erisimde zorluk ve yalnizca sermayenin ya da yatirimecinin
taleplerini 6n plana c¢ikaran uygulamalarin desteklendigi bicimindeki elestirileri de gdz Oniinde
bulundurmak gerekmektedir. Dordiinciisii diinyada ama o6zellikle de Avrupa’da akilli-dijital kent
modeline gecis ile ilgili birtakim uygulamalar gerceklestirilmektedir. Bu konuda &zellikle Hollands’in
(2008) yukarida sozii edilen ¢alismasi ile Paskaleva’nin The Smart City: A Nexus for Open Innivation
(2011) ve Allwinkle ve Cruickshank’in Creating Smart-er Cities: An Overview (2011) bashkl
caligmalarda bu konudaki uygulamalara ve projelere deginilmektedir. Avrupa Birligi, Avrupa Konseyi ve
OECD’nin ¢alismalarmin yani sira tek tek kentlerin de ¢alismalari bulunmaktadir. Ornegin, San Diego,
San Francisco, Ottawa, Brisbane, Amsterdam, Kyoto, Bangalore gibi oncii kentler ile Southmapton,
Manchester, Newcastle, Edinburgh, Edmonton, Vancouver ve Montreal gibi bu kentleri takip eden kentler
diinyadaki akilli-dijital kent 6rnekleridir (Allwinkle ve Cruickshank, 2011:1). Tiirkiye’de ise kentlesme
siireci batidaki kentsel gelisme siirecinden farkli olarak sanayilesme sonucunda ortaya ¢ikmamustir.
Kentsel sorunlarin odaginda ise bu eksikligin dnemli bir pay1 bulunmakla birlikte sosyo-ekonomik ve
kentsel gelismiglik siralamasi bakimindan gelismekte olan iilkeler kategorisinde yer almaktadir. Bu
yoniiyle degerlendirildiginde diinyadaki yeni kent modellerinin uygulanmasi bakimindan da iilkemizin
kendine o6zgii giicliiklerinin bulundugunu belirtmek gerekir. Gecekondulagma ve kagak yapi, kentsel
doniisiim, imar ve planlama sorunlari, arazi ve arsa spekiilasyonu, kentsel rant, mer’a, orman, tarim
arazileri ve kiyilarin amag¢ disi kullanilmasi, konut sorunu, altyapi sorunlari, toplumsal kutuplasma,
mekansal esitsizlikler ve yonetsel sorunlar Tiirkiye kentlerinin belli basli sorunlarindan sadece bazilaridir.
Bunlarin yani sira Tiirkiye kentlerinin 6nemli bir kism1 Sjoberg’in kavramlariyla belirtilecek olursa halen
gecis siireci kenti niteligi tasimaktadir. Istanbul, Ankara, Izmir, Bursa ve Adana gibi kentler gelismislik
bakimindan 6n siralarda yer almalarina karsin bunun kentin tamami igin gegerli olmadigini belirtmek
gerekir. Ote yandan Kayseri, Gaziantep, Corum, Konya ve Denizli gibi Anadolu Kaplanlar1 olarak
nitelendirilen bazi kentlerin ise birtakim krizler yasamis oldugunu ifade edebiliriz. Ancak biitiin bunlara
ragmen yine de Tiirkiye’de bilgi iletisim teknolojilerini kullanan ve bunu yoénetsel siireclere uyarlayan
kimi kentlerin kimi belediyeleri bulunmaktadir. Ancak biitiin bunlarin egitim, gelir dagiliminda adalet ve
toplumsal refah diizeyiyle dogrudan iliskisi bulunmaktadir.
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Abstract

Public relations is an important tool for marketing of products. Its the cheapest and most practical way of marketing a
product and informing the target about that product. Social media brings new challenges for public relations to all
markets. Sport and Football is one of them. Football which is a mass communication product and takes the interest of
millions is also using social media in marketing and public relations. With social media the communication of the
football teams had changed. The supporters of the football teams can reach and communicate more easily with their
teams and can have a two side communication with feedback. This paper made a research about how the three most
popular football teams use Twitter as a public relation tool. The research used the method of observation of three
Turkish most popular football teams Galatasaray, Fenerbahce and Besiktas and three popular football teams of EU
Countries. These football teams were the teams who had collected the biggest points according to UEFA in 2012-
2013 session. Barcelona (Spain), Bayem Munchen (Germany), and Real Madrid (Spain). The Twitter accounts of
these six football teams were followed between 01-31 of October 2013 and there is an examination an evaluation in
accordance the frequency of using Twitter and its characteristics. In the research there is a determination of how the
Turkish football teams use Twitter as a public relation tool and what their difference is from the EU countries football
teams. A comparison is be done on the use of Twitter of Turkish and other three European teams.

Key Words: Social Media, Public Relations, Twitter, Football

1. Concept of Social Media

Social media which has come up as a new trend with the internet-based application as a necessity of our
period had provided considerable popular environment and interaction between the users and the people
who they inform about the users satisfaction. Social media which shows diversity consisting of complex
formations intended for photograph, video, text and media is a human communication figure that the
debate and sharing are basis without making limitation of time and place. (Vural, Bat, 2010:3351).
Technology of internet and social interaction underlie of the social media. Social media is a common term
for online tools and web sites which create mutual interaction with allowing to users for the sharing of
knowledge, thought, interest and information. Via social media, people can share their ideas, opinions and
relationships by way of internet (Yagmurlu, 2011: 5-6).

Social media is a channel where individuals satisfy their loneliness, they say ‘count me in’ with making
difference and they can become popular. Communication in social media is provided with words, visuals,
sound files and so on. Social media has a frame that people share their stories and experiences. Content in
social media is constituted by the users completely and the users get in contact with themselves above
these contents (Aydogan andAkyiiz, 2010: 36). Social media is a chain of internet applications which
based on sharing and debate without making limitation of time and place. Users webify their contents
which they produced in both internet and mobile environment quite easily. Users follow the contents and
comments of other users. User is in the position that is both following and followed in social media
applications. When contents are examined detailed, it is seen that they are informal and they can be
transform to gossip chain between users in time (Mavnacioglu, 2009: 64).

In generally, dialogs and sharings that users make with one another on the internet constitute the social
media. Therefore, it is possible to say that there is an interaction in social media. Social Networks and
corporate groups exist in social media. Via social media, companies can make their corporate promotions,
individuals can make friends. Since social media is an interactive environment, it is a place where the
highest level of sharing happens and give a chance as s new product of online media and it is one of the
newest idea and pioneer. The features of the social media are (Vural, Bat, 2010:3351):

137



International Trends and Issues in Communication & Media Conference 2014

* Participants: Social media is a channel that encourage the participants and get all kinds of
feedback from them.

* Preciseness: The most apparentness service to feedbacks is social media services. Voting,
comment and information sharing is on the forefront in these services.

* Speaking: While traditional media based on content transfer and information to the listener,
briefly based on broadcasting, in social media individuals can speak via interaction way, can
make comment and have a vote.

* Society: Social media can give a permission to communities on short notice for fast and effective
formation.

* Correlativity: It is possible to carry out related process in social media. Users are able to supply
spreading on short notice with sharing the links of the contents which they like.

Social media can be stated simply as collaborator and online content which made by user. Via social
media, individuals can affect other individuals and groups easily. There are many dynamics which are
efficient on the social media’s today’s status which is one of the most often-heard notion nowadays.

The channel which commonly used within the concext of social media is social networks. In our day
mankind’s living in a kind of network society which organizational knowledge, personel creativeness and
learning capacity are seen as a source of value; new communication technologies which comprise this
network society and the people’s going into the effort of a new kind of communication brought about
social networks. Social networks are web based service that based on the creating a compulsory profile in
a system to link up with the audience and sharing of this profile, and which provide to see each other who
are in the system and added of participants who share a link and other users lists’ to each other. Social
networks are an environment which based on being in contact that based on the working and information
exchange of a range of people or corporation and interacting to success desirable results via sharing way
(Vural and Bat, 2010:3355). The most salient social networks nowadays are Facebook, Twitter, Myspace,
Youtube and Wikipedia. Twitter which is one of the social media network that most rapidly - developing
of the world is a micro blog site which enables the users write short blogs which composes of maximum
140 characters. Despite of its simple system, twitter can share the user informations with their followers
and can give informations about their situations. Abundances of famous people who use twitter and
converse with the famous people who they are admire of people via twitter are the factors which make
twitter favorite.

2. Public Relations and Social Media

Public relations are one of the basic factor which affecting the corporate image and prestige. In our day,
for getting a positive image of any corporation, individuals or country, it is need to be perceived correctly
in public opinion. Public relations are one of the important tool to be perceived in public opinion correct
and clear. Public relations directors of companies are like a corporate director of photography in fact.
Directors provide becoming integrated one to one with the audience via public relation way. They are
corporate voice and corporate scene tools which reflected to public opinion. In public relations platforms,
activities of public relation means one to one representative of the corporation. Every activity is a
representative image which composes the image of the corporation and goes to corporate prestige in the
end. Public relations events establish a common sharing area which enables of acceptance, understanding,
collaboration, trust between public opinion and corporation in the way which recumbent corporation
image and this common sharing area is the liveliest communication platform which establish with the
audience in the sense of public relations (Gtiltekin, 2006:1).

Public relations is a strategy which operates with audience, it is premised on institution purposes, and its
order of importance is sometimes consumers and sometimes employers. Public relations which is
extremely comprehensive activity has not had only one definition. But when existing definitions are
evaluated, it is possible to see that public relations is set of activities need expertise which is a
management function that directly depends on senior management. It provides communication with
organization and its environment. It takes notice of all desire and hopes of audience, and reflects them to
communication programs (Bozkurt,2006:182) Public relations is more believable information source than
prepaid, biased and partial activities. Public relations which is an institution’s conception is a
communication science that has a purpose to concept, impress with thought to behaviors and make a
choice. Institutions which need to express their powerful sides provides to transport influentially their
messages to different audience with public relations. Public relations means determining when and how
we communicate with audience. It is aimed to have a deterministic and directive affective on human
beings behavior, approaches and conception with determinate strategy. Practicing successfully public
relations has a huge importance for all companies like local, national, international companies
(Aydede,2007:13-14).
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Public relations are that legal or illegal entity; association, private institution or public enterprise make an
effort to improve themselves or work with the other groups. This effort needs use some various
techniques and take some various tacks even if someone makes an effort himself or somebody who works
for him makes effort. Technology and communication technology provide people to inform not only the
events among their environments but also all world news via the source and time which they choice,
when considered from this point of view. Providing to get information at will in an appropriate time helps
to get beyond the local political, economic and social limits. So public relation experts have worked for
communication with their audience in virtual environment (Ozgen, 2010:88).Public relation which call us
private institution , public enterprise’s communication way have two functions: Recognition and
Promotion. Function of Promotion includes one-way communication activities. The purpose is to promote
organizational service and goods to public. And the second function, recognition includes that
organization knows its audience and understand their desire and needs. These activities provide feedback
to communication and communication happens two-way thanks to these activities. The fact is that internet
is a good helper for the recognition and promotion functions of public relations. It improves practices of
public relation, because social media’s structure is especially appropriate for dialogue. Social media is
important for public relations. Because (Yagmurlu,2011:7-8):

* It shows innovation and sincere
* For special and public organization, it makes definition activities.
* It comes out thoughts. Because social media has been popular recently.
We can understand what people think about someone, something or organization
* It makes dialogue between people and organization.

Because of the internet which is the biggest invention of our century, the problems like impressing idea
and behaviors, supporting market communication and getting over media which are the basic tasks of
public relations, are solved. So, it is inevitable to use social media as a public relation tools. There are
some advantages of this situation. These are (Onat, and Ali Kili¢ 2007:1125):

*  We can communicate with a lot of people in a short time

* We can learn in a short time whether the audience have satisfaction or dissatisfaction about the
product, service or corporation

*  We can learn about any use of product or service, it shows new improvements to audience.

* Social media helps businesses to communicate directly with their audience and provides them to
get the right target.

* Because on the social media, especially social networks have a lot of huge opportunities about
online advertisement, brands and their advises

* Business have an opportunity to spread their social responsibility projects to more huge
audience.

*  Applications which are made for social media users help companies to have their own products
and services and by having their own networks they market their own products and services

* Social networks provide the opportunity of measure for the businesses

*  Social networks provide marketing for the businesses

Networks come out as communication channels which are practiced and measured. When social networks
spread, they take more apart in public relations. Nowadays it is impossible that we think that a public
relations campaign is not separated from Facebook and Twitter. When campaigns decide to take part in
social media, first step is to have a Facebook and Twitter accounts and then communicate with social
media users on this page thanks to internet, people are not effected anymore. They become impressed so
public relations experts and marketing experts are supposed to use social media for their new activities on
the social media which has less irregular than traditional media, public relations activities cause positive
results about becoming different. On social media, public relations practices cause to come out new
aspects about ideas which are related with public. During this time, a lot of topics about public relations
are made argument again, how social media affects these topics becomes important because these ideas
directly impress public relations activities (Ozgen, 2010:82-83).
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3. Football and Social Media

Football industry which is the one of the improving fast industries is impressed by technology. Football
adopts every new technology. Because of the discovery of radio, football news and match become
auditory. Football start to be visual with the discovery of TV. Because of computer technology, football
takes part in computer monitor and games. Because of the discovery of internet football is on mobile
phones. Because of web 2.0 technology discovery, social media help people who are interested in football
to meet faster. Because of the social media, football moves people mobile phone and computer from
stadium. Social media impresses football institution actors differently. Social media helps football clubs
to communicate with fanatics directly, less expensive and easier. EstavaCladza who had been the major of
FC Barcelona Club’s marketing group for 5 years, explains social media advantages and disadvantages on
football on table 1:

Social Media Platform Advantages Disadvantages

YouTube Audience Content of third person
Lowexpense No advertising outcome
Directlycommunication One-way

Facebook | Directlycommunication Content of third person
Interactivity No advertising outcome
Lowexpense Imitations
Open messages

Twitter | Directlycommunication Content of third person
Interactivity No advertising outcome
Lowexpense Limited with 140 characters
Open messages Imitations

Table 1. The effect of the social media on the football industry as a public relation tool(Calzada:2013):

According to Akin (2010); fanatic groups who use the discoveries of internet successfully and fast use
social media like Facebook, Twitter, Youtube, so this means that they create their own media. This
process is seemed as an independent and subjective sport media by fanatics on football media. Fanatics
have a chance to create their own individual media except for media. Football media helps fanatics to
have a different idea opposite to their clubs’ official ideas (Akimn: 2010:198). Social media gives a chance
footballer to communicate with their fans fast and easily. Thanks to social media fans learn about
footballers’ private life changes, whispers of transfer or their disabled facilities and footballers have a star
image (Talimciler, 2013:39)

HTC, legal sponsor of UEFA Champions league and Europe league made a research to determine
interaction between social media and football institution in 2013. It is called as social media on Football.
In the research, sharing about match is made by fanatics who watch the football at the stadium. According
to research they write more tweets than fanatics who watch the football on TV. Sharings which are made
during the match are supported with videos or photographs (Marketing Tiirkiye:2013:74). Fanatics make
their news about the match by themselves and every fanatic behaves like football journalist. All these
sharings create a football media for football institution thanks to twitter which causes to come out more
critical media gives opportunities to show themselves to their fans football teams start to improve public
relations strategies to communicate with their fans directly.

4. The Aim and Method of Research

In this research, content analyze was made about Twitter use styles of 6 football teams which are the most
popular teams in Turkey and Europe. The purpose of the research is to determine how much Turkish and
Europe teams use twitter as a public relations tool. The chosen football teams are Fenerbahce, Besiktas
and Galatasaray which are the most successful football teams in Turkey. In Europe, during 2012-2013
seasons, the teams which were the most successful teams for UEFA are chosen. They are Barcelona FC,
Bayern Munchen and Real Madrid (http://www.macadogru.com/5923/Uefa-acikladi-en-iyi-50-takim-
listede-2-turk-takimi-var/3/). In the research, these 6 football teams’ Twitter accounts are researched
during 01-31-october, 2013 and twits which are observed in every day are recorded grouped and data are
analyzed by SPSS 21.0 software.
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4.1 Findings

GALATASARAY SPORTS CLUB FENERBAHCE SPORTS CLUB BESIKTAS FOOTBALL CLUB
DATE
NUMBER NUMBER OF NUMBER NUMBER OF NUMBER OF | NUMBER OF
OF TWEET | FOLLOWERS FOLLOWED | OF TWEET | FOLLOWERS FOLLOWED [ TWEET FOLLOWERS | FOLLOWED
1ST WEEK | 1-6.10.2013 | 27.914 3.164.483 4 13.974 2.436.281 36 10.184 550.045 8
2ND WEEK | 7-13.10.2013 | 28.005 3.182.957 4 14.083 2.448.719 38 10.269 552.815 8
3RD WEEK | 14-20.10.2013 | 28.117 3.200.498 4 14.232 2.461.975 39 10.320 555.892 8
4TH WEEK | 21-27.10.2013 | 28.332 3.221.821 4 14.415 2.476.839 39 10.418 558.679 8
S5TH WEEK | 28-31.10.2013 | 28.397 3.231.217 4 14.432 2.483.840 39 10.465 560.232 8
FC BARCELONA REAL MADRID FC FC BAYERN
DATE
NUMBER NUMBER OF NUMBER NUMBER OF NUMBER OF | NUMBER OF
OF TWEET | FOLLOWERS FOLLOWED | OF TWEET | FOLLOWERS FOLLOWED [ TWEET FOLLOWERS | FOLLOWED
1ST WEEK | 1-6.10.2013 | 32.565 5.339.647 35 36.370 9.038.397 31 7.363 673.221 18
2ND WEEK | 7-13.10.2013 | 32.661 5.401.582 36 36.403 9.095.975 31 7.402 680.285 19
3RD WEEK | 14-20.10.2013 | 32.811 5.506.846 36 36.498 9.162.421 31 7.506 695.608 19
4TH WEEK | 21-27.10.2013 | 33.106 5.550.117 36 36.642 9.244.584 31 7.665 702.735 21
S5TH WEEK | 28-31.10.2013 | 33.220 5.588.125 36 36.733 9.292.458 31 7.695 710.130 21
Table 2. Twitter usage in football teams which joined the study
Monthly Change (%) | TWEET (%) | FOLLOWERS (%) | FOLLOWED (%)
Galatasaray 2,50 2,58 -
Fenerbahce 4,01 2,44 8,33
Besiktas 3,39 2,28 -
Turkish Teams 3,08 2,50 6,25
FC Barcelona 2,40 5,86 12,50
Real Madrid CF 1,20 2,96 6,90
FC BayernMunchen 5,38 5,93 16,67
European Teams 2,11 4,12 11,39

Table 3. Monthly twitter usage of the football teams which joined the study

At the end of this research, the findings about the use of Twitter of football teams. At the beginning of the
research, the twits of Galatasaray’s official Twitter were 27.705. At the end of the research, these were
28.397. There was a 2.5 % increase at the beginning of the research. There were 3.149.997 followers at
the beginning of the research. At the end of the research, this was 3.231.217 with a 2.58 % increase. The
tweets of the Fenerbahge’s official twitter were 13.876. At the end of the research, this was 14.432. There
was a 4.1 % increase. There was 2.424.719 at the beginning of the research. At the end, this was
2.483.840 with a 2.44 % increase. At the beginning, the tweets of Besiktas’s official twitter were 10.122.
At the end, this was 10.465 with a 3.39 % increase. There were 547.736 followers at the beginning. At the
end, this was 560.232 with a 2.28 % increase. When we looked at this data, at the beginning of the
research, 51.703 tweets were in all national teams’ twitter. At the end, this was 53.294 with a 3.08 %
increase. There were 6.122.452 followers at the beginning. At the end, this was 6.275.289 with a 2.5 %
increase.

At the beginning of the research, the tweets of Barcelona’s official twitter were 32.442. At the end, this
was 33.220 with a 2.4 % increase. There were 5.278.556 followers at the beginning. At the end, this was
5.588.125 with a 5.86 % increase. At the beginning, the tweets of Real Madrid CF’s official twitter were
36.298. At the end, this was 36.733 with a 1.2 % increase. There were 9.024.882 followers at the
beginning but at the end, this was 9.292.458 with a %2.96 increase. At the beginning, the tweets of FC
Bayern’s official twitter were 7302. At the end, it has raised to 7695 with a 5.38 % increase. There were
670.372 followers at the beginning. At the end, it has raised to 710.130 with a 5.93 % increase. At the
beginning, 76.042 tweets were in all national teams’ twitter. At the end, it has raised to 77.648 with a 2.11
% increase. There were 14.973.810 followers at the beginning but at the end, it was 15.590.713 with a
4.12 % increase.
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RETWEET HASHTAG
GALATASARAY 4 75
FENERBAHCE 87 257
BESIKTAS 1 2
Turkish Teams Total 92 334
BARCELONA 22 349
REAL MADRID 19 586
BAYERN MUNIH 34 549
European Total 75 1484
General Total 167 1818

Table 4. Retweet and Hashtag Usage in Football Teams

In the football teams, Besiktas SK in Turkey and Bayern Munchen in Europe have had retweet. Hashtag
is used very much by Fenerbah¢e SK in Turkey and Real Madrid in Europe. It is seemed that Europe
Clubs used retweet and hashtag much more.

In the research, the recorded tweets were grouped according to their content and at the end, the tweet
analyze was made. The results of analyze on Table 5.

Content (Group) GALATASARAY | FENERBAHCE | BESIKTAS Turkish Teams Total
EXPLANATION 57 51 20 128
TRAINING PHOTOS 36 22 31 89
BASKETBALL NEWS 130 189 102 421
OTHER BRANCH OF SPORTS | 13 44 27 84
ACTIVITY NEWS 12 37 13 62
FOOTBALL NEWS 158 86 60 304
CLUB NEWS 28 82 29 139
MATCH PHOTOS 10 4 2 16
MATCH SCORE 40 12 11 63
SELLING NEWS 72 75 36 183
VOLLEYBALL NEWS 47 78 10 135
TOTAL 603 680 341 1624

BARCELONA REAL MADRID | BAYERN MUNCHEN | EuropeanTeams TOTAL
EXPLANATION 165 65 68 298
TRAINING PHOTOS 49 21 36 106
BASKETBALL NEWS 0 2 1 3
OTHER BRANCH OF SPORTS | 19 9 10 38
ACTIVITY NEWS 9 9 16 34
FOOTBALL NEWS 302 219 154 675
CLUB NEWS 76 22 16 114
MATCH PHOTOS 26 8 20 54
MATCH SCORE 116 72 78 266
SELLING NEWS 34 21 7 62
VOLLEYBALL NEWS 0 0 0 0
TOTAL 796 448 406 1650
GENERAL TOTAL 1399 1128 747 3274

Table 5. Content analysis of the tweets which football teams shared

When tweets which were written during the research are analyzed, it is seemed that both of Turkish and
European teams share basketball news. In the research, Fenerbahge is more active in twitter than Real
Madrid and Bayern Munchen and it is the most active football team on Twitter in Turkey. European
teams share more photographs or video on Twitter than Turkish teams during the games. Turkish teams
share online sell news more than foreign teams. Turkish football teams share news for selling uniforms
and other merchandising products.
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Fenerbahge SK shares news about all sports. Generally, the news have link of the official website of sport
club. Galatasaray SK often shares football, volleyball, basketball news and it does not share something
about the other sports. Real Madrid shares football news much more than the others and it uses hashtag in
almost every sharing. Bayern Munchen shares news about its footballer. It is important for it. Barcelona,
like Fenerbahge, shares news and links to their own website via twitter. Another conspicuous point about
using Twitter in Turkey and foreign clubs in Europe is sharing more training photographs than Turkish
clubs. When we look at the research results, European sport clubs use Twitter continuously and share
tweets regularly. Using twitter for Turkey and Europe teams increases on match days, this increase is
much more in Turkish teams.

5. Conclusion

Public relations which is made with different style in traditional media wins a different dimension with
social media. Feedback and individuality have increased with social media and it helps a new media to
come out. Everyone creates his own media thanks to social media and sends the messages directly. This
function of social media impresses football industry like all industries. Football clubs understand that they
need to use social media more actively to communicate with their fans whom football clubs seem them as
customers. Public relations have had an importance role in football industry which is one of the most
improving industries in the world when social media increases its popularity. Football clubs start to
communicate with their fans who are everywhere in the world and they start to use actively social media
platforms like Twitter, Facebook and YouTube. EsteveCladza who had managed marketing of Barcelona
that is one of the biggest clubs in the world for 5 years says that football clubs have special relationships
with their fans via social media. Cladza advises football clubs to get more messages and activities via
social media. ‘Directly communication with fans function of Twitter that is the most improving social
media platform in the world provides use as a public relations tool. In the scope, in this research
conducted for this paper, it is seemed that football clubs use social media as a public relations tool. The
clubs that are interested in volleyball, basketball share their activities via Twitter. It is seemed that the
tweets of Real Madrid, Barcelona, Bayern Munchen which have the biggest economy in UEFA,
Galatasaray, Fenerbahce, Besiktas that have had big success in Turkey share news about goods, tickets
sell, training information and videos. Football clubs communicate with their fans directly thanks to this
information shared on Twitter. They get feedbacks and examine these via Twitter. They have learned
what public and fans think. Football clubs have two important strategies thanks to Twitter. There are two
directly advantages for football teams use of Twitter and social media. One of them is promotion via
twitter without spending money. The other is that sport clubs create their own media. Football teams have
created their own media where they share news directly thanks to Twitter. Although football clubs share
the news on TV, radio, newspaper in traditional media, Twitter in social media stands out because it is
more objective, faster. It threats traditional media. As a public relations tool, social media and twitter are
very important for football clubs because of their advantages and Twitter makes public relations activities
more effective because it has a directly connection between customer (fans) and internet.
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Sosyal Medyanin Ekonomi Politik Yonii: Blackberry Cetelerinden
Twitter Devrimlerine

“Ars. Gor. Ali Ozcan ~ "Yrd. Dog. Dr. Sevki Isikli

Abstract

In today’s digitalised world it is a matter of debate that central control and manipulation has
gradually ceased in social networkings ites and social media platforms. On the other hand, critics
addressing ‘manipulation’ and ‘control’ overmasses has been replaced by some kind of positive aspects
like ‘freedom’, ‘autonomy’ and ‘democracy’ in new media environment according to new functionalist
ornewevolutionistapproaches. New opinionsandtheorieshavemythicisednewmedia as magicwords of
dominant ideology’sreproduction, such as digitalcapitalism. Whilesocialmediawerecalled 'Blackberry,
TwitterGangs' as theywereusedduring Western publicmovements, theywerereferred as "Twitter, Facebook
Revolutions' during Arab Spring. Does social media bring rights, freedom and democracy to developing
countries and anarchy to Western ones in reality? Political economy of various perception process over
social media is worth investigating, which enables us approach social media as a newphase of digital
(electronic) imperialism.

Keywords: Social Media, DigitalCapitalism, Digital (Electronic) Colonialism. Surveillance.

1.GIRIS

Radyo-televizyon-gazete olmak iizere geleneksel olarak ifade edilen kitle iletisim aracglariyla gergeklesen
iletisim siireglerinde kontrol ve yonlendirmenin daha ¢ok bu araglara sahip olanlar ya da onlara maddi
destek saglayan, reklam verenler ile iktidarlarda oldugu dile getirilmis, bu yonde elestirel bakis1 ifade
eden kuramlar gelistirilmistir. fletisim bi¢iminin s6z konusu klasik anlamindan koparak yapisal bir
doniisiime ugramasi sonucu etkilesimli bir iletisim siirecinin baslamasi, yeni ve alternatif medya gibi
kavramlarla ifade edilmenin yaninda iletisim siire¢lerinde kullanicilarin aktif hale gelmesiyle kontrol ve
yonlendirmenin el degistirdigi yoniinde goriisleri beraberinde getirmistir.

Yeni medya mecrasi olarak sosyal paylagim aglar1 ya da sosyal medyanin, demokratiklesme baglaminda
onemli olanaklar sundugu bu dogrultuda kabul goéren bir goriistiir. Kullanicilarina alternatif bir kamusal
alan sunan sosyal medya, ‘Orgiit olmadan orgiitlenme’ imkani saglamaktadir. Bu anlamda 2011 yilinin ilk
¢eyreginde Arap cografyasinda baglayan ve halen devam eden halk hareketlerinin bulugma ve 6rgiitlenme
arac1 olarak sosyal medyay1 kullanmalari, ya da gerceklesen devrimlerin sosyal aglarin bir sonucu oldugu
yoniinde alginin olusturuldugu bir gercektir. Boyle bir ortamda sosyal medyaya yonelik elestirel bakis
acisinin géz ardi edilmemesi de gerekmektedir. Ciinkii Tunus, Misir ve diger Arap iilkelerinde
gergeklesen ayaklanmalarin sosyal medyanin bir sonucu oldugu, ‘Twitter, Facebook devrimleri’ olarak
lanse edilirken, daha oncesinde Ingiltere’de sosyal medya iizerinden gerceklesen ayaklanmalar igin
‘Blackberry, Twitter ¢eteleri’ ifadeleri kullanmilmistir. Ayrica ABD hiikiimetinin gizli belgelerini
yaymlayan Wikileaks ile ilgili ifadeler de aradaki algi farkliligini ortaya koymaktadir. Bir ikiytzlilik
gostergesi olarak, Arap Bahari baskaldirilarinda 6zgiirliik araci olarak sunulan aymi bilgi teknolojileri,
Batili hiikkiimetlerin temsil ettigi 6zgiirliikk ve barig degerlerine tehdit olarak gosterilmistir. Batili iilkelerin
muhafazakar hiikiimetlerinin diizenleme c¢ilginligr ile gelismekte olan iilkelerin rejiminin felaketvari
elektronik sansiirii arasindaki paralellik, Avrupa politik olusumu ve anaakim medyanin sosyal internet
iletisimine yonelik siipheli tavrini aydinlatmaktadir (Casilli, 2012).

Bu calisma kapsaminda Wikileaks belgeleri ve Ingiltere’deki ayaklanmalar ile baslayan ve 2011°den beri
devam eden Arap Bahari kapsaminda sosyal medyanin iki farkli algilayis g¢ercevesinde politik ve
ekonomik yonii lizerinde durulacak, sosyal medyanin gelisen iilkelere neden demokrasiyi, Batili iilkelere
ise neden anarsiyi getirdigi sorusu tartisilacaktir. Bu noktadan hareketle sosyal medyanin dijital
kapitalizmin kendini gerceklestirmesinde kullanilan bir araci oldugu varsayiminda bulunulmaktadir. Bu,
bir anlamda Amerikan fast-food markas1t McDonalds’in diinya geneline yayilmasinin ekonomi-politigini
inceleyen George Ritzer'inMcDonaldslagtirma(Ritzer, 1998)olarak kavramsallagtirdigi duruma
benzemektedir. Ciinkii tipki fast-food gibi sosyal paylasim aglari da tiim diinyaya yayilmakta, bunun
propagandas1 hizli bir sekilde isletilmektedir. Ingiltere ve Wikileaks orneginde Batili iilkeler igin
olumsuzluklar1 beraberinde getiren ve sansiire ugrayan sosyal medyanin Arap baharinin mimartymis gibi
sunularak bu olumsuz etkinin yok edilmesinin hedeflendigi, boylece sosyal medyanin kargasalar1 degil
demokratiklesmeyi beraberinde getirdigi algisi olusturularak, 6zellikle ii¢lincli diinya iilkelerinde ¢ok
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diisiik olan sosyal medya kullanim oranlarim yiikseltip, sosyal aglara ulasim i¢in kullanilan basta mobil
cihazlar olmak {iizere iletisim araglarinin satisin1 yayginlastirmanin amaglandigi tezi ileri siiriilmektedir.
Yani kapitalizm kendini yenilemekte, bunu da yeni iletisim teknolojilerine atfettigi demokrasi, katilim ve
Ozgiirliik ile yliriitmektedir.

2.KAPIiTALIiZMiN KENDIiNi YENILEMESI: DiJiTAL KAPiTALIiZM CAGI

Insanoglu yeryiiziinde var oldugu giinden bugiine kadar elde ettigi bilgi sayesinde iginde bulundugu
toplumlar1 doniistiirmiistiir. Bu doniisiimleri adlandirmaya doniik ¢esitli kuramlar ifade edilegelmistir.
Bunlardan birisi de kapitalist sistem yaklasimidir. Sermaye birikiminin siirekli olarak genislemesi amacini
tagiyan kapitalist sistem yaklagiminin toplumun biitiin yapilarina egemen oldugu ve onlar1 sekillendirdigi
ifade edilmektedir. Sermaye birikiminin azalmasit ve agir1 iiretim durumunda ise sistem bunalima
girmekte ve kriz olusturmaktadir. Sistem, ¢dziim olarak toplumsal kurumlarin yeniden yapilandirilarak
degisen kosullara ve gerekliliklere uygun hale getirilmesini saglamaktadir. Bu baglamda baktigimiz
zaman 1960’lar ve 70’ler boyunca soguk savasin, teknolojik rekabet olarak yasanmasi sonucunda ortaya
cikan gelismeler, iiretimin teknolojik temelini degistirilebilir hale getirirken, kiiresel bir {iretim
orgiitlenmesini olanakli kilmistir. Ozdemir’e gére; 1970’lerin sonundan bu yana, yeniden yapilanan
kapitalist ekonominin en Onemli goriiniimii dretimin ve ticaretin kiiresellesmesidir. Kiiresellesme ile
teknolojik gelismeler arasinda karsilikli bir etkilesim s6z konusu olmustur. Telekomiinikasyon ve bilisim
teknolojilerindeki geligsmeler de iiretimin kiiresel diizeyde orgiitlenmesinin en dnemli unsuru olarak kabul
edilmektedir (Ozdemir, 2011).

Teknolojik gelismelerin dnemli bir ayagini olusturan enformasyon teknolojisi devrimi ve kapitalizmin
yeniden yapilanmasi, yeni bir toplum bi¢imini ortaya ¢ikarmistir. Manuel Castells bu yeni toplum
kavramini “Ag Toplumu (Network Society)” olarak adlandirmaktadir (Castells, 2005). Bu kavramin
kullaniminin yayginlasmas1 internet teknolojisinin tiim diinya {izerinde kullaniminin yayginlagsmasi
sonucu iletisim siireglerinin degisimiyle esdegerdir. Jan Van Dijk de Castells’in kavramsallagtirdigi ag
toplumunun nasil ortaya ¢iktigini ve bundan sonraki iletisim siirecinin nasil olacagina doniik 6ngdriilerini
anlatmaktadir (Dijk, 2006). Kiiresellesme siireciyle birlikte kendini giiclii bir sekilde hissettiren ag
toplumu ilk olarak ticari iliskilerde tecriibe edilmistir. A§ toplumunda en dnemli pay ‘enformasyon
teknolojileri’'nde yasanan ¢ok hizli degisimlerindir (Donmez & Sincar, 2008, s. 3).

Ag toplumu aynmi zamanda bir kapitalist toplumdur. Dan Schiller kapitalizmin asla degismedigini,
enformasyon toplumuna geciste yasanan degisimlerin ise kapitalizmin daha etkin araclara kavugarak
kiiltiirel ve toplumsal hayata daha fazla niifuz ettigini s6yleyerek bu durumu ‘sayisal kapitalizm’ olarak
nitelemektedir (Bagaran, 2005, s. 38-39).

Schiller ayn1 zamanda, giiniimiizdeki sayisal kapitalizmin tanimindan hareketle interneti, altinda birgok
ekonomi-politik projenin gizlendigi biiyilk bir ingsaat alani olarak tanimlamaktadir. Gergekten de
teknolojik istiinliigii elinde bulunduran devletler -basta ABD olmak {iizere- interneti biiyiik bir ‘pazar’
olarak gdérmektedir. Diinyadaki iletisimin tek yénliiliigii kendini internette de gdstermektedir. Internete
baglanmak isteyen bir kullanict 6ncelikle teknik altyapiy1 elinde bulunduran dev kiiresel sirketlerin servis
saglayicilarina baglanmak zorundadir (Uysal, 2007, s. 29).

Erdogan ve Alemdar da kapitalizmin kendini yenilediginden hareketle yeni medyayi ele alarak, “Yeni
medya ile kiiltiirler degismemektedir, yeni medyanin sermaye tarafindan bi¢imlendirilmesi ile,
endiistriyel kiiltiiriin yayginlig1 artmakta ve insanlar artik tiretilen kiiltiirleri kullanan ve tiikketen durumuna
diisiiriilmektedir. Yani, degisimi getiren yeni araglar degil, yeni araglarin drgiitlenis bi¢cimidir” ifadelerini
kullanmaktadir. (Erdogan & Alemdar, 2010, s. 437-441).

Yeni medya uygulamalar1 olarak sosyal paylagim aglarini bu bakis agisiyla degerlendirmek miimkiindiir.
Medya literatiiriiniin ayrilmaz birer pargalar1 olan sosyal paylasim aglar1 beraberinde siyasal, ekonomik
ve kiiltiirel degisim ve doniisiimlere neden olmustur. Sosyal medyanin 6zellikle siyasal ve ekonomik
alanda getirdigi doniisiim onemli gelismelere neden olmustur. Dijitallesen kapitalizmle birlikte sanal
diinya tamamen tiikketime dayali olarak diizenlenmis, bireyin ekonomik etkinlikleri giderek sanal ortamda
gergeklesmeye baslamis, sosyal aglar tiiketimle aracilandirilmistir.

3.“DEMIR KAFES’TEN GOZETLENEN TOPLUMA

Bugiin siber-alemin ticarilesmesi hizla devam ettik¢e ¢esitli aktorler web egemenligi icin rekabet
etmektedir (Milberry, 2010, s. 48). Bu durum ister istemez birey iizerindeki iktidar sahipligini giindeme
getirmektedir. Yiizyillardir devam eden iktidar olgusu giiniimiizde etki alanini1 genisletmistir. Modern
iktidarlarin anlasilmas1 bakimindan Jeremy Bentham’in ‘Panoptikon’u, teknolojiyle biitiinlesmis
glinimiiz toplumlar1 agisindan biiyilk 6nem tagimaktadir. MichelFoucault’un Hapishane’nin Dogusu
caligmasi da Bentham’in ‘panoptikon’u iizerine kuruludur. Bentham’in metni, kapitalizm ile birlikte
toplumsal iktidarin gegirdigi yapisal doniisiime gonderme yapmaktadir (Bentham vd. 2008, s. 7). Nihai
tahlilde sosyal medya araciligiyla sunulan ve sinirsiz 6zgiir bir ortam olarak addedilen bu mecranin,
zannedildiginin aksine tam olarak iktidar ve gii¢ dengelerinden bagimsiz bir ortam olmadigini, bir sekilde
sinirlar1 belirlenmis ve tiiketici olarak insana bu sinirlar igerisinde davranabilme imkani saglayan ortamlar
oldugu goz ardi edilmemelidir.
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Ozellikle sosyal paylasim aglarinin sermaye giidiimlii reklamlarin ve siyasal amagli propagandalarin
hedefinde oldugu dikkate almmmalidir. “Internet ya da iletisim teknolojileri yoluyla ortaya cikan yeni
iletisim bigimleri, ticari medyanin hedeflerini genisleten bir biiylime gostermistir. Bagka deyisle, internet,
reklamecilar ve ticarilesmenin genis alanlara yayinlanmasinda ¢ok dnemli bir mecra durumuna gelmistir.
Giiniimiizde, reklamcilar ve medya sirketleri ticari zaferlerini kurumsallagtirmada interneti ticari
televizyonlara benzetmeye caligmaktadirlar” (Aydogan, 2010, s. 12).

Boyle bir durumda birey artik kendisi igin 6zel olarak dizayn edilen kontrollii pratiklerin digina
¢ikamamaktadir. Sosyal paylagim aglarmin kullanimiyla ilgili caligmalar da bunun gostergesidir. George
Ritzer’in ‘akilciligin akildisiligr’ olarak tasvir ettigi bu durum, Guy Debord’un ‘gésteri diinyasi’ (Debord,
1996) veMax Weber’in ‘demir kafes’ (Weber, 1997)kavramsallastirmasina tam olarak uymaktadir.
Sanayi toplumunda rasyonel biirokrasinin demir kafesine hapsolunan birey simdi de dijital kapitalizm ve
gbzetimin demir kafesine sokulmaktadir. Sosyal paylasim aglarinin yayginlagmasiyla artik ondan kagmak
gittikce daha da olanaksizlagmaktadir. Geleneksel iletisim araglarindan okuyucu-dinleyici-izleyici olarak
pasif durumda kalan bireyin, yeni medya ortamlari olarak sosyal paylagim aglarinda kullanici olarak aktif
oldugu goriisii de bir anlamda gegerliligini yitirmektedir. Ritzer’in teknolojik gelismeler i¢in ifade ettigi
akildisiligr agiklamak icin kullandigt “insanlarin sistem {izerindeki denetimlerini kaybetmesi —bir giin
sistemin onlar1 denetler hale gelmesi- olasilig1” (Ritzer, 1998, s. 210)tam anlamiyla gergeklesmektedir.
Bunu da Debord’un ‘modern tiikketimin dayattigi sahte ihtiyag¢’lari (Debord, 1996, s. 14)olusturarak
yapmaktadir. Oyle ki, geleneksel medya araglariyla toplumlar kontrol edilerek tiiketime yonlendiriliyorsa,
sosyal paylasim aglariyla da bireylerin kontrol altinda istenilen sekilde tiiketim igin hazirlanmaktadir.
Yeni medya hem kiiresel ekonominin hem de kiiresel siyasetin merkezi bileseni olarak yeni {iretim ve
tiketimin o6nemli Ol¢iide yeniden yapilanmasinin yani sira yeni ihtiyag ve istek tanimlar1 da
olusturmustur(Coban, 2009, s. 59).

4.ELEKTRONIK SOMURGECILIK

Dijital kapitalizm cag1 bilgi ya da enformasyon toplumunun ekonomik yapilanmasi olarak toplumu
doniistiirmiigtiir. Doniisiimiin sosyal ayaginda ise sanayi devrimiyle olusan kitlenin yerini, enformasyon
toplumunda kontrollii bireysellestirme ve bireye doniik kitlelestirme almistir(Giines, 2006, s. 29). Bu
doniisiim sosyal paylasim aglar1 aracilifiyla ger¢eklesmektedir. Teknolojik altyapiya bagimli olan bu
aglarin gordigi islevlerden once yapisi ve isleyisinin ele alinmasi gerekmektedir. Yapisal olarak bu
iletisim ortamlarmin iiretici ve tiiketicileri bulunmalar1 ‘elektronik somiirgecilik’ kavramini giindeme
getirmektedir. Sanayi devrimi Oncesi askeri, sanayi devrimi sonrasi ekonomik olarak gergeklesen
somiirgecilik McPhall’in deyimiyle giiniimiizde yerini elektronik kolonyalizme (somiirgecilige)
birakmistir (McPhall, 1991, s. 148).McPhall’in dzellikle vurguladig: gibi elektronik sdmiirgeciligin var
olabilmesi temelde yeni iletisim teknolojilerinin kullanilabilmesine baghdir. Ciinkii elektronik
somiirgecilik zihinlere dayali bir egemenlik alanina ihtiyag duymaktadir (Giines, 2006, s. 31-32).
Gegmiste geleneksel iletigim araglar1 olarak ifade edilen gazete, radyo ve televizyon i¢in iddia olunan
‘yeni teknolojilerin merkezi gii¢ ve baskilara karst sagladig: serbesti ve rahatlik’ yaniltic1 bir 6zgiirlesim
beklentisine yol agmaktadir (Giines, 2006, s. 34).

20. yiizyila damgasini vuran elektronik kolonyalizm olgusu, en az 18 ve 19. yiizyilarda karsilasilan
ekonomik, askeri ve siyasi kolonyalizm kadar tehlikeli ve korkungtur. Ekonomik somiirgecilik, ucuz
isci bulmanmin arayisi igerisindeydi; ham maddeleri ve tiiketime hazir hale getirilecek tiiketim
egyalarimi ¢ikarmak, ayiklamak, se¢mek, islemek vs igin ig¢inin ellerine, ayaklarina ve bedenine
gereksinim duymaktaydi. Oysa elektoronik somiirgecilikte, ekonomik somiirgecilik doneminde bilinen
anlamiyla ig¢inin bedenine gereksinim duyulmuyordu. Elektronik somiirgeciligin zihinlere ihtiyact
vardi;, yabanci bati iilkelerinden ithal edilen kitle iletisim iiriinleri araciligiyla iigiincii diinya
tilkelerinde yasayan insanlarin davranislarini, arzularini, inanglarini, yasam bigimlerini, kulaklarin
ya da her ikisini birden etki altina almayr amaglamaktayd:. ... Genellikle batil iilkeler tarafindan
ihra¢ edilen bu tiir kiiltiirel iiriinlerin sonuglar:, uzun vadede etkilerini gosterecek niteliktedir

(McPhall, 1991, s. 148-153).

5.SOSYAL MEDYANIN POLITIiK ROLU

Etkilesimli iletisim kurabilmeyi saglamasi nedeniyle sosyal paylasim aglar1 gii¢lii bir politik arag olarak
siyasal alanda onemli rol oynamaktadir. Sosyal medya politik katilimin yanmi sira ozelikle politik
eylemlerde de 6nemli bir rol tistlenmektedir(Joseph, 2012). Sosyal medyanin politik eylemlerin tek basina
etkeni olmayan bir ara¢ olmasi1 Kuzey Afrika ve Ortadogu’da yasanan ve adina ‘Arap Bahar1’ denilen
siire¢ lizerine diisiinmeye sevk etmektedir. Ciinkii diinya genelinde ve Ozellikle de hakim medya
araclarinda Kuzey Afrika ve Ortadogu’da yasananlart anlamlandirma cabalarinda Bati’nin Dogu’ya
iligkin oryantalist algisinin izlerini gérmek miimkiindiir. Bat1’y1 Misir’da yasanan olaylara Batil1 goziiyle
bakmakla suglayan WillHeaven, “Bati medyasi bir devrim i¢in bilindik bir ara¢ olan sokak
protestolariin diktatorleri alagagi ettiginden ¢ok, burada Bati teknolojisinin rolii {izerinde durdu. Arap
sokak protestolarin gergegi -hatta bir ara develer iistiinde saldirilar da olmustu- Batili izleyicilere gore
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paketlendi. Birlesik Kralliktaki 30 milyon Facebook kullanicisinin ve gegen yil TheSocialNetwork’ii
izleyen onlarca milyon insanin bunu mutlulukla karsiladi§i konusunda hi¢ siiphe yok” ifadelerini
kullanmaktadir (Heaven, 2011).

Sosyal paylagim aglarinin devrimler yaptig1 yoniindeki algi elestirel bir bakisla ele alindiginda, hakli
olarak sayisiz soru ifade edilebilmektedir. Ozellikle, sosyal aglarin artik demokrasiden uzaklasan
yonetimleri hizaya getirecek kadar giiclendigini anlatan medya analistlerinin ‘Sosyal Medya Devrimleri’,
‘Facebook ve Twitter diktatorleri deviriyor’ gibi ifadelerine karsi ister istemez ‘internet kiiresel bir ag
yapist ama bu halk hareketleri neden sadece Arap cografyasinda gelisiyor? Ornegin, neden Cin, Kuzey
Kore ya da Afrika’da bir diktatorligli yikacak giicte degil bu sosyal medya?’ sorular1 akillara
gelmektedir. Ismail Hakki Polat’a gore geleneksel medya bu noktada kolayciliga kacarak yasanan olaylar:
aktarmak yerine halk hareketleri ile sosyal medyanin iligkisini analiz etmeye ¢alisarak, sosyal medyaya
gereginden fazla deger atfetmektedir (Polat, 2011, s. 31)

Sosyal medyanin basta Misir ve diger Arap iilkelerindeki halk hareketlenmelerindeki etkisi iizerine
elestirel bir yaklagim sergileyen Ispanyol gazeteci Isaac Rosa da giiniimiiziin en énemli konusu olmasina
ragmen Misir’da yasanan devrimi sosyal aglarla agiklama noktasinda ¢ekincelerini ortaya koyarak (Rosa,
2011) tarihte oldugu gibi, glinlimiizde de gii¢ ve iktidar denkleminin kendisini yenileyerek ve iireterek
varligini ve niifuzunu bir bigimde devam ettirmekte oldugunu vurgulamaktadir. Varligini ve siirekliligini
devam ettirme araci olarak kullandig1 en 6nemli araglardan biri olarak teknoloji ve bu baglamda iletisim
araclar siirekli yenilenirken, ge¢cmis olumsuzlanarak tarihin karanliklarina gonderilmektedir. S6z gelimi
daha once kitle iletisim araclarini kullanan giic ve iktidar odaklari, medya araglarindaki doniigiimle
birlikte yeni medya araglarimi aktif bicimde kullanma yoluna gitmektedirler (Babacan, Haslak, & Hira,
2011, s. 87).

Bati’nin sosyal medyanin etkilerini abartmak gibi gegmis performanslari da bulunmaktadir. fran’da 2009
yilindaki Yesil Devrim baska bir isimle anilmaktadir: “Twitter Devrimi” (digerlerinin yani sira
Washington Times ve BBC Haber servisi bu tanimi kullanmiglardi). Muhalif hareketin sosyal medyay1
kullanmis olmasit diinyanin her yerinde mansetlere tasinmistir. O zamanlar ClayShirkey sdyle demisti,
“Iste bu. Biiyiik olay. Bu sosyal medyanin kiiresel diinya sahnesine firlattig1 ilk devrim.” Ama twitter
devrimi abartilmisti. EvgenyMorozov’un “The Net Delusion” adli kitabinda, Sysmosis’in (bir sosyal
medya analiz sirketi) yaptig1 analizlere gore 2009 secimleri arifesinde iran’da sadece 19,325 twitter
kullanicist oldugu (S6zen, 2012, s. 16-18)(niifusun yiizde 0.027’si) oldugu belirtiliyor. Ayrica, “Global
Voices”in Iranli editdrii Hamid Tehrani bir y1l sonra sdyle demistir, “Bati, iran halkindan ziyade Bati
teknolojisinin etkileri iizerinde odaklandi... Twitter sadece neler oldugunu yaydi, ama roli fazlaca
abartildi”. WillHeaven’e gore biiyiik bir olasilikla televizyon, 6zellikle uydu televizyonu, Misir’daki
devrim iizerinde ¢ok etkili olmustur. Katar’daki Arap Arastirma Merkezi’nden FaresBraizat’in dedigi gibi
“El Cezire insanlara daha 6nce sahip olmadiklari sesi verdi, olmayan sesleri verdi.” (Heaven, 2011).

Bir baska boyutuyla sosyal paylasim aglari, gegmiste yasanan savaglarin yerini de almig bulunmaktadir.
Gegmiste devletler diisman devletlere kars1 muhalif gruplar silah yardimi yaparak desteklerken, simdi ise
bunun yerini sosyal paylasim aglar1 almistir. Daginik bir yapida oldugu i¢in interneti yeterince kontrol
edemeseler bile, ellerinden geldigince bu mecray: etkin sekilde kullanmaya calismaktadirlar. Eskiden
ABD gibi iilkeler bir bagka iilkeyi askeri gii¢ kullanarak iggal ederek rejimine miidahalede bulunurken
artik bu durum tamamen degismistir. Simdi o iilkeyi isgal etmek bir yana, muhalif giiclerin eline silah
yerine bilgisayar, mermi yerine ise twitter, facebook gibi sosyal ag sitelerini vermektedir. Bu sosyal
iletisim mecralarinda atilan siyasi mesajlarla insanlar Orgiitlenip harekete gecerek, ‘sdzde’ kendi
kaderlerini kendileri ¢izmektedirler. Bunun yeterli gelmedigi zamanlarda ise devreye ‘siber aktivist’ler
girmektedir. Elbette tim hacktivizm yapan siber aktivistler ayn1 amacgta olmamakla birlikteAnonymous,
Wikileaks gibi olusumlar eylemlerinin ardinda biiyiikk soru isaretleri birakabiliyorlar. Ornegin
Wikileaks’in yaymladigi dosyalar igerisinde yiiksek gizlilik derecesine sahip veri olmamasina karsin
basin tarafindan istahla servis edilerek bir illiizyon yaratilmaya ¢alisilmistir(Sahin, 2012, s. 21-22).

6.SOSYAL MEDYADA SANSUR

Icinde bulundugumuz ag toplumunu olusturan internet, ilerici ve demokratik bir iletisim agmnn
olusturulmasinda, 6zellikle de geleneksel ticari medyanin zorlamalarina maruz kalan eylemciler igin
onemli bir alan agmaktadir. Bazilar1 internetin, kiiresel medya tekelinin idaresini alagagi edecegini ve
0zgiir, sansiirsiiz, demokratik bir iletigim iizerine kurulu altin ¢agin temellerini atacagini 6ne slirmektedir.
Internetin insanlig1 kapitalizmin ve ticari medyanin Stesine tasiyacagi diisiincesi, onun son zamanlarda
hizla ticarilesiyor olmasiyla karsitlik arz etmektedir. 1995°te, internetin ticaret ve hiikiimet kontrolil
disinda var olan bir kamusal alan olabilecegi konusunda heyecan duyan Frank Beacham, bir yil sonra
‘kamusal ¢ikarlara hizmet eden katilimer bir alandan, sirketlerin tiiketici merkezli bilgileri sundugu bir
yayincilik diizlemine doniigen’ interneti biiyiikk bir {iiziintiiyle elestirmis ve en azindan karsilikli
etkilesimin, ticari islemler ve e-posta iizerinden yapilan satiglarla sinirlandirilmasini talep etmistir
(McChesney, Wood, & Foster, 2003, s. 32-36). Artik internetle 6zdeslesen sosyal medyayi da bu
baglamda degerlendirmenin yanlis olmayacagi kanaati yayginlagmaktadir.
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Pentagon ‘sosyal aglarda karisiklik ¢cikmasini 6nleme’ ve ‘gerekli hallerde manipiile etmek’ amaciyla 42
milyon dolarlik bir arastirma biitgesi ayirmisti. ‘Pentagon lilke disinda Arap Bahari gibi gelismelerde
sosyal aglarda yonlendirme yapacaklari ortamlar1 yaratma icin de bu biitgeden faydalanacak. Ustelik bu
birim sahte hesaplar agarak yonlendirme yapmak i¢in yazilim gelistirmeyi de hedefliyor’ (Sirt, 2011).

7.ARAP BAHARI: FACEBOOK VE TWITTER DEVRIMi

2010 yilinin Aralik aymda Tunus'un SidiBouzid sehrinde, {iniversite mezunu igportact Muhammed
Bouazizi, tezgahina zabitanin el koymasimin ardindan goz altina alinmig ve herkesin 6niinde bayan bir
polis tarafindan tokatlandiktan sonra bu durumu gururuna yedirememis ve kendisini yakarak intihar
etmistir. Sonrasinda baglayan eylemlerde halk ile giivenlik giigleri arasinda sokak catismalar1 ¢ikmis.
Kolluk kuvvetlerinin sert miidahalesi ve kabul edilemez bastiris sekli cep telefonlar: aracilig: ile videoya
¢ekilmis ve bu goriintiiler sosyal medya araciligi ile once sosyal gruplara sonrasinda ise uluslararasi
medyanin eline ge¢mistir. Arap aleminin CNN’i olarak bilinen ve en ¢ok izlenen kanallarindan olan El
Cezire kanalinin yaptigi stirekli yayinlar ile Tunus’taki eylemler diinyanin giindemine gelmistir (Akbiyik
& Oztiirk, 2012)

Tunus’tan baglayarak Ortadogu ve Kuzey Afrika’daki halk hareketlerinde iletisim ve oOrglitlenme araci
olarak internet ve 6zelde sosyal medyadan yararlanilmasi, yasananlarin diinya genelinde ‘sosyal medya
devrimi’ gibi tanimlamalarla giindeme getirilmesine neden olmustur. Facebook ve Twitter ile diger
toplumsal paylasim aglari {izerinde orgiitlenen insanlar, toplantilar ve yogun katilimli gosteriler organize
etmistir. Sosyallesme, eglence ve sosyal sermayeyi gelistirme gibi amaglarla kullanilan sosyal aglar,
organize edilen etkinliklerde oncelikli araci olarak dikkat ¢cekmektedir. Bu baglamda sosyal aglarin sosyal
sermayeyi artiran yoniine dikkat c¢eken John Field’e gore toplumsal sermaye bakimindan iletisim
araglarinin en 6nemli yaninin baglantilari siirekli ve gilincel tutmasi oldugunun altini ¢izmektedir (Field,
2006, s. 146).

Ancak sosyal medya araglarinin yasanan devrimlerde bir mecra olarak islev gormesi, siireci sosyal medya
devrimi olarak sunmayi1 gerektirmemektedir. Bati merkezli teknolojik gelismelerin Onemsenerek
yiiceltilmesi, buna karsilik Arap cografyasinda yasanan halk hareketlerini yiizeysel bir okumaya tabi
tutatak, sosyolojik arka planinin goz ardi edilmesi, siireci anlamamizi olanaksiz kilmaktadir. Bu baglamda
bolgede yasayan insanlarin sosyal medyanin varhiiyla birlikte oOrgiitlenmedigi, s6z konusu araglar
yasaklandiginda dahi her giin binlerce insanin bir araya gelebildigi gercegi dogru okunmalidir. Ayni
sekilde istatistiklerin gdsterdigi bir baska gercek ise, Arap cografyasinda olaylar bagladiktan daha sonra
sosyal medyanin etkin bir ara¢ olarak kullanilmasi giindeme gelmistir. Bu nedenle sosyal medya bu
stirecte sadece bir ara¢ olarak kullanilmig ve iktidarlara karst halkin yiirittiigii miicadelede stratejinin
sadece bir ayagi olarak islev gormiistiir. (Babacan, Haslak, & Hira, 2011, s. 88).

Kisaca 6zetlemek gerekirse, sosyal medyanin sundugu 6zgiir ortamdan dolay1 s6z konusu halk hareketleri
ortaya ¢ikmadi, bu siirecte sosyal medya toplumsal yaganmishigin disa vurumu ve genis Kkitlelere
ulastirilmasi anlaminda bir arag¢ iglevi gordii. “Sosyal medya, devrimci gruplarin katilim, 6rgiitlenme ve
egitim masraflarini azaltmasina imkan saglayan bir aractir fakat insanlarin harekete gegmesinde tamamen
etkili degildir” (Papic & Noonan, 2011, s. 166-167).

Philip Seib’in ifade ettigi gibi, ‘sosyal medyalarin Arap Bahari’nda bir rol oynadig1 dogrudur ama bu
iddia belirleyici bir role sahip degildir. Televizyon hala en hakim medya aracidir. Bdlgede, niifusun
sadece yiizde 5’1 Facebook kullanicisidir. Bolgede internete giris orani ise yiizde 20°dir. .... Bir baska
aragtirmaya gore Ortadogu’nun2011 yilindaki tim diinya internet kullanicilari ig¢indeki orani yiizde
3,3’tilir. Haziran 2011°de giincellenen aragtirmaya gore Ortadogu niifusu 216 milyon 258 bin 843’tiir. 30
Haziran 2011 verilerine gore, niifusun yiizde 33,51 internet kullanicisi, 16 milyon 125 bin 180’1, yani
sadece ylizde 7,5’1 ise Facebook kullanicisidir (Erdem, 2012, s. 177).

8.INGILTERE’DEKi AYAKLANMALAR: BLACKBERRY CETELERI

4 Agustos 2011 tarihinde 4 ¢ocuk babasi siyahi Mark Duggan’in Londra polisi tarafindan vurulmasi
Ingiltere’nin farkli bolgelerinde ayaklanmalarin ¢ikmasina yol acgti. Olaym ardindan gdsteriler
diizenlenmesi ve bunun organizasyonunda sosyal aglarin kullanilmasi beraberinde c¢esitli tartigmalari
getirdi. Ingiltere’nin 6nemli gazetelerinin de aralarinda bulundugu yaygin medya kuruluslarinin
¢ogunlugu sosyal medyay1 siddete yol agmakla sugladi. Gostericilerin kullandigi, iist diizey yoneticilerin
iletisim araci olarak tasarlanan Blackberry akilli telefonlarin kullanilmasi nedeniyle gosteriler “Twitter
ceteleri”, “Facebook c¢eteleri” ve “Blackberry ¢eteleri” olarak medya tarafindan lanse edildi ve tiim diinya
olaylar1 bu sekilde haber almistir (Fuchs, 2011). Sivil ayaklanmalar dalgas: sirasinda Londra Belediye
Baskani’nin teknoloji danisman1 Mike Butcher’dan Bagbakan David Cameron’un kendisine kadar ana
akim medyadan ve c¢esitli politik figiirlerden yiikselen sesler, ayaklanmalarda ¢ok onemli rol oynayan
sosyal medyay1 isaret etmistir. Hiikiimet yetkilileri ve onemli sosyal ag platformlarinin temsilcileri
(Facebook, Twitter ve BBM) arasinda mobil aglarin ayaklanmaci “ani giiruhlar” tarafindan taktik amagh
kullanimina son vermek veya online sosyal etki mekanizmalarina kars1 koymak amaciyla genel anlamda
internet iletisimi ve sosyal medyanin daha kati bir sekilde diizenlenmesi i¢in genel hatlar1 olusturmak
amactyla toplantilar diizenlenmigtir. Hatta Misir’da etkili olmayan biitlin telekomiinikasyon aglarinin
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gecici olarak kapatilmasi dahi teklif edilmistir. Ingiltere’nin muhafazakar hiikiimetinin diizenleme
¢ilginligr ile Hiisnii Miibarek’in 6lmekte olan rejiminin felaketvari elektronik sansiirii arasindaki
paralellik, Avrupa politik olusumu ve ana akim medyanin sosyal internet iletisimine yonelik siipheli
tavrini aydinlatmaktadir. Bir ikiylizliiliikk gostergesi olarak, Arap Bahar1 bagkaldirilarinda 6zgiirliik araci
olarak sunulan ayni bilgi teknolojileri Batili hiikiimetlerin temsil ettigi ozgiirlilk ve baris degerlerine
tehdit olarak gdsterilmistir. Yani, sosyal medyanin geligen iilkelere neden demokrasiyi, Batili iilkelere ise
neden anarsiyi getirdigi sorusu hala tartismaya aciktir. Bazi analistler bu ¢eliskiyi, popiiler kiiltiirii
¢evreleyen ahlaki panik iklimini yaratmak yoluyla, baskaldirilarin altinda yatan toplumsal konulardan
uzaklastiran ve piiriizsiizlestiren bir stratejiyle yorumlamaktadir (Casilli, 2012).

9.SONUC

Kitle iletisim araglarinin gelisimiyle toplumsal olaylar arasindaki bag herkesin malumudur. Ornegin
Birinci Diinya Savagi olmasaydi radyonun gelisimi her halde ¢ok daha gec¢ gerceklesecekti. Sahra
telefonlarinin Birinci Diinya Savasi sirasinda yapilan muharebelerde yetersiz kalmasi yiiziinden, ses ve
miizigin telsiz nakledilmesini saglamak i¢in yogun bir ¢aba harcandi ve radyo bunun sonucu olarak ortaya
ctkmistir. Ikinci Diinya Savasi olmasaydi, bilgisayar gelisimi igin 30-40 yillik bir siire daha
gerekebilirdi(Celik, 2004, s. 148). ilk bilgisayarlarin ordu igin yapildigindan hareketle bilgisayarm
bugiinkii gelisiminde savaslarin etkisi daha net goriilecektir. Yeni iletisim ortamlarinin bir tezahiirii olarak
sosyal paylasim aglarinin daha ¢ok taninmasi, gliindeme gelmesi de Arap Bahari adiyla bilinen
ayaklanmalarla gerceklesmistir. Bu noktadan bakildiginda sosyal paylasim aglarimin belli amaglar i¢in
kullanildigin1 daha net olarak ifade edebiliriz. Sosyal paylasim aglari, yeni emperyalizm ekonomisinin
mesrulastirilarak kitlelere benimsetmekte onemli gorevler iistlenmektedir. Bunu da toplumlart hem
eglendirerek hem tiikketerek ve hem de goniillii bir bigimde boyun egerek yapmasini saglamaktadir.

Bu bakis acistyla baktigimizda, 2011 yilinin ilk ¢eyreginde Arap cografyasinda baslayan ve halen devam
eden halk hareketlerinin bulugsma ve orgiitlenme araci olarak sosyal medyayir kullanmalari, ya da
gergeklesen devrimlerin sosyal aglarin bir sonucu oldugu yoniinde algi elestirel bir okumaya tabi
tutulmalidir. Ciinkii Tunus, Misir ve diger Arap iilkelerinde gerceklesen ayaklanmalarin sosyal medyanin
bir sonucu oldugu, ‘Twitter, Facebook devrimleri’ olarak lanse edilirken, Ingiltere’de sosyal medya
iizerinden gerceklesen ayaklanmalar i¢in ‘Blackberry, Twitter geteleri’ ifadeleri kullanilmistir. Bati’nin
sosyal medyanm etkilerini abartmak gibi ge¢miste yaptiklari da bulunmaktadir. Iran’da 2009 yilindaki
Yesil Devrim “Twitter Devrimi” olarak Bati’nin oryantalist bakis agisiyla sunulmustur.

Ozellikle, sosyal aglarin artik demokrasiden uzaklasan yonetimleri hizaya getirecek kadar giiclendigi
algis1 sdyle bir soruyu giindeme getirmektedir: ‘Internet kiiresel bir ag yapist ama bu halk hareketleri
neden sadece Arap cografyasinda gelisiyor? Ornegin, neden Cin, Kuzey Kore ya da Afrika’da bir
diktatorliigii yikacak giicte degil bu sosyal medya?’

Kuzey Afrika ve Arap iilkelerinde yasanan devrimlerin arka planinda biiyiik bir olasilikla televizyon,
ozellikle uydu televizyonu, Misir’daki devrim iizerinde ¢ok etkili olmustur.

Burada sosyal medya ve Arap cografyasinda meydana gelen devrimler baglaminda Bati’nin doguya
iligkin oryantalist algisina dikkat ¢ekmek gerekmektedir. Sosyal medya araglarinin yasanan devrimlerde
bir mecra olarak islev gormesi, siireci sosyal medya devrimi olarak sunmay1 gerektirmemektedir. Bati
merkezli teknolojik gelismelerin 6nemsenerek yiiceltilmesi, buna karsilik Arap cografyasinda yasanan
halk hareketlerini yiizeysel bir okumaya tabi tutarak, sosyolojik arka planimin géz ardi edilmesi, siireci
anlamamizi olanaksiz kilmaktadir.
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SOSYAL MEDYANIN BIiR ILETiSiM ORTAMI OLARAK MUSTERI
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Abstract

Online shopping have been more preferred by the customers day by day through developing
communication technologies. These costumers, also, keep in proceeding via the Internet if they have any
feedback about the goods and service they purchased. By the way, the Internet offers a bidirectional flow
of communication instead of one-way flow for these consumers.

The active users are not only the consumers in the present that social media has become a power. Brands
and companies use actively the social media as well. They aim not to have a complaint from the
customers thanks to consumer relation management, in contradistinction to decreasing or solving the
customers’ complaints in social media. Shortly, the social media, as a communication platform, is one of
the most effective mediums to provide the consumer satisfaction. In this study, it will be examined that
the effects of the new age consumers who prefers to directly communicate with the companies via the
Internet after the good or service purchasing process, to consumer relations management. By the way, the
role of the social media to ensure the consumer satisfaction will be attempted to put forth.

Online shopping have been more preferred by the customers day by day through developing
communication technologies. These costumers, also, keep in proceeding via the Internet if they have any
feedback about the goods and service they purchased. By the way, the Internet offers a bidirectional flow
of communication instead of one-way flow for these consumers.

The active users are not only the consumers in the present that social media has become a power. Brands
and companies use actively the social media as well. They aim not to have a complaint from the
customers thanks to consumer relation management, in contradistinction to decreasing or solving the
customers’ complaints in social media. Shortly, the social media, as a communication platform, is one of
the most effective mediums to provide the consumer satisfaction. In this study, it will be examined that
the effects of the rising generation consumers who prefers to directly communicate with the companies
via the Internet after the good or service purchasing process, to consumer relations management. By the
way, the role of the social media to ensure the consumer satisfaction will be attempted to put forth.

Key Words: Social Media, Social CRM, Online Shopping, Customer Satisfaction

Giris

Enformasyon ve iletigim teknolojilerinde meydana gelen gelismeler toplumsal hayatin her alaninda koklii
degisimlerin yasanmasina neden olmaktadir. Internetin, mobil iletisim araglarinin ve sosyal aglarin
kullaniminin  kiiresel 0Olgekte artmasiyla birlikte bugiiniin  miisteri profili de zaman iginde
evrimlesmektedir. Bu siirecte; evrimlesen sadece miisteriler olmamaktadir. Markalarda internetin
etkilesimli yapisindan yararlanarak miisteriler ile iletisime ge¢mek icin sosyal aglar etkili bir sekilde
kullanmaktadir. Internetin etkilesimli iletisim modeli ile birlikte miisteriler istedigi hizmet ve destegi
kolaylikla arayip bulabilmektedir. Ayrica kendileri igin en iyi mal ve hizmete erisebilmektedir. Bu siire¢
icerisinde markalar hedef Kkitlelerinin oOzelliklerini ve taleplerini kisa siire igerisinde sosyal aglar
araciligiyla tespit ederek yaratici ¢oziimler iiretebilmekte; miisteriler ile seffaf bir ortamda birebir
etkilesim igerisinde olabilmektedirler. Sosyal aglarin seffaf yapisi sayesinde miisteriler markalar ile
sosyal aglar lizerinden iletisime gecerken; siireci dogru kurgulayan markalar ise; sosyal aglar1 yeni bir
miisteri iligkileri stratejisi olarak gérmektedir.

Sosyal aglar iizerinden gergeklestirilen miisteri iligkileri, hedef kitlenin daha dogru bir bigimde analiz
edilebilmesini saglamaktadir. Bu sayede markalar, miisterilerinin gereksinimlerini, sorun ve sorularini
tespit edebilmektedir. Geleneksel reklam kampanyalarinin hedef kitle tizerindeki etkisi azaldigindan,
isletmeler bu iletisim faaliyetlerinden istedikleri geribildirimi alamamaktadir. Bu nedenle sosyal medyay1
alternatif bir mecra olarak gérmeye baslamislardir. Bununla birlikte maliyeti yiiksek iletisim faaliyetleri
gergeklestirme imkani bulamayan firmalar da sosyal medya ortamini tercih etmektedir. Boylelikle
firmalar, sosyal medyada faaliyet gostermeye baslayarak; kendilerine 6nemli avantajlar saglar hale
gelmiglerdir. Firmalar ve kurumlar, sosyal medyay1 kullanarak hedef kitlelerinin kendileri hakkinda nasil
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diisiindiiklerini ve konustuklarini gézlemleyebilmekte; daha fazla potansiyel miisteriye ulagabilmekte ve
mevcut miisterilerini memnun etmek amaciyla sosyal medyada yer almaktadirlar.

Bireylerin sosyal medya iizerinden deneyim, istek ve yorumlarini paylasmalar: firmalar agisindan biyiik
onem tagimaktadir. Ciinkil potansiyel miisteriler artitk bu deneyimlere ulasarak, markalara karst tutum
sergilemektedirler. Bahsi gecen miisteriler, “sosyal tiiketici” olarak ifade edilmektedir. Bu bireyler satin
alma siireci oncesinde, karar verme asamasinda sosyal aglar yoluyla arastirma yapmaktadirlar. Uriinler
hakkinda deneyim sahibi olan tiiketicilerin yorumlarindan yola ¢ikarak, satin alma davranisinda
bulunmaktadirlar. Bu noktada “Sosyal CRM” hizmeti 6nem kazanmaktadir.

Sosyal miisteri kavraminin ortaya ¢ikmasiyla, ortaya ¢ikan “Sosyal CRM” geleneksel CRM’den oldukga
farklidir. Bu noktada , Sosyal CRM kavraminin ortaya ¢ikmasiyla birlikte gii¢, firmalardan tiiketicilere
gecmigtir. Ciinkii miisteri yonetiminden ziyade miisterinin siirece dahil edilmesi amaglanmaktadir. Yani
geleneksel miisteri iligkileri yonetimi, sosyal medya araciligtyla degisime ugramistir. Sosyal miisterileri
sosyal aglar iizerinden iletisime geg¢meyi iten sebepler; yasadiklari problemleri ¢ézme, sikayetlerine
geribildirim alma, birtakim 6zel tesvikler ve eglence gibi durumlardir.

1.Dijital Evrende Sosyal Ag

Enformasyon ve iletisim teknolojilerinde yasanan hizli gelismeler; iletisim kurma ve bilgiye ulagsma
bicimleri lizerinde degisimler yaratmaktadir. Dijital ¢ag, 6grenme merkezli, enformasyona hizli ve kolay
bir bigimde ulagilabilen bir donemdir. Iletisim araclarindaki gelismeler ve bu gelismelerin yol agtif
yenilikler, toplumlarin sosyal iligkilerinde ve iletisim kurma bigimlerinde degisimler yagsanmasina neden
olmaktadir. Zaman ve mekan kavramlarina esneklik kazandiran iletisim araglari sayesinde, insan
bedeninin dogal kisitlamalarindan kurtulmustur (Aydogan, 2010: 4).0zellikle internet teknolojisinin
icadi, diinyanin smirlariin 6tesinde yeni bir ortamin olusmasinda onemli rol oynamistir.Dijitallesen
diinyada Internet aglari aracilifiyla bireyin kurmus oldugu etkilesimli ortami isaret eden, sosyal ag
kavrami, bireyler arasindaki kisisel veya profesyonel iligkileri niteleyen kavram olarak yer almaktadir
(Simmel, 1964: 140-141).

Toplumsal paylasim aglar1 aracilifiyla, daha hizli ve az maliyetle iletisim kurabilen bireyler, sosyal
paylasim aglarini ihtiyaglar1 yoniinde etkin bir bigimde kullanmaktadir. Sosyal ag, bireyler arasindaki
kisisel veya profesyonel iligkileri niteleyen kavramdir. Bu ag i¢inde birbiriyle yakinlasan bireyler diizgiin
iligkiler iizerine oturan bir sistem olustururlar. Buna gore yeni grupta birey kendisini daha acik olarak
anlatabilir. Bir diger ifadesiyle sosyal ag kavrami: bir veya birden fazla toplumsal iligkiyle birbirine
baglanmig, dolayisiyla toplumsal bir bag olusturan bireylerin ingsa ettigi sosyal iligkiler biitiiniidiir
(Marshall, 1999:4).

Giiniimiizdeki kullanimi anlaminda sosyal medya; 1989 yilinda Bruce ve Susan Abelson tarafindan
kurulan ¢evrimici gilinliik yazan kisileri bir toplulukta toplayan “Open Diary Web” sitesi ile
gergeklesmektedir. Internet hizinin artmasi ve genis bant servislerinin ¢ogalmasiyla MySpace (2003) ve
Facebook (2004) gibi sosyal ag siteleri kurulmustur (Kaplan ve Haenlein, 2009, 60). Kaplan ve
Haenlein’e gore; sosyal medya; kullanici tabanligin igerigin olusturulmasina ve degistirilmesine olanak
saglayan internet tabanli uygulamalar biitiiniir. Sosyal medya birtakim &zelliklere sahiptir. Bunlar:
katilim, agiklik, karsilikli konusma, topluluklar ve baglantisallik olarak bes ana baslik altinda
toplanmaktadir (Vural ve Bat, 2010:3355).

*  Katimeilar:Sosyal medya katilimcilar cesaretlendirmekte ve ilgili olan her bir kullanicidan
geri bildirim almaktadir.

*  Aciklik:Sosyal medya servisleri geribildirime ve katilimcilara agiktir. Bu servisler oylama,
yorum ve bilgi paylasimi gibi konularda cesaret asilamakta ve ¢ok nadir ulasima yonelik engeller
koymaktadirlar.

*  Karsihkhh Konusma: Geleneksel medya yayina iliskin iken (i¢erik aktarimi ya da dinleyiciye
bilgi ulasimi), sosyal medya iki yonli konusmaya olanak tanimasi bakimindan daha biiyiik
avantajlar sunmaktadir.

*  Topluluk:Sosyal medya topluluklara ¢abuk ve etkili bir olusum i¢in izin vermektedir.
Topluluklarda boylece sevdikleri fotograf, politik degerler, favori TV sovlari gibi ilgili olduklar
seyleri paylagabilirler.

*  Baglantiilik: Sosyal medyanin ¢ogu tiirli, baglantili isler gerceklestirir, sosyal medya diger
siteler, arastirmalar ve insanlarin ilgili olduklar1 herhangi bir konuda link verilmesine olanak
tanimaktadir.

Sosyal medyanin bu &zellikleri cergevesinde, geleneksel medya dongiisiinden farkli bir yapiya sahip
oldugu anlasilmaktadir. Geleneksel medya ve sosyal medya teknolojileri goz dniinde bulunduruldugunda
birtakim farkliliklar oldugu goriilmektedir. Bu farklari sdyle siralayabiliriz (Dilmen,2012: 138-139):

*  Geleneksel medya da sosyal medya teknolojileri de herkesin genel bir kitleye erisebilmesine
olanak tanimaktadir.

*  Geleneksel medyanin aksine; sosyal medya araglari herkes tarafindan az veya sifir maliyetle
kullanilabilmektedir.
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*  Geleneksel medyada icerik iiretimi s6z konusu oldugunda, uzman kisilere gereksinim vardirg
Ancak sosyal medyada herkes iiretimde bulunabilmektedir. Burada dikkat edilmesi gereken
husus, icerigin muhakkak dikkate alinmasi gerektigidir.

*  Geleneksel medya iletisimlerinde s6z konusu olan zaman farki, aninda etki ve tepki esasinda
isleyen sosyal medya ile karsilastirildiginda uzun olabilmektedir.

% Geleneksel medyada iiretilen igerigin yeniden diizenlenmesi, degistirilmesi s6z konusu degildir.
Sosyal medyada ise; yorumlar veya yeniden diizenlemeyle aninda degistirilebilme olanagi
sunmaktadir.

Internet, topluluk olusturmak, baskalariyla iletisime gegmek icin kullanilan bir ortam olarak
kullanilmaktadir. Giiniimiiz yeni medya ortamini, Marshall McLuhan’in internet 6ncesi donemde ortaya
atmis oldugu “Kiiresel K&y” kavrami tam olarak karsilamaktadir. Sosyal medya (yeni medya) ortamlari,
bireylerin birbirleriyle etkilesim halinde bulunabildikleri ve kullanicilarin igerik iiretici olarak yer
aldiklar1 ortamlardir. Bu yeni iletisim ortamlarmi kullanan bireyler, ge¢misteki edilgen ve izleyici
konumlarindan, katilimcr ve etkin topluluklar haline gelmislerdir. Bu gelismeler neticesinde, degisen
iletisim bi¢imleriyle birlikte tiiketim algisi ve davraniglarinda da degisimler meydana gelmistir.
Bireylerin, tiiketici olarak tercihleri kayit altina alinarak, isletmelerin hedef kitlelerini belirlemesi
kolaylagmaktadir. Online aligveris sitelerinden bir iirlin satin alindiginda, tiiketicinin i¢inde bulundugu
hedef kitlenin ilgilendigi diger iiriinleri gosteren uzantilar karsisina ¢ikmaktadir. Tiiketiciler, ilgilendikleri
irlinlin en uygun fiyatlisina arama motorlarim1 kullanarak saniyeler i¢inde ulasabilmekte ya da aranan
iiriiniin uygun fiyatlis1 mevcut oldugunda, kullanicilar elektronik posta araciligryla bilgilendirilmektedir.
Online aligveris, kiigiik sehirlerde yasayan bireyler icin de cesitli iirlin yelpazesi sunarak; daha fazla
¢eside mekandan bagimsiz olarak, online ortamda ulagabilmelerini saglamaktadir (Kadioglu, 2012: 156-
157). Bununla birlikte, internet sitelerindeki dil, igerik, reklam gibi unsurlar, kullanicilara gore
kisisellestirilmektedir.

Yeni medyadanin sahip oldugu interaktif olma 6zelligi, yeni medyanin deger katma 6zelligini 6n plana
¢ikarmaktadir. Geleneksel medya kullanicilarin pasif bir konumda yer almasina nden olurken; yeni medya
kullanicilara etkilesimli bir ortam sunmaktadir (Lister ve digerleri, 2009: 21).

Yeni medya ortamlarinda kullanicilar igerik iiretiminde katkida bulunarak, katilim saglayabildikleri i¢in
aktif durumda yer almaktadir. Bu etkilesimlilik 6zelligi, firmalarin ve markalarin hedef kitlelerini
tanimalar1 ve daha kolay bir sekilde onlara ulagmalari i¢in yardime1 olmaktadir (Tosun,2009:37).

Internet teknolojisiyle birlikte meydana gelen gelismeler, literatiire yeni kavramlar kazandirmistir. Sosyal
medyanin etkilesime ac¢ik bir ortam olmasi ve tiiketicilerin satin aldiklari iiriinlerle ilgili yasadiklar
sorunlarin ¢oziimii i¢in sosyal medya mecralarina bagvurmaya baslamasiyla beraber; geleneksel tiiketici
“sosyal tiiketici”, miisteri iligkileri yonetimin de “Sosyal CRM” olarak giincellenmistir (Fersoy, 2011).

2.Yeni Tiiketim Ortamlar:

Sosyal medya kullanimindaki saymnin artmasi ve tiiketicilerin sosyal paylagim aglarini en etkili mecra
olarak gormeye baslamalariyla beraber, sorunlarinin ¢dziimiinii bu ortamlarda aramaya baglamiglardir.
Sosyal aglar, bireylere 6zgiirlikk ortam1 sundugu igin, tiiketiciler kendileriyle ilgili bilgileri, tecriibeleri
kitlelerle paylagma imkanina sahip olabilmektedir. Ayn1 zamanda, kullanicilar arasinda geri bildirimin
¢ok hizli olmasi ve mobil iletisim teknolojileri araciliiyla, zaman ve mekan smirlamasi olmaksizin
sosyal aglara erisilebilmesi, bireyleri sosyal aglarda daha fazla zaman ge¢irmeye itmektedir.Bu
gelismelerin farkinda olan firmalar/sirketlerde ticari faaliyetlerini arttirmak, daha fazla potansiyel
miisteriye ulagsmak ve miisterilerini memnun etmek amaciyla sosyal aglarda yerlerini almislardir.

Sosyal medya, bireylere fikir ve tecriibelerini sunarak, siirekli giincel olma duygusunu asilamaktadir.
Bununla birlikte, takip etme ve izleme aligkanlig1 da kazandirmaktadir. Marshal Mc Luhan’a gore; bir
medya aygitinin kendisi, o aygitin i¢eriginden daha 6nemlidir (McLuhan, M., 1965: 7-22). McLuhan’in
“Ara¢ mesajdir” tanimindan hareketle, sosyal medya kullanicilar1 agisindan diinyaya agilan pencere
gorevini lstlenmektedir. Yani sosyal medya, ne gordiigiimiizii ve nasil gordiiglimiizii belirlemektedir.
Siire¢ icerisinde diisiinme ve hareket tarzimizi degistirmektedir.

Bugiin milyonlarca iiyesi olan sosyal medya sirketleri iiyelerini siirekli ¢evrimici tutabilmek icin giincel
olma arzusunu tetikleme gayreti igerisindedir. Twitter’mn agilis sayfasinda yazan “Iigini ceken kisi ve
kuruluslar hakkinda suanda neler oldugunu ogren” ve Facebook’un agilis sayfasinda “Arkadagslarinia ve
cevrendeki hayatla baglanti kur” sloganlar1 sosyal aglarda giincel olma gayretinin nasil tetiklendigini
bizlere gdsteriyor. Bu durumun isaret ettigi bir diger nokta da, sosyal medyada igerigin kullanicilar
tarafindan olusturuldugudur. Bu duruma dikkat ¢eken akademisyenler sosyal medya sitelerini: icerigi
kullanicilar tarafindan olusturulan ve yenilenebilen platformlar olarak tanimlamaktadir (Romero, Galuba,
Asura ve Huberman, 2011: 113-114).Geleneksel medya iizerinden gonderilen iletiler sabittir ve
degistirilemez; ancak sosyal medyadan gonderilen iletilerin degistirilebilmesi, giincellenebilmesi ya da
yorumlanabilmesi miimkiindiir. Sosyal medyanin bu 06zelligi, ayni zamanda popiiler mesajlarin
Olgiimlenebilmesine olanak tanimaktadir.

Geleneksel miisteri iligkileri s6z konusu oldugunda tiiketiciler, pasif, etkisiz ve gii¢siiz konumda yer
almaktadir. Sosyal CRM’de ise tiiketiciler, bir {iriin veya markaya iligkin yorum yapabilir; tirlinler ile
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ilgili fikirlerini beyan ederek, kamuoyu olusturabilmektedir. Sosyal medya bu hususta markalara iiriinleri
ile ilgili geri bildirim almalarin1 saglama konusunda fayda saglamaktadir. Geleneksel medyada soz
konusu olan “klasik satin alma hunisi” diye adlandirilan dongii ile sosyal aglar iizerinden ger¢eklesen geri
bildirim giicli birbirinden farklilik géstermektedir (Akar, 2010:28).

Klasik satin alma dongiisii, fark etme, diisiinme ve satin alma olarak adlandirilan 3 adimdan meydana
gelmektedir. Bireyler satin alma islemini gerceklestirecekleri zaman, daha Oncesinde iiriinleri
deneyimlemis kisilerin tecriibelerinden faydalanarak satin alma davranisini gergeklestirir ya da olumsuz
tecriibelerden etkilenerek, satin almaktan vazgecebilmektedirler. Sosyal geribildirim dongiisii, gerek
miisteriler gerek markalar acisindan onemli fayda saglamaktadir. Bu noktada “Sosyal CRM”, miisteri
iligkileri yoOnetiminin, etkilesim ve paylasimin oldugu, online ortamlara entegre olarak; geleneksel
CRM’in evrilmesi olarak tanimlanmaktadir (Sosyal CRM Nedir? Nereye Kosuyor?, 2012).Geleneksel
miisteri iliskilerinin, sosyal aglar iizerindne gergeklestirilmesi “Sosyal CRM” olarak adlandirilirken;
sosyal aglar vasitasiyla, diger miisterilerle etkilesim igerisinde olarak satin alma davranigini gerceklestiren
bireyler “Sosyal Tiiketici” kavramiyla tanimlanmaktadir (Yiicel, 2013: 1646). Sosyal CRM ile birlikte
uyarict (sosyal aglar, internet, tv, gazete, radyo vs...) hedefe mesaji gdondermektedir; hedef(sosyal
tiiketici) rafa gitmeden Once sosyal aglarda iiriin/hizmet ile ilgili yorumlar1 okuyarak ya da firmanin
miisterileri ile sosyal aglardaki iletisimini, sorunlari ¢6zme oranlarini aragtirarak olumlu ya da olumsuz
kararint vermektedir. Satin alma silireclerinden sonra sosyal tiiketiciler {riin/hizmet ile ilgili
deneyimlerini, diisiincelerini sosyal aglarda paylasarak bu dongii devam etmektedir (Sosyal CRM Nedir?
Nereye Kosuyor?, 2012).

Sosyal Tiiketici $0yle tanimlanmaktadir: sosyal aglar araciligi ile:

. Her tiirlii enformasyonu tiiketen

. Ogrenme siirecini gergeklestiren

. Son dakika haberleri takip eden

. Yeni iirtinlerden haberdar olan

d Markalar/hizmet saglayicilarini takip eden

. Markalar/hizmet saglayicilari ile istedigi zamanda iletisime ge¢gmeyi amaglayan

. Markalarim/hizmet saglayicilarinin yorumlarin1 okumalarini ve kisa siirede cevap

vermelerini bekleyen sosyal ag kullanicilaridir (Marsden, 2011).

Sosyal aglarda gegirdigimiz siire arttikca; hepimizin birer sosyal tiiketiciye doniigmesi kaginilmazdir. Bu
durumun farkinda olan markalar/hizmet saglayicilart miisteri iliskileri yonetimi (consumer relation
managment) kapsaminda uyguladiklar1 faaliyetlerini sosyal medyaya tasimislardir. Sosyal medyaya
entegre olan firmalar sosyal medyanin iklimine uyum saglayarak sosyal miisteri iliskileri yonetimi
faaliyetlerini (social consumer relatitions managment) uygulamaya baslamislardir.

Sosyal medyada kullanicilarin neler paylastigi ve kimlerle paylastigi énem tagimaktadir. Bunun nedeni;
bu paylasimlarin diger kullanicilar1 da etkileme potansiyale sahip olmasidir. Sosyal medya kullanicilari
kendileri, c¢evreleri, arkadaslari, kullandiklar1 {iriinler, markalar, yasadiklar1 tecriibeler ile ilgili
paylasimlarda bulunmaktadirlar. Bu paylagimlarin bir bolimii {iriin/hizmet yada markalarla ilgili
olabilmektedir. Bu durum kullanicilarin, sosyal medyada tiiketici kimlikleriyle yer alabileceklerini
gostermektedir. Buradan hareketle sosyal medyanin satin alma davranisi {izerinde 6nemli etkilerinin
olabilecegini gostermektedir (Constantinides ve Stagno, 2011:9). Bir iletisim ortami olarak bu yeni
mecralar, sunmus oldugu olanaklara paralel olarak kisiler, kurumlar, markalar; diger kisi, kurum ve
miisterilerle siirekli iletisim igerisinde olabilmektedir. Bireyler sosyal paylasim aglari iizerinden yeni
iletisim ortamlarinin sundugu neredeyse tiim olanaklardan faydalanmakta ve siirekli paylagim halinde
bulunmaktadir(Dilmen ve Ogiit, 2010: 239). Markalarin, tiiketiciler icin daha erisilebilir hale gelmesi ve
karsilikli iletisim kurulabilir hale gelmesi;markalar1 samimi olma, tiiketicilerine hizli cevap verebilme ve
titkketicilerini dinlemey, gerektirir hale gelmistir. Sosyal tiiketicileri, sosyal medya sayesinde daha giiclii
konuma gegmistir. Herhangi bir iiriinii satin almaya karar vermeden once; diger kullanicilarin yorumlarini
okumakta ve bu dogrultuda satin alma davranigini gerceklestirmektedir. Bu gelismeler dogrultusunda
Sosyal Miisteri iliskileri Yonetimi (SMIY) diye adlandirilan kavram ortaya ¢ikmustir. Sosyal MIY,
firmalari/markalari, tiiketicilerle isbirligi yapmaya yoneltmektedir. Burada amaglanan; miisteriyi
yonetmek yerine, misteri ile isbirligi icerisinde olmaktir. Bu nedenle tiiketiciler, siirece dahil
olabilmektedir(Baird ve Parasnis,2011:2-3).Gelencksel Miisteri Iliskileri Yonetiminde siirecin
uygulanmasina odaklanilirken; Sosyal Miisteri Iliskilerinde, tiiketici ve is arasindaki goriismeler, siirecin
isleyisini olusturmaktadir.

SONUC
Sosyal medyanin kullanimindaki artl_sla beraber, tiiketicilerle markalar etkilesim haline gegmektedir. Bu
durumun sonucunda Sosyal Miisteri {liskileri Yonetimi (SMIY) kavrami ortaya ¢ikmustir. Sosyal Miisteri

Iligkileri, tiiketiciler ile markalar arasinda interaktif bir iletisim ortami saglamaktadir. Boylelikle,
titkketiciler, sosyal medya ortaminda, {iriin/hizmetlerle ilgili konusabilmekte ve yorum yapabilmektedir.
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Bu sayede sosyal medya, miisterileri markalar karsisinda daha giiclii hale getirmektedir. Bununla birlikte
sosyal medyada hizli yanit veren markalarin degeri artmaktadir. Markalar, olumsuz goriigleri olumluya
cevirerek, potansiyel miisterilerin olumsuz yorumlardan etkilenmemelerini saglamaya c¢aligmaktadirlar.
SMiY’de amaglanan olumsuz paylasimlarin olumluya cevrilerek; en hizli sekilde tiiketiciye geri
bildirimde bulunularak problemin ¢6ziilmesidir.

Sosyal tiiketiciler, satin alma islemini ger¢eklestirmeden once, satin almayi diisiindiigli iiriin/hizmetle
ilgili, diger kullanicilarin tecriibelerini okuyarak karar vermektedir. Bu nedenle tiiketicilerin, satin alma
oncesi ve sonrast davraniglart arasinda pozitif yonli bir iliski oldugu gbz oniinde bulundurulmalidir.
Tiiketiciler memnuniyetsizliklerini de memnuniyetlerini de kendi sosyal medya profillerinden aktardiklari
icin, firmalarin miisterilerinin ve potansiyel miisterilerinin hesaplarini takip ve analiz etmeleri
gerekmektedir.Sosyal medya araglar1 vasitasiyla yapilan bir miisteri iligkileri yonetimi, hem tiiketiciler
hem de markalar acisindan etkili bir yontemdir. Sosyal medya sayesinde tiiketici faktorii onem
kazanmaktadir ve tiiketicinin {irtin/hizmetlerle ilgili fikirleri, beklentileri 6nem kazanmaktadir. Bu sayede
markalar, hedef kitlelerine dogrudan ulagsma imkanina sahip olmaktadir. Sosyal medya sayesinde,
titkketiciler daha bilingli ve bilgi arayisi igerisinde bulunan bireyler oldugu i¢in, ne istedigini bilen, istek ve
sikayetlerini rahatlikla ifade etmekten gekinmeyen bir tiiketici toplulugundan s6z edilmektedir. internetin,
gilincellik saglama islevi goz oniinde bulunduruldugunda; tiiketicilerin siirekli markalarla baglant1 halinde
olma ve hizli geribildirim bekleme durumu da yadsinamaz bir durumdur. Sonug¢ olarak; giiniimiizde
Sosyal Miisteri Iliskileri, sosyal medyanin kullanimindaki artisa bagli olarak gittikce ©nem
kazanmaktadir.
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ABSTRACT

Effective communication of a corporation with all its stakeholders is very important in order to obtain
corporate governance quality. It is quite possible to transmit a corporation’s transparency, clarity,
suitability for law and social responsibility to its stakeholders through public relations (PR) activities. On
the other hand, the feedback of stakeholders is also considered an important input for the corporate
governance quality. In this study, first of all, corporate governance concept, and the role of PR in
obtaining corporate governance quality would be explored. In the second part of the study, Turkcell’s
corporate governance activities would be evaluated in terms of PR management.

Key Words: Corporate Governance, Communication, Public Relations.

INTRODUCTION

Due to globalization and rapid changes in information communication technologies, it is no more possible
for corporations to isolate themselves from their environment. Society has various expectations from a
corporation besides of its products or services. In this sense, corporate governance is a concept which has
been gaining importance from the point of stakeholders within a society.

Corporate governance is an understanding which is based on the values of responsibility, openness, being
supportive of participatory approach, and accountability. The core of corporate governance lies at the
heart of directing the corporation’s employees in a way which takes both the corporations’ and the
stakeholders’ interest into consideration. Therefore, the corporations which have embraced the concept
are expected to be open, transparent, egalitarian, responsible, and accountable. Corporate governance is
crucial for both private and public corporations in terms of competitive competency of corporations.

Maintaining mutual lines of communication is quite important for corporations. This communication
includes both communications within the corporation as well as out of the corporation (Vittal,2001). PR
management acts as a bridge between corporations and their stakeholders. This “bridge role” makes PR
management much more important from the point of governance quality. So as to enhance governance
quality, it is an obligation for management to learn what stakeholders think about the corporation and
what they expect from the corporation.

LITERATURE REVIEW
The Concept and Importance of Corporate Governance

Globalization and transformations in the ownership structure of firms (because of the growth of
institutional investors, privatization, and rising shareholder activism) have increased the perceived need
for more effective monitoring mechanisms and appropriate incentive schemes in order to improve
corporate governance (Aguilera and Cuervo-Cazurra,2004:416). As Markarian et al. (2007:294) state with
the growth of the modern corporation to a scale making investor oversight unlikely, the issue is whether
management can be trusted to maximize a firm’s long-run economic performance. Modern corporations
are not simply victims of external conditions that have imposed corporate governance on them but also
created the very circumstances that made corporate governance imperative (Rossouw,2005:32).
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Table 1. Corporate Governance Definitions

Author/Authors Definitions

Donker and Zahir, 2008 | Internal and external monitoring mechanisms that have an impact
on the decision of managers in the context of separation of
ownership and control.

Krafft and Ravix, 2008 | The general system by which firms are owned and managed.

Judge et al., 2008 A mechanism by which laws are enacted and enforced.
Abor, 2007 How companies ought to be run, directed and controlled.
Chiang and Lin, 2007 A set of relationships among a company’s management, its board,

its shareholders and other stakeholders.
Markarian et al., 2007 The “relationship” among various participants in determining the
direction and performance of corporations.

Corporate governance is a complex and dynamic issue as it deals with cultural, political, technological,
and market variations (Donker and Zahir,2008:92) and it may be perceived as the set of interlocking rules
by which corporations, shareholders and management govern their behavior. The rules are individual firm
attributes and the factors that allow companies to maintain sound governance practices even where public
institutions are relatively weak (Comelius,2005:12). Corporate governance brings forth more efficient
management style and it is a term describing good, efficient management and supervision of companies
on the basis of internationally recognized standards in the interests of the company’s owners and its social
environment (Cromme,2005:366).

Corporate governance ensures competitive advantage and organizations need good governance practices
to sustain their competitive position and it is top priority on the agenda of policy makers, institutional
investors, managers, media, and academics (Enrione et al.,2006:961). Organizations eventually fail if they
do not meet expectations of appropriate performance or are unable to accommodate powerful
constituencies. Therefore, governance structures directly affect an organization’s survival prospects
(Greenwood and Empson,2003:912).

Corporate governance delimits the distribution of rights and duties amongst the different participants in
the firm, and sets rules and procedures for making decisions. Moreover, corporate governance provides
structures via which aims and objectives are set, and through which monitoring is carried out
(Zheka,2005:452). In today’s information society, corporate governance means making corporate
decision making transparent which in turn will increase investor confidence and greatly contributes to
more efficient company management (Cromme,2005:366)

The Role of Public Relations Management on Corporate Governance

“PR is a distinctive management function which helps establish and maintain mutual lines of
communication, understanding, acceptance and operation between an organization and its publics;
involves the management of problems or issues; helps management to keep informed on and responsive
to public opinion; defines and emphasizes the responsibility of management to serve the public interest;
helps management keep abreast of and effectively utilize change, serving as an early warning system to
help anticipate trends; and uses research and sound and ethical communication techniques as its principal
tools” (Hutton,1999:200-201). PR management comes in especially when the corporation has to interact
with the rest of the society. In fact, public relations management is the face of the corporation to the
society (Vittal,2001). Actually public relations management acts as a bridge between a corporation and its
stakeholders and this “bridge role” makes public relations management much more important from the
point of governance quality. In order to obtain governance quality, it is an obligation for management to
learn what stakeholders think about the corporation and what they expect from the corporation. Because
gaining the support and participation of stakeholders is an important objective of corporate governance.
The two functions of public relations — to know the environment better and let the environment know you
better — makes a distinctive contribution to the realization of corporate governance principles such as
openness, transparency, clarity, responsibility and accountability. In this sense, public relations
management has to maintain effective communication channels which are the prerequisites of good
governance.

Meso et al. (2007:187) mentioned that governance is responsible for creating an environment that enables
the participants in all aspects of the economy to easily evolve, learn and adapt while being publicly and
openly accountable. Corporations have realized that effective corporate governance programs must
include a broad, proactive communication program that maximizes the effectiveness of traditional forms
of communication (http://www.issproxy.com, 2005). It is obvious that the concept of governance
underlines the transformation from up-to-down management philosophy to bilateral interactive
management philosophy (Argiiden,2008). Thus the basis of corporate governance is interactivity. In other
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words, if a corporation is not in an interactive communication process with its stakeholders, then it is
impossible to talk about the governance quality of that corporation. Governance quality can only be
obtained through an effective communication process with the stakeholders and public relations
management is a strategic tool that can fulfill that function.

According to Commonwealth Association for Corporate Governance (1999) good corporate governance
requires that the board must govern the corporation with integrity and enterprise in a manner which
entrenches and enhances the licence it has to operate. This licence is not only regulatory but embraces the
corporation’s interaction with its shareholders and other stakeholders such as the communities in which it
operates, bankers and other suppliers of finance and credit, customers, the media, public opinion makers
and pressure groups. PR Management has a quite important role in the conduct of long term relations
which are necessary for governance quality with these publics and it also improves corporate governance
quality through communication efforts.

According to OECD Principles (2004) employees and other stakeholders play an important role in
contributing to the long-term success and performance of the corporation, and governments establish the
overall institutional and legal framework for corporate governance. Partnership approaches to compliance
and enforcement provide many opportunities to create a climate of good governance through a coherent
approach with good communications between all parties, so long as they are also proportional, open,
participatory, effective and accountable (Harman,2005:8). As Gregory (2001:6) mentioned that corporate
governance involves a network of relationships between corporate managers, directors, and providers of
equity—or more broadly, the relationship of the corporation to stakeholders and society. Corporate
governance indicates a set of relationships among a company’s management, its board, its shareholders
and other stakeholders (Chiang and Lin,2007:768). If corporate governance is addressed to stakeholders
and the whole society, then corporate communication must also be addressed to them and this
communication must be based on a two-way symmetrical model. The main aim of public relations is to
create and maintain good/positive relations, and a constructive dialogue between a corporation and its
stakeholders through a balanced information flow. In other words, it is not an assimilation of one side
below other but it is rather a bilateral communication and information flow in where both parties are
equal to each other.

Figure-1: Socio-Political View of Corporate Governance

Capital Law
Markets
Suppliers Managers
Owners (CEO)
(Equity
Investors) v
Firm
Boardof Employees
Directors
Consumers
Product Labor
Markets Markets

Source: Aguilera et al.,2006:150.

As seen in the figure, corporations are under social and political impact which they can not be abstracted
from. So the quality of corporate governance is dependent on stakeholder relations, and all the decisions
and operations are formed according to these relations. In other words, various stakeholders such as
managers, employees, suppliers, consumers all influence the quality of corporate governance. Within that
context, communication and public relations efforts devoted at internal and external stakeholders
undertake a vital role in order to improve and sustain the quality of corporate governance.

Regarding internal stakeholders, corporate governance can actually be improved through the involvement
and participation of workers in good governance practices (Welford,2007:50). Regarding external
stakeholders, providing information to stakeholders, especially the public (including minority groups), is
also key to good governance allowing transparency and visibility (Harman,2005:8). Communicating
strategic direction to them increases the stakeholders’ understanding of the motives of the organization
and may also facilitate the creation of alliances, since potential alliance partners have a greater ability to
judge the existence of common goals (Parum,2006:559).
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Transparency concerning how a company is managed is an essential condition for ensuring that a
company’s stakeholders are able to evaluate and relate to the company. In this sense, transparency can
contribute to constructive interaction with the company (Parum,2006:561). Companies can gain
corporate governance quality to the extent that they can be transparent on all issues to their stakeholders.
Thus functioning as a bridge between a corporation and its stakeholders, public relations undertakes vital
responsibilities for a sustainable constructive interaction through a two-way symmetrical information
flow. This would, in the long run improve and sustain corporate governance quality through consistent
and continuous public relations efforts.

THE CASE OF TURKCELL

The Background of T urkcell'

Turkcell started its operations in February 1994; December 31, 2010, with its 33.5 million subscribers,
Turkcell is not only the leading operator in Turkey, but is also the third biggest GSM operator in Europe
in terms of subscriber numbers. Turkcell’s shares have been traded on Istanbul Stock Exchange (IMKB)
and New York Stock Exchange (NYSE) since July 11, 2000 and it is the first and only Turkish company
ever to be listed on NYSE. The World Finance Magazine granted “Best Corporate Governance in
Turkey” award to Turkcell in 2010. Capital Magazine and Adecco also granted “The Most Admired
Turkish Company” award to Turkcell depending on the Most Admired Turkish Companies Survey.

Turkcell’s Corporate Governance Activities®

Turkceell’s Compliance with Corporate Governance Principles Report 2009 consists of four sections. It is
apparent that PR Management’s point of view is quite well reflected and carried out within all four
sections.

Shareholders: Investor and international media relations department pursuant to existing regulations hold
regular meetings with analysts and investors to share developments in company strategy and operations,
and the market, industry and legal environment in which Turkcell operates. In order for shareholders to
obtain information concerning the company easily and without discrimination, all publicly disclosed
information is available on Turkcell website in Turkish and English in the investor relations section for
the use by Turkish and foreign shareholders equally. Besides, all public announcements are distributed by
e-mail to addresses registered in the company’s database. Inquiries, verbal or written, made to the
investor and international media relations department are replied as quickly as possible within the scope
of publicly disclosed information. The company makes disclosures when the board of directors take a
decision regarding the general assembly meeting and its agenda and in addition regarding the resolutions
of the general assembly following the general assembly meeting. During the general assembly,
shareholders exercised their right to ask questions and these were answered by the executive officers.

Public Disclosure and Transparency: The purpose of Turkcell’s disclosure policy is to ensure an active
and transparent communication which is complete, fair, correct, timely, clear, and cost effectively and
equally accessible for all stakeholders. Turkcell’s disclosure policy contains guidelines concerning the
Blackout Period Practice relating to insider trading issues. In accordance with these guidelines, employees
are prohibited from selling or purchasing Turkcell securities during the blackout period. Turkcell
employees with access to inside information that can affect the price of capital market instruments are
restricted from selling or purchasing Turkcell securities regardless of blackout periods.

Stakeholders: In addition to the legislation that is currently in effect, company policies and procedures
have been created to inform employees and stakeholders. While there is no special provision concerning
the participation of stakeholders in management, relevant information is shared with Turkcell's business
partners, staff and other stakeholders through defined and regular meetings. Turkcell‘s priority regarding
its human resources strategy is to be the most admired and most preferred company as a place of
employment and as a result to recruit and retain the best personnel. Turkcell uses an approach in line with
global quality standards wherever the company has contact with and/or provides services to its customers.
The company tests all products and services with the customer’s perspective in mind so as to better
understand and feel customers’ experiences, to determine the inefficiencies in the system, processes, and

' This information was collected from Turkcell’s corporate web site (www.turkcell.com.tr).
’This information was collected from Turkcell’s Compliance with Corporate Governance Principles
Report 2009.
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human resources, and if necessary to make timely corrective adjustments to systems or processes related
to that specific experience. Turkcell believes that support provided to individuals and to society
contributes to Turkey. In order to improve the quality of life of society and create a more sustainable
world, Turkcell contributes to economic, environmental, cultural and social development of the country.

Board of Directors: All the members of the board of directors are non-executives. The qualifications of
the members of the board of directors are specified in the corporate governance guidelines as adopted by
the company’s board of directors. The vision and strategic targets of Turkcell are on Turkcell’s web site
under “About Turkcell” and in the annual report. A corporate governance secretariat has been created to
coordinate information flow between the members of the board. Turkcell’s common values and code of
ethics and all regulations are announced to all Turkcell managers and employees. The Turkcell Code of
Ethics is introduced to all new recruits through an orientation program. Employees must sign a
declaration stating that this code is an inseparable part of their employment contract. Revisions of the
common values and code of ethics are shared with Turkcell employees via internal communication
channels. An outline of this code is published on the company’s website in the investors relations section
under corporate governance.

The Role of Turkcell’s Public Relations on Corporate Governance

Regarding shareholders, Turkcell seems to have planned and continuous communication with its
shareholders almost on every issue. It is reported that investor and international media relations
department has a reputation of quick response to all questions channeled to that department. Turkish and
foreign shareholders are regularly informed via various media. Diffusion of information is secured as
much as possible through oral and written communication techniques such as regular meetings, web-sites
and e-mails. Depending on its disclosure policy, Turkcell announces general assembly meeting, its
agenda and the resolutions of the general assembly following the general assembly meeting. During the
general assembly, shareholders exercise their right to ask questions and these are answered by the
executive officers. Shareholders can also raise their advises on any matter. Hence, the company tries to
secure two-way information flow and bilateral relations with its shareholders from the PR’s point of view.

Regarding public disclosure and transparency, Turkcell has a disclosure policy in order to ensure an
active and transparent communication wit its stakeholders. The official web-site of the company includes
detailed information about corporate governance practices. The company attaches great importance to
continuous information exchange with its stakeholders and tries to revise its corporate governance
practices depending on the feedback taken from the stakeholders. This also improves the quality of
corporate governance and increase the effectiveness of stakeholder relationships. Depending on the
disclosure and transparency policy of Turkcell, PR management carries out all its activities depending on
two-way symmetrical information flow that aims to create a bilateral understanding.

Regarding stakeholders, Turkcell has created policies and procedures in order to inform all its
stakeholders through various PR activities such as Staff Communication Meetings, Supplier Day for the
supply chain, Business Partner Day for the firms Turkcell works with on value-added services, and dealer
meetings. Since the company has the chance not only to inform its stakeholders but also learn from its
stakeholders, these PR activities seem to have a considerable contribution to corporate governance
quality. Turkcell executes various activities for different stakeholder groups. For instance, human
resources is a priority for this company and the company tries to be the most admired and most preferred
company as a place of employment. The company also tries to keep close contact with its customers so as
to better understand and feel customers’ experiences, to determine the inefficiencies in the system,
processes and to make timely corrective adjustments. Turkcell also tries to improve the quality of life and
create a more sustainable world by contributing to economic, environmental, cultural and social
development by various corporate social responsibility projects such as The Snowdrops, The Bridge of
Hearts, and Under Those Running to the Future.

Regarding board of directors, all the information about the board of directors (structure and creation of
the board of directors and independent members, qualifications of the members of the board of directors)
can be found on the official web-site of the company. Turkcell also provides information flow about
Turkcell vision and strategic objectives, risk management and internal control mechanisms, authority and
responsibilities of the members of the board of directors and executives, activities of the board of
directors, prohibition on carrying out transactions with the company and prohibition on competition,
number, structure and independence of the committees established on the board of directors. Another
considerable point is the announcement of Turkcell’s common values and code of ethics and all
regulations to all Turkcell managers and employees via internal communication channels which is an
inseparable part of their employment contract.

163



International Trends and Issues in Communication & Media Conference 2014

CONCLUSION

In a competitive environment, stakeholders have had expectations from the corporations other than their
products and services namely as transparency, openness, social responsibility in all its operations. The
survival of the corporations depends on to what degree they have met these expectations. Moreover, the
corporations’ ability to differentiate themselves and cope with their competitors is conditional upon
satisfying these expectations. In this context, corporate governance has become an increasingly vital
concept for the corporations pursuing the success.

The survival of the businesses depends on continuous interaction with their environment and the ability of
meeting expectations and demands of stakeholders. Businesses which have adopted the corporate
governance principles consider both the interests of the corporation and the stakeholders at the same time.
As a result of this, their corporate efficiency has increased. The fundamentals of corporate governance
understanding is consisted of being transparent and clear in all activities, having a social responsibility
consciousness, being accountable for anything and supporting the participation of all stakeholders.

Effective communication of a corporation with its stakeholders is very important in providing corporate
governance quality. In other words, the quality of corporate governance depends on the quality of
corporate communication. Within this perspective, public relations undertakes a key role both in adopting
corporate governance understanding within a corporation and also in channeling successful
communication with all its stakeholders. Two-way symmetrical communication which is the focus center
of modern public relations understanding has a critical role in obtaining the dialogue and constructive
interaction that are considered as the fundamentals of corporate governance. Within this understanding, it
is quite possible to transmit a corporation’s transparency, clarity, suitability for law, social responsibility
to its stakeholders through public relations efforts. On the other hand, the feedback of stakeholders is also
considered an important input for the corporate governance quality. Due to these feedbacks, corporations
have the opportunity to remove the deficiencies and weaknesses of corporate governance process and
strengthen the positive sides.

As indicated above, PR management undertakes a vital responsibility through the corporate governance
practices of Turkcell. Corporate governance practices necessitate stakeholder relations and continuous
information flow. The fulfillment of corporate governance principles such as openness, transparency,
clarity, responsibility and accountability is only feasible through two-way symmetrical information flow.
Taking into account Turkcell’s Compliance with Corporate Governance Principles Report 2009, it is
apparently observed that PR management has a vital role in managing the bilateral relations with
employees, shareholders, customers and does contribute to the quality of corporate governance through
various PR activities and communication techniques. In other words, by strategic planning and managing
the relations with various stakeholders, PR management has the chance to contribute to the quality of
corporate governance. After all, it is also necessary to highlight the secondary role of PR management in
communicating and promoting the success of corporate governance practices and relevant awards through
media relations and PR activities. Consequently, PR has a dual contribution to corporate governance
practices.
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Abstract

This research is aimed at the study of Thai netspeak in the age of globalization during 2012-2013. Thai
netspeak is examined utilizing examples presented in the mass medium language and in teenager love
stories (novels). The study utilized the social linguistics research method and stylistics analysis

The central conclusion of this research suggests that Thai netspeak is a new variety or version of the Thai
language that does not share the same features of traditional speech and writing, but is rather a register of
the new generation Thai for Internet communication where communication is primarily by typing and
where the text is shown on a computer or Smartphone screen. The research found 6 distinctive features of
Thai netspeak 1) Spelling Variation 2) Special Typing 3) Using Emoticons 4) Creations of the noew
words 5) Using Symbols 6) English and Thai words Mixed in one phrase or one sentence.

Thai netspeak used as a Mass Medium language is used to primarily satirize, to create a parody or to
enhance the visual attractiveness of traditional written communication. For example, in teenager love
stories (novels) when the last of characters are repeated this is used to show the character’s emotional
voice and enhance the general tone of the story. Emoticons are used to show the character’s emotions.

Keywords : Thai netspeak, the register, new generation Thai, Internet communication

1.Introduction

In Thailand, there are two schools of thought concerning emergence of Thai
netspeak. The first, is concerned that the new generation Thai wasting too much time
chatting on the internet and that they will eventually use Thai netspeak in writing and
speaking, which will cause of the evolution of Thai written language and Thai speech.
The second school of thought does not worry about that. Some of them are certain the
new generation Thai will use Thai netspeak only for a short time. It is pop-culture of the
moment (“UIC O DOODOOOO0 DO0OOOO0OHHIOEH, 2553) But when 1
considered the Thai netspeak research, I found that it began around 1997 and Thai
netspeak is still used in the Internet by new generation Thai. Thai netspeak is not used
in Internet exclusively but can also be found in mass medium and the teenager love
stories also.

There are, also, two differing opinions about netspeak in linguistics study. The first
opinion is that netspeak is new form of human communication. It is more than
aggregate of spoken and written features. It is neither “spoken writing” nor “written
speech”, it is something fundamentally different from both writing and speech, it is a
fourth medium (David Crystal,2001 : 238) The contrasting opinion of netspeak in
linguistics is that it is the result of merging speech and writing language; essentially, it
is speaking by writing (Davis & Brewer, 1997)

It is interesting to study the features of thai netspeak during 2012-2013 for
understanding it as a fourth medium or the result of contact between speech and written
language. In addition, I introduce Thai netspeak in teenage love stories and in Mass
medium language, where it is used for special meaning.

2.Research Methods

This research surveyed and gathered Thai netspeak from the primary forums of
new Thai generation. These include these popular Thai websites ; www.yenta4.com,
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www.dek-d.com, www.panthip.com and www.facebook.com. The research found
words that were different from standard Thai language and always used in those forums.
Specifically, Thai netspeak was found in mass medium news headlines, Thai song’s
title, Thai movie’s title and in teenager love stories published in 2012-2013.

Two research methods were used in this study. 1) Sociolinguistics Research. It is
the study of the the relationship between language and society. 2) Stylistics Analysis. It
is a part of several linguistics methods. It used for critical analysis of language style in
order to understand the aim/intent of the text sender and the result/effect on the text
receiver (such as the feeling, meaning understanding).

The important concepts in this research are from linguistics; the nature of language and
language variety

The nature of Language: The language is a medium for communication of the
humans. It has the features similar to the culture. It relays from a generation to a
generation. It is systematic and humans come to use it by learning not by instinct.
Further, language is changeable. It changes according to changes in lifestyle or society.
This concept is helpful for understanding Thai netspeak as a medium for
communication. When the society changed and created Internet communication, there
was limited space for each message, there was a need for fast typing, there was no face
to face interaction where one can see countenance and where one can hear tone,
inflection or rhythm. Thus a new form of communication was created in order to
enhance understanding and emotion with in the context of the Internet. Specifically,
Thai Netspeak allows for an emotional face and emotional voice through a special
language.

Language Variety A variety of language which is a system of linguistics
expression where its use is governed by situational factors. In its broadest sense, this
notion includes speech and writing, regional and class dialects, occupational genres
(such as legal and scientific language), creative linguistic expression (as in literature)
(David Crystal, 2001 : 6-7)

3.Findings

Thai netspeak features in the age of globalization during 2012-2013 recognized 6 main
types.

3.1. Spelling Variation: this variation means the language forms are modified but only
partially modified from the orginal word. (change some part, not change all)
1) General spelling variation for example (1] - CICCI0], D00 - CIOIC), CIOTDI 000D

-0ooooo, -00000, oo-000, - 000

2) Pronunciation spelling variation for example [0 =000, DO ETEE) -DJ I,
00000 -0000, - 00, - , 000-000, oo-000

3) Impact to speech spelling variation for example - , 0000 -00oo, ooo

-0000, 000 -0000g, 0oo/oo - oo/
4) Spelling variation at the last alphabet of the word/phrase for example [T -
ooodod, oogo -godd, oogd -dod

3.2. Special Typing: Variations and changes in typing in order to show emotion or
special meaning.

1) Alphabet Special Typing: There is the case where the last letter is repeated or a
special symbol is repeated such as ?(question mark) , ! (exclamation mark) and (' (Mai
ya mok in Thai language) for present the tone of the voice. For example
JoooooooooonD goooooon oodooooon Joooon or for present
the frequency and quantity for example [0 (it means to clap many times)
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OooooUooUoOOoooL (it means to be very happy) or for the meaning
emphasize for example [0 HHOOUOHOOHIOOL (to emphasize the
meaning of the word “ ) IO HOOHOLLL (to emphasize the meaning of
the word “[J[1LI0I1)

2) Space Character for present seriously tone: for example O0oood

(Lucky, my friend) (I apologize)

3.3. Use of Emoticons: The use of emoticons in order to display emotions or
countenance. Emoticons were created for solving the problem in internet
communication; the communicants can not see each other and can not hear each other
voice
3.3.1) single emoticons for example
A:0J000000O0O0OO0 O00000A
B: T T
3.3.2) Emoticons with text It is used to display the text sender’s emotions and action for
example
Joooooooooa AN HOOoOoOoooo (smile)
LooooooUULn AV (smile and show 'V sign)
Jooooooooon A (smile and show hand up)

4. Creating New Words:

1) Laughing Words: There are several newly created words which display “laugh”
meaning. There are different laughing acts and different feelings. For example:
onomatopoeia words 555 LU DO OHOHOM, The word represents the laugh
sound such as CICICIC) CJOOOO0 DOO0 OO0

2) Interjection Words: They have several feeling interjection words. For example
O000ooO! 0oooood! oooooo! ood! 0ooo! gog/ooo oodd
ooo!

3) The ending of Sentence Words: — in Affirmative sentence. For example ' /[1[11],

[l as the sentence goouododod udodouououodgg -
in question sentence For example [1[1[] ©/LICL [0 L) as the sentence
goododouoduodgo goodouououoouguouououogod
ouououodo
4) “Nod” action words: Some words are used to display a “nod” action for reply the
affirmative sentence. For example [0 [IOCL CIOCIEIDILY/ ood
0o0/0000d
Such as A J00OoooooD boooooboodoo...

B: 0.
5) other words: such as . means God. It means someone who has special talent

or is very clever about doing something. For example, in an online game the player can
raise his skill level by doing many quests. If he has a high level he will acquire a special
skill, such as can flying, driving under water or having a pet etc. Such as
JooooooyUoy (handsome same God) LU DL DL (clever same
God)

5. Using Symbols:

1) ? (question mark) Thai language does not use question mark but in Thai netspeak the
use of question mark symbol is used in the question sentences. I assume the text sender
wants to make sense so fast to text receiver. They use it for receiver can notice it is
question, not affirmative sentence. For examples
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00000000000Ooooooooooooo0ddon 0oooooooo?7?
O000000ooooooo? ooooa?

2) ! (exclamation mark) It used for attract to the text receiver. For examples
O00000ooooo.0ooo0dddddo 0odg oooooooon
O0000oooooooooooooooooidddddgogoggom

3) ... (Ellipsis mark) It used for continue meaning. It is English influences. Such as
goodododouooodn ouododod..oggd
pgoododotooodg..gouodogoduodgo , Uoouguouogot
goodod..ugoguguo.noouugoguggoood

6. English and Thai words mixed in one phrase or sentence: In Thai netspeak I found
English words that always used in speech also. For example Ok [/ IO
Fake Thanks (1101 [0 Like

From this result, we see Thai netspeak is used for solving the problem in internet
communication. The communicants can not contact by face to face, can not see each
other emotions or action, can not hear each other voices and need to type fast for robust
communication. Therefore, new generation Thai created Thai netspeak language for
enhancing communication via the internet. Emoticons are used to show the emotions
and action, the last of characters are repeated to show the tone of voice or emotion voice
and spelling 1s changed with some words for faster typing. Furthermore, they created

new words from always wrong typing. Such as . It always type wrong to
(because the alphabet 1 and | | are closed at keyboard), after that becomes to new
word in same meaning of (. The word [1[1[][] type wrongto [1[1[J[] always, after

that [1[J[1[] becomes to new word in same meaning of [ [1[1[]. The new words used
for “nod” action in affirmative sentence. Such as [1[1[] [I[J[] [1[J[] and they created
the words to show the character. Such as there are many words has sub-meaning about
cute or childhood character. For examples [0 (IO OO0 DOOOO0 DO, All
of this supports the opinion about netspeak “It is neither ‘spoken written’ nor ‘written
speech’, it is something fundamentally different from both writing and speech, it is
fourth medium” (David Crystal,2001 : 238)

Thai Netspeak Used as a Mass Medium Language

Thai netspeak is a variant from standard Thai language. Many Thai netspeak
words display funny, childhood character and intimately meaning. So Thai netspeak
used as mass medium language is primarily to satirize, to create a parody or to enhance
the visual attractiveness. For example the headline in M2F newspaper on July 10th 2013
“Ooofjoooboodoobooooogn O00ooooooo ooooooooog”
They use “[1 0O 0000000 instead
“CoooooooUDUUoUooOoEL” This headline presents the meaning to satirize
a monk, his name is “Kam”, he is wealthy from money laundering.

The headline in political news, Komchadluek online on August 8th 2013
“0000000Do0oobooooooooonN . 0obo0doboodoD” by Kan
Salika. This headline used Thai netspeak word “[1[1[1[1[][1” instead standard Thai
word “[1L L) for satirize the red shirt protesters who come to Bangkok and show
red star symbol for present they come for revolution Thai politic to complete
democracy. But Kan says red shirt protesters not do for democracy but do for a wealthy
capitalist who is the back up of them.

Thai netspeak used in the parody movie’s title for enhance the visual
attractiveness and present funny substance. For example, the movie
“OooooUoUUoUn” by Ped choenyim, which is a story about 3 men who are best
friends. Each has a wife but they flirt with other woman. Their wives follow them and
discover what they do, so there are many funny happenings in this story. The word
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“UJO UL means the happiness deal with independence or free from wife or work.
This meaning contrast to their real status, they have wife and not free. Other example
the movie®™ ] OO OO LI LI by Poj Anon 1s horror comedy movie.
Thai netspeak word “[ 11111 )” used for present the funny story of this movie.

Furthermore, Thai netspeak is used in a song’s title to enhance the visual
attractiveness as well as useful for the marketing. For example “[1[][[]”song use Thai
netspeak words “[1 0101, DO, OOV O 0, DI, OO e, R
Doooon, oooon, UoHoh” to display the singer’s childhood and intimate
character. For example, some lyrics from that song:

“J000000fjooooooo bbobobobbboo0U0 oo ggoo
ooy gouougoodo oo good
godogobuoouoouooug ougnuoouooy oogoouoo
guodoiobouooy onugougouoon googoogo
guododobuoonugogony gouonoooouoouoouoot
oo nggoougodogoogoogonoood
goodoiobuoodoodo oo ouoogoogog
Ooooooooooooooa...”

Thai netspeak in teenager love stories (novels)

Thai netspeak is used in teenager love stories. For example, the teenager love stories of
Jamsai Publishing and Z-girl publishing. I found spelling variation, emoticons use and
the last of character repeated such as the story [7’s] X-Sensation
Joooooooooooon oonoooooooooooooooon by Stampberry

goud~goodoogougoouoogoongoodon
googodoouoougogoouooooo
guogoiobuoonuoooougogoooougogoogoogoogoogoog
good..ougoggouonougodoouonugogoouoougogoouoouon

T OOoOoooooooooooooooooooggoon
goodoiobouoogoogooooot
goudo~ougoooodougoogoogoooooououooogoog
gouduodo ouoougnuoooougoogoogoouougoog
goododobouoougodonuoonuogobuoonugogoboooogg
dOoon -0-

“000000 :)”

oooooon
00000000000000000000 0000000000 > <
(000000000000, 0.0.0 : 26)

godouoouoougbooougouobuoougo
gudguoiobuoouooobougouobogoougooogoogoogoogoog
goygoiobougodoouoougodoooodo ooy ougougoogg
O0oO000Doo0oooodoD > < (Dooooooooooo, o.o.0 ¢ 35)

Another example from a teenager love story from Z-girl publishing
“CoooooooUoUn” (my love Mafia) by Noo pak boong

“0000000Do0dobobooooboooDboooooooon”
““VOO00oooo oooooooooooooooooooonn ~~~
“00boogoooooooo”
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“0.0”

0000 “><” 0000

OO00000oooopoooooooooooo oooo N

0.0
goodoiobouoonugouobugougouoboonugogobooooogn

gogouoouoouob goouoouguogoouoog
O0o00000oooooDooo ooooo!

gogouoougougouobougougbuobuoouoouoouoog

> <[JUuUgougbouoougorgobouood
guogouoouonuoougonoougog

oo ooy no ogg
000 000 00000000 (D0oDooooon, 2549 : DO0O0ooooo)

goud...oggougnugougouoouoog
googodoouoougogoouooooo
goododobouoougodonuoonuogobuoonugogoboooogg
OO0 000 (DOOOO0HHEE, 2549 2 47)

The emoticons such as > < TAT 0.0 >.< are used to display the character’s
feeling and countenance. The last of character repeating such as [
OO HOOOO 0L show the character’s emotional voice and general tone in the story.
The spelling variation is used for fun narration. The teenager love stories do not need
the beauty phrase. The writer wants to quickly describe the action so the reader can
easily understand. I believe the teenager love story authors publish their stories in web
blog first, then publish it as book. The editor did not take out the Thai netspeak words
from the story, it means they pretend to use Thai netspeak in teenager love story. The
stylistics language in teenager love story is created from the effect of Thai netspeak.

Summary and Discussion

Thai netspeak during 2012-1013 has 6 distinctive features 1) Spelling Variation
2) Special Typing 3) Using Emoticons 4) Creation of New Words 5) Using Symbols 6)
English and Thai word Mixed in one phrase or one sentence. It accords the research
hypothesis. The new finding in this research is Thai netspeak is new register of Thai
language, it is the effect from internet communication. Thai netspeak is neither spoken
written nor written speech, but it is something fundamentally different from both
writing and speech, it is fourth medium. Thai netspeak is used as the mass medium
language in headline, movie’s title and song’s title to display the parody meaning and
enhance the visual attractiveness. Thai netspeak used in teenager love stories such as
spelling variation (for fun substance), use of Emoticons (for present character’s
emotions and countenance) and the last of character repeating (for show the character’s
voice and the general tone in the happenings in the story). The language stylistics in
teenager love stories created from the effect of Thai netspeak.
This research uses linguistics method to study. The concept “The nature of language”
and “Language variety” are useful and help us understand Thai netspeak as a new
medium for communication of human in globalization. Moreover, Thai netspeak was
created as a result of the communication problem with the internet. Namely, the
communicants can not see each other and can not hear each other. Thai
netspeak signify the human intelligent, we can create new communication technology,
while we can create the language for use in that communication also.
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TURKIYE’DE ORGAN BAGISI ORANLARININ DUSUK OLMA
SEBEPLERI VE COZUM ONERILERI: BIR SAHA CALISMASI

BILGEN BASAL
bilgenbasal@beykent.edu.tr

1.GIRIS

Bir insanin organlarinin bir kismin1 veya tamamini kisi yasarken ya da heniiz saglikli iken beyin
Olimiiniin ardindan bagka insanlarda yararlanilmasi lizerine bagislanmasi olarak tanimlanan organ bagisi
oranlar1 diger Avrupa iilkeleri ile kiyaslandiginda Tiirkiye’de ¢ok yetersiz kalmaktadir. “Organ Nakli ve
Tiirkiye Gergegi“ Raporu’na gore 2011 yilinda 20.000 kisi organ nakli i¢in sira beklerken sadece 320
organ bagis1 gergeklesmis ve bagiglanmayan organmn yillik maliyeti de 3 milyar dolar olarak
hesaplanmistir (ISMMMO 2012). Diinyada bagislarin biiyiik kisminin kadavradan elde edilirken,
Tiirkiye'de canli vericiden saglanan organlarla gerceklestirilen nakillerin, kadavradan saglanan
organlardan gergeklestirilen nakillerden ¢ok daha fazla olmasinin en 6nemli nedeni beyin Olimil
kavraminin dogru bilinmemesidir (Kizilhan 2103). Organ nakli sadece saglik¢ilari ilgilendirirken organ
bagis1 toplumun biitiin katmanlarimi ilgilendirdiginden devletin ilgili saglik kurumlarinin yaninda, sivil
toplum orgiitleri, belediyeler, adliye, silahli kuvvetler, hava yollari, medya ve hatta tek tek biitiin fertler
organ bagis1 kavramu ile i¢ i¢ce olmak zorundadirlar (Tokat 2013).

Ukemizdeki organ bagisi konusundaki genel diisiincenin ve bagis orammnin diisiik olmasinin
sebeplerinin ne oldugunu, organ bagisi konusunda bilinglendirme kampanyalarina ihtiya¢ olup
olmadigini, organ bagist konusundaki bilinglendirme kampanyalarinin ne kadar etkili oldugunu, organ
bagislama kararmin alinmasini etkileyen faktorlerin neler oldugunu ortaya c¢ikarmak amaciyla 2013
yilinda Istanbul’da 420 kisi ile yiiz yiize bir anket calismas1 yapilmustir.

Bu ¢aligmanin ilk kisiminda literatiir taramasi ile konu hakkinda genel bilgiler ve istatistikler,
organ bagisi konusunda karsilagilan sorunlar ve organ bagisim1 6zendirme g¢alismalari arastirilmastir.
Ikinci kisimda ise arastirmanin &rneklemi ve metodolojisi anlatilarak arastirma bulgulari ortaya konularak
¢Ozilim Onerileri tiretilmigtir.

2.LITERATUR TARAMASI

2.1 Tamim ve Genel istatistikler

Bir insanin organlarinin bir kismin1 veya tamamini kisi yasarken ya da heniiz saglikli iken beyin
Olimiiniin ardindan bagka insanlarda yararlanilmasi tizerine bagislanmasina organ bagis1 denmektedir. On
sekiz yasin1 doldurmus ve dogru ile yanlig1 ayirabilme yetenegine sahip herkes, basta kalp olmak {izere,
akciger, bobrek, karaciger gibi organlari, kalp kapagi, géz kornea tabakasi ve kemik iligi gibi dokular1
bagislayabilmekte, ve bunlar giiniimiiz tip teknolojisinde nakledilebilmektedir. Bir kisi organlarini
bagislayarak en az alt1 kisiye yasama sansi verebilir. Ancak iilkemizde 6liiden organ bagis: bilinci tam
olarak yerlesmedigi i¢in bu bagis oranimin diisiikliigii en O6nemli saglik sorunlarindan biri olmayi
siirdiirmektedir (Siiren 2007).

Organ bagisi bir milyon niifiisa diisen kadavra yani beyin o6limii gerceklesmis dondrle
degerlendirilmektedir. 2001 yilinda gelismis iilkelerde kadavra dondrden bagis orani her birmilyon
niifusta 20-30 iken, Tiirkiye’de 0,9, Ispanya’da 33,6, Belgika’da 25,2, Kanada’da 14,1, Fransa’da 16,2 ve
Yunanistan’da 4,5°di (Ozdag, 2001). 2013 yilina gelindiginde iilkemizde bu oran bir milyon niifusta 2.4
olarak artmasina ragmen Bati iilkelerine gore c¢ok yetersizdir. Beyin Olimii gerceklesen hastalarin
ailelerinden sadece yiizde 20'si organ bagisinda bulunmaktadir (Seymen 2013). Ulkemizde nakillerin
cogu canl1 dondrlerden, 6zellikle yakin akrabalardan alinan organlarla gergeklesmektedir. Ornegin bobrek
nakillerinin %851 canli dondrden, %15°i kadavradan alinan bdbrekle yapilirken, bu oran geligsmis bati
iilkelerinde tam tersidir (Yeter, Demirtas, 2009) Saglik Bakanlig1 verilerine gore, 2012 yilinda bobrek,
karaciger, kalp, akciger dahil toplam 3 bin 965 organ nakli gerceklestirilmistir.

Tirkiye'de nakillerin yiizde 75'i canli vericilerden yapilirken Avrupa'da yiizde 75'i kadavradan
almarak yapilmaktadir. 2013 yilinda beyin dliimii gergeklesen bin 705 hastadan sadece 379'unun ailesi
organ bagisini kabul etmistir. Yiizde 22'ye karsilik gelen bu rakam Avrupa iilkelerinde yiizde 80'ler
seviyesindedir. Tiirkiye’de 60.000’den fazla insan organ nakline ihtiya¢ duyuyor. Bu rakama her yil
yiizlerce kisi daha ekleniyor. Ancak canlidan nakillerle birlikte bir y1l icerisinde organ nakli bekleyenlerin
sadece %5- 10’una nakil yapilabiliyor. Iste Organ Nakillerini Destekleme Dernegi(ORDES) bu soruna
yardimci olabilmek i¢in kuruldu (Ordes 2014).
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2.2 Organ Bagisinda Karsilasilan Sorunlar

Organ Bagis Koordinatorii Sezer Uguz’a gore asil sorun organ bagisi formunu dolduran kisinin
ailelerinden kaynaklanmaktadir. Organlarimi daha once bagigliyan sahsin beyin oliimii gerceklestigi
zaman ailesi organlarinin bagiglamasini red edebilmektedir. Oysa Avrupa Birligi Yasalar1 geregi
organlarin bagislamis bir vatandagin ailesinin bdyle bir durumda olumsuz bir cevap verme hakki yoktur.
Ulkemizde ise bu yasa farkli calismakta ve hastanin yakini yoksa onu hastaneye getiren tanimadig1 bir
kisinin bile hastanin organlarini bagislamama gibi bir yetkisi dogmaktadir.

Diinyada bagislarin biiylik kisminin kadavradan elde edilirken, Tiirkiye'de canli
vericiden saglanan organlarla gergeklestirilen nakillerin, kadavradan saglanan
organlardan gerceklestirilen nakillerden ¢ok daha fazla olmasinin en onemli nedeni
beyin oOlimii kavraminin dogru bilinmemesidir (Kizilhan 2103). Organ bagisi
konusunda toplumda gelisen olumsuz alginin degistirilmesi ise saglik sistemi tarafindan
kurumlara terkedilmisdir. Dernekler ve saghik kuruluslar tarafindan cesitli egitim
faaliyetleri diizenlenerek toplumda organ bagisina dair pozitif bir algt gelistirilmesi
beklenmektedir. Yeterli organ nakli yapilamamasi nedeniyle, tedavi masraflari, makine
ithalatlar1, sarf malzemeleri, beslenme ve ila¢ maliyeti, ¢calisma yasaminda olamama
yoluyla olusan yillik ulusal kayip ise yaklasik 3 milyar dolardir (ISMMMO 2012).
Ayrica organ beklerken yasanan oliimler ise baska bir sorunu beraberinde getirmektedir.
Bir¢ok hasta uygun organ bulunamadigi icin hayatin1 kaybederken bir ¢ogu da organ
mafyasinin agina diigmektedir.

2.3 Organ Bagisim Ozendirme Cahsmalar

Her yil 3-9 Kasim arast Saglik Bakanliginin da isbirligiyle Organ Bagisi Haftasi olarak
kutlanmakta ‘Hayata Hayat Ver’ gibi sloganlarla toplumda farkindalik yaratilmaya ¢alisilmaktadir. Organ
nakli sadece saglikeilar ilgilendirirken organ bagisi toplumun biitiin katmanlarini ilgilendirdiginden
devletin ilgili saglik kurumlarinin yaninda, sivil toplum orgiitleri, belediyeler, adliye, silahli kuvvetler,
hava yollari, medya ve hatta tek tek biitliin fertler organ bagis1 kavrami ile i¢ ige olmak zorundadirlar
(Tokat 2013). Bu kapsamda halki bilinglendirmek ve tiim kesimin bilgisini artirmak i¢in paneller
yapilmakta, alisveris merkezlerinde standlar agilmakta ve sehirlerin ¢esitli yerlerine afisler asilmaktadir
(Akkaya 2007).

Hastaneler ve Universiteler organ bagisina dikkat cekmek ve organ bagist konusunda
toplumsal biling olusturmak amaciyla farkh ¢alismalar yiiriitmektedir. Ornegin, Ankara
Universitesi’nin “Hayat Bagislamak Elinizde” sloganiyla baslattigi farkindalik kampanyasi, Memorial
Saghk Grubu’nun baslattigi “Organ Bagist Icin Ele Ele Verelim, Hayat Kurtaralim” sosyal sorumluluk
projesi, organ bagigsi yetersizligi nedeniyle pek ¢ok insanin organ beklerken hayatini kaybetmesini
o6nlemeyi amaglaktadir (Memorial 2006) Ayni amaglar dogrultusunda Organ Nakillerini Destekleme
Dernegi (ORDES), Akdeniz Universitesinin énciiliigiinde 2005 yilinda kurulan Organ Nakil
Koordinatérleri Dernegi (ONKOD) gerek bilim adamlarinin bu konuda egitimi ve gerekse toplumsal
farkindalik yaratmak adina cegitli etkinliklerde bulunmaktadir (ONKOD). TURK Bébrek Vakfi da bu
konuda kampanyalar diizenlemektedir. Ornegin 2012 yilinda, binlerce hastayr saghklarina
kavusturabilmek icin “Beni Bagislayin!” adli bir sosyal sorumluluk projesi baslatmis ve iinlii
oyuncularin katkilariyla ulussal ¢apta bir erisim saglanmistir.

3.METODOLOJi VE ORNEKLEM

Aragtirma, Olasilikli Olmayan Kota Orneklemesi Y&ntemi kullanilarak 2013 yili Nisan ve Mayis
aylarinda Istanbul’da yiiriitiilmiistiir. 420 kisi ile yiiz yiize anket yontemiyle yapilan ¢alismaya cinsiyet ve
egitim kotas1 konmustur. Deneklerin dagilimi %50 kadin, %50 erkek ve %40 ilk-orta-lise egitimi almis,
%060 iiniversite ve lizeri egitimi almakta ve almig olan kisilere gore yapilmistir.

Anket uygulanan kisiler 18-85 yas araliinda olup, aritmetik yas ortalamasi 34 ve standart
sapmas1 14,7°dir. Deneklerin %63’ 20-35 yas araligindadir; 20-25 yas araliginda %39 ve 26-35 yas
araliginda %24 oraninda kisi bulunmaktadir. Ayrica deneklerin %62’si 3-4 kisilik bir ailede yagimaktadir.
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4.BULGULAR - ARASTIRMA SORULARI (AS)

AS1. Organ Bagislayanlarin ve Bagislamayi Diisiinenlerin Orani Nedir?
Tablo 1°gére, arastirmaya katilanlarin %40’1 organlarin1 bagiglamay1 diisiiniirken, %27,9°1 ileride
bagislamay1 diisiinebileceklerini sdylemislerdir. Bu konudaki kararsiz kisilerin sayist da goz Oniine
alminca toplamda organ bagisina Ozendirilebilecek %85,5 oraninda bir potansiyel kitleye sahibiz
demektir. Oysa bu olumlu goriise karsin sadece %4,3 oraninda bagis gerceklestigini gérmekteyiz.

Tablo 1 Organlarinizi bagislamayi diisiiniir miiniiz?

Kisi sayisi Yiizde Oram
Evet, bagislamay: diisiiniiriim. 168 40
Ileride diisiinebilirim. 117 27,9
Kararsizim 74 17,6
Hayir, bagislamay diistiinmem. 43 10,2
Zaten organlarimi bagisladim. 18 4,3
Toplam 420 100

AS2. Organ Bagislamanin Onemi Konusundaki Genel Diisiince Nedir?
Tablo 2’de goriildiigii gibi aragtirma, toplumdaki genel diisiincenin organ bagisinin insan hayatini
kurtarabilecegi yoniinde oldugunu ortaya koymaktadir.

Tablo 2 Organ Bagislama hakkinda ne diisiiniiyorsunuz?

Kisi sayist Yiizde Orani
Insanlarin hayatini kurtarabilecegini diisiinityorum. 309 73,6
Bazi durumlarda gerekli oldugunu diisiiniiyorum. 93 22,2
Organ bagisinin gereksiz oldugunu diisiiniiyorum. 11 2,6
Diger 7 1,6
Toplam 420 100

Asagidaki tabloya gore, organ bagislamanin bir insanin diger insana yapacagi en biiyiik yardim olduguna
inananlarin orant ‘katiliyorum’ ve ‘kesinlikle katiliyorum’ cevaplar toplandiginda %76 gibi oldukca
yiiksek bir orandadir.

Tablo 3 Organ bagislamak bir insanin diger insana yapacag en biiyiik yardimdir.

Kisi sayis1 Yiizde Orant
Kesinlikle Katilmiyorum 11 2,6
Katilmiyorum 19 4,5
Ne Katiliyor Ne Katilmiyorum 71 16,9
Katiliyorum 167 39,8
Kesinlikle Katiliyorum 152 36,2
Toplam 420 100

Tablo 4, bir yakinin kaybedildiginde organlarini bagislama konusuna %59,5 oraninda olumlu bakildigina
ve %32,4 oraninda kararsiz kalindigina isaret etmektedir. Ayrica Tablo 5°te goriildiigii gibi ankete
katilanlarin %82,6’s1 bagiglamak istemedikleri bir organinin olmadigini sdylemislerdir.

Tablo 4 Bir yakiminizi kaybettiginizde organlarimni bagislama konusuna yaklasiminizin nasil olacagini 6grenebilir miyim?

Kisi sayisi Yiizde Oram

Organlarinin bagislanmasina olumlu bakarim. 250 59,5
Organlarinin bagislanmasina olumsuz bakarim. 34 8,1
Kararsizim 136 32,4
Toplam 420 100
Tablo 5 Bagislamak istemediginiz bir organimiz var mi?

Kisi sayist Yiizde Orant
Evet var. 72 17.4
Hayir yok. 342 82,6
Toplam 414 100

AS3. Tiirkiye’de Organ Bagislama Oranlarinin Diisiik Olmasinin Sebepleri Nelerdir?
Tablo 6’da goriildiigii gibi, organ bagislama fikrine olumsuz bakilmasinda ilk siray1 zamani gelmeden
yapilacak olan doktor miidahalesi almakta, korku ve organ bagis1 konusunda yeterli bilgiye sahip
olunmama bu diisiinceyi takip etmektedir. Dini sebepler ise en son sirada yer almaktadir.

Tablo 6 Organ Bagislama fikrine olumsuz bakiyorsaniz sebebini 6grenebilir miyim?

Kisi sayisi Yiizde Orani
Zamani gelmeden yapilacak doktor miidahalesi 72 17,1
Korku 58 13,8
Konuyla ilgili yeterince bilgi sahibi olmadigim igin 56 13,3
Dini sebepler 33 7.9
Diger 18 4,3
Yanitsiz 183 43,6
Toplam 420 100

Tablo 7 ve Tablo 8’deki veriler organ bagiginin diisiik olmasindaki en 6nemli sebeplerin bu konudaki
egitimsizlik ve buna bagli olarak korku oldugunu desteklemektedir.

Tablo 7 Ulkemizdeki organ bagis oranlarmin diisiik olmasinin en 6nemli sebeplerinden biri egitimsizliktir.

Kisi sayis1 Yiizde Orani
Kesinlikle Katilmiyorum 9 2,1
Katilmiyorum 36 8,6
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Ne Katiliyor Ne Katilmiyorum 96 22,9
Katiliyorum 159 37,9
Kesinlikle Katiliyorum 120 28,5
Toplam 420 100
Tablo 8 Ulkemizdeki organ bagis oranlarinin diisiik olmasinin en énemli sebeplerinden biri korkudur.
Kisi sayis1 Yiizde Orant

Kesinlikle Katilmiyorum 15 3,6
Katilmiyorum 45 10,7
Ne Katiliyor Ne Katilmiyorum 111 26,5
Katiliyorum 175 41,7
Kesinlikle Katiliyorum 74 17,5
Toplam 420 100

AS4. Organ Bagis1 Konusunda Bilinclendirme Kampanyalarina ihtiyag: Var M1?

Tablo 9’a gore arastirmaya katilanlarin sadece %25°1 son zamanlarda organ bagisi ile ilgili bir kamu spotu
veya bilinglendirme kampanyasimni gordiigiinii hatirlamaktadir. Tablo 10 ise %78,8 (‘katiltyorum’ ve
‘kesinlikle katiliyorum’ cevaplar1 toplami) oraninda denegin organ bagisi ile ilgili bilinglendirme
kampanyalarina ihtiya¢ duyuldugunu ortaya koymaktadir.

Tablo 9 Son zamanlarda organ bagist ile ilgili hatirladiginmiz bir kamu spotu ya da bilinglendirme kampanyasi var mi?

Kisi sayisi Yiizde Oram
Evet var. 104 24,8
Hay1r yok. 307 73,1
Cevapsiz 9 2,1
Toplam 420 100
Tablo 10 Ulkemizde organ basig igin bilinglendirme kampanyalarina ihtiyag var.

Kisi sayisi Yiizde Orani

Kesinlikle Katilmiyorum S 1,2
Katilmiyorum 23 5,5
Ne Katiliyor Ne Katilmiyorum 61 14,5
Katiliyorum 180 42,9
Kesinlikle Katiliyorum 151 35.9
Toplam 420 100

ASS. Organ Bagis1 Konusundaki Bilin¢glendirme Kampanyalar1 Ne Kadar Etkilidir?
Tablo 11°de deneklerin %62,4’tiniin (‘katiliyorum’ ve ‘kesinlikle katilryorum’ cevaplar1 toplami) organ
bagis1 konusunda gordiikleri kamu spotlarindan etkilendikleri goriilmektedir. Tablo 12’deki veriler ise
deneklerin %62,9’unun (‘katiliyorum’ ve ‘kesinlikle katiliyorum’ cevaplari toplami) organ bagisi
konusundaki sosyal amacli kampanyalardan etkilendiklerini gostermektedir. Tablo 13’de, %61,7
(‘katiliyorum’ ve ‘kesinlikle katiliyorum’ cevaplar1 toplami) oraninda organ bagisi konusunda goriilen
ilan ve afislerden etkilenildigi goriilmektedir. Ayrica son bir sene iginde organ bagis1 konusundaki

haberlerin goriilme sikliginin en yiiksek frekansa sahip olan 2 olmasi da diger bir arastirma bulgusudur.

Tablo 11 Organ bagis1 konusunda gordiigiim kamu spotlari beni etkiler.

Kisi sayis1 Yiizde Orant
Kesinlikle Katilmiyorum 15 3,6
Katilmiyorum 59 14
Ne Katiliyor Ne Katilmiyorum 84 20
Katiliyorum 201 47,9
Kesinlikle Katiliyorum 61 14,5
Toplam 420 100
Tablo 12. Organ bagisi konusundaki sosyal amagli kampanyalar beni etkiler.

Kisi sayis1 Yiizde Orant
Kesinlikle Katilmiyorum 13 3.1
Katilmiyorum 41 9.8
Ne Katiliyor Ne Katilmiyorum 102 24,3
Katiliyorum 201 47,9
Kesinlikle Katiliyorum 63 15
Toplam 420 100
Tablo 13 Organ bagis1 konusunda gordiigiim ilan ve afisler beni etkiler.

Kisi sayis1 Yiizde Orant
Kesinlikle Katilmiyorum 14 3,3
Katilmiyorum 57 13,6
Ne Katiliyor Ne Katilmiyorum 90 214
Katiliyorum 186 443
Kesinlikle Katiliyorum 73 17,4
Toplam 420 100

AS6. Organ Bagislama Kararimin Alinmasini Etkileyen Faktorler Nelerdir?

Tablo 14’deki verilere gore organ bagislama kararin1 vermede en ¢ok gazete haberlerinden etkilenilirken,
sirastyla televizyon haberleri, sosyal amag¢h kampanyalar, organ nakline ihtiyaci olan kisiler, arkadaglar
ve sinema filmleri de diger etkenler olmustur. Bu soru 238 kisi (%56,7) tarafindan cevapsiz kalmistir.
Organ bagisinin ilk defa duyulmasinda ilk sirada yer alan en etkili arag ise televizyon haberleri olmustur.
Bakiniz Tablo 15. Ayrica arastirma sonuglarma gore egitim ve organ bagisi arasinda bir korrelasyon
bulunmamaktadir.
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Tablo 14 Organlarinizi bagislama karar1 vermenize neyin ya da kimin etkili olabilecegini 6grenebilir miyim? (Hepsi degilse ilk ikisini belirtiniz.)

Kisi sayis1 Yiizde Orani
Gazete Haberlerinden 61 33,5
Televizyon Haberlerinden 35 19,2
Sosyal Amagh Bilinglendirme Kampanyalarindan 28 154
Cevremde Organ Nakline ihtiyaci Olan Birisinden 17 9.3
Arkadagslarim 2 1,1
Sinema Filmlerinden 2 11
Diger 9 49
Hepsinden 28 15,4
Toplam 182 100
Tablo 15 Organ Bagisi’ni ilk defa nereden duydunuz? (Hepsi degilse ilk ikisini belirtiniz.)
Kisi sayis1 Yiizde Orant

Televizyon Haberlerinden 140 33,3
Gazete Haberlerinden 120 28,6
Sosyal Amagh Bilinglendirme Kampanyalarindan 37 8,8
Sinema Filmlerinden 14 3,3
Afis, ilan, Brosiir Gibi Araglardan 11 2,6
Cevremde Organ Nakline ihtiyaci Olan Birisinden 22 52
Diger 6 1,5
Hepsinden 70 16,7
Toplam 420 100

5.COZUM ONERILERIi

Diinyada bagislarin biiyiik kisminin kadavradan elde edilirken, Tiirkiye'de canli vericiden
saglanmasinin en 6nemli nedeni beyin 6liimii kavraminin dogru bilinmemesidir. beyin 6limi kavraminin
hem saglik¢ilara hem de vatandaslara daha iyi anlatilmasi gerekir. Organ bagisi konusunda, toplumsal
farkindaligi artirmak icin yanlis algilamalar ve oOnyargilarin diizeltilmesine yonelik ulusal capl
kampanyalar yiiriitiilmelidir. Oliiden, yani kadavradan organ temininde diinyada model iilke olan
Ispanya'da bagis orammin 2011 yili icin yiizde 85 oldugunu ve ailelerin sadece yilizde 15'nin &len
yakinlariin organlarini bagislamadiklarini géz oniine alirsak bu iilkede yapilanlar1 dikkatlice incelemek
gereklidir (Kizilhan 2013).

Bunun i¢in hastanelerin yogun bakim iinitelerinde meydana gelen beyin 6liimlerinin zamaninda
tespit edilmesi 6nemlidir. Ispanya modelinde 6zel egitimli organ nakil koordinatdrleri beyin &liimii
gergeklesen kisinin akrabalariyla, hastane diginda 6zel bir odada saatler harcayarak organ bagisina ikna
edici konugmalar yapmaktadirlar. Ailelere, dlen yakinlari yasasayd: onlarin nasil davranmasi gerektigini
isterdi sorusu sorulmaktadir. 1980°lerde goriisiilen bu ailelerin organ bagislamay1 red etme orani yiizde 40
iken giiniimiizde bu oran yiizde 15’lere diigmiistiir. Ulusal Nakil Organizasyonu, bu orani yiizde 10’a
diisiirmeyi amaglamaktadir (Silva 2010).

Ulkemizde kisi hayattayken organlarini bagislamis olsa bile beyin oliimii
gergeklestiginde birinci derecedeki yakinlarinin onay1 olmadan bagis yapilamiyor. Bu
ylzden aile i¢i iletisimlerde organ bagisinin konusulmasi bu konuda aile fertlerinin
bilinglenmesi gerekmektedir (Hiirriyet 2013) Nakil merkezlerinin ¢ogaltilmasi, yogun
bakim uzmanlarinin organ nakli konusunda egitilmesi, beyin 6liimii tespitinin zorunlu
olarak uygulanmasi, nakil Odeneklerinin artirilmasi gibi gelismelerin organ nakli
sisteminin uygulama alanina katkisini kabul etmek gerekir. Organ bagis1 olgusunun
medyada olumlu goriiniirliigliniin artirilmasinin algiyr da olumlu yonde etkileyecektir
(Cenkoglu, 2102). Doktor Ata Bozoklar’a gore organ bagisini en ¢ok geliri 500 dolarin
altinda olan kisilerin yapmaktadir ve sanilanin aksine entellektiieller arasinda bagis
diisiik oranlarda seyretmektedir. Bu konudaki egitimsizlik, bunun sonucu olarak korku
ve bazen de insanlarin dini nedenler ileri siirmesi bagislarin azligina sebep olmaktadir.
Dolayisiyla organ bagisinin artmasinin, insanlardaki farkli algilamalarin ve yanlis
bilgilenmenin ortadan kalkmasina bagli oldugu ortadadir. Devletin bu konudaki
caligmalarina, kamu ¢alisanlari, doktorlar, 6gretmenler ve din adamlar gibi cesitli
kesimlerin de destek olmasi sarttir.
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6.SONUC

Aragtirma sonuglaria gore organ bagigina 6zendirilebilecek yiizde 85,5 oraninda bir potansiyel
kitleye sahip oldugumuz ve arastirmaya katilanlarin yiizde 82,6’s1 bagislamak istemedikleri bir organinin
olmadigim1 soyledigi halde sadece yilizde 4,3 oraninda bagis gerceklestigini géormekteyiz. Arastirma,
toplumdaki genel diisiincenin organ bagisinin insan hayatini kurtarabilecegi yoniinde oldugunu ortaya
koyarken, yiizde 76 oranindaki kisi organ bagislamanin bir insanin diger insana yapacagi en biiyik
yardim olduguna inanmaktadir. Arastirmaya gore, organ bagislama fikrine olumsuz bakilmasinda ilk
siray1t zamant gelmeden yapilacak olan doktor miidahalesi almakta, korku ve organ bagisi konusunda
yeterli bilgiye sahip olunmama bu diigiinceyi takip etmektedir. Dini sebepler ise en son sirada yer
almaktadir. Arastirma verileri organ bagisinin diisiik olmasindaki en 6nemli sebeplerin bu konudaki
egitimsizlik ve buna bagl olarak korku oldugunu desteklemektedir. Arastirmaya katilanlarin sadece
ylizde 25’1 son zamanlarda organ bagisi ile ilgili bir kamu spotu veya bilinglendirme kampanyasini
gordiiglinii hatirlamaktadir, ayrica yiizde 78,8 oraninda kisi organ bagis1 ile ilgili bilinglendirme
kampanyalarina ihtiya¢ duyulduguna inandigini belirtmistir. Katilimcilarin yiizde 62,4’ organ bagisi
konusunda gordiikleri kamu spotlarindan, yiizde 62,9’u organ bagist konusundaki sosyal amagh
kampanyalardan ve yiizde 61,71 organ bagis1 konusunda goriilen ilan ve afislerden etkilendiklerini
sOylemislerdir. Ayrica son bir sene iginde organ bagisi konusundaki haberlerin goriilme siklignin en
yiiksek frekans olan 2 olmasi da bu konuda ne kadar diisiik bir erisim orani bulundugunu goéstermektedir.
Aragtirma verilerine gore organ bagislama kararin1 vermede en ¢ok gazete haberlerinden etkilenilirken,
sirasiyla televizyon haberleri, sosyal amag¢hi kampanyalar, organ nakline ihtiyaci olan kisiler, arkadaslar
ve sinema filmleri de diger etkenler olmustur. Organ bagisinin ilk defa duyulmasinda ilk sirada yer alan
en etkili arag ise televizyon haberleri olmugtur. Ayrica egitim ve organ bagisi arasinda bir korrelasyon
bulunmamaktadir.

Aragtirma katilimeilariin belirttikleri gibi bagis¢iya, diger bir deyisle gercek ya da potansiyel
bagise1 olarak bu katilimcilarin kendilerine ulasmanin en etkin yolu medya. Bu konuda ulusal ¢apl
toplumun bilinglendirilmesine yonelik halkla iliskiler ¢alismalar1 yapilmas: gerekmektedir. Organ bagist
rakamlarindaki dikkat ¢eken artigin tetikleyicilerinden biri olarak sistemin medyada sik¢a islenerek
gorliniir hale getirilmesi gerekliligi ve organ bagisi olgusunun olumlu goriiniirliigiiniin artirilmasinin
algityr da olumlu yonde etkileyecegi agik¢a goriilmektedir (Cenkoglu, 2102). Organ nakli sadece
saglikcilart ilgilendirirken organ bagisi toplumun biitiin katmanlarini ilgilendirdiginden devletin ilgili
saglik kurumlarinin yaninda, sivil toplum orgiitleri, belediyeler, adliye, silahli kuvvetler, hava yollari,
medya ve hatta tek tek biitiin fertler organ bagis1 kavrami ile i¢ ice olmak zorundadirlar (Tokat 2013).
Aile i¢i iletigimlerde organ bagisinin konusulmasi bu konuda aile fertlerinin bilinglenmesi dikkat edilmesi
gereken diger onemli bir konudur (Hiirriyet 2013). Nakil merkezlerinin ¢ogaltilmasi, yogun bakim
uzmanlarinin organ nakli konusunda egitilmesi, beyin 6liimii tespitinin zorunlu olarak uygulanmasi, nakil
Odeneklerinin artirilmast gibi gelismelerin organ nakli sisteminin uygulama alanina katkisini da kabul
etmek gerekir. Ayrica, Ispanya modelinde oldugu gibi 6zel egitimli organ nakil koordinatorleri sisteminin
kurulmasi beyin oOlimi gerceklesen kisinin yakinlarmin organ bagisini red etme oranini tersine
¢evirecektir.
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ULUS OTESI TELEVIZYON KANALLARININ GOCMENLERIN
KIMLIK INSASINDA ETKIiSI
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ABSTRACT

Identity is a social construction that is shaped with usage of historical, cultural and linguistic resources
and the process of becoming rather than being. Media and identity are juxtaposed since the media is one
of the construction elements of identity. Television is an important medium since it is a very crucial
regulator for daily lives of people and its impact is even more important for migrants since television is
also a kind of bridge between their homelands and where they are living in. The role of media in this zone
is through its discursive effect, which contributes intensively in constructing identities.

Although the transnational media is seen as the major bridge between migrants and their homeland, it
leads to migrants feel as the “others” of Turkey.

Based on this, this paper aims to discuss transnational media consumption with respect to the identity
formation of the Turkish immigrants by utilizing the studies in literature about Turkish immigrants.

Key words: Identity construction, transnational media, television, and Turkish immigrants.

1.GIRIS

Kimlik, varolusu tamamlanmis bir yapinin aksine, toplumsal siire¢ igerisinde tarihsel, kiiltiirel ve
dilbilimsel kaynaklarin kullanimiyla insa edilen gercekligin aktarildigi bir olusumdur. Sosyal tecriibeler,
tarihsel biling, ve dil (retorik, sdylem) ile formlanan zihin biitiinliigliniin gelisim siirecinde, medya, bu
bilgi ve biling akisini saglayan kanallardan biridir. Bu baglamda, kimlik ve medya arasindaki iligki,
kimlik formunda medyanin tistlendigi rol sayesinde dolayli degil, direkttir. Hall (1992) medyanin kimlik
ingasindaki “kurucu roli”niin altin1 ¢izerken, Vertovec (2010) medyanin, kimligi olusturan etmenlerden
biri olduguna dikkat ¢ekerek medya ve kimligin birbirinin ardili oldugunu vurgular. Bu calisma,
gdecmenlerin medya tiikketiminin, onlarin kimlik insalarinda temel bir belirleyici oldugunu ortaya koymay1
hedeflemektedir. Bunun ic¢in, medya ve kimlik iliskisinin temel alindig1 bu calismada, Tirkiyeli
goecmenlerin kimliklerine, aidiyet hislerine ulus &tesi yayin yapan Tiirk medyasiin etkisi, literatiir
karsilastirmasi yapilarak incelenecektir. Teorik olarak, televizyon medyasmin kimlik ingsa siirecindeki
roliiniin irdelenmesinin ardindan, durumun giincel hayata nasil yansidigini goérebilmek icin ulus otesi
medya kanallarin tiiketen, Avustralya’da ve Hollanda’da yasayan Tiirkiyeli gd¢gmenler iizerinde yapilmis
iki ¢alismanin karsilastirilmasi yapilacaktir.

Kimligin tarihsel, kiiltiirel ve dilbilimsel kaynaklarin kullanimiyla sekillenen sosyal bir insa oldugunu
vurgulayan Hall (1996, s.4), bunu “olma halinin” tamamlanmis bir siirecin sonunda elde edilen bir olgu
olarak degil, devam eden bir siire¢ i¢inde degisime, doniiseme acik dinamik bir yapilanma olarak
degerlendirir. Bu baglamda, insa siirecindeki kaynaklarin dis etmenler oldugu ger¢eginden yola ¢ikarsak,
kimlik, “nereden geldik”, “kimiz” sorularmin cevabinin aksine, “neye doniisiiyoruz”, “nasil temsil
ediliyoruz” un cevabidir.

Medya; dili, hakim oldugu diskuru, retorigi itibariyle, giindelik pratige paralel ilerleyen zihinsel inga
stirecinde rol oynayan dnemli araglardan biridir. Baska bir deyisle, giinliik hayatta en yogun tiiketilen
mecra olarak medya, sadece yansitict olmak gibi bir yan roldense, kimlik yapilanmasinda dogrudan bir
etkiye sahiptir (Hall, 1992). Buradan hareketle, gogmenlerin medya tiiketiminin sonuglari, anavatanlariyla
neredeyse baglanti kurabildikleri tek yolun medya olmasi sebebiyle, yurti¢indeki yurttasin ortalama
medya tiiketiminden daha kayda deger bir noktada olabilir. Oyle ki, gd¢menlerin, anavatanlarina dair
hafiza bosluklarini doldurma, ve anavatana dair 6zlem ve arzularimi dindirme konusunda ulus dtesi yayin
organlarinin islevi yapilan ¢aligmalarla da ortaya konuluyor. Hall de, (aktaran Shi, 2005), anavatana dair
parcalanmis zihin bosluklarinin doldurulmasi, ve bu noktada bir kimlik insas1 konusunda medyanin bu
konuda birincil ara¢ oldugunun altini ¢iziyor.

Kimligin doniisimii ve ¢esitliligi i¢in gereken “imgesel uyum™un (Hall, 1990), medyada paylasilan
imgeler ve kiiltiirel dokular vasitasiyla saglandigi noktada, ulus 6tesi medya, anavatanlarindan yillarca
ayri olan gogmenlere bolgesel bir oryantasyon sagliyor (Sakr, 2008). Viswanath ve Arora da, gogmenlerin

180



International Trends and Issues in Communication & Media Conference 2014

etnisitelerini siirdiirme konusunda medyanm hayati bir énemi oldugunu vurguluyor (aktaran Oztiirk ve
Sevim, 2009).

Konuyla ilgili caligmalarda, dergi ya da gazete okurlar1 degil de, daha ¢ok televizyon kanali izleyicileri
iizerine yogunlasilmasi da elbette tesadiif degil. Medya, giinliik hayatin tam merkezine sizarak, giiniin
nerdeyse her aninda, farkli mecralarla mesaj bombardimanina maruz birakirken, en direkt etki
televizyondan saglaniyor. Televizyonun bu iglevi iizerinde duran Silverstone (1993), ortak degerlerden,
ritiiellerden, rutinden, mitlerden, geleneklerden bagimsiz bir giinlik hayatin miimkiin olmayacagini, ve
bireyin farkinda olarak ya olmaksizin tim bu degerler biitiiniin bir pargasi olabildigi siirece bir cemaate,
topluluga, gruba ait kalabilecegine dikkat g¢ekiyor. Tiim bu inang-ritiiel diizenegi, giinlilk hayati
diizenleyen, devaminin saglayan, bireyi sosyal bir ¢evreye eklemleyen, toplumu kaostan koruyarak
ehlilestirici bir isleve sahip. Iste bu noktada, televizyonun rutini siirdiirmekteki katkisinin, 6zellikle giin
icinde diger mecralara nazaran televizyon tiiketimi oran1 géz oniinde bulundurulunca, ¢ok daha 6nemli bir
noktada oldugu goriiliilyor. Topluma dahil bireylerin birbirlerine olan baglayiciligini, toplumun
ehlilesmesini saglayan giinliik rutini ve degerler biitiiniinii siirekli tazeleyen, pekistiren bir mecra olarak
televizyon, rutin i¢inde yapilandirilan kimlik kurgusunda 6nemli bir role sahiptir.

Tim bu baglamda, anayurtlarindan yillarca ayr1 yasayan gé¢menlerin, “ev”’e dair zihinsel bosluklarinin
anadilleriyle yayin yapan, ulus otesi kanallar vasitasiyla doldurulmasi, kimlik ingasindaki zihinsel
sekillenmenin de bir pargasidir. Bu sebeple, bu calismada, Tiirkiyeli gogmenlerin go¢ ettikleri iilkelerde
Tirkiye televizyonlarinin izlemeye devam etmesi lizerine sebep-sonug iligkileri gdzeterek yapilan iki
farkli literatiir ¢alismasi incelenecektir.

2.AVUSTRALYA’DA YASAYAN TURKIYELIi GOCMENLER

2009’da yapilan calismada (Karanfil), Avustralya’da uydu paketiyle neredeyse 20.000 Tiirkiyeli
kullanictya ulagan 12 Tiirk TV kanaliin izleyiciyle iliskisi incelenmistir. Bu kanallar arasinda, sadece
TRT-INT’in hedef kitlesi Tiirk-Avusturalyali izleyicilerken, diger kanallar ulusal bazda yayin yapan,
uydu araciliiyla gégmenlere ulasan ATV, Show TV, Kanal D basta olmak iizere, Kanal 7 Samanyolu TV
gibi “muhafazakar yonelimli” kanalarin da oldugu bir grup Tiirkge televizyon kanalidir.

Cesitli mitlerle, ve anayurtlarini terk etmeden 6nceki son goriintiiyii iceren donmus karelerle zihinlerinde
bir anayurt imgesi muhafaza eden gog¢menler, bu hayali dayanagi pekistirmek, “ev’e olan 6zlemi
dindirmek gibi sebeplerle Tiirk¢e yayin yapan bu televizyon kanallarini takip etmeye devam ederler. Ne
var ki, bdyle bir motivasyonla devam eden ulus 6tesi yayinlarin takibi, gd¢gmenlerin memleketleriyle
aralarinda bir koprii kurma islevinin aksine, sok edici ve hatta yikic1 bir etkiye sahiptir (Karanfil, 2009).
Ulus o&tesi kanallarmn tiiketimi, gd¢menlerin zihinsel nostaljisini kesintiye ugratirken, tam da Zizek’in
ortaya koydugu iki yonlii kaybin da su yiiziine ¢ikmasina , ve gé¢menlerin bununla yilizlesmek zorunda
kalmasina yol agar.

Burada s6zii edilen birinci kayip, fizikseldir. Go¢ eden insan, fiziksel olarak sadece evini degil, rutinini,
gilindelik hayat pratigini, alisgkanliklarinin, ailesinin tamamini ya da bir kismin1 ardinda birakir. Evden
ayrilik, tim bu geride birakilan hayatin temsili bir parcasidir (Ahmad, 1999). Bu fiziksel eylemin, dogal
olarak bir psikolojik yansimasi da vardir. “Donmus imgeler” gd¢menlerin, evden ayrilmadan 6nceki eve
dair son goriintiileri, fotograf kareleri gibi zihinlerinde tutmasidir. Fiziksel kaybin ardindan gelen bir
savunma mekanizmast olarak memlekete dair imgesel kareler, anayurt imajinin ideal, saf, neredeyse
kusursuz bir yermiscesine zihinde korunmasini saglar (Hoffman, aktaran Karanfil 2009). Hofmann,
gbgmen i¢in zamanin anayurttan ayrildigi noktada durduguna isaret eder, ve sonrasinda memlekete dair
nostalji, zihinde dondurulmus imgeler vasitasiyla yasatilir. Bu bir anlamda, gd¢menlerin dillerini,
kiiltiirlerini, geleneklerini, “ev’e dair var olan degerlerini, inan¢larini kaybedecekleri korkusuyla siki
sikiya sarildiklart nostaljik bir kurgudur. Boylece, “Tiir kimligi”, aidiyetleri bu donmus imgeler, mitler,
nostaljik kurgular araciligiyla giivenceye alinir. Bu ¢aba, fiziksel ayriligin devaminda var olan psikolojik
ayriliktan bir 6l¢iide korunma yoludur.

Avustralya’da yasayan Tiirkiyeli gégmenlerin bu motivasyonla sarildigi nostaljik kurgu ve ulus otesi
medya ile iligkisi bu noktada Onem tasir. Aidiyetlerini kaybetme korkusu, &zellikle birinci kusak
gogmenlerin, gecmis degerlerine sadakati ve 6zel hayatlarinda kendi memleketlerini yasatma cabasi
onlarm ulus 6tesi kanallar1 diizenli olarak takip etmeye itmektedir.

Gogmenlerin yilizlesmek zorunda kaldigi ikinci kayip, ilk kayiptan daha travmatiktir. Avustralya’da
yasayan Tiirkiyeli gogmenler ikinci kaybin farkina televizyon izleyerek varirlar. ilk fiziksel kayb1 daha
hafif atlatabilmek i¢in sarildiklari nostaljik imgeler ve kurgular ulus &tesi kanalarda izledikleriyle
parampar¢a olur. “Tirklik”lerini siirdiirebilmek, aidiyetlerini korumak i¢in Avustralya’daki giinlik
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rutinlerine Tiirkiye’den yayin yapan TV kanalarini sigdiran izleyiciler derin bir hayal kiriklig1 yasarlar.
Kendi memleket nostaljilerinin aksine, televizyonda gordiikleri gercek Tiirkiye oldukca farklidir. Bagka
bir kitada kendi memleketlerini yasatmalarina, ve ger¢ek olmasa da bir giin geri donecekleri
varsayimlarina ragmen, aslinda doniis yapabilecekleri, hala ait olduklar1 bir memleketleri olmadigi
gergegiyle yiizlesirler. Gormeyi umduklar1 tanidik imgelerin, yiizlerin, yerlerin aksine, ¢ok bagka bir
“memleket”le karsilasirlar. Bu ikinci kayip, ulus 6tesi medyanin, gé¢menleri “donecek yerleri olamadigi”
gergegiyle ylizlestirdigi noktadir (Brah, 1996). Boylece, gogmenler i¢in Avustralya’da “yabanci” olmanin
yani sira, Tilirkiye’de de “yabanci” olduklar1 gergegi su yliziine ¢ikar.

Donecek bir anavatan olmadigi gergegi kimlik konusunda, gégmenleri daha da problemli bir zemine iter.
Burada miithim olan, gé¢menin ileride gergekten iilkesine donecek olup olmamasi degildir. Birgogu da
cesitli sebeplerden donmez. Fakat, aidiyet hissinin kurulmasinda geri ddnme motivasyonu gii¢liidiir. Bu
ylizden, doniilecek bir memleket olmadigi, ya da donmeyi diisiiniilen yerin biraktiklari gibi bir yer
olmadigi gercegi “yurtsuzluk” durumunu pekistirir.

Karanfil’in (2009) ¢alismasinda, gergekle yiizlesme siireci her gogmende farklilik gosterir. Ornegin, 57
yasindaki bir katilimer daha once Tirkiye’de ikamet etmek igin Avustralya’dan donen Tirkiyeli
gocmenleri, Tirkiye’de kendilerinin yabanci gibi hissettikleri gerekgesiyle tekrar Avustralya’ya
dondiiklerinde, sugladigini itiraf eder. Ciinkii, katilimcinin daha 6nceki diisiincesine gore, aslinda degisen
Tirkiye degildir, ve gog¢menlerin  Tiirkiye’de yabancilik c¢ekme sebepleri, Tiirk kimliklerinin
korumamalari, ve kendilerinin degisime ugramis olmasidir. Fakat, Tiirkiye’den yaym yapan kanallar
izledikten bir siire sonra fikri degisir, ve aslinda degisenin, Avustralya’da yasayan Tirkiyeli gdgmenlerin
degil, Tiirkiye oldugunu kabul eder.

Yani, Tirkiye ziyaretleri sonrast hayal kirikligina ugrayan gé¢menlere inanmak istemeyenler, onlarin
tecriibelerini ikna olmak i¢in yeterli gérmeyenler, televizyonda gordiikleri Tiirkiye ile ikinci kayiplarryla
da yiizlesmek zorunda kalir. Onlar1 geride bekleyen, yillar dnce biraktiklar: gibi kalan bir memleketleri
aslinda yoktur.

Gogmenler, aidiyet hislerini taze tutmak i¢in giindelik hayatlarmi da kendi anavatanlarindaymis gibi
tanzim etmeye gayret gosterir. Neriman ve Riza ¢iftinin kilimleri, kahve fincanlari, duvarda asili Kur’an
ve memleketleri Karadeniz’in resmedildigi bir haliyla dekore edilmis, kiiclik dlcekli bir geleneksel
Tirkiye temsili evlerinde, televizyon seti oturma odasinin bas kdsesinde olmasi elbette tesadiif degildir
(Karanfil 2009). Diger gog¢men ailelerin evlerinde de asagi yukari ayni olan bu dekorasyon tarzi,
zihindeki memleket imgesini de destekler niteliktedir.

Kendi memleketlerini bir sekilde Avustralya’ya tagiyan gd¢menler i¢in hayal kirikligi, ulus oGtesi
yayinlarla memleketlerinin giincel haline sahit olunca sik yasan bir duygudur. Calismada, bir katilimci
TRT-INT kanalinda bir programda en son 14 yil dnce gordiigii kdyiiniin de gosterilecegi bir programdan
haberdar oldugundan soz eder. Bir hafta dncesinden maaile heyecanla programi bekler. Koyt yillar 6nce
gbrmiis birinci ve ikinci kusak gogmenlerin yani sira, heniiz hi¢ gérme sansi1 olmayan torunlar da vardir.
Fakat, katilimci ekranda gordiigii kdyli tantyamaz. Ekranda gordiigii mekan, kdyden ayrilirken gordiigii
son imajla zihninde yasattig1 kdylinden olduk¢a farklidir. Katilimei, bdyle bir hayal kirkligindan sonra
aile i¢inde kimsenin kdyden bahsetmedigini belirtir.

Gogmenler arasinda Tiirk kanallari izleme sebebi farklilik gosterse de, hepsi bir sekilde bu kanallar: takip
eder. Mesela, 74 yasindaki bir katilimci, sadece haber kanalit NTV ve TRT-INT’i Tiirkiye’de neler olup
bittiginden haberdar olmak i¢in takip ettigini belirtir. Birinci kusak gé¢menler arasinda haber biiltenlerini
takip etmek yaygin bir aligkanlikken, ikinci ya da {igiincii kusak Tiirk¢e kanallar takip etmeme sebebini
dilin Tiirk¢e olmasina baglar. 47 yasinda ikinci kusak gé¢men bir katilimci, Tiirk¢e kanal igerigini tuhaf
bulsa da sadece Tiirkge oldugu icin izledigini belirtir. Gd¢menler arasinda tiim giin boyunca iste Ingilizce
konustuktan sonra, anlamak i¢in ayrica bir efor sarf etmemek, ve zihni yormamak i¢in Tiirk¢e kanallari
izlemek yaygin bir aligkanliktir. Bu noktada, dilin de, sosyal tecriibe, tarihsel biling gibi kimligin insa
siirecinde rol oynayan yapi taglarindan biri oldugunu hatirlamak gerekir. Bagska bir deyisle, dil bir iletisim
aract degil, benligin ve anlamin kuruldugu kiiltiirel bir insa aracidir (Kiirby, aktaran Chambers, 2005,
8.37). Sadece Tiirkge bir televizyon kanalini takip etmek, izleyici tarafindan igerigin kayda deger
bulunmamasi, yayimndan izleyiciyle kayda deger olmayan bir mesaj iletildigi anlamina gelmez. Sadece
kullanilan dil, kimlik siirecinde ya da aidiyet hissi kurulmasinda etkili bir faktordiir.

Sonug olarak, takip etme sebebi her ne olursa olsun, Avustralya’da yasayan gd¢menlerin Tiirkce

televizyonlarda gordiikleri “Tiirkiye”, ve bu “gercek Tiirkiye”nin kendi zihinlerinde yasattiklar
anayurtlarindan fark: aidiyet hissi konusunda gé¢menleri sorunlu bir alana iter. Hayal kirikligi, sok,

182



International Trends and Issues in Communication & Media Conference 2014

yurtsuz hissetme, adaptasyon problemi gibi sorunlari, gogmenlerin Tiirk¢e televizyon kanalarmin takip
etmelerinin sonuglar1 olarak siralamak miimkiindiir.

3.HOLLANDA’DA YASAYAN TURKIYELIi GOCMENLER

Hollanda’da yasayan Tiirkiyeli go¢menler {iizerine yapilan ¢aligma (Ogan, 2001) , Karanfil’in
Avustralya’daki Tiirkiyeli go¢menler iizerine yaptig1 ¢calisma kadar negatif bir tablo ¢izmez. Kanal 7 gibi
muhafazakar kanallardan, devlet televizyonu TRT’ye, NTV gibi tematik haber kanallarindan, Kanal D,
Star gibi ana akim ulusal kanalara genis bir Tiirk¢e televizyon kanali g¢esitliligine sahip olan
Hollanda’daki go¢melerin, bu kanallarla iligkisi, izleme aligkanliklari, sebepleri sonuglariyla incelenir.
Hedef kitlesi Avrupa’daki gogmenler olan ve Tiirkiye i¢indeki igerikten farkli olarak, Avrupa’da yasayan
gocmenler i¢gin yayin yapan TRT-INT, bu yoniiyle, bir grup gd¢menin kendilerine dair daha ¢ok sey
gordiikleri, kendilerini temsil ettiklerini diistindiikleri tek kanal (Aksoy ve Robins, 2003, s.103). 1991
yilindan beri, Flemenk kablolu yayin sisteminden, Avrupa’da yasayan gd¢menlere yonelik yayin yapan
TRT-INT, go¢menlerin ilk erisim sagladig1 Tiirk¢e yayin kanali olarak 6zellikle birinci kusak gé¢menler
i¢in éneminin korur (Ogan 2001, s.88). ikinci ve iigiincii kusak gdgmenlerse, 27 yasinda bir katilimcinin
dedigi gibi TRT’yi “kimsenin hayal edemeyecegi kadar sikic1” (Ogan, 2001, s.134) gordiigii i¢in diger
kanallar1 izlemeyi tercih eder.

Hollanda’da yasayan Tiirkiyeli go¢menlerin bir kismi, Tiirkiye’de yayin yapan ana akim televizyon
kanallarin, hedef kitle olarak Avrupa’daki gdg¢menleri baz aldig1 Avrupa versiyonlariin igeriginden
memnun degildir. Caligmada, bir¢ok katilimci, Hollanda’ya adaptasyon sorununun bu kanallarla daha da
biiyiidiigiinii vurgular. Bu kanallarda, katilimcilara gore, go¢menlerin sosyal, politik, ya da ekonomik
sikintilar1 iizerine tatmin edici bir icerik bulmak miimkiin degildir. Bu durum, yasadiklar iilke ile
kendileri arasindaki ugurumun yani sira anavatanlariyla aralarinda ugurumu da genisletir. Bir katilimci,
bu kanallarin Tiirk kanali olmasina ragmen haber biiltenlerinde kendilerine dair higbir sorunu
gorememekten sikayetgiyken (Ogan 2001, s.103), bagka bir katilimer ¢ok daha derin bir soruna isaret
eder; gocmenler Tirkge haber biiltenlerini takip ederken, kendi yasadiklar1 yerde ne olup ne bittiginin
farkinda degil (Ogan 2001, 131). Katilimci, Hollanda’nin giindeminin Tiirkiye giindeminden onlar i¢in
¢ok daha onemli oldugunu, ¢iinkii orada yasadiklarimi vurgularken, yakin zamanda yasanmis bir tren
kazasindan Tiirkiyeli arkadaslarinin hicbirinin haberi olmadigina dikkat ¢eker. Aymi katilimci, Tiirkce
kanallar yiiziinden, yasadiklari iilkeden bu sekilde kopuk olma durumunu, birinci kusak i¢in daha anlagilir
bulsa da, sonraki kusaklarin hala bu derece adaptasyon problem yasamasindan sikayet eder. 12 yasginda
baska bir katilimci da, bahsi gecen tren kazasindan okuldaki arkadaslari kendi aralarinda konusurken,
haberdar oldugunu belirtir. Bir katilimci, Hollanda Bagbakaninin admi bile Tiirkiyeli gdg¢menlerin
¢ogunun bilmeyecegine dikkat ¢ceker. Buna karsin, 1970 yilindan beri Hollanda’da yasayan bir katilimci
da Tiirk televizyonlarinin evlerinde takip edilmesinden, ve haber biiltenleriyle Tiirkiye’de ne olup bittigini
o0grenmekten memnun oldugunu belirtir (Ogan, 2001, s.105).

Hollanda’da yasayan Tiirkiyeli gogmenler iizerine yapilan ¢aligmada ortaya konuldugu gibi, gogmenlerin
dil, egitim durumu, dine dair bakisi, ekonomik ve sosyal sartlardaki farkliliklar1 Tiirk¢e kanallar1 takip
etme sebeplerini, memnuniyet ya da sikayetlerini ¢esitlendirir. Egitim ve gelir seviyeleri daha diisiik,
yabanci dil kullanma yetileri gelismemis ilk kusak go¢cmenler “Tiirk ahlaki degerleri’ne daha fazla 6nem
verir ve Tirkge kanallar1 diger kusaklardan daha yogun bir bigimde takip eder. Daha iyi bir egitim
seviyesi ve ekonomik sartlara sahip olan, sosyal ¢evresi ¢esitli, birden fazla dili rahat¢a konusabilen
goecmenler Tiirkge ve Flemenkge kanallarin her ikisini de takip eder. Bu grup gé¢menler, ¢ocuklarini da
aymn sekilde yonlendirmeye gayret ederek, ¢ocuklarmin da hem Tiirkiye hem Hollanda’dan haberdar
olmasini, hem Tiirk hem Avrupa kiiltiiriinii barindiran daha genis bir kiiltiirel ¢evrede yetismesini
onemser (Ogan, 2001, 148). Boyle bir dengeyi gozeten, gorece egitimli ve iyi bir gelir durumuna sahip bir
katilimc1, Tiirkge kanallari igerik yoOniinden tatmin edici bulmamasina ragmen, c¢ocuklarmin “Tiirk”
kimligini koruyup, siirdiirebilmesi i¢in bu kanallar1 etkili bir ara¢ olarak goriir. Anavatanlariyla baglarini
koruyan, ve ¢ocuklarmn kendi kiiltiirlerinin unutmasina engel olan bu kanallarin islevselligi katilimciy1
memnun eder (Ogan, 2001, s.168).

Hollanda’da yasayan go¢menlerin, ulus 6tesi yayin yapan kanallar takip etme sebepleri, Avustralya’daki
goemenlerle benzerlik gosterir. Yayinin Tiirk¢e olmasi birgok izleyici i¢in igerikten daha gegerli bir sebep
olarak goriiliir. Bu sebeple, egitim seviyesi ve paralele olarak yabanci dili kullanma becerisi yiikseldikge,
Tiirk¢e kanalari izleme orani da diiser. Bu noktada, yine birinci kusak gé¢menler Flemenk kanalarini hig
takip etmezken, yas seviyesi azaldik¢a hem Tiirk hem Flemenk televizyonlarini izleme orani da artar.

Ozetle, Hollanda’daki Tiirkiyeli gd¢menlerin Tiirkge televizyon kanallarina dair memnuniyeti, sikayeti,
aligkanlhig1 kusaklar arasi farklilik gosterse de, kanallarin Avrupa’daki go¢cmenler i¢in yayin yapan
versiyonlar1 olmasima ragmen, go¢menler kendilerine dair kalifiye bir icerik bulamamaktan, ve disarida
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kalmaktan gikayetcidir. Bunun yani sira, 6zellikle daha ¢esitli bir sosyal ¢cevrede yasama imkani olan geng
kusaklar i¢in, siirekli Tiirkge televizyon kanallarini takip etmek, Hollanda’da ne olup bittiginden haberdar
olmamak da aidiyet problemi yaratir.

4.SONUC

Bu ¢aligmada, ulus 6tesi yayin yapan Tiirk¢e kanallarin, Tiirkiyeli gogmenler iizerindeki etkisi, kimlik
ingalarindaki roli, aidiyet hislerine yansimasi gozetilerek, literatiir karsilagtirmasiyla incelenmistir.

Avustralya’daki gogmenler iizerine yapilan ¢alisma, ulus 6tesi yayin yapan Tiirk¢e kanallarin gégmenler
iizerinde c¢ift yonli bir kaybi su yiiziine ¢ikardigim1 gostermistir. Gogmenler, anayurtlarin terk
etmeleriyle baslayan fiziksel kayiplarini, cesitli nostaljik imgelerle, mitlerle, zihinsel oyunlarla tolere
etmeye ¢alisarak, anayurda aidiyet hislerini ve Tiirk kimliklerini muhafaza etmeye ¢alisirlar. Bu noktada,
Tiirk televizyon kanallarina; onlar1 anavatanlarina baglama, “ev” lerini hatirlatma, degerlerini
Avustralya’daki yasantilarina da tagima motivasyonuyla ragbet eden go¢cmenler, en son gercekte yillar
once gordiikleri memleketlerinden ¢ok farkli, degisime ugramis baska bir Tiirkiye ile karsilagirlar. Bu,
onlarin memlekete dair mitlerini, nostaljilerini yikan, gercekten var olmayan bir yere baglandiklari
gergegiyle yiizlestiren bir noktadir. Fiziksel kaybin yani sira, daha travmatik bir ikinci kaybi, gégmenler
bu sekilde ulus 6tesi yayin yapan Tiirk kanallarin gergekle mit, gecmisle simdiki zaman arasindaki farki
ortaya koymasiyla yasarlar. Burada, medyanin kimlik formasyonunda sok edici ve hatta yikici etkisini
gormek miimkiindiir. Kendilerine dair tanidik sesler ve yiizler gérme ihtiyact duyan gd¢menler, Tiirkce
kanallarla birlikte, yalnizca yerlestikleri iilkelerde degil, geride biraktiklari yurtlarinda da tanidik ok
fazla seyin kalmadig1 gergegiyle hayal kirikligina ugrar.

Aslinda bu c¢alisma bir anlamda, iletisim alanindaki modern teknolojiler ve ulus otesi aglarla, aidiyet
hissinin go¢ edilen yere adapte olamama siirecinin nasil bilingli bir sekilde saglanabileceginin (Gillespie
2000, s.166) de ulus otesi televizyon kanallariyla drneklenmesidir. Go¢ edenin; geldigi yerde de, goc
ettigi yerde de “yabanci” kalmasinda, gé¢men kimligini ve statiisiinii siirdiirmeye mahkum edilmesinde
ulus oOtesi kanallarin rolii yadsinamaz.

Hollanda’da yapilan arastirma da, Tiitkce televizyonlarin, gé¢menleri yasadiklari boélgeden bihaber
birakarak, i¢ginde bulunmalar1 gereken sosyal ¢evrenin bir pargasi olmaktan alikoydugunu ortaya koymasi
bakimindan 6nemlidir. Ogan, bu televizyon kanallarinin kimlik degisimine direkt bir etkisi olmadigini,
sadece yardimci olabilecegini belirtse de (2001, s.155), gd¢menlerin aidiyet hislerinin nasil zedelendigi
katilimcilarin verileriyle ortaya konur. Hollanda’da yasayan bir gé¢menin kendi ajandasindan bagimsiz,
giincel problemlerine dokunmayan bir Tiirk¢e icerik, gégmeni anayurdundaki giindemden bagimsiz bir
yerde konumlandirirken, yagamin siirdiirdiigii yerin giindemi hakkinda da haberdar olmaktan alikoyar. Bu
sosyal ¢evreye adaptasyonda ciddi bir egiktir.

Sonug olarak, ulus 6tesi medyanin, kimlik gibi kaygan bir olusumda etkisini inkar etmek miimkiin
gozitkmemektedir (Vertovec, 2010). Bu baglamda, Tiirk medyasinin gé¢menlerin yasadiklar1 yere adapte
olma, ve geldikleri yere dair kimliklerini koruma noktasinda sarsic1 bir etkisi oldugu agiktir.
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Abstract

This study aims to show the importance and necessity of Multimodal Critical Discourse Analysis method
in media analysis.

Multimodal Critical Discourse Analysis provides a systematic way of studying not only the language but
also different semiotic modes like image, photographs, diagrams or graphics in a media text. Visual
media, which converges different communication forms together, needs to be analyzed with a multi-
layered approach. In visual media like television, Internet, magazine, and newspapers, meaning is not
only communicated through language but also with image, sound and other semiotic modes. Multimodal
Critical Discourse Analysis studies different modes of a media text and how they function together.
Visual Strategies and lexical choices in a media text contribute to the representation of persons or events.

This study will try to summarize how Multimodal Critical Discourse Analysis denaturalize these
ideological representations and claim that, usage of Multimodal Critical Discourse Analysis will result in

a better understanding of media texts.

Keywords: Multimodal Critical Discourse Analysis, Visual Media, Media Studies.

1.INTRODUCTION

Recently there has been a booming interest in the issue of multimodality. Different academic disciplines
have their interest in particular modes like sound, image, language, etc. While these were the subjects of
interest in distinct academic work, now there is an attempt to bring all means of making meaning
together, under one theoretical roof as part of a single field in a unified account, unifying theory (Kress,
2009, p.5). Multimodal Critical Discourse Analysis represents a shift of focus in linguistic research. It is
now seen that language use is not an isolated phenomenon.

Multimodality has benefited from insights from a wide array of disciplines, including anthropology,
philosophy, psychology, visual media and cultural studies, fine art, linguistics and semiotics.

Research in Multimodal Critical Discourse Analysis pursued two main interdependent directions. The
first involves screening the meaning-making potential of individual semiotic resources, and second,
concentrates on theorizing the interaction between different semiotic resources in multimodal
communication (Djanov and Zhao, 2013, p. 2).

2.SEARCHING THE MEANING

Before discussing Multimodal Critical Discourse Analysis, it is helpful to remember the other methods of
searching meaning through media texts.

Content Analysis has long been used for the investigations of the way social issues are represented in the
mass media and has provided one of the most widely cited kinds of evidence in media studies for many
decades.

Investigations took place first, in relation to newspapers and radio, and later, directed at television and
cinema. Content Analysis is the most basic way of finding out something about the media’s meaning and
allows for apparently general statements to be made about aspects of representation. However, content
analysis is quite a technical procedure. It is also of limited value in many research contexts, and might
best be thought of as a necessary but not sufficient methodology for answering questions about what the
media depicts or represents. Content Analysis alone is seldom able to support statements about the
significance, effects or interpreted meaning of a domain of representation (Bell, 2008, s: 13).

Another method of analyzing the media texts is Social Semiotic Visual Analysis, which provides a
detailed and clear method for analyzing the meanings established by the syntactic relation between the
people, places and things depicted in images. These meanings are described as not only representational
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but also interactional concerned with the modality or perceived truth-value of images and compositional
(Van Leeuwen and Jewitt, 2008, p. 3). By saying interactional we mean that images do things to or for the
viewer. By saying compositional we mean that in media, position of images and written text can also has
a meaning. Without taking account of visual communication, discourse analysis might not only miss out
on information but lead to inaccurate conclusions.

Critical Discourse Analysis is founded upon the Critical Theory, which takes its roots from the works of
Karl Marx and Frederich Engels who pointed out that the ideology and power imbalances in society are
directly linked to existing socioeconomic conditions.

Frankfurt School scholars developed the critical theory. Especially Horkheimer and Adorno used the
“Culture Industry” term to stress out mass media effects on society. They argued that media is supplying
an ideological illusion and manipulation on people. Following Frankfurt School, Michael Foucault
described how social power operated through discourse. Habermas is one the most important contributors
of Critical Theory. With his “Communicative Action” theory, he deals the dimensions of the speech in the
aspect of grammatical rules of social act.

After Norman Fairclough has written Language and Power in 1989, Critical Discourse Analysis has
become an established method in social sciences. He used “Critical Discourse Analysis” term for the
first time in his edited book Critical Language Awareness on 1992. And this term became the name of his
book of year 1995 (Bilig, 2003, p. 35). Fairclough argues that language is an inseparable part of the life
and it is connected with the other aspects of social life, thus social analysis and research should always
take language into consideration. He adds that one of the most productive ways of making social research
is to focus on the language and discourse analysis. He also rejects the approach that says, “Everything is
a discourse” and reduces social life into language (Fairglough, 2003, p. 2). Together with Fairclough,
mostly known representatives of Critical Discourse Analysis are Ruth Wodak, Teun van Dijk, Paul
Chilton.

Critical Discourse analysis regards discourse as a form of social practice. Discourse is socially
constitutive and socially conditioned. It constitutes situations, social identities and relationships between
people. Discourse reproduces the social status quo and contributes to transforming it. Discourse gives rise
to important issues of power as well. Discursive practices may have major ideological effects like
producing and reproducing unequal power relations among the society (Fairclough and Wodak, 1997, p.
258). Critical Discourse Analysis aims to make these effects visible.

3.EMERGENCE OF MULTIMODAL CRITICAL DISCOURSE ANALYSIS

Multimodal Critical Discourse Analysis is concerned with developing the theory and practice of the
analysis of discourse which make use of multiple semiotic resources; for example, language, visual
images, space and architecture. New social semiotic frameworks are presented for the analysis of a range
of discourse genres in print media, dynamic and static electronic media and three-dimensional objects in
space. The theoretical approach informing these research efforts is Michael Halliday's systemic-
functional theory of language, which is extended to other semiotic resources. Multimodal Critical
Discourse Analysis aims to investigate meaning arising from the integrated use of semiotic resources and
represents the early stages in a shift of focus in linguistic enquiry where language use is no longer
theorized as an isolated phenomenon (O’Halloran, 2004, p.1).

Multimodal Critical Discourse Analysis came out with the efforts of linguists such as Kress and van
Leeuwen, Bob Hodge, Kay O‘Halloran, Michael Baldry and Paul J. Thibault. These academicians began
to look at how language, image and other modes of communication combine to make meaning. They
thought that some of the principles of linguistic analysis found in the systematic functional theory of
Halliday and also used as the basis of Critical Discourse Analysis, could be equally applied to visual
communication. Kress and van Leeuwen’s works have been the pioneers of the Multimodal Critical
Discourse Analysis.

In Multimodal Critical Discourse Analysis, the analysis and interpretation of language use is
contextualized in conjunction with other semiotic resources, which are simultaneously used for the
construction of meaning. For example, in addition to linguistic choices and their typographical
instantiation on the printed page, multimodal analysis takes into account the functions and meaning of the
visual images, together with the meaning arising from the integrated use of the two semiotic resources
(O’Halloran, 2004, p. 1).
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Gunter Kress gives the example of traffic signs to stress the importance of multimodality. Imagine a
traffic sign showing the way to go to a car park of a supermarket. The sign have 3 different modes:
writing, image and color. If the writing would be used alone it wouldn’t work, message would be too
complex. If the image would be alone, it would be more understandable but still together with writing and
sign, 3 aspects give a more open message (Kress, 2009, p.1).

In media, especially in television, film, and newspaper magazines and in Internet, images are very
important. Images are usually used to say things that we cannot say in language. Texts will use linguistics
and visual strategies that appear normal or neutral on the surface but which may in fact be ideological and
seek to shape the representation of events and persons for particular ends. Multimodal Critical Discourse
Analysis will seek to denaturalize representations on other modes of communication. Like Critical
Discourse Analysis, Multimodal Critical Discourse Analysis too, claims that visual communication
shapes and be shaped by society. Multimodal Critical Discourse Analysis is also interested with the role
that visual semiotic choices play in power relations.

So, the question is, how does Multimodal Critical Discourse Analysis study the texts.

Here are the basic steps of Multimodal Critical Discourse Analysis that is summarized from David
Machin and Andrea Mayr’s enlightening work How to Do Critical Discourse Analysis: A Multimodal
Introduction:

1. Multimodal Critical Discourse Analysis considers basic lexical analysis of the texts. And then
uses analysis of individual visual semiotic choices in texts.

2. Multimodal Critical Discourse Analysis looks semiotic resources representing the attitudes of
speakers. Analyzing quoting verbs, representation of the attitude of speakers through visual
semiotic resources, gaze, poses, etc.

3. Linguistic and visual semiotic resources available for representing people and naming strategies.
Multimodal Critical Discourse Analysis looks how through language and image, some
participants are individualized or collectivized, made specific, generic, personalized or
impersonalized, objectivated, anonymised aggregated and suppressed.

4. Multimodal Critical Discourse Analysis finds out the way linguistic and visual semiotic
resources represent what people do. There are several resources available for representing the
same action. Some participants are always represented engaging in mental type actions, while
others are being represented engaging with material actions.

5. Multimodal Critical Discourse Analysis deals with metaphorical tropes in discourse, i.e., with
the issue of how different kinds of metaphors and other rhetorical tropes are used in different
contexts to attempt to shape understandings.

6. Nominalization and presupposition in language is a study area of Multimodal Critical Discourse
Analysis as well.

7. Trying to analyze modality and hedging in texts and visual communication is another step of
Multimodal Critical Discourse Analysis. (2012)

Inspecting a multimodal text through these seven frames ensures to show out how meaning is build
up in media texts and the way that people make, use and reuse semiotic choices. By understanding
these choices it may be possible to reveal ideology in media texts and challenge it.

4.CONCLUSION

This study aimed to give a summarized opinion about Multimodal Critical Discourse Analysis and
discuss the necessity of its usage in media texts and propose the usage of the analysis method.
Multimodal Critical Discourse Analysis is an excellent method for the reconstruction of media
messages, as in media, written or oral expressions work together with image, sound, etc. to create a
message.

Especially in Turkish academic environments, multimodal analysis of media texts is quite new and is
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not being known widely. Hopefully this proposal will be a starting point for the future
implementations of the method.
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Ozet
Enformasyon ve iletisim teknolojilerinde meydana gelen gelismeler, toplumsal hayatta koklii dontistimler
yaratmaktadir. Yasanan doniisiimler; iletisim, is ve gilindelik yasam dinamikleri {izerinde etkisini
gostermenin yaninda; toplumlarin kavramlar tizerindeki algilarinin degismesine de neden olmaktadir.
Bu makalede; enformasyon teknolojisi devrimiyle birlikte degisen mahremiyet algis1 analiz edilecektir.
Basta teknolojik olmak iizere, farkli sosyoekonomik ve siyasi donemlerde yetismis olan insanlari
niteleyen X,Y ve Z kusaklar1 merkezinde degisen mahremiyet algisi, sosyal medya ve teknoloji merkezli
incelenecektir. Boylece, her kusagin farkli bigimde algiladigi mahremiyet kavraminin, enformasyon
teknolojileriyle birlikte, kamusal ve 6zel yasamda nasil yeniden bigimlendigi, yeni diinyadaki mahremiyet
ihlalleri paralelinde analiz edilecektir.
Calisma kapsaminda, degisen mahremiyet algisini belirlemeye yonelik bir anket uygulamasi yapilacaktir.
Bu kapsamda, panoptik bir yapiya evrimlesmeye baslayan sosyal aglarin ve iletisim teknolojilerinin,
kusaklarin mahremiyet kavramina iligskin algilama bigimlerinin olusmasindaki rolii ortaya konulacaktir.
Anahtar Kelimeler: Mahremiyet, Iletisim teknolojileri, X, Y ve Z kusagi, Sosyal ag

TRANSFORMING THE PERCEPTION OF INTIMACY FROM GENERATION
X TO GENERATION Z

Abstract

The developments in information and communication technology fields have lead to radical
transformations in social life. These transformations, which have some effects on the dynamics of
communication, business and daily life, have brought along the alterations on the society’s perception of
some concepts as well.

In this article, transforming perception of intimacy will be analyzed along with the revolution of
information technology. The separate perceptions of intimacy in view of X, Y, Z generations growing up
in different socio-economic, politic, especially technologic, period will be examined based on technologic
process. By this way, in parallel to the breach of intimacy in the new world, it will be analyzed how the
concept of intimacy comprehended differentially by every generations is reformed with information
technologies.

In the context of this study, a survey will be conduct to determine with the transforming the perception of
intimacy. In this context, the role of the social networks evolving to a panopticon and communication
technologies on the formation of different perceptions of intimacy among the generations will be assayed.
Key Words: Intimacy, Communication Technology, Generation X, Y, Z, Social Networks

Giris

Enformasyon ve iletisim teknolojilerinde meydana gelen gelismeler ve diinyay: saran iletisim aglari,
hayatin her alanini etkiledigi gibi; mahremiyet algis1 ilizerinde de degisimlerin yasanmasina neden
olmaktadir. Bu degisimlerin yasanmasinda, biitiin bir beseri faaliyet alanina niifus etmekte olan
“enformasyon teknolojileri devrimi” etkili olmaktadir.

Mahremiyet kavrami, 16. ve 17. ylizyilda aydinlanma felsefesi ve modern biling anlayisinin ortaya ¢ikisi
ile birlikte, degisime ugrayarak ekonomik, sosyokiiltiirel ve siyasal alandaki gelismeler 15181nda, birey-
bireycilik-bireysellik ger¢eginin 6n plana ¢ikardigi bir olgudur (Yilmaz, 2012: 249). Bir diger ifadeyle
mahremiyet; Avrupa’nin endiistrilesmesi ile baglayan kamusal ve 6zel alan ayriminin bir sonucu olarak
degisime ugramaktadir. Kiiresellesme siireciyle birlikte iletisim teknolojilerinin ve tasima araglarinin
gelisimi, 6zel ve kamusal alanlar1 homojenlestirmektedir. Boylelikle iki alan arasinda ayrim yapmak giin
gectikge giiclesmektedir. Ozellikle iletisim teknolojilerinin gelismesiyle Sennet’e (2010: 450) gore;
kamusal alan hizla 6zellesirken; Giddens’a (2010: 284) gore 6zel alan zaman i¢inde kamusallagmaktadir.
Son yillarda sosyal aglarmn yayginlagsmasi; bu aglar araciligrtyla bireysel her tiirlii enformasyonun
paylasilmasit kamusal ve Ozel alan arasindaki ayrimin ortadan kalkmasina verilebilecek en giincel
ornektir. Bu baglamda Westin’e gore; mahremiyet: bireyin, topluluklarin veya kurumlarin kendilerine ait
her tiirlii enformasyonu hangi 6l¢iide, nasil ve ne zaman Gtekilere aktaracagina karar verme hakkidir. Bu

? beayci@ticaret.edu.tr
* ackaragulle@ticaret.edu.tr
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noktadan hareketle mahremiyet algisi, iletisim teknolojileri ile birlikte kiiresellesen bir diinya diizeni
icerisinde degismektedir. Bu diinya diizeni igerisinde mahremiyet bizim bagkalar1 tarafindan ne 6l¢iide
tanindigimizi, fiziksel olarak bize ne dlgiilerde ulasilabildigi ile yakindan iligkili bir kavramdir (1970,
aktaran, Yiiksel, 2010: 278). Ozellikle iletisim teknolojileri aracilig: ile her tiirlii formattaki(video, ses,
resim) enformasyonun zamana ve mekana bagli kalmadan iletilebilmesi; bu enformasyonun sosyal medya
araciligi ile aglar arasinda siirekli dolagimi mahremiyet algisini degistirmektedir. Geleneksel donemde
mahrem olarak kabul edilen resimler, videolar bugiin sosyal aglar araciligiyla diinya ile paylasilirken;
karsilikli konusmalar, iligkiler, arkadasliklar sosyal aglarda agik bir sekilde gerceklestirilmektedir. Bu
noktada paylasim ve teshir kiiltiirli ortaya ¢ikarken; bireyler sanal ortamda kendilerini tanimlama cabasi
icerisine girmektedir. Dini inanglarindan, hangi siyasi partiye oy verdiklerine, kimler ile arkadaglik
kurdugundan, mekan giincellemesi yaparak nerede olduguna kadar her tiirlii kigisel enformasyonu aglar
araciligi ile sergilemektedirler. Boylelikle sosyal aglar {izerinde tanimlanan sanal kimlikler seffaflagirken;
mahremiyet algis1 da teknoloji merkezli olarak doniismektedir.

Internetin ortaya c¢ikisi ve sonrasinda iletisim araglarinda meydana gelen gelismeler, insanlarin
hayatlarinda koklii degisimler meydana getirmektedir. Mcluhan’in belirttigi gibi: bizler iletisim araglarini
gelistirdik¢e, onlar da bizleri ve yagantimizi sekillendirmektedir (Mcluhan, 2001:4). Bu baglamda iletigim
araclar1 degistik¢e toplumun yapisit ve kavramlara yiikledikleri anlamlar da degismektedir. Her donem
icerisinde sahip oldugu iletisim araglarinin fonksiyonlarina/islevlerine gore degisen yasam bigimleri,
mahremiyet algisinda da bir takim déniisiimleri beraberinde getirmektedir. Ozellikle sosyal aglar ve mobil
iletisim teknolojileriyle birlikte degisen iletisim ve sosyallesme bicimleri, iletisim teknolojilerinin yasam
bicimlerini ne dl¢lide etkiledigini gostermektedir. Yeni bir yagam alani olarak sosyal aglarin insanlarin
zihinlerinde konumlanmasi, bireysel enformasyonun goriiniirliigii ve aglar arasinda dolasimi bu aglari
kullanan insanlarin mahremiyet algilar {izerinde degisimlere neden olmaktadir.

Teknolojinin insanlar/toplumlar iizerindeki etkileri, insanlarm/toplumlarin teknolojiyi kullanma sikligina
ve amacina gore degismektedir. Bu noktada i¢inde bulundugumuz toplum, enformasyon teknolojileri
devrimi sonrasi farkli kusaklarin(baby boomer, X,Y ve Z) bir arada yasadig1 melez(hybrid) bir toplumdur.
Castells bu toplumu “Ag Toplumu olarak tanimlamaktadir Castells’e (2005: 124-125) gore enformasyonu
on plana ¢ikaran ag toplumu bilisim teknolojileri tarafindan harekete gegirilen, bilisim aglarindan olusan
ve tiim kiireye yayilmis yeni bir toplumsal organizasyon yapisidir. Ag toplumunda basta teknoloji olmak
iizere farkli sosyoekonomik ve siyasal sartlarin hakim oldugu donemlerde yetismis bireyler, bugiiniin
teknolojik imkanlar1 ¢ercevesinde bir arada yasamaktadir. Ag toplumu igerisinde her teknoloji insanlara
yeni olanaklar saglarken; var olan davranis bigimleri ve degerler iizerinde degisimler meydana
getirmektedir. Degisimlerin meydana gelmesinde; teknolojik gelismelerle birlikte farkli sosyokiiltiirel ve
siyasi donemlerde yetisen bireylerin diinyayr algilama bigimlerindeki farkliliklar da etkili olmaktadir.
Boylelikle diinyayi algilama bicimleri degisen kusaklarin, yeni iletisim teknolojilerine 6zellikle de sosyal
aglar ve mobil iletisim teknolojilerine yiikledikleri anlamlar, teknolojiyi kullanim amagclar1 ve sikliklari
degismektedir. Bu farkliliklar ¢alismanin konusunu olusturan mahremiyet algisi {izerinde de degisimlere
neden olmaktadir.

Teknoloji merkezli bir yaklagimla toplumu kusaklara ayiran Prensky’e (2001: 1-2)gore: enformasyon ve
iletisim teknolojilerine asina olanlarla olmayanlar “dijital yerliler” ve “dijital gogmenler” olarak ikiye
ayrilmaktadir. Prensky: 1980 6ncesi doganlar dijital gogmen, 1980 sonras1 doganlar dijital yerliler olarak
belirtmektedir. Prensky’nin ¢alismalarinda dijital yerli ve dijital gogmenler kategorize edilirken; yasa ve
teknolojiye bagli bir yaklagimin hakim oldugu goriilmektedir. Mahremiyet algis1 tizerindeki doniigiimiin
incelenecegi bu caligmada kusaklarin, basta teknoloji olmak iizere; sosyoekonomik, kiiltiirel ve siyasi
sartlar da g6z oniinde bulundurularak belirlenmesi yerinde olacaktir.

Tarihsel Siirecte Ortaya Cikan X, Y ve Z Kusaklari

Geleneksel olarak tarihsel siire¢ igerisinde kusaklar kategorize edilirken, ebeveynler ve onlarin
¢ocuklarinin diinyaya gelis tarihleri arasindaki siire¢ ortalama alinmaktaydi. Giiniimiizde, kusaklar
kategorize edilirken, sosyolojik etkiler de géz oniinde bulundurularak kusaklar kategorize edilmektedir.
(McCrindle ve Wolfinger, 2011: 2-3). Kusaklar ile ilgili kesin tarihler belirlenememekle birlikte; ortalama
yas araligindaki bireylerin, donem igerisinde yasadig: tarihsel olaylarin (siyasi, ekonomik, kiiltiirel)
izdiisimii donem igerisindeki insanlar1 etkilemektedir. Boylelikle ayni kusagin igerisinde yer alan
bireyler, iletisim teknolojilerindeki gelismelerin yani sira sosyokiiltiirel ve siyasi olaylarin etkisiyle
gevreyi ve hayat1 algilama bigimleri de degismektedir. Yasanan gelismeler ile ortaya ¢ikan bu kolektif
biling, insanlarin yasam bi¢imlerini, kavramlar {izerindeki algilarin1 degistirmektedir.

Calismanin bu boliimiinde, hem teknolojik, hem de sosyolojik gelismeler ¢er¢evesinde, kusaklari tanimak
mahremiyet algisindaki doniisiimiin belirlenmesi agisindan yerinde olacaktir.
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Resim 1: Sosyolojik perspektiften kusaklarin kategorizasyonu

X Kusagi ( 1965- 1980)

Bunalimli yillarin yasandigr diinya diizeni igerisine dogan X kusagi “kayip kusak” olarak da
adlandirilmaktadir. Savas sonrasi kapitalizmin kendini devam ettirilebilmesi i¢in keynesyen politikalari
uygulanmis ve sosyal devlet ingas1 saglanmistir. Sonrasinda 70°li yillarda yasanan petrol krizi ile birlikte
liberal politikalar uygulanmaya baslanmigtir. Siire¢ icerisinde X kusagi, Baby Boomerlar’in rahat bir
hayat siirmelerinin bedellerini 6demek zorunda kalmistir (Altuntug,2012:867). Yasanan ekonomik
calkantilar nedeniyle bu kusak kendisini ¢aligmaya ve daha ¢ok para kazanmaya odaklamaktadir. Donem
icerisinde Walkman (1979) ve IBM bilgisayarlar (1981) yaygmlagmistir. X kusagi teknoloji ile
savagmaktan ilk vazgecen ve gelismelerin hizina yetisemeyen kusaktir.

Y Kusag1 (1981-1994)

Y kusaginin en dnemli 6zelligi, teknoloji ile sekillenen bir kusak olmasidir. Y kusagini, X kusagindan
aywran en Onemli dzellik: Y kusaginin, teknolojiyle ve tiketimle goniillii bir iliski i¢inde olmasidir.
Ozellikle internet kullaniminda uzmanlasmalar1 sayesinde, ¢oklu kimlikler edinmislerdir. Hiz olgusunun
internet ile birlikte hayatlarina dahil olmasiyla sabirsiz, biirokrasiden uzak, ciddiyetsiz, yaptiklari
karsisinda bedel 6demek istemeyen bir kusak olma 6zelligini gostermektedir. Y kusagi Internet, E-mail,
SMS, DVD, Playstation, Xbox ve iPod gibi yeni nesil teknolojiler ile tanigmiglardir.

Z Kusag (1995 ve Sonrasi)

Z kusag1 teknolojinin i¢ine dogan bir kugak olarak tiim teknolojik gelismelere kisa siirede adapte oldugu
goriilmektedir. Z kusagi, dijital devrim basta olmak iizere; Irak / Afganistan Savasi, Asya’da meydana
gelen tsunami felaketi, wikileaks olay1 ve Arap Bahari basta olmak iizere; Gezi Parki gibi sosyal aglar
araciligi ile orgiitlenen, cok sayida aglar olusturan toplumsal hareketlere tanik olmuslardir. Z kusaginin
temsilcileri Facebook, Youtube ve Twitter gibi sosyal aglar aracilif iletisim kurmaktadirlar. Boylelikle Z
kusagi i¢in sosyal aglar, akilli telefonlar gibi kanitksanmis bir teknolojidir.

Resim 2: Dergiyi dokunmatik zanneden bebek videosu

X Kusagindan Y Kusagina Degisen Mahremiyet Algisin1 inceleyen Bir Arastirma

Aragtirmanin amacinin belirlenmesinin ardindan; aragtirmanin metodolojisini olusturan arastirma
yontemi, veri toplama teknigi ve Orneklem siireci ortaya konulmustur. Boliimiin en sonunda ise
arastirmanin bulgularina ve degerlendirmelerine yer verilmistir.

Arastirmanin Amaci

Enformasyon ve iletisim teknolojilerinin gelismesiyle, glinlimiizde 6zellikle {i¢ kusak (X,Y ve Z) her tiirli
iletigimlerini, sosyal aglar ve yeni iletisim teknolojileri araciligiyla saglamaktadir. Bu noktada, her
kusagin iletisim teknolojilerine ve sosyal aglara yiikledikleri anlamlar farklilik gdstermektedir. Boylelikle
iletisim teknolojilerini ve sosyal aglar1 kullanma bi¢imleri degisen {li¢ kusagin, mahremiyet algilar1 da bu
siiregten etkilenmektedir.

Bu aragtirmanin ana amaci: gelisen enformasyon ve iletisim teknolojileriyle birlikte ii¢ kusagin
mahremiyet algisindaki degisimi sosyal aglar ve yeni iletisim teknolojileri ¢ercevesinde, tarama
modelinde betimsel bir arastirma yontemiyle incelenmesidir. Bu ana ama¢ dogrultusunda asagidaki alt
problemlere yanit aranmaistir:

*  X,Y ve Z kusaklariin, sosyal aglar1 kullanma amaglarina gére mahremiyet algilar1 degismekte
midir?
* Teknolojinin igine dogan bir kusak olarak Z kusagi, mahremiyetine 6nem vermekte midir?

Ornekleme Siireci

Aragtirmanin ana kiitlesini ii¢ kusaginda yer aldig1 Facebook kullanicilar1 olusturmaktadir. Ana kiitlenin
tamamina ulasma zorlugu, zaman ve maliyet sikintilar1 nedeniyle, arastirma Orneklem ile
sinirlandirilmistir. Facebook’a kayith ii¢ kusagin temsilcilerinin 6rneklem c¢ergevesi bulunmadigindan,
arastirma tesadiifi olmayan oOrnekleme yontemlerinden kolayda ornekleme yontemi kullanilarak
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gerceklestirilmistir. Bu noktada, drneklemin ana kiitleyi iyi temsil etmesi i¢in, her kusaktan da birbirine
yakin sayida bireyin anketi cevaplamasi saglanmistir. Anket formu, 327 Facebook kullanicisina Facebook
iizerinden goénderilmistir. Toplamda 309 degerlendirilebilir anket, arastirmaya dahil edilmistir. Veri
toplanmasina baslamadan Once, kolayda ornekleme metoduyla arastirma ornegini temsil edebilecek
sekilde secilen {i¢ kusaktan toplam 30 kisiye anket formunun 6n testi yapilarak; sorularin anlagilirligi,
sorulus siras1 gibi hususlar belirlenerek, anket formuna son sekil verilmistir.

Veri Toplama Yontemi

Arastirmada veri toplama araci olarak 20 kapali ug¢lu sorudan(sorularin bazilarinda birden fazla sik
isaretlenebilmektedir) olusan online/cevrimic¢i anket formu kullanilmistir. Arastirma esnasinda uygulanan
anket formunda yer alan ifadeler literatiir taramasindan yararlanilarak elde edilmistir.14-22 Aralik 2013
tarihleri arasinda Facebook iizerinden online/¢evrimigi anket formu gonderilmis ve cevaplandirilan her
anket degerlendirildikten sonra analize tabi tutulmustur.

Anketin ilk sorulari cinsiyet ve katilimcilarin hangi kusagin temsilcileri oldugunu belirlemeye yoneliktir.
Sonrasinda akilli telefon kullanim sikligr belirlenmesi amaglanmistir. Ardindan, bireylerin sosyal aglari
hangi amagla ve ne siklikla kullandiklar1 belirlemeye yonelik sorular katilimcilara yoneltilmistir. Son
olarak ii¢ kusagin sosyal aglar1 ve akilli telefonlar1 kullanma egilimleriyle mahremiyet algilar1 arasindaki
iligkiyi belirlenmesi amaglanmigtir. Anketin, objektif bir sekilde cevaplanmasi amaciyla katilimcilarin
kimlik bilgileri alinmamis ve anket doldurma asamasinda katilimcilara higbir sekilde miidahalede
bulunulmamistir. Anketlerin cevaplanmasinin ardindan elde edilen veriler SPSS 16,0 istatistik analiz
programina bire bir aktarilmis ve frekans analizleri yapilmistir.

Arastirma Bulgular: ve Degerlendirme

Asagidaki anket sonuclarina iligkin veriler; toplamda 327 kisiye uygulanan anket sorularindan elde edilen,
309 kisinin yanitlarini kapsamaktadir.

Arastirmada katilimcilarin 154’1 kadin, 155°1 erkektir. Erkek katilimcilar 6rneklemin %50,16’sin1, kadin
katilimeilar ise; %49,84iinii olusturmaktadir. Ug kusagin dagilimlar incelendiginde X kusagindan ankete
98 kisi (%31,72) katilmistir. X kusagindan ankete katilan kadin katilimcilarin sayis1 47 (47,96), erkek
katilimcilarin sayist 51 (%52,04) olarak belirlenmistir. Y kusagindan ankete katilan 106 kisiden 53’1
(%50) kadin, 53’1 (%50) ise erkektir. Son olarak, Z kusagindan ankete katilan 105 kisiden 54’1 (%51,43)
kadin, 51’1 (%48,57) erkektir.

Tablo 2: Kusaklara gore cinsiyet dagilimi

Erkek Kadin Toplam Kiimiilatif Toplam | Kiimiilatif Yiizde
X kusagi 51 47 98(%31,72) 98 %31,72
Y kusagi 53 53 106(%34,30) 204 %66,02
Z kusagi 51 54 105(33, 98) 309 %100,00
Toplam 155(49,84) | 154 (50,16)

Akully telefon kullaniyor musunuz? Sorusuna ii¢ kusagin verdikleri cevaplar su sekildedir; X kusagindan
73 kisi (%74,49) “evet” cevabini verirken; 25 kisi (%25,51) “hayir” cevabii vermistir. Y kusagindan 91
kisi (%85,85) “evet” cevabini verirken; 15 kisi (%14,15) “hayir” cevabini vermistir. Son olarak Z
kusagindan 84 kisi (%80) “evet” cevabi verirken; 21 kisi (%20) “hayir” cevabini vermistir.

Kisisel bilgilerinizi sosyal aglardan paylagiyor musunuz? Sorusuna X kusagindan 76 kisi (%77,55)
“evet”, 22 kisi (%22,45) “hayir” yanitin1 vermistir. Y kusagindan 87 kisi ( %82,08) “evet” 19 kisi (17,92)
“hayir” yanitin1 vermistir. Z kusagindan 21 kisi (%20) “evet” cevabini verirken; 84 kisi (%80) “hayir”
cevabint vermistir. Z kusagi kisisel enformasyonun sosyal aglarda paylasilmasi konusunda X ve Y
kusaklarinin aksine daha tedbirli bir tutum igerisindedir.

Sosyal ag profilinize kimlerin erismesini izin veriyorsunuz? Sorusuna X kusagindan 54 kisi (%55,10)
“herkes” 37 kisi (%37,76) “arkadaslarim” ve 7 kisi (%7,14) “arkadaslarimin arkadaslari cevabini
vermistir. Y kusagindan 21 kisi (%19,81) “herkes” 77 kisi (%72,64) “arkadaglarim” ve 8 kisi (%7,55)
“arkadagslarimin arkadaslar1” cevaplarini vermistir. Z kusagindan 6 kisi (%5,71) “herkes”, 81 kisi (77,14)
“arkadaslarim ve 18 kisi (17,14) “arkadaslarimin arkadaslar1” cevaplarini vermistir. Ug kusagin cevaplar
analiz edildiginde, Z kusag1 sosyal ag hesaplarina kimlerin erisebilecegi konusunda diger iki kusaga gore
daha tedbirli oldugu sdylenebilir.

Sosyal paylasim sitelerinden fotograf ekler misiniz? Sorusuna X kusagindan 89 kisi (%90,82), Y
kusagindan 94 kisi (%88,68) ve Z kusagindan 92 kisi “evet” yanitin1 verirken; X kusagindan 9 (%9,18), Y
kusagindan 12 (%11,32) ve Z kusagindan 13 (%12,38) kisi “hayir” yanitin1 vermistir. Ug kusagin, sosyal
paylasim sitelerindeki hesaplarindan fotograf paylasma egiliminde oldugu belirlenmistir. Bu noktada
kisisel bilgi ve enformasyonu igeren goriintiilerin kusaklar arasindaki paylagilma orani Kkisisel
mahremiyete duyulan 6nemin belirleme i¢in dnemlidir.

Evde cektiginiz bir resmi sosyal aglarda paylastiginiz oldu mu? Sorusuna X kusagindan 82 kisi (%83,67),
Y kusagindan 77 kisi (%72,64) ve Z kusagindan 20 kisi (%19,05) “evet” cevabini verirken; X kusagindan
16 kisi (%16,33), Y kusagindan 29 kisi (%27,36) ve Z kusagindan 85 kisi (% 80,95) “hayir” cevabim
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vermistir. Z kusagi, X ve Y kusagina gore 6zel ve kamusal alan ayrimmi daha bilingli bir sekilde
yapmaktadir. Ozel alan olarak kabul edilen evin ve igerisindeki goriintiilerin kamusal alan olarak
nitelendirilen sosyal aglar araglifiyla paylagilmas: hususunda Z kusag1 daha temkinli oldu sdylenebilir.
Fotografimizin paylasilmasina, begenilmesine izin veriyor musunuz? Sorusuna X kusagindan 81 kisi
(82,65), Y kusagindan 94 kisi (88,68) ve Z kusagindan 22 kisi (%20,95) “evet” yanitin1 verirken; X
kusagindan 17 kisi (%17,35), Y kusagindan 12 kisi (%11,32) ve Z kusagindan 83 kisi (%79,05) “hayir”
yanitini vermistir. Veriler analiz edildiginde, Z kusagmmin X ve Y kusaklarinin aksine fotograflarinin
paylasilmasina ve begenilmesine izin vermedigi belirlenmistir.

Sosyal aglarda dini, siyasi goriislerini belirtecek sekilde yorumlar yaziyor, paylasimlarda bulunuyor
musunuz? Sorusuna X kusagidan 78 kisi (%79,59), Y kusagindan 53 kisi (%50) ve Z kusagindan 76 kisi
(%72,38) “evet” yanitin1 verirken; X kusagindan 20 kisi (%20,41), Y kusagindan 53 kisi (%50) ve Z
kusagindan 29 kisi (%27,62) “hayir” yanitin1 vermistir. Literatlir taramalarindan da ¢ikan bir sonug olarak
X kusagir Baby Boomerlar gibi politik ve katilimci bir kusak olarak bilinmektedir. Ancak Gezi Parki
eylemleri oncesinde Z kusagi apolitik bir kusak olarak bilinirken; anket sonuglari incelendiginde Z
kusagmin, X kusagr kadar siyasi ve dini goriislerini rahatlikla sosyal aglardan paylasabildigi
goriilmektedir.

Foursquare hesabinizdan yer bildirimi yapiyor musunuz? Sorusuna X kusagindan 63 kisi (%64,20), Y
kusagindan 40 kisi (%37,74) ve Z kusagindan 20 kisi (%19,05) “evet” yanitin1 verirken; X kusagindan 35
kisi (%35,71), Y kusagindan 66 kisi (%62,26) ve Z kusagindan 85 kisi (%80,95) “hayir” yanitini
vermistir. Sosyal aglar aracilign ile gozetim ve izleme, mahremiyetin korunmasinin temel
sorunlarindandir. Foursquare uygulamasi bu noktada bireyin ne zaman, nerede olduguyla ilgili bilgileri
bireyin ¢evresindekiler ile kendi rizasi ile paylasmasi mantigia dayanmaktadir. Ug kusagin verdigi
cevaplar analiz edildiginde X kusagi Y ve Z kusagina goére nerede, ne zaman, kiminle oldugunu
gevresiyle paylasmaktadir. Z kusagi ise kiminle, ne zaman, nerede oldugunu cevresiyle paylasma
konusunda X ve Y kusagina gore daha tedbirligi oldugu, soruya verilen cevaplar neticesinde
belirlenmistir.

Facebook’ta gonderilen etkinlik davetlerine katilyp katilmayacaginizi bildiriyor musunuz? Sorusuna X
kusagindan 63 kisi (%64,29) Y kusagindan 54 kisi (%50,94) ve Z kusagindan 14 kisi (%13,33) “evet”
yanitin1 vermigtir. X kusagindan 35 kisi (% 35,71) Y kusagindan 52 kisi (%49,06) ve Z kusagindan 91
kisi (% 86,67) “hayir” yanitin1 vermistir. Sosyal aglar 6zellikle Facebook bireysel enformasyonun aninda
aglar arasinda yayildig1 homojen iletisim aglaridir. Bireylerin nerde ne yaptigi kadar nerede kiminle ne
yapacagi da gozetleyenler ve ozellikle sirketler agisindan onemlidir. Bu noktada Z kusagi X ve Y
kusaklarina oranla ileriye yonelik planlarin olusturulmasinda gizlilige nem vermektedir.

Sosyal aglarda kimleri takip ediyorsunuz? Sorusuna birden fazla cevabi isaretleyebilen kullanicilarin
verdigi cevaplar analiz edildiginde: X kusagindan: 28 kisi (%28,57), Y kusagindan 25 kisi (%23,58) ve Z
kusagindan 80 kisi (%76,19) “sevgilimi takip ediyorum” cevabini vermistir. X, kusagindan 40 kisi
(%40,82), Y kusagindan 6 kisi (%5,66) “esimi takip ediyorum” sikkini isaretlerken; Z kusagindan bu
sikki isaretleyen katilimeir bulunmamaktadir. Sirastyla X,Y ve Z kusaklarimdan “eski sevgilimi takip
ediyorum” sikkini isaretleyenler: 39(39,80), 33(%31,13) ve 74(%70,48) olarak belirlenmistir. Yine
sirastyla X,Y ve Z kusaklarinda “arkadaglarimi takip ediyorum” sikkini igaretleyenler: 80(%81,63),
101(%95,28) ve 36(%34,29) olarak belirlenmistir. Son olarak X kusagindan 20 kisi (%20,41), Y
kusagindan 2 kisi (%1,89) “eski esimi takip ediyorum” gikkini isaretlemistir. Z kusagindan “eski esimi
takip ediyorum sikkini isaretleyen kullanici bulunmamaktadir. Cevaplar analiz edildiginde: ii¢ kusaginda
sosyal aglar1 bir gozetleme araci olarak kullandiklar tespit edilmistir.

Sosyal aglar iizerinden bir iligkive bagladiniz mi? Sorusuna X kusagindan 40 kisi (%40,82), Y
kusagindan 27 kisi (% 25,47) ve Z kusagindan 83 kisi (% 79,05) “evet” yanitin1 vermistir. X kusagindan
58 kisi (%59,18) Y kusagindan 79 kisi (% 74,53) ve Z kusagindan 22 kisi (%20,95) “hayir” cevabini
vermistir. Sosyal paylagim sitelerinde gercek hayatlarinin izdiisiimiinii yansitarak yer alan Z kusagi, X ve
Y kusaginin aksine karsi cinsle iligkilerini bu ortamlar iizerinden kurmaktadirlar.

Sosyal aglar iizerinden iliskinizi sonlandirdiniz mi? Sorusuna X kusagindan 37 kisi (%37,76) 'Y
kusagindan 21 kisi (%19,81) ve Z kusagidan 80 kisi (76,19) “evet” yanitint vermistir. X kusagidan 61
kisi (%62,24), Y kusagindan 85 kisi (% 80,19) ve Z kusagindan 25 kisi (%23,81) “hayir” yanitin
vermistir. X ve Y kusagina gore; sosyal paylasim aglarmi gercek yasamla iligkilendiren Z kusagi,
iligkilerini sonlandirma hususunda, sosyal aglar1 ger¢ek bir mekan gibi kullanmaktadirlar.

Tamdiginiz birinin profilini ne siklikla goriintiilemektesiniz? Sorusuna X kusagindan 32 kisi (%32,65), Y
kusagindan 20 kisi (%18,87) ve Z kusagindan 65 kisi(%61,90) “gilinde birka¢ defa” cevabimi vermistir.
Swrasiyla X,Y ve Z kusaklarindan 41(%41,84), 60(%56,60) ve 19(%18,10) katilimec1 “arada sirada”
cevabint vermistir. Yine sirastyla XY ve Z kusaklarindan 21(%21,43), 24(%22,64) ve 19(%18,10)
katilimc1 “nadiren” cevabini vermistir. Son olarak X kusagindan 4 kisi (%4,08), Y kusagindan 2 kisi
(%1,89) ve Z kusagindan 2 kisi (%1,90) “higbir zaman” cevabini vermistir. Cevaplar analiz edildiginde Z
kusagmin X ve Y kusaklarmin aksine gozetleme araci olarak sosyal aglar1 daha sik kullandigi tespit
edilmistir.
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Sosyal aglarda sahte hesabiniz var mi? Sorusuna X kusagindan 41 kisi, (%41,84) Y kusagindan 26 kisi
(%24,53) ve Z kusagindan 80 kisi (%76,19) “evet” yanit1 vermistir. X kusagindan 57 kisi (%58,16), Y
kusagindan 80 kisi (%75,47) ve Z kusagindan 25 kisi (%23,81) “hayir” yanitin1 vermistir. Z kusagi en
yiiksek sahte hesap kullanma oranina sahip kusaktir. Bu sonug, Z kusaginin X ve Y kusagina gore kisisel
bilgilerini sosyal aglarda saklama egilimi igerisinde oldugunu ve Z kusaginin gercek kimligi ile sosyal
aglarda iz birakmak istemedigini gostermektedir.

Facebook iizerinden arkadaslariniz ile sohbet ediyor musunuz? Sorusuna X kusagindan 63 kisi (%64,29),
Y kusagindan 95 kisi (%89,62) ve Z kusagindan 44 kisi (%41,90) “evet” yanitin1 vermistir. X kugagindan
35 kisi (%35,71), Y kusagindan 11 kisi (%10,38) ve Z kusagindan 61 kisi (%58,10) “hayir” cevabini
vermigtir. X ve Y kusaklar1 Facebook’u anlik iletisim araci olarak kullanmaktadir. Z kusagi ise
Facebook’u arkadaslar ile sohbet etmek i¢in tercih etmemektedirler.

Sevgiliniz, esiniz, anneniz, babaniz ya da arkadaslarimizdan en az birisinin sosyal ag sifrelerini biliyor
musunuz? sorusuna X kusagindan 60 kisi (%61,22), Y kusaginda 50 kisi (%47,17) ve Z kusagindan 23
kisi (21,90) “evet” yanitin1 vermistir. X kusagindan 38 kisi (%38,78), Y kusagindan 56 kisi (%52,83) ve
Z kusagindan 82 kisi (%78,10) “hayir” cevabini vermistir.

Sevgiliniz, eginiz, anneniz, babaniz ya da arkadaslarmizdan en az birisinin kisisel mesajlarini
karigtirdimiz m1? Sorusuna X kusagindan 53 kisi (%54,08), Y kusaginda 67 kisi (%63,21) ve Z
kusagindan 31 kisi (29,52) “evet” yanitin1 vermistir. X kusagindan 45 kisi (%45,92), Y kusagindan 39
kisi (%36,79) ve Z kusagindan 74 kisi (%70,48) “hayir” cevabini vermistir. Cevaplar analiz edildiginde X
ve Y kusaginin mahremiyete dnem vermedigi goriillmektedir. Z kusag teknolojinin i¢ine dogan bir kusak
olarak; kisisel bilgilerin gizliligine, X ve Y kusaginin aksine 6nem verdigi goriilmektedir.

Sosyal aglarin sosyallesmeye yardimci olduguna inaniyor musunuz? Sorusuna X kusagindan 83 kisi
(%84,69), Y kusagi 64 kisi, (% 60,38), Z kusagi 28 kisi (%26,67) “inantyorum” yaniti vermistir. X
kusagindan 15 kisi (%15,31), Y kusagindan 42 kisi (%39,62) ve Z kusagindan 77 kisi (%73,33)
“inanmiyorum” yanmitin1 vermistir. Elde edilen bulgular, sosyal aglarin sosyallesme araci oldugu
konusundaki inancin X kusagindan Z kusagina dogru azaldigini géstermektedir. Bu noktadan hareketle X
ve Y kusaginin sosyal aglari, sosyallesme araci olarak kullandiklari; Z kusagiin ise; sosyallesme
stirecinde sosyal aglarin rolii olmadig fikrini benimsedikleri goriilmektedir.

Temel Bulgu ve Sonuglar

Bu arastirma kapsaminda, her tiirlii iletisim ihtiyacin1 yeni iletisim teknolojileri ve sosyal aglar
aracilifiyla karsilayan X,Y ve Z kusaklarinin sosyal aglar1 nasil ve ne amagla kullandiklarina bagl olarak
degisen mahremiyet algisi belirlenmeye ¢aligilmistir.

Arastirmada ¢ikan sonuclara gore teknolojinin i¢ine dogan Z kusagi sosyal aglara X ve Y kusaklarindan
farkli anlamlar yiiklemektedir. Bu durum, Z kusaginin X ve Y kusagina gore farkli bir mahremiyet
algisina sahip oldugunu ortaya koymaktadir. Oncelikli olarak Z kusags, diger iki kusak gibi sosyal aglari
ayr bir gerceklik alani olarak gdrmemektedir. Bu nedenle Z kusagi, ger¢ek hayatta mahremiyetini ne
kadar paylastyorsa, sosyal aglarda mahremiyetini o diizeyde paylasmaktadir.

Arastirma kapsaminda ¢ikan bir diger sonuca gore; Z kusagi, kisisel bilgilerini sosyal aglar {izerinden
paylasmay1 tercih etmemektedir. Boylelikle, kisisel bilgilerini sosyal aglar da korumay: amaclayan Z
kusagi, sahte hesaplar olusturmaktadir. Bu noktada, internet ve sosyal ag gergegi ile sonradan tanisan X
ve Y kusagi yeni bir kamusal alan olarak sosyal aglari géormektedir. Bu nedenle sosyal ag hesaplarinda
kisisel bilgilerine yer vermekte ve sahte hesaplar olusturma egilimi géstermemektedir.

Arastirma sonuglarina gore; Facebook iizerinden arkadaglari ile sohbet eden; 6zel alan olarak kabul edilen
ev igerisinde c¢ekilen fotograflar dahil olmak {izere tiim fotograflarim1 paylasan; bu fotograflarin
begenilmesine ve paylasilmasina izin veren X ve Y kusaklari, sosyal aglar1 sosyallesme araci olarak kabul
etmektedir. Bu noktada Z kusagi, diger iki kugaktan farkli olarak, sosyal aglar1 bir sosyallesme araci
olarak i¢sellestirmemektedir.

Aragtirmaya gore; temelde, ili¢ kusak da sosyal aglari bir gozetim ve denetleme araci olarak
kullanmaktadir. Bu noktada Ozellikle eslerin birbirlerini takip etmek i¢in sosyal aglari kullandig:
aragtirma sonuglarindan goriilmektedir. Bu noktada X kusagi sirasiyla arkadaslarini, esini, eski sevgilisini,
sevgilisini ve eski esini takip etmektedir. Boylelikle, X kusagi Z kusagindan sonra sahte hesap
kullanimina yatkin olan kusak olmaktadir. Bu durum, X ve Z kusaklarinin, sosyal aglar1 bir gdzetleme
araci olarak gordiigii sonucunu ¢ikarmaktadir.

Arastirmaya gore; li¢ kusagin da sosyal aglarda, siyasi ve dini konulardaki goriislerini/tercihlerini
gizlemeye yonelik tutumlart farklilik gostermektedir. Bu noktada, ozellikle Y kusaginin diger iki
kusaktan farkli bir tutum sergiledigi goriilmektedir. Teknoloji ile sekillenen, o6zellikle de internet
kullaniminda uzmanlagmalar1 sayesinde, ¢oklu kimlikler edinen Y kusagi, siyasi ve dini konulardaki
goriislerini paylagsma konusunda kararsizlik gostermektedir. Bunalimli yillarin yasandigi diinya diizeni
icerisine dogan X kusagi ise, gecirdigi politik siirecler nedeniyle siyasi ve dini konulardaki
diisiincelerini/tercihlerini sosyal aglarda paylasirken; teknolojinin ig¢ine dogan bir kusak olarak tiim
teknolojik gelismelere kisa siirede adapte olan Z kusagi, gercek ile sanal arasinda bir ayrima
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gitmemektedir. Boylelikle, kimliklerini agik¢a belirten Z kusagi, sosyal aglari, gercek hayatta var olan
kamusal alanlardan birisi olarak algilamaktadir. Bu sayede, ger¢ek hayatta var olan kimliklerini, siyasi ve
dini diisiincelerini ¢evresiyle paylastigi 6lgiide, sosyal aglarda da paylagmaktadir.
Arastirmaya gore; X ve Y kusaklar1 6zel alan olarak kabul edilen ev dahil olmak {izere; fotograflarini
sosyal aglarda paylasma ve begenilmesine izin verme egiliminde olduklari goriilmektedir. Ozellikle X
kusagi, Foursquare ile cografi konumlarini belirleme ve etkinlik davetlerine katilip katilmayacag1 gibi
bilgilerini sosyal aglarda paylasma egilimi icerisindedir.
Sonu¢ olarak; XY ve Z kusaklarinin sosyal aglarda var olma nedenlerinin farklilik gosterdigi
goriilmektedir. Boylelikle {i¢ kusagin sosyal aglar1 kullanim nedenlerine bagli olarak sosyal aglari
kullanma bigimleri de degigsmektedir. Bu iki faktor, kusaklar arasinda degisen mahremiyet algisinin temel
sebebini olusturmaktadir.
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“TWIPLOMACY” KAPSAMINDA GEZi PARKI EYLEMLERI:
T.C. BASBAKANLIK KAMU DIPLOMASISI
KOORDINATORLUGU TURKCE VE INGILiZCE RESMIi
TWITTER HESAPLARINDAN GEZI PARKI EYLEMLERI
SURESINCE YAPILAN PAYLASIMLARIN NiCELIiKSEL VE
KARSILASTIRMALI ANALIiZi

“TWIPLOMACY” WITHIN GEZi PARK DEMONSTRATIONS: A
QUANTITATIVE AND COMPARATIVE ANALYSIS OF OFFICIAL
TWITTER ACCOUNTS IN TURKISH AND IN ENGLISH OF THE
OFFICE OF PUBLIC DIPLOMACY, PRIME MINISTRY OF THE
REPUBLIC OF TURKEY DURING THE GEZI PARK
DEMONSTRATIONS

Gozde Kurt, Istanbul Kiiltiir Universitesi, Sanat ve Tasarim Fakiiltesi, g.kurt@iku.edu.tr

OZET

Bu calismanin amaci, oncelikle, kamu diplomasisi stratejilerinden “21. Yiizy1ll Kamu Diplomasisi”
(Szondi, 2009: 305) stratejisini T.C. Bagbakanlik Kamu Diplomasisi Koordinatorliigii'niin Twitter
aracilipryla ne derecede uyguladigmi, Tiirkce ve Ingilizce Twitter hesaplarini eszamanli olarak
inceleyerek analiz etmek ve kamu diplomasisinin yararlandig1 temel yontem olan “Halkla Iliskilerde Cift
Yonlii Simetrik Model”i Twitter’da kullanip kullanmadigini, insanlara yanit verme ve retweet secenegini
kullanma oranlarini inceleyerek ortaya koymaktir. Caligmanin 6rneklemi olarak, T.C. Bagbakanlik Kamu
Diplomasisi Koordinatorliigii’niin Tiirkce, Ingilizce, Fransizca ve Arapga olarak paylasimda bulundugu
dort farkli resmi hesabr arasindan, sirasiyla en ¢ok sayida takipgisi bulunan Tiirk¢e ve Ingilizce olarak
paylasimlarda bulundugu iki ayr1 Twitter hesabi secilmistir. Bu kapsamda, Gezi Parki Eylemleri’nin
baslangic tarihi olan 31 Mayis 2013 tarihi ile 7 Haziran 2013 tarihleri arasindaki siireyi kapsayan
eylemlerin ilk bir haftalik siireci Koordinatorliik’iin Tiirkce ve Ingilizce resmi Twitter hesaplarini
yonetme bi¢imi analiz edilerek “Twiplomacy” kavrami kapsaminda incelenecektir.

Anahtar sozciikler: Twiplomacy, kamu diplomasisi, Tiirkiye, Twitter, imaj.
ABSTRACT

Firstly the purpose of this study is to analyse whether the Office of Public Diplomacy in Turkey is using
the public diplomacy strategy which is named as "21th Century Public Diplomacy " ( Szondi , 2009: 305)
via its Twitter acounts in Turkish and in English. By simultaneously examining and analyzing both of
them and whether they are using one of the core principle of public diplomacy strategies which is named
as "The Model of Bidirectional Symmetry” by analysing the rate of response and retweeting. The Public
Diplomacy Office has Turkish, English, French and Arabic accounts available in four different official
accounts on Twitter. The largest number of followers are at the Turkish and English accounts of the
Office which are also selected as our study sample. In this context, the Office’s management style of the
Turkish and English Twitter accounts will be analysed within the concept of “Twiplomacy” by the date of
31 May 2013 and 7 June 2013 which is covering the first one-week process of Gezi Park demonstrations.

Key words: Twiplomacy, public diplomacy, Turkey, Twitter, personal image.
GIRIS

Baglangig tarihi 31 Mayis 2013 tarihi olarak kabul edilen Gezi Parki Eylemleri, Tiirkiye Cumhuriyeti’nin
kurulusundan bu yana, Istanbul Taksim Gezi Parki’ndan baslayarak, Tiirkiye nin farkli sehirlerine dalga
dalga yayilmig olan en genis ¢apli toplumsal hareket olarak degerlendirilmektedir. Bilindigi gibi, dis
iilkelerdeki toplumsal hareketlere uluslararast medya yogun ilgi gostermektedir; dis haberlerde ve sosyal
medyada yer alan haber igerikleri, dig kamuoyunu olusturan insanlarin, eylemlerin gerceklestigi iilkeye
yonelik algisinda olumlu veya olumsuz etkide bulunabilmektedir. Gezi Parki Eylemleri siiresince, siklikla
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tartigilan bir konu olan Gezi Parki Eylemleri’nin Tiirkiye imajina olan etkileri siklikla tartisilmis ve kimi
hiikiimet yetkilileri eylemlerin iilke imajina olumsuz yonde etkide bulunduguna yonelik endiselerinin
bulundugunu dile getirmislerdir. Bu noktada, kamu diplomasisi kapsaminda Gezi Parki Eylemleri’nin
iilke imajina olan etkisinin olumlu veya olumsuz nitelikte olduguna iligkin bir yargiya varmak, ancak dis
kamuoyuna yonelik yapilacak olan saha aragtirmalar1 sonucunda ortaya konabilir.

Bilindigi gibi, belli bir bilimsel aragtirma sonucunda ortaya ¢ikarilabilecek olan bulgulara
dayandirilmadan yapilan tim degerlendirmeler temelsiz ve bilim dis1 kaygilar olarak kamu diplomasisi
alaninda yiiriitiilen stratejik iletisim ydnetimine yalnizca zarar verir. Bu anlamda, Tiirkiye
Cumbhuriyeti’nin yetkili resmi birimi olan T.C. Bagbakanlik Kamu Diplomasisi Koordinatorliigii’ niin
Twitter lizerinden yiiriittiigli kamu diplomasisi etkinliklerini 6l¢iimlemek Koordinatorliik’iin twiplomacy
kavramina olan yaklasimini ¢éziimlememize yardimer olacaktir.

Giiniimiizde diinyada sosyal medya {iizerinden yapilan kamu diplomasisi etkinlikleri son derece onem
kazanmigtir ve “dig kamuoyunda olumlu yonde algi yaratma sanati” olarak bilinen kamu diplomasisi
caligmalarinda, mesaji gonderenlerin, gonderilen mesajlarin, mesajin gonderildigi kanallarin ve mesaji
alan kisilerin ayr1 ayr1 kategorilerde fakat ilgili bulgularin bir biitlin halinde incelenmesi ve analiz
edilmesi saglikli bir kamu diplomasisi stratejisi olusturmada ¢ok onemlidir. Bu anlamda, bu ¢aligmada
Koordinatorliik’iin Gezi Parki Eylemleri’nin ilk bir haftas1 boyunca Twitter’daki Ingilizce ve Tiirkce
hesaplarini kullanim bi¢imi analiz edilecek ve ortaya ¢ikan bulgular degerlendirilecektir.

VARSAYIMLAR ve YONTEM

Bu ¢aligmanin varsayimi Koordinatorliik’iin Twitter hesaplarini Geleneksel Kamu Diplomasisi esaslarina
gore kullanarak, etkinlik alanini kendi kendine sinirlandirmasidir. Buna bagli olarak Koordinatorlik’iin
Twitter’1 sosyal medyanin dinamiklerine gore kullanmadigini, bu yeni iletisim ortaminin yapisina ayak
uyduramayarak, Twitter T{izerinden diplomasi demek olan Twiplomacy’den verimli sekilde
yararlanmadigini sdylemek miimkiindiir. Bu varsayimdan yola ¢ikarak, i¢ ve dis kamuoyunun sosyal
medya iizerinden diyaloga en ¢ok ihtiya¢ duydugu giinler arasinda olan Gezi Parki Eylemleri’nin ilk bir
haftasinda Koordinatorliik’iin nasil bir iletisim kurdugunu incelemek kamu diplomasisinin sosyal
medyada kriz yonetimi yontemlerini anlamada da anlamli olacaktir, zira Gezi Parki Eylemleri siiresince
Koordinatorliikk’iin sosyal medyadan kriz yonetimini iyi bir sekilde yapamadigina iliskin elestiriler i¢ ve
dis kamuoyu tarafindan siklikla dile getirilmistir. Buna bagli olarak, Koordinatorliik’iin Tiirkge ve
Ingilizce Twitter hesaplarmi kullanim aliskanliklarini incelemek gelecekteki potansiyel krizlerin sosyal
medyada nasil yonetilmesi gerektigi konusuna da 151k tutacaktir.

BULGULAR
Koordinatorliikk’iin Twitter’1 kullanim aliskanliklarina baktigimizda, su rakamlar1 gérmekteyiz:

17.01.2014 tarihli verilere gore, Koordinatérliik’iin ingilizce paylasim yaptig1 hesabinin 8006 takipgisi
bulunmakta, aym1 hesap 208 kisiyi takip etmektedir. Bu hesaptan bugiine kadar toplam 4025 tweet
atilmistir. Koordinatorliik’iin Tiirk¢ce hesabimin 40,521 takipgisi varken, ayni hesap 188 kisiyi takip
etmektedir. Tlgili hesaptan toplam 8997 adet tweet atilmistir.

Burada dikkat edilmesi gereken nokta, Twitter’daki kamu diplomasisi paylasimlarmin dis kamuoyunu
etkilemeye yonelik olan paylasimlardan olusmasi gerekirken, Koordinatorliik’iin Tiirk¢ce hesabindan
atmis oldugu tweet sayisi, Ingilizce hesabindan atmis oldugu tweet sayisinin iki katindan daha fazladir.
Bu anlamda, Koordinatorliik’iin asil hedef kitlesinden sastig1 gdzlemlenmektedir. Bu noktada, mesajlarin
niteliginin niceliginden daha o6nemli olabilecegi ihtimalini de elbette ki gbéz o6niinde bulundurmak
gerektigini eklemek gerekmektedir ancak niceliksel farkliliga baktigimiz zaman, rakamsal olarak arada
ciddi bir ugurum oldugunu goérmekteyiz. Bununla birlikte, dis kamuoyunu olusturan hedef Kkitleler
arasinda Tiirkge konusanlar da olmasina ragmen, ¢ok daha genis bir kitle olarak Ingilizce konusan kitleye
agirlik vermemek ciddi bir stratejik hatadir. Burada Koordinatorliik’iin i¢ kamuoyuna agirlik vermeyi
tercih ettigi aciktir ve bu anlamda i¢c kamuoyuna yonelik “Beyaz Propaganda” yapildigint séylemek
mimkiindiir. Bilindigi gibi; “Beyaz propagandada kaynak, resmi ve giivenilirdir. Haberlerin nereden
elde edildigi aciktir. Verilmek istenen mesajlar titizlikle aktariliv. Dogrulugundan duyulacak endise,
kaynagin a¢ik olmasi nedeniyle giivensizlige sebep olur ve hedef kitleyi yeni bir kaynak arayisina iter.
Beyaz propaganda genellikle mesru bir hakkin miidafaasini yapar. Propaganda konular: genellikle
hiikiimetin kontroliinden gectigi icin iletilenler yari resmi sayilir” (Ozsoy, 1998: 21). Koordinatérliik iin
Bagbakanlik’a bagli olmasi ile, Koordinatorlik’in kimi siyasi liderlerin imajlarina yonelik bir algi
yonetimini de siirdiirdiiglinden, Koordinatorlik hiikiimetten belli isimler yoriingesinde paylasimlarda
bulunmaktadir. Bu anlamda, bu birimin daha &zerk bir birim haline getirilmesinin 6ncelikli ve agirlikli
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olarak iilke algisini olumlu yonde gelistirme konusuna agirlik verilmesine neden olacagi ortadadir. Kamu
diplomasisinde, Lilleker’in belirttigi gibi; “Normalde siyasal iletisimde devlet temsili amaglanirken,
hiikiimeti ve onun liderini parti i¢inde somutlagmis olarak yeniden tanimlama durumu olabilmektedir”
(Lilleker, 2013:232). Koordinatorliik’iin ilgili Twitter hesaplarinda da gézlemlenen durum tam olarak bu
sekildedir; hiikiimet yetkilileri kamu diplomasisi faaliyetlerinin dniine gegmektedirler.

Verilere geri donecek olursak, Koordinatorliik’iin Tiirkge hesabindan Gezi Parki Eylemleri’nin ilk
haftasini teskil eden 31 Mayis 2013-7 Haziran 2013 tarihleri arasinda 49 adet, Ingilizce hesabindan ise 61
adet tweet atmistir. Bu siiregte Koordinatorliik ilgili tweetlere iki hesaptan gelen mesajlardan higbirine
geri doniis yapmamig, yanit vermemistir. Bir haftalik siire zarfinda, Koordinatorliikk’iin Tiirkce
hesabindan, Avrupa Birligi Bakanligi’n1 alti kere, Anadolu Ajansi’ni on kere, TRT Tirk’i ii¢ kere,
Diyanet Baskan1 Mehmet Gérmez’i iki kere, Dis Isleri Bakanligi’n1 bir kere, TRT Kurumsal’1 bir kere,
Kiiltiir ve Turizm Bakani1 Omer Celik’i ii¢ kere, T.C. Yurtdis1 Tiirkler’i bir kere, TIKA’y1 bir kere
retweetlemislerdir. Ayni tarihler arasinda, Ingilizce hesaptan ise yalnizca bir kere, Anadolu Ajansi’nin
Ingilizce hesabindan atmis oldugu bir tweet retweetlenmistir.

Bu verilere gore, ilk olarak Gezi Parki Eylemleri’nin ilk haftasi boyunca Koordinatérliik, Ingilizce
hesabindan Tiirk¢e hesabina gore daha fazla sayida tweet atmistir ve bu oldukga etkili bir stratejidir ¢iinkii
dis kamuoyunun ve uluslararasi medyanin tiim dikkatinin iilkenin tizerinde oldugu bir donemde, dis
kamuoyunu bilgilendirmeye yonelik tweetlerin daha fazla sayida olmasi gerekmektedir. Bununla birlikte,
Twitter’in dinamizmine aykir1 sekilde, Geleneksel Kamu Diplomasisi’ne uygun sekilde hareket eden
Koordinatorliik (Bkz. Tablo 1), Tiirk¢e hesabindan dokuz farkli kanaldan ¢esitli mesajlar1 retweet ederek
i¢c kamuoyunu ikna etmek igin elini giiglendirmeye ¢aligmis, ancak Koordinatorliik’iin Ingilizce hesabinin,
Anadolu Ajansi’nin Ingilizce hesabindan yalnizca bir adet tweeti retweet etmis olmasi yetersiz bir ikna
unsuru olarak goéze g¢arpmaktadir. Bununla birlikte, ne i¢ ne dis kamuoyuna Gezi Parki Eylemleri
sirasinda tek bir cevap bile verilmemis olmasi, krizi daha da biyiitmiistiir. Twitter’daki bilgi akisina ayak
uyduramayan Koordinatorlik’iin, 21. Yiizyil’in en 6nemli arayiizii olan Twitter’da varlik gostermesine
ragmen, 21. Yiizyll Kamu Diplomasisi’ne uygun hareket edemedigini ve bu ylizden Twitter’da kamu
diplomasisi faaliyetleri kapsaminda bagariya ulasamadigin1 séylemek miimkiindiir. Koordinatorliik’iin
acik bir sekilde, hem kamu diplomasisinin temeli olan diyalog prensibine uygun hareket etmedigini, hem
de Twitter’in yapisina aykir1 sekilde, insanlarla iletisim ve etkilesimi tercih etmedigini gormekteyiz.
Giindiiz’iin de vurguladigi gibi, “Toplumun ve toplumsal formasyonun meydana gelmesindeki konsensiis
niteligindeki kararlar, ancak iletisim ve etkilesim sayesinde miimkiin goziikmektedir. Dolayisiyla kisiler
arasinda ve toplumda meydana gelen tiim etkilesimlerin ve bu etkilesimlerden dogan yapilanmalarin
temelinde iletisim olgusunu gormek yanlis olmaz”. (Gilindiiz, 2013:141) Bu noktadan hareketle,
etkilesimin ve geribildirimin olmadig bir iletigim, iletisim demek degildir ve Koordinatorliik twiplomacy
uygulamalar1 kapsaminda bu gercege uygun hareket etmemektedir.

Tablo 1: Geleneksel Kamu Diplomasisi ve 21. Yiizyll Kamu Diplomasisi

Geleneksel Kamu Diplomasisi

21. Yiizy1l Kamu Diplomasisi

Sartlar Ulkeler arasi ¢atisma ve gerilim | Baris
Amaglar Hedef iilkelerde siyasi degisim | Yurtdisinda iilkenin  olumlu
gelde etmek ve hedef kitle | itibarinin ve anlayisli ¢evrenin
davranisinin degistirilmesi yaratilmasit  i¢in  siyasi ve
ekonomik  ¢ikarlara  destek
yaratilmasi
Stratejiler Ikna etme Iliski insa etme ve siirdiirme

Kamular1 yonetme

Kamularin siirece dahil edilmesi

Iletisim Yonii

Tek yonlii iletisim / Monolog

Iki yonlii iletisim / Diyalog

Arastirma

Gerekiyorsa ¢ok az

Geri bildirimin 6nemli oldugu
bilimsel arastirmaya dayanir.

Mesaj icerigi Ideoloji Fikirler
Yararlar Degerler
Hedef Kitleler (Kamular) Hedef iilkedeki genel hedef | Boliimlendirilmis, iyi
kitle; mesaji gonderenler ve | tanimlanmig hedef kitle,
alicilar yurticindeki hedef kitle
Katilimcilar
Araclar Geleneksel Kitle Tletisimi Eski ve yeni medya; genelde
aglarla kigisellestirilmis
Biitce Hiikiimet tarafindan sponsorluk | Kamu ve 6zel igbirlikleri

Kaynak: (Szondi, 2009: 305)
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DEGERLENDIRME ve SONUC

Lon Safko’ya gore sosyal medya en kisa tanimiyla sosyal oldugumuz medyadir (Safko, 2010: 3).
Giiniimiizde insanlar ve kurumlar Twitter sayesinde birbirine ¢ok daha yakindirlar ve her an iletisime
gecme imkanina sahiptirler. Kamu diplomasisi etkinleri i¢in benzersiz bir kanal olan Twitter, eger
yapisina uygun sekilde kullanilmazsa, iilkeye iligskin algilar ve mesajlar olumsuz sekilde algilanabilme
riskini beraberinde getirmektedir. Bu anlamda, Kamu Diplomasisi Koordinatorliigli Twitter’da dort farkl
dilde paylagimlarda bulunmaktadir ancak dort farkli dilde paylasimda bulunmak, etkili iletisim kuruldugu
anlamina gelmemektedir.

Hem Twitter’in, hem de kamu diplomasisinin 6ziine aykir1 bigimde, 6zellikle dis kamuoyu ile iletisime
gecmemek iilke algisii ne giiglendirir ne de olumlu yonde gelistirir. Koordinatérliik’iin Ingilizce,
Fransizca ve Arapca olarak dis kamuoyuna yonelik tweetlerinin toplam sayisinin, Tiirk¢e olan
tweetlerinin sayisin1 gegcememis olmasi bir tercihtir ve Koordinatorliik’iin kamu diplomasisinin asil hedef
kitlesi olan dis kamuoyuna yeterince énem vermediginin bir gostergesidir. Ikinci olarak, Gezi Park1
Eylemleri’nde “Yumusak Gii¢” unsurundan faydalanmayarak, Twitter’da higbir tweete yanit vermeyen
Koordinatorlik, “Beyaz Propaganda Modeli’ne uygun sekilde bir iletisim stratejisi benimsemistir.
Bilindigi gibi, “Yumusak Gii¢” kavraminda insanlarin igbirligi ile hareket etmelerini saglamak esastir
(Gilboa, 2008:61). Beyaz propagandada ise, iletiler kimligi dogru olan bir kaynaktan gelir ve mesajin
icindeki enformasyon dogrudur. Beyaz propaganin amact inanirlik saglamak ve bunun gelecekte
kullanilabilirliginden yararlanmaktir, ancak sosyal medyada monolog seklinde siirdiiriilen kamu
diplomasisi iletisimi ve etkinlikleri, basariya ulasabilecek bir kamu diplomasisi stratejisi degildir ve iilke
imajina uzun veya kisa vadede herhangi bir katkida bulunmasi son derece giictiir.

Bu arasgtirma sonucunda elde edilen en Onemli bulgulardan biri, T.C. Kamu Diplomasisi
Koordinatorliigii’niin Gezi Parki Eylemleri’nin ilk haftas1 boyunca, higbir kullanicisina yanit vermeyerek,
kamu diplomasisinin en dnemli stratejilerinden “Cift Yonlil Simetrik Model”’e gore iletisim kurmadigi, bu
anlamda diyalog yerine, monolog seklinde bir bilgilendirme stratejisi tercih ettigi gergegidir. Ayrica kamu
diplomasisinin agirlikli olarak, dis kamuoyuna yonelik etkinliklerle 6n plana ¢ikmasi gerekirken,
Twitter’da Koordinatérliik’iin Tiirkge hesabiin takipgi sayisinin Ingilizce hesabimin takipgi sayismin bes
kat1 biiyiikliigiinde oldugunu ve Ingilizce, Fransizca ve Arapga olarak paylasim yapan hesaplarin toplam
tweet sayisinin, Tiirk¢e paylasim yapan hesabin toplam tweet sayisini gegemedigini, bu anlamda
Koordinatorliik’tin asil hedef kitlesi olan dig kamuoyuna yonelik stratejisinin ikinci planda kaldigini ve
dis kamuoyunun ilgisini Twitter ortaminda yeterince ¢ekemedigini sdylememiz miimkiindiir. Tekrar
vurgulamak gerekirse, Koordinatorliik’iin 6zerk bir faaliyet programina sahip olabilmesi i¢in, 6zerk bir
birim olarak galigmasi gerekmektedir. Bagbakanlik’a bagl olarak ¢alisiyor olmasi ise Koordinatorliik’iin
etkinlerinin ydriingesinin agirlirlikli olarak Basbakanlik yoriingesinde olmasi bakimindan, sorgulanmasi
gereken bir durumdur.

Sonug olarak, Gezi Parki Eylemleri’nin ilk haftasini kapsayan bu caligmada, Twitter’da sosyal medyanin
dinamik ve diyaloga dayali yapisina son derece aykiri bir strateji olan “Geleneksel Kamu Diplomasisi”
stratejisini uygulamay1 tercih ettigini gézlemledigimiz T.C. Kamu Diplomasisi Koordinatorliigi, sosyal
medyanin iki yonlii iletisime imkan veren yapisina uygun hareket etmemekte, kanal ve strateji arasindaki
uyumsuzluga baglh olarak etki alanin1 kendi kendine daraltmaktadir. Bununla birlikte, agirlikli olarak
hiikiimet yetkililerinin yoriingesinde yapilan paylasimlar, Twitter hesaplarinin olumlu bir iilke algisi
yaratma gayesinden ¢ok, kimi hiikiimet yetkililerin siyasal imaj ve beyaz propaganda aracina
doniismesine sebebiyet vermekte ve kamu diplomasisi etkinliklerinde eksen kaymasina neden
olabilmektedir.
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COCUK TiYATROSUNDA MEDYA TEKNOLOJILERININ YERI
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OZET

Uretilen her yeni teknoloji bir birikim sonucu ortaya ¢ikar. I¢inden ¢iktig1 toplumu etkiler. Hakkinda
diisiiniilen seylerin yapisini degistirir, simgelerin niteligini ve toplumun yeni diislincelerin gelistirildigi
alanin dogasii degistirir. 20 yilizyilin sonu ve iginde yasadigimiz 21.yilizyilin baginda diinya tarihi,
goriilmemis bir hizla teknolojik alanda yeniliklere tanik oldu. Bu siiregte kitle iletisim araglari bizleri yeni

bastan bigimlendirerek yasam tarzlarimizi, iliskilerimizi, algilama ve ifade sekillerimizi degistirdi.

Ote yandan, kitle iletisim araglari, basta televizyon olmak iizere, sundugu olanaklar ve sunma bigimleriyle
gergegi yeniden kurgulayarak sanal diinyalar yaratmis ve bu sanal diinyay1r bir gergekmis gibi
algilamamizi saglayacak teknolojileri de gelistirmistir. Herkesin yasaminda bir teknoloji iriiniiniin
bulundugu, ses ve goriintii bombardimani altindaki gliniimiiz diinyasinda Tiyatroda, konumuz baglaminda
Cocuk Tiyatrosunda teknolojinin kullanim big¢imleri ve ¢ocuklarin tepkileri ne sekilde gergeklesiyor.

Calismanin konusunu bu soruya yanit arayiglar1 olusturacaktir.

Anahtar Sozciikler: Iletisim, teknoloji, cocuk, tiyatro, yabancilasma

THE PLACE OF MEDIA TECHNOLOGIES IN THE CHILDREN’S THEATRE

ABSTRACT

Every new technology is produced as a result of an accumulation and affects the community within which
it was proposed . It changes the structure of thought about things connected to it, the quality of the icons
or symbols and change the nature of the field and the society in which brand new ideas are developed.
The end of the 20th century and the 21st century as the beginning of the century we live in, the world
history has witnessed innovations in the technological field at an unprecedented speed. Especially
communication technologies, the mass media, and media technologies turned the world into a small
village. Communication tools, particularly television, computers, and mobile phones are easy to obtain
and also have become an integral part in everyone's life -young and old alike- as a result of the
consumption economy triggering daily life. In this process, the mass media has changed our ways of life

styles, relationships, perceptions, and expressions reformatting us all over again.

In today's world under the bombardment of sound and vision, equipped with such a wide range of
facilities, and almost everyone without age limit having a technology product in their lives, what is the
status of theatre, and especially Children’s Theatre in the context of this study? Embarking on a quest to

answer this question forms the subject of this study.

Keywords: Communication, technology, children, theater, alienation.
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