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ABSTRACT

Art marketing aims to sell art works and create areas of artistic experience offering value to the people.
As a part of the art industry, art galleries also use social media for this purpose in their marketing efforts.
In this respect, social media for art galleries is a digital platform that bridges the gap between artists,
collectors and those interested in buying or in viewing art. In this respect, it is a research topic how art
galleries can use this platform effectively. Within this research framework, the aim of this study is to
investigate whether the number of followers on social media of art galleries operating in the Turkish art
industry is affected by the regular content sharing of the galleries and the topics of these contents. For
this purpose, the number of contents shared by art galleries in social media and their subjects were
examined comparatively between the pandemic process and the pre-pandemic period through
descriptive statistic method. Since Istanbul is the center of art in Turkey, the sample of the research was
chosen as the galleries in Istanbul. A descriptive statistical method was used to compare art galleries
between May 2018 and May 2020, when the Covid 19 Pandemic led to a rapid digital transformation.
The findings show that the use of social media by art galleries varies according to the age groups of the
artists they work with; content production that can meet expectations is necessary rather than content
distribution frequency in art galleries which work with older artists.

Keywords: Arts Marketing, Art Galleries, Social Media, Digital Communication, Arts Management.

TURKIYE'DE SANAT GALERILERININ KARSILASTIRMALI
SOSYAL MEDYA ANALIZi

(0Y4

Sanat alaninda pazarlamanin amaci, sanat ¢aligmalarinin satig1 ve insanlara sanatla iligkili bir deneyim
alan1 olusturarak degerler sunmaktir. Sanat endiistrisinin bir pargasi olan sanat galerileri de pazarlama
caligmalarinda sosyal medyay1 bu amaca yonelik yoneten kurumlar arasindadir. Bu ¢ergevede sanat
galerileri i¢in sosyal medya sanatcilar, koleksiyonerler ve sanat eseri satin almak veya sanati izlemekle
ilgilenen kisiler arasinda koprii kuran dijital bir platformdur. Bu agidan sanat galerilerinin bu platformu
halkla iletisime yonelik nasil etkin bir sekilde kullanabilecegi bu alandaki arastirma konularindan biridir.
Bu ¢aligmanin amaci, Tiirkiye sanat endiistrisinde faaliyet gdsteren sanat galerilerinin sosyal medyadaki
takipci sayilarinin galerilerin igerik paylasimlarinin diizenli olmasindan ve bu igeriklerinin konularindan
etkilenmekte olup olmadigini arastirmaktir. Bu amagla aragtirmada sosyal medyadaki sanat galerilerinin
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paylastiklari igerik sayilar1 6l¢iilmiis ve igerik konular1 betimlenmis; pandemi siireci ile pandemi 6ncesi
dénem arasinda karsilastirmali olarak betimleyici istatistik yontemiyle analiz edilmistir. Istanbul,
Tiirkiye'de sanatin merkezi oldugu i¢in, arastirmanin 6rneklemi Istanbul'daki galeriler olarak secilmistir.
Covid 19 Pandemisinin hizli bir dijital doniisiime yol agtig1 Mayis 2018 ile May1s 2020 arasindaki sanat
galerilerini karsilagtirmak i¢in tanimlayici istatistiksel bir yontem kullanildi. Bulgular, sanat
galerilerinin sosyal medya kullanimlarinin birlikte ¢aligtiklar1 sanat¢ilarin yas gruplarina gore farklilik
gosterdigini; yas grubu yiiksek sanatgilarla calisan galerilerde igerik paylasim sikligindan ziyade
igeriklerdeki konu se¢iminin daha 6nemli oldugunu ortaya koymustur.

Anahtar Kelimeler: Sanat Pazarlamasi, Sanat Galerileri, Sosyal Medya, Dijital Iletisim, Sanat
Yonetimi.

INTRODUCTION

Marketing practices have been applied as a necessity in today's art businesses. The purpose of art
marketing is to sell art works and create areas of experience offering artistic value to the people. Social
media has been regarded as one of the main communication channels to promote art and artists to groups
who are interested in art and / or buyers of art. This situation, which is valid for all kinds of art enterprises
from music to theater, from museums to visual arts centers, also supports art organizations in providing
public education, advocating for arts, facilitating the understanding and accessibility of art content, and
establishing close ties with the art audience.

Art galleries actively use social media as a digital platform to reach art market and public in general.
The main task of the gallery manager is to bring together the collectors, artist and the art work.

Especially today, when the digital presentation of products has become important, the transfer of art as
a content to virtual environments and the increasing of followers on social media by art galleries makes
art accessible. In this respect, it is a research topic how art galleries can use this platform effectively.
Social media offers advantages to businesses in recognizing the consumer and creating targeted behavior
and attitudes by interacting with them. The behavior and attitudes of users in the market are affected by
their experiences which begin from the moment the user first heard about the products or services in
media environment. The experience in the digital environment is influenced by the creative content of
the digital environment offered to the users. The aim of this study is to figure out how art galleries
operating in the Turkish art industry benefit from content production in social media in terms of quantity
and quality to increase their followers. For this purpose, the content of the social media shares of art
galleries was analyzed in the research and the reactions of the users were evaluated based on this
analysis. Within this research, the number of contents shared by art galleries in social media was
measured together with the number of followers and subjects of contents were examined; the social
media use of these art galleries comparatively between the pandemic process and the pre-pandemic
period through descriptive statistic method.

A study to be conducted to art galleries to use social media in Turkeys, it is necessary to take into account
that they have different characteristics. These characteristics of galleries differ according to when they
were founded, the communication they establish with collectors, art buyers, art audiences and artists.
The galleries in Turkey can be divided into three groups. The first group consists of galleries that was
opened in the 1970s. This group galleries came to be seen in Turkey when art started to be seen as an
investment tool in Turkey. These galleries have mediated the introduction of the business world with
art and have established communication networks within this framework. Their owners have continued
the gallery works through personal communication networks. Therefore, these galleries are first
generation gallery type in Turkey. Later in the acceleration of the process of commercialization of art in
the 1980s, art galleries contributed to development of art market with international organizations and
reaching at wider audience. These second-generation galleries are more adopted to communicate
through social media with their stakeholders as they are not based only their owners' network. In the
2000s, when new technologies and communication environments started to expand, new generation
gallery types were seen and the feature of these galleries carried art beyond the boundaries of a certain
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environment and reached a wider audience. These are the third-generation galleries which has developed
a marketing approach within the framework of the accessibility of this gallery type art, which uses only
digital media. This study investigates how these three types of art galleries showing different
characteristics in Turkey, communicate through social media. based on the assumption that institutions
generally strengthen social media communication during the pandemic process, the pandemic process,
which is expected to improve the digital communication of art galleries, and the pre-pandemic process
were examined comparatively. Since Istanbul is the center of art and art galleries in Turkey, the sample
of the research was chosen as the galleries in Istanbul. A descriptive statistical method was used to
compare the social media communications of art galleries between May 2018 and May 2020, when the
Covid 19 Pandemic led to a rapid digital transformation.

CONTENTS AND FOLLOWERS IN SOCIAL MEDIA

Marketing communication plays an active role in the creation and management of the brand (Aaker,
2013) that enables a product to be positioned in the mind of the consumer and to add meaning to the
consumption of that product. The positive experience of the target audience with the content enables
consumer to spend more time on digital platforms such as social media and web pages. This experience
of the consumer includes both physical and digital environments, starting from the moment the target
audience first heard about the product, and after the purchasing processes. In this context, social media
functions at the point of informing their target audience about themselves and gaining a positive image
in their minds. According to Varnali, when looking at experience from a marketing perspective, one
point reveals the series of behaviors leading to sales, while the other is related to how the experiences
accompanying this series of behaviors are remembered (Varnali, 2017). Social network sites support
interaction between organizations and their publics through methods that enable people to communicate,
make decisions, socialize, cooperate, learn, entertain themselves, communicate with their environment,
and even shop together (Kasemsap, 2015). This has led to the re-evaluation of traditional communication
practices.

Social media is rapidly expanding across and outside the enterprise, touching almost every aspect of
businesses such as journalism, crisis management, politics, research, media, customer relations, public
relations and marketing (Savar, 2013). There are many definitions of social media that have been made
until today. Within the framework of these definitions, we can define it as any internet media that uses
web 2.0 technology that allows commenting and sharing. Although Facebook, twitter and Instagram
bring social media to mind, many media where photos, videos and information can be shared is classified
in the social media category. The most important role of social media communication is to activate the
audience.

Within the scope of marketing communication, social media is a communication channel that can be
effective at every stage of their purchasing decision by enabling two-way communication due to its
nature and supporting the participation of consumers in the communication process. Starting with
attracting attention to the product, the effect of social media on the consumer can be used in all stages
of raising interest in the product, desiring the product and taking action in purchasing the product, as
well as determining the behavior of the target audience and directing the purchasing decision. For this
reason, every sector uses social media in line with its goals and sees this channel as an effective means
of creating a market.

Experience in social media environments emerges primarily as a result of the interaction with the
contents. In this context, as stated before, the quality of the content created comes to the fore. Formats
that can be considered as content in online media; website articles, news, blogs, mobile applications,
infographics, images, annual reports, research articles, cases, videos, photos, and the quality of these
content is determined by the target audience and the factors that affect their purchasing decisions
(Kingsnorth, 2016).

Content marketing is defined as an approach where companies try to create and / or share contextually
relevant content in order to create or reinforce brand messages (Baltes, 2015). While the marketing
objectives of the business are decisive, it is the demographic and psychographic characteristics of the
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consumers that determine the quality of the content and the stage of the consumer's purchasing decision.
People's use of social media is motivated by individual and psychological needs (Salo, Lankinen, &
Mantymaki, 2013). The needs of consumers can change according to generations, and this can also affect
social media preferences. In the report published by the global social media research group in August
2020; They stated that Facebook and Instagram are highly preferred social media platforms for Y and Z
generations. According to August 2020 data in the report, it is seen that the rate of Facebook usage
between the ages of 25-34 is 20%, and the rate of Instagram usage between the ages of 25-34 is around
23%. When the structure of Facebook and Instagram is examined; In 2012, it was observed that there
was a large increase in the number of users with Facebook's acquisition of Instagram and as a result of
this increase, businesses started to see Instagram as a platform for marketing (Kiran, Yilmaz, & Emre,
2019). On the other hand, although social media content is thought to be managed by users, social media
applications have purposes determined by businesses such as marketing and information management
(Kane, Alavi, Labianca, & Borgatti, 2014).

The production of content that will attract the attention of users increases the followers’ numbers of
organizations. According to Chen & Lei (2021, 177), “Followers perceive benefits for practical content,
which can increase their attention to the official account”. By attracting the users through contents, the
engagement process begins on social media. Customer engagement is a concept which is categorized by
Dessart et al. (2015) as affective engagement (refers to enthusiasm and enjoyment), cognitive
engagement (refers to atttention and absorpotion), and behavioral engagement (refers to learning,
sharing and endorsing). Becoming a follower of an official account on social media is an important
preliminary step as the first step towards getting these engagement levels started. Continuing to follow
can be seen as a positive user behavior towards engagement.

ACCESIBILITY OF ART THROUGH SOCIAL MEDIA CONTENTS

Marketing is one of the knowledge and skills that an art manager should have in 21st century (Byrens,
2008). This situation has made art organizations a part of the creative industry sector where creativity
and art are transformed into economic value. Unlike in the past, this industry has enabled art to get out
of its closed introverted environment and get rid of its hierarchical structure and even to stand against
the elitist approach. Marketing ensures that elements such as art works, exhibitions and events, which
are the products of the galleries, are delivered to the target audience within a certain positioning
framework. Positioning is the definition of what an organization offers to the market, for whom, under
what conditions, and in competition with whom. In this respect, the aim of arts marketing is not limited
with increasing the selling of art. There are four areas in which art marketing produces solutions:
encouraging participation, audience development, membership development, and fundraising (Kotler,
1980). These areas contribute to the experience of an artistic experience and to reach the target audience
in terms of quantity and quality. In this context, art organizations benefit from communication methods
in line with their goals. In this way, communication makes art accessible by spreading values related to
art (Botti, 2000, 23-24). Thus, arts marketing uses marketing to promote participation in the arts by
making the arts accessible. While art organizations develop audience communities, they can create an
online space where the audience will be around the organization and the arts in the web environment, as
they do in the physical space (Larsen, 2014).

Today, art organizations use social media as a communication tool that enriches the artistic experience.
This experience of the audience starts not in the art space, but by watching, listening and commenting
on digital content such as social media before coming to the art institution, which provides a rationale
for experiencing art spaces (Kolb, 2014). In this context, social media has been a part of this process.
Audience can produce content on today's social media platforms is almost equal to the artist and the
only hierarchy is between the likes and dislikes of the consumer (Kolb, 2014). As one of the
organizations that have taken their place in the creative industry, art galleries are bringing together the
buyer of the art work and the art work or artist, and legitimizing the artists they work with in the art
environment and art circles (Jyrimi & Ayviri, 2010).

Submit Date: 25.01.2022, Acceptance Date: 15.02.2022, DOI NO: 10.7456/11202100/009 337
Research Article - This article was checked by iThenticate
Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC
ISSN: 2146-5193, April 2022 Volume 12 Issue 2, p.334-349

Experience, which is an important element of today's marketing strategies, includes every environment
where the art organization communicates with the audience through art, apart from directly confronting
art. At this point, psychographic segmentation showing motivations, attitudes and behaviors is
important. In fact, it is ideal to design marketing communication applications by segmenting them
demographic, psychographic and geographic. Considering that today's marketing approach focuses on
the consumer and his / her experience; art marketing requires understanding the relationships of
individuals with art and their motivation to be a viewer or participant of art. These motivations, which
are defined as follows: (1) functional / cultural benefits to enrich education, knowledge, culture; (2) the
symbolic benefits of the cultural meaning of art to represent the identity and personality of individuals;
(3) benefits that enable social contact through being an art audience; (4) experience in individuals' inner
worlds through art (Botti, 2000). In today's consumer-oriented approach, these motivations should be
taken into account in order for art to reach and interact with the audience. For example, the fact that
there are those who think that sharing this experience in an online community is as important as
experiencing art among today's individuals (Kolb, 2014) explains the reason why art organizations reach
individuals through social media. For this reason, art organizations communicate directly with the
audience by raising questions on social media sites such as Facebook and making discussion invitations
(Larsen, 2014, s. 146). For this reason, every motivation that directs individuals to art is taken into
consideration in terms of establishing a connection with the audience of art organizations.

RESEARCH

The aim of this study is to understand the development of social media communication practices in
Turkey. For this purpose, social media contents of art galleries were measured comparatively between
the pandemic process and the pre-pandemic period. The data were analyzed through descriptive statistic
method. Since Istanbul is the center of art and art galleries in Turkey, the sample of the research was
chosen as the galleries in Istanbul. A descriptive statistical method was used to compare the social media
communications of art galleries between May 2018 and May 2020, when the Covid 19 Pandemic led to
a rapid digital transformation. In this context, on the dates considered the content categories of art
galleries' posts were defined as well as the numbers of posts and followers. Monthly statistical data was
taken from Facebook, twitter and Instagram which are the commonly used by the galleries addressed in
the study. Additionally, some galleries were examined more than a month addressed in the study to
evaluate the result in more detail.

The art galleries considered as samples are twelve art galleries examined in three groups that differ in
terms of target audience, stakeholder, market and organizational. Galleries taken in the first group are
the first generation of galleries representing the gallery business in the period in which first emerged in
Turkey. These are organizations that galleries have opened in Turkey led to the development of art
collecting in the 1970s and 1980s. The feature of these galleries is that the owners improve the
communication of the gallery within the framework of the interpersonal communication they establish
with the business environment (Interview with the manager of Gallery Baraz, Yahsi Baraz, 2018;
Interview with Haldun Dostoglu, the manager of Galeri Nev Istanbul, 2018). The founders of this gallery
in the 1960s, the world of business is given the direction of art relationships have led to the formation
of the art market in Turkey. Of these, Galeri Baraz (1975) is one of the first examples that survived until
today. Afterwards, galleries that were part of this process were opened in the 1980s and 1990s. The
galleries that are considered as examples in the study are these art galleries that were opened in this
period between 1970-1990 and continued their existence. The other galleries were Gallery Baraz (1975),
Gallery Nev (1984), Gallery Nev Istanbul, Gallery Artist (1986) and Gallery Apel (1998). Of these,
Galeri Nev is located in Ankara, unlike the sample discussed in this study. The reason for this is that
after the gallery was first opened in Ankara, the owners parted ways and added Istanbul to its name and
continued its activities in Istanbul. Since the name of Galeri Nev will cover both organizations, the
organization in Ankara was also included in the scope of the study. One of the most important reasons
why these art galleries are considered as a separate group is the age group of the artists they work with.
The characteristic of this group of galleries is that the birth dates of most of the artists are between 1900-
1950 and they represent the X generation (figure 1).
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Figure 1: Birth Dates of the First Group Galleries’ Artists

The second group of galleries, taken as an example in the study, are galleries was opened in the period
when new communication technologies started to develop after 2000. These galleries were determined
as Dirimart (2002), Galeri Eksen (2011), Mixer (2012) and Krank Art Gallery (2016). Among the artists
with whom the galleries in this group work together, there are artists representing the Y and Z
generations, whose birth dates are higher than the first group galleries, as well as those of the Y and Z
generations (figure 2)

Krank Art

Dirimart Gallery Mixer
Gallery

\| 3

Eksen

- 1900-19 1900-1950
=1900-1950 = 1900-1950 +1900.1950 .
=1951-1976 =1951-1976 =1951-1976 = 1951-1976
1977-2000 = 1977-2000 = 1977-2000 = 1977-2000

Figure 2: Birth Dates of The Second Group Galleries’ Artists

The third group of art galleries taken as an example in the study are digital galleries that have primarily
created themselves in the digital environment. These third-generation galleries are Gallery Lebriz /
Lebriz.com (1980/2000), Sanat gezgini.com (2017), Artnivo (2014) and Art50.net (2014). In the third
group of galleries, representation of the X generation artists is less common (figure 3).
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Figure 3: Birth Dates of the Third Group Galleries’ Artists

ANALYSIS AND COMMENTS

Art galleries mostly use Facebook, twitter and Instagram as communication channels together. However,
the research shows that Instagram is an option that is considered by all types of galleries. Considering
the number of followers of the art galleries in general subject to this study in May 2018, followers of
the first group galleries (Gallery Baraz, Gallery Artist, Gallery Nev, Gallery Nev Istanbul and Gallery
Apel) on Facebook were lower in number than second (Dirimart, Gallery Eksen, Mixer) and third group
galleries (Lebriz.com, Artnivo, Art50.net, Krank Art Gallery and Sanat Gezgini.com) (table 1). These
first group of galleries were followed by more people on Instagram in 2018 and this situation did not
change in 2020. In fact, all galleries except Gallery Artist have increased their followers on Instagram
in 2020 (table 2).

Table 1. Number of Followers of Art Galleries on Facebook, Instagram and Twitter in May 2018
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Table 2. The Number of Followers of Art Galleries on Facebook, Instagram and Twitter for May 2020
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Instagram followers of the first group galleries were increased except Gallery Artist. This increase was
not always directly proportional with the numbers of posts but It was determined that only Gallery Nev
Istanbul increased its followers by 205% in parallel to the increase in its posts by 15,3% (table 3 and 5).
On the other hand, Gallery Baraz which reduced Instagram posts by 83.3% on Instagram increased the
number of followers by 47,2% (table 4 and 5). This situation seen in also in the case of Gallery Nev
and Gallery Apel, in which the number of followers increased despite the decrease in the number of
posts, gives the impression that after the pandemic, it was attempted to 341ccess the galleries in the
digital environment, which could not be accessed in the physical environment. However, this increase
can be related with the galleries’ posts before the May 2020 pandemic. For example, when we examined
it in the case of Gallery Baraz, it was figured out that the gallery was sharing more actively on Instagram
until February 2020 and it has stopped sharing as of March, when the pandemic appeared. Therefore, it
is possible that the number of Gallery Baraz followers increased before May 2020.
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Table 3. Comparison of the First Group Art Galleries' Facebook, Instagram and Twitter Posts on May

2018 May and May 2020
May 2018 May 2020
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Another example of this kind of disproportionate findings, Galeri Artist which increased the number of
contents on Instagram by 170%, the number of followers has decreased by 1 % (table 4 and 5). In order
to understand the reason for this situation, the number of Instagram posts of Gallery Artist in the past
two years was examined. Accordingly, the gallery shared 93 posts in 2018 and 82 in 2019. Therefore,
there is a possibility that the number of followers has decreased over time due to the fact that Gallery
Artist has reduced the number of contents even more. The in-depth analysis of this situation on
Instagram shows that first group of galleries have more followers when they shared more Instagram
posts.

The analysis of the first group of galleries’ Facebook posts on May 2020 showed that only Gallery Nev
increased posts. However, the increase of Gallery Nev’s posts in high rate did not cause the gallery to
increase the number of followers. While the increase of Gallery Nev posts by 166,6%, the followers
increased only by 6,9% (table 4 and 5). In addition to this, all the galleries in this second group increased
their followers even if they reduced their posts in Facebook such as Gallery Nev Istanbul and Gallery
Artist (table 4 and 5). Of these Galleries, it was figured out that Galeri Nev Istanbul continued to share
content, even if a little, after the pandemic and Galeri Artist, has provided this increase due to his shares
from previous periods.
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Table 4. Comparison of Facebook, Instagram and Twitter Followers of the First Group Art Galleries

on May 2018 and May 2020
May 2018 May 2020
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The analysis of the first group of galleries’ Facebook posts showed that twitter posts were remained
same or less. Inspire of these numbers (table 5) followers of the first group galleries on twitter were
increased except Gallery Artist.

Table 5: Proportional Comparison of the First Group Art Galleries Facebook, Instagram and Twitter
May 2018- May 2020 May Posts-Audience Numbers

Facebook Instagram Twitter
Posts Followers Posts Followers Posts Followers

Gallery Baraz 180% l 1% l 83,3% t 47.2% No change t 5,4%
Gallery Nev 1166,6% 16,9% l 4,5% t 40,5% l 100% l 100%
Gallery Nev 60% 20,6% 15,3% 205% 100% 2,8%
Istanbul l t t t l t
Gallery Artist l 100% t 5,5% t 170% l 1% No change t 1%
Gallery Apel No change ' 30% l 16,6% t 30,4% l 100% l 4%

According to the content classification of social media posts for the first group art galleries, the
categories of contents determined as presentation of the artist / exhibition / art work; promotion of other
activities of the gallery; sales development for the gallery/ exhibition visit; the story of the owner of the
gallery/ the story of the artist / collector; the news about the gallery in the media; the promotion of the
gallery initiatives; the contents directed to the web; news about the art market and the promotion of
consultancy services. When the content of first group of galleries’ posts are examined one by one, it is
seen that the galleries that regularly share posts in same content categories or diversify its content
categories do not lose followers even if they reduce their posts in number. For example, it is seen that
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Galeri Nev Istanbul, whose number of followers has increased despite the decrease in the number of
posts on Facebook, does not change its content categories, but concentrates on content that informs its
target audience about past and future events. Similarly, Gallery Apel, which diversifies the content
categories in terms of providing information, has become a gallery that increases the number of
followers. In addition to increasing the number of contents on Instagram by 65%, Gallery Apel added
two new types to its content categories. These types are the introduction of gallery activities, informative
content that leads to the web. Therefore, these galleries, which cannot be reached in the physical
environment during the pandemic process, produce content that can communicate with their target
audience, although they are few in number, it may be aimed at maintaining communication with the
target audience. In this case, the quality of the content becomes the primary criterion in terms of
maintaining communication with the follower. On the other hand, Galeri Baraz, whose number of
followers has increased despite the decrease in the number of contents on Instagram, has also decreased
his previous posts. The contents that Gallery Baraz has interrupted sharing posts in categories of artist
/ exhibition / art work promotion; the sales development for the gallery; promotion of other activities of
the gallery. Therefore, it is clear that Galeri Baraz could not meet the expectations of the audience in the
digital environment on May 2020.

When the contents of the second group of galleries in May 2018 and May 2020 are analyzed
comparatively, it was seen that they mostly attach more importance to the use of Instagram and twitter
than Facebook in 2020. Dirimart reduced Facebook usage by 55,5% and Mixer by 60% in May 2020
(table 6 and 8). Moreover, Gallery Eksen and Krank Art Gallery did not share any posts in May 2020
on Facebook. In parallel to decrease their Facebook posts, most of these galleries reduced the number
of contents on Instagram. Dirimart reduced Instagram posts by 13,7%, Mixer by 43,7%, and Gallery
Eksen increased by 100%. On the other hand, a striking result is that the use of twitter has increased by
95% by Dirimart, and 63% by Krank art gallery (table 6 and 8). This shows that the second group
galleries tend to use twitter in a way that is not seen in the first group galleries. In addition to this, it was
determined that followers of the second group galleries were increeased directly proportional to the
increase in twitter posts (table 7 and 8).

In the second group of galleries, as in the first group galleries, it has been observed that the number of
followers can increase in the galleries that reduce the number of posts. On Facebook, Dirimart which
reduced the number of posts by 56% increased its followers by 3%; Mixer which decreased posts by
40% increased its followers by 3%. Moreover, Gallery Eksen and Krank Art Gallery which decreased
their posts by 100% (they didn’t share any post on May 2020) increased their followers (tables 7 and
table 8). A similar situation is observed on Instagram and Facebook. The figures shows that the galleries
increased their followers’ numbers both on Instagram and Facebook, in spite of the decrease in their
posts. On Instagram, Dirimart which decreased the number of posts by 14%, was increased its followers
by 57%; Mixer which reduced the number of posts by 44% was increased its followers by 25% (table
8). On twitter, the number of Galeri Eksen followers, which does not share any posts, was increased by
2%, and number of Mixer followers, which reduced the number of posts by 84%, was increased by 14%
(table 8). It is possible that the increase in the number of followers of these galleries is due to the posts
made in previous years. Additionally, looking at whether this situation is related to the changes in
content categories, it is seen that Dirimart has enriched its content categories by starting to share content
that introduces gallery initiatives and gives information about the art / art market that directs followers
to its web site. Similarly, unlike 2018, Mixer has enriched the content categories in its social media posts
with the content that it conducts sales development activities for gallery / exhibition visits, introduces
gallery initiatives and directs it to the web. The same is true for the Krank Art Gallery, which increased
the number of its followers despite the decrease in the number of its posts. Krank Art gallery has become
a gallery that promotes gallery initiatives and enriches its content categories by starting to share content
that provides information about the art / art market, differently from 2018.
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Table 6. Comparison of the Second Group Art Galleries' Facebook, Instagram and Twitter Posts on

May 2018 May and May 2020
May 2018 May 2020
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Table 7. Comparison of Facebook, Instagram and Twitter Followers of the Second Group Art
Galleries on May 2018 and May 2020
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Table 8. Proportional Comparison of the Second Group Art Galleries Facebook, Instagram and
Twitter May 2018- May 2020 May Posts and Audience Numbers

Facebook Instagram Twitter
Posts Followers | Posts Followers | Posts Followers
Dirimart 155’5% 13% l 13,7% 158.2% 195% ' 11%
Gallery Eksen 1 100% l 4,3% 1 100% 1 6,5% l 100% 4 1.5%
Mixer 160% t 3% l 43,7% t 33,3% l73,3% l 100%
Krank Art Gallery l 100% t 38% t 5% ' 113% '63% t 166%

In the third group galleries, it was seen that Facebook was prioritized by some galleries at the same rate
as well as twitter and Instagram. The use of twitter, which stands out in the second group of galleries, is
not common in the third group galleries. It was determined as a remarkable data that only
sanatgezgini.com has increased the number of posts on Twitter by 3900% which a very high rate (Table
9). However, the increase in followers of sanatgezgini.com on twitter is not that high. Although the
number of posts of Lebriz.com remained the same as in 2018, it is notable as a gallery that has increased
its follower count. (Table 10-11).

Compared to May 2018, it was determined that Facebook usage did not decrease significantly. The
highest decrease was 11% in the number of posts of lebriz.com (table 9 and 11). On the contrary,
Instagram usage of Lebriz.com in a significant rate by 94% (table 10 and 11).

Table 9. Comparison of the Third Group Art Galleries' Facebook, Instagram and Twitter Posts on

May 2018 May and May 2020
May 2018 May 2020
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The categories determined when the contents of the third group galleries' shares on social media are
analyzed; artist / exhibition / art work promotion; promotion of other activities of the gallery; sales
development for the gallery / exhibition visit; the story of the owner of the gallery; the story of the artist
/ collector; the introduction of the gallery initiatives; the content that leads to the web; news about the
art / art market, the promotion of consultancy services. The common feature of the galleries, which
increase the number of followers despite of the decrease in the number of posts on social media, is that
they promote gallery activities, give news about the art / art market; introduce artist exhibitions; artworks
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and share of contents that leads to the web. Some of these content categories such as promotion of
gallery activities; news about the art / art market were not dedected in the galleries, whose number of
followers have decreased despite of the increase in the number of posts. This situation points out that
the followers of the third group galleries are interested in the activities of the gallery and news about art
and therefore they benefit from social media.

In the third group of galleries, unlike other gallery groups, the increase in the content is generally directly
proportional to the increase in the number of followers. Only exceptional data was taken from Art50.net.
Insipte of the 53% increase in Instagram posts of Art50.net, the gallery lost followers by 65% (table 11).

Table 10. Comparison of the Third Group Art Galleries' Facebook, Instagram and Twitter 2018 May -

2020 May Followers
May 2018 May 2020
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Table 11. Proportional Comparison of the Third Group Art Galleries' Facebook, Instagram and
Twitter Posts and Audience Numbers for 2018 May and May 2020

Facebook Instagram Twitter
Posts Followers Posts Followers Posts Followers
Lebriz.com l 11% tl% l 94 % l4o % No change t 9%
Artnivo 195% '4,4% No change l 2% t 100% t 1%
Art50.net l8,3% l4% l 6,6% l 50% l21,6% ls,s%
Sanatgezgini.com 153% 14% 153% l 65% 13900% '3%

RESULT
Art galleries care about the use of social media both in 2018 and 2020. The experience that the galleries

offer to the users can be listed as promoting gallery services, making use of their services, selling,
providing public education, advocating for art, facilitating the comprehensibility and accessibility of art
contents. Galleries have tended towards the goal of creating an accessible art platform for the public in
general.

It was observed that some social media platforms have been given priority of using. Most of the galleries
have started to prefer Instagram instead of content sharing on Facebook which is in parallel to the
tendency in the world. It is seen that even galleries that prefer face-to-face communication and
interpersonal communication to mass communication attach more importance to communication via
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Instagram. Even though the number of content increases, the non-maintenance of the content in the
category that the audience is used to causes a decrease in the number of followers.

Generally, it is known that the number of followers increases if businesses regularly share content on
social media. This study revealed that this situation is not valid for art followers on social media.
Although, according to the results of the research, it was seen that the lack of sharing or increase in posts
caused the loss of followers, it was seen that the content category was an effective factor on the basis of
the disproportionate relationship between the number of followers and the number of contents.

On the other hand, it has been figured out that this is not the case for the followers of the galleries that
use digital as their primary communication medium. The followers of galleries that maintain their
presence in the digital environment care about regular content production, otherwise the gallery cannot
meet their expectations. The common feature of galleries that increase and develop social media content
and increase the number of followers is to increase website traffic, share content for sales development,
share art news and promote gallery activities. Young artists are promoted more in social media in terms
of gallery characteristics.

When the galleries which lost their followers inspire of increase their posts in numbers were considered
as a case, it can be said that the galleries that those galleries decrease their posts in number (usually
these are traditional galleries) are the ones whose number of followers have increased is due to the active
communication activities in the physical environment before pandemic. This situation, which is more
common in the first and second group galleries, can be explained as the audience's turning to social
media in order to follow this gallery as a result of physical experiences such as their previous exhibition
visit. The disproportionate increase in the number of followers with the number of shares is not a
common situation in the new generation third group galleries. Since those are the galleries which were
born in the digital environment and their public may be among younger population like the artists they
work, it may be possible to say their followers directly reacts positively or negatively to the change in
content.

It has been observed that the galleries that share informative content, which could not do activities in
the physical environment during the pandemic period when the galleries were closed or started to
organize activities in different forms, could continue to communicate with their followers. Therefore, it
can be said that the content production of art galleries should not depend on the activities in physical
spaces. When the contents are examined, it is seen that establishing two-way communication with the
audience directly on social media is not a main purpose for the galleries.
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