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Reklamciligin elestirel tartigmalart reklamciligin kiiltiirel etkilesimine odaklanmaktadir. Bununla
birlikte, reklamcilik 6znel bir deger sisteminin ikna edici pargasidir. Reklamcilik kitle medyasinda temel bir role
sahip bir kurumdur dolayisiyla ona daha kiiresel bir etki atfedilir. Reklamcilik deger arastirmasi, reklam
mesajlarinin potansiyel iletigimler olarak reklamecilar ve tiiketiciler arasindaki degis tokusu yolunda ilerler. Bu
calismada, 2007 yili itibar1 ile Tiirk ulusal kanallarinda yayinlanan televizyon reklamlar1 degerlendirilecektir.
2007 yilinda yayinlanan reklamlarin se¢imi i¢in y1l dort boliime ayrilmistir. Her boliim ii¢ ay igermektedir ve bir
ay secili reklamlar1 analiz etmek icin o bolim icinden rastgele segilmistir. Icerik analizi yontemi segili
reklamlarin degerlendirilmesinde kullanilmigtir. Bu arastirmanin kodlama semasi uzun bir metodolojik
taramadan sonra olusturulmustur ve Pollay ve Gallagher (1990)'in caligmalarinda acikladiklart deger
tanimlamalar1 bu arastirma i¢in uygun bulunmustur. Pollay ve Gallagher’in tanimlamalarina dayanarak segili
reklamlar kodlanmistir. Arastirma sonuglarina gore, reklamlarda en fazla modern, genglik, ilimli degerleri
goriilmektedir. Bu degerlerin kategoriler ile yapilan capraz tablolarinda ve ki kare analizlerinde, degerlerin
kategorilere gore farklilastigi goriilmektedir.
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ABSTRACT

In the critical discussion of advertising contemplate around the cultural interaction of advertising.
Although advertising is specifically persuasive proponent of a specific value system. Advertising is one of the
institution that plays a major role in the mass media, thereby giving it a far more universal influence. Advertising
value research is rooted in the view that advertising messages are potential communications exchanges between
advertisers and consumers. In this paper, television advertisements which are broadcasted at Turkish national
television channels by the year 2007 were examined. For selecting advertisements published in 2007, the year
was divided four seasons. Each season includes three months and one month is randomly selected from each
season for analyzing published advertisements. A content analysis method was used to evaluate selected
advertisements. Coding scheme of this research was constituted after a long methodological research and it was
comprehended that definitions of values explained in Pollay and Gallagher (1990) research were suitable for this
research. According to Pollay and Gallagher’ definitions selected advertisements were coded. According to
research results, the most observerd values are modern, youth and mildness. With these values categories,
analysis of the cross-tables and chi-square, it is observed that values differ by categories.
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1.Giris

Insanlar1 ve olaylar1 degerlendirmede kullanilan lgiitler arasinda en iist sirada yer alan
degerler; ideal ve arzu edilen davranis bi¢cimlerini ifade eden somut kosullar ve nesneleri asan
ist diizey kavramlar veya dogru kararlara varilmasinda bireylere yardimci olan genel ilkeleri
icermektedir. Ayrica tutumlarin, ideolojilerin ve ahlaki yargilarin 6nemli belirleyicileri olan
degerler, insanlarin dis diinyayr algilamalarinda da 6nemli roller oynamaktadir. Bu nedenle
degerlerin incelenmesi hem bireylerin hem de toplumlarin ve kiiltiirlerin anlagilmasi agisindan
onemlidir. Bireysel bazda tutum ve davranislar hakkinda bilgilenmenin yolunu agarken,
toplumsal ve kiiltiirel bazda farkli toplum ve kiiltiirler arasinda kiyaslama yapma, incelenen
toplum ve kiiltiirlerin ideal diisiinme, davranma bi¢imleri hakkinda bilgi edinme ve degerlerin
gelismesinde etkili olabilecek faktorleri saptayabilme imkani dogurabilir (Artan ve ark.
2005:13).

flgili literatiir incelendiginde deger kavrami insamin sosyal yasammna yon veren,
kararlarin1 ve davraniglarini etkileyen bir sosyal olgu olarak karsimiza ¢ikmaktadir. Deger
kavrami hem insanin kendine has 6z-degerleri ifade eden sekli ile psikolojide, diger yandan
toplumsal ve kiiltiirel deger olarak sosyoloji alaninda tartisiimaktadir. Kiiltiirel bir olgu olarak
degerlerin reklamcilik ve iletisim literatlirinde de sikilikla arastirilan bir konu oldugu
goriilmektedir.

2. Gelisme
2.1. Deger Kavrami

Deger, bir toplum igerisinde veya bir inan¢ ve ideoloji igerisinde veya insanlar
arasinda kabul edilmis, benimsenmis ve yasatilmakta olan toplumsal, insani, ideolojik veya
ilahi kaynakli her tiirlii goris, diisiiniis, davranig, kural ve kiymetlerdir (Avci, 2007:18). Bir
deger bir davranisin 6zel durumu ya da var olusun amag¢ asamasi olan devamli inangtir. Bir
deger, kisisel -psikolojik olarak ya da sosyolojik-kiiltiirel davranisin karsit durumu ya da var
olusun amag asamasi karsitligt olarak tercih edilir. Bir dizi yakindan ilgili ya da yeterince ¢ok
benzer kiiclik degerler bir deger sistemini olustururlar. Bir deger sistemi tercih edilir
davranigin durumlar1 ve tercih edilir var olusun asamalari ile ilgili inanglarin siire giden bir
organizasyonudur (Rokeach 1973:5)

Deger kavrami yukarida Avcr tarafindan sosyolojik bir baglamda ele alinirken
Rokeach kavrami daha ¢ok psikolojik yonii ile ele almaktadir. Deger ¢aligmalar1 ve dl¢timii
denildiginde literatiirde siklikla Rokeach’in ¢aligmalarina gonderme yapilmaktadir. Rokeach
degerleri 6lgmede kullanilabilecek bir 6lgek gelistirmesi bakimindan bu konu tizerindeki
onemli isimlerden biridir.

Rokeach’e gore deger, “belli bir davranis tarzi veya var olusun temel amaci hakkinda
uzun siireli kigisel bir inanctir. Deger sistemi ise, tercih edilen davranis tarzlar1 veya var
olusun temel amaci hakkinda uzun siireli inanglarin oriintiistidiir’. Kluckhohn degeri, bir
grubun veya bireyin 6zelligini gizli veya agik bicimde ortaya koyan, eylemin bigim, arag ve
amaglar1 arasinda tercih yapmay1 etkileyen bir kavram olarak tanimlamistir. Ozgiiven’e gore
deger kavrami, bireylerin ihtiyag, tutum, arzu ve hedefleri gibi kisisel bir boyutta
incelenebilecegi gibi, kiiltiirel ve orgilitsel degerler gibi sosyal bir boyutta da incelenebilir.
Sosyolojik anlamda deger “bir sosyal grubun veya toplumun kendi varlik, birlik isleyis ve
devamini saglamak ve siirdiirmek i¢in iiyelerin ¢ogunlugu tarafindan dogru ve gerekli

Yil:1 Say1:2



Karadeniz Teknik Universitesi Iletisim Arastirmalar1 Dergisi

olduklart kabul edilen; onlarin ortak duygu, diisiince, ama¢ ve menfaatini yansitan
genellestirilmis temel ahlaki ilke veya inanglar” olarak tanmimlanmaktadir (Baloglu ve
Balgalmis 2005:20).

Degerler, sosyal yasantilarin dlgiitlerini olusturur. Bir davranig bigimini dbiiriine tercih
etmede degerler Onemli bir rol istlenmektedir. Baska bir bakis acisindan, degerler,
davraniglarin  kaynaklarini olusturdugu gibi Olgiitlerini de belirler. Belirli bir davranisi
olusturmada etkin olan deger onun nasil olduguna da karar verir. Degerler bir kisinin ya da
sosyal grubun kabul ettigi standartlar, inanglar veya moral ilkelerdir. Degerler 6miir boyu
siirecek bagliliklarimiz1 {iretir ve hatta nasil 6lmemiz gerektigini bile sOyleyebilir. Degerler
benligin algilanmasinda da onemli yer tutmaktadir. Bu nedenle insanlar kendilerini deger
sistemleri igerisinde algilamaktadir (Sar1, 2005:74). Bir deger, kisinin igeriginde 6ziimsenip
kiside bir hazir olma durumu ve belirli birtakim nesnelere veya durumlara karsi bigimlenis
olarak diistiniildiigiinde deger tutumun igerigidir diyebiliriz (Serif 1985:105).

Degerler, amaclarimizi ve davraniglarimizi belirlemede bize neyin dogru, neyin yanlis
oldugunu sdyleyen standartlardir. Ya da toplumsal olarak arzu ettigimiz seyler hakkinda
paylasilan soyut fikirlerdir. Sonucta degerler bize, iyi, kotii, giizel, ¢irkin, ahlaki, gayri ahlaki
veya arzu edilen ve edilmeyen seyler hakkinda olgiitler sunar. Farkli dinlerden ve gruplardan
olusan modern ¢ogulcu toplumda, deger yonelimi son derece karmasiktir. Bazi degerler
arasinda uyusmazliklar séz konusudur (Bozkurt 2006:93). Insanlar yasadik¢a &grendigi
degerlerin sayis1 artacaktir. Bu degerlerden bazilariin daha 6nce Ogrenilen degerler ile ters
diismesi s6z konusu olabilmektedir. Bu noktada degerler arasinda ¢atigma ¢ikabilmekte ve bu
durumun sonucunda da birey hangi degerlerin kendisi i¢in énemli olduguna karar vermek
durumunda kalabilmektedir.

2.2. Kiiltiir ve Kiiltiirel Degerler

Ingilizce’deki ilk kullanimlarinda kiiltiir, hayvanlarm ve ekinlerin “yetistirilmesi”
(cultivation) ve dinsel tapinma ile iliskili idi (bundan sonra, “kiilt”’-cult-kelimesi). On altinc1
yiizyildan on dokuzuncu ylizyila kadar terim, genis bir sekilde 6grenmeyle bireysel insan
aklinin ve kisisel gorgiiniin gelistirilmesine uygulandi (Smith 2005:13).

Kiiltiir; hi¢ kimsenin onu sozellestirme ihtiyacini duymamasina ragmen, eylemin
koklerini olusturmasi anlaminda bilingaltidir. Bu nedenle antropologlar kiiltiirii biiyiik boliimii
suyun altinda olan bir buzdagina benzetmektedir. Kiiltiir insan yapimidir; bagkalar1 tarafindan
onaylanmakta, geleneksel hale getirilmekte ve dgrenmeleri i¢in geng insanlara ya da yeni
gelenlere aktarilmaktadir. Insanlara bir araya gelme, kendileri hakkinda diisiinme ve dis
diinyayla karsilasmada anlamli bir baglam sunmaktadir. Topluluklar igindeki alisilmig
etkilesimler zaman i¢inde bildik bi¢im ve yapilar kazanmaktadir; bu, anlamin Grgiitlenmesi
olarak adlandirmaktadir (Penpece 2006:73).

Bugiin toplumbilimin kullandig1 anlamda kiiltiir, insanlarin edindigi gelenek, gorenek,
egitim, 6gretim, hukuk, siyasal kurumlar gibi yollarla birbirine ve daha sonraki kusaklara
ilettikleri nesnelerle, bilgi, sanat, hiiner ve aligkanliklar, inan¢ ve degerlerin toplamidir
(Yamaner 1998:29). Kiiltiir, bir gurubun bireysel iiyelerinin ortaklastigir alandir (Mooij
1998:43).

Deger, kiiltirden bagimsiz olarak disiiniilemez. Kiiltiir ise paylasilan degerler,
simgeler, ideolojiler, inanglar ve yasantilarin biitiiniidiir. Bireyin yasadigi toplumun kiiltiirt,
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sahip oldugu degerler, inanglar ve normlar, bireyin davraniglariin etik standartlara
uygunlugunu belirler. Degerler, kiiltiirel bilgidir; kiiltiiriin 6geleri iizerine kurulur ve her
zaman bir se¢imi vurgular. Toplumdaki bireylerin o degerleri korumasina veya goz ardi
etmesine paralel olarak degerler ya zamanla kaybolurlar ya da bir sonraki nesle aktarilarak
yillarca devam ettirilirler (Akbaba, 2003:8)

Degerler, bir kiiltiirii diger kiiltiirlerden ayiran ve belli sinirlar igerisindeki kisilerin
dagilmasimi Onleyen bir baska deyisle bir arada olmasini saglayan pekistirici ve kaynastirici
faktorlerdir. Kiiltiirel anlamda deger toplulugun nasil davrandigi, duydugu ve disiindiigiidiir.
Bu ac¢idan degerler bir toplumu baskalarindan ayiran ve ona kimlik kazandiran orf, adet ve
geleneklerdir. (Artan ve ark. 2005:15). Kusaktan kusaga aktarilan deger ve normlar kiiltiirde
siireklilik saglar. Bu nedenle kiiltiir kaliplar1 gelenek ve gorenek seklinde kendi siirekliligini
saglar. Davranig kaliplart ise; toplumda gecerli deger ve norm sistemlerince belirlenir.
Degerler, toplumda arzulanir olan1 ortaya koyar. Normlar ise davranislarin degerlendirilip
yaptirimlara baglandig1 kurallar sistemidir. Deger ve normlarla sekillenen davranig kaliplari;
toplumda genel gegerlilige sahip davramislarin, bigim, silire¢ yontemlerini ortaya koyar.
Davranis kaliplari, kisilerin belli degerler ve normlara dayanan somut davraniglarindan olusur.
Bu baglamda deger, norm ve davranis kaliplar1 birbiriyle yakindan ilgili olmakla birlikte,
0zdes degillerdir. Deger kavrami, norm kavramindan daha kapsamlidir (Erkan ve Erkan
1998:4). Sosyal acgidan deger insanin toplum i¢inde nasil hareket edecegini belirleyen
kurallardir. Sosyal iliskilerin gelismesinde ve kutuplasmalarin Onlenmesinde aktif rol
oynarlar. Bu agidan degerler kisilerin ve toplumlarin (veya kiiltiirlerin) anlasilmasinda 6nemli
rol oynarlar (Artan ve ark. 2005:15).

2.3. Pazarlamada Degerler

Sosyolojik ve psikolojik bir olgu olarak karsimiza ¢ikan deger kavrami pazarlama
arastirmalarima da konu olmustur. Insanin davramslarma ydn veren bir olgu olusu bu
aragtirmalarin ve kavramin pazarlama ve pazarlama iletisimcileri agisindan Onemini
vurgulamaktadir.

Rokeach Degerler Anketi diger bircok arastirmaya konu olan ilk deger calismasidir.
Degerlere, degerlerin listesi (list of values (LOV)) olarak adlandirilan basit bir yaklagim
Kahle and Timmer tarafindan gelistirilmistir. LOV dokuz deger icermektedir: ait olma hissi
(sense of belonging), heyecan (excitement), hayattan keyif ve zevk alma (fun and enjoymant
in life), baska insanlarla sicak iligkiler (warm relationship with others), kendini gerceklestirme
(self-fulfillment), saygi duyulur olma (being well-respected), basarma/basarili olma hissi (a
sense of accomplishment), giivenlik (security), 6z saygi (self-repect). LOV’un dokuz
maddesi Birlesik Devletler Pazarlama Bilimi Enstitiisii’'niin MILOV (Multi-Item List Of
Values) olarak adlandirilan 6lgme semasmin gelistirilmesinde temel olmustur. Clawson ve
Vinson deger konusunu pazarlamaya uyarlayan ilk arastirmacilar arasinda yer almaktadirlar
(Mooij 2004:25).

Bir toplumda karakterize edilen degerler dogrudan gézlemlenemezler. Cesitli kiiltiirel
uriinlerden (peri masallari, ¢ocuk kitaplar1 ya da reklamcilik) ortaya cikarilirlar ya da
toplumun iiyelerine alternatifler arasindan tercihlerini belirterek kisisel degerlerini
puanlamalar1 istenir ve sonra toplanarak cevaplarin merkezi egilimi bulunur. Degerler
bireylerin ¢alismasindan ortaya ¢ikan kiiltiirlerle ilgili bilgilerle bagintili olmalidir. Bu kolay
bir is degildir. Ciinkii degerler bilingdis1 sekilde Ggrenilirler, insanlar ancak bir kisminin
farkinda olabilirler. Bir otomatik pilot gibi ¢alisirlar ve insanlar onlar1 ancak soyut bir yolla
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tanimlayabilirler. Degerleri bireysel diizeyde Ol¢tiiglimiiz zaman kiiltiir her zaman bir rol
oynar. Bir¢ok (kiiltiirel) deger caligmasi kendini yansitici raporlari kullanmaktadir, bu

durumda, cevaplayicilara kendileri hakkinda ciimleye katilip katilmadiklarini sorarlar (Mooij
2004:26).

Degerlerin pazarlama uygulamalarindaki kullanimi su basliklar altinda toplanabilir
(Odabas1 ve Barig, 2002:217):

Hedef pazarin kim oldugunu belirtmek,

Hedef pazarin ne yaptigini, hobilerini, ilgilerini ortaya koymak,

Hedef pazarin yogun olarak yasadig: yerleri saptamak,

Hedef pazar ile en iyi iletisim kurma yolunu ve stratejilerini belirlemek,
Hedef pazar1 harekete geciren degerleri, nedenleri ile birlikte gérmektir.

whn > W ==

2.4. Reklamlarda Degerler

Giliniimiizde reklamcilik, bilgi merkezlikten ¢ok anlam merkezli bir yapiya kavusmus
ve izleyicilerin reklamlardan ¢ikarsadigi anlam, izleyicilerin kiiltiirel degerleri ile ¢ok yakin
bir iliskiye kavugmustur. Antropolojik ya da kiiltiirel yaklasim, markay1 anlam tasiyicisi
olarak tanimlar. Bu yaklasim, markalarin sahip oldugu degerin (values) tiiketim mallarina
katt1g1 anlamla ortaya ¢iktigini ileri siirer (Uztug 2003:182).

Hem insan eli ile yaratilan hem toplumsal bir olgu olan reklamlarin, deger kavrami ile
yakindan iligki igerisinde oldugunu sdylemek sanirim bu noktada yanlis olmayacaktir.
Insanlar tarafindan yaratilan reklamlarmn yaraticilarinin 6z-degerlerini ister istemez tagimalari
miimkiindiir. Ne kadar objektif olunursa olunsun igerisinde herhangi bir kisisel ya da
toplumsal degeri tasimayan reklamin da olamayacagini sdylemek abarti olmayacaktir.

Degerlerimizi ailemizden, oyun gruplarindan, okuldan, kiliseden ve diger sosyal
kurumlardan aliriz. Biz biiyiidiikge bu degerler 6grenilirler ve sosyallesiriz, béylece toplum
icindeki yerimizi alabiliriz. Reklamin fonksiyonu sosyallesmemize yardim etmek, bdylece
tiikketiciler olarak roliimiizii oynamaya hazirlanmak ve tiiketiciler olarak daha standart {iriinleri
tilketecegimiz varsaymak seklindedir (Petit ve Zakon 1962:16).

Tiiketici eylemlerini motive etmek icin reklamcilar tiiketicilerin sikilikla kiiltiirel
degerlerini yansitan ilginliklerine, isteklerine, hedeflerine ve problemlerine basvurmak
zorundadirlar. Arastirmacilar kiiltiirel degerlerin reklam mesajinin 6zii oldugu konusunda
israrhidirlar. Pollay (1983) reklamcilarin kasith olarak bazi degerleri digerlerinden daha
onemliymis gibi sunduklarina vurgu yaparak bir adim oteye gitmektedir. Kisaca, degerler,
reklamlarin i¢inde satin alma davranisi icin tiiketicilere mantik sunma roliinii tstlenirler.
Sonug olarak, televizyon endiistrisi sosyal degerleri 6greten temel kurum haline gelmektedir.
Izleyiciler, programa sponsor olan ya da programin kendisinde tanimlanan reklamlar
vasitasiyla, imajlarla, degerlerle ve yeni yasam tarzlariyla kimliklerini saptamakta ya da
arzularin1 yonlendirmektedirler. Bundan dolayi, reklamin sosyal fonksiyonu sadece uzun
zamanh insa edilen degerleri korumak degil, ayn1 zamanda davraniglardaki degisikleri ve
davranis standartlarini hizlandirmaktir (Zhang ve Harwood 2004:158).

Mallarin satisinin  ekonomik bir etki yaratmasi ig¢in, reklam psikolojik olarak

tutumlarin degisimini, imajlari, biligi, hisleri ve sonucta tercihleri ve degerleri idare
etmektedir. Kitlede, ¢esitli insanlar ve zamana karsi, sadece psikolojik degil ayn1 zamanda
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sosyolojik ve kiiltiirel etkileri vardir. Bunlar siklikla daha az goriiniir ve ekonomik neticelere
kiyasla daha zor arastirilabilirler, ancak uzun vadede kiiltiirel etkiler daha yayilmis ve ciddi
olabilirler. Reklam ekonomik iiretkenligi destekleyebilir, ancak bdylece bunu yaparak énemli
derecede hosgoriiyii, otoriteye giiveni ya da su¢ oranimi destekleyebilir (Pollay ve Gallagher
1990:359).

Aile, kilise, askeriye, mahkemeler, tiniversiteler, vb. gibi deger transferini nakleden bir
cok kurum var iken kiiltiirel degerlerin tasiyicist olarak reklama dikkat ¢ekmenin iyi sebebi
vardir. Diger kurumlardan farkli olarak, reklam kitle medyasinda temel bir rol oynayan bir
kurumdur, boylece reklama uzun vadede evrensel etki verilir. Reklam ayni1 zamanda onun
etkilerinin etkinligini siirekli gelistirmeye ¢alisan uygulamali davramigsal bilimcilerin bir
kadrosu bulunan tek kurumdur. lyi tanmirliga sahip olmayan ve kiiltiirel rolii icin ayricaligi
kabul edilen, tiim bunlarin kiiltiirel etkilerini siipheli duruma sokan olarak da tek kurumdur.
Son olarak, bir ¢ok kurum dogal olarak tutucu bir rol oynarken, uzun vadede yapilanmis kabul
edilen degerleri koruyarak ve devam ettirerek, reklamin rolii daha agik bir bigimde en azindan
davranis degisikligini ve muhtemel davranis standartlarini hizlandirmaktir (Pollay 1983:73).
Sosyolojik olarak konusacak olursak, reklam i¢in deger sistemi ile ¢elismek miimkiin degildir.
Deger sistemin hizmetinde oldugundan beri reklam, deger sistemine aykir1 diisemez (Petit ve
Zakon 1962:16).

Pollay, bu noktada reklamlarin toplumlarin igerisindeki gii¢lii roliiniin bir deger
tasiyicisi olarak ne kadar giiclii bir etkiye sahip olabilecegini vurgulamaktadir. Bu noktada
vurgulanmas1 gereken en Onemli noktalardan biri reklamin kitle medyalarinda yayinlanir
olusudur. Toplumda degerleri tasiyan ve hatta iireten bir ¢ok kurumdan bahsedilmesine
ragmen higbir kurum reklamlar kadar hizli bir sekilde kitlesel olamamaktadir. Bu durum
reklamlara ayricalikli bir yer verilmesini hakli ¢ikarmaktadir.

Insan degerleri ve iiriin ve hizmetler farkli var oluslardir, oysa reklam iiriinlere ve
hizmetlere psikolojik-kiiltiirel anlam ile {iriiniin fonksiyonel amacindan uzakta bir anlamla
baglanir. Reklamin potansiyel miisterileri nasil c¢ektigini anlamak i¢in onun psikolojik-
kiiltiirel anlamini ¢éziimlemek 6nemlidir. Sadece {iriiniin niteliklerini siralayan en kisa reklam
bile “kiiltiirden muaf” ya da “psikolojiden muaf” degildir ¢iinkii bu nitelikler 6zel kiiltiirel-
psikolojik durum icerisinde islenirler ve bu durumun disinda etkisiz hale gelebilirler. Ornegin,
en onemli Ozelligi ve degeri glizelligi artirmak olan bir makyaj malzemesi glizelligi artirma
degeri olmayan ya da makyaj yapmanin geleneksel olmadig: bir kiiltiirde yasayan tiiketiciler
icin uygun degildir (Hetsroni 2000:55). Eger tliketicinin davranisi etkilenecekse, reklam
tilketicinin degerleri ile uyumlu olmak zorundadir. Reklam bir yetistirme siirecidir; bir
zorlama siireci degildir. Reklam tiiketiciler i¢in iirliniin istek/tatmin niteliklerinin yorumlar.
Bunu yaparken de iirlin karakteristigi ve tiiketici faydalan ile tiiketicinin zaten Ogrenmis
oldugu degerler arasinda baglant1 kurmak zorundadir (Petit ve Zakon 1962:15).

Reklam degerleri iletisimlendirir. Mesajlarin merkezinde yer alan degerler acikca
goriilebilir ve halk tarafindan tasvip edilir. Potansiyel olarak hem hatirlatilirlar hem de
giiclendirilirler ve bu durum dikkat cekiciliklerini ve giiglerini etkiler. Yonetimsel bir
perspektif tarafindan zaten fark edildigi gibi degerlerin iletisimi reklamlarin kalbinde yer
almaktadir. Nesnelerin ya da hizmetlerin “{iriin” olarak algilanmasina neden olan iletisim her
zaman degerlerin bir anlattimidir. “Ne i¢inin sebebi”, teklif, bir seyler degerlendirildiginden
arzu edilirdir. Reklam metni diisiincesinin sézel smir1 yazar ve okuyucunun sdylenen
degerleri paylastig1 yerdedir (Pollay 1987:108).

Yil:1 Say1:2



Karadeniz Teknik Universitesi Iletisim Arastirmalar1 Dergisi

Reklam bir carpitilmis aynadir. Sadece bazi degerleri ve yasam bigimlerini yansitir.
Daha islevsel olarak, reklam biitiiniin deger hiyerarsisi kendi kiiltiirii ile iyi bir iliski igerisinde
degildir. Bu hipotez, reklamin gercekliginin, gerceklik dist resmi olarak, genel sosyal
algilanmasidir. “Reklamcilikta biitiin degerler esit bir bigcimde ticaretlestirilemezler ve
kullanilamazlar” olgusunu kavrayarak bir¢ok sey tiiretilebilir ¢iinkii baz1 degerler (1) var olan
iirlinlere daha kolay bir sekilde ilistirilebilir, (2) gorsel ya da dramatik etkiyi yaratmak daha
kolaydir, ya da (3) inanirhilif1 ya da giiglii tiiketici tepkilerini kigkirtir. Reklamin deger
hiyerarsisi hangi kiiltiir i¢erisinde bulunulduguna bagh olarak o kiiltiirden bagimsiz olabilir
clinkii (4) profesyonel reklam ve pazarlama personelinin kendine 6zgli kurumsal bir alt
kiltlirii bulunmaktadir (Pollay 1987:108).

Asagida siralananlarin biri ya da hepsinin sonucuna gore reklamin etkisi oldugu iddia
edilebilir (Pollay ve Gallagher 1990:360):

- Niyet ve tasarimiyla reklam ikna edicidir.

- Reklam her tarafa yayilmistir, reklama tekrar ile gesitli durumlarda ve medyada
rastlanir.

- Reklam profesyonel olarak tasarlanir, gelistirilir ve yayilir. Bu isin hizmetinde olan
profesyonellerin deneyimleri tiiketici arastirmasini, yazimi, Ontesti, yapimi, medya
satin almay1, kampanya izlemeyi, vb. kapsar.

- Temel hesaplarin genis biit¢eleri bu maliyetleri kapsar ve giizel detaya dikkatle kurnaz
reklamlar tiretir.

- Bu hiinerli iletisimler iiriinleri ve bagmtili degerleri, tutumlar1 ve davraniglart gosterir,
kutlar ve onaylar.

- Reklamin biitiin goriiniisleri siradan hale gelir ve protestosuz halkin erdemi tarafindan
mesrulastirilir.

2.5. Reklamlar ve Deger Arastirmalan

Ilgili literatiir incelendiginde reklamlarda deger arastirmalar kiiltiirleraras1 ¢alismalar,
reklamin hedef kitlesi 6zelindeki caligmalar, tarihsel analizler ve bir iilkenin reklamlarinda
yansitilan degerler olmak iizere dort ana baglikta incelenebilir.

2.5.1. Kiiltiirleraras1 Calismalar

Bu konu iizerine yapilan arastirmalar (Polegato ve Bjerke 2006:263-273, Lin 1993:40-
48, Cheng ve Schweitzer 1996:27-45, Cho ve ark. 1999:59-73, Caillat ve Mueller 1996:79-88,
Frith ve Wesson 1991:216-223, Lin 2001:83-94, Kalliny ve Gentry 2007:15-32) farkl
kiiltiirlere sahip oldugu diisiiniilen {ilkelerdeki reklamlarin karsilastirmalarini igermektedir.
Dogulu ve batili ayriminin yapilarak tlkelerin secildigi ¢caligmalarin yaninda cografi olarak
birbirine yakin iilkelerinde karsilikli olarak inceleme konusu yapilabildigi goriilmektedir.

2.5.2. Reklamin Hedef Kitlesi Ozelindeki Calismalar

Bu konu ile ilgili olarak yapilan arastirmada Zhang ve Shavitt (2003:23-33) Cinli X
kusagina yonelik reklamlardaki kiiltiirel degerleri incelemislerdir. Hem televizyon
reklamlarinin hem de basili reklamlarin incelendigi ¢aligmada bir¢cok igerik analizi
calismasmin ve kiltirler aras1 c¢aligmanin senteziyle olusturulan kodlama gsemasi
kullanilmistir. Aragtirma sonuglarina gére hem modernlik hem de bireycilik degerleri Cinli
reklamlarda baskin olarak goriilmektedir. Kitle seyircilerine yonelik reklamlarla
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karsilagtirildiginda Cinli X Kusagina yonelik reklamlarda bireycilik ve modernlik degerlerinin
daha baskin oldugu goriilmektedir. Kolektiflik ve gelenek degerlerinin kitle seyircisine
yonelik reklamlarda bu geng sehirli yetigkin kitleye yonelik reklamlardan daha baskin olarak
islendigi gorilmiistiir.

2.5.3. Tarihsel Analizler

Bu konu iizerine yapilan ¢alismalar (Cheng 1997:773-796, Cheng 1994:167-183) aym
kiiltiir icerisinde fakat farkli donemlerde yayinlanan reklamlarin deger igeriklerinin
karsilastirilmasindan olusmaktadir.

2.5.4. Bir Ulkenin Reklamlarinda Yansitilan Degerler

Bu konu iizerine yapilan caligmalar (Zhang ve Harwood 2004:156-172, Hetsroni
2000:55-68) Bir iilkede kendi kiiltiirel dinamikleri igerisinde yayinlanan reklamlarin deger
analizlerine yer vermektedir.

3. Problem

Bu calisma ile Tiirkiye’de 2007 yilinda yayinlanan televizyon reklamlarinda islenen
degerler ortaya cikarilmaya caligilacaktir. Reklamlarin yasanilan kiltiir ile bagintisi ve o
kiltiire ait degerleri tasimasi c¢alismanin literatiir kisminda tartisilmistir. 2007 yilinda
Tiirkiye’de wulusal televizyon kanallarinda yaymlanan reklamlarda islenen degerler
bilinmemektedir. Bu degerlerin bilinmesi Tiirk televizyon kanallarinda yayinlanan
reklamlarda islenen degerlere dair bir “ipucu” verecektir. Planlanan arastirma ile, ilgili
literatiirde siklikla tartisilan “reklamlarin toplumun degerlerini yansitip yansitmadigima” ya da
“reklamlarin ¢arpitilmig bir ayna” islevi goriip gérmedigine dair veriler sunulacaktir.

4. Amacg

Bu c¢alisma ile 2007 yilinda Tiirk ulusal televizyon kanallarinda yayinlanan
reklamlarda islenen degerler ortaya ¢ikarilmaya ¢alisilacaktir.

5. Smirhikhlar

Bu c¢alismanin genellenebilirligini etkileyebilecek smirliliklar su sekilde ifade
edilebilir:

1) Calismada sadece 2007 yilinda, tim Tiirk ulusal televizyon kanallarinda, reklam
kusaklarinda (advertising block) yayinlanan reklamlar ele alinmistir.

2) Arastirmada Pollay Ve Gallagher’in 1990 yilinda yayinladiklar1 ¢alismalarinda yer
alan deger tanimlamalar1 temel alinarak bir kodlama semasi olusturulmustur. Bu
baglamda bu kodlama semasinin Tiirk televizyon kanallarinda yer alan reklamlarin
tasidig diisiiniilebilecek bazi kiiltiirel kodlar1 yansitamayacagi diisiintilebilir.

6. Yontem
Nicel icerik analizi yOntemi, arastirma nesnelerini televizyon reklamlar

olusturdugundan ve reklamlarin sayica ¢ok oldugundan, arastirma i¢in uygun gorilmiistiir.
Igerik analizi denildiginde genel anlamda s6zlii ve yazili materyallerin sistematik bir sekilde
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analizi anlasilmaktadir. icerik analizi sosyal bilimcilere arsivlerden, dokiimanlarindan ve kitle
iletisim araclarindan elde edilmis ham bilgilerin incelenmesi ve bir mana kazandirilmasinda
sistematik bir metodoloji saglar (Demirci, Koseli, 2009:344).

6.1. Evren ve Orneklem

2007 yilinda tiim ulusal kanallarda yayinlanan reklamlar bu arastirmanin evrenini
olusturmaktadir.

Orneklemin belirlenmesi, analiz edilecek béliimiiniin segimi, icin su ydntem
kullanilmistir: Oncelikli olarak 2007 yili her boliimde 3 er ay bulanacak sekilde dérde
boliinmiis ve her boliimden birer ay rastgele secilmistir. Se¢im sonucunda 12ci, 8ci, 4cii ve
3cii aylar ortaya ¢ikmistir. Her ay ortalama 1000 reklamin yayinlandig1 goriilmiis ve arastirma
nesnelerinin ¢oklugu goz oOniine alinarak her aym ilk 100 reklami analiz nesnesi olarak
secilmistir.

6.2. Verilerin Toplanmasi

Pollay Ve Gallagher’in 1990 yilinda yaymnladiklar1 caligmalarinda yer alan deger
tanimlamalar1 temel almarak bir kodlama semasi olusturulmustur. Kodlama semasinda
degerler tanimu listesinde yer alan 25 degere (pratik, siislii, ucuz, biricik, popiiler, geleneksel,
modern, dogal, teknolojik, uzmanlik, biiyiilii, verimlilik, serbest, olgunluk, genclik, 1limli,
cilginlik, seksi, gurur, statii, saygi, aile, topluluk, saglikli, derli toplu) yer verilmistir. Bunun
yaninda kodlama semasinda reklamlarin hangi iiriin kategorisinde yer aldig1 bilgisine de yer
verilmistir.

Biri yazar olmak {iizere iki kodlayici bir 6n test icin bir araya gelmis ve arastirma
ornekleminin %10’u olusturan bir 6rneklem iizerinde kodlama semasini test etmislerdir.
Arastirmanin kodlayicilar arasi gilivenilirligi (intercoder reliability) ise 0.86 bulunmustur.
Daha sonra iki kodlayici tarafindan veriler 9 -12 Mart 2009 tarihlerinde kodlanmustir.

Veriler SPSS (Statistical Package for Social Sciences) 11.5 programina yiiklenmis ve
bu program kullanilarak veriler analiz edilmistir.
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7. Bulgular
Tablo 1: Degerlerin Reklamlarda Yer Alma Diizeyleri
Yok Var
Say1 % Say1 %

Pratik 327 81,8% 73 18,3%
Stislii 362 90,5% 38 9,5%
Ucuz 344 86,0% 56 14,0%
Biricik 338 84,5% 62 15,5%
Popiiler 374 93,5% 26 6,5%
Geleneksel 340 85,0% 60 15,0%
Modern 187 46,8% 213 53,3%
Dogal 362 90,5% 38 9,5%
Teknolojik 344 86,0% 56 14,0%
Uzmanlik 302 75,5% 98 24.5%
Biiyiilii 346 86,5% 54 13,5%
Verimlilik 344 86,2% 55 13,8%
Serbest 320 80,0% 80 20,0%
Olgunluk 380 95,0% 20 5,0%
Genglik 207 51,8% 193 48,3%
[limh 218 54,5% 182 45,5%
Cilgimlik 347 86,8% 53 13,3%
Seksi 373 93,3% 27 6,8%
Gurur 390 97,5% 10 2,5%
Statii 380 95,0% 20 5,0%
Saygi 394 98,5% 6 1,5%
Aile 358 89,5% 42 10,5%
Topluluk 361 90,3% 39 9,8%
Saglikli 374 93,5% 26 6,5%
Derli toplu 377 94,3% 23 5,8%

Degerlerin reklamlarda yer alma diizeylerine bakildiginda reklamlarda en sik
karsilagilan ilk ii¢ degerin sirastyla modern (53,3%), genclik (48,3%), iliml1 (45,5%) degerleri
oldugu goriilmektedir. Bundan sonraki analizler bu ii¢ deger iizerinden yapilacaktir.
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Tablo 2: Modern Degerinin Uriin Kategorileri ile Capraz Tablosu

Modern Toplam
Yok Var
KATEGORI | Temel gida 17 9 26
%65,38 | %34,61 | %100
Diger gida 9 25 34
%2647 | %73,52 | %100
Icecek 8 17 25
%32 %68 %100
Temizlik malzemeleri 13 14 27
%48.14 | %51,85 | %100
Kisisel bakim 8 34 42
%19,04 | %8095 | %100
Kozmetik ve parfiim 0 7 7
%0 %100 %100
Beyaz esya 8 8 16
%50 %50 %100
Elektronik 14 14 28
%50 %50 %100
Ev aksesuari 6 3 9
%66,66 | %33,33 | %100
Mobilya 5 10 15
%33,33 | %66,66 | %100
Ev tekstil 5 3 8
%62,5 %37,5 %100
Bankacilik ve finans 9 10 19
%47,36 | %52,63 | %100
Otomobil 4 8 12
%33.,33 | %66,66 | %100
Perakende 16 3 19
%8421 | %15,78 | %100
Insaat 12 6 18
%66,66 | %33,33 | %100
GSM operatorleri 5 7 12
%41,66 | %5833 | %100
Web 2 5 7
%28,57 | %7142 | %100
Basin 33 9 42
%78,57 | %2142 | %100
Bebek bakim 5 5 10
%50 %50 %100
Diger 8 16 24
%33,33 | %66,66 | %100
Toplam 187 213 400
%46,75 | %5325 | %100
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Uc kategoride modern degerinin reklamlarin %70 isinden fazlasinda yer aldig
gorlilmektedir. Bu kategoriler sirasi ile soyledir: kisisel bakim (80,95%), diger gida (73,52%)

ve web (71,42%).

Tablo 3: Modern Degeri ile Kategorilerin Ki Kare analizi

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square | 68,410 19 ,000
Likelihood Ratio 74,426 19 ,000
Lmear'—b.y—Lmear 11,356 1 001
Association
N of Valid Cases 400

Ki kare analizi sonucuna goére p < ,000’dir. Dolayisiyla modernlik
kategorilerine gore farklilasmaktadir.

12

degeri {iriin
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Tablo 4: Genclik Degerinin Uriin Kategorileri ile Capraz Tablosu

Genglik Toplam
Yok Var
KATEGORI | Temel gida 17 9 26
%65,38 | %34,61 | %100
Diger gida 13 21 34
%38,23 | %61,76 | %100
Icecek 4 21 25
%16 %84 %100
Temizlik malzemeleri 12 15 27
%44,44 | %55,55 | %100
Kisisel bakim 8 34 42
%19,04 | %80,95 | %100
Kozmetik ve parfiim 0 7 7
%0 %100 %100
Beyaz esya 11 5 16
%68,75 | %31,25 | %100
Elektronik 17 11 28
%60,71 | %39,28 | %100
Ev aksesuari 7 2 9
%77,77 | %22,22 | %100
Mobilya 6 9 15
%40 %060 %100
Ev tekstil 3 5 8
%37,5 | %62,5 | %100
Bankacilik ve finans 13 6 19
%68,42 | %31,57 | %100
Otomobil 8 4 12
%66,66 | %33,33 | %100
Perakende 17 2 19
%89,47 | %10,52 | %100
Insaat 15 3 18
%83,33 | %16,66 | %100
GSM operatorleri 4 8 12
9%33,33 | %66,66 | %100
Web 2 5 7
%28,57 | %71,42 | %100
Basin 34 8 42
%380,95 | %19,04 | %100
Bebek bakim 7 3 10
%70 %30 %100
Diger 9 15 24
%37,5 | %62,5 | %100
Toplam 207 193 400
%51,75 | %48,25 | %100

Iki kategoride genglik degerinin reklamlarin  %80’inden fazlasinda yer aldig
gorlilmektedir. Bu kategoriler sirasi ile soyledir: Icecek (84%) ve kisisel bakim (80,95%).
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Tablo 5: Genglik Degeri ile Kategorilerin Ki Kare Analizi

Value df Asymp. Sig. (2-
sided)
Pearson Chi-Square 91,937 19 ,000
Likelihood Ratio 101,059 19 ,000
Linear-by-Linear Association 18,875 1 ,000
N of Valid Cases 400

Ki kare analizi sonucuna goére p < ,000°dir. Dolayisiyla gencglik degeri (iiriin
kategorilerine gore farklilagmaktadir.

Tablo 6: Ilimh Degerinin Uriin Kategorileri ile Capraz Tablosu

Ilimh Toplam
Yok Var
KATEGORI Temel gida 19 7 26
%73,07 %26,92 %100
Diger gida 18 16 34
%52,94 %47,05 %100
Icecek 10 15 25
%40 %60 %100
Temizlik malzemeleri 9 18 27
%33,33 %066,66 %100
Kigisel bakim 6 36 42
%14,28 %85,71 %100
Kozmetik ve parfim 3 4 7
%42,85 %357,14 %100
Beyaz egya 10 6 16
%62,5 %37,5 %100
Elektronik 19 9 28
%67,85 %32,14 %100
Ev aksesuari 5 4 9
%55,55 %44,44 %100
Mobilya 7 8 15
%46,66 %53,33 %100
Ev tekstil 3 5 8
%37,5 %62,5 %100
Bankacilik ve finans 13 6 19
968,42 %31,57 %100
Otomobil 9 3 12
%75 %25 %100
Perakende 17 2 19
%89,47 %10,52 %100
Ingaat 13 5 18
%72,22 %27,77 %100
GSM operatorleri 6 6 12
%350 %50 %100
Web 3 4 7
%42,85 %57,14 %100
Basin 33 9 42
%78,57 %21,42 %100
Bebek bakim 5 5 10
%350 %50 %100
Diger 10 14 24
%41,66 %58,33 %100
Toplam 218 182 400
%54,5 %45,5 %100
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Tablo 6’da 1liml1 degerinin en ¢ok kisisel bakim kategorisindeki reklamlarda yer aldig1
gorlilmektedir (85,71%).

Tablo 7: Illimh Degeri ile Kategorilerin Ki Kare Analizi

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 69,298 19 ,000
Likelihood Ratio 74,365 19 ,000
Linear-by-Linear Association 9,161 1 ,002
N of Valid Cases 400

Ki kare analizi sonucuna gore p < ,000’dir. Dolayisiyla 1limli degeri (iirlin
kategorilerine gore farklilasmaktadir.

8. Sonuc

Arastirmanin dikkat ¢ekici sonuglarindan bir tanesi, reklamlarda en sik rastlanan
degerlerin modern, genglik ve ilimli degerlerinin olusudur. Aslinda bu sonug Tiirkiye toplumu
diistiniildiiglinde pek sasirtict degildir. Bu ii¢ deger reklamlarin genellikle hedefledigi Tiirk
iist-orta sinifinin degerleri olarak gérmek miimkiindiir. Tirk {ist-orta siifinin ¢cogunlugunun
sekiilerlesmis (laiklesmis) modern ve batili degerlere sahip ancak muhafazakar egilimli
oldugu; Tiirk toplumunda gen¢ niifusun fazla oldugu ve son olarak da toplumun
muhafazakarlagan yapisiyla birlikte daha ¢ok 1limli denebilecek karakterleri tasvip ettigi
sOylenebilir. Bu baglamda Tiirk toplumunda yer alan temel degerlerin reklamlara da
yansidigini sdylemek miimkiindiir.

Modern degerinin en ¢ok kisisel bakim, diger gida ve web kategorilerinde yer almis
olmas1 bizlere bu degerin toplumun sehirli {ist-orta smif tabakaya hitap eden iiriin
kategorilerinde baskin olarak goriildiiglinii isaret etmektedir. Genglik degerinin ise ¢cogunlukla
icecek ve kisisel bakim iriin kategorilerinde gbzlemlenmesi bu iiriinlerin birincil
tiiketicilerinin gengler oldugunu g6z 6niinde bulundurmamiz gerekliligini ortaya koymaktadir.
Bunun yam sira, reklamlarda genellikle genglik vurgusunun adeta bir fetis olarak
kullanilabildigini ve yasli insanlara hitap edebilen iiriinlerde dahi, genglerin bir ¢ekicilik
nesnesi olarak reklamlarda yer alabildigini; bu noktada hatirlamak yararli olacaktir. Iliml
degerinin ise en ¢ok kisisel bakim iirlin kategorisinde yer aldig1 goriilmektedir. Bu sonucu da
Tiirk toplumunda artan muhafazakar egilimler ile farkli olana duyulan sayginin azalmasi ile
bagdastirmak miimkiindiir. Bu baglamda, Tirk reklamcilarmin toplumun verebilecegi
olumsuz tepkiler ile karsilasmamak i¢in reklamlarinda farkli karakterler yerine daha i1limli,
toplumun degerleri ile uyusan karakterlere yer vermeyi tercih ettikleri sylenebilir.

Modern, genglik, 1liml1 degerlerinin ki kare analizleri sonucunda iiriin kategorilerine
gore farklhilastigit bulunmustur. Bu durum, farkli {iriin kategorilerinde farkli degerlerin
kullanilabilecegini gostermektedir.

Yukarda belirttigimiz temel 6zellikler baglaminda her ii¢ degerin de, {iriin kategorisi
g6z Oniline alindiginda, en cok kisisel bakim kategorisinde yer almis oldugu sonucu da
sasirtict olmayacaktir. Cilinkii Tiirkiye’de hala birgok kigisel bakim {iriinii yoksullar i¢in liiks
tiikketim sinifina girmektedir ve dolayisiyla bu iiriinlerin reklamlari {ist-orta siifa hitap edecek
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sekilde hazirlanmaktadir. Reklamlarda da bu siifin degerlerine rastlanmasi reklamlarin var
olan toplumsal degerleri yansittig1 yoniindeki goriisleri destekler niteliktedir.
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EVOLUTION OF POLITICAL ISLAM: FROM THE WELFARE PARTY TO THE VIRTUE PARTY
(Tiirkiye’de Siyasal Islamin Evrimi)
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ABSTRACT

Political Islam has been represented by National Outlook parties since 1970 in Turkey. These parties
transformed their political discourse and became moderate in 1990s. This transformation especially was realized
during the Virtue party period. In this paper I am going to present the moderation process from the Welfare Party
to the Virtue party. I am going to discuss why this moderation occurred, which factors influenced transformation
in political Islam in Turkey. To find reasons may help us to include other radical political movements into the
system.
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1. Introduction

In this paper, I am going to try to answer the question how the political discourse of
the Welfare Party changed after it was replaced by the Virtue party and which factors were
effective in the transformation of political Islam in Turkey?

In Turkish political system, pious people and their demands have been represented by
many parties, especially by right-wing parties, however a special attention to Islam was given
by ‘National Outlook’ parties before the coup in 1980 by the National Order Party and the
National Salvation Party and after the coup by the Welfare Party. National Outlook parties
and especially the Welfare party asserted that there was a moral degeneration in Turkish
society because of giving up their traditions which came from the Ottoman past and imitating
the West. They suggested more Islam in society and maybe in the state for overcoming this
problem. Anti-Westernism was one of the aspects of them, because they believed that the
West had become so powerful and subordinated especially Islamic countries by force.
Western civilization was a wrong way and a wrong example for progress and development.
‘Just Order’ was a motto of the Welfare party which emphasized social justice and a third way
between capitalism and socialism. Islam which originated moral values was also behind the
‘Just Order’.

This discourse changed after the Welfare Party was outlawed on January 1998 by the
Constitution Court, and the new Virtue Party was formed. The Virtue Party focused more on
democracy, individual liberties and human rights. It interpreted secularism differently from
old National Outlook parties and promoted a neutral state across all religions and beliefs. It
also changed its anti-Western discourse and especially emphasized that Turkey should have
entered to the European Union. In this paper I will try to open this transformation in political
Islam from the Welfare party to the Virtue Party.

Moderation theory claims that radical parties revise their ideological views and
moderate them for competing in pluralistic party system. They become pragmatic vote-
seeking political parties and for that they come closer to the political center. They moderate to
survive in the political system. Not only does electoral potential affect this moderation, but
also the problem of legality and the threat of state repression have a role in this
transformation. Many scholars argued against this dominant assumption that radical parties
change because of these types of external factors. They focused on internal reasons such as
change in the party leadership. In the paper, I will also argue which factors were more
effective in the moderation of political Islam; electoral viability, state repression or internal
factors.

2. Why do Radical Parties Moderate?

Tezclir (2010) asserts that, according to the moderation theory, when radical groups
want to join legal political system, they give up their strict ideological stand and try to get
closer to the political center. There are two basic reasons for that: Firstly, due to the fact that
they accept to join elections, they want to get a high percent of vote as much as possible.
Radical policies usually do not attract large population. Many scholars connect the
moderation of radical and revolutionary parties to the fact that they become vote-seeking
political parties. Moderation of parties helps to the consolidation of democracy in a country.
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Examples were seen in socialist parties’ moderation in Western Europe. Socialist parties in
Western Europe turned into pragmatic, vote-seeking political parties to survive in the political
system. We can see more examples in some Muslim countries where radical Islamic parties
become Muslim reformers. Second reason in moderation is the threat of state repression.
Legal boundaries of a state may not accept a radical party as legitimate. In addition to the fact
that voters usually don’t prefer parties which are under strict control of the state, these parties
may be any moment ruled out and be declared as illegitimate. Therefore, to overcome legal
problems and to attract masses, revolutionary and radical parties usually change their
programs and discourses. According to Tezciir (2010), when compared with other Arab
countries, in Iran and in Turkey, radical parties more incline to moderate because of
pluralistic political systems and electoral competition in these countries.

Taniyict (2003) argues that by referring to Harmel and Janda, party transformation
cannot be interpreted by a single theory. It is a very complex process and has many
dimensions, such as transformation of organization, discourse, policy etc. He stresses that
theories which explain party transformation according to external factors such as state
repression or electoral competition are under criticism. These criticisms emphasize internal
factors. For example Panebianco connects party transformation to an ‘elite turnover’. Parties
may moderate when leading groups in the party change. Wilson asserts that party leaders may
see the change necessary. He connects the transformation to the personal decisions of party
leaders. Harmel and Janda originated an integrated party change theory. According to them,
parties change when leader changes, a dominant faction changes or external factors impose
the change. They especially clarified the issue of external factors. External factors are social,
economic and political events which accrue outside the party. External factors may become
‘environmental shocks’ when they avert the party to accomplish its own goals. Party leaders
see necessary to respond these shocks and change for achieving party’s goals (Tantyic,
2003).

Wickham (2004) also questions which factors cause political leaders to revise and
moderate their aims and participate legal political systems. He says that many scholars studied
on deradicalization of leftist parties in South America and in Western Europe and they usually
asserted that these people wanted to use new political opportunities of participating elections
which were created by the emergence of democracy. He stresses that, scholars’ studies in
Muslim world show that political openings and new opportunities in some Muslim countries
also encourage radical groups to change and moderate. Ideological moderation has three
aspects. “First, it refers to the stated positions of Islamist leaders and groups regarding the
organization of domestic politics, rather than economics or foreign policy. Second, it refers to
change in the stated views of an opposition leader or group relative to their positions in the
past” (Wickham, 2004;206). And thirdly moderation may be rough. While in some areas
moderation may be seen, in some areas radical positions may be taken. By studying on
Egypt’s Wasat Party which was founded by a group of people who left from a radical
organization, Muslim brotherhood, he asserts that moderation may be caused by political
learning as well as strategic assessment. By referring to Nancy Bermeo, Wickham (2004)
argues that, especially in authoritarian regimes, radical opposition groups may cooperate with
other opposition groups against state repression and authoritarian regime and this process may
lead to a political learning and internalizing democratic values. However Tezciir (2010)
reminds that moderation of radical groups in authoritarian regimes may not always turn into a
democratization process. Radical parties may leave their ideas to survive within the rules of
authoritarian regime and stop opposing against authoritarian decisions of the state.
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3. Historical and Ideological Roots of the Welfare Party
3.1 Religion and Secularism in Turkey between 1923-1950

Islam and the state had experienced a litigious relationship since 1920s until transition
to multi-party democracy in 1950s. This relationship between Islam and the state influenced
the improvement of Islamic groups and political Islam in Turkey.

Founding fathers of the republic had planned a secular society and a state in which
Islam would have no role. Kemalism aimed religion to stay in the private realm of citizens
and not to influence social relations and the structure of the state. Rather than making a thick
separation between religion and politics and leaving religious issues to citizens themselves,
they preferred to control Islam and transform it to a state-religion (Taniyici, 2003). Religious
orders were ruled out and the Department of Religious Affairs was formed to control and
organize all issues related with Islam. Religious orders and local Islamic communities were
interpreted as threats against the Kemalist project.

The Kemalist project intended to form a homogeneous society under the citizenship of
Turkishness in which Islam and other ethnic elements would not have any role. Although the
Republican state wanted to transform political, social and cultural life fundamentally, the
religion stayed as the main coordinator of daily lives of citizens (Yavuz, 1997). Ozbudun and
Hale (2010) stress that the state used public education to promote secular, nationalist and
modernist values to the society. But ‘cultural revolution’ couldn’t be completed. Unlike state
bureaucrats, army officers, urban professionals who deeply believed Kemalist enlightenment,
rural masses stayed away from new ideals and sometimes created counter-groups against
these ideals and the ruling elite. Heper (2009) also states that although Kemalism achieved a
‘cognitive revolution’ by which citizens learnt how to think rationally without referring any
traditional and religious source, it failed to make a cultural revolution. The Republic couldn’t
replace secular moral codes instead of moral values derived from religion. Islam had been
embedded in social relations of society and it was much more stable than nationalism to
create a community identity and political communication (Yavuz, 1997).

Because of state repression, religious groups didn’t have any voice in the political
system until the 1950s. However Islamic groups continued to exist, were structured outside
the control of the modern-secular state and “relied on traditional ties” (Yavuz, 1997;64).
According to Narli, the Islamist movement “was led by tarikat (religious order) sheikhs and
professional men of religion, who lost their status and economic power when secular reforms
abolished religious institutions” (Narli, 1997;38). They couldn’t find sufficient support from
other citizens, they were usually met with harsh decisions from the state and therefore
remained underground. However, “top-down methods” (Ozbudun and Hale, 2010; 17,18) of
the state elite and efforts to put religion under state’s order “promoted the politicization of
Islam and struggle between secularists and Muslims for control of the state” (Yavuz,
1997;65). The tension between state elites who identified themselves as secularists and
modernists, and rural masses who adhere to traditional Islam, appeared at the end of the one-
party system and shaped Turkish political sphere fundamentally.

3.2 Political Islam rises from the right-wing center in 1950s

Yil:1 Sayi:2 22



Karadeniz Teknik Universitesi iletisim Arastirmalari Dergisi

Until 1950s, the center elite which were formed by army officers, senior bureaucrats,
some notables and industrialists had governed Turkey. In 1946, Turkey transited to a multi-
party system by the formation of the Democrat Party led by Adnan Menderes and Celal
Bayar. People who had lived on the periphery of society and had been distanced from the
power combined under the wings of the Democrat Party. The Party “represented the people of
the periphery, including peasants and provincial bourgeoisie as well as the discontent of
Islamists and religiously conservative people dissatisfied with secular policies” (Narl,
1997;41). According to Ozbudun and Hale (2010), the Democrat Party was very different
from conservative parties in Europe. The founding fathers of the party included free
professionals such as doctors, lawyers, businessmen and some landowners and notables who
formed a counter-hegemony against the state elite which had governed Turkey since 1923.
Founders of the party had an anti-establishment characteristic differently from conservative
parties in western Europe. Islamist groups also joined to the Democrat Party and formed
alliances with other groups and constituted conservative factions in the party (Narli, 1997).
After the military intervention in 1960, the Justice Party replaced the Democrat Party and
continued to represent shopkeepers, small merchants who have a special sensitivity to Islam
as well as peasants, traders, landowners, agrarian capitalists and the new bourgeois elements
such as industrialists who all constituted opposition to the state-centric elites.

3.2.1 Political Islam, ‘National Outlook’ and its Parties

Gtlalp (1999) asserts that in the first half of 1960s, owing to the fast economic
development, the state could redistribute earnings of the rapid growth in an equal manner. But
towards the end of the decade, economic growth had started to lose its effect and a
differentiation of class interests emerged. The conflict between the “interests of the big
industrialists and businessmen, most of them living in the larger cities with those of the small
businessmen and artisans, mostly from the smaller towns of Anatolia” (Giilalp, 1999;33)
caused the formation of a new political party.

In the Turkish political history, the first party “with clear Islamist credentials” was
constituted in 1970 with the name of the National Order Party (NOP). The NOP was formed
in January, 26, 1970 and Necmettin Erbakan became the leader of the party. According to
Narli (1997), the NOP was mainly supported by religiously conservative Sunnis in Anatolian
cities. They could not have benefited from the fruits of modernization project due to their
loyalty to traditional Islam and their position against the state-centric modernization project.
The NOP’s class structure was based on Islamically sensitive small merchants, craftsmen, and
small farmers. The party was strongly supported by the Naksibendi and Nurcu sects and
especially by Mehmet Zahit Kotku, who had been the leader of iskender Pasa sect (Yavuz,
1997). The party was ruled out after the military intervention in March 12, 1971, and was
replaced by the National Salvation Party in 1973.

Political parties formed by the leadership of Necmettin Erbakan since the NOP to the
Felicity Party( FP) have referred their ideology as the National Outlook. The parties of the
National Outlook have never been involved in political violence in Turkey (Yildiz, 2003).
Although trying to act within legal borders of the secular establishment they usually have
used Islamic symbols and terms. According to the National Outlook ideology there is a
fundamental struggle between Islamic civilization and Western civilization. While Islamic
civilization is based on justice, Western civilization is based on pressure and force. Ottoman
Empire forms the heroic past of Islam. According to the founding fathers of the National
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Outlook ideology, the Ottoman Empire lost its power after it had imitated the West. They also
have seen Kemalist reforms as continuation of the imitation of West and have strongly argued
against them (Ozbudun and Hale, 2010).

The National Outlook is a combination of religious and non-religious issues and an
effort to make politically a synthesis of Islam and modernism. Founders of the ideology
interpreted modernism as a scientific and technological process which is completely separated
from cultural and social transformation. This interpretation of development forms the center
of the discourse of the National Outlook ideology: Spiritual development by Islam and
material development by industrialization. Islam was needed because Turkish society was
under a moral degeneration and it could overcome this degeneration only by relying on
Islamic values. Degeneration of Turkish society has started in Ottoman period, Turkey and
the whole Islamic world has been exploited by Western powers. In 1970s “heavy
industrialization” (Y1ldiz, 2003; 189), was seen as the main way for material development and
against western exploitation. The NSP successfully articulated heavy industrialization with its
own themes. “It proposed to link its small-business base of support with the project of state-
led heavy industrialization through the concept of the “broad-based private sector’ (Gtilalp
1999;27). By this project, “the state would supervise the creation of these corporations where
the owners of small capital would unite to launch heavy industry” (Gtilalp, 1999;27).

National Outlook parties interpreted capitalism as a monopolistic economic system
with large multinational or government-supported companies. Although they argued against
this type of capitalism, they didn’t argue against private property or profit-making. They
focused on conditions of small businesses which could not benefit much from the
monopolistic capitalist system (Giilalp, 1999).

After the military intervention in 1980, the National Salvation Party was closed as well
as other political parties and a new party which represented National Outlook ideology in
1983. While some of these features of National Ideology remained same, some others
fundamentally changed.

4. The Welfare Party
4.1 Grassroots of the Welfare Party

The Welfare Party (WP) was established by the leadership of Ali Tiirkmen on July 19,
1983, as the new political party of National Outlook movement. Erbakan had been banned
from political life. The party couldn’t join the first national elections after the coup in 1983,
because the founding members of the party were vetoed by the decision of National Security
Council. In the 1987 referendum, banned ex politicians like Demirel, Tiirkes, Ecevit and
Erbakan were allowed to enter into politics and then Necmettin Erbakan took over the
leadership of the WP.

In 1980s, a group of small businessmen, small merchants and shopkeepers began to
grow fast by new liberal political economy and export-oriented model of Ozal and moved to
big cities from provincial towns. In big cities they also had a chance for access to university
education. A new business elite had originated from a provincial background. Ozal’s model
“provided opportunities not only to the established business elite, but also to the small and
medium businessmen in Anatolian towns” (Narli, 1997;40). Coming from Anatolian towns,
this new business elite had differentiated itself from established business elite living in
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Istanbul and represented by TUSIAD (The Association of Turkish Industrialists and
Businessmen). Although they had started to experience a new life in big cities and competed
with international companies within the rules of global economy, they wanted to protect their
values, traditions and especially loyalty to Islam. They had been called as ‘Anatolian Lions’
and they assembled under the name of MUSIAD, the Association of the Independent
Industrialists and Businessmen (Narli, 1997). While the NOP and the NSP had represented
religiously oriented small merchants and shopkeepers of Anatolian towns, the Welfare Party
was mainly supported by this Islamic business elite. But of course, it was not the only vote
base of the WP. Since the 1950s with a migration wave from Anatolian towns to the periphery
of big cities, rural poverty had transformed into urban poverty. Immigrants who are often
economically disadvantaged, culturally disintegrated, and politically isolated supported the
Welfare Party (Narli, 1997). The Welfare Party’s “class base primarily includes, in addition to
the petty bourgeoisie of provincial towns, members of the young professional middle class,
students, and a large marginalized and dispossessed population in the metropolitan
centers”(Gtilalp, 1999;33). These were supporters of the party in big cities. In Anatolia,
“some ultra-nationalists who have embraced Islamist attitudes and a sizeable number of
religiously conservative Sunni Kurds, who assume that an Islamic order could possibly bring
solutions to the conflict in their region” (Narli, 1997;42) also constituted the electoral base of
the party.

4.2 New Motto of the Party: The Just Order

At the Third General Convention in 1990, the famous slogan of the National Outlook
ideology, ‘Just Order’ was used for the first time and then spredt as fundamental motto of the
WP. By the motto of Just Order it was intended to mean “social solidarity, the prevention of
wasteful expenditures, justice in taxation, equal treatment of all in the allocation of state
credits, the abolition of interest” (Yildiz, 2003; 191,192). Yavuz states that the Just Order
does not indicate a welfare state. “It stands for the prevention of injustice and religious dis-
crimination against pious people” (Yavuz, 1997;74). Islam as totally generating ethical norms
was standing on the basement of Just Order. Ozbudun (2006) asserts that, just order was
interpreted as a middle way between socialism and capitalism. It mainly supported state
controls on economy. According to Mecham (2004), the NSP was a conservative religious
party, but the WP focused on social justice and demanded votes from traditionally leftist
constituencies. Generally the WP claimed to bring social justice, liberty of religion, ethnic
tolerance and to stop Turkey’s exploitation by the West, threats of ‘imperialist Zionist system’
against Turkey’s national independence and state (Mecham, 2004). For Yildiz, the WP “was
a protest movement”(Y1ldiz, 2003;188). The WP suggested “an institutional framework for
the voiceless and suppressed masses of Turkey” (Yavuz, 1997;74).

4.2.1 Anti-Westernism and Religious Nationalism

National Outlook parties strongly opposed against relations with the West. “Basic
characteristics of this tradition have been anti-Westernism, anti- Europeanism and the promise
of a community and state based on national and Islamic sources” (Taniyici, 2003;470). As we
said that, the movement strongly opposed against republican reforms because they thought
that they were continuations of an imitating process of the West. When Turkish-Islam society
moved away from its traditional values to western values, it morally and economically
collapsed. Therefore the WP carried out anti-American, anti-European, and anti-Zionist
policies. The party aimed to establish close relations with third world countries and especially
with Muslim countries. They wanted to constitute an Islamic monetary union, Islamic

25 Yil:1 Sayi:2



Karadeniz Teknik Universitesi iletisim Arastirmalari Dergisi

common market, Islamic NATO (Ozbudun, 2006). European Union was regarded as a
‘Christian club’. And as Ozbudun and Hale reminded “Erbakan has gone so far as suggesting
that once Turkey becomes an EU member, Israel would also join the organization
immediataly and thus Turkey and Israel would be the same state” (Ozbudun and Hale,
2010;6). Although the party focused more on democracy, individual rights, freedom of
religion in the 1995 election, it didn’t change its view against the West (Tan1yici, 2003).

One of the basic characteristics of National Outlook ideology was religious nationalism.
These parties aimed to form a Muslim brotherhood with Muslims who live in other countries
and wanted to preserve not only Turkish Muslims’ but also other Muslims’ interests. Turkey’s
role would be the leadership of Islamic world and would direct its struggle against Western
imperialism. According to Yildiz (2003), main reason of the emergence of Islamic
nationalism was the coexistence of Islamism and nationalism in same organizations which
started at the beginning of multi-party system. As we remind that, political Islamists formed
some factions with other conservative groups until the NOP was formed. Therefore “the
conception of an anti-Western Islamism structured by a national Islamism/Islamic
nationalism, with a heavy emphasis both in NSP and WP, became one of the main leitmotifs
characterizing their politico-religious discourse” (Yildiz, 2003; 197).

While giving its name to the movement, thefounding fathers of the movement used the
duality included in the word of ‘milli’ (national). Although ‘milli’ means national in Turkish,
it also reflected religious implies. They “used a dual discourse by ascribing the national to the
religious” (Y1ldiz, 2003;201).

How did the WP approach to democracy, what have founding fathers of the movement
thought about democratic values? According to Ozbudun, it was not clear whether the party
aimed to establish a Islamic state or not? In some public organizations the party claimed to
constitute a ‘real democracy’, however elites of the party never said anything about what they
understood by ‘real’ democracy. (Ozbudun, 2006; 544) As Yildiz (2003) stated, National
Outlook movement was never involved in political violence. They were Muslim reformers
and like other Muslim reformers they “accept the inviolability of political pluralism,
competitive elections and human rights at base level” (Tezciir, 2010;70). They saw national
elections as the only legitimated means for coming to the power. Nevertheless, Ozbudun
asserts that their understanding of democracy was majoritarian rather than pluralistic. They
saw democracy not as an end in itself, rather as a means for an ‘order of happiness’
(Ozbudun, 2006). As we know that the same discourse was used by Recep Tayyip Erdogan
during his mayoralty. Tezclir (2010) also agrees that their belief in democracy was
majoritarian. Ozbudun and Hale (2010) stress that their views on secularism were nor clear.
They interpreted established secularism in Turkey as a repressive means for Muslims.
Although they promoted religious freedom, they didn’t say much thing about relationship
between the state and Islam.

5. Moderation in Political Islam

5.1 The Virtue Party

The Welfare Party formed a coalition government with the True Path Party in 1996.
They had stayed in power for 11 months. On 28 February 1997, in the National Security

Council commanders of the Turkish army oppressed the government to make some
arrangements around strict secular principles. During the process which is called 28 February,
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coalition government was oppressed by the military establishment and accused of changing
secular system of Turkey. In May 1997, a case to ban the Welfare was opened because
violating the secular principles of the constitution. One month later, Erbakan was forced to
resign. The party was banned on January 1998 by the Constitutional Court. However Erbakan
was experienced and already had ordered his lawyer, Ismail Alptekin to establish a new party
before the decision of the Constitutional Court. On December 1997, the Virtue Party (VP)
was established. After the closure of the Welfare, all former Welfare deputies, except banned
Erbakan and five members of the party, joined the Virtue Party. Recai Kutan, who is a
moderate person and loyal to Erbakan became the new leader of the party.

The Virtue Party focused on human rights, democracy, and rule of law much more
than the Welfare. Main messages of the Virtue consisted of a need for real democracy and
human rights in Turkey. Party elite wanted political liberties to expand. They interpreted
secularism differently from the Welfare period and focused on negative religious liberties.
The state should have been impartial to religions and beliefs. It shouldn’t have imposed any
religion to its citizens. It should have helped its citizens to learn, practice and organize their
religion (Narli, 1997). They defended that secularism was understood as a religion by state
elites and was imposed to citizens. They argued against the headscarf ban because it was
against personal liberties and human rights. They changed their discourse that Turkey is not
religious enough to Turkey is not democratic enough (Mecham, 2004).

The Virtue Party didn’t use the motto of the just order and it supported a free market
economy with an emphasis to social justice. Bur perhaps the most important change in the
party’s discourse was in foreign policy (Ozbudun and Hale, 2010). It didn’t see the West as an
enemy power and gave up its anti-western discourse. It especially supported Turkey’s
membership to the EU. EU was not a Christian club, it was an institution which promoted
universal democratic values. The improvement of democracy in Turkey was depended upon
Turkey’s membership to the EU. After the VP was ruled out by the Constitutional Court, two
parties, the Felicity Party and the Justice and Development Party rose. Although they have
defended very different policies from each other, both of them have insisted upon the
importance of Turkey’s EU membership (Taniyici, 2003). The party sent a public relation
mission to the USA to tell its difference from the WP. New members with center-right
conservative backgrounds who didn’t have any relationship with the National Outlook joined
the party (Mecham, 2004). The VP also recruited some famous women intellectuals, renewed
60 percent of its members and organized meetings in which men and women mix freely. In
the Welfare period these meetings were usually sexually segregated (Narli, 1997). According
to Yildiz, the Virtue party “was essentially not a party of political Islam but a liberal-
conservative party with a powerful social state inclination and a strong interest in
nationalism” (2003, 199). Daniel Brumberg says that there are three types of Islamism. In the
second type, moderate Islamists participate to elections and use pluralistic political
environment for coming to the power. They don’t use political violence however their main
goal is to change secular system. According to the third type, liberal Islamists want to extend
religious liberties as much as possible, but they don’t aim an Islamic state and authoritarian
government. Ozbudun and Hale (2010) assert that while the WP belongs to the second type,
the Virtue Party might be included in the third group.

5.2 Reasons Behind the Moderation

If we return to the moderation theory, radical parties transform and come to the center
because of being vote-seeking political parties and for overcoming the problem of legality. By
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joining elections they accept to be preferred by majority for coming to the power. Therefore
they need to get the highest percentage of vote among other parties. Radical demands are
usually not favored by the majority and to be favored by the majority they usually choose to
moderate their discourse and policy (Tezciir, 2010).

Before the Welfare Party, the National Outlook parties couldn’t get more than 12
percent of the total vote. However they joined coalition governments firstly with Biilent
Ecevit’s Republican People’s Party and then with Siilleyman Demirel’s Justice Party and
Alparslan Tiirkes’s Nationalist Action Party, therefore they were highly effective and
important in Turkish politics. After the military intervention in 1980, a problem emerged for
radical parties like for the Welfare; threshold problem. According to the new constitution, a
party wouldn’t have any seat in the parliament if it can’t get at least 10 percent of the total
vote. Military establishment blamed coalition governments for not stopping political chaos in
the country before the military intervention and therefore aimed one-party government and
prevent existence of radical parties in the parliament. The Welfare Party firstly joined local
elections in 1984 and took 4 percent of the vote. In the 1987 parliamentary elections, it
couldn’t go beyond the threshold. In the 1989 local elections, the party’s vote increased to 9.8
percent however it was still under the threshold. Therefore in the legislative elections of 1991,
Welfare entered into a temporary electoral coalition with Tiirkes’s party and with the
Reformist Democracy Party, in an effort to secure a showing above the 10% electoral
threshold. Under this arrangement, the party won almost 17% of the vote; it was an important
increase. But real growth of the party accrued in the 1994 local elections. The party took 20
percent of the vote and 29 larger cities’ mayors were elected from the Welfare Parties’
candidates including Istanbul’s and Ankara’s mayors. When it is compared with the past, in
the 1977 elections, the NSP took 6 percent of the vote in Istanbul and Ankara. However, in
the 1994 elections, the WP took 25 percent and in Ankara 21 percent (Giilalp, 1999). The
party became the biggest party in the parliament after 1995 general elections. It took 21
percent of the total vote. Although it was not in the center, the Welfare Party was preferred
more than other center-right and center-left parties. The Virtue Party joined only 1999 general
and local elections. Its vote decreased to 15 percent when we compare with the WP.
Therefore it seems that moderation didn’t attract masses to the party; on the contrary the
Virtue Party lost 6 percent of the vote of the WP. Therefore we can say that moderation of the
VP was not due to the electoral competition and because of being a vote-seeking party. It is
difficult to say that elites of the National Outlook ideology preferred coming to the center for
increasing their vote, because the Welfare Party’s vote had already been high.

As we mentioned before, Harnel and Janda assert that parties change when leader
changes, a dominant faction changes or external factors impose the change (Taniyici, 2003).
In 1990s a schism appeared in the party and tension between so-called traditionalists and
reformists in the party rose after the Welfare Party was closed. Reformists lead by Recep
Tayyip Erdogan, who was elected as the mayor of Istanbul in 1994 elections, challenged
against Erbakan’s control over the party. However reformists couldn’t come to the power in
the Virtue Party and separated their ways from traditionalists. Policy and discourse of the
Virtue Party was determined by Erbakan and loyalists to him. Therefore we cannot find
reasons of the moderation in internal factors. We should look at external factors. And as we
said that, political competition and aim to get more vote was not the reason in Virtue’s
moderation. So only one reason remains; state repression.

5.2.1 28" February Process
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Harnel and Janda argue that external factors may become ‘environmental shocks’
when they avert the party to accomplish its own goals. Party leaders see necessary to respond
these shocks and change for achieving party’s goals (Tezciir, 2010). 28 February process
became an environmental shock for elites of the Welfare Party (Taniyici, 2003). On 28
February 1997, in the National Security Council meeting, commanders of the Turkish Army
Forces oppressed to the government to make some legal arrangements against Islamicization
of the society. Army elites also started a campaign against the government, organized
meetings with media, business and bureaucratic elites, told the danger of a revolution to the
Sheri law and role of the government in it. Military establishment aimed to overturn WP-TPP
government and design the country again across Kemalist lines.

After the military intervention on 12 September 1980, new establishment had used
Islam for stopping polarization and creating a homogenous, disciplined society. They had
used Islamic symbols for legitimization. An ideology which is called Turkish-Islamic
synthesis had been activated. It had been formed by some conservative intellectuals who had
organized under the name of Association of Intellectuals' Heart (Yavuz, 1997). It had been a
different interpretation of secularism which was promoting more Islam in the society and
obedience of the nation to the powerful state. Religious courses became compulsory in all
elementary schools and Turkish-Islamic ideology spread by public institutions across the
country.

28 February process was a u-turn from this interpretation of secularism. It promoted
strict secular ideology of the early republican period. Secular ideals of the republic and the
threat of anti-secularism were reminded by schools, universities, media, civil-military
bureaucracy to the society. Its aim was also to homogenize the society but this time around
strict secular principles. Military establishment blamed political parties because of acting
irresponsibly; the state which was represented by military establishment subordinated the
politics. Army commanders dominated public agenda by emphasizing the danger for national
security. Political parties were obliged to follow views of military elites. “Since February
28th, Turkish political parties have retreated from a constituency-serving position to a state-
supporting one” (Cizre and Ciar, 2003;317).

This period was an environmental shock for elites of the National Outlook (Tan1yict,
2003). Cizre and Cinar (2003) stresses that they chose to adapt themselves to this period and
therefore they de-Islamized their discourse. According to Mecham, “the story of Virtue is a
story of how institutional constraints alter the strategic calculus of Islamist leaders” (Mecham,
2004;349). They were afraid of a military intervention or ban of the party; therefore state
repression determined their moderation. Ozbudun and Hale (2010) also assert that results of
28 February might affect the transformation in the discourse of National Outlook. Party elites
“realized the need to change the party’s discourse and policies in order to survive in the new
repressive environment” (Taniyici, 2003;476).

6. Conclusion

In this paper I wanted to explain the change in the discourse of Erbakan’s parties from
the Welfare Party to the Virtue party. It is difficult to say that whether the Virtue Party is a
rupture from the National Outlook ideology. According to Yildiz (2003) the Virtue party was
not a political Islamist party unlike the Welfare Party and it acted as a liberal conservative
party. It was a rupture from the National Outlook tradition. Ozbudun and Hale (2010) asserted
that unlike the Welfare Party, the Virtue Party accepted pluralistic political system and
abandoned its aim which was to alter secular laws of the state. While we can’t accept or
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oppose this view, we can say that political discourse completely changed from the Welfare
Party to the Virtue Party. The discourse changed from focusing on moral degeneration which
should have been corrected by ‘more Islam’ in society and maybe in the state, to the focusing
on insufficient democracy which could be corrected by Turkey’s entrance to the EU.

National Outlook movement was not a mainstream ideology and its electoral potential
was limited. However during the Welfare period, it compelled its limits and became the
largest political party in the parliament. The moderation in its discourse didn’t enlarge its
electoral potential. On the contrary, the Welfare’s vote in 1995 elections decreased in the
Virtue period. Of course the Welfare wanted to increase its vote like all political parties,
however it was not an urgent need and results show that moderation was not a good way for
that.

Although a group of reformers started a struggle against party elites, they couldn’t
affect party policies during the Virtue Party. So the transformation was not due to the change
in the leadership of the party. Searches on this issue show us that moderation was a result of
an ‘environmental shock’: It was 28 February process. Party elites understood that it is
impossible to drive a policy against military bureaucracy and secular roots of the republic. To
survive, they had to change.

However, moderation in the Virtue Party’s discourse couldn’t convince the
bureaucracy and the Virtue Party shared the same fate with other National Outlook parties.
After the Virtue Party was closed, reformists established the Justice and Development Party
and they separated their way from the National Outlook ideology. National Outlook has
represented by the Felicity Party since 2001 and Erbakan became again the leader of the party
in 2010. For anyone who wants to interpret the progress in the National Outlook movement,
the Felicity party stands as a new research field.
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ABSTRACT

Ahmet Davutoglu has been leading Turkish foreign policy since AKP came to the power. He has been
transforming traditional foreign policy and has been trying to make Turkey a regional power. For this aim,
Turkey formed very close relations with its neighbors and especially with Middle East countries. Western
politicians and scholars are worried about this new foreign policy and they ask whether Turkey is leaving from
the Western camp. In this paper, I am going to discuss why Turkey has been forming closer relations with
Middle East countries. I am going to ask whether worsening relations between Turkey and EU get Turkey closer
to the Middle East?
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1. Introduction

Turkey’s foreign policy has been in a transformation period since 2002, after AKP
came to the government. This reorientation has been directed by Foreign Minister Ahmet
Davutoglu, who wants to make Turkey a regional power which is active in all problems
related with its neighbors. ‘New’ Turkish foreign policy is multi-dimensional therefore
“foreign policy is perceived no longer as a series of bilateral relations or foreign policy
moves, but as a series of mutually reinforcing and interlocking processes” (Onis and Yilmaz,
2009;9). The idea behind this vision is that Turkey has multiple regional identities, its identity
cannot be limited to a single region. Turkey should have zero problems with its neighbors. It
should actively engage in problems in its region to provide its own national security and it
also should provide security and stability for its neighbors.

Despite the fact that Turkey’s EU accession process is continuing, the reform wave
has waned since 2005. On the other hand, Turkey’s attention to the Middle has been rising
and Turkey builds closer relations with the Middle Eastern countries. Scholars and politicians
ask whether Turkey is leaving from the Western camp. Is its foreign policy controlled by
political Islamists? Even the most optimists accept that Turkey-EU relations are not going
well. Turkey is not enthusiastic for joining to the EU as it was five years ago. The EU also
seems glad from this lessening enthusiasm of Turks.

In this paper, I want to discuss how Turkey-EU relations influence Turkey’s Middle
East policy. Is Turkey closing to the Middle East because of the worsening relations between
Turkey and the EU? If a new wave of reforms start and both Turkey and EU become more
enthusiastic for Turkey’s accession, will Turkey again move away from Middle East?

2. Why is Turkey closing to Middle East?

Many academicians argue that Turkey is not leaving the West, however the West loses
its privileged position on the eyes of Turkish politicians (Kdsebalaban, 2007), (Onis and
Yilmaz, 2009), (Ulgen, 2010), (Oguzlu and Kibaroglu, 2009), (Kramer, 2010). According to
Onis and Yilmaz (2009), Turkey’s foreign policy during the AKP leadership may be divided
into two periods. First period between 2002-2005 may be called as the “Golden Age of
Europeanization”. In this period AKP government made economic and democratic reforms to
fit norms of the EU. The second period after 2005 may be called as “loose Europeanization”
or “soft Euro-Asianism (Onis and Yilmaz, 2009;13). It was different from “hard Euro-
Asianism” because the West and Atlantic relations continue to be important but loses its
privileged position. Europeanization project is not abandoned however “EU will no longer be
at the center-stage of Turkey’s external relations or foreign policy efforts” (Onis and Yilmaz,
2009;20).

What is the cause of this reorientation? Onis and Yilmaz (2009) refers to the ‘strategic
depth’ doctrine of Ahmet Davutoglu. Davutoglu defends that for a true strategic perspective,
the historical depth should be taken into account which links between past, present and future
as well as the geographical depth. These factors form the strategic depth of a country.
According to Davutoglu, Turkey owns the historical legacy of Ottoman Empire, it is a central
country at the heart of Euro-Asia with multiple identities and “moreover, making an analogy
of a bow and an arrow, he argues that the further Turkey strains its bow in Asia, the more
distant and precise would its arrow extend into Europe” (Onis and Y1lmaz, 2009;9). When we
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know these thoughts of Davutoglu, it becomes easy to understand why Turkey transformed
from a strong Europeanization to a soft Euro-Asianism. However Onis and Yilmaz (2009) do
not explain this transformation only by Davutoglu’s thoughts. Of course they accept that,
Davutoglu does not want Turkey to be isolated to a single region. But also skeptical feelings
of the EU to Turkey modified views of the public opinion in Turkey about the EU.
Enthusiasm for participation to the Union at the political elite and public level was
undermined by the EU’s policies and decisions against Turkey (Onis and Y1lmaz, 2009).

Ulgen (2010) also argues that Turkey’s foreign policy has been in a period of
reorientation since 2002. The EU and the United States is no longer at the center of Turkish
foreign policy but “this does not mean that Turkey is moving away from the West or West has
lost Turkey” (Ulgen, 2010;1). According to Ulgen (2010), the shift in foreign policy is deeply
related with the EU’s foot-dragging against Turkey. However Ulgen does not only explain
this shift by the EU’s approach. Davutoglu’s thoughts about making Turkey a regional power
challenges the traditional Turkish foreign policy which aims stay away from the Middle East
and wants to be considered as a Western country. Additionally to Davutoglu’s views, strategic
environment brought Turkey closer to the Middle East. After the Cold War, Balkans were
under EU effect, on the other hand the Caucasus was dominated by Russia therefore the
Middle East was the most convenient area for Turkey’s activism in foreign policy (Ulgen,
2010).

Ulgen argues that cultural and economic factors are also influential in Turkey’s
foreign policy shift. Political elites of the AKP have “a much greater cultural affinity for, and
more extensive personal contacts in the Arab Middle East” (Ulgen, 2010, 7). The AKP
political elite do not see European identity as an essential point. European identity is one of
the identities of Turks and it does not have a priority. He states that when identity dimension
is lost, membership to the EU becomes only a means for democratic reforms.

In addition to the cultural links between politicians, rising of a new economic elite is
influential in Turkish foreign policy. In 1980s a group of small businessmen, small merchants
and shopkeepers began to grow fast by new liberal political economy and export-oriented
model of the prime minister, Turgut Ozal and moved to big cities from provincial towns.
Coming from Anatolian towns, this new business elite differentiated itself from the
established business elite living in Istanbul (Narli, 1997). This process fastened after AKP
came to the power and these new economic elites have been favoring rapprochement with the
Middle East countries to find new export markets. The birth of a new economic elite with
high enthusiasm for trade, combined with Davutoglu’s aim to make Turkey a trading state
(Ulgen, 2010). For trading states national security in foreign policy highly depends upon
economic relations with other states, not only military capabilities or hard power. Ulgen
(2010;11) says that “while Davutoglu’s book Strategic Depth contains few references to
economics, he has nevertheless elsewhere highlighted economic interdependence as a means
of creating order in the Middle East”. He also stresses that, Turkey’s active policy has not
only been visible in the Middle East but also in the Balkans. Turkey wants to have a
constructive role in diplomatic relations of Balkan countries.

Oguzlu and Kibaroglu (2009) argue that the transformation in Turkish foreign policy
is highly related with economic and cultural issues. According to them, Turkey’s outlook
about the West depended on the identity perception of the founders of the Turkey. For
political elites since 1923, Turkey with its secular structure belonged to the West, not to the
Middle East. But especially after the Cold War, a logic of interest joined to the game beside
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the logic of identity. On the other hand, within the EU there are two different camps which
look at the issue from the identity perspective. According to first group “Turkey is not
Christian, does not share Europe’s Greco-Roman cultural and historical heritage, and is not
geographically located on the European continent” (Oguzlu and Kibaroglu, 2009;580). The
other group defends that the EU is a political union and the EU’s identity is composed of
liberal democracy, universal human rights, rule of law and constitutionalism.

When we look at AKP, we can recognize that “AKP leadership does not believe that
Western/European norms symbolize the climax of human development... the AKP considers
Turkey to belong both to European and Islamic civilizations. Instead of first adopting the
EU’s norms and identity and then acting as the representative of the EU in the Middle East,
the AKP appears to think that Turkey should rather represent the Islamic civilizations within
the EU” (2009; 585-586). Like Ulgen (2010), Oguzlu and Kibaroglu (2009) also add the
influences of the newborn economic elite during the AKP period and Turkey’s aim for being
a trading state in the transformation of Turkish foreign policy.

On the other hand, Kramer (2010) argues that the new orientation in Turkey’s foreign
policy depends upon an ideological foundation which has been developed by Ahmet
Davutoglu: “The vision of a ‘strategic depth’ abolished the prevailed domination of a Western
orientation and the accompanying threat perception which tended to securitize relations with
all ‘non-Western neighbors” (2010;34). According to Kramer, this ideological foundation was
also supported by political affairs inside and outside of Turkey. Iraq’s occupation by USA,
also USA’s worldwide war against radical Islamism, on the other hand Israel’s military
actions against Hizbullah and Hamas in southern Lebanon and the Gaza strip which were not
criticized by Western powers, West’s ‘biased’ attitude towards Iran about its nuclear program
while Israel’s nuclear power is not mentioned and EU’s foot-dragging for Turkey’s
accession... “All this contributed to fast growing disappointment in the Turkish public of the
country’s narrow relations with the West” (Kramer, 2010;34). He also adds the influences of
new economic and political elite in Turkey on the foreign policy.

Kramer (2010) asserts that Turkey could implement its policy of ‘strategic depth’ by
support of these developments in the domestic and international arena. ‘Strategic depth’
doctrine is flexible and changes according to these developments. For Kramer, it may be said
that “AKP’s foreign policy is much more a policy of ‘visionary pragmatism’ rather than
‘visionary idealism’” (2010;35).

What does ‘strategic depth’ doctrine say about Turkey’s relations with the EU?
Accession to the EU is still important for Davutoglu’s theory, but it is not regarded as sine
qua non because “Turkish identity is no longer defined exclusively as that of a ‘European
country’ but as a country that shares fundamental values with the EU as an important
ingredient of its strategic depth and multiple identities” (Kramer, 2010;30).

Kosebalaban (2007) also argues that the AKP elite think differently about cultural
identity of Turkey from the founders of Turkey. According to them, Turkey is not only a
western country, they refuse Europe’s civilizational centrality and they “present EU
membership as a dialogue or meeting of two civilizations rather than as an entry of Turkey
into the civilization represented by the West... Erdogan has come to embrace Turkey’s entry
into the EU as an opportunity ” (Kdsebalaban, 2007;95). Kdsebalan says that AKP, while
demanding accession to the European Union, differs from Islamist-nationalist circles, on the
other hand, while rejecting its civilization’s centrality it differs from secular-nationalists.
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We focused on thoughts of different scholars about Turkey’s foreign policy. But what
does Davutoglu, himself recently say about Turkey’s western perspective? In 2007, he
defends main arguments of its ‘strategic depth’ theory and asserts that Turkey is in the middle
of Afro-Euro-Asia’s vast landmass and has multiple regional identities. Is Turkey a western
country? Davutoglu (2007;78) answers: “Turkey cannot be explained geographically or
culturally by associating it with one single region”. He criticizes Cold War perspective and
redefines Turkey’s position in the international arena. Turkey cannot be a peripheral country.
It should not only provide security and stability for itself but also for its neighbors. Turkey
should be more active in foreign policy. According to him, there are five principles of Turkey.
Firstly there should be a balance between security and democracy in a country, if there is not,
it cannot establish an area of influence. Secondly Turkey should have zero problem policy wit
its neighbors. “The third principle is to develop relations with the neighboring regions and
beyond... The fourth principle is to adherence to a multi-dimensional foreign policy... The
fifth principle is rhythmic diplomacy” (Davutoglu, 2007;81-82). It may be interesting that, in
2007, Davutoglu was not happy about Turkey’s influence in the Middle East and says that,
they should increase it. When we read this article, scholars, who argue that West is no longer
at the center of Turkish foreign policy, seem right. Davutoglu especially stresses that Turkey
cannot be identified only with one region.

There is not much signal which shows that Davutoglu’s views has changed after 2007,
however in 2010, maybe because of harsh criticisms coming from the West, he says that
accession to the EU is priority for Turkey (Davutoglu, 2010;13). He identifies himself as
“European” and argues that Turkey and EU “share the same history, same geography, same
vision, same values: democracy, human rights, rule of law...” (Davutoglu, 2010;14). He also
stresses that founders of Turkey was highly influenced by Renaissance, Reformation,
Enlightenment processes of Europe and Turkish modernization was based on these grounds
(2010;14-15). Davutoglu again stresses the importance of proactive and multi-dimensional
policy. According to him, Turkish foreign policy is based on four columns: “The first pillar
consists of indivisibility of security. Security is not a zero-sum game whereby the safety of
country A can develop at the expense of the well-being of country B. The second pillar
advocates dialogue... Economic interdependence is the third pillar... The fourth pillar is
about cultural harmony and mutual respect (Davutoglu, 2010;12-13).

We may come back to scholars from ‘old academician-new politician’ figures.
According to Habibi and Walker (2011), different factors contribute to the closing relations
between Turkey and Middle East countries. One of the most important factors is economic
relations. The volume of trade between Turkey and Middle East countries has intensively
increased. In 2009 Arab region’s share in Turkey’s export increased to %20. In 2002, it was
%9 (Habibi and Walker, 2011;3).

They argue that “official visits have played a key role in promoting economic
cooperation agreements and facilitating trade relations between the two sides. The high
priority of economic and trade objectives in these high-level visits is best reflected by the
large number of business and commercial representatives who routinely accompany diplomats
on these visits” (Habibi and Walker, 2011;4-5). When economic relations are considered, the
influence of new business elite is also stressed by them. “It would be hard to make sense of
Turkish foreign policy toward countries such as Iran, Iraq, and Syria without taking into
consideration these new business interest groups” (Habibi and Walker, 2011;7).
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However, according to them, closing relations between Turkey and Middle East
countries cannot only be explained by economic pragmatism. Islamic orientation of the AKP
makes it easy for political elite of the party for forming better relations. Grassroots of the
party also supported these relations. Because “despite the traditional hostility of Turkey’s
secular Kemalist elites toward the Arab world, the popular sentiment of most Turks has
generally been more favorable” (Habibi and Walker, 2011;6). When democratically elected
governments have been in the power, more closed relations were established between Turkey
and Arab countries.

But does EU-Turkey relations push Turkey more to the Middle East? According to
them, yes. They assert that “another key development that played an important role in
Turkey’s reorientation toward the Middle East was the failure of its efforts to secure European
Union membership” (Habibi and Walker, 2011;7). New situation of the Kurdish movement
after the occupation of Iraq by the United States also necessitated Turkey to form closer
relations with Iran, Syria and Iraq .

We see that Habibi and Walker explain closing relations between Turkey and Middle
East countries by economic pragmatism, ideological/cultural position of the AKP and political
developments in the domestic as well as in the international arena. In their view, EU’s foot-
dragging for accession of Turkey is also a reason in Turkey’s new foreign policy.

Evin vd. (2011) connect the reorientation in Turkish foreign policy to the rise of a new
political and economic elite. Middle East has been a very fertile soul for Turkey’s economic
ends. Between 1991-2008, while level of the trade between Turkey and the EU rose eightfold,
it grew twentyfold between Turkey and its neighbors. The new business elite called as
Anatolian tigers benefited from these trade relations and became an actor in influencing
Turkey’s foreign policy.

Change in the political elite also influenced the reorientation in Turkish foreign policy:
“As a result of its Islamic past and Muslim outlook, the AKP has focused on the unifying
character of the Ottoman Empire and Muslim values inherent in the Turkish Republic” (Evin
vd., 2011;22). The AKP stresses the importance of cultural relations between Turkey and
countries which belonged to the Ottoman territory and praises Turkey’s Ottoman past as a
foreign policy plan. During the AKP period, civil and military bureaucracy’s authority
decreased in foreign policy issues. Other state institutions, civil society organizations,
businessman associations have involved in state’s foreign activities. AKP’s political elite
should take into account the public opinion’s demands unlike bureaucracy elites (Evin vd.,
2011). Graham Fuller (2004) agrees that the role of democratization is very important in
Turkey’s new approach: “The new model is based on a serious utilization of democratic
process, a willingness to act just not as a Western power but as an Eastern power as well; a
greater exercise of national sovereignty supported by the people...” (Fuller, 2004;51).
According to Evin vd. (2011) the anxiety in the West about Turkey is unnecessary. West is
not losing Turkey. However, “Turkey is now an autonomous regional power that acts
according to its own national interest and foreign policy objectives, which often align with
EU and U.S. goals, but occasionally differ” (Evin vd. 2011). Fuller also says about Turkey’s
new foreign policy that “...a greater independence of action that no longer clings insecurely
to the United States or any other power in implementing its foreign policies...” (2004;51).
Evin vd. (2011) don’t defend that Turkey is closing to the Middle East because of EU’s foot-
dragging but they state that this approach of EU is one of the reasons for the setbacks in
Turkey’s reform efforts.
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Danforth (2008) connects the new approach in Turkish foreign policy with political
incidents in the international arena. Concrete changes made easy Turkey-Iran and Turkey-
Syria relations. Syria stopped supporting PKK, Iran abandoned its idea to export Islamic
revolution. On the other hand, EU’s foot-dragging may not keep Turkey on the axis of West:
“European leaders would be naive to expect that Turkey’s Kemalist, ‘pro-Western’ imperative
will keep it on track towards EU membership in the face of repeated rejection” (Danforth,
2008;94).

Is it possible to explain friendly relations between Turkey-Iran and Turkey-Syria only
by these states’ new approach about issues related with Turkey? Aras and Polat (2008) argue
that closer relations between these countries can be explained best by the desecurization
process in Turkish foreign policy. Until recently Turkey’s foreign policy was controlled by
civil and military bureaucracy and they were externalizing political problems like Kurdish
question and political Islam. Civil and military bureaucracy didn’t trust to political leaders
and to protect their position they were securitizing issues. According to them it was
impossible for Turkey to establish close relations with Syria because they were supporting the
PKK. Neither getting closer to Iran was not possible because Iran was a threat for Turkey’s
secular constitution (Aras and Polat, 2008). After the desecuritization process, the isolation of
foreign policy from the public opinion by civil and military bureaucracy was broken and
elected politicians found an opportunity to have an initiative in foreign policy decisions.
Turkey not only came closer to Syria and Iran but also controversial issues related with
Cyprus, Armenia and Northern Iraq entered to the public debate. “The current process of
desecuritization and democratization... has emancipated the policymaking process from
ideational barriers, increasing the flexibility of foreign policy attitudes and creating more
room to maneuver in regional policymaking” (Aras and Polat, 2008;503).

3. “West is losing Turkey”

We cannot say everybody agrees with the idea that although West is now not at the
center of Turkish foreign policy, Turkey is not going away from the West. It is a highly
controversial issue, it is discussed by politicians, foreign policy experts, scholars and so
inevitably there are also negative views about Turkey-West relations.

Efraim Inbar (2010) discusses Turkey-Israel relations and he argues that Turkey is
diverging from the West. Especially in the Middle East, AKP does not follow traditional
Kemalist policy. Unlike Kemalists, AKP wants Turkey to be closer with Middle East’s
Muslim countries. Conclusion in Inbar’s article is different from scholars until now I referred,
however reasons are the similar about new orientation in Turkey’s foreign policy. According
to Inbar (2010) change in the strategic environment around Turkey triggered this new
orientation. He argues that after the Cold War, Turkey’s fears have decreased. Syria changed
its approach towards PKK, Iraq was no longer a threat for Turkey and Iran was one of the
countries which provide energy to. Turkey-EU relations also affected Turkey’s new foreign
policy. He blamesthe EU: “The EU’s foot-dragging over Turkey’s accession reinforced
Turkey’s distance from the West” (2010;141).

On the other hand, according to Inbar, not only the strategic environment but also
ideological factors influence Turkey’s Middle East policy. AKP leaders coming from an
Islamist tradition give much importance to the relations with Muslim countries. Not only in
foreign policy but also in domestic politics AKP institutionalizes Islamist policies (Inbar,
2010;142). He identifies this approach in foreign policy as neo-Ottomanism like many other
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politicians and scholars. For example, according to Murinson “since the AK party government
came to power in November of 2002, the Turkish government pursued the realization of the
neo-Ottoman doctrine in its foreign policy” (2006;953). However, active engagement in the
Middle East and shift from Kemalist tradition in foreign policy is not completely new. It can
be traced back to Turgut Ozal’s leadership and Ismail Cem’s foreign ministry period
(Murinson, 2006), (Turan, 2010), (Inbar, 2010), (Evin vd. 2011), (Onis and Yilmaz, 2009).

Cagaptay (2007) states that, AKP elites see Turkey’s interests in forming closer
relations with Middle East’s Muslim countries. Turkey is leaving from pro-Western approach
which influenced Turkish foreign policy especially after 1946. According to Cagaptay, after
AKP came to the power, anti-Western nationalism, combined with Islamism, is increasing in
Turkey. Governments, until AKP, were convincing the population that Turkey’s interests lie
with the West, however AKP does not do that. AKP’s policies not only undermine pro-
Western approach of Turkey but also secularism. “Pro-Western foreign policy and secularism
are the Siamese twins of Turkish politics. Inevitably, weak political support for the West
translates into stronger Turkish identification with Islam as well as with Muslim countries”
(Cagaptay, 2007;Executive Summary). Cagaptay does not agree with thoughts which assert
that new Turkish foreign policy is a continuation of Ozal’s period. Ozal was pro-American
and for example he convinced the population about the legitimacy of the Gulf War. We
cannot say same things for the AKP government: “With the government not making a case for
Turkish foreign policy moves aligned with Turkey’s Western allies but instead putting a
premium on Turkish ties with Muslim countries, the Turks are turning to the Muslim Middle
East (Cagaptay, 2007;1). According to Cagaptay, the AKP needs popular support to stay in
the government. And to increase its popular support, it criticizes the West and follows a
populist policy. Criss (2010) also argues that the AKP government aims to increase its public
support through populism. Its Middle East policy is “populist” and “sophist”: “Populism and
sophistry towards the Middle East, a hopeful start towards normalizing relations with the
Republic of Armenia, pragmatic initiative taking in Africa, reactive rhetoric towards the West
(including Israel) describe the overall approach to foreign policy behavior during the AKP
government rule” (Criss, 2010;10).

Turkey is leaving from the Western camp but why? In Ahmed Janabi’s analysis
(2009), Mounzer Sleiman, the director of the Centre for American and Arab Studies, argues
that the AKP is not the first government in Turkey which wants to set closer relations with
the Middle East countries, however encouragement for joining the EU was a barrier for that.
By the negative approach of the EU towards Turkey, AKP recognized that accession to the
EU is difficult and they changed their way towards the Middle East. In the same analysis,
Bashir Nafie, a Palestinian historian, states that Turkey recognized that its future lies not only
with the EU, but more with the Middle East and Caucasia.

Dan Blefsky (2009) in New York Times, says that the old question, whether Turkey is
turning to the East, entered again to the public discussions and Turkey’s joining to the EU is
more difficult than before. In this analysis, Mr. Wexler, chairman of the European Foreign
Affairs Subcommittee of the U.S. House of Representatives criticizes the EU for worsening
relations with Turkey. Wexler asks “You wonder why Turkey is curious about different
avenues” and he answers “Look at your own behavior and attitude, Europe” (2009, New Y ork
Times). In the same analysis, Blefsky stresses that “some analysts blame the E.U.'s
mismanagement of its relations with Turkey for pushing the country in another direction”
(2009, New York Times). Turkish side has also a voice in the analysis. Hasan Arat, a Turkish
capitalist, explains his disappointment with the EU. Egemen Bagis, the Minister for European
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Affairs, rejects the view that Turkey is leaving from the West. He argues that to become
closer to the Middle East and Caucasia also benefits Turkey’s Western allies. He uses the
bridge metaphor and defends that a bridge cannot stand only with one leg. ibrahim Kalin, the
chief foreign policy adviser to Erdogan, complains from the West’s ‘double standard’: “When
the U.S. makes an overture to Russia, everyone applauds this as a new era in diplomacy, but
when Turkey tries to reach out to Iran, people ask if it is trying to change its axis” (2009, New
York Times).

According to Fischer (2010), the West cannot have an influence in the eastern
Mediterranean, in the Aegean, in the western Balkans, in the Caspian region and in the
southern Caucasus, in Central Asia, and in the Middle East without Turkey. Fischer says that
the future of the EU’s security will be determined in the Eastern Mediterranean and in the
Middle East. So EU needs Turkey but it does the opposite and pushes Turkey towards Russia
and Iran. “Ever since the change in government from Jacques Chirac to Nicolas Sarkozy in
France and from Gerhard Schroder to Angela Merkel in Germany, Turkey has been strung
along and put off by the European Union” (Fischer, Today’s Zaman-2010). US Defense
Secretary Robert Gates also accuses the EU for pushing Turkey towards Iran: “I personally
think that if there is anything to the notion that Turkey is, if you will, moving eastward, it is,
in my view, in no small part because it was pushed, and pushed by some in Europe refusing to
give Turkey the kind of organic link to the West that Turkey sought” (BBC, 2010). On the
other hand, Barkey (2010) defends the EU and argues that the EU should not be blamed.
According to him, “the current Turkish government led by Recep Tayyip Erdogan and his
Justice and Development Party (AKP) would have acted the same way even if membership to
the EU were imminent” (Los Angeles Times, 2010). Turkish leaders exaggerate Turkey’s
position in the international arena. They highly trust Turkey’s historical and cultural ties,
strategic location and economic power. They want to follow an active policy to spread
Turkey’s influence in the region and in the world: “This ambition weighed down by an
unhealthy dose of hubris is one of two drivers of the new foreign policy” (Barkey, Los
Angeles Times, 2010).

4. Conclusion

Turkey’s foreign policy has been basically determined by Foreign Minister Ahmet
Davutoglu’s “Strategic Depth” theory. According to this theory, Turkey situates at the center
of Afro-Euroasian landmass. It shares cultural and historical heritage with countries in that
area. With multiple identities, Turkey should follow a multi-dimensional policy and its
identity cannot be limited only by one region. Black Sea, Caucasia, Balkans, Mediterranean,
Middle East are highly complex areas and they need custody of a power. Turkey as the
inheritor of Ottoman Empire should fulfill this duty and if only these areas become secure and
stable, Turkey can be in safe.

When we understand this theory it becomes understandable why Turkey has close
relations with Muslim countries in the Middle East. But, of course, it is not possible to act
only according to theories when it is met with realities. “Realities” of Turkey made
Davutoglu’s theory applicable. Political elites of AKP agree that Turkey cannot be bounded
only to a single region. Unlike founders of Turkey and unlike civil and military bureaucracy,
they don’t identify Turkish identity as Western. Religion is very important in their social life
and they feel themselves closer to their ‘Muslim brothers’ in the Middle East.
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On the other hand, Middle East is highly a productive land for Turkish traders. Not
only newborn economic elites but also Turkey classical and secular economic powers need
Middle Eastern consumers.

When we follow discussions about Turkey’s foreign policy, it can be seen that not
only domestic incidents but also international realities contribute Turkey’s new foreign policy
to actualize. And when we talk about international realities, Turkey-EU relations come firstly.
Most of Turks do not trust the EU and popular support for Turkey’s membership in the EU
highly decreased. There are many things to say for AKP’s leisureliness about reforms but it is
also impossible to see uneager conservative French-German axis within the EU. We can add
increasing fears of European public about Muslims and Islam to that. Cultural distance of
European conservatism from Muslims and Turks combined with cultural distance of Turkish
‘conservative-democrats’ from the ‘West’ and the ‘Western’. Therefore, it may be said
‘theory’ and ‘practice’ hand in hand brought Turkey closer to the Middle East.
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ERGENLERIN TELEVIZYON MUZiK PROGRAMI TERCIHLERI UZERINE BiR ARASTIRMA '

(A Research on Television Music Program Preferences of Adolescents)

Nesrin KALYONCU ?

OZET

Bu arastirma, ergenlerin televizyon miizik programi tercihlerini saptamak amactyla yapilmistir.
Aragtirmanin ¢alisma grubunu, Bolu ilinde tesadiifii 6rnekleme yontemiyle belirlenmis 13—16 yaglart arasindaki
110 ergen olusturmaktadir. Ergenlerin televizyonla ve televizyon miizik programlariyla iliskilerini saptamak
amaciyla; yapilandirilmis, agik ve kapali uglu sorulardan olusan bir anket kullanilmigtir. Verilerin tanimsal
istatistikleri; genclerin agirlikli olarak 6zel televizyon kanallarini izlediklerini, TRT kanallarini ise neredeyse hic
tercih etmediklerini gostermistir. Ergenlerin ¢ok biiylik cogunlugu da, agirlikli olarak popiiler miizik tiirlerinin
ve miizik videolarinin/kliplerinin yayimlandigi miizik kanallarii/televizyonlarin1 tercih etmektedirler.
Aragtirmada, sik izlenilen genel icerikli televizyon kanallarindaki miizik tiirleri ve haftalik yaymn siireleri de
belirlenmistir. Ayrica; genglerin en ¢ok tercih ettikleri miizik kanallarinda yaymlanan 50 adet klip de igerik
analizine tabi tutularak; tema, dil kullanimi, miiziksel isleme ve goriintii agisindan genel egilimleri saptanmaya
calistlmistir.

Anahtar Kelimeler: Ergenler; Televizyon Miizik Programi; Tercih; Miizik Kanali; Klip

ABSTRACT

This research has been carried out to determine the television music program preferences of
adolescents. The working group of the research composes of 110 adolescents, ages 13—16, determined in the city
Bolu/Turkey by random sampling. In order to establish the relations of adolescents with television and television
music programs; a questionnaire structured & formed with open and closed ended questions has been used.
According to the descriptive statistics, young people were watching mainly private television channels. They do
not choose almost the channels of state television TRT. The majority of adolescents prefer music
channels/televisions, which broadcast most popular music and music videos/clips. The music types in most
frequently watched private television channels and their weekly broadcasting times were designated. It is tried to
determine the musical processing and image properties of the 50 clips being broadcasted in the most preferred
music channels by teens, were subjected to content analysis method.

Keywords: Adolescents; Television Music Program; Preference; Music Channel; Clip
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1. Giris

Gliniimiizde herkesin kolayca sahip olabildigi bir aygit konumuna gelmis olan
televizyon, giinliik yasamda tiiketilen miizigin baslica kaynaklarindan birisidir. Televizyon,
evlerde kullanilan kitle iletisim araglarinin hala en baginda gelmekte; giinlilk hayatta ev
disinda da kafeterya, kahvehane gibi ¢ok ¢esitli ortamlarda izleyicisiyle bulusabilmektedir.
Boylece; bu geregten yararlanma imkanlar1 artirilmakta, diger kitle iletisim araglari gibi
alicilar1 arasinda ortak bir takim gostergeler ve imgeler olan televizyon (Elkin, 1995), ¢ok
daha biiyiik ve karmasik izleyici kitlelerine ulasabilmektedir.

Televizyonlarin program repertuart -kanallarin yayin politikalarina goére oranlari
degismekle beraber- cocuklardan yetiskinlere kadar her yastaki izleyici kiimesine hitap
edebilecek sekilde genistir. Cesitli televizyon programlari; giinliikk gelismelerden haberdar
olma, bos zaman gegirme, eglenme veya genel bilgi, gorgii ve kiiltiiri genisletme gibi bireysel
islevlerinin yani sira ozellikle sosyal ve siyasi agidan onem arz eden konularda toplumu
yonlendiren, kitle fikirleri olusumunu saglayan veya bunlar1 pekistiren araglar olarak da gorev
yapmaktadirlar.

Bilindigi gibi, televizyon programlarinin pek c¢ofgunun vazgegilmez bir 6gesi de
miiziktir. Televizyonlardaki miizikli programlari, miizigin kullanim bi¢imine gore burada ii¢
temel yone ayirmak miimkiindiir: Birincil miizik programlari; ikincil miizik programlari ve
miizigin islevsel olarak kullamldigi diger programlar. Miizik, bircok programda arka planda
bir ifade araci olarak veya sinyal gorevi iistlenerek goriintiiye eslik etmekte; boylece belli
islevleri yerine getirmektedir: Haber veya dizi jingle’lari, reklam miizikleri, psisik etkiyi
artiran veya mesaji giiclendiren miizikler vb. bunlarin bashcalaridir. JTkincil miizik
programlart olarak nitelendirebileceklerimiz ise; esasen miizik eksenli olmayan, fakat
icerisinde goriintiiye eslik etme amacinin disinda da miizige yer verilen yarisma, eglence vb.
gibi miizikli programlardir. Birincil miizik programlar: olarak niteleyebileceklerimizde ise,
merkezde olan miizigin kendisidir ve burada icerik tamamen miizige adanmistir. Bunlar; belli
bir miiziksel konuya, gerece, bir miizik tiirii, eseri, besteci veya yorumcusuna vb. yonelik
bilgilendirici veya icra icerikli programlardir. Televizyon miizik yayinlari, bir taraftan ilgili
toplumun miizik-kiiltiirel panoramasini yansitirken; diger yandan da miizik-kiiltiirel sartlar
yeniden bi¢imlendiren unsurlar arasinda yer alir. Blaukopf'un da ifade ettigi gibi, televizyon
“miizik yagamwmin tarihsel mutasyonuna” (Blaukopf 1980°den akt.: Gembris, 1987: 159)
sebep olan araglardan bir tanesidir.

Miizik televizyonda hangi bicimde sunulursa sunulsun, televizyonun niteliginden
dolay1 gorsellik biiyiik 6nem kazanmaktadir. Gergi televizyon gorsel unsurlar1 da beraberinde
sunmastyla, diger isitsel nitelikli araglara kiyasla miiziksel icra olgusunu gercek sartlari i¢inde
yansitmaya daha ¢ok yaklasir. Bununla beraber; izleyicinin resim/goriintii konusunda canli
miizik performansinda bakisla ilgili sahip oldugu se¢im, yonelim ve ag1 6zgiirliigiinii elinden
almakta, sadece ona sunulan goriintiiyii izlemeye mecbur birakmaktadir (Schmidt, 1997).
Yapilan bazi arastirmalar; televizyon izlerken miiziksel alginin, radyo, kasetgalar vb. gibi salt
isitsel araglardan dinlemeye kiyasla, gorsel unsurlarin giiglii etkisine girerek azaldigini ortaya
koymaktadir: Televizyon miizik programi izleyicilerinin genellikle % 81 oraninda goriintiiye
ve % 19 oraninda miizige odaklandigi; resimlerin/goriintiinlin analitik algiy1, miizigin ise
duygusal cagrisimlart aktive ettigi de saptanmistir (Schmidt, 1997). Behne'nin yaptig1 bir
deneysel arastirmada ise, izleyicilerin miiziksel yoruma iliskin yargilarinin, aslinda
yorumcunun disg goriinlisiine iliskin yargilar oldugu da tespit edilmistir (Behne 1991°den akt.:
Schmidt, 1997)
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Miizigin gorsellestirilmesi s6z konusu oldugunda, giliniimiiz yerli ve yabanci
televizyonlarinda agirlig: gittikge daha da artan miizik videolar1 veya klipler akla ilk gelenler
arasindadir. Miizigi goriintii esliginde sunan, ama diger taraftan da insanlar “miizigi kendi
varaticiliklar: [ve hayal giicii ile] algilama yeteneginden yoksun birakma potansiyeli’ne (Abt,
2000: 126) sahip olan bu kliplerin kaynagi, 1981 de yayina baslamis olan Amerikan kokenli
MTV'dir’. Kaplan, yaymna baglamasindan bir siire sonra MTV de sunulan klipleri igerik ve
isleme tarzlarina gore “romantik, sosyal sorumluluk tasiyan, nihilist, klasik ve post-
modernist” (Kaplan 1987’den akt.: Winter ve Kagelmann, 1997: 213) olmak iizere bes grupta
siniflandirmistir.  Kliplerin tipolojisi yami sira etkileri ile ilgili de ¢esitli aragtirmalar
mevcuttur. 40 Rock klibi iizerinde yapilan bir aragtirma; ne sekilde olursa olsun
gorsellestirmenin dinleyenleri coskunlastirdigi, olumsuz duygulart yok ederek olumlu
duygulara sevk ettigi, ayrigtirilarak tanimlanmis tek tek duygular yerine, genel/biitiinciil bir
pozitif etki yarattigin1 gostermistir (Winter ve Kagelmann, 1997). Buna karsin, baz1 bilimsel
yayinlarda kliplere elestirel yaklagilmakta, pedagojik ve sanatsal agidan sikg¢a tartisiimakta,
bazi olumlu yanlar1 yani sira olumsuz etkilerine daha fazla vurgu yapilmaktadir (Giinindi-
Ersoz, 2002; Schmidt, 1997; Winter ve Kagelmann, 1997).

Bilindigi gibi, yetisen bireyler sadece miizik programlarindan degil tiim program
tiplerinden etkilenmektedirler. Artik cocuklarin yasamina iyice girmis olan televizyon,
programlarin yineleyici karakterinden dolay:1 bireyin genel gelisimi ve toplumsallasmasinda
cok belirleyici roller oynamaktadir. Toplumsal kurallar ve iliskiler “belli zaman dilimlerine
sigdirilarak televizyon gosterimlerinde [...] gercek durumlarindan kismen saptiridmakla
birlikte konumsal, kurumsal ve islevsel yonleriyle kitlelere aktariimaktadir” (Elkin, 1995: 99).
Yetismekte olan birey, yasama iliskin durumlarin pek ¢ogunu gergek ortamlarindan izole
edilmis olarak ekran {izerinden tanimakta, bunlarin bir kismim1 kendi varliginda
icsellestirmektedir. Bunlardan etkilenme bicimi ve diizeyi, “cocugun toplumsal deneyim
alanmimin kapsamina bagly” (Elkin, 1995: 102) olmakla birlikte; bireyin belli tutum, davranis
kaliplar1 ve fikirleri ona sunulanlarin etkisinde olusmaktadir. Televizyon bu yoniiyle gii¢lii bir
toplumsallagma/toplumsallagtirma vasitas1 oldugu gibi, ayni zamanda bir “de-sosyalizasyon
aract” (Arslan, 2004: 5) da olabilmektedir: Yani, bireye ebeveyn, aile ve arkadas cevresi ile
okul ortaminda kazandirilanlarin deforme edilmesine de yol agabilecek bir ajandir.

Gorsel imgelerle yogrularak kendi estetik anlayisini olusturan ve dikkate deger bir
bicimde zenginlestirilerek pazarlanan miizik programlari; sadece toplumun sanatsal-kiiltiirel
iklimini bi¢imlendirmekle smirli kalmamakta, diger program tiplerinde de oldugu gibi
bireyleri ¢esitli yonlerden etkilemektedir. Bu programlar; bireyin duygu diinyasi, iletisim
bicimi, sosyal ve cinsel davranig bi¢imleri veya tiiketim kaliplarin1 da sekillendiren
faktorlerdendir (Giinindi-Erséz, 2002; Winter ve Kagelmann, 1997; Kalay, 2008). Bununla
birlikte; konumuz agisindan da 6nem tasiyan durum, bu programlarin bireyi miiziksel olarak
bicimlendiren araglar arasinda yer almasidir (Gembris, 1987; Shuter-Dyson, 1997).
Televizyon programlarinin hemen hepsinde yer alan gesitli tiirlerdeki miizikler, bu aracin
adeta “gizli bir miizik ogretmeni” (Schmidt, 1997: 200) roliinii oynamasin1 saglamaktadir.
Bunlar bireyin miizik dinleme ve algilama sablonlarini sekillendirmekte veya var olanlar
deforme etmekte, yeni dinleme bigimleri olusturmakta, miizik tercihleri ve begenisinin
olusmasinda oldukg¢a belirleyici olmaktadir. Cocuk ve genglerin giinliik miizik tiiketim
ihtiyacinin biiylik boliimiiniin televizyon araciligr ile doyuruldugu gercegi (ISB, 1996) goz
Oniine alindiginda, durumun 6nemi kendiliginden ortaya ¢ikmaktadir.

3 1.8.1981'de yaymna baglayan MTV de (Music Television) ilk sunulan video klibin tasidig1 baslik, programl olarak formiile
edilmis “Video killed the radio star!” idi (Kalay 2008: 153; Winter ve Kagelmann 1997: 210).
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Televizyonun ve diger kitle iletisim araglarinin miiziksel sosyalizasyona etkisi,
miiziksel gelisimi ve sosyalizasyonu belli bir olgunluk diizeyine ulagmamis veya
tamamlanmamus bireylerde daha fazladir (Shuter-Dyson, 1997). Behne (1997), bireyin miizik
begenisinin yasaminin ilk yirmi yilinda olustugunu, bunun ilk on yillik siirecinin aile ve yakin
cevre icerisinde sekillenip, ikinci on yillik evrede de disa yonelimin artarak belirleyici
oldugunu 6ne stirmektedir. Diger bir miizik psikologu Gembris'in siniflamasi1 da Behne'nin
kuramiyla benzerlik gostermektedir. Gembris (1987) miiziksel davraniglarin, begeninin, tutum
ve degerlerin olusumunda aile ve aile c¢evresinin etkilerini “birincil sosyalizasyon”, okul,
O0gretmen, arkadas etkilerini ise “ikincil sosyalizasyon” olarak tanimlamakta; Radyo, TV vb.
araglarin ise cocugun tiim yasam alanlarina ve evrelerine derin etki birakacak sekilde sizdigini
belirtmektedir.  Bugiin  birgok  c¢ocuk  televizyonda hangi miizik programini
izleyip/dinleyecegine kendisi karar vermekte; ebeveynin ydnlendirme ve bicimlendirme
islevinin zayiflamasi, miiziksel tercihleri ayrismamis bireyleri miizik programlarinin
etkilerine daha fazla maruz birakmaktadir (Shuter-Dyson, 1997). Giiniimiizde ailenin gittik¢e
azalan model roliinii ve miiziksel etki alanini, televizyon ve diger kitle iletisim araglari
doldurmaktadir.

Behne'nin kuramina gore ikinci evrede bulunan bireyler ergenlerdir ve yetiskin rolleri
edinme silirecinde dis diinyanin sundugu uyaricilarin etkisine oldukga agiktirlar. Ergenler,
icinde bulunduklar1 donemin etkisiyle sadece belli miizik tiirlerine yonelme ve bunun disinda
kalanlar1 reddetme egilimindedirler ve daha toleranslhi miiziksel tutumlar ergenlik sonunda
“Ben” kimliginin kazanilmasiyla olugsmaktadir (Behne, 1997). Ergenlik doneminin miiziksel
sosyalizasyon agisindan Onemi ve kritik donem Ozelligi, baska c¢alismalarda da
vurgulanmaktadir (Rotter, 1987). Bu donemde ergen bireyin izledigi televizyon miizik
programlari, miiziksel begenisinin olusumunda belirleyici olmakta; aile, arkadas ve okul
cevresinde edinilen miiziksel davranislarin ve tercihlerin zayiflamasina, degismesine veya
pekismesine de neden olabilmektedir (Behne, 1997).

Yukarida c¢esitli acgilardan ele alinan televizyon ve televizyon miizik programlari,
miizik psikolojisi ve pedagojisi agisindan onem arz ettiginden; bu arastirmada iilkemizde
ergenlik cagma girmis olan bireylerin tercih ettikleri televizyon miizik programlarinin
saptanmast amaglanmistir. Bu baglamda calismada, ergenlerin sahip olduklar1 ve sik
kullandiklar1 elektro-akustik gerecler; genel televizyon izleme aliskanliklari; tercih ettikleri
miizik programlar1 ve tercih nedenleri; bu programlarin genel miizik tercihlerine etkisiyle
birlikte tercih edilen miizik programlarinin genel ve miiziksel karakteristikleri tespit edilmeye
calisilmstir.

2. Yontem

Bu aragtirma tarama modelinde yapilmistir ve arastirma verileri 2007 yilinda Mart-
Haziran aylar1 arasinda toplanmistir.

Ergenlerin genel televizyon izleme aliskanliklart ve tercih ettikleri miizik
programlariyla ilgili verileri toplamak ig¢in, Bolu ilinde tesadiifi 6rnekleme yontemiyle bir
calisma grubu olusturulmustur. Bu grupta % 54.5°1 kiz; % 45.5°1 erkek olmak {izere toplam
110 ergen bulunmaktadir. Genglerin % 10’u on ii¢; % 84.5"1 on dort; % 4.5'1 on bes ve % .9’u
da on alt1 yaslarindadir ve hepsi ilkdgretim son sinif 6grencisidir. Genglerin % 801 kent
merkezinde, % 20°si ise merkez koylerinde ikamet etmektedir. Caligmaya katilan genglerin
hepsinin babalar1 herhangi bir meslek sahibi iken; annelerinin sadece % 34.5’1 ¢aligmakta,
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geriye kalan biiylik ¢ogunluk ev hanimi olarak ¢aligmaktadir. Genglerin ailelerinin % 29.1°1
1000 YTL altinda; % 54.5’1 1000-2000 YTL arasinda; % 10™u ise 2000 YTL iizerinde aylik
gelire sahiptir. Boylece, ¢ogunlugun sosyo-kiiltiirel ve sosyo-ekonomik acilardan ortalama
ozellik gosteren cevrelerden geldigi sOylenebilir.

Ergenlerin TV ve TV miizik programlariyla iligkilerini kapsayan verileri
toplayabilmek i¢in, calisma grubuna yapilandirilmis, kapali ve agik uclu sorulardan olusan bir
anket uygulanmistir. Kullanilan anket, Feierabend (1996) ile Feierabend ve Klinger’in (2001)
calismalarindan da biiylik dl¢lide yararlanilarak, arastirmaci tarafindan gelistirilmistir. Anket;
kisisel bilgiler, medya donanimi, genel televizyon izleme aliskanliklari, miiziksel tiikketim ve
miizik dis1 tikketim olmak tizere bes boliimden olusmaktadir ve bu makale, ilk dort boliimden
elde edilen verilere dayanmaktadir. Anketlerden elde edilen veriler tanimsal istatistik
islemlerine tabi tutularak bulgulara ulasilmistir.

Genglerin tercih ettikleri televizyon miizik programlarinin igeriklerine iliskin veriler
ise nicel ve nitel igerik analizi yapilarak toplanmistir. Katilimcilarin sik tercih ettigi 6zel
kanallarin ve karsilastirma icin devlet kanallarinin Mart-Mayis aylar1 arasindaki miizik
programlar1 yayin akisi tabelalarindan saptanmis, programlarin bircogu televizyondan ve
internetten izlenmistir. Yayinlarda yer verilen miizik tiirleri ve siireleri tanimsal istatistik
yoluyla saptanmustir. Miizik videolarinin tema, miizik ve goOriintii agisindan genel
karakteristikleri ise; Nisan-Haziran aylar1 arasinda, sik izlenen miizik kanallarindan tesadiifi
ornekleme yontemiyle se¢ilen 50 klibin igerik analizi yapilarak saptanmistir.

3. Bulgular
3.1. Ergenlerin Sahip Oldugu ve Sik Kullandig1 Elektro-Akustik Araglar

Aragtirmada ilk Once, ergenlerin sahip oldugu veya evlerinde ulagabildikleri ve bunlar
icerisinde en ¢ok kullandiklar1 elektro-akustik araglar saptanmustir.

Tablo 1: Sahip Olunan ve En Cok Kullanilan Elektro-Akustik Araglar

Araclar Sahip Olma Durumu | Kullanim Durumu
F % f %
TV 110 100 97 88.2
Radyo 92 83.6 27 24.5
Bilgisayar 90 81.8 76 69.1
Kasetcalar 71 64.5 7 6.4
VCD Calar 70 63,6 11 10.0
Walkman 66 60,0 5 4.5
CD Calar 62 56.4 10 9.1
Mp3 Calar 57 51.8 39 35.5
DVD Opynatici 41 37.3 6 5.5
PlayStation 4 3.6 2 1.8
Mp4 Calar 3 2.7 2 1.8
Cep Telefonu (MMF) | 2 1.8 - -
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Tablo 1’de de goriildiigii gibi; televizyon her evde bulunma &zelligiyle, sahip olunan isitsel-
gorsel karakterli gereglerin basinda gelmektedir. Radyo, bilgisayar, kasetcalar, VCD calar,
walkman, CD calar ise onu takip etmekte ve evlerin yarisindan fazlasinda bulunmaktadir.
Genglerin yaris1 Mp3 calara sahip iken; DVD oynatici, PlayStation, Mp4 ¢alar ve ¢ok islevli
cep telefonlar1 daha az sahip olunan gereclerdir.

Ayrica, arastirmaya katilan ergenlerin hepsinin evinde en az bir televizyon bulunmakla
birlikte; evlerin % 52.7’sinde iki adet, % 24.6’sinda ise ikiden fazla televizyon bulunmaktadir.
Yine, geclerin yarisinin ebeveynlerinden bagimsiz olarak izleyebildikleri kendilerine ait bir
televizyonu da bulunmaktadir.

Kullanim siklig1 acisindan bakildiginda; televizyon, bilgisayar ve Mp3 calar ilk ii¢
siraya yerlesmektedir. Radyo, kasetcalar, walkman gibi salt isitsel; VCD c¢alar ve DVD
oynatici gibi gorsel-isitsel gereglere sahip olma durumuyla kullanim siklig1 arasinda ise ters
yonde bir iliski bulunmaktadir (bkz. Tablo 1).

3.2. Ergenlerin Genel Televizyon izleme Ahskanhklar

Katilimcilarin % 65’1 bos zaman etkinlikleri igerisinde TV izlemeye zaman
ayirmaktadir.* TV sadece % 10’unun evinde siklikla agilmamakta, yarisinin evinde ise giin
boyu ve aksamlar1 genellikle agik tutulmaktadir. Katilimcilarin % 44.5°1 giinde 1-2 saat; %
37.3’0 ise 3-4 saat TV izlemektedir. Ayrica, % 69’u izleyecegi programi kendisi
belirlemekte; sadece % 52.7’si de televizyonun ve televizyon programlarinin olumsuz etkileri
hakkinda aileleri tarafindan siklikla uyarilmaktadir.

Ailelerin ve ergenlerin TV kanali secimleri ise oldukca benzerdir: Ozel bir
alana/konuya agirlik vermeyen genel yayin kanallar1 arasindan ¢ogunlukla ATV, Kanal D,
Show ve Star kanallarini izlemektedirler (bkz. Tablo 2). TRT nin, ailelerin ve ¢ocuklarin
tercihleri arasindaki yeri yok denebilecek kadar azdir: Ug aile tarafindan izlenirken, genglerin
tercihleri arasinda bulunmamaktadir. Ergenlerden % 14.6 ik bir kesim ise, genel programlari
tercih etmedigini ve sadece miizik kanallarini izlediklerini bildirmislerdir.

Tablo 2: Ailelerin ve Ergenlerin TV Kanah Tercihleri

Kan |ATV |KNL|SHW |STR|TRT |[LiG [KNL [FOX |MUZ. |Diger |Toplam
al D TV |1 KNL
%
Aileler [32.7 [245]164 |64 |27 |27 |18 [1.8 1.8 9.2 100
Ergenler [21.8 |20 [164 |10 | - 2.7 109 |3.6 14.6 |10 100

Ailelerin en cok tercih ettikleri program tipleri ise % 41.3 ile diziler, % 23.9 ile haber
programlar1 ve % 15.5 ile sinema filmlerinde yigilmaktadir. Ergenler ise; % 32.7 ile dizileri,
% 20.6 ile miizik programlarini ve % 15 ile spor programlarin sik izlemektedirler.

3.3. Ergenlerin Televizyon Miizik Program Tercihleri

Arastirmaya katilanlarin % 80’1 izleyecegi miizik programini kendisi belirlemektedir.
Genglerin % 13.6’s1 miizik programi izlemekten hoslanmazken, % 65.55’1 ¢cok begenerek
izlemektedir. Miizik programlarindan hoslananlar, en ¢ok tercih ettikleri miizik programi

* Bos zaman aktivitelerine yonelik daha ayrmtili bilgiler ise, genglerin % 37.3’{iniin bilgisayar kullanma; % 19.1’inin TV
izleme; % 15.5’inin miizik dinleme ve geriye kalan % 36.3’iiniin ise g¢esitli diger aktivitelere (% 8.2: kitap okuma; % 4.5: test
¢ozme; % 2.7: radyo dinleme; % 1.8: partnerle bulusma; % 0.9: dans; % 0.9: sinema; % 0.9: futbol oynama vb. gibi) dncelik
verdigini ortaya koymustur.

48 Yil:1 Say1:2



Karadeniz Teknik Universitesi letisim Arastirmalar1 Dergisi

sorusunu “miizik televizyonlari/kanallar’” seklinde cevaplandirmiglardir ve tercih siralari
Dream (% 17.77), Kral (% 13.34), Powertiirk (% 13.34), Viva (% 10), Tatlises (% 7.77),
MMC (% 3.33) seklindedir. Miizik yarigsma programlart % 31.32°lik bir oranla ikinci
tercihlerini olusturmaktadir ve bunlar icerisinde “Sarki S6ylemek Lazim” birinci, “Pop Star
Ala Turka” ikinci sirada gelmektedir. Buna karsin, geleneksel Tiirk Halk ve Sanat Miizigi
programlarini, bir kisi disinda kimse tercih etmemektedir.

Ergenlerin bu miizik kanallarin1 ve programlarimi tercih sebepleri de ¢ok cesitlidir
(bkz. Tablo 3). Eglendiricilik 6zelligi 6ne ¢ikmakla birlikte, programlar1 kaliteli buldugundan
dolay1 segtigini belirten bir cogunluk da bulunmaktadir. Programin taninmis ve ¢ok izleniyor
olmasi, dinlendirici veya bilgilendirici olmasi ve miizisyenlerin dis goriiniisleri de diger tercih
sebepleri olarak bildirilmistir.

Tablo 3: Ergenlerin Miizik Programlarimi Tercih Sebepleri

Tercih Sebepleri f %
Eglendirici olmasi 36 | 32.7
Kaliteli olmasi 26 | 23.6
Programin taninmis olmasi 8 7.3
Cok izleniyor olmasi 7 6.4
Dinlendirici olmast 6 5.5
Miizisyenlerin goriiniisii 6 5.5
Bilgilendirici olmasi 1 9
Hepsi 5 4.5
Izlemiyorum 15 | 13.6
TOPLAM 110 | 100

% 13.6’lik bir kesimin miizik programlarmi izlememe sebepleri ise; genellikle
kendilerinin se¢im yapamamasi, bu programlarin ilgilerini ¢ekmemesi, programlar: siradan,
sagma ve sikic1 bulmalari, miizik yarisma programlarinda sik karsilasilan kavgalar ve zaman
bulamama olarak ifade edilmistir.

Tablo 4: Tercih Edilen Miizik Programlarinda Dikkat Edilen Noktalar

Dikkat Edilen Noktalar f %

Sarki sozleri 39 | 35.5
Her sey 26 | 23.6
Ritim ve melodiler 18 | 16.4
Miizisyenlerin davraniglar 7 6.4
Calgilar 3 2.7
Miizisyenlerin dis goriiniisii 2 1.8
Cevapsiz 15| 13.6
TOPLAM 110 | 100

Katilimcilara, sik tercih ettikleri miizik programlarinda dikkatlerini en ¢ok neyin
cektigi de sorulmustur. Tablo 4’de de goriildiigii gibi, ergenlerin dikkatlerini en ¢ok ¢ceken 6ge
sarki sozleridir. Goriintii, ses ve miizige iliskin her sey ikinci sirada; ritim ve melodiler ise
ticlincii sirada gelmektedir. Miizisyenlerin davraniglar1 ve dis goriiniigleri ile ¢algilar, dikkat
ettikleri diger unsurlardir.
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3.4. TV Miizik Programlarinin Ergenlerin Genel Miizik Tercihlerine Etkisi

Aragtirmaya katilan genglere, genel miizik tercihlerinin olugsmasini etkileyen faktorler
hakkindaki diistinceleri de sorulmustur. Tablo 5’de de goriilebilecegi gibi, genglerin % 32.7’si
miizik tercih ve begenilerinin en ¢ok TV miizik programlari etkisinde olustugunu dile
getirmistir. Bunu arkadas ¢evresindeki miizikler ve radyo miizik programlari izlemektedir. 14
kisi miizik tercihlerine hicbir seyin etki yapmadigini ifade ederken; okul miizik derslerinin
etkisini dile getirenlerin orani da oldukca diisiiktiir. Yine az sayidaki katilimct; aile ¢evresinin,
internetin, 6zel miizik derslerinin etkisi yani1 sira birgok faktoriin toplu etkisini de dile
getirmistir.

Tablo 5: Genglerin Genel Miizik Tercihlerini Etkileyen Faktorler

Faktorler f %
TV miizik programlari 36 32.7
Arkadas ¢evresindeki miizikler 15 13.6
Hicbir sey 14 12.7
Radyo miizik programlari 11 10.0
Okul miizik dersi 8 7.3
Her sey 8 7.3
Aile ¢evresindeki miizikler 7 6.4
Ozel miizik dersi 6 5.5
Internetteki miizikler 3 2.7
Cevapsiz 2 1.8
TOPLAM 110 100

3.5. Tercih Edilen Televizyon Miizik Programlarinin Genel Cizgileri

Ergenlerin genel igerikli kanallar icerisinde sik tercih ettikleri 6zel kanallarda, gesitli
miizik tlirlerine 6zgii bagimsiz programlar neredeyse hi¢ yer almamaktadir. Bu kanallarin
miizik yayinlari, cogunlukla Tiirk Pop Miizigi ile Arabesk Miizik iceren Miizikli Eglence
Programi'nda ve Pop Star'dan tiireyen ¢esitli Miizik Yarisma Programlari’nda
yogunlasmaktadir. Tablo 6’da, bu kanallarda yayinlanan miizik tiirleri ve stireleri, TRT nin
miizik yayinlariyla karsilastirilarak verilmektedir. Sik tercih edilen kanallara kiyasla; TRT
kanallarinda Arabesk Miizik ve Miizik Yarisma Programi neredeyse hi¢ yer almamakta ve
oranlar1 degismekle beraber farkli tiirlere yer verilmektedir.’

> Ek bilgi: Analizlerin yapildig1 donemde, TRT kanallarinda gosterilen miizik videolarv/klipler genellikle gece yarisindan
sonra yaymlanmaktaydi.
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Tablo 6: Sik izlenen Ozel Kanallarda ve TRT Kanallarinda Sunulan Miizik Tiirleri

MUZIK HAFTALIK YAYIN SAATI TOPLAMI
TURU ATV [ KNLD | STAR | SHOW [ TRT1 | TRT2 | TRT 4 GAP
THM | - - - - 3.30 1.40 18.40 |3
GTSM | - - - - 1.30 |3 18 1
ASM | - - - - - 3 - -
PM 3 - - - 4.25 1.30 - -
AM - - - - - - - -
EM - - - - - 1.40 1.35 -
MEP 10 33.15 | 11 3.30 9 - 2 0.45
MYP |4 - 4.50 11.15 |- - - -
TOPLAM MUZIK YAYINI
(Miizik Yayimi / Tiim Yayinlar)

Siiresi 17/ ?3'15 15.50/ | 14.45/ | 18.25/ | 10.50/ | 40.15/ | 4.45/

168 168 168 168 168 126 42
(h) 168

saat saat saat saat saat saat saat

saat
Oram 10.11 | 19.73/ 1 9.22/ | 8.60/ | 10.86/ | 6.25/ | 31.86/ | 10.59/
o / 100 100 100 100 100 100 100

(%0)

100
Kisaltmalar
THM: Tirk Halk Miizigi; GTSM: Geleneksel Tiirk Sanat Miizigi; ASM:
Avrupa Sanat Miizigi; PM: Pop Miizik; AM: Arabesk Miizik; EM: Etno-
Miizik; MEP: Miizikli Eglence Programi; MY: Miizik Yaymi; MYP: Miizik
Yarisma Programi

Katilimc1 ergenlerin  miizik tliketim ihtiyaglarin1 siklikla karsiladiklart miizik
kanallarindaki/televizyonlarindaki durum ise sOyledir: Yayinlanan parcalarin ¢ogunlugu Pop
Miizik tiirlinde y1gilim gostermektedir. Bunun yani sira; Arabesk, PopArabesk, PopFolk ve
Folk-Rock tiirleri de siklikla karsimiza ¢ikmaktadir. Bu kanallarin en énemli 6zelligi, yogun
olarak kliplere yer verilmesidir.

S6z konusu kanallardan segilen miizik kliplerinin tema, dil kullanimi, miiziksel isleme
ve gortintii agisindan genel ¢izgileri Tablo 7°de siralanmaktadir.
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Tablo 7: Sik izlenen Kanallardaki Miizik Kliplerinin Ozellikleri
Tema ve Dil

Miiziksel Isleme Goriintii Ozellikleri

Kullanim
—Temalar: ask, -,,vokal miizik* -magazinle
ayrilik, nefret, hayal | 6zelliginin baskin kaynasmis sunum
kirikligi, intikam vb. | kullanimi1 bicimi

temalarmin sik -THM, TSM ve AM vb. |-miizisyen profilleri

kullanimi et
gibi miizik tiirleri _calgilar
K1 Sézlerind arasindaki stilistik g‘
Els ia(rulllar:)lfne:m ¢ | siirlarim erimesi -erotik davramislar
giinliik konusma -asir1 taklit ve tekrar -agresyon / siddet

bi¢iminde; siklikla | sonucu ﬁz.gﬁnuol‘mayan, _cinsiyet ayrimeilig:
erotik cagrisim, ima | tekdiize bir miiziksel

ve argo yiiklil isleyis -bazi olumsuz '
geleneksel rolleri
-Vur‘l.lslar.(puhls) ve pekistiren kesitler
popiiler ritmik kaliplar (erkek baskmligt

tizerinde geleneksel vb.)

melodiler veya

Tiirk/Arap renkleri -yasam Ve yasam

tastyan melodilerin alanlarinin tiiketimi

serpistirilmesi Ozendirecek sekilde
zengin ve ideal

-kisa ve sekvensli
melodi yapilari

sunumu

-reklam ve reklam

-Afro-Amerikan miizik gelerinin sik

cesitlerinin taklitleri kullanimi (Adeta
-miiziksel kolajlarin sik | ekranin dort
kullanim1 (Birgok yanindan reklam

parcanin herhangi bir yagmakta;
boliimiiniin kesilip bir | sarkicilarin ve Uretici

bagka parcayla firmalarin
birlestirilmesi reklamlarindan
durumunda, degisim baska, kliplerde gizli
neredeyse fark reklam 6geleri de yer
edilememektedir.) almaktadir.)

4. Sonuc ve Tartisma

Bu arastirmaya katilan ergenlerin hepsinin evinde en az bir; yarisinin iki, dortte birinin
ise ikiden fazla televizyon bulunmaktadir. TV, evlerde en c¢ok kullanilan kitle iletisim
aracidir. Ayrica; bu beklendik sonuca ilave olarak, genclerin yarisinin kendilerine ait bir
televizyonu da bulunmaktadir. Ergenlerin televizyona sahip olma ve sik kullanma durumuyla
ilgili bu bulgularin baska arastirma sonugclariyla da ortiismesi (Feierabend, 1996; MPFS, 2008
& 2009); televizyonun, yayginlasan bilgisayar ve internetin zorlamalarina ragmen, bir¢ok
ilkede evsel medyalar igerisindeki baslica konumunu korudugunu da gostermektedir.
Ergenler, televizyonun ardindan daha g¢esitli ve enteraktif kullanim olanaklar1 sunan
bilgisayari; ticlincii olarak da rahat taginabilen ve kaset, CD gibi araglara kiyasla daha genis
kayit imkanina sahip olan Mp3’leri tercih etmektedirler.
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Aragtirma katilimcilarinin yaklasik tigte ikisi bos zamanlarinda televizyon izlemeye
zaman ayirmakta, yaklasik yarisi da giinliik olarak 1-2 saat TV izlemektedir. Ayn1 yaslardaki
Alman ergenleriyle yapilan aragtirmalarda da, giinliik TV izleme siiresi ortalama 1,5-2 saat
olarak saptanmistir (Feierabend, 1996; MPFS, 2008). Buna karsin, katilimci ergenlerin
yaklasik % 40’1 TV karsisinda giinliikk ortalama 3-4 saat zaman gegirmektedir. Gelismis
iilkelere kiyasla, iilkemizde evlerde televizyonun daha uzun siireli acik tutuldugu gergegi
(Cesur ve Paker, 2007) goz oniine alindiginda, bu da beklendik bir sonugtur.

Katilimc1 ergenler ve ailelerinin en ¢ok izledikleri kanallar, ayn1 6zel televizyon
kanallaridir. Bu durum, gengclerin kanal se¢iminde ailelerini model aldigini diisiindiirmektedir.
Bununla birlikte, ergenlerin yaklasik % 70’1 izleyecegi programi kendisi belirlemekte;
yarisinin evinde televizyon giin boyu ve aksamlart siirekli agik olmakta ve yine ergenlerin
sadece yaris1 TV nin ve bazi programlarin olumsuz etkileri hakkinda uyarilmaktadir.

Diziler, ergenler ve ailelerinin genel program sec¢iminde ilk sirayr alirken; miizik
programlari genglerin ikinci tercihini olusturmaktadir. Yine, gencglerin yaklasik % 15’1 genel
icerikli kanallar yerine sadece miizik kanallarini izlediklerini de bildirmistir. Almanya’da
Medya Egitimi Arastirma Dernegi (Medienpddagogischer Forschungsverbund Siidwest)’ nin
diizenli araliklarla yaptirdig1 arastirmalar da; miizik kanallarinin genglerin genel televizyon
programi tercihleri arasinda onemli bir yere sahip oldugunu, miizik kanallar1 g¢ocukluk
yaslarinda pek izlenmezken, ergenlik doneminde bu ydndeki egilimlerde artis oldugunu
ortaya koymaktadir (Feierabed, 1996; Feierabend ve Klinger, 2001; MPFS, 2002, 2008,
2009).

Ergenlerin televizyon miizik programlariyla iliskisi ise sOyledir: Biiyiik ¢ogunlugu bu
programlar1 izlemekte, hangi miizik programimi izleyecegine kendisi karar vermekte ve
ergenlerin sadece % 13.6’s1 miizik programi izlemekten haz almamaktadir. Genglerin {igte
ikisi miizik programlar1 arasinda en ¢ok miizik kanallarini, digerleri ise miizik yarigma
programlarim1 tercih etmektedir. Ergenlerin tercihlerinde ilk siraya yerlesen miizik
kanallarinda; tek yonlii olarak cesitli popiiler miizik tiirleri, genellikle gorsel 6gelerin baskin
oldugu miizik videolari/klipler esliginde sunulmaktadir. Geleneksel miizik tiirlerinin yer aldigi
programlar ise ergenler tarafindan neredeyse hi¢ izlenmemektedir. Bu sonuclar, diger
iilkelerde yapilan arastirma sonuglariyla da paralellik gostermektedir: Arastirmalara katilan
gengler en ¢ok kliplerin sunuldugu miizik kanallarint —bircogu da MTV kanalini- tercih
etmektedirler (Sun ve Lull, 1986; Abt, 2000; Ericsson, 2002 & 2007; MPFS, 2008). Bu
sonuglar; miizik, gorsel 6geler ve hareketin genglerin duygu diinyasi iizerindeki biitlinciil
pozitif etkisine baglanabilir (Winter ve Kagelmann, 1997).

Genglerin sevdikleri miizik programlarini tercih sebepleri ise; ¢cogunlukla programin
eglendirici, kaliteli, taninmig ve ¢ok izleniyor olmasidir. Amerikan genclerinde de saptandigi
gibi (Sun ve Lull, 1986), eglendiricilik 6zelligi agirlikli bir tercih sebebidir. Bu sonug, popiiler
tirlerde 6ne ¢ikan hizli tempolar ve sablon ritimlerin, ergenlik doneminin karmagik gelisim
krizleri lizerindeki olas1 hafifletici etkisine baglanabilir. Ayrica ergenler bu programlarda en
cok ii¢ unsura dikkat etmektedirler: Sarki sozleri; topluca tiim 6geler; ritim ve melodiler.
Genellikle ask ve sevgiye iliskin ¢esitli duygu durumlarinin tema olarak islendigi sarki
metinleri, ergenlerin karmasik ve hareketli duygusal deneyimlerinin ifadesine karsilik geliyor
olabilir.
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Katilimeilarin biiylik ¢ogunlugu, genel miizik tercih ve begenilerinin TV miizik
programlarinin etkisinde bi¢imlendigini diisiinmektedirler. Buna karsin okuldaki genel ve
okul disindaki 6zel miizik egitiminin bigimlendirici etkisini dile getirenlerin sayisi ise oldukca
azdir. Burada, ShuterDyson’in (1997) da vurguladigi gibi; miiziksel tercihleri heniiz
olgunlasmamis ve ayrismamis  bireylerin, TV  miizik programlar1 tarafindan
bi¢imlendirildigini séylemek miimkiindiir.

Aragtirmamizda, ergenler tarafindan en c¢ok izlenen 0zel kanallardaki ve miizik
kanallarindaki yayimnlarin belli miizik tiirlerinde yi1gildigr saptanmistir. Televizyonun
Tirkiye'ye girisinden bu yana gegen yaklasik 40 yillik siirecte televizyon yayinciliginin ¢ok
kanalli bir yapiya kavusmasi, ne yazik ki miizik programlarina yansimamistir: Cok kanalli
sistemde miiziksel c¢esitliligin ve farkli miizik tiirlerinin temsilinin saglanmasi beklenirken,
popiiler miizik tiirlerinin ezici baskinligindan s6z etmek miimkiindiir. Televizyonlarda, diger
tiirlerle birlikte toplumun genis kesimlerinde yaygin kabul goren popiiler miiziklere agirlik
verilmesi bagka iilkelerde de karsilagilan bir uygulama olmakla birlikte (Wicke, 2004);
iilkemizde diger tiirlerin goérmezlikten gelinmesi dikkati ¢eken bir sorundur. Bu durum,
ozellikle belli tiirlere kanalize olup diger tiirleri reddetme egiliminde olan ergenlik donemi
bireyleri (Behne, 1997) agisindan risk olusturmaktadir: Televizyon yayinlariin diger miizik
tiirlerini tanima firsati sunmayan tek yonliiliigii, ergenlerin bu tutumlarini pekistirebilir.

Ergenler tarafindan ¢ok izlenen miizik kliplerinin bazi 6ne ¢ikan 6zellikleri de egitsel
ve psisik acidan ciddiye almmak zorundadir. Ozellikle; gelisigiizel ve yiizeysel miiziksel
isleme yani sira artan dozlarda erotizm, saldirganlik, siddet, cinsiyet ayrimciligi ile bazen
olumsuz rollerin pekistirildigi sahneler bunlar arasinda sayilabilir. Yine, Abt (2000) ve
Gilinindi-Ers6z’lin (2002) de vurguladigi gibi; yasam ve yasam alanlarinin ideal ve zengin
sunumu, sarkicilarin gosterildikleri mekanlar, kullandiklar1 esyalar ve miizik programlarinin
ayrilmaz bir parcasi haline gelen reklamlar tiikketimi 6zendiren niteliktedir. Bunun sonucu
olarak da, “miizigi ifade eden goriintii” versus “goriintiiye eslik eden miizik” durumu ortaya
cikmaktadir.

Tek yonlii miizik sunumu/yayini ve ticari kaygilarla hazirlanan klipler vasitasiyla,
yetismekte olan bireylerin yigin Kkiiltiiriine teslim olmasi ve miiziksel agidan tek yonlii
bicimlenmesi kagmilmazdir. Bu durum her seyden oOnce; miizik iretim, dagitim, yayim
imkanlariyla birlikte eglence endiistrisini ve miizik dis1 sektdrlerden cesitli isletmeleri de tek
elde toplayan ve vyarattifi pazar estetigini her firsatla tanitip yayginlastiran biiylik
holdinglerin/medya holdinglerinin ilgi, ihtiya¢ ve kar amaclarina hizmet edecektir. Ailelerin
biling diizeyinin diislikligli ve okullarda etkili bir medya egitiminin verilememesi de, bireyi
bu yozlagsma igerisinde donanimsiz birakacaktir. Bu durum, model alarak 6grenen ¢ocuklar ve
ozellikle ergenler acisindan ne kadar sagliklidir? Giris boliimiinde de ayrintilariyla
vurgulandig1 gibi, televizyon genel ve miiziksel bir formatlama ve sosyalizasyon araci
olduguna gore (Gembris, 1987; Elkin, 1995; Schmidt, 1997; Shuter-Dyson, 1997; Arslan,
2004); bu etki, ozellikle evde birden fazla mekanda televizyonla siirekli karsilasan veya
ebeveynin kontrolii/uyarisi olmaksizin ekran karsisinda savunmasiz birakilan ¢ocuklarda daha
fazla ortaya cikacaktir.
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5. Oneriler

Sosyo-kiiltiirel ve sosyo-ekonomik sartlarin siirekli degisimi; miiziksel kiiltiird,
miiziksel tretim ve tliketim bi¢imlerini de siirekli olarak etkileyip degistirmektedir.
Teknolojik imkanlarin ve alim giiciiniin artmasi, miizik agisindan bir¢ok avantaji beraberinde
getirmistir; en basta da, degisik medyalar araciligi ile isteyen istedigi miizige
ulasabilmektedir. Miinch, 1990'11 yillarda “Giiniimiizde herkes sectigi miizigi tiiketebilecek
konumdadir!” diyordu. Bu, siliphesiz gliniimiizde de gegerli olan bir ifade... Ancak kanimca,
bugiin bu ciimlenin ardindan hemen sorulmasi gereken soru sudur: “Peki, bugiin herkes
bagimsiz olarak miizik se¢imini veya tercihini olusturabilecek durumda midr?”

Giiniimlizde c¢ok cesitli gii¢clerin bi¢imlendirdigi televizyon miizik yayimlar1 bu
durumda iken; kanimca “Ne yapilmalidir?” sorusu ile “dogrular katologu sunmak” pek anlam
tasimamaktadir. Buna ragmen, birka¢ noktanin altinin tekrar ¢izilmesi de yerinde olacaktir.

Okul miizik dersleri; giinlik yasamda genis etkiye sahip olan popiiler tiirlerden
kacarak, bireyi bu miizik atmosferi igine hazirlayamaz. Okul miizik egitiminde; geleneksel ve
klasik miizik tiirlerini sadece popiiler kiiltiir karsisinda dengeleyici bir faktér olarak
algilamamiz ve giincel yasam kosullariyla ortlismeyen sarki dagarciklarint zorunlu kilmaya
devam etmemiz, gencleri popiiler miiziklere daha da yakinlastirmaktadir. Okul miizik
egitiminde, c¢ocuklarin/ergenlerin okul digindaki yasam gergekligini yeterince goz Oniine
almamiz gerekmektedir. Miizik derslerinde; giinliik yasamda bu denli baskin olan popiiler
tirler icerisinde yolunu bulabilecek, kaliteyi tercih edebilecek, alt yapisi giiclii ve se¢im
yetenegi gelismis bireylerin yetistirilmesi miizik dersinin Oncelikli hedefleri arasina
alimmalidir.

Okullarda, kitle iletisim araglarinin teknik kullaniminin yani sira, agirlikli olarak icerik
yonetimine ve medya-birey iligkilerine yogunlasmis etkili bir medya egitimi verilmelidir.
Medyanin olumsuz etkileriyle ilgili olarak, yayginlagmis ve gilinlimiiz ihtiyaclarma gore
sekillenmis bir Halk Egitimi de tekrar anlam kazanabilir; ¢linkii Halk Egitim kurumlarindan,
diger bazi mercilerle birlikte yasam boyu egitim hizmetlerini sunmalari beklenir. Bu
baglamda, yetiskinlerin diinyasindan genglere oryantasyon yapmak yerine, genglerin
diinyasindan yetiskinlere oryantasyon yapmak bizlere yeni ufuklar agabilir. Cocuklar ve
ergenlerin  dilinyasin1  tanimayan yiginlarca aile, onlarin beklentileri konusunda
bilinglendiginde, farkli olumlu davranislar gelistirebilir.

Ihtiyaglarimiza uygun ve amagli olarak kullamildiginda yasammmizi kolaylastiran
medyanin; siyasi giic odaklarindan, herhangi bir diinya goriisiinden ve yiiksek diizeydeki
ticari kaygilardan vb. arindirilarak bagimsiz olarak calismasi en 6nemli hususlardandir. TV
istasyonlarmi elinde bulunduran holdingler ve kuruluslara; toplumsal sorumluluk, kaliteli,
diizeyli ve medya etigine uygun yayin, tarafsizlik, yerlesik degerlere saygi gibi temel davranis
standartlar1 sik¢a ve yasal yollardan hatirlatilmalidir.
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