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Dergimizin 60. Sayisi Hakkinda,

Yayin hayatina istanbul Universitesi iletisim Fakiltesi Hakemli Dergisi olarak 1991 yilinda baglayan ve akademik
alana katkilarini Connectist adiyla giinimuize dek araliksiz stirdiiren dergimiz, bu yil 30. yilini tamamlamanin hakli
gururunu yasamaktadir. 2018 yilinin Haziran ayinda ‘Mahremiyette Dénlisum’ konusu ile ilk konulu sayisini ¢ikaran
Connectist, 2019 yili Haziran ay1 sayisini ‘Aktivizm ve Medya; 2020 yili Haziran ay1 sayisini ise ‘Biiytik Veri ve Iletisim
Calismalar’konusuna ayirmisti. Okumakta oldugunuz bu sayimizinsanhgi buylk bir agmaza sokan ve ayni zamanda
toplumlarda kéklii déniisiimlere neden olan ‘Covid-19 Pandemisi ve Iletisim’ konusunu ele almistir. 60. sayimizin
calismalarini tanitmadan 6nce 2022 yilinin Haziran sayisi olan 62. sayimizin konu bagligini ‘Dijital Gelecekler:
insan Odakl Dijitallesme ve Iletisim- Digital Futures: A Human Centered Digitization and Communication’ olarak
belirledigimizi duyurmak isteriz. Bu sayinin misafir editorleri University of Westministerdan Dr. Paul Elmer ve
University of Central Lancashire’dan Dr. Candan Celik EImer. Hocalarimiz 6-7 Ocak 2022 tarihlerinde Connectist catis
altinda sayrya 6zel makale 6zlerinin tartisilacagi sanal bir konferans gerceklestireceklerdir. Calismalarin niteliksel
anlamda daha da gliclenmesini saglayacagini distindiigiimiiz bu etkinlikle ilgili detayl bilgiye Istanbul University
Press sayfamizdan ulasabilirsiniz. https:/iupress.istanbul.edu.tr/en/journal/connectist/home

60. sayinin ilk calismasi, Hediye Aydogan'in “Dialogic Communication During Covid-19 Pandemic: An
Analysis on Technoparks’ Social Media Usage in Turkey” baslikli alan arastirmasi iceren ingilizce makalesidir.
Yazar Covid-19 salgininin ilk Gg aylik déneminde Turkiye'de faaliyet gosteren teknoparklarin hedef kitleleriyle
sosyal medya hesaplarinda nasil bir iletisim bicimi sergilediklerini irdelemis ve gelecek calismalar ve uygulayicilar
icin diyalojik iletisim odakli sosyal medya y&netimi konusunda 6nerilerde bulunulmustur. Sema Caglayan ise
“Covid-19 Pandemisi Siirecine iliskin Bir Retorik Analiz: T.C. Saglik Bakani Dr. Fahrettin Koca’nin Basin Aciklamalar”
bashkl arastirmasinda Tirkiye'de ilk Covid-19 vakasinin agiklandid tarih olan 11 Mart 2020 ile kontrolli sosyal
hayata gecilen 11 Mayis 2020 tarihleri arasinda Bilim Kurulu toplantilar sonrasinda gerceklestirilen basin
aciklamalarini ‘Retorigin bes kanonu’ ve ‘Aristoteles’in U¢ ikna kaniti” cercevesinde betimsel analiz yaklagimiyla
inceleyerek kayda deger bulgulara erismistir.

“Ayrimciliga Covid-19 Sirecinden Bir Bakis: Temel Kuramlar, Yascilik Tartismalari ve Oneriler” isimli
calismasinda H. Anda¢ Demirtag-Madran Covid-19 salgini ddneminde artan yasciligi temel kuramlar ve giincel
bulgular 1siginda irdeleyerek, bu durumun cok disiplinli bir yaklasim gozetilerek yiritilecek bir miicadeleyi
gerektirdigini gozler 6nline sermistir. Hakan Erkilic, Senem Duruel Erkili¢ ve Stleyman Degirmen ise “Covid-19
Pandemisi ve Sinema Sektériinde Kriz: Yapisal Sorunlarla Yizlesme Firsat” isimli makalelerinde Covid-19
pandemisinin sinema sektoriinde yarattigi krizi ve bu krize yonelik destek paketlerini incelemis ve ylzyilimizin
pandemi gibi krizlerle gececegine dair genel bir kanidan hareketle, destek mekanizmalarinin kalici olmasi icin
yasal dlzenlemeler yapilarak, “Sinema-Televizyon Kriz Destek Fonu” olusturulmasini 6nermislerdir.

“Covid-19 Pandemisinde iletisimsel ihtiyaclar, Beklentiler ve Deneyimler Uzerine Nitel Bir Arastirma: 65 Yas
ve Uzeri Ankara Orneklemi”baslikli arastirmalarinda Niliifer Pinar Kilig, B. Pinar Ozdemir, G. Senem Gengtiirk Hizal,
Melike Aktas risk gruplarindan biri olarak tanimlanan 65 yas ve Uzeri kisilerin iletisimsel ihtiyag, beklenti, bilgi ve
enformasyon kaynaklari, risk enformasyonu ve bilgilerini degerlendirme bicimlerini irdelemis; bu stiregte grubun
ozellikle iletisimsel ihtiyag ve beklentilerinin degisime ugradigi saptamislardir.“’Visual Metaphor’and‘Metonymy’
as the Reflection of Creative Thought in Art: An Analysis on Graphic Designer Yossi Lemel’s Poster Designs on the
Coronavirus (Covid-19) from Charles Forceville’s Perspective” baslikli calismada ise Sebnem Soygtider Baturlar,
Unll tasarimcilarindan biri olan grafik sanatcisi Yossi Lemel'in Covid-19 pandemisi sirasinda yapmis oldugu
koronaviriis konulu afis tasarimlarindan secilen 6rnekleri inceleyerek, metafor ve metanomilerle tasarlanan
grafiklerin ne kadar yaratici ve etkili araclara doniistiguni gozler 6niine sermistir. “Bir Saglik Arama Davranisi
Olarak Sosyal Medya Kullanimi: izolasyon, Karantina ve Sosyal Mesafe Tedbirlerinde Facebook'ta Covid-19
icerikli Sosyal Medya Paylasimlarinin Gériinimii” baslikli arastirma makalelerinde Emine Sahin ve Ferihan Ayaz,
Covid-19 surecinde izolasyon, karantina ve sosyal mesafe sartlarinda saglik arama davranisi gosteren kisilerin,
Facebook’un ilgili gruplarinda yaptiklar paylasim ve yorumlari irdeleyerek nemli sonuglara ulasmislardir. Omer
Faruk Tan ise “The Effect of Pandemic News on Stock Market Returns During the Covid-19 Crash: Evidence from
International Markets” isimli calismasinda salgin haberlerinin uluslararasi piyasalarin getirileri tizerindeki etkisini
kantil regresyon yontemi kullanarak arastirmis; sonuclar nceki calismalar ile tutarliik gostererek haberler ile
finansal piyasalar arasindaki asimetrik bagimhligin stirdigunu ortaya koymustur.

60. sayimizin son c¢alismasi ise Ozgii Yolcu'nun “Descriptive Analysis of The Use of Twitter by Cinemaximum
Movie Theaters During The Covid-19 Global Pandemic” baslikli ingilizce arastirma calismasidir. Yazar arastirmasinda
kiiresel salgin déneminde sinema salonlarinin sosyal medyayi nasil kullandigini, Cinemaximum sinema salonlari ile
Twitter 6rnegi Uzerinden icerik analizi yaklagimi ile incelemis ve 6nemli durum saptamalari yapmistir.

Bir sonraki sayimizda glincel akademik paylasimlarla bulusmak tizere,

Dergi Editor Kurulu
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ABSTRACT

With the outbreak of the Covid-19 pandemic, social media has promptly
become an essential communication tool for institutions and organizations to
generate and disseminate information as well as building effective dialogue
with the public. In this regard, it was vital for technoparks like many other
organizations to effectively manage their social media accounts in order to
inform and communicate with their stakeholders. Therefore, the current study
aims to investigate how technoparks in Turkey used their social media platforms
(Facebook, Twitter, and Instagram) during the first three months of the Covid-19
pandemic to facilitate dialogic communication with stakeholders, and to present
the quality index of technoparks in terms of dialogic communication in social
media management. In line with this aim, a content analysis of social media
profiles maintained by 70 active technoparks examines the use of dialogic
features originally developed in Dialogic Communication Theory. Results
indicate that technoparks could not fully utilize the dialogic features of the
social media platforms and that they mostly preferred to manage their social
media platforms to disseminate information, which means they were away from
dialogue. Recommendations are made for future studies and practitioners in
terms of dialogic communication in social media management.

Keywords: Technopark, dialogic communication, social media, Covid-19, content

analysis
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Covid-19 salgininin patlak vermesi ile birlikte, kurum ve
organizasyonlarin bilgi Uretip yaymalar ve kamulariyla
iletisim kurmalari agisindan sosyal medya hizl bir sekilde
elzem bir iletisim araci olmustur. Bu baglamda, diger pek
cok organizasyon gibi teknoparklarin da paydaslarini
bilgilendirmek ve onlarla iletisim kurmak amaciyla sosyal
medya hesaplarini etkili bir sekilde kullanmasi 6nem
kazanmistir. Buradan hareketle, bu arastirma, Covid-19
salgiinin ilk tic aylik (ceyrek) donemde Tirkiye'de faaliyet
gosteren teknoparklarin hedef kitleleriyle sosyal medya
hesaplarinda nasil bir iletisim bicimi sergiledigini ve
diyalojik iletisim odakli sosyal medya yonetimi acisindan
teknoparklarin sosyal medya hesaplarinin kalite endeksini

ortaya koymayi amag edinmistir. Bu ama¢ dogrultusunda,

Turkiye'de faaliyet gosteren aktif 70 teknoparkin sosyal
medya hesabi (Facebook, Twitter ve Instagram), esasen
Diyalojik lIletisim Kurami'na dayanan diyalojik unsurlar
dikkate alinarak icerik ¢oziimlemesi yoluyla incelenmistir.
Analiz sonucunda elde edilen veriler gostermistir ki,
teknoparklar diyalojik unsurlardan yeterince basarili olacak
sekilde faydalanmamis ve sosyal medya hesaplarini bu
salgin déneminde sadece bilgi yaymak amaciyla, hedef
kitleleri ile diyalog kurmaktan uzak bir sekilde yonetmistir.
Arastirmadan elde edilen bulgular g6z 6nine alinarak
gelecek calismalar ve uygulayicilar icin diyalojik iletisim
odakl sosyal medya yonetimi konusunda onerilerde
bulunulmustur.

Anahtar Kelimeler: Teknopark, diyalojik iletisim, sosyal

medya, Covid-19, icerik ¢c6ziimlemesi

INTRODUCTION

Since innovative thinking and technologies are claimed to be a fundamental sign of
countries' competitiveness (Kandemir & ilter, 2019; Cansiz & Tekneci, 2018), their economic
(Chen, Ji, & Men, 2017; Erbay & Arkan, 2019) and technological growth in the modern
world, establishing strong cooperation between universities and industries is regarded
as one of the most significant actions for both developing and developed countries to
boost their economic, technological, and competitive performances in the international
arena by stimulating innovation (Kandemir & ilter, 2019). One idea considered to be
uniquely essential for meeting the technological needs of the industries and for fighting
against theimmense poverty in developed countries after World War Il was that of creating
significant cooperation between universities and industries, or the ‘technopark

The concept dates back to the 1950s with the initiation of the first world-renowned
technopark named ‘Silicon Valley'in the United States of America, where many global
companies like Google, Intel, and Yahoo maintain their operations. Furthermore, it is
stated that Silicon Valley emerged as a result of the great diligence of a group of
researchers at Stanford University (Kandemir & ilter, 2019), who were willing to
commercialize their innovative research in order to turn their technological and R&D
knowledge into economic value. Realizing the effectiveness of technoparks for countries
to develop several significant projects with tremendous impact on the international
arena (Erbay & Arkan, 2019), Turkey as a dynamic and developing country first introduced
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‘Technology Development Centers’two decades later in 1990, and then put into force
the Technology Development Zones (Technoparks) Law number 4691 in 2001 (Cansiz
& Tekneci, 2018), which defines ‘technoparks’ as organized research and business
development ecosystems where universities/research institutes and industry firms
come together to manage profitable and rewarding research, development, and
innovative projects, where they share a great amount of knowledge and technological
transfers among themselves, and where the academic, economic, and social structures
coalesce with each other (Kandemir & ilter, 2019, p. 1218). Regarding technoparks as
public ventures for R&D projects (Erbay & Arkan, 2019), this Law stipulated three main
objectives, namely to transfer grand knowledge accumulation of universities to several
types of developing and developed industries, to provide substantial funds for firms,
and to create tremendous synergy by bringing together the operating firms with similar
missions in technoparks established through the active participation of administrators
from universities, industries, government, and local authority (Kandemir & ilter, 2019).
Within the scope of these objectives, there are many other reasons for the establishment
of technoparks to make use of their benefits in turn. Technoparks are established with
the aim of increasing the standards and quality levels of products, enriching technological
knowledge, enabling the adaptation of small and medium sized firms to said higher
technology, increasing foreign investments into the high technology projects, providing
researchers with new kinds of career options (Sanayi ve Teknoloji Bakanhgi, 2020),
increasing the level of education and employment in the region (Erbay & Arkan, 2019),
supporting entrepreneurship in innovative areas (Kandemir & ilter, 2019; Turkeli &
Boyaci, 2019), directing private sector firms to develop technology-based R&D projects
in many scientific and technological fields such as software development (Kandemir
& ilter, 2019; Erbay & Arkan, 2019), and enhancing the competitive advantage of the
industry (Cansiz & Tekneci, 2018; Sanayi ve Teknoloji Bakanligi, 2020). Technoparks
might make contributions of the utmost importance to the economy of countries even
through attracting foreign investors to projects, which can be achieved with the effective
use of social media. Therefore, it has been considered vital during the Covid-19 process
to provide high-quality products integrated with technological knowledge (Hahn &
McMeekin, 2020) and new employment opportunities against the increasing rate of
unemployment in Turkey and across the globe (Acikg6z & Glinay, 2020). With that in
mind, it can be managed, by assisting the entrepreneurs and private firms from innovative
and productive sectors, to stand against the unfavorable outcomes of Covid-19.

Technoparks as dynamically powerful technology development zones (Sanayi ve
Teknoloji Bakanligi, 2020) hosting established firms in Turkey (Cansiz & Tekneci, 2018)
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mainly have the utmost aim of developing and implementing R&D projects designed
specifically by the collaboration of universities and research centers. Thus, they are
expected to communicate and share knowledge with their stakeholders in order to
develop new ideas and projects (Kandemir & ilter, 2019) contributing to countries,
firms, and academics. In this regard, it is of great importance for them to maintain these
communicative and knowledge-sharing practices in a more dialogic manner in the
digital world, as it is also claimed by Turkeli and Boyaci (2019) in their study that
communication with external stakeholders at technoparks shows great levels of failure,
which needs to be replaced with immediate improvements and achievements.

As a medium of establishing an influential relationship between not only industries
and universities, but also many other actors such as the technopark firms, ministries,
suppliers, clients, media, and publicin general, technoparks heavily rely on communication,
which has changed strikingly with the advent of Web 2.0 (Arslan, 2019). This makes it
possible for users to find opportunities to develop dialogue with whomever they want
to contact through social media platforms like Facebook, Twitter, and Instagram, unlike
Web 1.0, which only created an environment for monologue. As Kent (2017) indicates,
unlike dialogue “based on positive regard, mutuality, empathy, propinquity, trust and
commitment” (p. 111), creating open, experiential, and rule-dependent conversation
and interaction, monologue refers to “one-way, self-serving, propagandistic, risk-free,
manipulative and exploitative” (p. 111) communication. In this context, Grunig and
Hunt (1984) explain that the monologue-oriented public relations (PR) activities only
serve for the dissemination of information without the need of feedback from the
receivers of messages to strengthen communication. They call these kind of PR activities
“one-way PR” while they state that the ideal kind of activities are the “two-way PR" in
which senders and receivers of the PR messages exchange information with each other
in a dialogic manner. It is claimed that the latter results in a win-win situation for parties
on both sides of the conversation. Similarly, Heath and Bowen (2002) associate
organization managing monologue-oriented PR activities with “a failing society that
cannot accommodate to robust dialogue” (p. 237). To transform from a failing society
into an upstanding society, Web 2.0 is regarded as a profound opportunity that
organizations can use for their PR activities to build favorable communication with
stakeholders. In this regard, Breakenridge (2008) defines“PR 2.0”as PR which uses Web
2.0 platforms and applications.. Later in her follow-up book co-authored with Solis, she
asserts that PR 2.0 puts “the public back in public relations’, because, in PR 2.0,“monologue
has given way to dialogue” (Solis, 2011, p. 2), which mainly creates and is created by
profound interaction.
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In the modern technology-driven society, the interaction between organizations
and stakeholders in terms of PR can be achieved through Web 2.0 (Oltarzhevskyi,
Kliuchnykova, Sokolova, & Tsymbalenko, 2018; Silku-Bilgilier & Kocabmer, 2020; Aslan,
2017; Shin, Pang, & Kim, 2015; Kim, Chun, Kwak, & Nam, 2014a). Similarly, as Pang and
fellows (2018) put forth, it is integrated into daily life, where new and extant relationships
can be created and reinforced effectively through the use of social media platforms as
an emergent medium for a more direct, reciprocal, and dialogic way of communication
(Kim, Kim, & Nam, 2014b; Sundstorm & Levenshus, 2015; Yagmurlu, 2013; Capriotti &
Losada-Diaz, 2018; Wang & Yang, 2020; Taylor & Kent, 2014). Dialogic communication
as a key term of the Dialogic Communication Theory initially introduced by Kent and
Taylor (1998) refers to “any negotiated exchange of ideas and opinions” (p. 325), and
requires any social media platform to conform to five principles in order for them to
generate interaction and relationships between the senders and receivers of the
messages. According to the Dialogic Communication Theory (Kent & Taylor, 1998; Taylor,
Kent, & White, 2001; Kent & Taylor, 2002; Taylor & Kent, 2014), these five principles,
namely‘ease of interface; ‘'usefulness of information; ‘conservation of visitors; ‘generation
of return visits, and ‘dialogic loop; can be organized into mainly two clusters: technical/
design cluster and dialogic cluster (Taylor et al., 2001). It was stated that while the
technical/design cluster includes the principles of usefulness of information, ease of
interface, and conservation of visitors, the dialogic cluster consists of the principles of
generation of return visits and dialogic loop (Taylor et al., 2001). The principle of
usefulness of information refers to the appropriate and relevant information available
online for the needs of receivers, while the principle of ease of interface takes into
account the performance of the platforms for navigation, and the principle of conservation
of visitors means the actions taken to keep the visitors on the social media platforms
throughout their visits (Yue, Thelen, Robinson, & Men, 2019; Men, Tsai, Chen, & Ji, 2018).
In the dialogic cluster, the principle of generation of return visits refers to the existence
of features that attract visitors to regularly come back to the social media accounts,
while the principle of dialogic loop means that social media accounts efficiently function
through feedback and exchange of information between senders and receivers of the
social media messages (Yue et al., 2019). According to Taylor and colleagues (2001),
the principles in the technical/design cluster are the preliminary steps for dialogue to
come into existence, whereas those in the dialogic cluster are vital to generate real
dialogic communication. This means that all principles work in harmony for dialogic
communication to emerge online, and any organization attempting to build strong
relationships and dialogue with its stakeholders should avoid skipping any of these
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principles, although it ought to be taken into consideration that not every platform
online includes all features congruent with these principles. In this sense, the features
of the principle of ease of interface are not applicable to the analysis of social media
platforms such as Facebook, Twitter, and Instagram in terms of dialogic communication.

As one of the leading social networking platforms, Facebook offers its users to share
information, create and sustain constant interaction (such as conversation, negotiation,
discussion, exchange, and so on), and cultivate dynamic relationships with their key
audiences, which in turn gives way to developing strong dialogue, through its powerful
dialogic functions (Capriotti & Losada-Diaz, 2018) such as comments, reactions, polls,
and events and the like. Unlike some prior research (Kim et al., 2014b), more recent
studies (Haro-de-Rosario, Sdez-Martin, & del Mar Galvez-Rodriguez, 2017; Saxton &
Waters, 2014; Capriotti & Losada-Diaz, 2018; Oltarzhevskyi et al., 2018; Shin et al., 2015)
assert that many organizations manage their Facebook accounts only for disseminating
information instead of establishing a two-way dialogue.

Twitter, which is a microblogging site that allows its users to communicate with
each other and express their opinions regarding anything from their private life to
current situations in 280 characters on a real-time basis (Sundstorm & Levenshus, 2015;
Linvill, McGee, & Hicks, 2012; del Mar Galvez-Rodriguez, Caba-Pérez, & Lépez-Godoy,
2016), can be utilized to create interactivity, credibility and dialogic communication
with their followers and stakeholders through its tools (Rybalko & Seltzer, 2010;
Sundstorm & Levenshus, 2015) such as hashtags, mentions, and polls. Many organizations
subject to the previous research in the academic literature (unlike a few studies like
Sundstorm & Levenshus in 2015) were found to manage their Twitter accounts in a way
compatible with the principle of conservation of visitors (Rybalko & Seltzer, 2010;
Kemna, 2013; del Mar Géalvez-Rodriguez et al., 2016; Beverly, 2013; Shin et al., 2015; Yue
et al,, 2019). In their study regarding the Twitter management of non-profit and for-
profit organizations in terms of dialogic communication, Wang and Yang (2020) found
out that while the principles of usefulness of information, conservation of visitors, and
generation of return visits were the most applied dialogic communication principles
by the non-profit organizations, for-profit organizations managed their Twitter accounts
mostly in conformity with the principle of dialogic loop. According to the authors, one
possible reason behind this was that they saw Twitter as a free platform to reach their
audiences mainly for disseminating information (Wang & Yang, 2020, p. 6), just like a
news agency for their organizations.
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When Instagram as a social media platform specifically based on visuality is taken
into consideration in terms of dialogic communication, it is found that this social media
platform allows its users to manage their relationships and interactions with their
‘followers’in a more dialogic way by reducing the unidirectionality and increasing the
participation of the users through its features (Silki-Bilgilier & Kocaémer, 2020; Arslan,
2019) such as comments, mentions, and story features (polls, ask me a question, emoji
slider, etc.). The few studies (SilkU-Bilgilier & Kocaémer, 2020; Arslan, 2019) carried out
in the Turkish literature on the usage of Instagram accounts in terms of dialogic
communication principles found that organizations failed to manage this, which
highlights that they were unable to take full advantage of Instagram’s dialogic features.
When considered as a whole, these three social media platforms were recognized as
a beneficial and effective tool for start-up companies carrying out operations for R&D,
product innovation, and technological development to build potent dialogue with
stakeholders including employees, customers, and investors as well as to reinforce the
companies’ sales, revenues, generate awareness, receive free publicity, and to attain
organizational legitimacy and promotion (Men, Ji, & Chen, 2017).

Itis alleged that PR activities using social media platforms as a cost-effective medium
(Chen et al., 2017) to create dialogic communication build not only interaction and
relationship (Kent & Taylor, 2002), but trust (Yagmurlu, 2013, p. 99), strong corporate
identity (Chen et al., 2017, p. 244), opinion leadership (Capriotti & Losada-Diaz, 2018,
p.649),and a reputable image (Pang et al.,, 2018, p. 70). However, it is of great importance
to note here that the studies (Pang et al., 2018; McAllister-Spooner, 2009; Seltzer &
Mitrook, 2007; Arslan, 2019; del Mar Galvez-Rodriguez et al., 2016; Saxton & Waters,
2014; Silku-Bilgilier & Kocadmer, 2020; Linvill et al., 2012; Wang & Yang, 2020; Rybalko
& Seltzer, 2010) have indicated that numerous organizations are far away from making
use of these advantages and opportunities, which results in mostly monologue on
social media platforms which function like a“failing society that cannot accommodate
to robust dialogue” (Heath & Bowen, 2002, p. 237). This sparks the question of how
technoparks as one of the key organizations in Turkey have used their social media
platforms especially during the first three months of the Covid-19 pandemic, when
people actively spent most of their ‘stay-at-home’ time on social media for various
purposes.

With the onset of the Covid-19 pandemic throughout the world in the early days
of the year 2020, people have had to change their routines in their daily and work life
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by staying at home (Hussein & Aljamili, 2020) for lockdown and quarantine reasons in
order to prevent the spread of the easily contagious virus. This has led them to spend
most of their time on online platforms for an instant and easy connection (Gonzalez-
Padilla & Tortolero-Blanco, 2020; Silahtaroglu, Baykal, & Canbolat, 2020; Katz, Callorda,
&Jung, 2020; Socialbakers.com, 2020; Banga & Willem te Velde, 2020) with their families
and friends as well as their colleagues and clients. Within this period, social media and
other internet technologies developing per second have become much more significant
than ever before (Uluslararasi Dijital Medya ve iletisim Dernegi, 2020; Cukurova Expres,
2020; Nielsen, Fletcher, Kalogeropoulos, & Simon, 2020) for institutions, organizations,
and brands as a tool to engage with their stakeholders easily (Socialbakers.com, 2020).

Especially in Turkey, where 54 million people actively use social media platforms
on a daily basis according to Digital 2020: Turkey report (We Are Social & Hootsuite,
2020), it has been put forth that social isolation and home-office working conditions
(Paril, 2020; Silahtaroglu et al., 2020) practiced for precautionary measures against the
spread of the pandemic have caused 61 percent of their users to spend more time on
social media channels in the first three months of the Covid-19 pandemic (Cukurova
Expres, 2020; Uluslararasi Dijital Medya ve iletisim Dernegi, 2020). In this context, it
gains importance to answer the question of how technoparks as organizations with
the aim of generating and commercializing technological knowledge used their social
media platforms (Instagram, Facebook, and Twitter) in order to create strong and high-
quality engagement by building effective dialogic communication with their stakeholders
in the first three months of the Covid-19 pandemic in Turkey. The time period considered
within the scope of this study starts from March, when the first case of Covid-19 was
officially reported in Turkey, and strict restrictions were implemented such as lockdowns,
curfews, quarantine, and social distancing, and ends in June, when the normalization
period for people in Turkey started and people could spend time out of home on
condition that they obeyed the rules for going-out.

Being the first research analyzing the social media use of technoparks in Turkey in
terms of dialogic communication principles, this study differs from previous ones on
several counts. While prior research examined either only Facebook (Capriotti & Losada-
Diaz, 2018; Haro-de-Rosario, Sdez-Martin, & del Mar Galvez-Rodriguez, 2017; Saxton &
Waters, 2014), Twitter (del Mar Galvez-Rodriguez et al., 2016; Kemna, 2013; Linvill et al.,
2012; Rybalko & Seltzer, 2010; Sdez Martin, de Rosario, & Caba Pérez, 2015; Sundstorm
& Levenshus, 2015; Wang & Yang, 2020; Yue et al., 2019), and Instagram (Arslan, 2019;
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Silku-Bilgilier & Kocabmer, 2020), or only two of these social media platforms (Kim et
al, 2014a; Kim et al., 2014b; Shin et al.,, 2015; Yagmurlu, 2013), this study takes a more
holistic approach and conducts content analyses of these three social media platforms
in terms of the dialogic communication principles. In addition, to the best knowledge
of the authors, this study holds the title of being the first research which attempts to
present the quality indexes [an index based on the determinants of the quality of the
social media platforms to determine their excellence in terms of dialogic communication,
as stated by Navarro-Ruizand Humanes Humanes (2012)] of these social media platforms
regarding their adoption of the dialogic communication principles in order to reveal
the strengths and weaknesses of each social media platform of technoparks, and to
make suggestions for dialogic communication management.

AIM AND METHODOLOGY

The scholarly literature on public relations and Dialogic Communication Theory
presented in this study revealed that the social media management of companies,
brands, institutions and organizations for the purposes of public relations activities
can help them build effective dialogic communication with their stakeholders, when
they adopt the dialogic communication principles in their social media platforms. While
the prior scholarly works centered mostly on the analysis of only one social media
platform of companies or organizations in terms of dialogic communication principles,
this study examines the technoparks’ three social media platforms ranked among the
five most-used social media platforms in Turkey (We Are Social & Hootsuite, 2020, p.
43) and compares them with each other in regards to the dialogic communication
principles during the first three months of the Covid-19 pandemic in Turkey. Furthermore,
this study makes an original contribution to the academic literature, by bringing forward
whether these technoparks can be considered to have social media platforms of high
quality, considering the quality indexes determined for social media platforms individually
and collectively.

Aim
Previous studies, especially the findings of the Men et al/s 2017 and Chen et al’s
2017 studies, motivated the author to analyze the dialogic characteristics of the social

media accounts of technoparks, particularly during the first three months of the Covid-19
pandemic in Turkey. This study examines the social media platforms of the active
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technoparks in Turkey, since studies within Turkey and across the globe pointed out
that, with the outbreak of the Covid-19 pandemic, people started to spend more time
on the Internet, especially on social media platforms (Banga & Willem te Velde, 2020;
Nielsen et al., 2020; Cukurova Expres, 2020), in the first three months of the pandemic
(Silahtaroglu et al., 2020)

- as a form of escapism from high levels of fear and anxiety resulting from said
pandemic (Hussein & Aljamili, 2020; Katz et al., 2020),

« to keep updated with the news around the globe (Uluslararasi Dijital Medya ve
iletisim Dernegi, 2020),

« to search for health-related issues (Katz et al., 2020),

+ to perform their work (Banga & Willem te Velde, 2020; Hussein & Aljamili, 2020), and
- to ameliorate the social isolation (Hussein & Aljamili, 2020; Gonzalez-Padilla &
Tortolero-Blanco, 2020) stemming from the lockdown, quarantine periods, and social
distancing (Silahtaroglu et al., 2020; Banga & Willem te Velde, 2020), which spurred on
the closing of places used for socialization, education and consumption such as schools,
cafés, pubs, shops, and offices, and so on (Katz et al., 2020) and even the cancellations
of travelling, celebrations, occasions for sharing condolences, and holidays, and so on
(Banga & Willem te Velde, 2020).

Throughout the first three months of the Covid-19 period when people were in
need of fulfilling the needs aforementioned, Paril (2020) stated that social media
platforms such as Facebook and Twitter rushed to satisfy those needs, and therefore
experienced double-digit increases in daily active users. This highlights the importance
of these social media platforms in the lives of people struggling to maintain their daily
private and work lives despite complicated challenges for those people originating
from the Covid-19 pandemic.

As Turkey was the main focus of this study, the research was carried out for the
determination of the digital and social media use. It brought into view that the social
media consumption of the Turkish people during the first three months of Covid-19in
Turkey (covering the months March, April, and May) - the time period when restrictions
such as lockdown and quarantine were in place until the normalization process, which
began onJune 1, 2020 (Silahtaroglu et al., 2020) - showed a significant increase. It was
conceived as a result of the fact that people found their ‘new normal’life in the social
media (or virtual) world, as Arslantirk (Cukurova Expres, 2020) stated in her article.
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With the first contracted case of Covid-19 officially announced in Turkey on March 11,
2020, several measures and restrictions were introduced, as chronologically listed in
Wikipedia (2020), like the closing of bars and nightclubs (as of March 15), schools (as
of March 16), universities (as of March 26), public gathering places like cafés, gyms,
mosques and movie theaters (as of March 16), barber shops, beauty parlours, restaurants,
and parks for barbecuing and gathering (as of March 21), a curfew for people aged 65
and above or for the chronically ill (as of March 21), the ‘stay-at-home’ calls by the
President (as of March 18), and the bans on physical exercise outside, overseas flights
(as of March 27), and intercity travelling without a travel permit (as of March 28) were
implemented by the Turkish government, getting stricter by the day, until June 1 - nearly
three months after the first case was officially reported - when the Turkish public was
allowed to maintain a life outside of the home with less restrictions, but still adhering
to obligations such as social distancing, mask-wearing and hygiene. This was considered
the awaited resumption of the normal life referred to as the ‘new normal’ (Durmus,
2020; Bulut, 2020). Since Wold (2020) asserted in her study that people headed to the
Internet en masse and had an increasing level of social media consumption, especially
on Instagram (Wold, 2020), and because in Turkey, it was found out in a survey (Uluslararasi
Dijital Medya ve iletisim Dernegi, 2020) that more than half of the respondents increased
the level of their social media use during the days when strict measures like lockdown,
social distancing, and quarantine were at their height, it is of utmost importance to
find out how technoparks in Turkey managed their social media accounts with regard
to the dialogic communication principles in order to build strong dialogue for the
primary purpose of fulfilling their aims during this period.

While choosing the social media platforms to be addressed in this study, the Digital
2020: Turkey report (We Are Social & Hootsuite, 2020, p. 43) was taken into consideration,
according to which Instagram ranked second after YouTube in the most used social
media platforms list with users equal to 83 percent of the total population in Turkey,
followed by Facebook (76%) and Twitter (61%). In this regard, the following research
questions are offered:

RQ1: What types of social media were frequently adopted by technoparks during
the first three months of the Covid-19 pandemic?

RQ2: Which principle(s) of dialogic communication were employed by technoparks
on their:
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RQ2a: Instagram accounts?
RQ2b: Facebook accounts?
RQ2c: Twitter accounts?
RQ3:What is the quality index of each social media platform of technoparks in terms
of the principles of dialogic communication?

Methodology

In order to answer the research questions, a content analysis of the social media
accounts of technoparks was conducted on SPSS 23.00 version, since content analysis
in communication-related researches makes it possible for researchers to make
systematic, objective and quantitative evaluations, and valid and replicable inferences
of the data obtained (Berelson, 1952; Yildirim & Simsek, 2018; Krippendorf, 2004). The
criteria for the social media accounts to be taken into consideration for analysis were
that the technoparks were specified as‘active’ by the Ministry of Industry and Technology
of Turkish Republic (Sanayi ve Teknoloji Bakanligi, 2020), and that they shared several
posts and tweets during the first three months of the Covid-19 pandemic. Among 70
technoparks, only 49 (Active: 44; Passive: 5) were identified as having an Instagram
account, 55 (Active: 43; Passive: 12) as having a Facebook account, and 59 (Active: 53;
Passive: 6) as having a Twitter account. Furthermore, although it is not the scope of this
study to analyze other social media accounts of technoparks in terms of dialogic
communication principles, it is of importance to note here that it was found out that
only 35 technoparks had active LinkedIn pages and 26 technoparks had active YouTube
pages when their YouTube and LinkedIn pages were taken into account.

All accounts within the framework of this study were accessed on a daily basis
between March - June 13, 2020, and analyzed comprehensively through a code sheet
developed for this study by two experienced coders. The intercoder reliability was
assessed using Scott’s pi (1955), which resulted in reliability coefficients ranging from
0.90to 0.94.This indicated that a strong level of intercoder reliability existed. To address
RQ3, the mean value of each principle for each social media platform was taken into
account. In the coding phase, the features on each social media platform regarding
the availability of the dialogic communication principles were coded as either present
(1) or absent (0). In this case, each platform analyzed was able to obtain a score from
0 to the number of items listed in the code sheet (55 for Instagram, 27 for Facebook,
and 38 for Twitter), then we decided to regard the variables on a scale of 0 to 1, and
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obtained the mean value for each platform. Therefore, each platform was at a point on
the quality index (0-1) according to the mean value, and the mean value indicated
what percent of the quality criteria was met. For example, if a platform obtained the
mean value of 0.496, then it meant that 49.6% of the quality criteria was met. In the
next phase, each variable listed as one of the items of each dialogic communication
principle was computed into a new variable according to the mean, and then the total
mean value of new variables referring to each principle was considered for each platform
in order to calculate the quality index.

The code sheet (see Table 1) was developed with adaptations from previous studies
[(for Instagram: Silku-Bilgilier & Kocaémer, 2020; Arslan, 2019), (for Facebook: Kim et
al., 2014a; Yagmurlu, 2013; Shin et al., 2015), (for Twitter: Kim et al., 2014a; Sdez Martin
et al,, 2015; Yue et al., 2019; Wang & Yang, 2020; Yagmurlu, 2013; Shin et al., 2015)]
focusing on dialogic communication principles for each social media platform addressed
in this study, and new features of each social media platform missing in the previous
studies were added as an item to the code sheet. Since the social media platforms
addressed in this study do not contain any features necessary for the inclusion of the
principle of ease of interface, this principle was taken out of the analysis.

FINDINGS

In this study, three research questions were addressed and answered with the help
of content analysis. In this regard, RQ1 explored the frequently used social media platforms
of technoparks during the first three months of the Covid-19 pandemic in Turkey in order
to find out which social media platform was preferred the most by technoparks. The
descriptive tests utilized to answer this question showed that among the social media
platforms adopted by the technoparks, the adoption rate for Twitter was the highest
(n=53, 75,7%), followed by Instagram (n=44, 62,8%) and Facebook (n=43, 61,4%).

Regarding RQ2, each social media platform was analyzed to reveal their adoption
of the principles of dialogic communication. As a result of the analyses conducted,
indices calculated for each of the dialogic principles on Instagram accounts as an answer
to RQ2a indicated that features related to the principle of ‘usefulness of information
were the most frequently applied feature (M=56.11, SD=17.65), followed by the principle
of ‘generation of return visits’ (M=47.92, SD=22.81), the principle of ‘conservation of
visitors’' (M=44.81, SD=20.4) and the ‘principle of dialogic loop’ (M=18.51, SD= 8.89).

’
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The indices calculated for Facebook accounts as an answer to RQ2b showed that the
features related to the principle of ‘generation of return visits’ were mostly applied
(M=55.35, SD=26.84), followed by the principle of ‘conservation of visitors' (M=54.26,
SD=23.02), the principle of ‘usefulness of information’ (M=48.06, SD=19.82), and the
principle of ‘dialogic loop’ (M=17.94, SD=12.5). As an answer to RQ2c, the indices
calculated for Twitter accounts pointed to the fact that the principle of ‘conservation
of visitors’was most frequently employed (M=64.15, SD=51.41), followed by the principle
of ‘generation of return visits’ (M=53.67, SD=20.99), the principle of ‘usefulness of
information’(M=49.16, SD=14.38), and the principle of dialogic loop’' (M=31.45,SD=22.4).

To answer RQ3, which was asked to discover the quality indexes of social media
platforms of technoparks in terms of the principles of dialogic communication, the
total mean value of the principles of dialogic communication for each social media
platform was calculated. While Figure 1 shows the quality indexes of each social media
platform, Figure 2 represents the quality indexes of each social media platform for each
principle of dialogic communication.

DISCUSSION AND CONCLUSION

The primary purpose of this study was to determine how technoparks managed
their social media accounts (Facebook, Instagram, and Twitter) in terms of the principles
of dialogic communication during the first three months of the Covid-19 pandemic.
Accordingly, this study carried out a content analysis of the social media platforms of
70 active technoparks as listed by the Turkish Republic Ministry of Industry and
Technology in regard to their employment of the principles of dialogic communication.

First of all, it should be noted that nearly three-fourths of all technoparks (72%)
showed presence on the social media platforms, and Twitter was the most utilized
social media platform adopted by the technoparks. There were some interesting findings
about social media platforms of technoparks: 1) Although there are some websites of
technoparks that include no links or invalid links to social media platforms, searches
on social media platforms present official accounts; 2) Some technoparks prefer to
manage Facebook accounts that can be added as a friend instead of using Facebook’s
page feature; 3) One technopark (titled‘Muallimkdy TDZ') created social media accounts
with the name of ‘bilisimvadisi’ linked by the website; and 4) Most of the social media
posts are synchronously shared on all three platforms without taking into consideration
their different requirements and features.
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Given the fact that Instagram came before Twitter on the list of most popular social
media platforms in Turkey (We Are Social & Hootsuite, 2020), our study reported that
Twitter was the most preferred platform by technoparks, followed by Instagram and
Facebook respectively. This finding indicates that technoparks did not pay attention to
the statistics regarding the popularity of social media platforms in Turkey when they
chose which platform they would use to reach their stakeholders, which may be because
they simply assumed that their stakeholders use Twitter more than the other two platforms.

The findings regarding the employment of the principles of dialogic communication
present many insights regarding the social media management of technoparks. Above
all, consistent with the previous studies (Sundstorm & Levenshus, 2015; Linvill et al.,
2012; del Mar Galvez-Rodriguez et al., 2016; Pang et al., 2018; McAllister-Spooner, 2009;
Seltzer & Mitrook, 2007; Chen et al,, 2017; Men et al., 2017), technoparks performed
low on all three social media platforms in the employment of the principle of dialogic
loop. Moreover, the findings of this study revealed that Twitter accounts of technoparks
scored better than Facebook and Instagram regarding the technical/design cluster
(which includes usefulness of information and conservation of visitors), and regarding
the dialogic cluster (which includes dialogic loop and generation of return visits). They
showed some similarities with the findings of the study by Oltarzhevskyi and colleagues
(2018) and that of Sundstorm and Levenshus (2015), who set forth that Twitter is actively
used by brands and organizations, especially for building dialogic communication with
stakeholders. Overall, this suggests that technoparks were far from managing their
social media accounts in a dialogic manner. Besides, it is concluded that they did not
make use of the advantages of social media platforms to build stronger dialogues with
their stakeholders particularly during the pandemic days when most of their stakeholders
were expected to stay home, work from home and also to search for new entrepreneurship,
research and development opportunities which technoparks could offer. As for each
principle of dialogic communication, it is clear that Instagram accounts were preferred
mostly for disseminating information (as also found in the studies of Silkii-Bilgilier and
Kocadmerin 2020, and Arslan in 2019), while Facebook accounts were used mostly for
attracting audiences for their return visits (which results in deficiency in dialogic
communication as discovered by Haro-de-Rosario, Sdez-Martin, & del Mar Gélvez-
Rodriguez, 2017; Saxton & Waters, 2014; Capriotti & Losada- Diaz, 2018; Oltarzhevskyi
etal,, 2018; Shin etal., 2015 in their studies), and the technoparks mostly used features
of Twitter that made it possible to keep audiences on the platform (which shows
important similarities with the major findings of prior research such as Rybalko & Seltzer,

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 1-26 15



Dialogic Communication During Covid-19 Pandemic: An Analysis on Technoparks’ Social Media Usage in...

2010; Kemna, 2013; del Mar Galvez-Rodriguez et al., 2016; Beverly, 2013; Shin et al,,
2015;Yue et al., 2019). This may signal the different social media strategies of technoparks
for each platform, which, if that is the case, demonstrates that there is no consistency
among those strategies. This may even be a result of the probability that each platform
is managed by different social media managers. Considering the overall results, it can
be concluded that the presence of social media accounts is viewed by the technoparks
administrators as a must-have platform, but not as a strong medium for building

’

communication, attracting investors, and creating a reputable image, which may result
in the use of social media accounts mostly for monologue rather than dialogue, in
contrast to the expectations of many social media theorists that many organizations
use social media as a way to put the “public” back in “public relations”.

To sum up, this study concludes that the technoparks did not fully utilize the dialogic
potential of the social media platforms, which were more broadly used during the first
three months of the pandemic in Turkey, but they did mostly try to make use of the
social media platforms as a free news space where they could inform their stakeholders
about themselves generally, which resulted in the monologue-oriented management
of social media platforms, regardless of the dialogic features present such as polls,
hashtags, and mentions. As a result, this study suggests that technoparks need to better
utilize the highly effective features of each social media platform to build dialogue
with their key stakeholders through more comprehensive and consistent social media
strategies specified by PR experts. The overall conclusion from the findings of this study
is that technoparks fell short of dialogic management on their social media platforms,
which in turn makes the platforms themselves their own “failing society” where they
become devoid of the stupendous chance to build strong, effective and mutual
relationships and dialogue with their followers and stakeholders, whereas they could
create a successful and rising society through the use of the features and attributes of
these platforms full of dialogic functions.

Even though there are several significant findings in this study, it is not free of limitations
in terms of methodology since content analysis does not let the researchers deeply
explore the reasons and justifications for what is found out as a result of the analysis. In
line with that, this study lacks qualitative data regarding why technoparks manage their
social media accounts in a more monologue-oriented manner, which can be achieved
through interviews with social media managers of technoparks, and which future studies
are highly recommended and encouraged to carry out in order to bring to light a deeper
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understanding regarding the opinions and views of the social media managers of
technoparks. In addition to studies with qualitative research designs for delving into the
reasons for why social media managers manage the Facebook, Twitter, and Instagram
accounts of technoparks in Turkey in the way which was found out in this study, it is of
great importance to conduct qualitative research with the target audiences of the
technoparks in order to put forth how they view the social media management of
technoparks in terms of dialogic communication. Thus, future studies are recommended
to change the methodology and compare their results with those of this study in order
to present more clear insights about the social media management of technoparks
regarding the dialogic features included. They can also conduct content-analysis of the
social media platforms of technoparks in other countries, especially those in Silicon Valley,
and present comparative results with the findings of this research by also measuring the
quality index of those platforms. Lastly, since this study focuses on the social media
management of technoparks in terms of the dialogic communication principles, specifically
during the first three months of the Covid-19 pandemic in Turkey, it can be suggested
that future research analyze the data for a longer period of time.
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Figure 1: Quality indexes of social media platforms
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Figure 2: Quality indexes of social media platforms for each dialogic communication principle
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Bu calismada, Covid-19 pandemisinin yarattigi risk ve korku stirecinde 6ne cikan
aktor olan Saglik Bakani Dr. Fahrettin Koca'nin ideolojik ya da siyasi olmaktan ote,
daha cok bilimsel bir alanda ve pandemi siirecinde gerceklestirdigi konusmalarin
soylem Ozelliklerinin ortaya cikarilmasi amaglanmistir. Bu amagla Turkiye'de ilk
Covid-19 vakasinin agiklandigi tarih olan 11 Mart 2020 ile kontrollii sosyal hayata
gecilen 11 Mayis 2020 tarihleri arasinda Bilim Kurulu toplantilari sonrasinda
gerceklestirilen toplam 15 adet basin agiklamasi ctimleler halinde ayrnstirilmis ve
1.801 adet veri elde edilmistir. Veriler “Retorigin Bes Kanonu” ve “Aristoteles’in Ug
ikna Kanit’” baglaminda betimsel icerik analizi yéntemiyle incelenerek SPSS veri
analiz programina kodlanmis, daha sonra Frekans (N) ve CrossTab (Capraz Tablo)
yontemleri kullanilarak analiz edilmistir. Aristoteles’in ti¢ ikna kanitina yonelik yapilan
analize gore 6ne gikan ikna bileseninin logos oldugu tespit edilmistir. Logos dahilinde,
mantiki gerekgeler ve kanitlarla kamuoyunu ikna etmeye yonelik cabanin hedefinin,
pandeminin yarattigi kriz siirecinde ihtiya¢ duyulan giiven duygusunu yansitmak
ve panik yaylhminin kontroliinii saglanmak oldugu sdylenebilir. Retorigin bes
kanonuna yonelik yapilan analizde, konusmalarin bélimlere ayrilarak yapilandinldigi,
tizerinde durulan konularin baglaminin anlasilmasi igin yeterli bilgi saglamak adina
oykileme bolumlerine ve agiklamalara agirlikli olarak yer verildigi, ikna 6gelerinin alt
bilesenlerinin kullaniminin ilgili her béliimde konunun baglamina gére diizenlendigi
tespit edilmistir. Agiklamalarda yalin ve kisa ctimlelerin yer aldigi, bununla birlikte
susllik unsurlarina da yer verildigi ve konusmacinin beden dilini etkin sekilde
kullandigi belirlenmistir. Konusmalarin Tirkiye'nin geneline hitaben yapildigi ve
siklikla tibbi agiklamalar igerdigi g6z éniinde bulunduruldugunda ctiimlelerin dogru
bir stratejiile yapilandinldigi gorilmektedir. Kullanilan yalin dil ile iletisimde yasanacak
anlamsal kazalari en aza indirmenin, stisliliik unsurlari ile kamuoyunun ilgisini devam
ettirmenin ve sdylemi canli tutmanin hedeflendigi séylenebilir. Bu bulgular, basin
agiklamalarinda retorik unsurlarinin genis kapsamda yer aldigini gdstermektedir.
Anahtar Kelimeler: Retorik analiz, Aristoteles’in l¢ ikna kaniti, retorigin bes

kanonu, Covid-19, pandemi
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ABSTRACT

This study sought to reveal discourse characteristics
in speeches made by the Minister of Health, Fahrettin
Koca, pertaining to Covid-19 rather than ideological or
political matters. Koca has been the most prominent
actor in managing the risk and fear caused by Covid-19.
The speeches in question were delivered after Scientific
Committee meetings during the period from 11 March
2020, when the first case of Covid-19 appeared in Turkey,
to May 11, 2020, when controls on social life were first
applied. A total of 15 press statements were analyzed
and were divided into individual sentences to obtain
1,801 individual pieces of data. The data were examined
using qualitative and quantitative content analysis in the
context of the “Five Canons of Rhetoric” and Aristotle’s
“Three Modes of Persuasion.” They were then coded into
SPSS for analysis, which allowed frequency (N) and cross
tabulations (CrossTabs) to be calculated. Analysis based on
Aristotle’s three modes of persuasion demonstrated that
logos was the most prominent persuasion component. The

apparent goal of convincing the public with justifications

EXTENDED ABSTRACT

and evidence rooted in logos reflects the need to engender
trust during the pandemic crisis and to control the spread of
panic. Analysis based on the five canons of rhetoric showed
thatspeecheswere structured with clear sections. Narrative
sections and explanations were included predominantly
to provide sufficient information to contextualize the
topics under discussion, and the use of sub-components
of persuasion was tailored to the context of the subject
in each relevant section. A preference for plain and short
sentences was also identified, but ornamentation was also
present and the speaker used body language effectively.
Considering that the speeches addressed all of Turkey
and frequently included medical explanations, they were
clearly structured carefully. The use of plain language was
likely designed to reduce potential semantic accidents,
while elements of ornamentation helped to sustain public
interest and to enliven the discourse. These findings
indicate that rhetorical elements are widely present in
press statements.

Keywords: Rhetorical analysis, Aristotle’s three modes of

persuasion, five canons of rhetoric, Covid-19, pandemic

During crises such as epidemics, the more the public trusts leaders who are responsible
for managing the response, the more likely they are to adhere to necessary measures.
Poor communication can even worsen a crisis (ECDC, 2011, pp. 8-9). Crisis communication,
which seeks to inform and warn the public, supports efforts to alleviate the concerns
of the public (CDC, 2014, p. 6). Accordingly, the attitudes adopted by leaders and the
maintenance of a rapid and transparent information flow are important in calming the
fear and panic likely to occur during a crisis. In this context, throughout the Covid-19
pandemic in Turkey, Fahrettin Koca, the Minister of Health, has kept the public informed
about the current situation, warned them about the measures to be taken, and provided
daily updates supported by data via both his personal Twitter account and press
conferences to national media. This study therefore seeks to examine rhetorical features,
rather than ideological or political elements, in the speeches of Koca, who has been
the most prominent actor in managing the risk and fear caused by Covid-19. Speeches
made during the pandemic are examined in terms of the arguments put forward to
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convince the public, the density of persuasive components, the style of rhetoric, and
the structure of speeches.

The research was carried out both quantitatively and qualitatively, based initially
on a descriptive model. The scope of the research encompasses all press statements
made by the Minister of Health after Scientific Committee meetings. The sample consists
of 15 press events between March 11, 2020, when the first case of Covid-19 appeared
in Turkey, and May 11, 2020, when controls on social life were first applied. In this study,
a total of 15 press releases were separated into sentences to obtain 1,801 pieces of
data. Each sentence was then encoded into SPSS for analysis in terms of its meaning,
firstin the context of Aristotle’s three modes of persuasion, and then based on the five
canons of rhetoric. Frequencies and cross tabulations were then calculated. The process
of coding sentences occurred in three stages to prevent possible erroneous assessments.
All 1,801 sentences were coded in the first stage, followed by a second round of coding
four weeks later, and a third round after another two weeks. During the third coding,
any sentences that were coded differently in the second stage were re-assessed and
coded in the program to complete the process.

The results indicated that the most prominent component of rhetorical persuasion
in speeches was logos. In Koca's speeches, references to the capabilities and success
of Turkey’s health system are frequent, the adequacy of human resources in health care
is emphasized, and successful treatment outcomes are confirmed through statistics
and explanations. The management of global epidemics is undertaken primarily by
the medical and administrative disciplines. Thus, Koca has sought to convince the
public through reason, evidence, and by explaining data and practices in the field of
medicine. In so doing, he aims to instill a sense of confidence among the public that
will be particularly necessary both to address the pandemic itself and to control the
spread of anxiety and panic.

The analysis conducted on the basis of the five canons of rhetoric showed that
narrative dominated the speeches. Narrative was used most prominently in the
introduction, conclusion, evidence, and rejection/rebuttal sections. The data showed
that Koca’s speeches were structured with clear sections, and that the narrative sections
and explanations were extended to provide the public with enough information to
understand the context of the issues (McKay & McKay, 201 1). The use of sub-components
of persuasion was tailored to the context of the subject in each relevant section. In
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times of crisis and panic, it is very difficult to convey vital information to the public in
the correct manner (Sentell, Vamos & Okan, 2020, pp. 2-13). Since everyone can now
create and share their own content with diverse media tools, it has become increasingly
difficult to control the spread of unconfirmed information. This situation, called infodemic,
interferes with access to reliable information and resources when needed (World Health
Organization, 2020) and has led countries and various organizations to take additional
measures during the Covid-19 pandemic. In this environment, the press statements
regularly made by Koca since the beginning of the pandemic should be seen as
meaningful and valuable efforts in the fight against infodemic.

Koca avoids using long, complex, tiring sentences in his speeches, and prefers
simple, short sentences. Given that the speeches are addressed to the general public
of Turkey and often include medical explanations, this configuration of sentences seems
to be theright strategy. However, there are also elements of asiaticism in these speeches,
especially motivating sentences, comparisons, appeals, idioms, and metaphors. Koca’s
use of these elements shows that he is trying to avoid mediocrity in his speeches and
striving to keep the discourse alive by attracting the attention of the public. The use
of diverse addresses is a technique for drawing attention. In particular, Koca's addresses
other participants in press events in a friendly and glorifying manner, e.g., using names
such as“Mr. Ali” or “Mrs. Hatice” that widely used throughout Turkey. This is likely to be
more effective in drawing attention to the explanations to be presented. These addresses
by Koca can help to establish a sincere connection with the target audience, to enhance
the impact of the speech, and to extend the attention span of the audience.

All of these findings show that press statements by Turkey’s Minister of Health,
Fahrettin Koca, to the public include a wide range of rhetorical elements.
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GIRiS

Halk saghgiyla ilgili krizler, saglik, ekonomi ve hatta diinyadaki ulusal gtivenlik
Uzerinde ¢ok bliylk olumsuz etkilere neden olmaktadir (Qiu, Rutherford, Chu, Mao, &
Hou, 2016, p. 1). Beklenmedik bir zamanda beliren ve kontrolii glig olan krizler, toplumu
olusturan bireyler tzerinde de korku ve endiseye yol agmaktadir. Daha ¢ok halki
bilgilendirme ve uyarmaihtiyaciile iliskili olan kriz iletisimi de topluluk liderlerinin kriz
strecinde halkin endiselerini yatistirma ¢abalarina destek olacak profesyonel bir katki
sunmaktadir (CDC, 2014, p. 6). Dogru sekilde yirutilen bir kriz iletisimi yaklasimi da
toplumun korkularini gidermeye yardimci olarak panik ortaminin sakinlesmesini
kolaylastiracaktir.

Cesitli salginlar gibi kriz durumlarinda, kamu giiveninin saglanmasi esastir. Krizleri
yonetmekten sorumlu kuruluslara halkin gliveni ne kadar ytiksek olursa, dnerilen
onlemlerin halk tarafindan benimsenmesi de o oranda yiiksek olmaktadir. Krizi
yonetmekten sorumlu kuruluslara diisiik diizeyde giiven duyulmasi durumundaysa
halk, bilgi ve tavsiyelerin guvenilirligini ile 6rgatin krizi yonetme ve halk saghgini
koruma yetkinligini sorgulama egiliminde olmaktadir. iyi yiritilen bir kriz iletisimi,
halkin giivenini saglamak ve korumak icin 6nemlidir. Zayif bir iletisim, krizin olumsuz
etkisini daha da kotulestirebilmektedir (ECDC, 2011, pp. 8-9). Kritik bilgilerin geg
yayinlanmasi, mesajlarin birden fazla kaynak araciligiyla sunulmasi dolayisiyla cakismasi,
gercekgi olmayan asiri gliven verici iletisim ile duruma uygun duygu durumunu
sergileyemeyen ve uygunsuz mizah kullanarak yanlis ifadelerle konusan konusmacilar
gibi zayif iletisim unsurlari, amaci hastalik, yaralanma ve dlumleri etkili bir sekilde
azaltmak, onlemek ve bireyler ile topluluklari normal yasamlarina miimkiin oldugunca
¢abuk dondirmek olan kriz ydnetiminin cabalarini engellemektedir (CDC, 2014, p. 15).

Bir salginin erken ilan edilmesinin, sinirh bilgi ve belirsizlik durumunda bile, en iyi
strateji oldugu kabul edilmektedir. Krize yonelik bu yaklasim, kamuoyuna kriz hakkinda
bilinenlerin yoneticiler tarafindan hizlica ve acikca bildirildigi konusunda gliven verir
ve kriz gelistikce bilginin gizlenmeyecegdi beklentisini ortaya koyar. Kriz iletisiminde
dzenle secilmis bir sézcii de dnemlidir. Ozellikle salginlarin yol actigi krizlerde, sézctiniin
ayni zamanda bir saglik uzmani olmasi, yiksek dlizeyde sosyal gliven olusturmada
etkili olmaktadir (ECDC, 2011, pp. 8-9).
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2019 yilhinin son glnlerine dogru tim diinya, ilk kez Cin'in Vuhan kentinde ortaya ¢ikan
yeni tip koronaviriis (Covid-19) tehdidi ile karsi karsiya kalmustir. Virlisiin tim diinyada
hizla yayilmasinin ardindan Diinya Saglik Orgiitii (DSO) pandemi ilan etmis ve tilkeler bu
virls ile micadelede cesitli yontemler ve uygulamalar gerceklestirmeye baslamistir.
Turkiye'de de pandemiile miicadele kapsaminda, Saglik Bakanligi blinyesinde, diinyada
ilk diye tabir edilen “Bilim Kurulu” olusturulmus ve 31 {iyesi ile calismalara baslamistir. Bu
stirecte Saglik Bakani Fahrettin Koca, ortalama Ui¢ glinde bir gerceklestirdigi Bilim Kurulu
toplantilarinin ardindan basina ve tim kamuoyuna yonelik basin agiklamalariile kurulda
alinan kararlari ve Onerileri paylasmistir. Fahrettin Koca'nin Covid-19 pandemisi siirecinde
yuriitttga kriz iletisimi stratejisinin seffaf olmasi, durumu agiklayici verilere bagvurmasi
ve bilgilendirmenin sik yapilmasi gibi 6zellikleri tasimasi bakimindan alanyazinda belirtilen
oOneriler ile paralellik gostermesi dolayisiyla bu calismada incelemeye tabi tutulmustur.

Arastirmanin amaci, kiiresel saglik krizi stiirecinde, Saglik Bakani Fahrettin Koca’nin
basin agiklamalarinda yaptigi konusmalari, halki ikna etmeye yonelik 6ne strdigu
arglimanlar, ikna bilesenlerinin yogunlugu, hitabet tarzi ve konusmanin yapisi bakimindan
inceleyip yorumlamak; boylelikle kriz stirecinde, en dnemli aktorlerden biri olan Saghk
Bakani'nin halka yonelik gerceklestirdigi konusmalarindaki 6zellikleri ortaya koymaktir.

Arastirmada, Turkiye'de ilk Covid-19 vakasinin bildirildigi tarih olan 11 Mart 2020 ile
kontrollii sosyal hayat uygulamasinin basladigi 11 Mayis 2020 tarihleri arasinda, Bilim
Kurulu toplantilari sonrasinda gerceklestirilen toplam 15 adet basin agiklamasi cimleler
halinde ayristirilmis ve toplam 1801 adet veri elde edilmistir. Daha sonra her climle,
“Aristoteles’in li¢ ikna kaniti (ethos, pathos, logos)” ve Cicero’nun belirledigi “retorigin
bes kanonu”baglaminda ifade ettigi anlam bakimindan betimsel veri analizi yontemiyle
incelenmis ve SPSS veri analiz programina kodlanmis, daha sonra Frekans (N) ve CrossTab
(Capraz Tablo) yontemleri kullanilarak analiz edilmistir. Aristoteles’in l¢ ikna kaniti,
hitap edilen kitlede hedeflenen amaca basariyla ulasmak icin gereken mantiki ve
duygusal 6zellikler ile kisilik 6zelliklerini konusmaya katmada rehber niteliginde oldugu
icin; retorigin bes kanonu ise, hitabeti analiz etmede genis cercevede ve butiincil bir
bakis agisi sagladidi icin bu calismada tercih edilmistir.

Gergeklestirilen analizile konusmacinin, Covid-19 pandemisi stirecinde ideolojik ya
da siyasi olmaktan ote, daha cok bilimsel bir alanda gerceklestirdigi konusmalarin
soylem 6zelliklerinin ortaya cikarilmasinin amaclanmasi ve ilgili konusmalarin nadir
gorulen kiresel bir saglik salgini kapsaminda ve slire¢ devam ederken yapilmasi
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dolayisiyla 6nem tasimaktadir. Alanyazinda cesitli liderler, bilim adamlari ve siyasetcilerin
konusmalarini ¢6ziimlemeye dair gerceklestirilen retorik analiz calismalari bulunmakla
birlikte, diinya niifusunun geneline yonelik tehdit olusturan salginlarda, sireci
yonetmekle sorumlu liderlerin konusmalarini retorik analiz kapsaminda inceleyen
calismalarin ¢cok az olusu, bu calismanin 6zglin degerini ortaya ¢ikarmaktadir.

Kavramsal Cerceve: Retorik ve Retorik Analiz

iletisim alaninda, etkisi hala gecerli olan ve kullanilmaya devam eden en eski teori,
“klasik retorik"tir. Retorigin karmasik bir diinyada karmasik bir konu oldugunu séyleyen
Meyer (2017, p. xiii), iki bin yildan fazla bir stire 6nce Avrupa’da ve Asya'da ortaya ¢ikan
retorigin sadece Bati dlinyasinda hayatta kaldigini ve gelistigini sdylemektedir. Bati
politik dlistincesi gelenedine dayanan retorik baslangicta siyasi islere aktif olarak katilan
eski Yunanistan vatandaslari icin etkili konusma talimatlarini icermekteydi. Retoristler,
konusmanin farkli bolimlerini, tartisma bicimlerini ve farkli izleyici tlrlerini kazanmaya
yardimci olabilecek stratejileri siniflandirmiglardir. Bu nedenle retorik, sozIl iletigimi
kontrol etmek, onu etkili, unutulmaz ve hatta diger durumlar igin tekrarlanabilir kilmakla
ilgili olmustur (Martin, 2014, p. 15).

Burke, retorik kelimesini, bir retor (bir hatip veya bir konugmaci) tarafindan ytritulen
ikna edici sOylemin sanati olarak tanimlamaktadir (Martin, 2014, p. 2). Burke'e (1996, p.
xiv) gore retorigi tanimlayan anahtar terim tanimlama degil, ikna etmektir. Benzer
sekilde Habinek (2005, p. 6), retorigi, mevcut ikna araclarinin incelenmesi olarak
tanimlamakta ve klasik antik cagda hitabet yayginhgindan dolayi ayr bir entelekttel
ve sosyal girisim alani olarak ortaya ciktigini belirtmektedir.

Meyer (2017) retorigin, tartismalarda, glinlik konusmalarda, sanatta, kisacasi her
yerde varligini ortaya koydugunu, dolayisiyla retorigin bir¢ok 6zellige sahip oldugunu
belirtmektedir. Meyer'e (2017, p. xiii) gore retorik, insanlar, gruplar, bireyler veya her
ikisi arasindaki kimlik ve farkin diyalektigidir. Retorik, taraflari belirli bir soru izerinde
bélen veya birbirine yaklastiran miizakere ve sorularin farkhhklarinin bir 6l¢tsGddr.

Retorigin cizgileri belirsizdir. Bir kavram olarak cesitli sorunlarla ilgilenebilmektedir.
ikna konusunda énemli bir ara¢ olan ve dilbilim, géstergebilim, edebiyat, tarih, felsefe
gibi disiplinlerin birlikte kullanildigi retorik, bir kodlama sekli olarak mesajlarin nasil
yapilandirildigi ile ilgilenmektedir (Durmus & Giir, 2017, p. 112).
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Antik Yunan dénemine dek uzanan bu akademik disiplin, klasik retorik analizinin
temelini olusturmaktadir (Bigakgl, 2012, p. 334). Gegmisten glinlim{ize retorik, sofistler
ve filozoflarin Gizerinde ¢alistigi, blyik bir 6greti haline gelmis bir kavramdir. Aristoteles'ten
Platon’a, Quintilianus'dan Cicero'ya ¢ok sayida dusiindr, retorik gelenegini arastirmis,
cercevelendirmis ve ogreti seklinde sunmustur. Retorik geleneginin tarihgesine
bakildiginda, alanda Aristoteles'in etkisinin bliylik oldugu goriilmektedir. Aristoteles
mantikl, gercekgi ve rasyonel bir bakis acisina sahip olmustur. Aristoteles icin retorik,
insanlari ve toplumlariikna icin bir ara¢ oldugundan, retorigi Atina toplumundaki gesitli
tiplerdeki insanlari anlamak igin incelemistir (Berger, Best, &Turner as cited in Bicakgi,
2012, p. 334).

Aristoteles, retorigi, gercekleri ortaya ¢ikarmak icin felsefi akil ylriitme anlamindaki
diyalektigin karsihdi olarak tanimlamaktadir. Retorigin odak noktasinin sadece ikna
etmek degil,“her maddenin ikna edici yonlerinin tespiti” oldugunu savunmaktadir. Ona
gore retorik, argliman, kanit, izleyici gibi unsurlar g6z 6niine alindiginda en iyi vakanin
nasil ortaya konabilecegine dair bir sorusturmayi kapsamaktadir (Martin, 2014, p. 22).

Cicero da sliphesiz en basarili retorik yazarlarindan birisidir. Bir retorisyen olarak
Cicero, ideal hatibin (retor/konusmaci) tim asil sanatlarla donatilmasi gerektigini
belirtmis ve bu yonde detayli bir model olusturmustur (May, 2002, p. 1). Martin'e (2014,
p.51) gore bu model, retorik analiz ve elestiri yapmak icin dogrudan bir kaynak niteligi
tasimaktadir. Cicero retorigin, hedef kitleyi etkileme sanati oldugunu séylemistir. M.O.
106 ve 43 yillari arasinda yasamis olan ve Roma’'nin dnemli hatiplerinden biri olan Cicero,
retorige katkida bulunan eserler kaleme almistir (Ekinci, 2017, p. 51). Cicero’nun
cahismalarinda konusma becerileri, polisin (Antik Yunan sehri) hayatinin merkezinde
yer almistir. O, ideal bir hatibi, dinleyicilerini akil, otorite ve duygu ekseninde birlestirerek
ikna edebilen erdemli bir birey olarak tanimlamaktadir. iyi bir konusmaci, belirli niteliklere
sahip olan ve konusmasini bir tlir sanat olarak olusturan kisi ile karakterizedir (Martin,
2014, p. 25).

Retorik Analizde Aristoteles ve Cicero
Aristoteles’in Uc ikna Kaniti

Retorigi bir durumda miimkin olan ikna yéntemlerinin kullaniimasi olarak ifade eden
Aristoteles, konusmalarda (g tiir ikna yontemi oldugunu soyler. Bunlardan ilki konusan
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kisinin karakteri ile ilgilidir (ethos). Aristoteles’e (2018, pp. 27-28) gore iyi insanlara
digerlerinden daha kolayca inanilmaktadir. Ona gore karakter, ikna strecinde en etkili
yontemdir. insanlarin bir konusmacinin bilgili, gtivenilir ve iyi niyetli olduguna ikna olmasi
durumunda, onun soylediklerini dogru olarak kabul etme olasiliklar ¢ok yiiksektir.
Aristoteles karakteri li¢ kurucu unsura ayirmaktadir. Dinleyiciler Gizerinde iyi bir karakter
izlenimi birakmak isteyen konusmaci zeka ve mantik, erdem ve iyi niyet sergilemelidir
(Herrick, 2013, p. 84). Ethos, konusmacinin degerli ve dogru bir karakter olarak algilanmasi,
en azindan s6z konusu konuyla ilgili olarak, bir konunun akla yatkin gértinmesiicin iknaya
yonelik arglimana hayati bir katki sunmaktadir. Kisacasi, dinleyicilerin (veya okuyucularin)
konusmacilara, savunduklari kararlarin gercek ve dogru kaynaklari olarak giivenmesi
gerekir. Bu gliveni tecriibe etmek her climlenin gecerliligini incelemek degil, sdylenenlerin
dinlemeye deger olduguna gliven duymak demektir. Boylece ethos, argiimanlarin akla
yatkin goriinmesine katkida bulunur (Martin, 2014, p. 63).

ikinci ydntem, dinleyicinin ruh halini degistirmeye yénelik olan pathos’tur. Konusma
duygular harekete gecirebiliyorsa, ikna etmesi daha yiiksek olasiliktadir (Aristoteles,
2018, pp. 27-28). Pathos terimi, genellikle ikna edici mesajlara bir izleyiciyi eyleme
gecirme gliclerini veren duygulari veya duygusal cazibeleri ifade etmek icin kullanilir.
Ancak Aristoteles’in duygulara ilgisi, 6zellikle duygularin kitlelerin yargisini etkileme
kabiliyeti ile ilgilidir. Bilgili bir konusmaci hem dinleyicilerin kararlarini etkileyen hem
de onlar harekete geciren glicll inang ve hislere sahip olabilir. Pathos tartismasinda
Aristoteles, 6fke, korku, utang ve acima gibi hepimizin yasadigi duygulariinceler (Herrick,
2013, p. 82). Bu, kahkaha, endise, korku, hatta 6fke yaratma gayretini icerebilir. Bunu
yapmak, argimanlarin daha ikna edici etkiye sahip olmasiicin bir baglam olusturmaya
yardimci olur. Toplumun &fke veya incinme duygusunu olusturmaya yonelmek, zorlayici
veya asiri politik seceneklerinin makul goriinmesini saglayabilir. Mizah kullanmak, bir
atmosferi hafifletebilir ve huzursuzlugu veya gerginligi giderebilir (Martin, 2014, p. 64).

Uctincii yéntem ise kanitlar yoluyla bir gercegi ispatlamak olan logos'tur. Burada
inandirma, konusma araciligiyla gerceklesmektedir (Aristoteles, 2018, pp. 27-28).
Aristoteles’e gore retorikte bir konusmanin sdzciiklerinde, argimanlarinda veya
mantiginda bulunan kanitlara basvurmak icin logos 6geleri kullanilmaktadir. Logos,
citkarim yapma ya da akil yurttme gibi mantikla yakindan ilgili bir calismadir; pratik
karar vermede ve 6zellikle de uyum saglamada kullanilan akil ylrutmenin tipik
arglimanlarinin incelenmesidir (Herrick, 2013, p. 82). Logos, belirli bir sonuca ulagsmak
icin izleyiciyi belirli mantiksal adimlarla yonlendirmeyi gerektirir (Martin, 2014, p. 58).
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Aristoteles’e (2018, pp. 27-28) gore bu li¢ yontemi bilen birinin insanlarin karakterlerini
cesitli bicimlerde gorebilmesi, duygularini kavrayarak tanimlamasi, davranislarinin
gerekgelerini sdyleyebilmesi mimkindur. Bu i yontemin isaret ettigi degerler
dogrultusundan Aristoteles retoridin, ahlakbilim ve diyalektigin bir alt dali oldugunu
ifade etmektedir. Daha sonraki retoristler icin Aristoteles’in retorigi kesinlikle son s6z
degildir, ancak devlet meselelerini tartismak icin bir uygulama olarak hayati bir referans
noktasidir (Martin, 2014, p. 23).

Retorigin Bes Kanonu

Cicero, De Inventione adli yapitinda, retorigin Gzerinde durdugu bes temel bolim
(kanon) oldugunu sdylemistir. Bu tespit, onun retorik tarihine yaptigi en iyi katkilardan
biridir. Kesif (bulus), diizenleme, stil, sunus ve bellek kisimlarindan olusan bu kanonlar,
bir konusmacinin hitabetini, her biri belli bir tarzi aciklayan belirli boltimlere ayirarak
inceleyebilme acisindan yararli bir ara¢ saglamaktadir (Herrick, 2013, pp. 96-97).
Cicero’'nun acikladigi retorik kanonlari, daha 6nce tespit edilmistir. Fakat farkli
kullanimlarda anlam olanaklari saglayan parcalar halinde ele alinmistir. Retorik kanonlari,
yeni diistincelerin ortaya ¢cikmasini tesvik etmesi ve kullanim bigiminin gesitliligi nedeniyle
retorik analizde bir yontem haline gelebilmektedir (Durmus & Giir, 2017, p. 113).

Kesif

Kanonlardan ilki, gecerli veya goriiniiste gecerli arglimanlarin belirlenmesi olarak
tanimlanan kesiftir (Herric, 2013, p. 97). Kesif sozcligu, retoriksel agidan konusmada
dinleyiciyi ikna etmek icin kullanilan mantik ve bulunan kanitlari ifade etmektedir. Bu
boyutuyla Aristoteles’in tanimladigi logos ile dogrudan baglantilidir ve konusmaci
iddiasinda kullandigdi her tirli argliman burada yorumlanabilmektedir (Bicakgi, 2012,
p. 339). Kesif kanonunda konusmaci 6nce konunun olgularini arastirir, devaminda esas
konu saptanir. Daha sonra iknanin uygun anlamlari arastirilmaktadir (Lanham as cited
in Durmus & Giir, 2017, p. 113).

Martin'e (2014, p. 57) gore bulus ya da arglimanlarin kesfi, bir konusmacinin, istenen
bakis acisini etkili bir sekilde iletmek icin eldeki konu hakkinda yaptigi secimleri ifade
eder. Argimanin kesfi, bir dizi secenek arasindan, izleyiciyi, konusmaci tarafindan
sunulan sonuca ulagsmaya tesvik edecek sekilde bir akil ylriitme bicimi segmeyi icerir.
Bu acidan kesif noktasi sadece logos’a degil, Aristoteles’in (i¢ ikna 6gesinin timiine
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isaret eder; yani akla, otoriteye ve duygulara. Kesif noktasinda sadece logos'a basvurup
diger 6geleri g6z ardi etmek dogru olmayacaktir. Konusmacinin mantik 6gelerine
basvurmasi, genellikle izleyiciye, sonucun dogrulugunu gdstermek icin benimsenen,
mantiksal bir akil yiiritme slirecine dayanmaktadir. Ethos 6gesi kesif stirecinde ¢esitli
sekillerde belirir: kisinin deneyimleri, nitelikleri veya statlisi 6ne ¢ikarilarak arglimanin
desteklenmesini icermektedir. Pathos ise arglimani, dinleyicilerin duygularini harekete
gecirerek desteklemektedir.

Diizenleme

ikinci kanon, dogru bir sekilde kesfedilen argiimanlarin metin icinde dagilimini
gosteren diizenlemedir. Bu bolimde konusmaci, elindeki materyalleri akillica ve etkili
sekilde bir araya getirir veya diizenler (Herrick, 2013, p. 97).

Dogru arglimani kesfetmek, konusmacinin esas gorevidir. Ancak bu argimanin,
tam gliclinli ortaya koyan bir sunum diizeninde toplanmasi gerekmektedir. Retorigin
bu yonu, konusmanin gesitli boltimlerinin konumlandirilmasi ve konusmanin bastan
sona nasil aktidi ile ilgili ‘diizenleme’dir (Martin, 2014, p. 58). Aristoteles, diizenleme
bolimdnin, retorigin yararci amaclarinin bulusmasi oldugunu séylemistir. Cicero’ya
goreyse diizenleme, bir sdylevin merkezidir. Bir anlatim derdi olarak diizenleme, cesitli
tespitler ve gozlemler barindirmaktadir (Durmus & Giir, 2017, p. 114). Konusma
prosediriiniin cercevesini, cesitli yapisal elemanlarin belirli bir sirayla kombinasyonunu
ifade eden diizenleme bolimu, baglam ve konusmada tam olarak neyin s6z konusu
olacagdiile yakindaniiliskilidir (Martin, 2014, p. 52). Konusmanin boltimlerini diizenlemek,
sozlerin, Uzerinde etkili bir sekilde odaklaniimasini saglayacak sekilde yapilandiriimasina
izin vermektedir (Martin, 2014, p. 70).

Aristoteles konusmayi giris, gelisme ve sonug olarak lice ayirsa da Kennedy, bircok
klasik retorisyenin konusmayi doért ana boltime ayirdiklarini belirtmektedir (Bicakgl,
2012, p. 341). Klasik kanonda farkli sdylev tiirleri icin uygun diizenleme bigimleri hakkinda
cok tavsiye olmakla birlikte Martin (2014, p. 58), konusmanin cesitli bolimlerini tipik
bir sekilde giris, anlatim, kanit, reddetme / ¢liritme ve sonug seklinde gdstermistir.

Giris, konusmanin basarisi icin cok dnemlidir. Hedef kitle, ilk birkag saniye icinde

konusmanin dinlemeye deger olup olmadigini belirlemektedir. Dikkatlerini bu noktada
cekememek, konusmanin geri kalaninda onlari kaybetmek anlamina gelmektedir
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(McKay & McKay, 2011). Giris bolimiinde konusmaci, konusmasini iki noktaya ulasmak
icin tasarlanmis bazi hazirhk yorumlariyla agmaktadir: ilki, izleyiciyi, selamlayarak,
tesekkir ederek veya etkinligin 6neminiilan ederek hazirlamak; ikincisi, séylenecekler
hakkinda onlari bilgilendirmek. Konusmaci bunu yaparken, argimanin sonucunu
dogrudan belirtmek, sonuca nasil ulasilacagini ifade etmek, Unl bir séze deginmek,
bir soru sormak veya izleyicinin dikkatini cekecek ve tartismaya hazirlayacak bir paradoks
veya bazi gozlemleri iletmek gibi ¢esitli yontemlere basvurabilir. Burada amag sadece
dikkat cekmek degildir. Giris, konusmacinin s6z konusu konu hakkindaki gorisiina ve
bu konudaki tutumunu yansitma firsati da sunmaktadir (Martin, 2014, p. 66). Aristoteles
(2018, p. 201), giris kisminin temel hedefinin konusmanin geri kalan kisminin hedeflerini
aciklamak oldugunu belirtir ve bu nedenle konu uzun veya karmasik degilse, bir giris
kismina gerek olmayacagini soyler.

Anlatim ya da oykiileme, olaylara belirli nedenler atfetmeyi, sorunu tanimlamayi,
bir olayin bazi yonlerini vurgulamayi, istatistiksel verilere basvurmayi veya bir olayi
daha genis bir resme yerlestiren, bilinen ancak tartismali gercekleri yeniden diizenlemeyi
icerebilir. Hangi yontem secilirse secilsin, anlatim, durumu ve dolayisiyla anlasmazligin
otesinde oldugu iddia edilen detaylari tanimlama firsati sunmaktadir. Anlatim,
baskalarinin kabul edebilecedi nesnel bir aciklama olarak temsil edilirse, gerceklerin
bir ispati olarak islev gorebilmektedir (Martin, 2014, p. 67). Anlatimda amacg, séylevin
yoneltildigi kitlenin, Gzerinde durulan argiimanin baglamini anlamasi igin yeterli bilgi
saglamaktir. Eger sdylem, insanlari belirli bir hareket tarzini benimsemeye yoneltmek
istiyorsa, oncelikle izleyicinin gercekten ele alinmasi gereken bir sorun olduguna ikna
edilmesi gerekmektedir. Quintilian, fenomenin belirlenmesinden sonra, argiimana
gecmenin en etkili yolunun bir bélimleme oldugunu belirtmektedir. Bu, konusmacinin
argimanlarinin bir 6zetinin yapilmasini ifade etmektedir. Bir bagka deyisle bir yol haritasi
cizmektir (McKay & McKay, 2011).

Kanit, konusmacinin izleyiciyi ikna etmeye calistigi kisimdir. Politikada ve siyasi
tartismalarda kanit genellikle olayin merkezinde yer alsa da téren konusmalarinda
ayrintili bir sekilde ele alinmasi gerekmemektedir. Dogumlari, 6limleri veya evlilikleri
kutlarken, temel argliman zaten anlasiimis olacaktir. Bu ylizden sadece bir kez 6zIi bir
sekilde sdylenmesi yeterli olacaktir. Bununla birlikte, daha bulyuk tartismalar s6z konusu
oldugunda, genellikle birkag kanit gerekecektir (Martin, 2014, pp. 67-68).
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Aristoteles (2018, pp. 148-164), Retorik adli eserinde, bir konusmada bir kanit ne
stirmenin 33 farkli ydntemini agiklar. Mantiksal bélimleme, tiimevarim veya mantiksal
benzerlikler 6ne sirmek, kanitlari ortaya koymanin yontemlerinden birkacidir.
Konusmacinin hedef kitlesini, kendisinin iyi bir insan olduguna ve dinleyicilere karsi iyi
duygular besledigine inandirmasi iknayi kolaylastirir. Konusmacinin karakterine gliven
duyulmasini saglayan 3 deger vardir. Bunlar sagduyu, iyi ahlak ve iyi niyettir. Bu Ug¢
deder, diger kanitlardan farklidir (Aristoteles, 2018, p. 94).

Reddetme, kanit ile yakindan iliskili olarak, karsit argiimanlarin ¢trttilmesidir.
Curutme, bir diger savin ilgili yonlerinin ortaya ¢ikarilmasina izin vererek kendi
argimaninin inandiricihgini arttirmanin énemli bir yoludur. Baska birinin argiimanini
¢lrGtmenin bircok yolu vardir. Bir konugsmaci, tartismanin hatali mantigini vurgulayarak
digerinin 6nermelerini ve sonuclarini elestirebilir veya konusmacinin duygularini hedef
alarak onlara saldirabilir, rakibin durusuna ve dolayisiyla kendi otoritesi ile konusma
hakkina tacizde bulunabilir. Son olarak, konusmaci, rakibin hedef kitle Gizerinde
uyandirdigi duygulari da hedef alarak onlara saldirabilir, belki de onlarla alay ederek
veya lzerinde tartisilan konuyu yeterince ciddiye almadiklariniileri stirerek ¢lirtitebilir
(Martin, 2014, pp. 67-68). Aristoteles’e gore bir savi ¢liritmenin dort yolu vardir. Bunlar
o sava dogrudan karsi olmak; bu sava benzer bir ifade ile harekete ge¢cmek; bir sava
karsit bir ifade ile saldirmak veya daha 6nceden alinan kararlardan bahsetmektir
(Aristoteles, 2018, p. 165).

Sonug bolim, konusmayi, 6ne siriilen arglimani etkili bir sekilde bitirecek sekilde
imzalayarak sonlandirir. Konusmayi aniden bitirmek, seyirciyi daha fazla beklenti icine
sokar. lyi tasarlanmis bir sonug, konusmayi son noktaya getirerek dinleyicinin dikkatini
¢eken bir kapanis saglar. Bu nokta, argiimanin diizgiin bir 6zetini veya baslangicta
ortaya atilan bir konuya (ya da alintiya) bir geri dontisu icerebilir. Sonug, bir konusmanin
son sozlidir; konusmaya son seklin verildigi andir (Martin, 2014, pp. 68-69). Sonucun
amaci, arglimani mimkiin oldugunca gticli ve hatirlanabilir bir sekilde 6zetlemektir.
Soylenenlerin hatirlanmasi isteniyorsa, sonu¢ kismina biraz duygu eklenmesi
gerekmektedir (McKay & McKay, 2011).

Her ikna edici konusma yukaridaki modeli izlemek durumunda degildir. Duruma

bagh olarak, cesitli parcalar tamamen gozden kacabilirken, diger zamanlarda bazi
parcalar biyik bir uzunlukta ve farkh bir sirada islenebilmektedir (Martin, 2014, p. 69).
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Stil

Tarihi boyunca, séylemin stil ile iliskisi, Gslup ve retorikte tislubun 6gretim ve teorideki
rolliniin Gnemi baglaminda, sofistler ile Aristoteles gibi filozoflarin arasindaki ¢catismanin
unsuru olmustur (Johnstone & Eisenhart, 2008, p. 7). Aristoteles stilin, kelime se¢imi,
benzetmeler ve uygunlukla baglantisini kurarken her retorik tiiriiniin kendine has bir
stil oldugunu vurgulamaktadir (Bicakgi, 2012, pp. 341-342). Kesif ve dlizenleme, retorik
konusmanin icerigi ve sekli ile ilgiliyken, stil ve sunus, onu neyin ayirt edici ve unutulmaz
kildigini kesfetmektir. Bazi agilardan bu kanonlar, ikna etmenin en dissal, belki de tiyatral
yonlerini ifade etmektedir. Stil ve sunus, konusmaya kendine 6zgti nitelikler kazandirir
(Martin, 2014, p. 71). Stil kanonu, konusmacinin dikkatini“icat edilen arglimana uygun
bir dilin belirlenmesi” noktasina odaklamaktadir. Konusmacilar, arglimanlarini ¢arpici
ve ikna edici ifadelerde iletebilmek icin yeterli bir dil komutuna ihtiya¢c duymaktadir
(Herrick, 2013, p. 97).

Stil, dilin kullanimi, performansi ve nitelikleriyle ilgilenir; soylemin en edebi kismidir.
Bir taraftan kapsamli siislemeler, netlik ve hassasiyet veya ¢6ziim 6neren basit bir amag
tasiyabilirken, diger taraftan teknik jargon kullanarak dinleyicileri, belirgin bir uzmanlik
perdesinin arkasinda izole edebilir. Stil, konusmanin sadece argiimanini sunmakla kalmaz,
ayni zamanda dolayl olarak konusmacinin karakterini de aktarir. Bunun yani sira pathos
(izleyicinin duygusal egilimi) Gzerinde de bir etkiye sahip olabilir (Martin, 2014, p. 72).

Aristoteles’in iki 6grencisi Theophrastus ve Demetrius stilin bes erdemi oldugunu
bulmuslardir. Cicero ve Quintilian da 6grencilerine bu erdemleri 6gretmis, ayni zamanda
kendi gorislerini de eklemislerdir. Bunlar dogruluk, aciklik, kanit, yerindelik/uygunluk
ve suslluktdr. (McKay & McKay, 2011).

Dogruluk, kisinin kural ve normlarina uygun olarak konusma veya yazmasidir. Etkili
bir iletisimci, kelimeleri dogru kullanir ve dilbilgisi ve s6zdizimi kurallarina uyar. Dili
dogru kullanmak, bir kitle ile gtiven iliskisi kurulmasini saglar (McKay & McKay, 2011).

Insanlarin ne sdylenmeye calisildigini bile anlayamadiklar durumda ikna edici olmak
zordur. Acik ve basit ifadeler, mesajin konusmaci ve dinleyici arasinda kaybolmamasini
saglar. Acik, anlasilir ve basit bir yazi yazmak aslinda oldukca zordur; konu hakkinda
fazlaca diistintilmesini, konunun 6ztine inilmesini, ardindan bu 6zln hitap edilen kitlenin
anlayabilecegi terimlerle ifade edilmesini gerektirir (McKay & McKay, 2011).
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Bir erdem olarak ifade edilen kanit, mantiksal bir argiimani ispatlamak icin sunulan
gerceklerden farklidir. Klasik retoristler icin kanit, dilin canh bir agiklama yoluyla bir
izleyicinin duygularina ne kadar iyi ulastigini 6lgmenin bir yoludur. Unutulmamasi
gereken nokta, cogu insanin mantiktan (logos) ziyade duygular (pathos) tarafindan
ikna edildigidir (McKay & McKay, 2011).

Uygunluk, hitap edilen kitlenin 6zellikleri ve o anki durum g6z 6niinde bulundurularak
konusmanin konusuna uyan kelimeleri secmektir. Bir baska deyisle, dogru seyi, dogru
yerde, dogru zamanda sdylemek anlamina gelmektedir (McKay & McKay, 2011).

Cicero'ya (1855, p. 148) gore hatibin dili stisli ve bilgiden bol olmalidir. Aksi halde
hitabet, bos ve neredeyse garip bir kelime akisi haline gelecektir. Susliiliik, konusma
figUrlerini kullanip kelimelerin sesini ve ritmini manipule ederek konusmayi veya metni
ilging hale getirmeyi icerir. Klasik retoristler, konugmalarini siislemek icin konusmalarina
cesitli figurler eklemislerdir (McKay & McKay, 2011). Bu figirler; benzetme, metafor/
mecaz, Oyklleme/alegori gibi ifade tirleridir (Durmus & Gir, 2017, p. 115). Bu sekilde,
normal séylemden bir sekilde sapan kelimeler ve climleler kullanilarak, dinleyicilerin
ilgisi yakalanir (Martin, 2014, p. 75).

Sunus

Sunus, sesin ve bedenin, konunun onuruna ve tarzina uygun bir sekilde kontrol
edilmesidir (Herrick, 2013, p. 97). Bu bolim, agirlikh olarak konusmacinin sézstiz
iletisimine isaret etmektedir. Konugmacinin dinleyiciler ile kurdugu g6z temasi, sesini
kullanisi, ifadesi ve telaffuzu, lehcesi, beden hareketleri ve fiziksel gorinimii bu kapsamda
incelenmektedir. Uygun bir tonda, sesteki inis cikislari kontrol ederek ve belirli bir
ritimde, duyguyu ileterek konusmak soylevdeki etkiyi artiracaktir (Bicakgi, 2012, pp.
342-343). Konusmanin iletilisi, konunun anlasiimast icin cok nemlidir. Ethos ve pathos'u,
yani konusmacinin otoritesini ve seyircinin duygusal alimini sekillendirmede énemli
bir rol oynamaktadir. Sunum, konusma icerigi ile esit derecede 6nemli hale gelmistir
(Martin, 2014, p. 81). Aristoteles, cesitli coskularin ifade edilebilmesi icin sesin kullaniminin
dnemini vurgular. lyi bir konusmada yiiksek ya da alcak degil, ikisinin arasinda bir ton
gereklidir. Bir konusmacinin su ti¢ noktayl unutmamasi gerekir; ses tonu, dalgalanma
ve ritim (Aristoteles, 2018, p. 170).
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Bellek

Cicero’'nun modelindeki sdéylemin son kanonunun modern retorik anlayislarina
uymasi, ilk dérdliinden daha az olasilik tasimaktadir. Bellek, bir konusmanin argimanini
ve sozciiklerini saglam bir sekilde kavramayi ifade etmektedir. Onceleri hatipler, uzun
ve karmasik arglimanlar tzerinde tartistiklarindan, egitimli bir bellege sahip olmalari
sart olmustur. Ogrencilerin hafiza becerilerini gelistirmek icin uzun konusmalar
ezberlemeleri gerekmistir (Herrick, 2013, p. 97). Teknolojinin gelismesi ile birlikte
gliniimiizde durum boyle degildir. Bu nedenle bu bolim“kayip kanon”olarak isimlendirilir.
Bununla birlikte arglimanlarin ezberlenmesine artik gerek kalmamissa da konusmacinin
bir hazirlik yaparak temel konulari hafizasina almasi konusmayi olumlu yonde etkilemekte,
konusmaciya yardimci olmaktadir (Bigakgl, 2012, p. 343).

AMAC VE YONTEM
Amag

Arastirmanin amaci, kiiresel saglik krizi stiirecinde, Saglik Bakani Fahrettin Koca’nin
basin agiklamalarinda yaptigi konusmalari, halki ikna etmeye yonelik 6ne strdigu
arglimanlar, ikna bilesenlerinin yogunlugu, hitabet tarzi ve konusmanin yapisi bakimindan
incelemek; boylelikle kriz stirecinde, en 6nemli aktorlerden biri olan Saglik Bakani'nin
halkla yonelik gerceklestirdigi konusmalarindaki 6zellikleri ortaya koymaktir.

Yontem
Arastirmanin Modeli

Arastirma, betimsel yontem kullanilarak gerceklestirilmistir. Bakan Koca'nin
konusmalari ciimleler halinde ayristirilarak, Aristoteles’in lg ikna kaniti ve Cicero’nun
belirledigi retorigin bes kanonu dahilinde yer alan kistaslar cercevesinde icerik analizine
tabi tutulmus ve yorumlanmistir. Ciimlelerin derinlemesine incelenmesi ile 6rneklemin
mimikleri ve ses tonu gibi fiziksel 6zellikleri irdelenmistir.
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Evren, Orneklem

Arastirmanin evrenini, Bakan Koca'nin Bilim Kurulu toplantilari sonrasinda
gerceklestirdigi tim basin aciklamalari; 6rneklemini, Tiirkiye'de ilk Covid-19 vakasinin
bildirildigi tarih olan 11 Mart 2020 ile kontrolli sosyal hayat uygulamasinin basladigi
11 Mayis 2020 tarihleri arasinda gergeklestirilen toplam 15 adet basin agiklamasi
olusturmaktadir.

Veri Toplama Araci

ilgili basin toplantilarina, Saglhk Bakani’'nin sahsina ait Twitter hesabi ile YouTube'da
yayinlanan video kayitlarindan ulasilmistir. Videolarin cogunlugunda, giris bolimaniin
bir kismi kayiptir. Bu nedenle tiim giris ve selamlama bdéltmleri analiz kapsamina
alinamamistir. Ayrica, Bakan Koca, yaptigi her basin aciklamasinin ardindan basinin
sorularini yanitlamistir, fakat bu kisimlar bir séylem 6zelligi tasimadidi icin kapsama
dahil edilmemistir.

islem

Arastirmada 6ncelikle, 15 adet basin aciklamasi climleler halinde ayristiriimig, toplam
1.801 adet veri elde edilmistir. Daha sonra her climle, “Aristoteles’in {i¢ ikna kaniti (ethos,
pathos, logos)”ve Cicero’nun belirledigi“retorigin bes kanonu”baglaminda, ifade ettigi
anlam bakimindan SPSS veri analiz programina kodlanmis, daha sonra Frekans (N) ve
CrossTab (Capraz Tablo) yontemleri kullanilarak analiz edilmistir. Cimlelerin kodlama
stireci, olasi hatali degerlendirmelerin 6niine gecebilmekicin tic asamada yapilandiriimistir.
ilk asamada 1.801 adet climlenin kodlamasi yapilmis; ardindan dért hafta beklenmis
ve ikinci kodlama gerceklestirilmistir. ikinci kodlamanin ardindan iki hafta daha beklenmis
ve liclincii kodlama yapilmistir. Uclincii kodlamada, ikinci asamada farkh kodlanan
climleler tekrar degerlendirilmis ve programa kodlanarak stire¢ tamamlanmistir.

Arastirma iki farkli béliimde yapilandiriimistir. ilk béliimde, konusmalarda yer alan
ikna bilesenlerinin yogunlugu, frekans analizi ile tespit edilerek yorumlanmistir. ikinci
bolimde, retorigin bes kanonuna yonelik analiz gerceklestirilmistir. Bu kapsamda
diizenleme, stil ve sunus bolimlerinin analizi Gi¢ adimda ele alinmistir. Calismada
climlelerin, diizenleme bolimlerine gore agirlikh olarak dagihmiile bu bélimlerde en
fazla 6ne ¢ikan ikna bilesenlerinin (ethos, pathos, logos) hangileri oldugu frekans analizi
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ve CrossTab analizi ile tespit edilmis; daha sonra ilgili bélimlerde ikna bilesenlerinin
alt kategorilerinden hangilerinin agirlikli olarak kullanildigi analiz edilmistir. Son olarak
her bolim, tasidigi 6zellikler bakimindan retorik analize tabi tutulmustur. Stil bélimiinde
konusmacinin dili etkin kullanmak i¢in hangi retorik 6gelerden faydalandigi agiklanmistir.
Sunus boliminde ise konusmacinin daha ¢ok sézsiiz iletisimini ifade eden unsurlar
analiz edilmistir.

Aristoteles’in Ug ikna Kaniti: Bu baglamda betimsel olarak yapilan analizde, her
climle, ifade ettigi anlam ve amaci dogrultusunda ethos, pathos ve logos 6gelerinden
hangi baglama girdigi ilgili alan yazindaki teorik bilgiler dahilinde tespit edilerek
programa islenmis (Basarir, 2016, p. 714) ve konusmalarin geneline hakim olan retorik
o6genin agirhgi, ylzdesel oranla belirtilmistir. Degerlendirmeler yapilirken, istatistiki
verilerin yer aldigi ciimleler, kiyaslama ve karsilastirmalarin yapildigi climleler, kanitlarin
sunuldugu ciimleler, 6rneklerin gosterildigi cimleler, baglaclarla ya da diiz cimlelerde
aciklama yapilan ctimleler, bir neden ifade eden climleler ile netlik belirten climleler
“logos”ikna bileseniicerisinde kodlanmistir. Dinleyici ve izleyicilere salgin stireci sonunda
vaat edilen olumlu kazanimlari ifade eden climleler 6diil cekiciligi; korku ve endise
yaratan climleler korku ¢ekiciligi ve dinleyici ve izleyicilerin degerlerine hitap eden,
beklentilerine yonelik cevaplar iceren climleler istek ve degerlerin ¢ekiciligi kategorileri
bazinda degerlendirilerek “pathos” ikna bileseni icerisine kodlanmistir. Kararlilik ve
cesaret ifade eden ciimleler, meydan okuma climleleri, irade beyan eden climleler,
konusmacinin elde ettigi cesitli basarilarin karaktere yonelik olumlu algilamayi ve ona
duyulan giveni artiracagindan hareketle gerceklestirilen uygulamalarin etkililigini
vurgulayan ciimleler ve hakli olundugu 6ne siirlilen climleler “ethos” ikna bileseni
icerisine kodlanmistir. Konusmacinin karakteri, karizmasi, meslegi ve gtivenilirligi gibi
sOylemin disinda kalan kisilik 6zellikleri, ethos bileseni analiz edilirken degerlendirme
kapsamina alinmistir.

Retorigin Bes Kanonu: Bu baglamda gerceklestirilen analizde, 15 adet basin
actklamasi metni bitiincl olarak ele alinmistir. Bes kanonun ilki olan bulus, konusmacinin
argimanini ifade etmeye yonelik kurdugu baglamlariicermesi nedeniyle bilinemeyecegi
icin; sonuncusu olan bellek ise konugsmanin giinimuiz teknolojik imkanlari sayesinde
hafizada tutulmasini gerektirmedidi icin analiz kapsamina dahil edilmemistir. Bu
dogrultuda“Dlizenleme” bolimiinde giris, dykiileme, kanit sunma, ¢lirlitme ve sonug
bolimlerine ait olan ciimleler ile bu bolimlerin her birinde 6ne ¢ikan ethos, pathos ve
logos ikna bileseni 6geleri ayristirilarak programa kodlanmistir. Bu sayede konusmacinin
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ilgili bolimler bazinda agirlikli olarak 6ne stirdiigl ikna bilesenleri tespit edilmistir.
Bununla birlikte, konusmacinin ilgili bolimlerde yer alan climlelerdeki sdylev 6zellikleri
de kategori bazinda analiz edilmistir. “Stil” bélimiinde, konusmacinin distincelerini
aciklamak icin dili ne sekilde kullandigi, betimsel olarak analiz edilmistir. Nitel olarak
yapilan analizde 1.801 adet climle, basit climle yapisi ve stisli climle yapisi olmak tizere
iki kategoride ele alinmis; siislii ciimle yapilari benzetme, mecaz, metafor, alegori /
kinaye, aliterasyon, karsilastirma, tanimlama, 6vgii/methiye, 6rnekleme/uslama, ironi/
hiciv, jargon veya slogan kullanma, tesekkiir etme, cesaretlendirme, motive etme, tebrik,
yliceltme, hitabet, kisilestirme, atasozlerine ve deyimlere yer verme, selamlama, guizel
adlandirma ve yalanlama gibi dil bilgisel 6zelliklere gore kategorilere ayrilarak analiz
edilmistir. Nicel olarak yapilan analizde ise bu yapilarin konusmalarin bolimleri icindeki
agirliklan ylizdesel olarak ifade edilmistir. Konusmacinin agirlikh olarak s6zsiiz iletisimini
ifade eden “Sunus” boliminde ise, konusmacinin dinleyici ile kurdugu g6z temasi,
telaffuzu, ses tonu, yiiz ifadesi, viicut hareketleri, jest ve mimikleri gibi fiziksel gorinim
nitel olarak analiz edilmistir.

BULGULAR

Aristoteles’in U¢ ikna Kanitina Dair Bulgular

Konusmalarin buttniinde agirlikli olarak yer alan ifadelerin %70,1 oraninda“logos”
0geleri tarafindan olusturuldugu goriilmektedir. Logos kategorisinde en fazla yararlanilan
0ge %43,5 oraninda aciklama climleleridir. Agiklama clmlelerini %8,8 oraninda istatistiki
veriler, %5,3 oraninda kanitlarin sunuldugu climleler, %4,4 oraninda kiyaslamalarin
yapildigi ciimleler, %4,1 oraninda netlik ifade edilen climleler, %2,9 oraninda nedenlerin
sunuldugu ciimleler ve %1,1 oraninda orneklerin yer aldigi ciimleler izlemektedir.
Fahrettin Koca, agiklama yaptigi climlelerde siklikla Covid-19 pandemisi ile miicadele
kapsaminda alinan kararlari, gerceklestirilen uygulamalari ve mevcut durum hakkinda
bilgileri iletmektedir. Turkiye ve diinyadaki mevcut durumu aktarirken siklkla istatistiki
verilerden yararlanmaktadir. Aciklama ve ikna amach sundugu kanitlar genellikle
gerceklestirilen uygulamalarin etkililiginin ispati niteligindedir.

Konusmalarda logos bilesenlerinden sonra en fazla kullanilan 6geler “pathos”
ogeleridir. Bu kapsamda, ciimlelerde en fazla yer verilen 6geleri %7,9 oraninda istek
ve degerlerin cekiciligi unsurlar olusturmaktadir. Bu 6geyi %4,7 oraninda korku cekiciligi
unsurlari ve %4,2 oranina 6dul cekiciligi unsurlari takip etmektedir. Fahrettin Koca istek
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ve degerlerin cekiciligi noktasinda, salginin kontrol altina alinmasi stirecinde halkin
destegine ve saglik gorevlilerinin 6zverili calismalarina dikkat cekerek duygusal bir etki
yaratmaktadir. Virls(in tehlikelerinden, kontrol altina alinma gii¢liigtinden ve sirecin
ne zaman sonlanacagi hakkinda belirsizliklerden bahsederek halki kurallara uymaya
tesvik eden Bakan Koca, bu noktada korku cekiciligi unsurlarindan yararlanmaktadir.
Halki, tedbirlere uyulmasi neticesinde normallesme sirecinin daha hizli gerceklesecegdi
yonuinde motive edici ciimleler kullanan Bakan Koca, 6dil ¢ekiciligi unsurundan
yararlanmaktadir.

Konusmalarda en az 6ne ¢ikan ikna bileseni 6gesi “ethos” dur. Ethos 6gesine dair
ctimleler kodlanirken kaynak statlistine, Saglik Bakani ile birlikte stire¢ yonetiminde
etkili diger kaynaklar olan T.C. Cumhurbaskani, Bilim Kuruluy, ilgili bakanliklar dahil
edilmistir. Bunun nedeni, Bakan Koca'nin uygulamalardan bahsederken siklikla “biz”
birinci cogul sahis kelimesini kullanarak ilgili aktorleri stirece dahil etmesidir. Bakan
Koca konusmalarinda, Turkiye'deki saglik olanaklarinin yeterliliklerinden, uygulanan
tedavi yontemlerinin sagladigi faydadan, gerekli dnlemlerin erken alinmasinin getirdigi
kazanimdan s6z etmektedir. Bu yoniyle ethos bileseninde en fazla 6ne ¢ikan unsurlar
%7,6 oraninda, gerceklestirilen uygulamalarin etkililiginin ifade edildigi climlelerdir.
Bunu sirasiyla %1,1 oraninda kararlilik ifade eden climleler, %0,8 oraninda hakli ¢ikildiginin
ifade edildigi cimleler, %0,7 oraninda irade beyan climleler, %0,1 oraninda meydan
okuma ve %0,1 oraninda cesaret ifade eden climleler izlemektedir.

Saglik Bakani Fahrettin Koca, Cocuk Saghgi ve Hastaliklar Uzmanidir. Cesitli saglik
kurumlarinda hekimlik ve medikal direktorlik gérevlerinde bulunmustur. Tiirk Pediatri
Kurumu, Pediatrik Metabolizma ve Beslenme Dernegi, istanbul Ticaret Odasi (iTO) Saglik
Meslek Komitesi, Ozel Hastaneler Saglik Kuruluslar Dernegi (OHSAD) tiyelikleri bulunan
Bakan Koca, Dis Ekonomik iliskiler Konseyi (DEIK) Egitim Komitesi is Konseyi Bagkan
Yardimaisi, Vakif Universite Hastaneleri Dernegi’'nin Baskani ve Hizmet ihracatcilar
Birligi Saghk Hizmetleri Komitesi Baskanidir (Saglik Bakanhgi, n.d.). Bakan Koca'nin
meslegi, kazandigi deneyimler ve cesitli vakiflar ile derneklere Gyeligi, onun belirgin
uzmanlgini gostermektedir. Turkiye'de Covid-19 pandemisi ile miicadelenin lideri ve
s0zclisii konumunda bulunan Bakan Koca'nin mesleki itibari, deneyimleri ve konustugu
konu Uizerinde tecriibe sahibi oldugunu belirtmesi, halk nezdinde kaynak gtivenilirligini
ve ethos ikna bileseni dahilinde inandiricihgini artiran unsurlar olarak degerlendirilebilir.
Bakan Koca'nin ayni zamanda Covid-19 pandemisi ile ylritilen miicadeleyi desteklemesi
amaciyla kurulan Bilim Kurulu’nun Bagkani konumunda bulunmasi, kontrol ve uzmanlhk

46 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 27-62



Caglayan, S

guicl ile kaynak glivenilirligini pekistirmektedir. Bakan Koca'nin gerek basin aciklamalari
sirasinda basin mensuplarindan gerekse sahsi sosyal medya hesaplari tizerinden
vatandaslar tarafindan yoneltilen oneri ve elestirileri nazik, anlayish, kimi zaman da
esprili bir sekilde yanitlamasi, muhalif kesimler de dahil genis bir kitlenin takdirini
toplamistir. Bu davranis, kamuoyu tizerinde karizmasini artirici bir etki gdstermektedir.
Ornegin bir basin toplantisi sirasinda Bakan Koca, bir gazeteciden gelen sitemi“Kusura
bakma kizim!” seklinde yanitlamis ve bu cevabi biiylk begeni toplamistir. Bu 6zelligi,
ethos ikna unsurunu olumlu yonde desteklemektedir.

Bununla birlikte, s6zcii konumunda 6ne c¢ikan aktor Bakan Koca olsa da siireci
yoneten diger aktorler de kaynadin bir parcasi durumundadir. Bakan Koca’'nin T.C.
Cumbhurbaskani ile ¢esitli bakanlklari pandemiile miicadele siirecinin aktorleri ve karar
alicilan olarak belirtmesi ve kimi sdylemlerinde “biz” diyerek ilgili aktorleri ifade etmesinin
mubhalif kesimlerin nezdinde kaynagin givenilirligini dustrict bir etken olacagini
belirtmek miimkiindir. Bu noktada, ethos bileseninin hedeflenen kitle tizerindeki ikna
ediciligini kismen yitirebilecedi yorumu yapilabilir. Ayni zamanda, Bakan Koca'nin kendi
uzmanlhgini T.C. Cumhurbaskani ve diger bakanlarin uzmanhgu ile pekistirerek, muhalif
olmayan kesim Uzerinde ikna ediciligi artirabilecegi de g6z ardi edilmemesi gereken
bir durumdur.

Climleler ana kategorilerden bagimsiz olarak alt kategoriler bazinda karsilastirldiginda,
en sik basvurulan ikna 6gelerinin %43,5 oraninda aciklama ciimleleri (logos), (6rnedin
“Biz sorunu siyasal dille, siyasal bir icerikle ele almadik; bilimsel bir yontemle ilerledik,
bilimsel veriler dogrultusunda kararlar verdik”); %8,8 oraninda istatistiki verilerin
aktanldigi cimleler (logos), (6rnedin “Son bir glinde Norvec'te 85, Avusturya'da 179
olmak lizere, giderek hizla artan bir salgini gérliyoruz”); %7,9 oraninda istek ve degerlere
dokunan ciimleler (pathos), (6rnegin “Hayat yolculugunda evlatlarinizin, vereceginiz
tavsiyelere ihtiyaci var”); %7,6 oraninda gerceklestirilen uygulamalarin etkililigini ifade
eden cuiimleler (ethos), (6rnedin “vakalari hizli tespit etme gliciimiiz s6z konusu, bu
tespitlerle viris tasiyan hastalari izole ediyoruz, toplumu koruyoruz”) ve %5,3 oraninda
kanitlarin sunuldugu (logos), (6rnegdin “Burada da yasla birlikte vefat edenlerin oraninin
ne kadar arttigini da gérmus oluyoruz”) cimleler oldugu goriilmektedir. Bu tablo, Bakan
Koca'nin, konusmanin geneline hakim olan agiklama climlelerinde istatistiki verilerden
(logos) yararlanirken duygusal bilesenleri (pathos) ihmal etmedigi, yaklasik oranda
kaynadin cekiciligi (ethos) unsurlarindan yararlandigi seklinde yorumlanabilir.
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Retorigin Bes Kanonuna Dair Bulgular
Diizenleme Boliimlerinin Analizi

Diizenleme bolimi kapsaminda 1.801 adet climlenin dagihimi, giris, dykileme,
kanit, reddetme/clirlitme ve sonug bolliimlerine gore analiz edilmistir. Konusmalarda
giris cimleleri %8,5, dykiileme/anlatim ctimleleri %77,8, kanit ciimleleri %5,6, ¢liritme
cimleleri %0,6 ve sonug ciimleleri %7,5 oraninda dagilim gostermektedir (Bkz. Table
2). Konusma boltmlerinin timinde agirlikli olarak dne ¢ikan ikna bileseni logos'tur.
Konusmalarda toplam 49 adet hitap ve selamlama climlesi yer almaktadir. Bu cimleler
stil bolimunde degerlendirmeye alinmistir.

Konusma boliimlerinde ethos ikna bileseni alt kategorinin agirlikli olarak kullanimi
Tablo 3'te gosterilmektedir. Giris bolimlerinin cogunlugunda %1,6 oraninda kararlilik
ifade edilen ciimlelere yer verildigi gériilmektedir. Oykiileme, kanit ve sonuc béliimlerinde
Bakan Koca, agirlikli olarak gerceklestirilen uygulamalarda elde edilen basarilari ifade
etmektedir. Bu bolimlerin her birinde, ethos ikna bileseni alt kategorilerinde 6ne ¢ikan
clmlelere 6rnekler soyledir:

Kararlilik:“Bakanh@imiz kisa stirede kiiresel tecriibelerin gerektirdigi her adimi atmaya
devam edecek”.

Cesaret: “Saglik sistemimizin glicii hepimize gliven verecek diizeydedir”.
Meydan Okuma: “Felaket tellalligi yapan kimilerine de yine pirim vermiyoruz”.

irade Beyan Etme:“Yogun talebi kiiciik cikarlar ugruna suistimal eden bazi malzeme
ureticilerine gerekli kati yaptinmlar uygulanmistir ve uygulanmaya devam edilecektir”.

Uygulamalarin Etkililigi:“Eger bu derece hazirlikli olmasaydik, tedbirleri zamaninda
almamis olsaydik riskli gruplarin bircogunda ¢ok yiiksek vefat oranlari olurdu”.

Hakli Cikma:“Dolayisiyla ben gecen hafta séylemistim. On binlere gelecegimizi ifade
etmistim. Simdi 15.000'i bulduk”.
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Konusma bolimlerinde pathos ikna bileseni alt kategorinin agirlikh olarak kullanimi
Tablo 4'de gosterilmektedir. Bollimler bazinda en yogun vurgulamalarin %28,8 oraninda
istek ve degerlerin cekiciligi kategorisinde, dykileme bolimlerinde gerceklestigi
gériilmektedir. Oykiileme béliimlerinde en yogun kullanilan ikinci 6ge %22,8 oraninda
korku cekiciligi, Gglincl 6ge ise %23,5 oraninda 6dil cekiciligidir. Bu oranlar konusma
bolimlerinin genelinde benzer oranda artip azalmaktadir. Pathos 6gelerine dykiileme
bélimlerinden sonra en fazla giris boliimlerinde, en az sonug boliimlerinde yer verilmistir.
Kanitlama ve reddetme/cliriitme bolimlerinde ise pathos 6gelerine yer verilmemistir.
Bu boliimlerin her birinde, pathos ikna bileseni alt kategorilerinde 6ne ¢ikan climlelere
ornekler soyledir:

Odiil Cekiciligi:“Tablolar, dikkatle bakildiginda, listesinden geleceksiniz direnin diyor”.

Korku Cekiciligi:“Virlisiin guici denemeye kalkacagimiz bir gii¢ degil, tanimadigimiz
bir gli¢”. “"Koronaviris aradigi temas ortamini bulursa size kolayca bulasacaktir”.

istek ve Degerlerin Cekiciligi: “Bilmenizi istiyorum ki ilac bakimindan tipki bugiinkii
gibi imkanlarimiz yine olsa, saglik sistemimiz tipki su an oldugu gibi olsa fakat gliven
eksik olsa biz bu noktaya gelemezdik. Miicadelenin goriinmeyen kahramanlari bu
micadeleye giiven duyanlardir”.

Konusma bdélimlerinde logos ikna bileseni alt kategorinin agirlikli olarak kullanimi
Tablo 5'de gosterilmektedir. Bolimler bazinda en yogun vurgulamalarin %51 oraninda
aciklama kategorisinde, dykiileme ve sonug boliimlerinde gerceklestigi gorilmektedir.
Oykiileme béliimlerinde en yogun kullanilan ikinci 6ge %10,5 oraninda istatistiki
verilerden yararlanmadir. En yogun uglincli vurgulama ise kanit bélimlerinde %6, 1
oraninda ispatlarin (kanitlarin) sunulmasi seklinde gerceklesmistir. Kanit béltimlerinde
ispatlar yapilirken %1,3 oraninda istatistiki verilerden, %0,2 oraninda kiyaslama ve
neden gosterme 6gelerinden yararlaniimistir. Bakan Koca giris bolimlerinde
acitklamalardan sonra en fazla, netlik ifade eden climleler ile istatistiki verilere yer
vermistir. Konusmalarinda 6ne sirilen ifadeleri ¢lritmek icin %0,6 oraninda
kanitlamalardan yararlanmistir. Kiyaslama climlelerine ise %5,9 oraninda en fazla
oyklleme bolimlerinde, en az giris bolimiinde yer verilmistir. Sonug boltimlerinde
aciklama ctimlelerinin agirligini korudugu goérilmektedir. Bu bolimde aciklamalardan
sonra en fazla yer alan 6geler, netlik ifade eden climlelerdir. Bu bolimlerin her birinde,
logos ikna bileseni alt kategorilerinde 6ne ¢ikan ciimlelere 6rnekler soyledir:
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istatistiki Veriler Sunma: “Bugiin 37.535 yeni testin sonucunu aldik. Bu sonuclara
gore 3.083 yeni hasta tespit edildi. Yani buglin diine gére 6nemli oranda hasta sayisinin
dustiguni goriyoruz. Hasta sayimiz 98.674%e ulasti”.

Kiyaslama: “Kesik olan ¢izgi diinyadaki ortalama 6lim oranlarini gostermekte.
Asagidaki grafik ise Tirkiye'deki 6lim oranlarini gdsteren bir tablo. Yani kesik ¢izgiye
paralel seyretmedigini, 6lim oranlarinin stabillestigini, diinyada giderek artan ama
Turkiye'de giderek stabillestigini gosteren bir tabloyu ¢cok net goriiyoruz”.

Kanit Gosterme:“Vakalarin pnédmoni yani zatlirre olma orani her gecen giin azaldi.
Kirmizi cizgiyle de gordillyor. Yukaridan asagiya %60°dan %2'ye kadar vakalarin zatiirreye
donlstim orani diistl. Hastalarimizdaki tablo artik cok daha zor anda pndmoniye
dontismektedir. Bu da hastaligi erken teshis edip, hizli ve erken, basarili bir tedavi
uyguladigimizi gosteren dnemli bir tablo”.

Ornek Sunma:“Sizlere ilk vakamizdan hastaligin bulastigi kisileri gésteren bir sema
gostermistim hatirlarsaniz. iste bu sema, her vakamiz icin tek tek calistigimiz filyasyon
calismasinin bir érnegiydi”.

Aciklama:“Arastirmalarin basariyla sonug¢lanmasi yoniinde umudumuz ve inancimiz
var. Fakat uygulama suandaki ihtiyacimiza cevap verecek hizda gerceklesmeyecektir”.

Neden Gosterme:“Bugiin miicadelenin kapsami genislemis durumda. Toplum olarak
hastaliga karsi daha iyi organize olabilmemizicin farkli ihtiyaglar ortaya ¢ikti. Toplumsal
konularda alinacak tavsiye kararlarina yapilacak yénlendirmelere gerek duyuyoruz”.

Netlik: “izolasyon bugtin icin saglhkli gecerli tek hayat tarzidir”.
Konusmalarin Stil Yoniinden Analizi

Bakan Koca'nin climlelerinde %66,9 oraninda acik/basit ifade kullanimi dikkat
¢ekmektedir (Bkz. Tablo 6). Basit ve stisli ciimle yapilarinin diizenleme béltimleri icindeki
dagilim oranlarinin, bu bolimlerde yer alan climle sayilari ile paralel seyrettigi
gorilmektedir (Bkz. Tablo 2). Suslullk 6geleri tasiyan climleler, agirlikl olarak giris ve
oykuleme boélimlerinde yer almaktadir. Bakan Koca konusmalarinin genelinde yalin
ve anlasilir bir dil kullanmistir.
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Konusma metinlerinde %33,1 oraninda sisli climle yapilarina yer verildigi
gortlmektedir (Bkz. Tablo 7). Bakan Koca'nin hitabetinde 6ne ¢ikan susliilik 6gesi %19,7
oraninda cesaretlendirme ve motive etmeye yonelik ciimlelerdir. Konusmalarda 6ne
¢ikan motivasyon ciimleleri sunlardir:

“Arastirmalarin basariyla sonuc¢lanmasi yéniinde umudumuz ve inancimiz var”.
“insanlik nice biiyiik tehlikelerin hakkindan geldi. Burada da biz basariya ulasacagiz”.
“Emin olun hep birlikte bu hasari en aza indirmis oluruz”.

Pandemi ve salginlar, saglik sorunlarinin yaninda panik, kargasa, ayrimcilik gibi
negatif sosyal etkilere de neden olmaktadir. (TUBA, 2020, pp. 19-32). Bu siirecte liderlerce
dogru yiratilen iletisim calismalari, halkin sakinligini korumasina yardimci olmaktadir.
Bu dogrultuda Bakan Koca'nin ifadelerinde secici davrandigi gorilmektedir. Yukarida
yer alan 6rnek cimlelerde Bakan Koca, panik ve kargasa durumunu yatistirarak gliven
duygusu yaratmaya yonelik cesaret verici vurgular kullanmaktadir.

Climlelerde 6ne gikan ikinci stsliilik 6gesi %17,7 oraninda jargonlardir. Kullanilan
n u N 7}

jargonlar arasinda “filyasyon”, “pndmoni’, “aplikasyon’, “entiibasyon’, “kronik hastalik”
gibi tibbi terimleri yer almaktadir.

Konusmalarda yer alan U¢linci stisliltik 6gesi, %12,2 ile mecaz yapilardir. Kullanilan
mecazlar arasinda“ylizlesmek’,“bulgulara dayanmak’,“nokta atisi yapmak”; gibi ifadeler
yer almaktadir.

Konusmalarda 6ne ¢ikan dordinci suslilik 6gesi, %10,5 ile karsilagtirmalardir.
Konusmalarda karsilastirmalar yogunluklu olarak iki ana kategoride yapilmustir. ilk
kategoride Turkiye siklikla Covid-19 vakalarinin yogun oldugu diger Glkelerle

karsilastiriimaktadir:

“Diger Ulkelerden farkliyiz. Biz bir ispanya bir Amerika degiliz. Hastaliga erken
mudahale etme imkanlarimiz, klinik sikayeti olan hastamizla ilgilenme gliciimiz var”.

ikinci kategoride ise tibbi tedavi siireci ve sonuclar karsilastirnimaktadir:

“Altmis bes yas Ustl alt hastaligi olup kendisi basvurarak hastaneye yatan vakalarda
yogun bakim ihtiyaci %11 iken, filyasyon sonrasi takip altinda olup erken tedaviye
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baslananlarda yogun bakim ihtiyaci %4 oldu”. “Ayni sekilde bu yas grubu hastalarda
entlibasyon ihtiyaci %5,71'den %2,43'e diistU".

Konusmalarda 6ne ¢ikan besinci sislilik 6gesi, %9,8 oraninda deyimlerdir. Bakan
Koca'nin kullandigi deyimler arasinda“altini cizmek”, “tedbiri elden birakmamak’, “taviz
vermemek’, “bir noktaya varmak’, “ortaya koymak” gibi yapilar yer almaktadir.

Konusmalarda 6ne ¢ikan altinci stislilik 6gesi, %7,4 oraninda hitaplardir. Bakan
Koca hitaplarinda yogun olarak medya mensuplarina seslenmektedir. Konusmalarda
one ¢ikan hitap climleleri,“Degerli Basin Mensuplari’,“Aziz Vatandaslarim®, “Saygideger
Vekillerimiz’, “Ailelerimizin Degerli Fertleri’,"Gen¢ Arkadasim Can”, “Ali Bey’, “Turkiye’'nin
Biitiin illeri, Trkiye'nin Butiin ilceleri, Turkiye'nin Bitiin Kéyleri”, “Sehir Sehir, Sokak
Sokak, Ev Ev Tiirkiye, Ulkemin Dért Bir Yani, Ulkemin Biitiin insani, Bugiinleri Saglik
icinde Geride Birakma Miicadelesini Veren 83 Milyon” climleleridir. Konusmalarda
hitaplarin gesitlilik arz ettigi goze carpmaktadir. Bu sekilde gerceklestirilen hitaplarin,
dikkatleri Gizerine cekmede daha etkili olabilecegdi sdylenebilir. Bakan Koca’nin ismen
gerceklestirdigi hitaplar, hedef kitle ile arasinda samimi bir bag kurmaya yardimci olarak,
ifadelerin hedef kitle Gizerinde daha etkili olmasini saglayabilmektedir.

Konusmalarda one ¢ikan yedinci susluliik 6gesi, %5,1 oraninda benzetmelerdir.
Bakan Koca'nin yaptigi benzetmelere 6rnekler séyledir:

“Bu, sizler icin gece glindiiz gorev basinda olan bir saglk ordusudur”.
“Biz ¢cok daha buyuk bir bahar bekliyoruz”.
“Salgina karsi verdigimiz savasta, meclisimizden personelimizicin bir kalkan istiyorum”.

ilk cimlede Turkiye'de hizmet veren tiim saglik calisanlarinin olusturdugu topluluk
bir orduya benzetilerek giicliiliik unsuru pekistirilmektedir. ikinci cimlede Covid-19
pandemisinin sona ermesinden sonra baslayacak siire¢, canlanmayi, tazelenmeyi,
toparlanmayi ifade edecek sekilde bahara benzetilmektedir. Uciincii ciimlede kalkan
benzetmesiile ifade edilen olgu ise Saglikta Siddet Yasasi ve bu yasanin koruyuculugudur.

Konusmalarda 6ne ¢ikan sekizinci susliliik 6gesi, %4,6 oraninda yliceltmedir. Bakan
Koca'nin konusmalarinda yaptigi yliceltme ifadelerine drnekler “Diyebilirim ki Turkiye,
bu sinavdan ylziiniln akiyla ¢ikt1”, “Bu Tirk tibbinin basarsidir”, “Blytk basarinin
kahramani sizlersiniz” ciimleleridir. Bakan Koca aciklamalarinda saglik calisanlarinin

52 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 27-62



Caglayan, S

Ozverisini ve tedavideki basarilarini kutlayip, kurallara uygun hareket eden halka
minnetlerini sunarak onlari yliceltmektedir.

Konusmalarda 6ne ¢ikan dokuzuncu susliliik 6gesi, %3,8 oraninda tesekkir
climleleridir. Bakan Koca tesekkiir cimlelerine siklikla sonug bélimlerinde, konusmanin
son sozu olarak yer vermektedir. Bununla birlikte konusma icinde gecen tesekkiir
climlelerininicerigine bakildiginda sartlama ve motivasyon 6gelerinin kullanimi dikkat
cekmektedir. Ornek olarak “Saglik calisanlarimiza salgin siirecinde gdsterdikleri,
gostermeye devam edecekleri 6zveri icin daima mutesekkiriz” cimlesinde Bakan Koca
saglik calisanlarina tesekkiir ederken, onlari gosterdikleri 6zveriye devam etmeleri
yoninde kosullandirmaktadir. “Bunu dogrulukla titizlikle yapan medyamiza tesekkir
ediyorum”climlesinde ise Koca, medyanin tek kaynaktan bilgi alarak yayin iceriklerinde
tek seslilikle hareket etmesinden dolayi tesekkiir etmektedir. Bu climle ayrica, medyanin
bu strekliligi saglamasina yonelik bir motivasyon unsuru 6zelligi tasimaktadir.

Konusmalarda 6ne ¢ikan onuncu suslilik 6gesi, %2,7 oraninda kisilestirmedir.
Kisilestirmeler genellikle “Ozgiirliigiimiizii risk kisitlyor”, “Bir viriis diinyayi tehdit ediyor”,
“Bu hastalik biitiin diinyada hayati degistirecek bir yayilma kabiliyetine sahip”
clmlelerinde gorildigu sekilde viris, hastalik ve risk kavramlari Gizerinden yapilmaktadir.
Bu ¢ kavram lizerinden yapilan kisilestirmelerde korku ¢ekiciligi unsurunun (pathos)
one ¢iktigi gorilmektedir.

Konusmalarda 6ne ¢ikan on birinci suslilik 6gesi, %1,2 oraninda yalanlamadir.
Yalanlama, 23.03.2020 tarihli basin aciklamasinda toplam 7 ciimle ile yer almaktadir.
Bu bolimde Bakan Koca Tirkiye'nin ilgili tedbirleri ciddiyetle almamis Ulkelerle
kiyaslanmasinin rasyonel olmadigini, “Turkiye onu gevreleyen risklere rest ¢cekerek
blylik zaman kazandi. Tiirkiye sagduyulu bir politika izledi. Sosyal psikolojiyi titizlikle
dikkate aldi. Panige yol acarak hastaligin yayllmasina neden olacak strateji ve
uygulamalardan uzak durdu. Risk alanini daraltti” cimlelerini kanit seklinde ifade ederek
belirtmektedir.

Konusmalarda esit oranda (%1,0) 6ne ¢ikan on ikinci suslilik 6geleri, tanimlama,
selamlama ve slogandir. Bakan Koca konusmalarinda tanimlama unsuruna genellikle
Covid-19 virtsu ile filyasyon uygulamalarinin detaylarini agiklarken yer vermektedir.
Konusmalarda “Hayat eve sigar”, “Temas, mesafe, izolasyon”, “Aldigimiz tedbirler kadar
glcliyliz’,“Hareketi azalt, izolasyonu artir” sloganlarina yer verilmistir. “Hayat Eve Sigar”
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slogani, Saglik Bakanhgi tarafindan hayata gecirilen mobil uygulamanin adi olarak da
kullanilmaya baslanmistir. Kullanilan sloganlarin, sosyal mesafeyi korumaya ve sosyal
izolasyonu saglamaya yonelik olarak kodlandigi goriilmektedir. Konusmalarda selamlama
climlelerine giris ve sonug boliimlerinde yer verilmektedir. Bakan Koca halki su cimlelerle
selamlamaktadir: “Hepinize saygi ve selamlarimi sunuyorum”, “83 milyon insanimiza
sevgi ve hiirmetlerimi sunuyorum’,“Bu duygularla, glcli birinangla hepinizi selamliyorum’,
“Sizi saglk dileklerimle saygiyla selamliyorum”. Selamlama ctimlelerinde saygi, sevgi,
hiurmet, selam, saglik ve inang kelimeleri ciimle baglami icinde degerlendirildiginde
konusmacinin hitap edilen kitle ile duygusal bag kurmayi, olumlama, nezaket ve
motivasyon duygulari yaratmayi amacladigi ve pathos ikna bilesenini n plana ¢ikardigi
gorilmektedir.

Konusmalarda yer verilen on tgtinc sislilik 6gesi, %0,9 oraninda tebriktir. Tebrik
unsuruna yer verilen cimleler “Toplum, titiz haberciligi takdir ediyor. Sizi gdniilden
kutluyorum?”, “Sézlerimin basinda drnek davranislariyla micadelemize destek olan
genclerimizi kutluyorum’, “isine giderken, mecburiyet geregi disari cikarken tedbirden

o0diin vermeyen insanlarimizi kutluyorum’,“Ben, bu duygularla ramazaninizi kutluyorum'’
climleleridir.

Konusmalarda en az yer verilen sisluliik unsurlari glizel adlandirma, 6vgi ve
orneklemedir. Bakan Koca“Eger bunu basaramazsak kayiplarimiz artacak” cimlesinde
goruldugi gibi “6lim” kelimesi yerine “kayip” kelimesini kullanarak glizel adlandirma
yapmaktadir. Ovgii unsuru ise saglik sistemine yonelik kullanmaktadir.

Konusmalarin Sunus Ozellikleri Yoniinden Analizi

Saglik Bakani Fahrettin Koca basin aciklamalarinin timind bir masada oturarak
gerceklestirmektedir. Beden hareketleri sabit, dingin ve stabildir. Lacivert ya da siyah
ceket, beyaz gomlek ve desensiz kravat takmaktadir. Bakan Koca konusmalarini yazili
bir metni okuyarak gerceklestirmektedir. Ses tonu glicli, telaffuzu anlasilir ve ritmi
yavastir. ifadelerin niteligine yonelik olarak ses tonu, vurgu ve ifadelerinde fark edilir
bir degisiklik olmamakla birlikte durgundur.

Surecin gerekleriyle uyumlu olacak sekilde Bakan Koca tiim konusmalarinda ciddi,

agir bash bir yiiz ifadesi takinmaktadir. Konusmalarin hicbirinde 6fke, kizginlk gibi
negatif tavirlar ile neselilik, gUler ytizltllk gibi pozitif ifadeler yer almamaktadir. Sakin
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ve dingin oldugu go6ze carpan Bakan Koca'nin bu tutumu, dinleyicide, stirecin kontrol
altinda tutuldugu izlenimini yaratmak, boylelikle olasi kaygi ve panik durumunun 6niine
gecmeye yonelik bir stratejiyi sergilemek adina bilingli olarak tercih edilmis olabilecegi
seklinde yorumlanabilir. Agiklamalarini bir metni okuyarak yapiyor olsa da 6zellikle
hitap cimlelerinde dinleyicilerle g6z temasi kurmayi birakmamaktadir.

TARTISMA VE SONUC

Kamu glivenini saglamanin esas oldugu salgin gibi kriz durumlarinda, sureci
yonetmekle sorumlu liderlere halk ne kadar gliven duyarsa, alinan énlemleri o oranda
benimseme egilimi gostermektedir. Zayif bir iletisim, krizin olumsuz etkilerini daha da
kotilestirebilmektedir (ECDC, 2011, pp. 8-9). Halki bilgilendirerek uyarma misyonu
tasiyan kriz iletisimi, bu slirecte halkin endiselerini yatistirmak icin yuritulen ¢cabalara
destek olmaktadir (CDC, 2014, p. 6). Bu dogrultuda liderlerin benimseyecedi tutumile
birlikte yurltecekleri hizh ve seffaf bilgi akisi, kriz stireclerinde olusan korku ve panik
durumlarini sakinlestirmede énemlidir. Bu bilgiler 1siginda bakildiginda, Turkiye'de
Covid-19 pandemisi slirecinde, s6zcli konumunda halka hitap eden Saglik Bakani
Fahrettin Koca’'nin gerek kisisel Twitter hesabinda gerekse ulusal basin karsisinda
gerceklestirdigi basin toplantilarinda sik stk mevcut durum hakkinda bilgilendirme
yaptigi ve alinmasi gereken dnlemler hakkinda uyarilarda bulundugu, giinlik paylasilan
pandemi verileri ile hizli bilgi akisi gerceklestirdigi gozlemlenmistir. Bu
degerlendirmelerden hareketle bu ¢calismada, Covid-19 pandemisinin yarattidi risk ve
korku suirecinde 6ne cikan aktor olan Saglik Bakani Fahrettin Koca'nin, ideolojik ya da
siyasi olmaktan 6te, daha ¢ok bilimsel bir alanda ve pandemi siirecinde halka yonelik
gerceklestirdigi konusmalarin, halki ikna etmeye yonelik 6ne siirlilen argiimanlar, ikna
bilesenlerinin yogunlugu, hitabet tarzi ve konusmanin yapisi bakimindan incelemek
ve Ozelliklerini ortaya koymak amaclanmistir.

Aristoteles, retorik sanatinda karakterin (ethos), konunun ne oldugundan bagimsiz
olarak ikna etmede en 6nemli 6ge oldugunu belirtmektedir (2018, p. 27). Buna karsin,
Aristoteles’in U ikna kanitina yonelik olarak gerceklestirilen analizde, konusmalarda
en az 6ne ¢ikan ikna bileseninin ethos 6gesi oldugu tespit edilmistir. Ethos 6gesinde
Bakan Koca'nin en fazla basvurdugu unsur, gerceklestirilen uygulamalarin etkililiginin
ifade edilmesidir. Bununla birlikte Bakan Koca'nin mesledi ve deneyimleri ile basin
aciklamalari sirasinda o donemde sergiledigi olumlu davranis yansimalari, ethos ikna
bilesenini destekler niteliktedir. Konusmalarda dne ¢ikan ikinci ikna bileseni pathos
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o6gesidir. Pathos 6gesinde ise Koca'nin istek ve dederlerin cekiciligi unsurlarina siklikla
yer verdigi gorulmektedir. Gergeklestirilen basin agiklamalarinda en fazla 6ne ¢ikan
retorik ikna bileseni logos 6gesidir. Aristoteles’e gore retorikte, bir konusmanin
sozclklerinde, arglimanlarinda veya mantiginda bulunan kanitlara bagvurmak icin
logos 6geleri kullaniilmaktadir (Herrick, 2013, p. 82). Kiiresel salginlarin yonetiminin
oncelikle tibbi ve idari disiplinlerle gerceklestirildigi g6z dniinde bulunduruldugunda,
Fahrettin Koca'nin saglik alanindaki verileri ve uygulamalari sunarak kamuoyunu mantiki
gerekgeler ve kanitlarla ikna etmeye yonelik cabasi ile Covid-19 pandemisinin yarattigi
kriz siirecinde kamuoyunun daha fazla ihtiya¢ duyacagi gliven duygusunu asilamayi
hedefledigini ve endise ile panik yayiliminin kontroliini saglamaya calistigini sdylemek
mumkuindir.

Retorigin bes kanonundan ikincisi olan diizenleme kanonu baglaminda gerceklestirilen
analize gére konusmalara hakim olan béliim éykiileme/anlatimdir. Oykiileme bdlimlerini
yogunluk olarak takip eden boliimler sirasiyla giris, sonug, kanit ve reddetme/clritme
bolumleridir. Bakan Koca konusmalarinda, tiim halka hitap etmektedir. Demografik,
ekonomik ve sosyo-kiiltirel acilardan farkhliklar gosteren bir kitleye yonelik
gergeklestirilecek hitabet, bu farkhliklar g6z éniinde bulundurularak titizlikle
yapilandirilmahdir. ifadeler net, akici ve aciklayici olmalidir. Eldeki veriler
degerlendirildiginde, Fahrettin Koca'nin konusmalarinin bolimlere ayrilarak
yapilandinldigi, kamuoyunun, tizerinde durulan konularin baglamini anlamasi icin
yeterli bilgi saglamak adina (McKay, & McKay, 2011) dykiileme béliimlerine ve agiklamalara
agirhkl olarak yer verildigi, ikna 6gelerinin alt bilesenlerinin kullaniminin ilgili her
bolimde konunun baglamina gore diizenlendigi gorilmektedir. Kriz ve panik
durumlarinda, toplum icin 6nemli olan hayati bilgilerin kamuoyuna dogru bir sekilde
ulastirlmasi oldukga zordur (Sentell, Vamos, & Okan, 2020, pp. 2-13). Cesitlenen medya
araclariile artik herkesin icerik olusturabilir ve paylasabilir duruma gelmesi, dogrulugu
teyit edilmemis bilgilerin de paylasilabilmesi dolayisiyla kontrolii daha da zorlagtirmaktadir.
ihtiyac duyuldugunda giivenilir bilgi ve kaynaklara erisimi kisitlayan infodemi durumu
(World Health Organization, 2020), Covid-19 pandemisi strecinde llkeler ile cesitli
kuruluslari ek dnlemler almaya yoneltmistir. Bu ortamda Bakan Koca'nin, siirecin basindan
itibaren diizenli olarak gerceklestirdigi basin aciklamalari, infodemi ile miicadelede
anlamli ve degerli bir caba olarak gorilmelidir.

Aristoteles (2018) dilin siradan ya da abartili degil, olmasi gerektigi sekilde
yapilandirilmasini sdyler (p. 171). Cicero'ya (1855, p. 148) goreyse hatibin dili siisl ve
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bilgiden bol olmalidir. Aksi halde hitabet bos ve neredeyse garip bir kelime akisi haline
gelecektir. Gergeklestirilen analizde Bakan Koca'nin, konusmalarinda uzun, karmasik,
yorucu ciimleler kullanmaktan kacindigi tespit edilmistir. S6ylemlerinde yalin ve kisa
ctimleler agirhkli olarak yer almaktadir. Konugmalarin Tiirkiye’'nin geneline hitaben
yapildigi ve siklikla tibbi aciklamalar icerdigi g6z dnlinde bulunduruldugunda ctimlelerin
dogru bir strateji ile yapilandirildigi goriilmektedir. Bununla birlikte konusmalarda
susliliik 6geleri de mevcuttur. Bakan Koca'nin ciimlelerinde en fazla yer verdigi stsliliik
o0geleri, motive edici cimleler, mecazlar, karsilastirmalar, hitaplar, deyimler ve
benzetmelerdir. Bakan Koca'nin, kullandidi susltliik unsurlari ile kamuoyunun ilgisini
devam ettirmeyi, konusmalarini siradanliktan uzaklastirmaya calistigi, boylece soylemi
canli tutmayi hedefledigi soylenebilir. Konusmalarda hitaplarin cesitlilik arz ettigi goze
carpmaktadir. Bakan Koca'nin 6zellikle samimi, yliceltici ve Tirkiye genelinde yaygin
olarak kullanilan“Hatice Hanim” ve “Ali Bey” gibi kadin ve erkek isimleriile hitap etmesinin
dikkatleri gerceklestirilecek agiklamalara yoneltmede daha etkili olabilecegi sdylenebilir.
Bakan Koca'nin ismen gerceklestirdigi hitaplar, hedef kitle ile arasinda samimi bir bag
kurmaya yardimci olarak, ifadelerin hedef kitle tizerinde daha fazla etki birakmasini
saglayabilmekte ve dinleyicilerin konusmaya gosterecegi dikkat stiresini uzatabilmektedir.

Cesitli coskularin yansitilabilmesi icin sesin kullanimi 6nemlidir. Yiiksek ya da algak
bir tonda olmasindansa ikisinin arasinda bir ton tercih edilmelidir (Aristoteles, 2018, p.
170). Bakan Koca’'nin konusmalari sunus ozellikleri kapsaminda incelendiginde ses
tonunun uygun tonda ve glicli, telaffuzunun anlasilir, ytiz ifadesinin ciddi oldugu
gorilmektedir. Bakan Koca konusmalarinin tiimiinde sakin ve dingindir. Dinleyici ve
izleyicilerle g6z temasi kurmayi ihmal etmemektedir. G6z temasinda bulunmak,
konusmacinin dogru ifadelerde bulundugunu sezdirmekte ve gliven duygusu
yaratmaktadir. Avrupa Hastalik Onleme ve Kontrol Merkezi (ECDC) raporuna (2011)
gore krizleri yonetmekten sorumlu kuruluslara halkin gliveni ne kadar yiiksek olursa,
Onerilen 6nlemlerin halk tarafindan benimsenmesi de o oranda ytiksek olmaktadir (pp.
8-9). Bu dogrultuda yansittigi bu beden dili kodlari ile Bakan Koca'nin kamuoyu igin
glivenilir bir lider olmayi hedefledigi gorilmektedir.

Tdm bu bulgular, Tirkiye Saglik Bakani Fahrettin Koca’nin kamuoyuna hitaben
gerceklestirdigi basin aciklamalarinda retorik unsurlarinin genis kapsamda yer aldigini
gb6stermektedir. ifade edilen olumlu durumlar ve bu durumlarin kaniti niteligindeki
verilerin siklikla paylasiimasi ile korku ve panik durumu azaltilmaya calisilmakta, gliven
asilanmakta ve kamuoyunun cesaretlendirilmesi ve motive edilmesi hedeflenmektedir.
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Konusmalari arasinda yer alan “...insanlik nice biiyiik tehlikelerin hakkindan geldi;
burada da biz basariya ulasacagiz’,”...Emin olun hep birlikte bu hasari en aza indirmis
oluruz” ciimleleri buna 6rnektir. Saglik sorunlarinin yaninda panik, kargasa, ayrimcilik
gibi negatif sosyal etkilere de neden olan pandemi ve salgin (TUBA, 2020, pp. 19-32)
sureglerinde liderlerce dogru yirttllen iletisim calismalari, halkin sakinligini korumasina
yardimci olmaktadir. Yukarida yer alan 6rnek climlelerde Bakan Koca, panik ve kargasa
durumunu yatistirarak gtiven duygusu yaratmaya yonelik cesaret verici vurgular
kullanmaktadir. Bununla birlikte Bakan Koca, kullandigi yalin dil ile iletisimde yasanacak
anlamsal kazalari en aza indirmektedir. Mevcut durum ile uyumlu olarak kullandigi
beden dili kodlar ¢esitli bakis acilarina gore farkl yorumlamaya acik olmakla birlikte,

agirhikli olarak gliven duygusu yansitmaktadir.

Calismada kullanilan iki farkl retorik analiz yontemi arastirmanin givenilirliginin
artinlmasinda fayda saglamis ve kapsami dolayisiyla pandemi siirecinde gergeklestirilen
tek yonli iletisimin retorik 6zelliklerini ortaya koymus olsa da ¢calismanin, Bakan Koca'nin
konusmalarindaki séylemin kamuoyu tzerindeki etkililigini ortaya ¢ikaracak yeni
arastirmalarla desteklenmesi 6nerilmektedir.
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TABLES AND FIGURES
Table 1: Konusmalarda Yer Alan ikna Bilesenlerinin Kategori Bazinda Orani
N % N % N %
ETHOS 183 | 10,2 PATHOS 302 | 16,8 LOGOS 1262 701
Gergeklestirilen - . TR
Uygulamalarin 136 | 7,6 Odu'l .(i:?kl 76 4,2 IStat'.Stlkl 158 8,8
e ciligi Veriler
Etkililigi
irade Beyan Etme | 12 | 7 Korku 1 gp | 47 | Kwaslama/ g, 44
Cekiciligi Karsilastirma
istek ve
Meydan Okuma 1 /1 Degerlerin | 142 | 7,9 Kanit Sunma 95 53
Cekiciligi
Cesaret 1 Al Prnek 20 1,1
GoOsterme
Kararlihk 19 1.1 Aciklama 783 43,5
Neden
Hakh Cikma 14 8 Gésterme 52 2,9
Netlik 74 41
TOPLAM 183 | 10,2 302 | 16,8 1262 70,1

Table 2: Basin Aciklamalarinda Yer Alan Béliimlerin Dagilimi ile ikna Bilesenlerinin Konusmanin Béliimleri
Bazinda Dagilimi

Diizenleme Balimleri Genel Dagilm ETHOS PATHOS LOGOS
N % N % N % N %

Giris 153 8,5 7 4 53 33 79 4,5
Oykiileme/Anlatim 1401 77,8 173 9,8 227 13 973 55,5
Kanit 101 5,6 2 1 0 0 99 5,6
Reddetme/Clritme 11 6 0 0 0 0 11 0,7
Sonug 135 7,5 6 A 22 13 100 57
TOPLAM N=1752 %97,27
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Table 3: Ethos ikna Bileseni Alt Kategorilerinin Diizenleme Bélimleri Bazinda Dagilimi

Caglayan, S

ETHOS ALT KATEGORILERI
Diizenleme Boliimleri Meydan | irade Beyan Uygu- Hakl
Kararlilhk | Cesaret lamalarin Toplam
Okuma Etme P Cikma
Etkililigi
Giri Miktar 3 0 0 0 2 2 7
: Toplam % %1,6 %1,1 %1,1 | %38
Bvkiileme Miktar 16 1 1 12 131 12 173
Y Toplam % %8,7 %0,5 %0,5 %06,6 %71,6 %6,6 %94,5
Miktar 2 2
Kanit Toplam % 0 0 0 0 %1,1 O | o1
Miktar 1 1
Sonug Toplam % 0 0 0 0 %0,5 0 %0,1
Miktar 19 1 1 12 136 14 183
TOPLAM Toplam % %10,4 %0,5 %0,5 %6,6 %74,3 %7,7 %100
Not: Yiizde oranlari kategori bazindadir.
Table 4: Pathos ikna Bileseni Alt Kategorilerinin Diizenleme Béliimleri Bazinda Dagilimi
Pathos Alt Kategorileri
Diizenleme Béliimleri -~ T S istek ve Degerl-
Odiil Cekiciligi Korku Cekiciligi erin Cekiciligi Toplam
Giri Miktar 2 10 41 53
3 Toplam % %0,7 %3,3 %13,6 %17,5
Bvkiileme Miktar 71 69 87 227
Y Toplam % %23,5 %22,8 %28,8 %75,2
Sonu Miktar 3 5 14 22
< Toplam % %1,0 %1,7 %4,6 %7,3
Miktar 76 84 142 302
TOPLAM Toplam % %25,2 %27,8 %47,0 %100
Not: Yiizde oranlari kategori bazindadir.
Table 5: Logos ikna Bileseni Alt Kategorilerinin Diizenleme Bolimleri Bazinda Dagilimi
Logos Alt Kategorileri
Diizenleme Béliimleri | . o
Istatistik | Kiyas | Kanit Ornek Aciklama Neden Netlik | Toplam
Sunma Gosterme
Giri Miktar 6 1 1 2 56 6 7 79
g Toplam% %0,5 %0,1 %0,1 %0,2 %4,5 %0,5 %0,6 %6,3
Ovkiileme Miktar 132 75 5 16 643 42 0/6fs 973
4 Toplam % %10,5 %5,9 | %0,4 %1,3 %51 %3,3 o %77,1
Kanit Miktar 17 2 77 0 2 1 0 99
Toplam % %1,3 %0,2 %6,1 %0,2 %0,1 %7,8
Reddetme/ | Miktar 0 0 7 1 2 0 1 1
Clratme | Toplam % %0,6 %0,1 %0,2 %0,1 %0,9
Sonug Miktar 3 2 5 1 80 3 6 100
Toplam % | %0,2 %0,2 %0,4 %0,1 %6,4 %0,2 %0,5 %7,9
TOPLAM Miktar 158 80 98 20 783 52 74 1262
Toplam % | %12,5 %6,3 %7,5 %1,6 %62,1 %4,1 %5,9 | %100
Not: Yiizde oranlari kategori bazindadir.
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Table 6: Konusma Stilinin Dizenleme Boliimleri Bazinda Dagilimi

DUZENLEME
— . Toplam
Girig Oykiileme | Kanit | Reddetme| Sonug
'5‘ Aglk, Basit
Y | Ifade Miktar % 95%5,3 | 943 9%52,2 | 73 %4,1 4 %0,2 90 %5,0 1.205 %66,9
Kullanimi
Suslalak Miktar % 59%3,2 | 459%254 |27%1,5| 7%04 5%2,5 597 %33,1
Not: Yiizde oranlari kategori bazindadir.
Table 7: Climle Yapilarinin Frekans Analizi
Siisliiliik Ogeleri Frekans (N) Yiizde %
1 Cesaretlendirme / Motivasyon 115 19,7
2 Jargon 103 17,7
3 Metafor / Mecaz 71 12,2
4 Karsilastirma 61 10,5
5 Deyim 57 9,8
6 Hitabet 43 7.4
7 Benzetme 30 51
8 Yiceltme 27 46
9 Tesekkar 22 3,8
10 Kisilestirme 16 2,7
11 Yalanlama 7 1,2
12 Slogan 6 1,0
13 Tanimlama 6 1,0
14 Selamlama 6 1,0
15 Tebrik 5 9
16 Guzel Adlandirma 5 9
17 Ornekleme / Uslama 2 3
18 Ovgli / Methiye 1 2
Toplam 583 100,0
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0z

ilk olarak 2019 yilinin aralik ay1 sonunda Cin'in Wuhan eyaletinde belirlenmis olan yeni
tip koronaviriis, Diinya Saglik Orgiiti tarafindan 11 Mart 2020'de “pandemi” olarak
nitelendirilmistir. Covid-19 pandemisi sadece fiziksel saghgi etkilemememis, tim
diinyada ekonomik, egitimsel, psikolojik ve toplumsal sorunlara yol agmistir. Siddet
olaylarini tetikleyen “ayrimcilik” egiliminde de belirgin bir artis oldugu, ényargi ve
ayrimailigin salginla ayni hizda tiim diinyaya yayildigi g6zlenmistir. Bu tiir olaganustt
durumlarda yasanan ayrimciligin kalici ve degisime direncli oldugu bilinmektedir.
Bu ayrmailik tlrt kurbanlarda yarattigi hasarin yani sira, halkin énlemlere ve
kisitlamalara yonelik tutumlarina, saglikla ilgili politikalarin olusturulmasina da etki
etmektedir. Bu nedenle son derece 6nemli bir insanlik sorunu olan ayrimcilikla bu tir
6zel durumlarda daha giclii bir sekilde miicadele etmek gerekmektedir. Varligindan
cok haberdar olunmayan bir ayrimailik tiiri olan “yascilik” da bu dénemde hizla
yayilmistir. Bu makalede Covid-19 salgini déneminde artan yasciligi temel kuramlar
ve glincel bulgular 1siginda irdelemek amacglanmaktadir. Bu amacla, oncelikle
aynmcilik ve yascilik Gzerinde durulmus ve ilgili kavramlar tanimlanmistir. Ardindan
Psikanalitik Kuram, Evrimsel Yaklasim, Sosyal Kimlik Kurami, Yikleme Kurami ve
Teror Yonetimi Kurami gibi temel kuramsal yaklasimlarin yasciliga iliskin agiklamalari
tizerinde durulmustur. Ayrimciligin pandemi dénemlerine 6zgii dogasi ve bu siirecte
tirmanan yasgilik ilgili kuramlar rehberliginde irdelenmis, Covid-19 salgini sirasinda
tim diinyada ve Tirkiye'de yascihgin ortaya cikis sekilleri gtincel arastirma bulgular
dogrultusunda ele alinmis, konunun medyaya yansiyisi tizerinde durulmustur. Son
olarak, bu stirecte yascilikla miicadele etmek icin altinin gizilmesi gereken gercekler ve
¢6zUm onerileri tartisiimistir. Sonug olarak bu galismada glincel arastirmalar i1siginda
Covid-19 pandemisi déneminde tiim diinyada ayrimcilik egiliminde belirgin bir artis
gozlendigi, ancak Ozellikle yascihdgin belirli yas gruplarindaki bireylere dayatilan
kisitlamalarin da etkisiyle salginla ayni hizda yayildigi ortaya konmustur. Bu durumun,
bilimsel bulgularla belgelenen olumsuz sonuglari da g6zénine alindiginda, ¢ok
disiplinli bir yaklasim gozetilerek yiirtttilecek bir miicadeleyi gerektirdigi aciktr.

Anahtar Kelimeler: Onyargi, aynmcilik, yascilik, yasa dayali aynimcilik, Covid-19
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ABSTRACT

The spread of the coronavirus disease 2019 (Covid-19) was
labeled a “pandemic” by the World Health Organization
on March 11, 2020. It has caused not only health-related
issues but also economic, educational, psychological, and
social problems. Further, discrimination associated with the
pandemic has been observed around the globe. Besides the
obvious negative consequences faced by the individuals
targeted, pandemic-related discrimination has affected
the spread of the virus by influencing public attitudes
toward disease prevention and the restrictions imposed by
authorities. Discrimination toward foreigners, minorities,
and certain religious groups (e.g., Muslims) increased during

this period. Additionally, the pandemic saw ageism spread

that Covid-19 poses a higher risk for individuals over a
certain age, several countries implemented restrictions
specific to those age groups. However, this practice resulted
in the emergence of problems that were not considered
initially, especially the escalation of ageism. This study
examines ageism during the Covid-19 pandemic based on
major theories and current research. First, discrimination
and ageism are defined in detail. Then, pandemic-
related ageism is discussed within the framework of basic
theoretical approaches. Finally, recommendations for
preventing ageism related to the pandemic and in general
are presented. .

Keywords: Prejudice, discrimination, ageism, age-based

discrimination, covid-19

rapidly to become more visible than ever. Acknowledging

EXTENDED ABSTRACT

The coronavirus disease 2019 (Covid-19) was first detected in the Wuhan province
of China in late December 2019, and the outbreak was announced as a Public Health
Emergency of International Concern on January 30, 2020. On March 11, 2020, it was
labeled a“pandemic”by the World Health Organization. This pandemic has caused not
only health-related issues but also economic, educational, psychological, and social
problems at a global scale. During the pandemic, a significant increase in prejudice
and acts of discrimination has been witnessed, triggering violent incidents across the
world.

Prejudice and discrimination have simultaneously grown worldwide during the
Covid-19 pandemic, as seen previously during the SARS and AIDS epidemics. Research
indicates that the discrimination that emerges during such global health crises is a
highly persistent problem that is resistant to change. Besides the obvious negative
consequences faced by those individuals targeted, pandemic-related discrimination
affects public attitudes toward the establishment of health-related policies, social
restrictions, and the prevention of the spread of the virus. Therefore, it is important to
confront all types of pandemic-related discrimination, which have become a human
rights violation issue. Verbal, non-verbal, physical, and other forms of discrimination
against foreigners, minorities, Muslims, healthcare professionals, and individuals of
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Chinese (or even East Asian) origin have escalated during the Covid-19 period across
many countries. The novel coronavirus has also been referred to by some as the“Wuhan
virus” or the “Chinese virus.”

Ageism has spread rapidly and become more visible than ever during the Covid-19
pandemic. It can be defined as any action that is directed toward members of a certain
age group. Ageism refers to a person or persons behaving differently toward others
based solely on their membership of a specific age group; it is directed mostly to older
people. Acknowledging that Covid-19 poses a higher health risk for individuals over a
certain age, many countries have implemented restrictions and specific measures for
those in the at-risk age group. Although this practice is aimed at protecting such
individuals, it has resulted in the emergence of problems that were not considered
initially, especially the escalation of ageism. Social media-based analyses have shown
an approximately tenfold increase in the use of hateful and offensive language targeting
certain groups, including older people. Ageist hashtags such as “#boomerremover”
and “#grandmakiller” have been used on various social media platforms. In the fight
against ageism related to Covid-19, it is important to understand the process, related
concepts, and motivations behind such discriminatory behaviors.

This study examines the increase in ageism during the Covid-19 pandemic based
on major theories and current research. To this end, this study first defines the concepts
of “discrimination” and “ageism” in detail. The phenomenon of ageism, which is a form
of discrimination, is discussed. Pandemic-related ageism is then discussed within the
framework of basic theoretical approaches, including terror management, attribution,
psychoanalytic, social identity, and framing theories, as well as the evolutionary
perspective. Finally, recommendations to prevent ageism related to the pandemic and
in general are made.

Being aware of human tendencies is a good starting point to fight problematic
behaviors such as ageism. Therefore, it is important to understand age-related prejudices
and how relevant processes act in extraordinary conditions, such as a pandemic, and
to develop appropriate, functional, forward-looking measures, as required. It should
not be forgotten that age groups are also heterogeneous like every other group, so
individual differences within these groups should not be ignored. It is important to
recognize not only negative and hostile ageism but also benevolent ageism. Increasing
public awareness of and sensitivity to all types of discrimination, particularly ageism,
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is of prime importance. Therefore, it is necessary to behave respectfully toward older
people and to avoid the use of patronizing and derogatory speech.

In this review, in light of recent research, it was revealed that there is a significant
increase in the number of cases of discrimination during the Covid-19 pandemic.
Ageism has spread at the same rate as the epidemic, with restrictions being imposed
on individuals of certain age groups. Considering the negative consequences
documented in scientific findings, it is clear that this is an emergency that needs to be
handled with a multidisciplinary approach.

GiRiS

ilk olarak 2019 yilinin Aralik ayinda Cin'de gériilen yeni tip coronaviriis Covid-19
(CoronaVirus Disease 2019), 30 Ocak 2020'de (World Health Organization [WHO], 2020e)
‘uluslararasi Gnem arz eden halk saghgi acil durumu’olarak ve 11 Mart 2020'de‘pandemi’
olarak ilan edilmistir (WHO, 2020d). Kiiresel salgin hizla yayilmaya devam etmis, 20
Aralik 2020 itibariyle 216 Glkede toplam 74.879.038 vaka sayisina ulasiimis ve 1.676.236
kisinin 6limiine yol agmistir (WHO, 2020c).

Pandemi sadece saglik sorunlarina ve éliimlere degil, ayni zamanda diinya genelinde
ekonomik, egitimsel, psikolojik ve toplumsal sorunlara yol agmistir. Bunlarin yaninda
tim diinyada siddet olaylarini tetikleyen “ayrimcilik” egiliminin de tirmanisa gectigi,
bu durumun adeta virlisten daha hizli yayilan ayri bir salgina donustiigu gézlenmektedir
(Previtali, Keskinen, Niska, & Nikander, 2020). Bu tir kriz donemlerinde ortaya cikan
ayrimciligin, oldukga kalici, degisime direncli sorunlardan biri olageldigi bilinmektedir
(Oldstone, 1998; Williams, Gonzalez-Medina, & Le, 2011).

Gegmis salginlarda oldugu gibi, yeni pandemide de belirli gruplar daha ¢cok ayrimciliga
maruz kalmis, yeni tip coronaviriis ‘Wuhan virlsi’ ve ‘Cin virtisi’ gibi adlarla anilmaya
baslanmistir (Human Rights Watch, 2020). Bu durum 6zellikle azinlik gruplarina yonelik
irk¢i saldirilar ve yabanci dismanligini artirmistir (Kim, 2020; Nature, 2020). Cin>de
Afrikahlar ikinci dalgaya neden olabilecekleri gerekgesiyle ayrimciligin hedefi haline
gelmistir (Burke, Akinwotu, & Kuo, 2020). Hindistan'da islamofobik sosyal medya
paylasimlari artmistir (Perrigo, 2020). Birlesmis Milletler Genel Sekreteri Guterres (2020a)
salgininin hizla ‘bir insan haklari krizi” haline geldigini vurgulamistir. “Covid-19’un bir
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sonucu olarak nefret séylemi, damgalanma ve yabanci diismanligi artmaktadir” (Guterres,
2020b).

Uluslararasi insan haklari hukukuna gore, her insan mimkiin olan en ylksek saglik
standardina sahip olma hakkina sahiptir. Hilklimetlerin, halk saghidi tehditleri s6z konusu
oldugunda, insan haklarini g6z ardi etmeden, halk saghgina yonelik her turli tehdidi
onleme ve ihtiyaci olanlara ayrim yapmaksizin, adil bir sekilde tibbi bakim saglama
yuktimlultga vardir (Human Rights Watch, 2020). Bliylik oranda bu sorumluluga
dayandirilan, 65 yas ve Ustu (farkh tlkelerde 60, 70, 75 yas) bireyleri konuma amagli
uygulamalar, beklenmedik bir sekilde bu bireyleri ayrimcihgin hedefi konumuna
getirmistir. Covid-19, etnik kokene dayali ayrimcihdin yaninda, ileri yastaki bireylere
yonelik ayrimciligi da giindeme tasimis, koruma amacli alindigi vurgulanan onlemlerin
yascihdi tirmanisa gegirdigi gortlmustir (Ayalon et al., 2020; Panagiotis et al., 2020).

Belirli bir yas grubunu daha ‘yaralanabilir’ olarak etiketlemek hastaligin yayilmasini
onleme ¢abalarini da sabote etmektedir (Mak et al., 2006). Belirli gruplara yonelik ayrimci
ve onyargili séylemler, diger gruplara iliskin gercek disi olumlu 6nyargilara neden
olabilir. Belirli gruplarin yuksek risk altinda olarak hedef gosterilmesi, digerlerinin risk
altinda olmadiklari yanilgisina kapilmalarina yol acabilir. Boylece, bireyler belirli bir
grubun tyelerini diglarken, diger gruplarin tiyeleriyle tereddiit etmeden iletisim halinde
olurlar; bir grup korunma altina alinirken diger grup kaygisizca dnlem onerilerine uymayi
birakabilir. Covid-19 doneminde yascilik bu durumun tipik bir 6rnegdi olarak karsimiza
ctkmaktadir. ileri yetiskinlik donemindeki bireylerin risk alinda olmalarinin altinin
cizilmesi, diger yas gruplarindaki bireylerin kendilerini gercekte oldugundan daha az
risk altinda gormelerine, bu da artan kural ihlallerine, daha genc yas gruplarindaki
bireylerin bu alginin etkisiyle hem kendilerini hem de aile tyelerini tehlikeye atacak
davranislarda bulunmalarina neden olmustur.

Ayrimcilhiga maruz kalmanin hem psikolojik hem de fizyolojik saglik Gizerinde bircok
olumsuz etkisi oldugu bilinmektedir (Jetten, Reicher, Haslam, & Cruwys, 2020). Algilanan
ayrimcilik ile psikolojik géneng arasinda olumsuz bir iligki vardir (Schmitt, Branscombe,
Postmes, & Garcia, 2014); dustik yasam doyumu, disiik benlik saygisi, depresyon ve
kaygi bozuklugu gibi yaygin psikolojik sorunlarla yakindan iliskilidir.

Ayrimcilik gibi bireysel ve toplumsal yansimalari son derece can yakici olan sorunlarla
mucadele ederken, dncelikle, bu siirecin altinda yatan temel glidiilenmeyi kavramak
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buyik 6nem tasimaktadir. Bu nedenle, Covid-19 ile ilgili ayrimcilik ve yascilikla
micadelede, bu siiregle ilgili temel kavramlari, 6zellikle bu tlr krizdonemlerinde artis
gosteren bu egilimi tetikleyen giidiilenmeyi ve temel etmenleri anlamak gerekmektedir.
Dolayisiyla, salginla savasirken sadece virlistin yayilimini dnleme ¢abalari yeterli degildir.
Ayni zamanda bu olagantistii durumun bireysel ve toplumsal boyutta yarattigi anlk
ve ileriye doniik olumsuz etkileri de gdzetmek, toplumun dokusunu bozabilecek kadar
gucli olumsuz etkileri olan ayrimcilikla miicadele etmek de son derece 6nemlidir. Bu
nedenle, hem Covid-19 6zelinde hem de genel olarak bulasici hastaliklara bagh ayrimcilk
konusunda arastirma ve calismalar ylritmek biyik 6nem arz etmektedir.

Bu makalede Covid-19 pandemisi doneminde artan yascilidi, gtincel arastirmalar
ve temel kuramsal yaklasimlar isiginda kavramak, nedenlerini, ayni zamanda toplumsal
ve bireysel etkilerini irdelemek hedeflenmektedir. Bu amacla, oncelikle ayrimcilik
kavrami, ilgili temel kavram ve siirecler kisaca ele alinacaktir. Ardindan temel kuramsal
yaklasimlar ve gtincel bulgular isiginda yascilik Gizerinde durulacak ve daha sonra
Covid-19 déneminde yasanan bu 6zgul ayrimcilik tiiriiniin ortaya ¢ikis sekilleri, medyadaki
yansimalari, etkileri glincel arastirma bulgulari cercevesinde irdelenecektir. Son olarak
da bu durumla miicadele etme yolunda izlenebilecek yollar lizerine bazi 6nerilerde
bulunulacaktir. Glincel 6nemi son derece ylksek olan bir toplumsal/evrensel sorun
Uzerine yazilmis olan bu calisma, konuyu cok yonli bir yaklasimla ele alma, 6zellikle
psikoloji ve iletisime dayali temel kavramlari agiklayarak kuramsal bir tartisma sunma
niteligi agisindan 6zglindir. Yas¢ihgin hem evrensel hem de kiltiire 6zgi bir boyutta
ele alinisi, pandemi dénemindeki yasciligi en glincel veriler ve arastirma bulgular
Isiginda irdeleyip tartisiyor olmasi da bu ¢alismayi 6zgiin kilan niteliklerdendir.

Yascilik; Tanimy, ilgili Kavramlar ve Kuramsal Yaklasimlar

Ayrimcilik (discrimination), belirli sosyal gruplarin tyelerine, sadece ‘o grubun lyesi
olduklarricin; cogunlukla adaletsizce ve kil¢uk distiriici bir sekilde farkli davranmaktir
(Whitley & Kite, 2009). Ayrimci eylemler sézel ya da s6zsuiz olarak bircok farkli formda
vlcut bulabilir. Dislama, lakap takma, tehdit etme, diismanca mesajlar génderme,
mimik ve jestlerle asagilama, kliciimseyici sakalar yapma ve fiziksel siddet uygulama
gibi bircok yolla kendini gosterebilir. Ayrimcilik sergilenme seklinden bagimsiz olarak,
her durumda kurbanin kendini yalniz, yalitiimis, reddedilmis, gérmezden gelinmis ve
degdersiz hissetmesine yol agmakta; bir tiir cezalandirilma, tacize ugrama, giinah kecisi
ilan edilme gibi algilanmaktadir.
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Onyargi (prejudice) ve kalipyargi (stereotype) ayrimailikla yakindan iliskili kavramlardir.
Sosyal siniflandirma siirecinin dogurgusu olan bu li¢ kavram arasindaki iliskiyi kisaca;
onyarginin genel bir tutum oldugunu ve daha ¢cok duygusal bir icerige sahip oldugunu
(yashlardan pek hoslanmam), kalipyarginin bilissel (yash insanlar huysuzdur) ve
ayrimciligin da davranissal (benden uzak olsunlar, sikayet dinlemek istemiyorum) birer
boyut oldugunu vurgulayarak 6zetlemek mimkindir (Eagly & Chaiken, 1998).
Kalipyargilar belirli bir gruba ve Giyelerine iliskin, asir genellenmis inanglardir. Bu kavrami
literatiire kazandiran Lippman (1922), kalipyargiyi belirli bir grubu ve liyelerini tanimlayan
‘zihnimizdeki resimler’ olarak anlatir. Bu resimler cogunlukla sosyal gruplara yonelik
yanli, kati, ylizeysel temsillerdir (Stroebe & Insko, 1989).

Onyargilar kimi zaman deneyime dayali ve birikimli bir yapi sergilerken, bazen de
aniden, icinde bulunulan kosullarin ve/veya ipuclarinin tetiklemesiyle belirip ayrimcilikla
sonuclanabilmektedir. Bu kosullar cogunlukla bireysel, toplumsal, ekonomik, saghga
dayali etmenlerle iliskilidir ve iclerinde 6nyargiyi tetikleyip ayrimci eylemleri harekete
gecirme olasiligi en ylksek olanlarinin dogal afet ve salgin gibi beklenmedik, olagansti
durumlar oldugu séylenebilir (Demirtas-Madran, 2020).

Yascilik (yasa dayal ayrimcilik) “bireyleri kronolojik yaslarini temel alarak siniflandirmak,
bu siniflandirma isiginda damgalamak, etiketlemek, kalipyargilamak ve tim bunlarin
sonucu olarak da ayrimci davranmak” seklinde tanimlanabilir (Butler, 1969; Cayir, 2012;
2018; Duben, 2018; inceoglu, 2021).

Kavrami ilk kez kaleme alan Butler (1969), yascilikla, ilerlemis yaslari nedeniyle
insanlara kotl ve haksiz muamele edilmesi slirecini kastetmistir. Ona gore yasciligin
altinda ihtiyarlama, hastalanma ve elden ayaktan diismeye yonelik bastiriimis kaygilarin
yol actidi bir rahatsizlik; ayni zamanda 6lUm, gli¢slizlesme, iseyaramaz bir bireye doniisme
korkusu yatmaktadir.

Yascilik, belirli bir yas grubundaki bireylerin birbirlerine benzerligini (‘hepsi aynr’)
abartma ve grup-ici cesitliligi reddetme egilimidir. BOylece ayni yas grubundaki bireylerin
degismez sekilde benzer bir dis gorlinlse, davranis 6rlintiilerine ve disiince yapisina
sahip olduklarina inanilir. Her yas grubundaki birey, ancak en cok ileri yastaki bireyler
ve cocuklar/gencler yaslari nedeniyle ayrimciliga maruz kalmaktadirlar (Kydd & Fleming,
2015). Etkisi, sonuclari ve yayginligi dikkate alindiginda yascilik denince akla dncelikle
ileri yastaki bireylere yonelik ayrimciligin geldigi goérilmektedir (Sargeant, 2011).
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Irkcilik ve cinsiyetcilik kadar ¢cok arastirmaya konu olmamissa da, yascilik da son
derece yaygin bir ayrimcilik tartdir (Cayir, 2012). Ancak diger ayrimcilik tiirlerinden
belirli farkliliklar géstermektedir. ilki ‘yas’ kategorisinin degismez olmayisidir; herkes
sirayla tiim yas gruplarinin tyesi olur, gencler de birer ileri yetiskin adayidir. Dolayisiyla
yascilik yapan bireyler, bir glin (eger sanslilarsa) tyesi olacaklari bir grubun Gyelerine
iliskin nyargi gelistirmektedirler. ikincisi, yascilik irkcilik, cinsiyetcilik gibi toplumsal
farkindahgin yiksek oldugu, yaygin tepki goren bir ayrimcilik tirt degildir (Iversen,
Larsen, & Solem, 2009).

Kimin geng kimin yash olarak degerlendirildigi bireye, topluma, kiltire, caga gore
degisse de, zihnimizde genel bir‘yasli’ve‘genc¢’ temsili bulunmaktadir. Birlesmis Milletler
60 (kimi zaman 65 yas) ve Ustiini yash olarak gruplandirirken, Diinya Saglik Orgiiti
(WHO, 2020a) 65 yasi yaslilik (elderly) ve 80 yasi ileri yaslilik (oldest-old) olarak
siniflandirmayi 6nermektedir. Bu tir siniflandirmalar sagladiklari bazi kolayliklarin
yaninda bize agir bedeller de 6detmektedir; en bliylk bedel de, bu baglamda, yascilik
olarak karsimiza ¢itkmaktadir.

Modern toplumlarda, kronolojik yasin beraberinde getirdigi degisimler sadece tibbi
ve fiziksel degisim ile siirli kalmamakta, ayni zamanda belirgin bir ‘toplumsal gli¢ ve
sayginlik kaybi’da glindeme gelmektedir. Gegmiste bilge olarak goriilen ileri yash bireyler,
bugtin bircok olumsuz kalipyargt ile tanimlanir olmustur. Sosyolojik olarak ele alindiginda,
bu degisim, blylk oranda artan sanayilesme ve kentlesmenin, aktif Gretim siirecinin
disinda kalmanin, modernlesmenin, tiiketime dayali yasamin toplumsal degerler Gizerinde
yarattigi etkinin bir sonucu olarak degerlendirilmektedir (Yasar & Avci, 2020).

Arastirmalara gore insanlar bir bireyin yaslanip yaslanmadigina‘zihinsel yetilerinde
azalma/bunama’ veya ‘ise yaramaz' olma gibi Olcltlere bakarak karar verdiklerini
belirtmektedirler (Whitley & Kite, 2009). Cogu insan kronolojik yasi ilerlese de kendini
‘yasli’ olarak adlandirmaktan kagcinmaktadir, bunun altinda da bilyiik oranda yaygin
yascl kalipyargilar yatmaktadir (Palmore, 1999). Bacon'un (as cited in Whitley & Kite,
2009, p. 500) “Asla yasli bir adam olmayacagim. Bana gore yashlik her zaman benden
15 yas uzaktadir” s6zii bu duruma giizel bir 6rnektir.

ileri yetiskinlerle kurulan iletisim bicimi, yascihdin en belirgin isaretlerinden biridir

(Whitley & Kite, 2009). Geng yetiskinlerin bu yas grubundaki bireylerle konusurken
‘Ustlinlik taslayan konusma bicimine (patronizing speech)’ basvurduklari ve konusma
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stratejilerini yasci kalipyargilar rehberliginde belirledikleri gortlmektedir (Ryan, Giles,
Bartolucci, & Henwood, 1986). Bu iletisim bicimi, daha yavas bir hizda, daha yiiksek
perdeden, daha kisa siireli konusmayi, daha sinirl bir kelime dagarcigr kullanma yoluyla
daha anlasilir ve basit bir dil secimini, tane tane ve tekrarli bir anlatimi, otoriter ve/veya
abartili, bu baglamda kiicimseyici/asagilayici bir duygusal ton kullaniminiicermektedir.
Bu konusma tirlntin abartil bir 6rnegi‘bebek konusmasi’kullanma egilimidir (Harwood,
Giles, & Ryan, 1995).

Ote yandan, ‘Yas yetmis is bitmis, ‘Ununu elemis, elegini asmis, ‘Kurt kocayinca
kdpegdin maskarasi olur’ gibi séylemler kiltirimuzde ileri yastaki bireylere yonelik
aynmaihdin belgeleridir. ileri yastaki bireylerin, medyada ve hatta ders kitaplarinda bile
Uretmeyen, topluma katki sunmayan kisiler olarak resmedildikleri gérilmektedir.
Unutulmamalidir ki, insan haklari yas, cinsiyet, irk, din, dil, gelir diizeyi ve diger tim
sosyal siniflandirma 6l¢ltlerinden bagimsizdir.

Pandemi Dénemlerinde Ayrimalik; ilgili Kuramsal Yaklagimlar ve Yascihiga
Ozgii Cikarimlar

Pandemi dénemleri, 6zellikle ‘glinah kegisi’ belirlemenin kolay oldugu durumlarda
ayrimcilik icin elverisli bir zemin hazirlamaktadir (Cogan & Herek, 1998). Bu durum,
hastalik belirgin belirtilere sahipse, hizl yayiliyorsa ve 6liimctilse daha da artmaktadir.
Covid-19 salginin bu niteliklerin timine sahip olusu, bu sirecte yascilik basta olmak
Uzere ayrimciligin neden bu denli arttigini anlamayi kolaylastirmaktadir.

H1N1 salgini sirasinda, evsiz bireylerin ve escinsellerin ayrimcilikla karsi karsiya
kaldiklar (Goodwin, Haque, Neto, & Myers, 2009); HIV/AIDS ve tiiberkiiloz ile damgalanan
bireylerin, saglik hizmetleri ve istihdam acisindan dezavantajli duruma dusttikleri, sosyal
cevrelerinden kot muamele gordiikleri bilinmektedir. SARS, sifiliz ve genital herpes
icin de benzeri bir durum s6z konusu olmustur (Busza, 2001; Mak et al., 2006). ilk
Covid-19 vakalarinin bildirilmesinden bu yana da tim diinyada, Cin halkina, Asya kdkenli
bireylere, hastalik belirtisi gosterenlere ve hatta saglik calisanlarina yonelik artan bir
dislama ve damgalama gozlemlenmistir (Demirtas-Madran, 2020).

Barrett ve Brown'a gore (2008) ‘ayrimcilik salgini’ pandemiden daha biiytik bir hizla

diinyanin her yerine yayilabilir, cok sayida tibbi, sosyal, politik ve ekonomik soruna
neden olabilir. Bu nedenle, bu siiregte ayrimcilik ediliminde artisa yol acan motivasyonu
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anlamak 6nemlidir. Bu alt baslikta, s6z konusu dinamikler temel kuramsal yaklasimlar
Isiginda ve yascilikla iliskisi temelinde ele alinarak tartisilacaktir.

Psikanalitik Kuram, ayrimcihd sosyal (afetler, hastaliklar, kitlik) ve bireysel
engellenmeler sonucunda beliren bir‘yer degistirmis saldirganlk’olarak ele almaktadir.
Bu yaklasima gore, ayrimci eylemlerin benlik savunucu bir islevi vardir (Whitley & Kite,
2009). Kaygr arttikca otekilestirme ve Oteki olarak adlandirilan grubun tim Uyelerini
'kotl’ olarak etiketleme egilimi de artmaktadir (Joffe, 1999). Covid-19 pandemisinin
hem saglik, hem de sosyal yasam ve 6zgurlikler acisindan ¢ok buyuk bir engellenme
kaynagi oldugu aciktir. Dolayisiyla, 6zellikle azinlik gruplarina yonelik saldirganlik
diizeyine ulasan ayrimci eylemlerin artisini yorumlamak gii¢ olmayacaktir. Klasik
‘engellenme-saldirganlik hipotezi’ (Dollard, Miller, Doob, Mowrer, & Sears, 1939),
Allport’un (1954) Gunah Kecisi Kurami (Scapegoat Theory) gibi carpici kuramlarin ¢ikis
noktasi olmus; ten rengi, yas gibi‘gorinur’farkhliklarin ayrimcilik icin birer gtinah kegisi
belirlemenin yolunu actigi 6ne strilmustdr. Bircok glincel arastirma (Devakumar,
Bhopal, & Shannon, 2020; He, He, Zhou, Nie, & He, 2020; Liu, Finch, Brenneke, Thomas,
& Le, 2020; Perrigo, 2020) bu durumu belgelemektedir.

Evrimsel Yaklasima gore ayrimcilik kdkleri avci-toplayici toplumlara dayanan, hayatta
kalmak agisindan son derece islevsel olan, kaginilmaz ve degistirilmesi gl bir egilimdir
(Buss & Kenrick, 1998; Faulkner, Schaller, Park, & Duncan, 2004; Levy & Hughes, 2009).
Ayrimcilik, salgin donemlerinde hayatta kalmak ve soyunu sirdirmek amaciyla
basvurulan bir tir savunmadir (Faulkner et al., 2004; Gilles et al., 2013). Pandemi
déneminde artan ayrimcilidi bu yaklasimla agiklamak da miumkiindur. Tabri, Hollingshead,
& Wohl (2020), Amerika'da Covid-19’un neden oldugu varolussal tehdidin Cinlilere ve
benzer kokenden gelenlere yonelik onyargilar yordadidi bulgusuna ulasmislardir.

Teror Yonetimi Kurami (Terror Management Theory) (Greenberg, Pyszczynski, &
Solomon, 1986), insanlarin yasadigi en biyiik dehsetin 6limli olduklar gercegiyle
yizlestiklerinde ortaya ciktigini savunur. Kurama gore salgin ddnemlerinde‘6limliltagin
belirginlesmesi (mortality salience) dehset duygusunu artirir, bireyler benlik saygilarina
ve kiiltiirel degerlerine sarilarak bu terérle basetmeye calisirlar. ‘Olimli oldugumuzu
hatirlatan’bireylere yonelik ayrimcilik da ayni amaca hizmet eder (Greenberg, Landau,
Kosloff, & Solomon, 2009, p. 309). Yas almis bireyler daha geng yastaki bireyler icin
‘kacinilmaz kaderlerinin birer temsilidir; azalan glizellik, saglik, duygular ve nihayetinde
olim’ (Greenberg, Schimel, & Martens, 2002, p. 29). Covid-19 salgininin hizla artan
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oluimlerin de etkisiyle ‘dltimlilik belirginligi’'ni harekete gecirerek ayrimciligi tetikledigi
soylenebilir (Courtney, Goldenberg, & Boyd, 2020). Oliim korkusuyla basetmeye calisan
birey, 0limlilGgu cagristiran giinah kecilerini bulup onlar dedersizlestirir (Becker,
1975). Pandemi sirasinda artan yascilik (Ayalon et al., 2020; Brooke & Jackson, 2020;
Rahman & Jahan, 2020), ileri yastaki bireylerin genclere ‘kendi éltimluliklerini
hatirlatmalar’ ile agiklanabilir. Yascilik “ylzlesmekten korktugumuz gelecekteki
benligimize yonelik dnyargimizdir” (Nelson, 2016, p. 347).

Yukleme Kuramina (Attribution Theory) dayanan‘adil diinya denencesi (just-world
hypothesis)'ne gore (Lerner, 1980) insanlar diinyanin adil olduguna ve herkesin hak
ettigini aldigina inanma egilimi gosterirler. Talihsiz olaylar yasayan, hasta, aci ceken
bireyleri icinde bulunduklari durumdan sorumlu tutmak, yonetilebilir ve 6ngorilebilir
bir dliinyada yasama arzusunun bir sonucu olan bu egilimin dogurgusudur (Lerner,
1980). Dezavantajli gruplar, yoksullar, hastalar ve depremzedeler adil bir diinyaya olan
inanci tehdit eder, bu sorunlari kisinin 6zelliklerine ve/veya hatalarina atfetme yontindeki
bu islevsel inanca sarilmamiza yol acar. Herkesin ‘ektigini bictigine’ inanmak,
haketmedigimiz takdirde ayni talihsizliklerin basimiza gelmeyecegini distinip
rahatlamamizi saglamaktadir (Greenberg et al., 2009). Adil bir diinyada herkes hak
ettigini alir ve sadece‘k6tl insanlarin basina koti seyler’ gelir (Burger, 1992; Greenberg
et al., 2009; Jost & Van der Toorn, 2011). Covid-19 salgini sirasinda bircok kisi salginin
baslangicini ve yayillmasini bu sekilde degerlendirmis, hastaligin yayilmasinin alisiilmadik
beslenme aliskanliklarindan kaynaklandigina inanilmis ve bu insanlarin baslarina
gelenleri hak ettiklerine iliskin bircok goriis 6ne stiriilmustir. Tanri'nin bazi insanlar
ahlaki zayifliklari nedeniyle bu sekilde cezalandirdigini, Doga Ananin kendisine koti
davrananlari cezalandirdigini savunanlar olmustur. Crandall ve arkadaslarinin (2001)
‘lliskilendirme-Deger Modeli' ne gére, nyargi ve ayrimailik, azinlik gruplarini gogunluk
grubunun degerlerine zit 6zelliklere sahip olarak géormenin bir sonucudur. Bu nedenle,
obez olarak siniflandirilan bireyleri (altinda baska bir hastaligin yatmasi nedeniyle bu
durumda olanlari dahi) tembel ve zayif iradeli bireyler olarak gérmek, AIDS hastalarini
¢ok esli ve ahlaksiz kabul etmek oldukca yaygindir (Joffe & Staerklé, 2007). Pandemi
doneminde ileri yasl bireylerin‘yeterince yasadiklarini’ diistinerek yaralanabilirliklerini
olaganlastirmak, ‘gligsiiz’ ve ‘hasta’ olduklariicin onlari daha ¢ok risk altinda gérmek de
benzer bir rahatlama saglamaktadir.

Sosyal Kimlik Kurami da (Tajfel, 1978; Turner, Hogg, Oakes, Reicher, &Wetherell, 1987)
salgin donemindeki dinamikleri anlamada oldukga yol gostericidir. Sosyal kimlik ve
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grup uyeligi, Covid-19 salgini deneyimini hem psikolojik hem de normatif olarak 6ngéren
cok dnemli faktorlerdir. Bu slirecte, insanlar 6zellikle medyadan edindikleri bilgiler
dogrultusunda ‘sosyal karsilastirma’ yapma yoluna gitmektediler (Jetten et al., 2018;
Jetten et al,, 2020). Bu karsilastirma, gruplarinin (iilke, sehir, yas grubu) durumunaiiliskin
bir degerlendirme yapmak icin oldugu gibi aslinda kendi durumlarina iliskin bir ¢ikarsama
yapmak icin de kullanilmaktadir. Birey olarak, saglik durumumuzu, cinsiyetimizi, kan
grubumuzu, kronik hastaliklarimizi dikkate alarak icinde bulundugumuz riski algilamaya
calismakta, gesitli savunma yollariyla da bu karsilastirmayr hem grubumuz hem de
kendimiz lehine yanl olarak gerceklestirme egilimi icine girmekteyiz. Bu karsilastirmadan
karl ¢ikmayr basarmanin yollarindan biri de‘asagiya dogru karsilastirma’yapmak, kendi
grubumuzu daha kott durumdaki gruplarla karsilastirma yoluna gitmektir (bkz. Festinger,
1954). Bu sosyal karsilastirma, Sosyal Kimlik Kuraminda vurgulanan‘i¢-grup kayirmaciligini
(in-group favouritism)” icerir (Fiske, 2005). Covid-19 siirecinde de bu egilimin, kendi
gruplarini daha Ustiin goren bireylerin diger gruplari kendilerinden daha az degerli
gormelerine yol actigi sdylenebilir (Assche, Politi, Van Dessel, & Phalet, 2020; Green et
al., 2010; Joffe, Washer, & Solberg, 2011). Boylelikle, belirli gruplara karsi ayrimcilik
yapanlar kendi sosyal kimliklerini ve 6zglvenlerini gliclendirmeyi amaglamaktadir ki
bu da hastaliga yakalanma ve/veya 6ltim riskine yonelik algiyla ve bunun yarattigi
kaygiyla basa ¢citkmanin bir yoludur. Covid-19 dénemindeki ileri yastaki bireyleri asiri
genelleme yoluyla kirilgan ve risk altinda gérme durumunu da sosyal karsilastirmayla
actklamak mimkiindir. Diinyaya ‘yashlar’ ve ‘yasl olmayanlar’ayrimiyla bakmak ve bu
iki grup arasinda i¢c-grup kayirmacihdgi yaparak bir sosyal karsilastirma gerceklestirmek,
genglerin kendilerini daha glivende hissederek hastalik ve 6lim korkusuyla basetmelerini
kolaylagtirmaktadir.

Pandemiler, 6zellikle nedeni belirli bir birey ya da gruba atfedilebilir, belirgin belirtilere
sahip ve yuksek diizeyde bulasici/6limcul oldugunda ayrimcilik eylemlerine zemin
hazirlamaktadir (Cogan & Herek, 1998). Bu tir krizlerde artan ayrimcilik pandemi
Oonlemlerine uymayanlara uygulanan yaptirimlara da yansimaktadir. Assche ve arkadaslari
(2020), Covid-19ileilgili 6nlemlere uymayanlara yonelik yaptirimlari savunan bireylerin,
bu uygulamalari kendi grup Uyelerinden ¢ok dis gruplar icin desteklediklerini ortaya
koymuslardir. Diger bir deyisle, arastirmaya katilanlar, pandemi kurallarina uymamalari
halinde kendi grup tyelerine degil, ‘6teki’ diye ayirdiklari dis grup Uyelerine kati yaptinmlar
uygulanmasi gerektigini savunmuslardir.
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Covid-19 Doneminde Yascilik; Giincel Bulgu ve Tartismalar

Covid-19 salgini tim diinyada glinliik yasami benzeri goérilmemis bir sekilde
etkilemistir ve etkilemeyi de surdiirmektedir. Saglik otoriteleri, dogrulanmis vakalarin
ve virus nedeniyle 6limlerin yliksek bir ylizdesini ileri yastaki yetiskinlerin olusturdugunu
bildirmektedir (WHO, 2020b). Diinya Saglik Orgiiti'ne gére (WHO, 2020b), ileri yastaki
bireyler, yaslanmayla iliskili fizyolojik degisiklikler, zayiflamis bagisiklik sistemi, artan
kronik hastaliklar gibi cesitli risk faktorlerinin bir arada bulunmasi nedeniyle Covid-19
kaynakli saglik sorunlari yasama ve yasamini yitirme agisindan daha buylk bir risk
altindadir. Diger geng yastaki bireylerin de risk altinda olmalarina ragmen medyanin
da diizenlemelerin de merkezinde daha cok ileri yastaki bireylerin oldugu goriilmektedir
(Previtali et al., 2020). Koruyucu olma vurgusuyla uygulanan politikalar bu yas grubuna
‘patronluk, Gstlinlik taslama’ olarak degerlendirilmeye baslanmis ve virlisiin sadece
bu yas grubunu etkileyecegi yonlinde yanlhs bir algiyi beraberinde getirmistir. Bu siirecte,
ileri yastaki bireylerin acik¢a yanlis ve yanli temsil edilmekte, ‘kiicimsenmekte’ oldugu
gorilmektedir (Fraser et al., 2020).

Kronolojik yasin bir ‘asiri genelleme’ 6l¢titiine dondstirilmesine dayali olan bu
politikalar, ileri yastaki bireyleri degersizlestirme, olduklarindan daha gli¢siiz ve caresiz
olarak etiketleme ve yas gruplari arasindaki farkhhklari abartma egilimini beraberinde
getirmektedir. Kronolojik yas, bu politikalarin temeli olarak kullanilsa da, hangi yas
sinirinin esik olarak kullanilacagina iliskin uluslararasi bir anlasma (60, 65, 70 veya 75
gibi) dahi yoktur (Previtali et al., 2020). Bu egilim, yasla kronik hastaliklar arasindaki
iliskiye temellendirilse de, belirli bir yasin Gizerinde olmak savunmasiz ve gligstiz olmak
anlamina gelmemektedir. Bu, gerekcesi her ne olursa olsun acik bir sekilde bir insan
haklari ihlali olarak degerlendirilmektedir (OHCHR, 2020).

Ote yandan, yascilik sadece ‘olumsuz’ ve ‘diismanca’ ayrimcilik olarak karsimiza
ctkmamakta, ‘sefkatli yascilik (compassionate ageism)ta da biiylk bir artis gézlenmektedir
(Vervaecke & Meisner, 2020). Kite, Stockdale, Whitley ve Johnson (2005) gerceklestirdikleri
meta-analiz calismasinda, bu yas dénemindeki bireylerin daha geng yastaki bireylerden
daha az yetkin, 6zgtivenli, 6zerk ve gliclii; ancak ayni zamanda sicak, samimi ve nazik
olarak degerlendirildikleri sonucuna varmislardir. Kalipyargi icerigi Modeli (stereotype
content theory), kalipyargilarin olumlu ve olumsuz olarak ikiye ayrilarak incelenmesi
geleneginin gercedi yansitmadigini, kalipyargilarin belirli bir gruba ve tyelerine iliskin
iki ayri temel boyutta (sicaklik ve yeterlilik) gerceklestirilen degerlendirmeler sonucunda
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olusan bir tur karisim oldugunu 6ne sirmektedir (Fiske, Cuddy, Glick, & Xu, 2002).
Kronolojik yasi ileri bireyleri ‘glicsiiz ama miikemmel; ‘ihtiyar ama cok tatli’ olarak
degerlendirme egilimi oldukca yaygindir. Celisik duygulu yascilik (benevolent ageism)
olarak adlandirilan bu durum ‘asiri’ yardim etme ve acima egilimini beraberinde
getirmekte, kurban konumundaki bireylerin‘iseyaramazlik’ ve‘caresizlik’ hissetmelerine
yol agmaktadir (Bugental & Hehman, 2007). Bu celisik kalipyargilar paternalist bir egilimle
sonuclanmakta, gticlii ve baskin olan gruplarin daha diistik statiide olarak algilananlari
korumasi ve onlara bakim vermesi gerektigi yoniinde bir bakis agisini beraberinde
getirmektedir. Bu durum sefkat gdsterme, acima ve belirli kosullar s6z konusu oldugunda
asiri duyarlilik gosterme gibi egilimlerle sonu¢lanmaktadir (Fiske et al., 2002).

Covid-19 pandemisinin bu egilimleri harekete gecirmek icin oldukca elverisli bir
ortam sundugu, tim diinya genelinde ileri yasi bireylere ‘Ustiinliik taslayan ve aciyan
bir yaklasimla yardim etme’ érneklerinin gézlendigi gorilmektedir. Bu davranislar iyi
niyetli de olsa, ayni zamanda asagilayici olabilmektedir. Kampanyalarda ve bireysel
eylemlerde siklikla ‘Gstlnlik taslayan’ bir dil kullanildigy, ileri yash bireylerin muhtacg,
caresiz ve elden ayaktan dismus olduklarinin altini cizen sdylemlere yer verildigi
gorulmektedir (Vervaecke & Meisner, 2020). Masum gibi goriinen sefkatli yasciligin,
sonuclari agisindan son derece hasar verici oldugu, benlik saygisi, fiziksel yeterlilik,
bilissel performans, psikolojik iyilik hali ve sosyal katilimda dislise yol actigi ortaya
konmustur. Ustiinliik taslayan konusmaya maruz kalan ileri yasli bireylerin bu siirecin
etkisiyle bilissel sorunlar yasadiklari ve stres hormonlarinda artis oldugu gorilmustar
(Hehman & Bugental, 2015).

Konuya etik acidan yaklastigimizda, ayrimciligin kimi zaman adil de olabilecegini
goririz. Plato'nun deyimiyle “farkh muameleyi gerekli kilacak durumlarda esitlik
sergilemek esitsizliktir” (as cited in Savulescu & Cameron 2020, p. 718). Bu bakis agisini
karantina ve izolasyon siirecine uyarladigimizda, 6rnegin, yurt disina seyahat eden
bireylerin Ulkeye donilste karantinaya alinmalarini virlisii yayma olasiliklarinin artmis
olmasi nedeniyle hakli bir gerekgeyle uygulanan adil bir ayrim olarak degerlendirebiliriz.
Benzer sekilde, pandeminin yayillma hizini azaltmak ve saglk sisteminin ¢cékmesini
onlemekicin, bilimsel olarak daha yliksek risk altinda olan bireyleri gegici olarak korumaya
almak bu baglamda degerlendirilebilir (Savulescu & Cameron, 2020). Ancak koruma
amaciyla girisilen bu uygulamanin 6nil alinamaz bir baska salgini, yascihgi tetikledigi
g6z 6nlinde bulundurularak etik bir iletisim dilinin kullaniimasi konusunda artan bir
farkindaliga gereksinim vardir.
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Tdm bunlarin yaninda, bu salgin sirasinda kusaklarasi iletisim acisindan guizel
orneklere de taniklik edilmis, kusaklararasi dayanisma artmistir. Ancak bu ornekler
maalesef yasciligin yarattigi hasarin golgesinde kalmakta, kimi zaman da amacini asip
sefkatli ayrimciliga dogru kaymaktadir. Bu siirecte, basta yascilik olmak Gzere tim
aynmcilik tarleri ile ilgili farkindaligin ve duyarliligin artirilmasinin ne denli 6nemli
oldugu giin ylziine ¢ikmistir. Previtali ve arkadaslari (2020, p. 511) yasananlardan
cikarilacak dersleri su sekilde siralamaktadirlar;

a) Yasciligin dusiintildigiinden ¢ok daha bliylk hasarlar birakan olumsuz etkileri
vardir ve pandemi bu durumun gorilme sikhigini daha da artirmistir.

b) Yascilik, yaralanabilir konumdaki bireyleri korumaya yonelik politikalarin
uygulamaya konmasinin ve etkili olmasinin 6niinde biytik bir engeldir.

c) ‘Sadece kronolojik yas’ temel alinarak gelistirilen politikalar kusaklar arasi
dayanismayi tehlikeye atmaktadir.

d) Salgin gibi olaganisti durumlarda, politika yapicilar ayrimci ve yasci dil
kullanimindan kaginmali, gruplararasi ayrismayi ve kalipyargilar tetikleyecek
sOylemlerden uzak durmalidirlar.

Medyaya Yansiyanlar

Yeni koronaviriis pandemisi ddneminde medyada yer alan haberler ve paylagimlar
insanlarda korku ve panige neden olmus, bu duygusal gerilim belirli gruplara yonelik
ayrimciligr ateslemistir (Budhwani & Sun, 2020; Stechemesser, Wenz, & Levermann,
2020). Salginla ayni hizda yayilan bilgi kirliligi ayrimci bakis acilarinin yayilmasina neden
olmustur (Dubey et al., 2020; Fraser et al., 2020).

Sosyal Temsiller Kuramina (Joffe, 1999) gore, salgin gibi krizler dis gruplarin zihnimizdeki
temisillerini etkiler;'biz' ve ‘6teki’ayrimi artar. Medya yeni bir tehdidin varligini duyurdugunda
hizla sosyal temsiller olusmaya baslamaktadir. Bu temsiller, sadece durumu anlamaya
degil, ayni zamanda suclayacak bir dis-grup bulmaya da hizmet eder (Mayor et al., 2013).
Insanlik tarihi boyunca bu gruplararasi ayrimi marjinallestirme ve‘sembolik 6tekilestirme’
(Joffe, 1999) siirecinin bircok 6rnegi gorilmuistiir. Ayni durum Covid-19ileilgili ayrimciligi
ve ozellikle yasciligi aciklamak icin de gegerlidir.

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 63-90 77



Ayrimciliga Covid-19 Siirecinden Bir Bakis: Temel Kuramlar, Yascilik Tartismalari ve Oneriler

Cerceveleme Kurami (Goffman, 1974) gercekligin, belirli noktalarin vurgulanmasi
ve/veya bazi boyutlarin gecistirilmesi yoluyla farkl sekillerde sunulabilecegini 6ne
stirer. Bir mesajin giiclinii ‘ne soylendigi’ degil ‘nasil soylendigi’ belirler (Lakoff, 2004).
Medya, giincel olaylari cerceveleme bicimiyle glindem belirleme glicline sahiptir.
Covid-19 pandemisi sirasinda da‘yas’acikca ayrimci bir sekilde cercevelenmistir (Schnell,
McConatha, Magnarelli, & Fry, 2020). Cerceveleme Onyargi ve kalipyargilari da
sekillendirmektedir (Callaghan & Schnell, 2001; Terkildsen, Schnell, & Ling, 1998). Bu
gulcli etkinin, dnyargi ve aynimciligi tetikleme boyutunda en ¢ok kendini gosterdigi
boyutsa yascilik olmustur.

Salginin baslamasiyla birlikte tim diinyada Covid anahtar kelimesi sosyal medyanin
ana temasi haline gelmistir ve bu icerigin yaklasik olarak yarisi yasla ilgili (yas, yaslanma,
geriatrik, yasl, yashlik) anahtar kelimelerden olusmaktadir. Bu yukli icerigin buylk
kisminda ileri yash bireylerin muhtag, caresiz, gli¢siiz ve feda edilebilir olarak temsil
edildigi gortulmektedir (Schnell et al., 2020). Sosyal medyada nefret sdylemi ve saldirgan/
savunmaci dil kullanimi yaklasik 10 kat artmistir (Budhwani & Sun, 2020; Croucher,
Nguyen, & Rahmani, 2020; Stechemesser et al., 2020). ileri yastaki bireylerin topluma
ekonomik anlamda yiik oldugu vurgusuyla son derece etik disi séylemler ortaya ¢ikmistir
(Guttman & Lev, 2021). Ozellikle Amerika'da bu dénemdeki yascilik ‘#boomerRemover’
ve‘igrandmakiller’ etiketleriyle yeni bir seviyeye ulasmistir. Jimenez-Sotomayor, Gomez-
Moreno, & Soto-Perez-De-Celis (2020), pandemi siirecinde ileri yasl bireylerle ilgili
Twitter paylasimlarini incelemis, cogunun bu yas grubundaki bireylerin yasamini daha
degersiz bulan, kiiciimseyici nitelikte oldugunu ortaya koymuslardir. Ulkemizde de
benzer bir durum s6z konusu olmustur ve olmaktadir. Yasar ve Avci (2020) Turkiye'de
Covid-19 doneminde ileri yash bireylerle ilgili cevrim ici haberleri incelemis; kisitlamalara
uymayip disari ¢ikan ileri yasli bireylerin ayrimciliga ugrayarak azarlanma, suglanma ve
alay edilmeye maruz kaldiklarini ortaya koymuslardir.

Turkiye'de de salginin yasci etkilerini ele alan bir¢ok arastirma yirittlmus (Demir,
2020; Yasar & Avcl, 2020), kitaplar yazilmistir (Giritli-inceoglu, 2021; Giritli-inceoglu &
Coban, 2021). Yasar ve Avcli (2020) Turkiye'de Covid-19 doneminde ileri yasli bireylerle
ilgili cevrim ici haberleri incelemis; kisitlamalara uymayip disari cikan ileri yash bireylerin
ayrimciliga ugrayarak azarlanma, su¢lanma ve alay edilmeye maruz kaldiklarini ortaya
koymuslardir. Bu suireg yascihidi ilkemizde daha‘gérundr’ kilmis, kisitlama donemlerinde
sokada cikan ileri yash bireylerin izerine balkonlardan su dokildugu, balik agi atildig,
‘ceza keserim’ gibi sakalarla polismis gibi davranilarak alay edildigi gorilmastir. Bu yas
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grubundaki bireyler sosyal medyada Otekilestirilerek karikatirize edilmislerdir (Giritli-
inceoglu, 2020). Tuna Uysal ve Tan Eren (2020), bu siirecte yapilan Twitter paylasimlarini
inceledikleri calismalar sonucunda, bu yas grubundaki bireylerin alay, kiicimsenme,
asagilanma ve hakarete ugradiklarini, nefret séylemlerine maruz kaldiklarini ortaya
koymuslardir. Altmis bes yas tstlindeki bireylerin adeta virlisi yaymakla hiikmedildikleri,
ornegdin, bir haberde, otoblse alinmayinca aracin 6niine yatan ileri yash kadina ‘Cekil
pis koronall! diyerek hakaret edildigi konu edilmistir (Heryasta.org, 2020).

Bu durumu elestiren kdse yazilari (Aysever, 2020; Behramoglu, 2020), Twitter paylasimlari
(Kongar, 2021), podcastler (Camlidag & Kéksalan, 2020) ve Youtube videolari (Medyascope,
2020) da konuya dikkat cekme konusunda etkili olmustur. Kongar (2021) tepkisini “Firincilara
da talimat yollayin da, 65 yas Ustli vatandaslara ekmek de vermesinler!” tweeti ile
paylasmistir. Yasci uygulamalara verdigi tepkilerle durumaiiliskin toplumsal farkindaligin
artmasina biyik katki sunan yazar Ataol Behramoglu, 65 yas ve Ustlindeki bireylere
uygulanan kisitlamalarin, anayasanin ve temel insan haklarinin esitlik ilkesine aykiri
oldugunu bildirerek durdurulmasini talep ederek dava agmistir (Cumhuriyet, 2020a).

Nevsehir Belediyesi'nin kurdugu‘Yash ihbar Hattr’ gazetelere haber olmus, belediyenin
resmi Twitter hesabindan ‘disarida 65 yas Ustu kisileri gorenlerin ALO 153'U aramalarr’
duyurusu yapilmistir (Cumhuriyet, 2020b). Bir tiir‘avlama’ gibi yansitilan bu uygulamalar
Turkiye'de yasciligin salgin déneminde viicut bulma seklinin temsilleri niteligindedir.
Bir diger habere gore (Diken, 2020) Bolu Belediye Bagkani Covid-19 nedeniyle hayatini
kaybedenlerin cogunun“bir ayadi cukurda olan insanlar” oldugu ifadesini kullanmistir.

Bu paylasimlar temelde iki yaygin tutumun yansimasidir (Fraser et al., 2020). ilki, 65
yas ve Ustlndeki bireylerin yliksek risk altinda olmalari sebebiyle, adeta bu viriisten
kacislari olmadigi yoniinde bir alginin olusmasi; savunmasiz ve caresiz bir durumda
olmalarinin, hastalanmalarinin ve hatta yasamlarini yitirmelerinin olagan bir durummus
gibi degerlendirilmesidir. ikincisi, genc niifusun bu durumdan kendi yas gruplarina
iliskin rahatlatici ve kaygi diistrlci bir anlam ¢ikarmalaridir. Sadece ileri yastaki bireyleri
risk altinda gormeleri, kendilerini adeta ‘yenilmez’ ve ‘gli¢lli’ olarak algilayarak “bize
birsey olmaz”yaklasimiyla davranmalari sonucunu getirmektedir. Bu da, ayrimci grubun
tim toplumu riske atmasina ve viriistin hizla yayilmasina yol agmaktadir. Unutulmamalidir
ki, bireylerin kendilerini ne kadar risk altinda hissettikleri alinan énlemlere ve kisitlamalara
uyma diizeylerini belirleyecek yegane etmendir (Harper, Satchell, Fido, & Latzman,
2020). Bu nedenle halka iletilen mesajlar bu yonde biytik bir 5neme sahiptir.
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TARTISMA VE SONUC

Gordlen odur ki Covid-19 salgini ayni zamanda bir‘ayrimcilik’salginina dontsmistdir.
Belirli etnik kokenlerden gelen bireyler, yoksullar, azinliklar ve gd¢menler salginin ortaya
cikisina neden olmaktan, salgini yaymaktan sorumlu tutulmus, yasama tutunma ve
saglik hizmetlerinden yararlanma konusunda var olan yoksunluklarina yenileri eklenmistir.
Bu saydigimiz‘yaralanabilir'gruplar disinda, bu siirecte tiim diinyada ayrimciliga maruz
kalan bir diger grup da kuskusuz ileri yastaki bireylerden olusmaktadir.

ileri yastaki bireylerin salgin acisindan daha yiiksek risk altinda oldugu bilgisi
sonucunda sokagda ¢ikma kisitlamalarini ve 6nleyici tedbirleri bu dogrultuda belirlemek,
onlari korumak acisindan akla yatkin gorilebilir. Ancak, diger yandan bu uygulama
yascihidin tetikleyicisi de olabilmektedir (Ayalon et al., 2020; Lichtenstein, 2020; Vale,
Stanley, Houston, Villalba, & Turner, 2020).

Olumsuz ve diismanca ayrimciligin yaninda sefkatli ayrimcilikdan da kaginmaya
dzen gostermek gerekmektedir. ileri yastaki bireylerin 6zerkliklerine, yasamlari hakkinda
karar verme haklarina, aktif bir sekilde islev gérmelerine olanak tanimak, destek talep
ettiklerinde uygun bir dil kullanarak destek olmak izlenmesi gereken yol olmalidir.
Pandemi dncesinde ve sirasinda var olan, kuskusuz sonrasinda da varligini stirdiirecek
olanyasciligin daha ¢ok farkinda olmak gelecedin yaslilari olan genclerin de adil, 6zerk
ve esitlige dayal bir yashlik evresi gecirmesi icin son derece 6nemlidir.

Ayrimcilik hicbir zaman salt tek bir sosyal siniflandirmaya dayali olmamistir, cogunlukla
‘coklu’ bir yapiya sahiptir. Coklu ayrimcilik (multiple discrimination), hem ayrimci
eylemlerin siddeti hem de maruz kalan(lar) Gizerindeki etkileri katlanarak artmis, oldukga
yaygin bir ayrimcilik tirtidiir (Roseberry, 2011). Bu ayrimcilik tirti Covid-19 déneminde
yasanan tiim esitsizlikleri en iyi temsil eden kavramdir. Sadece yasli olmak degil, ayni
zamanda emekli, kadin, homoseksuel, yoksul, engelli, belirli bir Glkenin vatandasi olmak
ve daha sayisiz sosyal ve bireysel nitelik hissedilen ayrimciligin katlanarak artmasina,
yasanan/yasatilan magduriyetin ve esitsizligin de bir o kadar gticlenmesine yol
acmaktadir.

Ehni ve Wahl (2020, pp. 515-525), bu siirecte yascilikla miicadele etmek icin altinin
cizilmesi gereken gercekleri ve ¢c6zim Snerilerini 6 temel 6nerme ile 6zetlemektedirler;
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1. ileri yastaki bireylerden olusan grup heterojendir, cogunun sagligi, yasamsal
islevleri ve yetkinlikleri 6nyargilarin 6nerdiginden ¢ok daha iyidir.

2. Bazi Ulkelerin saglik hizmetlerinden yararlanma konusunda yas siniri getirip
belirli bir yasin tizerindekileri adeta feda etmesi affedilemez bir insanlik sucudur.

3. Yascilik toplumlarin gelecedi icin son derece tehlikelidir ve kusaklararasi
dayanismayi artirmak son derece 6nemlidir.

4. lleriyastaki bireylere paternalist, buyurgan, tstiinlik iceren bir tutum sergilemek
son derece yanlistir.

5. Pandemiileriyetiskinlik donemindeki bireylerin iletisim teknolojilerini kullanma
becerilerinin gelistirilmesi yontindeki destegi gerekli kilmistir.

6. Salginlarin neden olabilecegdi sonuglari dngdrerek uygun politikalar gelistirebilmek
icin sadece virolojide degil gerontolojide de uzmanlasmak gerektigi aciktir.

Sonug olarak, acik¢a gorilmektedir ki pandemi yasciligi daha ‘gorintr’ kilmistir.
Toplumlarin bellegini olusturan, kiiltlrel degerlerin stirdiiriilmesinde anahtar role sahip
olan 65 yas ve Ustl bireylerin saglklar hem psikolojik hem de fizyolojik boyutta son
derece 6nemlidir. Koruma amaciyla alinan énlemlerin, toplumu temel bazi dl¢ttlere
gore siniflara bélme yoluyla uygulamaya konulmasi beklenmedik olumsuz sonuclar
dogurabilir. Bireysel sagliga bittncil bir bakis agisiyla yaklasmak, beden saghgini
distintirken psikolojikiyilik halini g6z ardi etmemek gerekmektedir. insanlari kategorilere
ayirmak cogunlukla otekilestirmeyi ve toplumsal ayrismayi beraberinde getirmektedir.
Bu ayrisma Sosyal Kimlik Kuraminda da vurgulandidi gibi grup ici benzerliklerin ve
gruplararasi farkhliklarin abartilarak algilanmasina ve i¢ grup kayirmaciligina yol
acmaktadir. Bu gercek disi bir algilamadir ve bilinmektedir ki gruplar farkli niteliklere
sahip, benzer yanlari olsa da bircok agidan farkl olan Gyelerden olusur. Yas gruplarinin
‘biz’ ve ‘digerleri’ siniflandirmasindan hareketle gelistirecekleri ayrim kusaklararasi
baglari zayiflatip toplumsal birlik ve bitlinlige golge dusirebilmektedir. Her sosyal
grup gibi, ileri yastaki bireylerden olusan grup da‘homojen’ degildir. ileri yetiskinlik
doénemindeki herkes‘sagliksiz;‘guicsiiz’ ve ‘kirilgan’degildir. Cogunun saglikl ve Gretken
bireyler olarak aktif yasamlarini stirdiirdiig i bilinmektedir. Sosyal Kimlik Kurami isiginda
baktigimizda, diinyaya bu ayrimla bakmak, ic-grup kayirmaciligi yoluyla yapilan sosyal

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 63-90 81



Ayrimciliga Covid-19 Siirecinden Bir Bakis: Temel Kuramlar, Yascilik Tartismalari ve Oneriler

karsilastirma sonucunda bu yas grubunda olmayan bireylerin kendilerini risk altinda
gormemelerine neden olmakta, kendilerini daha glivende hissetmelerini, hastalik ve
olim korkusuyla basetmelerini kolaylastirmaktadir. Yascihgin altinda yatan bu ve benzeri
mekanizmalari kavramak, bu tiir savunucu yanliliklarin farkinda olmak sorunla basa
¢ikma konusunda kuskusuz 6nemli adimlardir.

Ote yandan, bu makalede de vurgulandigi gibi Psikanalitik Kuram, Evrimsel Yaklasim,
Yikleme Kurami, Teror Yonetimi Kurami, Sosyal Temsiller Kurami ve Cerceveleme Kurami
konuyu farkh boyutlariyla ele alan, bu ayrimcilikla miicadeleye 151k tutacak Gnermeleri
olan kuramlardir. Tim diinyada ve Turkiye'de yapilan ¢ok sayida arastirmanin bulgularinin
da gosterdigi gibi pandemi donemlerinde ayrimcilik artan iletisim teknolojileriyle
birlikte bambaska bir boyuta taginmistir. Bu nedenle 6zellikle sosyal medyanin yeniden
Urettigi ve daha hizli yayip pekistirerek daha kalici hale getirdigi yasci séylemlerin 6niine
gecmek icin konu Uzerine gelistirilecek iletisim politikalarina da biyuk gereksinim
duyuldugu aciktir.

Turkiye hizla yaslanan bir toplum olma niteligi tasimaktadir. Yasciliga iliskin toplumsal
farkindaligi egitimden sagliga ve politikaya kadar uzanan etkili uygulamalara yansiyacak
duzeyde artirmanin gerekliligi agiktir. Basta psikoloji, sosyoloji, tip, egitim ve iletisim
bilimleri gibi disiplinlerden uzmanlarin konu lizerine arastirmalar yirttmesi biyuk bir
onem arz etmektedir. Covid-19 pandemisi, etkin egitimsel ve iletisimsel cabalarla,
¢ocukluk doneminden baslayarak yasciliga yonelik evrensel bir miicadelenin geregini
gozler online sermistir. Bu miicadelenin, Tirkiye'de de hem yasanan kiresel salgin
0zelinde hem de tiim yasama yayilmis olan yascilik ve diger yaygin ayrimcilik turlerini
kapsayacak sekilde yiritilmesinin dnemi aciktir. Yascilik, daha 6énce de vurgulandigi
gibi bu sirrecte bir‘insan haklari ihlali'ne donlismustir. Daha ¢ok ileri yas grubundaki
bireyleri hedef alan, ancak 6te yandan ¢ocuklari ve ergenleri de yer yer yascilik kurbani
konumuna getiren kisitlamalarin gerekliligi, yarar ve bedelleri s6zii edilen bilim dallarinin
onermeleri 1siginda irdelenmeli, bu tir adimlar 6zenle atilmali, gelecekte yasanmasi
olasi benzeri krizleri ydonetme yolunda rehberlik edecek ¢ikarimlarda bulunulmalidir.
Ote yandan, her ne kadar evrensel olsa da kiiltiire 6zgii bir dokusu da olan yascihgin
(Ng & Lim, 2020) kusaklararasi baglari zedeleyen niteligini bertaraf edecek sekilde, yas
gruplari arasindaki dayanismanin altini kilttrel degerler 1s1ginda cizerek vurgulayan,
ileri yastaki bireyleri’bilge’olarak gérme yoniindeki gelenegdi canlandirmayi hedefleyen
calismalar yiritmek de bir baska 6neri olarak sunulabilir.
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0z

Bu calismada Covid-19 pandemisinin sinema sektoriinde yarattigi kriz ve bu
krize yonelik destek paketlerinin incelenmesi amaglanmistir. Krize ve destek
mekanizmalarina yonelik gortismelerden elde edilen veriler, sinema salonlari,
sinema calisanlar ve yapim grubu baslklar altinda toplanarak incelenmis ve
betimsel olarak analiz edilmistir. Sinema sektérinde Covid-19 pandemisinin
yarattigi kriz, sektoriin yapisal sorunlarindan (6rgltlenme, glivencesiz ve agir
calisma kosullari, telif haklari, dagitim ve isletmecilikte tekellesme, yeterli sermaye
birikiminin olmamasi gibi) bagimsiz olmayip birbirleriyle iliskili bu alanlardaki
krizi daha da derinlestiren bir seyir izlemistir. Calismada sinema sektoriine yonelik
farkli destek paketleri olusturulmasi gerektigi ortaya konmakta ve sektoriin
desteklenme yontemleri tartisiimaktadir. Destek paketleri kisa vadede Covid-
19'un ortaya cikardigi problemleri gidermeye, uzun vadede sektoriin yapisal
sorunlarini ¢cézmeye yonelik olmalidir. Sektor temsilcileri ile yari yapilandiriimig
derinlemesine goriisme teknigi basta olmak tzere nitel yontem kullaniimistir.
Pandemi, sinema sektorliniin var olan yapisal sorunlarini ¢6zmek icin katalizor
islevi gorebilir. Sinema, gerek ulusal kiltiirtin temsilcisi olma niteliginden 6turd,
gerekse kiiltur ekonomisi icinde yuksek katma deger yaratma potansiyeline sahip
olmasi nedeniyle kriz zamanlarinin da 6tesinde desteklenmek zorundadir. Yirmi
birinci ylzyilhin pandemi gibi krizlerle gececegine dair genel bir kanidan hareketle
bu calisma, destek mekanizmalarinin kalici olmasi icin yasal diizenlemeler
yapilarak, “Sinema-Televizyon Kriz Destek Fonu” olusturulmasini dnermektedir.
Anahtar Kelimeler: Tirk sinemasi, Covid-19 pandemisi, kriz, Covid-19 6nlemleri,

destek politikalari

ABSTRACT

This study aimed to examine the crisis in the film industry as a result of the
Covid-19 pandemic and its corresponding support packages for behind-the-
camera employees, movie theaters and film productions. Since the crisis is
dependent on the structural problems of the sector (i.e., organization, unsafe
and poor working conditions, copyright issues, monopolization in distribution

and management, insufficient capital accumulation, and piracy), it deepens
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the current crisis in these interrelated areas. Thus, various
support packages specific to the cinema sector should
be created. To explore potential support packages, the
study conducted semi-structured in-depth interviews
with representatives of the sector. The pandemic can be
a catalyst for solving the existing structural problems of
the film industry, which exhibits different dimensions in

this process. Cinema should be supported even beyond

culture and holds the potential to create high value in the
cultural economy. Based on the general assumption that
crises, such as pandemics, in the 21st century will come to
pass, this study proposes a permanent support mechanism
called the Cinema-Television Crisis Support Fund through
legal arrangements.

Keywords: Turkish cinema, Covid-19 pandemic, crisis,

Covid-19 safety guidance, support policies

crisis because it is an important representation of national

EXTENDED ABSTRACT

The Covid-19 pandemic is an economic, social, and cultural crisis. One of the sectors
most affected by the pandemic is the film industry. Several changes, such as the closure
of movie theaters, the delay of screenings or their shift to digital platforms, the halt of
productions, the unemployment of film workers, the postponement and cancellation
of festivals, or the transition to online festival screenings shook the global film industry
to the core. In other words, the Covid-19 pandemic has caused enormous damage to
the film industry worldwide. According to data from Statista, the revenue loss of the
global film industry in 2020 is USD 26 billion. Thus, scholars predict that regrouping
may take five years for the global film industry a result of the crisis initiated by the
Covid-19 pandemic.

Similar to the rest of the world, one of the sectors most affected by the Covid-19
pandemicin Turkey is the cinema sector. In Turkey, the total box office revenue for 2019
is 976,942,970 Turkish Liras (TL), which decreased to 299,444,667 TL by 2020. Thus,
developing new business strategies and working practices is crucial. The cinema value
chain should be reorganized with the development of digital platforms. Whether the
film industry is considered within the field of culture, as in Europe and especially in
France, or as an entertainment industry, as in the United States, both cinema policies
should be supported and protected during this period of crisis. In this context, many
countries exerted efforts within their economic capabilities to keep the sector alive
through support packages.

As the Turkish film industry continues to struggle with the crisis, it suffered an even
deeper wound for approximately one year due to the Covid-19 pandemic. In other
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words, the film industry, which failed to overcome the 2019 popcorn crisis (caused by
ticket revenue sharing between mainstream producers and movie theaters), entered
yet a new crisis with the Covid-19 pandemic and was forced to face structural problems.
Despite the difficulties posed by the Covid-19 pandemic, the current study views the
situation from a different perspective and considers the pandemic a catalyst for
confronting the structural problems of the film industry in Turkey. This study advocates
the view that the film industry can take this crisis as an opportunity to eliminate the
deficiencies in institutionalization and solve its structural problems.

This article is based on the authors’ conclusion report numbered 120K625 for the
Project TUBITAK 1001 Covid-19 and Society. In this study, the effects of the Covid-19
pandemic on the cinema industry are evaluated from a political economy perspective
using descriptive research method, categorical content analysis and in-depth interviews.
Using this methodological approach, the study analyzed the crisis resulting from the
Covid-19 pandemic and its effects on the film industry through a contextual approach.
Furthermore, analysis was conducted through the cultural, political, institutional, and
industrial determinants of the national film industry. The study uses the research design
approach, which employs data collected from various sources (i.e., face-to-face interviews,
audio-visual materials, documents, and reports) in a detailed manner and thoroughly
analyzes themes related to the case. Participants were selected from various groups (i.e.,
unions and professional organizations), relevant official institutions, behind-the-camera
employees, producers, filmmakers, cinematographers, screenwriters, actors, film theater
operators, distributors, and festival directors. In-depth interviews were conducted online
with 52 people. Furthermore, the study examined and analyzed secondary sources, such
as legislations, reports, and literature. In addition, data from Box Office records, the Social
Security Institution and the Turkish Statistical Institute were analyzed.

In this context, the study groups support packages for the film sector under the
following categories: (a) Economic Stability Shield Package, which is within the scope
of the general support package; (b) Covid-19 Film and Television Relief Fund, which is
created directly for the sector (behind-the-camera employees) with the cooperation
of the Cinema & Broadcasting Union, Istanbul Foundation for Culture and Arts and
Netflix; and; (c) the Turkish Ministry of Culture and Tourism Cinema Fund.

The cinema, which is an important representation of national culture within the
film industry and holds the potential to create high added value, requires incentives
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and support policies. Especially during periods of crises, such as pandemics, the sector
should be supported in accordance with its project-based nature and work conditions
for freelancing. Instead, of creating short-term solutions using support packages, this
support policy should be reconsidered to increase the competitiveness of the sector
in the long term. A general assumption indicates that the 21st century will feature
many other crises. Therefore, creating support mechanisms is imperative. Specifically,
the Cinema-Television Crisis Support Fund should be established and rendered
permanent through legal regulations.
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Diinya Saglk Orgiiti, 11 Mart 2020 tarihinde Covid-19 pandemisini (bircok cografyayi
bir arada tehdit eden yaygin salgin olarak) ilan etmistir. Pandeminin hizla yayilmasiyla
farkli Glkelerde karantina onlemleri alinmistir. Okullar, isyerleri kapatilmis, seyahat
yasaklar getirilmis, sokaga ¢ikma yasaklari uygulanmistir. Kisitlamalar ekonomik
problemleri de beraberinde getirmistir (Dinger, 2020, p. 113). Covid-19 pandemisi,
“kiresellesen dlinyanin tek, birincil, ana ve merkezi glindem maddesi konumuna”
gelmistir (Keyman, 2020, p. 226). UNESCO (2020), Covid-19 pandemisini, kiltlr-sanat
alaninda kriz olarak degerlendirmektedir. Pandemi ve yarattigi kriz, kilttrel ve yaratici
enddstriler tizerinde yikici bir etkiye sahip olmus ve dnceden var olan dalgalanmalari
ortaya ¢ikarmis ve biyitmiistir. yilesmeler ne kadar geciktirilirse, bu alanlarin o kadar
kalici bicimde etkilenecegi ifade edilmektedir. Bordoni (Bauman & Bordoni, 2018, p.9),
ekonomik krizi “yatirimlardaki bir eksiklik, Gretimde bir dusUs, issizlikte bir artisla
sekillenen bir durgunluk evresidir; genellikle ekonomiyle baglantili elverissiz kosullardir”
ifadesiyle tanimlamaktadir. Dincer’e (2020, p. 118) gore esi benzeri gorilmemis, nasil
ilerleyecegi ve nasil yonetilecegi bilinmeyen bir krizle karsi karsiya kalinmistir. Agirdir
(2020), bu ytzyihn farkh krizlerle siirecedini ileri suirer. Bu baglamda krizler, yasanan
felaketlerle bas etme stratejileri gelistirmeyi zorunlu kilarken ayni zamanda var olan
sistemik sorunlari cozmek icin katalizor islevi de gorebilirler. Bordoni (Bauman & Bordoni,
2018, p. 11) krizin, tam anlamiyla olumlu, yaratici ve iyimser bir seyi ifade ettigini, ¢linki
bir degisimi kapsadigini ve kopusun ardindan bir yeniden dogum olabilecegini
belirtmektedir.

Covid-19 pandemisi klresel sinema endistrisinde blylk zararlar olusturmustur.
Statista (Coronavirus Global Box Office, 2020) verilerine gore 2019 yih kiiresel hasilat
geliri 42.3 milyar Amerikan dolaridir ve buna karsin Comscore (Global Box Office, 2020)
verisine gore 2020 yili kiiresel hasilat geliri 12.2 milyar dolar ve kayip da 30.1 milyar
dolar olarak gerceklesmistir. Ustelik 2020 zararinin éniimiizdeki bes yil etkilemesi
ongorulmektedir. TUm diinyada oldugu gibi tlkemizde de, Covid-19 pandemisinden
en fazla etkilenen sektorlerden biri sinema sektort olmustur. 2019 yil Turkiye toplam
gise hasilati 976.942.970 TL iken 2020 yilinda 299.444.667 TLdir'.

Pandeminin seyrinin hizlanmasi sonucu sosyal mesafe dnlemleri nedeniyle kultirel
ve sanatsal etkinliklerin iptal edilmesi, sinema salonlarinin kapanmasi sonucunda klttr

enddstrileri alaninda calisanlarin gelirleri ya azalmis ya da ortadan kalkmistir?. Film
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yapimlari ertelenmis, gosterimler dijital platformlara tasinmistir. Pandemi siirecinin
sinema sektori Uizerindeki olumsuz etkileri, kiilttirel bir temsil alani olan film festivallerinde
de gorilmustir. Festivaller bu slirecte iptal, ertelenme, online platforma tasinma veya
karma gibi farkli egilimler gostermektedirler.

Covid-19 pandemisinin sinema endustrisine etkileri Gizerine akademik makalelerden
daha ¢ok arastirma, rapor ve haber/yorum yazilarina rastlaniimaktadir.> Pandemi siirecinin
devam etmesi, bu olaganiisti durumun sinema endustrisine etkilerini ve yaratacagi
sonuclari 6ngdrmeyi ya da butiincll olarak degerlendirmeyi de zorlastirmaktadir.
UNESCO (2020), OECD (2020a), Avrupa Gorsel-isitsel Gézlemevi (European Audiovisual
Observatory) (2020), Deloitte (2020), World Economic Forum (2020) gibi kurum ve
arastirma sirketleri, Covid-19 pandemisinin kiltlr ve yaratici endistriler tizerinde
yarattigi krize iliskin genel raporlar ile degerlendirmelerde bulunurken, sinema
endustrisinin desteklenmesine dair vurgular én plana ¢cikmaktadir. Avrupa Gorsel isitsel
Gozlemevi'nin (2020) Covid-19 gorsel-isitsel sektor 6nlemleri veri izleme projesi ile
uluslararasi sinema salon isletmecileri birligi UNIC'in (2020) “Covid-19 pandemisinin
Avrupa sinema enddstrisi Gizerindeki etkisi” adli diizenli olarak glincellenen arastirmalari,
genel goriinimiin cergevesini ¢cizmesi acisindan énemlidir. Yine bu raporlardan Avrupa
Gorsel isitsel Gozlemevi'nden Katsarova (2020), pandeminin Avrupa lilkelerinde sinema
endustrisinde olusturdugu sorunlari ve buna yonelik tlkelerde uygulanan destek
mekanizmalarini belirtmektedir. Birlesik Krallik'ta BECTU (2020), yaptidi saha ¢alismalariyla
Covid-19 pandemi krizinde yaratici endistride ¢alisanlarin yasam kosullarini
arastirmaktadir. UNESCO’nun (2020) “kriz”, OECD'nin (2020b) “kilttrel sok” olarak
nitelendirdigi durum, sinirli sayidaki akademik makalede sinema salonlarinin kapanmasi,
endistri gelir dongulsiiniin bozulmasi, endiistride yasanan istihdam/issizlik sorunu ve
dijital platformlarin ylkselis egrilerinin endistriyi yapisal olarak dontstliirmesi
baglamlarinda ele alinmaktadir. Diinya Ekonomik Forum arastirmacilarindan Whiting
(2020) Covid-19 pandemisinin sinema ve televizyon endustrisinde olusturdugu
degisikliklere dikkat cekmektedir. Kim (2020) Kore 6rneginde Covid-19 pandemisinin
sinema salonlarina etkisini ve gelir kaybini film talebi ve gise geliri iliskisi Gzerinden
incelemistir. Parc ve Messerlin (2020) ise editoryal degerlendirme yazilarinda Avrupa
sinemalarinda sikayet edilen Hollywood baskisinin, Covid-19 pandemi siirecinde ortadan
kalmasinin yarattigi ironik olumsuzlugu belirtmektedirler. Pandeminin sinema enduistrisi
Uzerindeki etkilerine dair haber ve yorumlardan en dikkat cekici olanlarindan biri,
ispanyol gribi sonrasi Hollywood stiidyo sisteminin kurulmasi ile Covid-19 pandemisi
sonrasi stiidyolarin dijital platformlar Gizerinden yapilanmasini ele alan Brody'in (2020)
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makalesidir. Yapilan alanyazini arastirmalarinda Tiirkiye'de glincel haber ve yorumlarin
yani sira Aytemiz'in (2020) Covid-19 sonrasini iceren genel bir degerlendirmesiile Cakar
Biki¢'in (2020) pandeminin kisa film festivalleri Gzerindeki etkilerini inceleyen calismasi
bulunmaktadir. Bu calismalar disinda konuya iliskin akademik bir arastirmaya
rastlanmamistir.

Destek paketleri sektoriin mimkiin olan en kisa zamanda ve glivenli bicimde is
alanina dénmesine yardimci olmak icin gereklidir. Taner'in de (2020) belirttigi gibi kiiltur
enddstrileri, yaratici endiistriler katma deger saglayan ve toplumun gelecegini kuran
yapilardir. Kiilttir endistrilerinin bu donem ve her donem tedbir-tesvik mekanizmalarina
ve politikalarina ihtiyaci vardir (Taner, 2020, p. 398). Sinema endistrisi, ister Avrupa'daki
ve Ozellikle Fransa'daki gibi kiltlir alani icinde ele alinsin, ister ABD'de oldugu gibi
eglence endustrisi olarak degerlendirilsin, her iki kosulda da kriz stirecinde desteklenmek
ve korunmak zorundadir.

Sinemaya yonelik olan destekler incelendiginde su bashklar altinda gelistikleri
gorulmektedir: Vergilerin askiya alinmasi, vergi muafiyetleri ve indirimleri, erken
odemeler, yari-zamanli calisma, devlet garantili krediler, yardimlar, dayanisma fonlari.
Bu desteklerin olusturulmasinda devletlerin kiltlr ile ilgili bakanliklari ve CNC (Fransa),
BFI (ingiltere), FFA (Almanya), Screen Scotland (iskocya) gibi ulusal sinema kurum ve
kuruluslarinin katkilar bulunmaktadir. Netflix gibi dijital platformlar da stirecin atlatiimasi
icin dnemli katkilar sunmaktadirlar. Ayrica Amerika Birlesik Devletleri 6rneginde biyuk
film sirketlerinin disinda kalan bagimsiz yapimci ve yonetmenler icin meslek birliklerinin
organizasyonu ile fonlar olusturuldugu goriilmektedir. Bu cercevede Avrupa Birligi
ulkeleri perspektifinden pandemi siirecinde sektére bakis icin Avrupa Gorsel isitsel
GOzlemevi Webinari incelenebilir.

Avrupa Ulkelerinde siirece iliskin gelistirilecek politikalarin ne olacagi konusunda
sektor bilesenlerinin yiiriittigi cahismalardan Avrupa Gorsel isitsel Gézlemevi'nin
hazirladigi rapor 6n plana ¢ikmaktadir (Kanzler & Simone, 2020). Bu rapora gére Covid-19
krizi, film endustrisindeki egilimleri hizlandirmis ve derinlestirmistir. Reklam gelirlerinin
baskisiyla filmlerin finanse edilmesinde artan zorluklar, ekonomik durgunluk, 6n satislarin
sadece yiiksek bitceli yapimlar icin miimkiin olmasi, box-office gelirlerinin sinirli sayidaki
belirli filmlerde toplanmasi sektérel bunalimlardan bazilaridir. Covid-19 pandemisinin
en ¢ok kiiciik 6lcekli yapimlari etkileyecedi, bu acidan sirecte en fazla zarari bagimsiz
yapimlarin ve kiiltiirel cesitliligin gérecedi dngériilmektedir. Avrupa Gorsel-isitsel
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Gozlemevi, tim Avrupa Ulkelerinin Covid-19 strecine verdikleri reaksiyonu anlamak
ve resmi bir biitin olarak degerlendirmek amaciyla ¢evrimici bir toplanti diizenlemistir.
Webinarda stiinde durulan goriisler sdyle 6zetlenebilir: Avrupa Gorsel-isitsel Gozlemevi
Pazar Arastirmasi BolimU Baskani Gilles Fontaine, sinema sektoriiniin tiim medya
ekosistemi icindeki en kirilgan sektor olarak gorilebilecegini belirtmistir. Krizin
asilmasinda bagimsiz yapimlarin desteklenecegdi yontemlerin gelistirilmesi Gizerinde
durulmus, bu stirecten VoD'larin karh ¢iktigr kanisinin yaygin oldugunun alti izilmistir.
isaret edilen ilging noktalardan biri, bagimsiz yapimlarin VoD'de en cok izlenme sansini
Covid-19 sirasinda evlerine kapanan izleyiciyle bulmus olmalaridir. Gilles Fontaine bu
krizin bir kazanani varsa, onun internet reklamciligi oldugunu belirtir. En 6nemlisi
sinema sektorinin bir stredir yakalandigi sistemik bir hastaligin Covid-19 sirecinde
belirginlik kazandigi ve krizin sinemanin icine girdigi kosullarin 6lcegini buyuttugu
ifade edilmistir (Avrupa Géorsel isitsel Gozlemevi Webinari, 2020).

Salginin sonu uzak oldugu icin olasi ekonomik etkilerini sayisallastirmak heniiz
mimkin degildir (Dinger, 2020, p. 114). Sinema sektorU, gise gelirleri disinda veri
toplamanin zor oldugu alanlardan biridir ve bu nedenle pandeminin sektor Gzerindeki
kisa vadeli etkilerini bile hesaplamak zor olmaktadir. Sinema sektoriiniin ekonomik
blyukligine ve istihdamina yonelik veriler oldukga sinirlidir. Sektériin yapisal sorunlari
vardir; kriz, bu sorunlarin goriiniir olmasini saglamistir. Tirk sinemasi, Tirkiye'nin degisen
ekonomik, siyasal ve kiltiirel sartlari dogrultusunda kendi ici dinamikleriyle sekillenmistir
(Erkihg, 2003; 2014). Turk sinemasinin sektorel gelisimi kendi icinde farkli donemler
barindirmakla birlikte, 95’ 0ncesi ve sonrasi olarak ikiye ayirmak endustrilesme ve yapisal
sorunlar daha iyi aciklayacaktir. Tirk sinemasi 95’ 6ncesi, kendi i¢ piyasa seyircisine
bagli olarak devletin tesvik ve yasal diizenlemeler yaparak destek olmadigi kapal bir
Uretim tarzi sergiler. Kendine 6zgu bir Giretim tarzi gelistiren (6rnegin bolge isletmeciligi)
bu yapi, seyirci faktori ortadan kalktiginda yok olmustur. 90’lardaki biytk kriz, 95’
sonrasi yeniden yapilanan ve sonuclarini 6zellikle 2000°li yillarda gordigumuz iki
katmanl Gretim tarzini dogurmustur. Yeniden yapilanan ana akim sinema ile sinema
fonu destekleriyle gelisen bagimsiz sinema/sanat sinemasi bu donemin iki temel aksini
olusturur. Ana akim filmler gisede basarili olurken bagimsiz/sanat sinemasi érnekleri
de uluslararasi festival donglisiinde 6nemli basarilar kazanirlar (Erkilig, 2014). 2019 yili
ana akim yapimcilarla sinema isletmecileri arasinda bilet bedelinin boltsimui tizerinden
catismali gegmis ve pop-corn krizi olarak anilmistir (Aydemir, 2018; 2019). Ana akim
filmlerinin gosterimlerini ertelemeleri 10 milyonluk seyirci kaybina neden olmus ve
bilet bedeli artirilarak gisedeki kayip dengelenmistir (Box Office Turkiye, 2020a). Sorun
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7163 sayili yasal diizenleme ve onun yonetmelikleri cercevesinde ¢ozulmustr (Erem,
2019). Yani Turk sinemasi Covid-19'a pop-corn krizinin etkisinde girmistir. Sinema
salonlari, 17 Mart’tan 1 Temmuz'a kadar kapali kalmistir. 17 Kasim 2020 tarihinde alinan
Koronaviriis Yeni Tedbirler kapsaminda sinema salonlarinin faaliyetleri (sektdrden gelen
talep Uzerine) 20 Kasim 2020 tarihinden 31 Aralik 2020 tarihine kadar yeniden
durdurulmustur. icisleri Bakanhidi genelgesi ile sinema salonlarini agilma tarihi 12 Mayis
2021'e uzatilmistir. Pandeminin baslangicindan itibaren toplam 32 hafta acik kalan
sinema salonlarinin 2020 gise gelirlerinin 2019 verileriyle karsilagtirnimasi (Table 1),
sektordeki daralmayi gostermektedir.

Covid-19 siireci ve 6ncesinde ortaya cikan tablo Uzerine ekonomik yapiya bagli
tarihsel bir degerlendirme yapilabilir. Bu degerlendirmede sinema sektoriinlin yeterli
sermaye birikimine sahip olmamasi, glicli kurumsal yapilarin yoklugu (meslek orgtitleri
ve sendikalar gibi), kiiresel baglantilari olan yapimcilik modelinin gelismemis olmasi,
calisma sartlari, sosyal haklar, telif haklari, korsan, tekellesme gibi yapisal sorunlari
olduguiileri stiriilebilir (Ozdn, 1985; Sener, 1970; Evren, 1997; Scognamillo, 2003; Abisel,
1994; Erkilic, 2003, 2008, 2014; Teksoy, 2008; Tanriéver, 2010; Kalemci & Ozen, 2011;
Arslan, 2011; Kanzler, 2014). Bu ylizden Covid-19 pandemisini sinema sektoriiniin
yapisal sorunlarini ¢ozmek icin bir firsat olarak da degerlendirmek gerekir.

Bu cercevede ekonomi politik yaklasim ¢alismanin ardalaninda ise kosulmus, sektére
bakista ve ¢oziimlemede belirleyici olmustur. Golding ve Murdock (1991, pp. 11-15)
baslangic olarak, medyanin ekonomi politigi ile medya ekonomisini ayirmak gerektigini
belirtirler. Medya ekonomisi ayri bir faaliyet alani olarak ele alinirken, medyanin ekonomi
politigi, ekonomik organizasyon ile politik, kiltiirel ve sosyal yasam arasindaki etkilesimi
vurgular. Ekonomi politik medyanin hem ekonomik hem de sembolik boyutlarini aktif
olarak ele almaktadir. Boylece kamusal alandaki sdylem ve temsiller ile kiltiirel Gretimi
finanse ve organize etmenin farkli yollarini ve izleyicilerin bunlara erigsiminin sonuglarini
gostermeye calisir. Wasco (2004, pp. 227-228) sinemanin ekonomi politiginin, genel
ekonomi politikten ayr diistinlilemeyecegini belirtir. Wasco, sinemanin ekonomi politik
incelemesini yalnizca endUstrinin durumunun bir tanimi olarak gérmez ve Mosco'dan
hareketle endustrinin sinif ve diger sosyal iliskileri kapsayan daha genis bir kapitalist
butlnlik icine yerlestirilerek elestirilmesini dnerir. Calismanin arastirma sorulari ve bunlara
yonelik ¢c6ziim onerilerinde bu ekonomi politik yaklasim belirginlik kazanir. Bu calisma
Covid-19 pandemisinin sinema sektoriinde yarattigi krizi, sinema salonlari, sinema calisanlari
ve yapim grubu 6zelinde incelemektedir. Bu dogrultuda calismada, sinema sektoriiniin
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yapisal sorunlarinin pandeminin yarattigi krizle derinlestigi, diger taraftan pandeminin
var olan sorunlarla bir ylizlesme firsati sunarak problemlerin agilmasinda bir katalizor islevi
gorebilecegdi ortaya konmaya calisilacaktir. Yazarlarin (2020) Tirkiye Bilimsel ve Teknolojik
Arastirma Kurumu (TUBITAK) 1001 Covid-19 ve Toplum 120K625 nolu proje sonug raporuna
dayanan bu makale, pandeminin yarattigi krize ¢c6ziim 6nerileri getirmesi ve Tiirk sinemasinin
yapisal sorunlari ¢cozmek icin katalizor olarak goérmesi agisindan énem kazanmaktadir.

AMAC VE YONTEM

Bu calismada Covid-19 pandemisinin sinema sektériinde yarattigi kriz, sinema
salonlari, sinema calisanlari ve yapim grubu kapsaminda incelenmistir. Alanyazini
taramalarindan elde edilen veriler 1siginda yapilan derinlemesine goériismeler icerik
analizi teknigi kullanilarak ¢c6ziimlenmistir. Bir vaka analizi seklinde ele alinan Covid-19
pandemisi ile sektorde yarattigi kriz betimleyici yaklasimla yorumlanmistir.

Amag

Makalenin temel amaci Covid-19 pandemisinin Tirkiye'de sinema sektoriinde
yarattigi krizi incelemek ve olasi ¢ikis yollarini saptamaktir. Bu cercevede Covid-19
pandemisinin sinema sektori tizerindeki yikici ekonomik ve sosyal etkileri arastiriimig
ve sektorln tim sirketleri ve calisanlari destekleyici eylemleri saptanmaya calisiimistir.
Makale, Tiirkiye'de Covid-19 pandemisinin sinema sektoriinde olusturdugu krizi bitiin
yonleriyle ele almayi ve ¢6ziim yollarini arastirmayi hedeflemektedir. Bu ¢ercevede
arastirmanin kapsamini, sinema salonlarinin kapanmasiyla gésterimlerin iptal edilmesi,
film setlerinin durmasi, yapimi planlanan filmlerin iptal edilmesi, film festivallerinin
ertelenmesi, gelisen dijital platformlar ile sektoriin ekonomik kaybi, buna bagli olarak
sektorde istihdam edilen kisilerin ekonomik/sosyal sorunlari ve bunlara dair ¢6ziim
yollari olusturmaktadir. Arastirma kapsaminda su arastirma sorulari olusturulmustur:

Covid-19 pandemisi siireci sinema salonlarinda nasil bir degisime neden olmaktadir?
Covid-19 pandemisi suireci yapim aksinda nasil bir degisime neden olmaktadir?
3. Covid-19 pandemisi siireci sinema calisanlarinin kosullarinda nasil bir degisime
neden olmaktadir?
4. Sinema sektoriiniin proje bazli yapisina ve esnek calisma kosullarina 6zgii destek
paketi nasil olusturulmahdir?
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S6zkonusu arastirma sorulari cercevesinde ¢ozlimlerin gelistiriimesi hedeflenmektedir.
Yontem

Bu calismada Covid-19 pandemisinin sinema sektoriine etkileri, betimsel arastirma
yontemiyle, vaka ¢alismasi, derinlemesine goriisme ve kategorisel icerik analizi teknikleri
(Yildirnm & Simsek, 2011; Merriam, 2015, pp. 170-184) kullanilarak ekonomi politik bir
perspektiften degerlendirilmistir. Calisma sinema salonlari, yapim aksi, sektor ¢alisanlari,
yapisal sorunlar kategorileri ile destek, onlem, kriz, dijital platform, seyirci, endistri/
sektor, salonlarda daralma, pandemi, freelance, sosyal glivence, fonlama, tekellesme
gibi kodlarla analiz edilmistir. Ayrica ikincil kaynaklarin inceleme ve analizine (rapor,
yasa/mevzuat, alanyazini vb.) yer verilmistir. Makalenin yontemsel yaklagimi, Covid-19
pandemisinin sinema sektoriinde yarattigi krizi, baglamsal yaklasimla (Turner, 1999, p.
153) ulusal film enddustrisinin kiltarel, politik, kurumsal, endustriyel belirleyicilerini
analiz etme olanagi vermistir.

Creswell'in (2013) tanimlamasiyla vaka ¢alismasi arastirmacinin sinirh bir ya da birkag
sistemi (vakalar), pek ¢ok kaynaktan topladigi (g6zlemler, yiiz yiize goriismeler, gorsel
isitsel malzemeler, dokiiman ve raporlar) ayrintili ve derinlemesine veriler kullanarak
zaman icinde kesfettigi ve vakayi betimleyerek ilgili temalari raporladidi bir yaklasimdir.
Covid-19 pandemisinin sinema sektoriine etkisine odaklanan bu ¢alisma, vaka ¢alismasinin
belirlilik 6zelligini karsilamaktadir. Bu calisma, Covid-19 pandemisininin sinema sektoriindeki
etkilerini bir vaka olarak ele almaktadir. Vaka calismasi sonucu elde edilen ¢ikarimlara,
zengin ve yogun betimleme sonucu ulasilmistir. Bu baglamda proje kapsaminda pandemi
doéneminde yaygin olarak gerceklesen webinar ve online toplantilarin alan ile ilgili olanlarina
katihm saglanmis ve kayitlari ¢oziimlenmistir. Yine sektore yonelik yasa, mevzuat, rapor
vb. belgeler toplanmis ve degerlendirilmistir. Bu cercevede elde edilen bilgi ve bulgular
yapilan derinlemesine goriismelerin yapilandiriimasinda da yonlendirici olmustur. Vaka
calismasi, “arastirmacinin bir kisiye, gruba, 6rgiite ya da ortamaiiliskin ¢coklu veri toplama
yontemlerini kullanarak elde ettigi verileri derinlemesine analiz ettigi arastirma desenidir”
(Atalay Mazlum & Mazlum, 2017, pp. 10-11).

Katilimcilar

Sektor temsilcileri (sendika ve meslek 6rgitd), ilgili resmi kurum temsilcileri (Sinema
Genel Mudirliigi, Telif Haklan Genel Miidiirliga, ISKUR Genel Miidiirligi), kamera
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arkasi calisanlari, yapimci, yonetmen, goriintli ydnetmeni, senaryo yazari, oyuncu,
sinema salon isletmecileri, ithalat¢i-dagitimcy, festival yonetmenleri arasindan secilmistir.
Katilimcilar gondlli olarak katilmislardir. Toplam 52 gortisme yapilmistir (Table 2).

Veri Toplama

Veri toplama asamasinda derinlemesine gortisme teknidi kullaniimistir. Derinlemesine
gOriisme, arastirma problemine iligkin kisilerin dlslince, goris ve deneyimleriyle ilgili
bilgi toplamak istendiginde kullanilan bir goriisme teknigidir. Goriismeler, geleneksel
not tutma ve kaydetme tekniklerinin yani sira, katiimailarin rizalarinin alinmasiyla gorintli
olarak da kaydedilmistir. Hareket kisitlamasi ve pandemi seyri nedeniyle goriismeler
cevrimigi olarak gerceklestirilmistir. Katiimcilarin alan ve sektor deneyimine bagli olarak,
4 gorisme yapilandiriimis, 40 goriisme yari yapilandirilmis ve 8 goriisme acik uclu
(yapilandiriilmamis) olarak gerceklestirilmistir. Derinlemesine goriismelerde katilimcilar
sektore yonelik genel degerlendirmelerde bulunmus ve sorunlari ifade etmislerdir.

Veri analizinde katilimcilarin sdylediklerinden dogrudan ve sik sik alinti yaparak
betimsel bir yaklagimla veriler sunulmustur. Betimlemeyi de iceren bir bicimde nedensel
ve aciklayici sonuglara ulasmak amaciyla sistematik analiz yapilmistir. Betimlemeyi ve
analizi temel alarak veri analizi stirecine kendi yorumlarimiz (iliskilendirme, anlamlandirma
ve tahminlerimiz) dahil edilmistir. ikincil kaynaklarin inceleme ve analizi yapilmistir.
Sektorlin hem yasal mevzuat diizenlemeleri hem de ekonomi-politik arka alanini
¢6zimlemek icin TBMM tutanaklari, yasalar ve COVID 19 sirecine iliskin haberler
taranmistir. Dokiimanlar, nitel arastirmada etkili bir sekilde kullanilmasi gereken 6nemli
bilgi kaynaklaridir (Yildirinm & Simsek, 2011). Meslek 6rgitlerinin yayimladigi raporlar,
brosurler ve diger efemera materyaller taranmis, Avrupa Ulkeleri destek politikalari
incelenmistir. Arastirma kapsaminda Mart 2020 - Aralik 2020 tarihleri arasinda“sinema
sektorl” ve “Covid-19 pandemisi” baglaminda medyanin taranmasiyla elde edilen
belgelerin incelenmesi, siniflandiriimasi ve yorumlari yapilmistir. Nitel arastirma
yontemlerine, agirlikli olarak da belgelerin taranmasina, tasnifine, siniflandiriimasina
ve yorumlanmasina dayanan bu calismalar sirasinda meslek orgutleri arasinda krize
farkl yaklagimlar iliskilendirilerek yorumlanmistir. Box Office verileri, SGK, TUIK verileri
incelenmistir.

102 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 91-125



Erkilig, H, Duruel Erkilig, S, Degirmen, S

islem

Yapilan 52 derinlemesine goriisme cevrimici ortamda Zoom Uzerinden
gerceklestirilmistir. Ozellikle sinema salonlarinin yeniden kapatilmasi (20 Kasim 2020)
ve sinema salonlarina destek paketinin agiklanmasi gibi gelismeler nedeniyle baz
katihmcilarla birkag kez gériisme yapma durumunda kalinmistir. Kayit altina alinan
gorusmeler desifre edilmistir. Toplam 147 sayfalik ve 49.742 kelimeden olusan desifreye
ulasiimistir. Derinlemesine goriisme sonucu katihmcilardan elde edilen veriler, gorusler
ve Oneriler filtrelenerek benzer 6neri ve gorusler olarak siniflandiriimistir.

BULGULAR

Bulgular bolimuinde pandeminin sinema salonlarinda, yapim aksinda, sinema calisanlarinin
kosullarinda yarattigi degisim ile krize karsi olusturulan destek paketleri ele alinmistir.

Pandemi Siirecinde Sinema Salonlari

Sinema Genel Mudurluga 2020 yili Aralik ayi verilerine gore tilkemizde diizenli olarak
gosterim yapan 439 sinema kompleksi, 2.850 perde ve 333.865 koltuk mevcuttur. TUIK
verilerine gore 2019 yilricinde sinema salonlarinda calisan tiim personel sayisi 5.238'dir
(TUIK, 2019).

2020 yiliicinde sinema salonlari gosterimi yalnizca 32 hafta ile sinirl kalmistir. Deniz
Yavuz'un (2020) yil icinde acik kalan haftalarin toplam gise hasilati ve bilet satislarini
karsilastirdigi calisma, 2020 yilina iliskin carpici durumu ortaya koymaktadir. 1 Ocak-16
Mart tarihleri arasinda 75 glinde 16.589.414 bilet satilirken, pandemi kapanmalari
sonucu, yeniden acilan sinema salonlarinda 1 Temmuz-20 Kasim tarihleri arasinda 140
gin icinde 952.916 bilet satisi gerceklesmistir. Bu calisma, Covid-19 pandemisinin
sinema salonlari Gizerindeki yikici etkisini agikca gostermektedir. Kriz ile birlikte sektoriin
en ¢ok tzerinde durdugu iki konu, salonlarin kapanmaya ve dijital platformlarin
yukselmeye devam edecegidir.

Dijital Platformlarin Yiikselisi ve Deger Zincirinde Degisim Yaratma Potansiyeli

Dijital platformlarin yiikselisi ve deger zincirinde degdisim yaratma potansiyeli, internet
ve getirdigi olanaklar katilimcilarin da ifade ettigi gibi Covid-19 pandemisi siirecinde, hiz
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kazanarak sektorl derinden etkilemistir. ABD'de stiidyolarin pencere erteleme siirelerini

kisaltmalar, filmlerin gosteriminde sinema salonlarini atlayarak dogrudan dijital

platformlarda sunmalari, bu degisimin temel gostergeleri olarak degerlendirilebilir.
Yeni Normalde Sinema Salonlarinda Alinan Onlemler

Sinema salonlarinin 1 Temmuz 2020 tarihinde yeniden agilmasi ile birlikte gdsterimler,
Kalttr ve Turizm Bakanligi'nin 23 Haziran 2020 tarihli “Kiltir ve Sanat Tesislerinde
Kontrolllii Normallesme Siireci Genelgesi” kapsaminda alinan tedbirlere uygun olarak
gerceklestirilmistir (KUltlir ve Turizm Bakanlidi, 2020a). Genelge ates olclim, koltuk
mesafesi, yiyecek-icecek sinirlandirmasi, salona temiz hava sirkiilasyonu saglanmasi,
sadece e-bilet satisi yapilmasi, seans aralarinda temizlik ve hijyen gibi 6nlemleri
icermektedir. Ayrica 04.11.2020 tarihli Koronaviris Ek Tedbirleri Genelgesi'yle sinema
salonlari 22:00'de kapanmustir (icisleri Bakanligi, 2020). Bagimsiz sinema salonu
isletmecileri saglik acisindan sinema salonlarinin giivenli mekan olmalarina iliskin
sunlari ifade etmislerdir: “Kapisi sokaga acilan sinema olmamizdan dolayi iceri temiz
hava verebiliyoruz. Hijyen kurallarina uyuldu, seanslar arasi dezenfeksiyon yapildi” (K26;
K37). Bir baska katilimci da AVM icinde yapilanan sinema salonuyla bina icindeki sinema
salonu karsilastirmasini yaparken sektériin goriis almasina vurgu yapmaktadir:“ilk defa
bir sektdr bilim kuruluna ne yapabiliriz diye sordu, toplantilarina katildi (SISAY) Sinema
salonlarina temiz hava sart, AVM’lerde nasil olacak?” (K6). Hijyen kurallarinin
uygulanmasiyla ilgili farkli gorisler de mevcuttur: “Kilavuzu yerine getirmek ekstra
maliyet getiriyor..." (K7).

Tekrar Acilma Kampanyalari

Sinemalarin 1 Temmuz’'da yeniden agilmasiyla ilgili olarak 6zellikle Cinemaximum
grubunun sosyal medya Uzerinden kampanya yurGttigu gorilmektedir. Bagimsiz
isletmeler ise sosyal medya lizerinden krizi asmaya yonelik destek kampanyalari
dizenlemislerdir. Cinemaximum tekrar acilma tarihini “Tekrar kavusmamiz elbette
blyuk olacakti!” sosyal medya kampanyasi ile Facebook lizerinden duyurmustur. Ayrica
sosyal medyada yeniden acilis kampanyasi “#6zlediysek sebebi var” etiketiyle
gerceklestirilmistir (Ozlediysek Sebebi Var, 2020). Beyoglu Sinemasi, yaptigi kitlesel
fonlamada “#Sayenizde kampanyasi” ile seyircilerinden destek beklemistir (Beyoglu
Sinemasi, 2020). Beyoglu Sinemasi kapali kaldigi donemde seyircileriyle iletisimi canli
tutmak icin 1984 biiltenini yayimlamis, bir video ile kitlesel fonlamaya neden ihtiya¢
duyduklarini anlatmistir. Bagimsiz salonlardan Kadikdy Sinemasi krizi asmak icin koltuk
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destek kampanyasi baslatmis ve kisa stirede tim koltuklarin satisini gerceklestirmistir
(K26). Kadikdy Sinemasi’'nin koltuk kampanyasina bazi oyuncularin, yénetmenlerin ve
dagitim sirketlerinin katilarak sektorel dayanisma sergiledigi gézlenmistir (Kadikoy
Sinemasi, 2020). Bagimsiz salonlardan izmir Karaca Sinemasi destek istemine, izmir
Biiyiiksehir Belediyesi bilet alimlari ile katki saglamustir. “izmir Biiyiiksehir Belediyesi
5.000 bilet alarak destek sagladi. Koltuk ve teknik bakima harcadik... Yerel yonetimler
ve Sivil Toplum Kuruluslari bilet destegi ve hijyen konusunda yardimci olmalilar” (K37).

Seyircinin Tepkisi

1Temmuz 2020 tarihinde yeni agilan sinema salonlarina dons, beklentilerin altinda
olmustur. Seyircinin sinema salonlarina donememesine iliskin derinlemesine gériismeler,
sektorel perspektiften bir bakis saglamasi nedeniyle 6nem tasimaktadir. Derinlemesine
gorismelerde elde edilen veriler, hem genel kosullar hem de sektore yonelik nedenlerden
otlrd seyircinin yeniden sinema salonlarina dénemedigi noktasinda birlesmektedir.
Genel neden “ekonomik kriz var, saglik krizi seyircinin egilimlerine yansiyor” (K5; K8)
olarak ifade edilmistir. Derinlemesine goriismede sektorel nedenler ise K5, K6, K8, K13,
K25, K26, K37 tarafindan soyle agiklanmistir:

“ABD'den“Tenet” disinda film gelmedi”; “Yerli yapimcilar d5nlini gérmedigi icin yerli
icerigi gdsterime cikarmadi”; “Yaz 6lii sezondur”; “icerik sorunu var”;“Ana akim komedi
ve korku tlriinde kot filmler yapildi”; “Programlama basarisiz”; “Promosyonun kalkmis
olmasi”;"Tekellesme olgusu”;“Pandemide iyice belirginlesen sinemaya gitme aliskanhiginin
kaybedilmesi".

Kapanma nedeni olarak isletmeciler,”1 Temmuz sonrasi %60 diistisle kapatsak devam
edebilirdik. Kayip %95. AVM’lerde en blyiik gider kira. AVM'de salonu agmazsan ceza
kesiyor, miicbir sebepten yararlanarak kira 6demelerinden kurtuluyoruz” (K13)
demislerdir. Sinema salonlarindaki krizi en agik bir bicimde bagimsiz salon isletmecisi
(K37) ifade etmektedir:“Oniimiizii géremiyoruz, seyirci gelmiyor... 1 Temmuz'dan sonra
gunlik 2-30 kisi geldi, bunlar 14-30 yas arasiydi ve agirlikla 20 yas altiydi. Sinema
cevresinde bilingli yasli seyircimiz var. Pandemiden dolayi gelemediler... Kredi cekerek
ayakta kalmaya calistyorum. Mal sahibi kira 6demezsen c¢ikarirnim diyor.”
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Sinema Salonlarinda Mekansal Yogunlagsma ve Daralma

Turkiye'de 439 sinema kompleksinin %75'ini zincir isletmeler olusturmaktadir. Bu
durumun, AVM politikasindaki yanlisliklar nedeniyle arttigi ve sektoérde 2019 yilindan
itibaren kii¢lilme egilimi oldugu vurgulanmaktadir (K33; K34). AVM'nin yanls yapilanmasi
ve kimelenmesi sonucunda sinema salonlarinin mekansal olarak yogunlastigi ve kendi
pazar paylarini daralttiklar gdzlenmistir. istanbul'da Sisli-Zincirlikuyu-Levent ticgeni érnek
olarak incelenebilir (Figure 1). Bu lokasyonda yedi biiylik AVM'de (i¢ isletme zincirine ait
66 salon yer almaktadir. 3 km’lik mesafede bu kadar ¢ok salonun is yapmasini beklemek
gercekei degildir. Bu kiimelenme hem seyirci, hem de gise paylasimi agisindan“isletmelerin
kendi paylarini daralttigini” (K23) gostermektedir. AVM ve buna bagl olarak sinema
salonlarinin yogunlasmasi, salonlarin doluluk oraninin %10-12 (K33; K28) arasinda olmasinin
nedenlerini de aciklamaktadir. Bu durum K37'ye gore zincir tekellesme olgusuna da isaret
etmektedir.“istanbul'da Sisli'den Etiler'e 10 AVM var. Her birinde 10 salon, kendi pastalarini
kiictltiyorlar” (K23).“Ustelik uygulanan dagitim ve programlama sistemi hatali; 6rnegin
Turkiye genelinde bir filmi ayni anda 500 salonda gosterime sokmak gibi...” (K30). TUm
bu olgular salonlarin Covid-19 dncesinde daralmaya girdigini gostermektedir. Bu durum
katihmc tarafindan soyle ifade edilmektedir: “AVM'lerle sinema salonlarinin sayisi artti
ama yanlis politika sonucu simdi AVM'ler kapanacadi icin sinema salonlari da kapanacak.
Bunun dogrudan Covid-19ile iliskisi yok. Sektorel bir sorun olarak bu daralma yasanacakti”
(K34). 2020 yilindaki 32 haftalik gésterim periyodunda, pandeminin sinema salonlarina
acik etkisinin gozlemlenebilecegi ifade edilmistir; “ilk etapta 100-150, toplamda 300-400
salonun kapanabilecegi” (K13; K6) belirtilmistir. Bazi isletmeciler ise kapanmanin gecici
olabilecegini, sektoriin kendisini toparladiginda salonlarin yeniden agilacagini
distinmektedir (K5; K7). Covid-19 sonrasi sinema salonlarinin yariya inecegi ve bilet
adedinin de 50 milyon civarinda kalacagi da (K23) ifade edilmektedir.

Sinema Salon isletmecilerinin Genel istemleri

Sinema Salonu Yatirimcilari Dernegi’nin (SISAY) Kiltiir ve Turizm Bakanhgi ile yaptigi
gorismede istemleri soyle 6zetlenebilir (Box Office Tiirkiye, 2020b): Vergi ve prim
ertelemeleri, sinema salonlarinin mucbir sebep sayilmasi, riisumun (eglence vergisi)
kaldirilmasi, alis ve satista %8 KDV esitlenmesi, sinema ekipmanlarindan OTV’nin
kaldirilmasi, pencereler arasi erteleme siiresine uyulmamasi durumunda cezai islem
uygulanmasi ve erteleme siiresinin 11/12 aya c¢ikarilmasi.

Derinlemesine gorismelerde yonetmen ve bagimsiz yapimcilar, bu istemlere 6zellikle
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de risum ve gosterim siresi baglaminda itiraz etmislerdir. Endiseleri su basliklarda
toplamak mimkunddr.

Salon krizi
“Pazar daraldi, gelir arttirmaya calisiyorlar. 2020'de VPF 6demeleri bitti (lokasyon
basina 650 dolar), salon gelirleri azald1” (K34). “Sinema salonu krizi vardi, salonlarin
AVM'lere baglanmasi, seyirci sayisinin diismesi, promosyon, toplu bilet satisi, reklam
kisitlamasi s6z konusu salon krizini blyutta (K33).

Riisum

Rtsumun kaldiriimasi kabul edilemez. Risumun %75'i Kultir Bakanhgr'na aktarihyor.
Kulttr Bakanligi da bunun yarisina yakinini yapim grubuna destek olarak veriyor.
Risum kaldirildigi an sinema fonu iptal olur. Bu sinemacilarin parasi ve séz hakkinin
da sinemacilarda olmasi gerekir” (K34; K17). “Destek paranin nereden geldigi
onemli. Sektoriin yarattigi bir kaynak énemli olan o. Yeni ydnetmen ve yapimcilarin
¢ikmasini engeller (K33).

22 Aralik 2020 tarihinde Cumhurbaskani Karari ile Belediye Gelirleri Kanunu'nda
yapilan degisiklikle yerli ve yabanci film gosterimleri icin belirlenen riisum orani %10'dan
%0’a 31.05.2021 tarihine kadar disUrilmustir. Sinema salonu isletmecileri risumun
tamamen kaldinlmasiniisterken, bagimsiz yapimcilar ve ydonetmenler riisumun devam
etmesi gerektigini dislinmektedirler. Clinki sinema yasasina gore riisum gelirinin %75'i
sinema fonuna aktariimaktadir. Bagimsiz yapimcilar ve yeni yénetmenler icin sinema
fonu, finans planinin dnemli bir kalemini olusturmaktadir. Fonun sinema gelirlerinden
olusmasi sinemacilarin fonun kullanimi konusunda daha ¢ok s6z sahibi olmalarini
saglamaktadir.

Pencereler ve Erteleme Siiresi

Sinema Filmlerinin Degerlendirilmesi ve Siniflandiriimasina iliskin Usul ve Esaslar
Hakkinda Yonetmelik'in (22 Ekim 2019) ilgili maddesine gore (Resmi Gazete, 2019)
filmler, gosterime girdigi tarihten itibaren ticretli yayin yapilan kablo, uydu, karasal,
internet ve diger ortamlarda bes ay gegmeden, licretsiz yayin yapilan uydu, karasal,
internet ve diger ortamlarda alti ay ge¢meden ticari amacla yayinlanamaz.

Sinema salon isletmecileri ile 6zellikle bagimsiz yapimci ve ydnetmenler arasinda
pencereler ve erteleme siireleri konusunda anlasmazlik vardir. Ornegin katilimcilardan
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bagimsiz yapimci K33 ve K34'un yaklasimlari bu itirazi ifade etmektedir: “Gosterimler
12 aya ¢tkamaz, bagimsiz yapimci sinemalarda bir hafta gosterim sansi buluyor. Sonra
12 ay bekleyecek. Bu durumda sinema salon gdsterimini dogrudan pas gecer, dijital
platforma giderim” (K33).“Avrupa’da pandemiden dolayi bu slire daha kisaliyor” (K34).
Bu anlasmazliklar sinema yasasinin revizyonunu glindeme getirebilir.

Sinema salonu isletmecilerinin ifadeleri destek beklentilerini ortaya koymaktadir:
“Tarkiye'de fon sisteminin gelistirilmesi gerekir. Destek fonlari ¢cesitlendirilmeli ve
miktarlari artirllmal” (K26).”Devlet destegi Anadolu'daki sinemalar igin can suyu olabilir”
(K13).“isletmelerde zincir isletmelerin agirhgi var (...) Anadolu'daki sinemalari gérmiiyorlar,
sektore O0zel destek lazim” (K6). Bu siireg icerisinde Sinema Genel Miduirligu Sinema
Fonu kapsaminda Yerli Film Gosterim Destedi'ni 2 Aralik 2020 tarihinde kamuoyuna
duyurmus ve sinema salonlarina 15 milyon TLlik destek verilecegini aciklamistir.

Pandemi Siirecinde Yapim Aksi

Sinema salonlarin kapanmasi, gosterimlerin iptal edilmesi, yapimlarin durmasi
nedeniyle bircok yapimci dijital platformlara yonelmis ve belirsizlikten dolayi 2020
yilindaki projelerini 2021 yilina ertelemek durumunda kalmislardir. Sinema salonlarinin
kapanmasi yapim grubunu dijital platformlar Gzerinden yeni is modelleri gelistirmeye
yoneltmistir. Pandemi stirecinin yapim sirketlerine buytik darbe vurdugu ve bu siirecin
devam ettigi ve bagimsiz sinemacilar igin karamsar bir tablo olusturdugu belirtiimektedir
(K11; K10). Ana akim yapimcilarin genel degerlendirmesi ise sdyledir: “Oniimiizii
godremiyoruz, televizyonlar ucuz igerik pesindeler, yapimlar durdu (...) Arsivi
degerlendiriyoruz(...) Setler durunca hazirlik asamasina yoneldik. 6 proje bekliyor” (K28).

Yapimcilar icin en 6nemli konuyu finansman ve 6demeler dongisi olusturmaktadir.
Yapimi tamamlanan filmler, gosterim olanagi bulamadigi icin 6demeler dongusiinde
sorunlar yasamaktadirlar. Ayrica festival ve gosterim dongisiiniin belirsizligi, bu yeni
yapimlari dijital platformlara yonlendirmektedir (K20; K21). Pandemi déneminde film
yapimi biitceye ekstra masraflar getirmektedir (K10). Proje asamasindaki yapimlarda
ise belirsizlikten dolayi is programi kesinlestirilememekte, ertelemeler sonucu finans
plani ve bitce konusunda sorunlarla karsilasiimaktadir. Kira ve benzeri giderleri kismak
icin ofisler kapatiimakta evden calisma diizenine gecilmektedir (K33).
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Yapimi duran filmlerin nasil tamamlanacagi ve yararlanilan fonlarin taahhatlerinin nasil
yerine getirilecegi gibi sorular, yapimcilar ¢c6ziim bulmakta zorlayan temel konular olarak
gorinmektedir: “Kuiltir ve Turizm Bakanhdi ile TRT 12 Punto destegimiz var (...) Micbir
sebepten film yarim kalabilir. Bu ylizden ek siire istedik. Belirlenen tarihte filmi teslim
etmeyinceicra geliyor, ihtarname geliyor!” (K11). Sinema Genel Midiirliigii 7163 sayili yasa
ile desteklenen filmlerin teslim siiresini 36 aya ¢ikarmistir (K17). 5224 sayili yasa ile destek
alan yapimlarin teslim tarihleri de uzatilarak bu konumdaki yapimci ve yénetmenlere
kolayliklar saglanmistir (K22). 1 Haziran 2020 tarihinden itibaren yeni normale gegis stirecinde,
yarim kalan projelerin tamamlanmaya calisildigi gorilmektedir. Katilimci K10 yeni normal
slirecinde ¢ok kiicuik ekiplerle calismaya basladiklarini, calisma saatlerinin tepkiler nedeniyle
disdrildagiini ifade etmistir. Covid-19 pandemisi stirecinde ¢ekimi devam eden projeler
olmakla birlikte bircok projenin ertelendigi saptanmistir (K11; K10; K17).

Ertelenen veya devam eden yapimlar icin dijital platformlar bir ¢ikis yolu olarak
ortaya konmaktadir: Yonetmen katilimci“Bu yil gésterime girecek filmim gosterim sansi
bulamayinca yapimai dijital platformla anlasti” (K20) demistir. Gosterim sansi bulamayan
yapimci/yonetmen “2021 icin bir belirsizlik var, filmim festivallerde 6dl aldi, gdsterim
programini olusturamiyoruz. Belki de dijital platformlara yonelecegiz” (K21) demektedir.

Bu slirecte dikkat ¢ceken temel egilimin, bagimsiz yapimlarin projelerini tamamlamaya
calismasi, ancak ana akim projelerinin cogunlugunun gelecek yila ertelenmesi oldugu
sOylenebilir. Bu nedenle yiiksek biitceli filmler yerine orta olcekli veya kiiclik butceli bagimsiz
yapimlarda artis olacagi (K30) dngorilmektedir. Yapimcilar mevcut durumda ¢6ziime yonelik
yontemler denemek zorunda kalmigslardir: “Yeni bir proje icin cekim mekaninda otel
tutacaklardi, tiim ekip orada kalsin, eve gidip gelme olmasin diye...” (K10). Reha Erdem’in
Seni Buldum Ya filmi Zoom'dan ¢ekilmis ve MUBI (izerinden seyirciye sunulmustur.

Covid-19 siirecinde yapim kosullarina iliskin arayislar anlatida da degisimlere neden
olmaktadir. Bu degisim katilimci K10, K21 ve K18 tarafindan, senaryoda kalabalik
sahnelerin atilmasi, az mekanda az oyuncunun yer aldidi projelere yonelinmesi, kiiglik
ekrana gore kadrajin tasarlanmasi olarak ifade edilmistir. Katihmcilardan K31 buytk
bltceli yapimlarin yakin zamanda gerceklestirilemeyecedi, yapilan biiyik bitceliislerin
sinema salonlarina gidecegi gorusiindedir. Alternatif finans arayisinda kitlesel fonlamanin
denenebilecegdi (K20), sigortalamanin bir ¢dziim olmaktan 6te “neo liberalizmin verimlilik
hezeyani” (K20) oldugu goruslerine de yer verilmistir.
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Yapima Meslek Orgiitlerinin Beklentileri

Bagimsiz yapimcilarin 6rgutlendigi SEYAP'In Kiiltiir ve Turizm Bakanhgindan talepleri
bu noktada 6nem kazanmaktadir.* Bu talepler yapim sirketleri de dahil olmak {izere
sektoriin KDV, stopaj, gelir vergisi 6demelerinin bir yil olarak ertelenmesi, biriken SGK
ve vergi borglarinin faizsiz olarak yapilandirilmasi; proje bazli (freelance) nitelikte
calisanlarin en son calistiklari isyeri Gizerinden (¢ aylik kisa vadeli calisma 6deneginden
faydalanabilmelerinin saglanmasi; proje bazli calisanlarin saglik primi 6deme sartlarindan
bagimsiz olarak hizmetlerden yararlanabilmeleri; TRT'nin sektorii desteklemek icin Tiirk
filmi satin almasi ve ulusal festivallere desteklerin arttirilmasi gibi maddeleri icermektedir.
Deger zincirindeki kirilmalardan dolayi, yapim grubuna yonelik kamu desteklerinin
artirlmasi gerekmektedir.

Pandemi Siirecinde Sinema Calisanlan

Sinema sektorin Covid-19 sirecinde gorinirlik kazanan en temel yapisal
sorunlarindan biri “Proje bazli” yapim modeli ile iligkilidir. Sinema sektori yapim
modeli “proje bazlh” iiretime ve cogunlukla serbest calisan (freelancer) modeline
dayanmaktadir (K1; K2). Sinema calisanlari (kamera arkasi, blitcede ¢izgi altinda yer
alanlar) esnek calisma kosullari ve isler arasindaki uzun araliklar nedeniyle issizlik
durumlariyla karsi karsitya kalmaktadirlar (D1; D5; D9). Buradaki temel sorun, sosyal
glvenlik sisteminin sinema sektoriine gore diizenlenmemis olmasidir (K2). Sinema
calisanlari sigortali (4A) olacakken ¢cogunlukla serbest calisan statlisiinde (4B)
degerlendirilmektedir (K15; K17; D6). EK 6'da soruna ¢6ziim olusturmamistir (K15).
5510 sayili Kanunun EK 6. maddesine gore, calisma glin sayisi on glinden az olanlarin
kendileri tarafindan aylik otuz giin hizmet karsiligi primi 6demeleri durumunda bu
kisiler Kanunun 4 Gincli maddesinin birinci fikrasinin (a) bendi kapsaminda sigortali
sayllmaktadirlar (Sosyal Glvenlik Kurumu, 2020). Dolayisiyla pandemi doneminde
yeterli birikimi olmayan ve (icretlerini 3-6 hafta sonra alabilen kamera arkasi calisanlari
zor durumda kalmislardir (D7; D8; D4; K33).

Covid-19 pandemisinin ilk aylarinda kapanma slrecinin sonuna dogru basta Sinema-
TV Sendikasi olmak (izere TESIYAP, TRT ve Reklam Yapimcilari Dernegi setlerde nasil
onlem alinacagina dair kilavuzlar hazirlamiglardir. Trkiye'de ortak bir kilavuzun
hazirlanamamasi sektorde kurumsallasma olmadigini gostermesi agisindan dnemlidir.
Set calisanlari ile yapilan goriismelerde dnlemlere uyumun yapim sirketleri 6zelinde
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degisiklikler gosterdigi, bazi setlerde hijyen, mesafe ve diger kurallara titizlikle uyulurken

bazilarinin uygulamalar daha gevsek biraktiklari dile getirilmistir (K51; K52). Sinema

ve Televizyon Sendikasi'nin 5 Ocak 2021 verilerine gore toplam 31 dizi, 4 reklam, 4 film

setinde Covid-19'a bagli 141 vaka ve iki vefat olmustur (Sinema TV Sendikasi, 2021).
Ekonomik Destek Paketleri

Pandemi ve beraberinde uygulanan kisitlarin ekonomi tizerindeki olumsuz etkilerini
azaltmak ve hane halkini, firmalari ve finansal piyasalari rahatlatmak Gzere politika
yapicilar, mali kaynaklar ve parasal destek paketleri agiklamislardir. Gelismis tilkeler icin
maliye paketinin GSYH orani ortalama %11,56 iken bu oran gelismekte olan Ulkeler
icin ortalama olarak sadece GSYH'nin %2,7'si oraninda gerceklesmistir (Dinger, 2020,
p. 120). Cesitli kisitlar nedeniyle gelismekte olan tilkelerde aciklanan destek paketlerinin
sinirli kaldigi gérilmektedir.

Turkiye'de Covid-19 pandemisinin yarattigi krize yonelik sinema sektori acisindan
destek paketi olarak degerlendirilecek faaliyetler a) Ekonomik istikrar Kalkinma Paketi
b) Sinema Fonu c) Covid-19 Sinema ve Televizyon Sektori Destedi basliklari altinda
toplanmustir.

Ekonomik istikrar Kalkinma Paketi

7244 sayili Kanun kapsaminda Ekonomik istikrar Kalkinma Paketi ile cesitli tedbirler
almistir (Resmi Gazete, 2020). Bu kapsamda;

- Kisa calisma 6denegi, - Ucretsiz izin, « Yillik izin, « Toplu izin, - Telafi calismasi, - Esnek
calisma, « Uzaktan calisma, - Nakdi destek, « KDV, muhtasar ve sosyal glivenlik primi
ertelemesi, - Ise devam kredi destegi, - Kredi anapara ve faiz 6demelerinde tic ay 6teleme
yer almaktadir.

18.03.2020 tarihinde yayimlanan Tiirkiye Cumhuriyeti Ekonomik istikrar Kalkinma
Paketi'ne gore, sanatsal faaliyetler ve etkinlik-organizasyon faaliyetleri diizenleyen
kurumlara ve vergi mukelleflerine yonelik kredi, anapara ve faiz 6demeleri asgari 3 ay
siire ile ertelenmistir. Sanatsal faaliyetler ve etkinlikler diizenleyen kurumlara ve vergi
mikelleflerine yonelik Nisan, Mayis ve Haziran donemlerinde verilmesi gereken muhtasar,
SGK prim hizmet ve KDV beyannamelerinin ddemeleri altisar ay ertelenmistir. Nisan,
Mayis ve Haziran 2020 icin Ucretlerde gelir vergisi stopaji, KDV ve sosyal sigorta prim
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odemeleri 6 ay ertelenen sektorler arasinda sinema-tiyatro da bulunmaktadir. 4.3.2020
tarihinde yayimlanan Vergi Usul Kanununun Genel Tebliginde, Covid-19'dan dogrudan
etkilenen sinema, tiyatro, etkinlik ve organizasyon hizmetleri gibi sanatsal hizmetlerle
ilgili vergi mukelleflerinin miicbir sebeplerden yararlanmalari saglanmistir. 518 sira
nolu Vergi Usul Kanunu Genel Tebligine gore hizmet ve turizm sektori icinde sinema
is kolu ve meslegdi micbir sebep kapsamina alinan is kolu ve mesleklerden sayilmistir
(Gelir idaresi Baskanligi, 2020). Sinema, tiyatro, opera, operet, bale, miize giris ticretleri
KDV oranlari, 31.12.2020 tarihine kadar %1’e indirilmistir. is yeri kira stopaji %20'den
%10’a indirilmistir. Aile, Calisma ve Sosyal Hizmetler Bakanlhgi'nca yapilan Sosyal Yardimlar
kapsaminda 1.000 TL Sosyal Yardim yapilmistir. Bu kapsamda sinema salon ¢alisanlarinin
(yaklasik 5.129 kisi) kisa calisma 6deneginden yararlandidi diistintilmektedir. Kisa calisma
o0deneginden yaralanabilmek icin ¢alisanin, 450 giin prim 6demis olmasi ve basvuru
oncesinde 60 glin kesintisiz calismasi zorunlulugu aranmistir. Sinema-televizyon
cahisanlari serbest meslek erbabi olarak tanimlandigi ve kendileri icin prim 6dediklerinden
oturd sosyal glvenlik sisteminde Bag-Kur'lu (4B) olarak tanimlanmakta ve isci statlisinde
sayllmamaktadirlar. Yapim faaliyetleri dogrudan bu kapsama alinmadigi igin film
sektoriiniin s6z konusu destekten faydalanamadigi bildiriimektedir.

Sinema Fonu Destekleri

Dogrudan Covid-19'a yonelik olmasa da sinema destek fonunun 2020 yili destekleri
sektor acisindan onemlidir. Bu kapsamda destekleri, devletin sektore yonelik katkilari
olarak goérmek gerekir. 2020 yili toplam destek miktari 310 proje ve 71.143.000 TLdir.
Covid-19 pandemisi siirecinde saglanan bu destek kiymetli olmakla birlikte pandemi
kosullari g6z 6niine alindiginda sektoriin beklentisini karsilamadigi gériilmektedir.

Yerli Film Gosterim Destegi'ne dzel bir vurgu yapmak gerekir. ilk kez 2020 yili birinci
destek paketinde yer verilen Yerli Film GOsterim Destedi kapsaminda sinema salonlarina
2021 yiliicinde verilecek 15,9 milyon TLlik destek, sektor acisindan olumlu bir gelisme
olarak degerlendirilmistir (K37; K26; K13). Pandemiden biiyuk bir darbe alan sinema
salonlarricin 6nem tasiyan bu destek, 6zellikle bagimsiz, kiiciik isletmelere nefes aldirma
potansiyeline sahiptir. S6z konusu destekten yararlanan sinema salonunda bir yil
boyunca en az on iki film, en az bir hafta siireyle ve glinde en az li¢ seans olacak sekilde
gOsterilecektir. Devletin sinema salonlarina yaptigi bu somut destegin 6nemli oldugu
ve dogru bir dagitimin umuldugu dile getirilmistir (K37). Destekten 74 ilde 159 salon
yararlanmis ve destek miktari her sinema salonuna 100 bin TL olarak belirlenmistir
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(Kaltar ve Turizm Bakanligi, 2020b). Yine bu kapsamda Ankara Bliytiksehir Belediyesi'nin
pandemide isini kaybeden esnafa yonelik yardim kampanyasinda, ilk etapta destek
kapsamina giren meslekler arasina“sinema salonu calisan”larini dahil etmesi 6nemlidir
(Ankara Biiyiiksehir Belediyesi, 2020). Benzer bir sekilde izmir Biiyiiksehir Belediyesi'nin
izmir Karaca Sinemasi'na 5.000 bilet alarak destekte bulunmasi, yerel yénetimlerin
pandemideki rolii ve islevini gostermesi agisindan ekonomik katki baglaminda sembolik
ama 6nemli adimlardir.

Covid-19 Sinema ve Televizyon Sektorii Destegi

Turkiye'de Sinema-TV Sendikasi énciiligiinde iKSV'nin katkisi ile Netflix'in 4 milyon
TL tutarindaki destegi, pandemi nedeniyle cekimleri kesintiye ugrayan yapimlarin kamera
arkasi calisanlarina dagitilmistir. Destek paketi Netflix'ten gelen yonetmelik geregi biitce
formunda cizgialti calisanlar kapsamaktadir. Serbest calisanlar (freelancers), Covid-19
pandemisinden dolayi isini kaybedenler destekten 6ncelikli olarak faydalanmislardir.
Destege 4.117 kisi basvuruda bulunmus ve yaklasik 1.400 kisiye bir kerelik olmak tizere
2.500 TL destek verilmistir (K1; K2). Netflix, dlinya capinda kamera arkasi ¢alisanlarina
destek olmak icin pandemi siirecinde 6nce 100, daha sonra toplam 150 milyon Avroluk
destek paketi aciklamis ve farkli Gilkelere dagitmistir (Sandberg, 2020). Tiirkiye'deki destek
bir yabanci platformun sektor ve pazar agisindan konumlanma ¢abasi olarak da
degerlendirilebilir. Sinema-TV Sendikasi, Netflix ile yeniden iletisime gecerek ilk pakette
destek alma imkani bulamayan kamera arkasi ¢alisanlarinin faydalanacagi 2 milyon TL'lik
ek kaynagi Mart 2021'de aciklamistir (Sinema TV Sendikasi, 2021).

Sektoriin Destek Arayislari

Sektor temsilcilerinin en ¢ok tizerinde durdugu konu kopyalama harci fonunun
(copyright levy) %3-4 oraninda sektore yonelik bir dayanisma fonu olusturulmasi
gerektigidir (K15; K17; K34; K18; K14; K16). Meslek 6rgutlerinin bir araya gelerek
olusturduklar Sinema Meslek Birlikleri Gu¢ Birligi, SEYAPIn 6nerisi ile krize yonelik
destek paketi icin copyright levy (kopyalama harci) fonundan Covid Destek Fonu
olusturulmasini talep etmektedirler. Bu konuda mevzuatin sorun olusturdugu (K18;
K29), bu fonun telif haklari yasasi icinde kaldig, teklif bir tiirli yasallasmadigi icin fonun
amac¢ dogrultusunda kullanilamadigi ancak Telif Haklari Genel Miidiirligl tarafindan
muizik ve tiyatro alanina yonelik desteklerin bu fondan saglandigi belirtilmistir (K29).
Sektor icinde bir bagka destek arayisi Covid-19 Sinema Televizyon Acil Destek Fonu'na
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katkilar baglaminda olmus, ancak ne sektor icinden ne de sivil toplum kuruluslarindan
bir katki saglanamamistir (K31; K1; K2).

Yapilan derinlemesine goriismelerde sektor temsilcileri var olan yapisal sorunlarin
pandemi slirecinde daha derinleserek goriinir hale geldigini belirtmislerdir. Bu cercevede
gorismelerde, sektoriin kurumsallagsmasini tamamlayamadigi (K1; K33; K28; K34),
dolayisiyla bir endlstriden bahsedilemeyecegi (K23; K16; K27; K34), altyapisinin ¢coktig,
yenilige kapali oldugu (K9; K10; K20; K33), tekellesmenin oldugu (K5; K6; K37), mesleki
ve sendikal orglitlemede eksiklik bulundugu (K24; K22), sansiiriin ve otosansiriin
sektord tikadigi (K31), bir kiltir politikasinin olmadigi (K24), guigli yapimcilara ihtiyag
duyuldugu (K22; K23; K24) ve kayit disinin dnlenmesi gerektigi (K22; K33; K29) belirtilmistir.
Bu temel konularin arasinda korsan sorununun belirtiimemis olmasi dikkat ¢ekicidir.

TARTISMA VE SONUC

Covid-19 pandemisinin sinema sektdriinde yarattigi krizi, sinema salonlari, sinema
calisanlari ve yapim grubu 6zelinde inceleyen bu makalede, sinema sektoriine 6zgl
destek paketlerine acilen ihtiyac duyuldugu saptanmistir. Ozellikle Avrupa'da gériilen
sektoriin proje bazl dogasina uygun destek paketlerine benzer politikalarin Turkiye'de
de uygulanmasi 6nem tasimaktadir.

Avrupa Birligi'ndeki pandemi krizinin sinema sektorline etkileri ve ¢6ziim yollari
tartismalarinda destek fonlarinin gerekliligi Gizerinde durulmakta ve bu fonlarin
stirdUrdlebilirligi konusunda da kaygilar duyulmaktadir. Bunun icin 6ngoriilen iki senaryo
bulunmaktadir: Birincisi medyay! bir biitlin olarak degerlendirmek (sinema, televizyon,
dijital platformlar, internet reklamciligi gibi) ve buradan elde edilen gelirlerden fonlara
kaynak aktarmaktir. ikincisi ise kapitalizmin kriz zamanlarda kendi lrettigi bir cozim
olarak sigortalama tizerinde yogunlasmaktadir (Avrupa Gérsel isitsel Gozlemevi Webinari,
2020). Bordoni'nin, Streeck’ten aktardigi gibi “0zel sigorta sirketleri, sosyal giivenligin
garantorleri olarak siyasi parti ve hiikimetlerin yerine” ge¢cmistir (as cited in Bauman
& Bordoni, 2018, p.181). Bu uygulamanin 6zellikle yapim grubunun bitcelerine ek
masraflar getirecedi kuskusuzdur. Gérlismelerden yapim grubunun bu gelismeye sicak
bakmadigi izlenimi edinilmistir. Bu konuda Tiirkiye'de ve diinyada bir somut gelisme
olmamasina karsin disiince diizeyinde tartisilmaktadir.
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Sinema sektorindeki krizin derin ve agir yasanmasinda iki temel unsurun es zamanli
olarak ortaya ¢ikmasi siireci etkilemektedir. Birincisi Turkiye ekonomisi krizdeyken
Covid-19 pandemisi ve krizine yakalanmis olmasidir. ikincisi ise sinema sektériiniin
2019 yili pop-corn krizini henliz atlatamadan pandemiyle yeni bir krizin icine girmesidir.
Bu durum Covid-19 pandemisinin daha yikici hissedilmesine neden olmustur. Pandemi
sinema sektorlini etkilemis ve yapisal sorunlari gortinur kilmistir. Yapilan derinlemesine
gortsmelerde katihmcilar sadece Covid-19 pandemi kriziile ilgili degil, sinema sektoriiniin
genel konularinda da sorun, talep ve gorislerini dile getirmisler ve sektoriin
desteklenmesinin dnemine dikkat cekmislerdir. Derinlemesine goriisme ve alanyazini
taramasi sonucunda, Turkiye'de sinema sektoriintin kurumsallasmasini tamamlamadig,
yeterli sermaye birikimi olusturmadigi icin endustrilesemedigi savi tekrar zemin
bulmustur. Bu durum kriz zamanlarini daha da agirlastirmaktadir. Covid-19 pandemisinin
yarattigi ekonomik belirsizlikler sinema sektériinde kayiplara neden olmaktadir. istihdam
kaybi, 6zellikle kamera arkasi calisanlari ve sinema salonu calisanlari arasinda
yasanmaktadir. Zarar goren isletmeler agisindan ise salon isletmeleri, dagitimci ve
ithalatcilar, yapim sirketleri basta yer almaktadir. Mevcut halk saghigi krizi bitmeden
ekonomik krizin de sonlanmasinin mimkiin olmadigi (Elgin & Yalaman, 2020) gerceginden
hareketle, sinema sektoriinde krizin derinleserek stirecedi ongorilebilir. Bu ylizden
destek paketlerine ihtiya¢ duyulmaktadir. Destek paketleri kisa vadede Covid-19’un
arizalarini gidermeye, uzun vadede ise sektoriin yapisal sorunlarini ¢czmeye yonelik
olmalidir. Tirkiye'de sinema sektori icin bir sinema politikasina ihtiya¢ bulunmaktadir.
Bu baglamda Turkiye'de devletin Covid-19 pandemisinden kaynaklanan sinema
sektoriindeki krize yonelik dogrudan destek paketleri olmamasina karsin, sinema fonu
desteklerini stirdiirlyor olmasi kiymetlidir.

Bircok meslek 6rgiitu ve temsilcisinin ifade ettigi gibi pandemi siirecinde sektoriin
kisa vadedeki ihtiyaclarinin karsilanmasi, orta ve uzun vadede ise faaliyetlerinin saghkh
bir sekilde devam edebilmesiicin yapim sirketleri, sinema salonlari ve sinema ¢alisanlarinin
korunmasina yonelik ayri destek paketlerine ihtiyag¢ vardir. Bunun icin devletin, yerel
yonetimlerin ve sivil toplum kuruluslarinin isbirligi ile krizden olumsuz etkilenenlere
hizli ve etkili sekilde miidahale edilmelidir.

Sinema-TV Sendikasi, IKSV ve Netflix is birligi ile gerceklestirilen “Covid-19 Sinema ve
Televizyon Sektori Destegi”Tlrkiye'de sinema alanina 6zgu ilk ve tek sivil toplum destek
girisimidir. Bu paket bundan sonraki salgin ve benzeri krizler icin nemli bir kilavuz islevi
gormektedir. Bu fona farkli katkilar aranmis, ancak ne sektor icinden ne de sivil toplum
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kuruluslarindan bir katki saglanamamistir (K31; K1; K2). Yerli platformlarin, sektoriin dnemli
temsilcilerinin ve sivil toplum kurulugslarinin benzer bir isbirligi cercevesinde hareket
etmemeleri de sorgulanmaya aciktir. Covid-19 pandemisindeki gibi kriz dénemlerinde
destek paketleri ekonomik katkinin yaninda moral-motivasyon agisindan da bir deger
tasimakta ve boylece krizin goreceli olarak daha rahat atlatilmasina katki sunmaktadir.

21.yuzyilin pandemi ve krizlerle gececegine dair derin bir kusku duyulmaktadir. Bu
kapsamda destek mekanizmalarinin olusturmasi ve kalici olmast icin yasal diizenlemeler
yapilmali,“Sinema-Televizyon Kriz Destek Fonu” olusturulmalidir. Buradaki temel sorun
fon kaynaklarinin belirlenme kosullari ve stirdiiriilebilirliginin saglanmasidir. Bu kapsamda
fona su kalemler ilk elden kaynak olusturabilir:

Telif Haklari Genel Miidirligi'nde toplanan “kopyalama harci bedeli” gelirinin bir kismi,
Sinema fonunda toplanan gelirin bir kismi,

RTUK gelirlerinin bir kismi

Sans oyunlari gelirlerinden fona aktarilacak miktarlar

HwnN =

Bu fon serbest calisanlar dahil, tim sinema sektoriiniin yararlanacagi bicimde
kurulmalidir. Sektordeki serbest calisanlarin belirlenmesinde sendika, dernek ve meslek
orgutlerinden yardim alinabilir. Fona katki sunacak sektor kuruluslarinin, sivil toplum
orgutleri ve 6zel kurumlarin yapacaklari katkilarin vergiden diistilecedi belirtilmelidir.
Sivil toplum girisimleri tarafindan destek paketleri olusturulmasi ve bunlarin
fonlanmasinda kolaylastirici ve cazip kilici tesviklerin yaratilmasi 6nem tasimaktadir.

Yapilan derinlemesine goriismeler sonucunda genel destek paketlerinden 6te, alana
dzgui destek paketleri olusturulmasi gerektigi ortaya cikmaktadir. Ornegin sektér
calisanlarina yonelik destek paketleri, proje bazl (freelance) calisma yapisina gore
olusturulmalidir. Covid-19 pandemisinin yarattigi krizi, sinema calisanlarinin sosyal
guvenligi ve haklari konusunda iyilestirmeler ve yeni yasal diizenlemelerle tersine
cevirmek, donustiirmek mimkiindur. Bu ¢ercevede;

1. Sektdriin cogunlugunun proje bazli ve sosyal glivencesiz olarak calistigi g6z 6niine
alindiginda, Fransa'daki drnekten (Intermittent du spectacle) hareketle aralikli
eglence calisani/ kiiltiir iscisi tanimini icerecek yeni bir Sinema is Yasasi hazirlanmalidr.
Fransa'daki 6rnekte belirlenen yillik 507 saat, Tuirkiye kosullarinda sektor bilesenleri
ve yasa yapicilarinin goriismeleri dogrultusunda saptanabilir.
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2. Covid-19 pandemisinde sikca anilan sosyal devlet anlayisi cercevesinde ekonomik
durumu uygun olmayan sanatgi ve sinema ¢alisanlarinin sosyal glivencesiz olarak
calistiklar donemin telafi edilmesi icin Geriye Donilk Bor¢lanma Yasasindan
yararlandirilarak emekli olmalari saglanmahdir.

Dijital platformlarin yikselisi diinyada da goézlenen bir egilim olmasina karsin
pandemi bu siireci hizlandirmistir. Bu kapsamda deger zincirinde ilk sirada olan sinema
salonlari kapanma tehlikesiyle karsi karsiya kalmistir. Pandemi sirasinda eve kapanma
seyir pratiklerinde, aliskanliklarinda 6nemli degisimler getirmistir. Dijital platformlar
sinema salonlarina karsi bir diisman olarak konumlandirmaktansa yapilacak mevzuat
diizenlemeleriyle sinema salonlari desteklenebilir. Avrupa Birligi tlkelerinde uygulanmaya
baslanan yerel olmayan dijital platformlarin sinema fonunu desteklemesi politikalarina
(Kostovska, Raats, & Donders, 2020) benzer olarak dijital platformlarin yillik gelirlerinin
%2'si sinema salonlarina dagitiimak lizere sinema fonuna aktarilabilir. Boylece dis
satolarinin stirekliligi icin bir kaynak yaratilmis olur.

Turk sinemasinin gli¢li yapimcilara ihtiyaci vardir. Yapim grubunu giiclendirmek
icin yalnizca ulusal degil, uluslararasi fonlama mekanizmalarinin cogullasmasini saglamak
gerekmektedir. Bu kapsamda 6rnegin;

1. Creative Europe’a yeniden liye olunmalidir. Creative Europe Programi, AB tarafindan
kiltir ve gorsel-isitsel sektorlerin desteklenmesi icin olusturulmus olan bir birlik
programidir. Amaclari arasinda kiiltlr ve diger yaratici sektorlerin, dijital cagin ve
kiresellesmenin firsatlarindan yararlanmasini desteklemek; sektérlerin ekonomik
potansiyeline, stirdUrilebilir bliyimesine, istihdama ve sosyal entegrasyona katki
saglamak ve Avrupa’nin kiltiir/medya sektorlerinin, yeni uluslararasi firsatlara,
pazarlara ve kitlelere ulasmasina yardimci olmaktir. Tiirkiye 2016 yilinda Yaratici
Avrupa Programindan ¢ikmistir (Kiltlr ve Turizm Bakanhgi, 2016).

2. Telif Haklari Yasa tasarisi bir an 6nce yasalasmalidir. Sektorde eser sahipleri ve
baglantili hak sahiplerinin kazanimlari yasal glivence altina alinmalidir.

Ayrica Tirk sinema sektoriiniin ekonomik ve istihdam biytklugind, gelisim
trendlerini, yapisal durumunu gérmek icin dzerk bir yapida Gérsel-isitsel Gézlemevi'nin
kurulmasi gerekmektedir. Saglam sermaye birikimine sahip olmayan, yapisal sorunlarla
ilerleyen, kurumsallasma ve 6rglitlenmesini tamamlamamis sinema sektdriiniin bu
krizi kolay atlatmasi mimkiin gorinmemektedir. Tlrk sinema sektoriinlin yapisal
sorunlarini cozmek icin Covid-19 pandemisi katalizor islevi gorebilir. Sinema hem ulusal
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kiltirdn 6nemli bir temsilcisi hem de kiiltlir ekonomisi icinde yiiksek katma deger
yaratma potansiyeline sahip olmasi nedeniyle desteklenmelidir.

Hakem Degerlendirmesi: Dis bagimsiz.

Cikar Catigsmasi: Yazarlar ¢ikar catismasi bildirmemistir.
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ENDNOTES

' Sinema Genel Mudirlugl temsilcisi (K22) ile yapilan derinlemesine gdriisme verileri.

2 Pandemiden dolayr muzik ve tiyatro alani da cok zor glinler gecirmektedir. Telif Haklari Genel
Muddirligu mizisyenlere ve tiyatrolara yonelik ayri ayri destek projeleri agiklamistir.

3 Burada temel meselenin, yakin tarih tzerine yazmanin zorluklari oldugu ileri siiriilebilir. Bir baglamda
tanikligi yapilan bu buyiik tarihsel dontsim Rousso'dan 6diing alinan bir ifadeyle “bitmemis bir tarih"tir
(2021, p. 249). Ancak bu surecin icinden yazmak zorluklariyla birlikte bir gerekliliktir. Rousso (2021, p.
250) Walter Benjamin'in “tarihi tersten ele alma” davetine kulak kabartiimasi gerektigini belirtir.

4 Derinlemesine goriismede paylasilan kurumsal yazisma metni.
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TABLES AND FIGURES

Table 1: Kiltiir ve Turizm Bakanligi Sinema Genel Miidiirligii Sinema Bilet Sisteminde Yer Alan Son iki Yila Ait
Box Office Verileri

Yillar 2019 2020
Vizyona Giren Yerli Film Sayisi 150 59
Vizyona Giren Yabanci Film Sayisi 262 123
Vizyona Giren Toplam Film Sayisi 412 182
Yerli Film Seyirci Sayilari 33.783.524 13.937.998
Yabanci Film Seyirci Sayilari 25.638.357 3.452.934
Toplam Seyirci Sayilari 59.421.881 17.390.932
Toplam Seyirci Artis -15,60% -70,73%
Yerli Film izlenme Orani 56,85% 80,15%
Yabanci Film izlenme Orani 43,15% 19,85%
Yerli Film Hasilat (TL) 531.468.277 235.070.460
Yabanci Film Hasilat (TL) 445.474.694 64.374.207
Toplam Hasilat (TL) 976.942.970 299.444.667

Kaynak: (Derinlemesine goriisme K22)
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Table 2: Katimcilar Listesi

Katilimai Alan/Kurum

1/K1 Sendika Yoneticisi

2/K2 Sendika Yoneticisi

1/D1 Ses Teknisyeni

2/D2 Yapim Amiri

3/D3 Sanat Departmani

4/D4 Set Calisani

5/D5 Yapim Grubu

6/D6 Sanat-Kostiim

7/D7 Reji Asistani

8/D8 Kamera Asistani

9/D9 Kamera Asistani

10/D10 Kamera Asistani

3/K3 Dijital Platform Yoneticisi
4/K4 Sigorta Sirketi Yoneticisi
5/K5 ithalatci-Dagitimci

6/K6 Sinema Salon Isletmecisi
7/K7 Sinema Salon isletmecisi
8/K8 Dagitimci

9/K9 GOruntl Yonetmeni
10/K10 Goriuintl Yonetmeni/Yapimci
11/K11 Yénetmen

12/K12 Festival Yonetmeni
13/K13 Meslek Orgiitii Yoneticisi
14/K14 Meslek Orgiitii Yoneticisi
15/K15 Oyuncu

16/K16 Meslek Orgiitii Yoneticisi
17/K17 Meslek Orgiiti Yoéneticisi
18/K18 Meslek Orgiitii Yoneticisi
19/K19 Kamu Yoneticisi

20/K20 Yénetmen

21/K21 Yénetmen

22/K22 Kamu Yonetici

23/K23 Yapimci

24/K24 Festival Yonetmeni
25/K25 Dagitimci

26/K26 Bagimsiz Sinema Salonu isletmecisi
27/K27 Festival Yonetmeni
28/K28 Yapimci

29/K29 Kamu Yoneticisi

30/K30 Festival Yonetmeni
31/K31 GOriinti Yonetmeni
32/K32 Sinema Salon Isletmeci
33/K33 Bagimsiz Yapimci
34/K34 Bagimsiz Yapimci
35/K35 Sektor Veri Analiz
36/K36 Meslek Orgiitii Temsilcisi
37/K37 Bagimsiz Sinema Salonu isletmecisi
38/K38 Meslek Orgiitii Temsilcisi
39/K39 Yénetmen

40/K40 Senarist

41/K41 Kamera Asistani

42/K42 Kamera Asistani
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Figure 1: istanbul Sisli-Zincirlikuyu-Levent Ucgeninde Sinema Salonu/AVM Kiimelenmesi
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Bu calismada, Covid-19 pandemisinde hastaligin olumsuz sonuglarini agir
derecedeyasamaihtimallerininyiiksekliginedeniyle dnceliklirisk gruplarindan biri
olarak tanimlanan 65 yas ve Uzeri kisilerin iletisimsel ihtiyaclari, beklentileri, bilgi
ve enformasyon kaynaklari ve risk enformasyonunu ve bilgilerini degerlendirme
bicimleri ele alinmaktadir. Calisma kapsaminda Ankara’'da ikamet eden 65 yas
ve Uzeri toplam 47 kisiyle yari yapilandiriimis gorismeler gerceklestirilmistir.
Elde edilen bulgular, Riskin Sosyal Artirrmi Kuramsal Cercevesi baglaminda,
risk enformasyonunun iletimindeki temel iletisim ugraklar dikkate alinarak
degerlendirilmistir. 65 yas ve Uzeri bireylerin Covid-19 pandemisi slrecinde
risklere iliskin enformasyona geleneksel medyanin yani sira yeni medya araciligi
ile de ulastiklari; kisilerarasi iletisimin bu strecte temel bilgi kaynaklarindan biri
olarak islev gordiigu; yakin aile ve 6zellikle cocuklarin Covid-19 pandemisiyle ilgili
bilgilenme siireclerinde ayricalikli bir yeri oldugunu belirlenmistir. Enformasyonun
degerlendirilmesinde giiven unsurunun temel kriter olarak dikkate alindigi ve tip
alanindaki uzmanliklara daha yiiksek gtven atfedildigi ortaya konmustur. Ayrica
iletisimselihtiyaclarin ve beklentilerin pandemisiireciicerisinde degisime ugradigi
anlasiimistir. Pandemi doéneminde, dijital iletisim yetkinliklerin gelistirilmesi
ihtiyaci belirginlik kazanmistir. Gortismelerden elde edilen bulgulardan hareketle,
kamularin perspektifini ve risk algisini gozeten; risklerin iletisimsel stireclerle
baglantisini dikkate alan etkili risk iletisimi calismalarinin yapilandirilabilmesine
katkida bulunabilecek 6neriler sunulmustur.

Anahtar Kelimeler: Risk iletisimi, Covid-19, risk mesaji, risk algisi, yashhk

ABSTRACT
This study examines the high-risk group of individuals age 65 and over who
most frequently experience the negative consequences of Covid-19. We review

their communicative needs and expectations, knowledge and information
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sources, and risk information and knowledge patterns.
We conducted semi-structured interviews with 47 people
aged 65 and over residing in Ankara. We evaluated our
results in the context of The Social Amplification of Risk
Framework, considering the major communication stations
disseminating risk information. We found that during the
Covid-19 pandemic, individuals aged 65 and over accessed
risk information through new media and traditional media,
and interpersonal communication, especially with close
family and children, served as a primary information

source during the pandemic. The trust factor, particularly

regarding medical expertise, was an essential criterion
in evaluating information. The communicative needs
and expectations changed for this high-risk group. The
need for improved digital communication capabilities
become apparent during the pandemic crisis. Suggestions
that consider public perspectives and risk perceptions
while incorporating the relationship between risks and
communication processes may contribute to structuring
impactful risk communication activities.

Keywords: Risk communication, Covid-19, risk messages,

risk perception, aging

EXTENDED ABSTRACT

During the Covid-19 pandemic, individuals age 65 and over defined the high-risk
group due to the high probability of experiencing the negative consequences in this
cohort. As a result, this group had increased risk perceptions and the need for
communication and information during the crisis. Individuals aged 65 and over were
subject to specific restrictions and risk precautions. Their limited access to information
compared to other age cohorts differentiated their communication expectations. Since
risk communication studies are based on attributes, needs, and expectations of the
recipients of the risk messages, these groups must partner in the risk communication
process by understanding the communication channels they access and how to use
the risk information. According to population projections, the proportion of people
age 65 and over in Turkey in 2025 will be 11% (TUIK, 2021). Therefore, this age cohort
will continue to be an important target group for future risk communication studies.

This study examines the communicative needs, expectations, and experiences of
high-risk individuals aged 65 and over with a high probability of experiencing negative
consequences of Covid-19. We conducted semi-structured interviews with 47 people
aged 65 and over residing in Ankara. The study’s research design is structured on the
qualitative method. Research questions guiding the study were:

1. What are the communicative needs and expectations of individuals age 65 and
over in the Covid-19 pandemic?

2. Which communication channels and resources do individuals age 65 and over
obtain information about risks during the Covid-19 pandemic?
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3. What are the main categories used by individuals aged 65 and over to assess
risk information during the COVID-19 pandemic?

Study participants mentioned television as their primary source of information
during the pandemic. Newspapers, radio, social media platforms, and other interpersonal
communication channels were additional sources of information for the participants.

The need for information stands out as the most critical communicative need during
the pandemic experience. Individuals age 65 and over met their information needs
primarily through traditional media, such as television, and began to use digital media
more than in the days preceding the pandemic. An essential result is that the participants
acted selectively while watching television and watched the channels they trusted.
Participants stated that they primarily relied on medical doctors and non-governmental
organizations in the medical field while obtaining information from various mass media,
especially television, during the pandemic. Participants deprived of the ability to
communicate face-to-face due to imposed restrictions during the pandemic used the
phone and internet to maintain social relations. Facebook and WhatsApp were the
most popular digital platforms for individuals age 65 and over during the pandemic.

How information gets shared among people in risk communication can affect both
risk perception and the relationship with risk. Study participants communicated about
the epidemic with their families and friends mainly via telephone. The use of smartphones
for video calls or group calls is growing among individuals age 65 and over. In this context,
the pandemic pressured individuals in this age cohort to develop specific digital
competencies. Notably, the children of the participants who do not have access to current
information about the pandemic through digital channels contribute significantly to the
information flow regarding the Covid-19 pandemic. Individuals with low digital capital
and a lack of family support become dependent on conventional media for information.

During the pandemic, the information required by individuals aged 65 and over
about Covid-19 changed over time. Initially, information was needed on the virus, how
it spread, and how to protect against it. As the pandemic lingered on, interest shifted
toward vaccine-related developments. The fact that some information about the
epidemic, which was initially accepted as correct and later revealed to be incorrect,
caused participants the need to confirm the information they obtained from time to
time. On the other hand, the absence of a reliable mechanism to verify information led
to increased anxiety in the high-risk cohort.
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GIiRIS

Risk iletisimi, toplumsal, siyasal, ekonomik, kulttirel alanlarda ve cesitli baglamlarda
beliren krizleri dncelemenin, ydonetmenin, hatta engellemenin 6nemli bir asamasini
olusturmaktadir. Gectigimiz yillar icerisinde halk sagligina yonelik 6nemli tehditler
olusturan influenza, Ebola, Zika salginlar, etkili risk iletisiminin énemini ortaya koymus
ve risk iletisiminin salgin hastaliklarla miicadelenin 6nemli bir bileseni olarak kabul
gormesini saglamistir (Jin et al., 2019). Covid-19 pandemisi, kamu saghgina yonelik kriz
durumundaki risk iletisimi calismalarinin 6nemini bir kez daha gostermistir.

Pandemilerde paydaslarla iletisim, “kriz yonetiminin kritik bir yonu” olarak
benimsenmektedir (Lee, 2014, p. 1021). iletisim bu siirecte halkin hastaliga iliskin
farkindalik gelistirmesi saglar, enformasyon ve bilgi arayisina karsilik olusturur; hastahgin
yayllmasinin énlenmesine iliskin koruyucu 6nlemlerin alinmasina ve benimsenmesine
yardimci olur. Kamu saghgi konusunda calisan kurumlar, pandeminin etkisini azaltmak
ve yatistirmak icin dnleyici tedbirlerin alinmasi, salginin yayihminin sinirlandiriimasi,
tedavi ve iyilestirme sureclerinde iletisim stratejilerinden yararlanirlar (Lee, 2014, p.
1021). Diger taraftan saglik kurulari ve kamular arasinda isbirliginin gelistiriimesi,
guvenin insa edilmesi ve korunmasi icin de etkili iletisime ihtiya¢ duyulmaktadir.

Risk iletisimi, bireyler ve kurumlar arasinda, bir riskin niteligi, nedeni, derecesi, 5nemi,
belirsizligi, kabulu ve kontroli ile ilgili enformasyon aktarimi ve diyaloga dayaliiletisim
stirecini ifade eder (Palenchar, 2013). Diinya Saghk Orgiitii (2017) bulasici hastaliklar
baglaminda risk iletisimini, uzmanlar, topluluk liderleri veya yetkililer ve risk altindaki
kisiler arasinda gercek zamanli bilgi, 6neri ve fikir alisverisi olarak tanimlar. Risk iletisiminin
nihai amaci, risk altindaki kisilerin kendilerini ve baskalarini viristen korumalari ve
virtsiin ve potansiyel komplikasyonlarinin etkilerini azaltmak icin bilincli kararlar
almalarinin saglanmasidir. Risk iletisimi, kurumlar icin paydaslarin risklerle ilgili
endiselerini anlama, farkliliklari ve endiseleri ele almak icin diyaloga girme, algilanan
riskleri azaltabilecek uygun eylemleri gerceklestirme ve slrtlismeyi azaltmak icin
katilimci ve etkili bir sdylem gelistirme firsati saglar (Palenchar, 2005).

Risk yonetiminde risk iletisiminin hizli bir sekilde uygulamaya gecirilmesi blyuk
onem tasir. Ne var ki, bircok arastirmanin ifade ettigi tizere, bircok tilke Covid-19'a uygun
tepkiyi zamaninda vermek konusunda basarisiz olmus ve baslangi¢ta, pandeminin
erken semptomlari ciddiye alinmayarak halk (kasitsiz da olsa) yanlis yonlendirilmistir
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(as cited in Kim & Kreps, 2020, p. 8). Bu kiiresel pandemiye karsi uygun erken tepkilerin
verilememesi ve risk iletisiminin zamaninda baslatiimamasi, diinya niifusunun beklenenin
Otesinde zarar gormesi sonucunu beraberinde getirmistir (Kim & Kreps, 2020, p. 8). Risk
iletisimi slirecinde ortaya ¢ikan bilgi acig, viriise iliskin bircok enformasyonun farkh
kaynaklardan dolasima girmesine neden olmustur.

Covid-19 sirasinda ulkelerin risk iletisimine gec girismeleri sonucu bilgi ihtiyaglarini
karsilamakta zorlanan kamular karsilastiklari bu belirsizdurumaiiliskin ilk haber kaynagi
olarak medyaya yonelmislerdir. Farkh ortamlarda Covid-19a iliskin ulasilabilecek ¢ok
sayida “kaynagin” varligina ragmen bilgilerin cogunun giivenilir olmamasi kamularin
gercekle yalani birbirinden ayirmasini glclestirmistir (Karasneh et al., 2020). Nitekim
Diinya Saglik Orgiitii Genel Direktdrii, 15 Subat 2020 tarihli Miinih Giivenlik Konferansinda
“Sadece salginla savasmiyoruz, infodemi ile de savasiyoruz” diyerek bu duruma vurgu
yapmistir (WHO, 2020). Covid-19 salgini siirecinde dolasima giren celiskili bilgiler ve
uzmanlardan gelen degisik mesaijlar, oldukca zorlayici bir baglam olusturmustur (Malecki
etal,, 2020, p.4). Covid-19 krizi yayginlastikca, sosyal medya belirleyici bir mecra olarak
one ¢ikmis ve dogrulanmamis bilgilerin halk sagligina zarar verecek 6l¢lide iletilmesi
icin verimli bir zemin olusturmustur (Ataguba & Ataguba, 2020, p. 3).

Yiksek risk algisi, genel olarak riskle iliskili kaygilari arttirmaktadir. Ornegin zaman
ve mekanda gruplanmis 6lim ve yaralanmalar bulunuyorsa, risk konusuna iliskin
bilinmezlik yliksekse, stire¢ anlasilamiyorsa, gelecek nesiller icin risk bulunuyorsa, teshis
edilebilir kurbanlar varsa, risklerin ve yararin esit olmayan dagilimi s6z konusuysa
risklerin algilanmasina bagli endise artacaktir (as cited in Cinarli, 2016). Bu durumda
Covid-19'un yuksek risk algisina bagh olarak kamularda yliksek endise yaratmis oldugu
aciktir. Belirsizligin ve korkunun yaygin oldugu pandemi durumlarinda, insanlarin
risklere yogun duygusal tepki verdigi belirtilmektedir (Glik, 2007).

Bu calismada Covid-19 pandemisi stirecinde riskin olumsuz sonuclarini agir sekilde
yasama ihtimallerinin yiiksekligi nedeniyle yiiksek risk grubu olarak tanimlanan 65 yas
ve Uzeri bireylere odaklaniimistir. Bireylerin risk algilarinin yikseldigi ve buna bagli
olarak iletisimsel ihtiyag ve enformasyon gereksinimlerinin arttigi pandemi stirecinde
65 yas ve Uzeri bireylerin risk tedbirleri uyarinca cesitli kisitlamalara tabi olmalari,
enformasyona ulasma imkanlarini diger kamulara gore hem sinirlandirmis hem de
iletisim beklentilerini farkhlastirmistir. Risk iletisimi ¢calismalarinin, risk mesajlarinin
aliaist konumunda olan gruplariniletisimsel 6zellikleri, ihtiyaclari ve beklentileri temelinde
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yapilandirilmasi gerekliliginin bilindigi bir ortamda 65 yas ve Uzeri bireylerin risk
enformasyonuna ulastiklari iletisim kanallari ve bunlari kullanma bigimlerinin anlasilarak
risk iletisimi stirecine dahil edilebilmesi 6nem tasimaktadir. Niifus projeksiyonlarina
gore Tirkiye'de 65 yas lzeri niifusun genel nifus icindeki oraninin 2025 yilinda %11
olmasi beklenmektedir (TUIK, 2021). Dolayisiyla 65 yas ve (izeri yas grubu, gelecekteki
risk iletisimi calismalari icin de dnemli bir hedef grup olmaya devam edecektir.

Calismanin temel amaci Tirkiye'de Covid-19 pandemisinde 65 yas ve lzeri bireylerin
iletisimsel ihtiya¢ ve beklentilerini, kullandiklari bilgi ve enformasyon kanallarini ve risk
enformasyonunu ve bilgilerini degerlendirme bicimlerini ortaya koymaktir. Calismanin
alt amaci ise bu bulgulardan hareketle, salginla miicadelede 65 yas ve (izeri bireylerin
risk algisini bicimlendiren ugraklar dikkate alan ve bireylerin ihtiyaclarini, beklentilerini
ve deneyimlerini gozeten etkili risk iletisimi onerileri sunmaktir. Covid-19 pandemisi
siirecinde iletisim odakli incelemelerde yaslilara iliskin tutumlar 6zellikle sosyal medya
baglaminda ele alinmis (Uysal & Eren, 2020; Tasdelen, 2020) ve yasl bireylerin enformasyon
arayislari degerlendirilmistir (Binark et al., 2020). Bu ¢alisma pandemi déneminde yasli
bireylerin iletisimle ilgili deneyimlerini kendi anlatilari Gzerinden degerlendirmesi agisindan
diger calismalardan ayrilmaktadir ve ilgili calismalar arasinda 6zgiin bir yere sahiptir.

Calismanin arastirma tasarimi, niteliksel yonteme dayanilarak olusturulmus, zaman
ve ekonomik kisitlar nedeniyle Ankara'nin cesitli ilcelerinde ikamet eden bireylerle
sinirlandiriimistir. Ankara'da yasayan 65 yas Uzeri bireylerin amagsal 6rnekleme dahil
edildigi arastirma Turkiye'deki tiim ileri yas grubu bireyleri kapsamamaktadir. Arastirmada
ulasilan 65-89 yaslari arasinda, farkli egitim seviyelerine sahip 47 katilimcinin 22'si erkek,
25'i kadindir. Calisma kapsaminda Adustos- Aralik 2021 doneminde gerceklestirilen
yari yapilandiriimig goriismelerden elde edilen veriler tematik analize tabi tutulmustur.

Risk iletisimi

Etkili risk iletisimi streci ve iceriginin nasil yapilandirilabilecedi literatiirde kapsamli
olarak incelenmistir (Cho, Reimer, & McComas, 2015; Heath, Palenchar, & O’Hair, 2009;
Lundgren & McMakin, 2013). Gelistirilen Onerilerde risk iletisimini kamular gozeterek ve
kamularin perspektifi temel alinarak yapilandirmanin énemi vurgulanmaktadir. Diinya
Saglik Orgiitii (2016) riskiletisimini bulasici hastaliklar icin &zellestirdigi raporunda, bulasici
hastalik donemlerinde risk iletisiminin biylk niifusa hizli erisim icin medya ve sosyal
medya iletisimlerinin kullanimi yoluyla kamu iletisimini; bilimsel bilgileri uzman olmayanlar
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tarafindan anlasilabilecek dil ve formatlara uyarlayarak ve bunu bilgi, egitim ve iletisim
materyalleri yoluyla yayarak geviri iletisimini; mesajlarin tutarlihgini ve riskli topluluklarda
yer alanlara genis erisim saglamak icin politika iletisimini; etkilenenlerin miidahalenin
tasarimina, uygulanmasina ve degerlendirilmesine ve kendilerini korumanin yani sira
bilgiyi yaymaya katilmalarini saglamak icin topluluk katilimini ve insanlarin yanlis bilgi
ve soylentilere yonelik algilarinianlamak ve bunlara yanit vermek icin dinamik dinlemeyi
icermesi gerektigini ifade etmektedir. Bunlara ek olarak risk iletisimine erken baslamak,
yerele 6nem vermek, yerel liderleri iletisim slrecinin bir parcasi yapmak, miidahaleleri
farkh gruplarin iletisim ihtiyaclarina gore 6zellestirmek de mutlaka g6z 6niinde
bulundurulmasi gereken ilkelerdir (Toppenberg-Pejcic et al., 2019).

Risk iletisiminde gliven kavraminin dnemli bir yeri bulunmaktadir. Gliven insa etmek
ve hedef kitle ile etkilesime girebilmek icin gecmisten gelen olumlu iliskiler biytk
onem tasir ve bununicinilgili kurumlarin risk iletisimi dncesi stirece de dnem vermeleri
gerekir. Bunun yaninda yapilan arastirmalar, iletisim ¢abalarinin yerellestikce daha etkili
oldugu sonucunu bulmustur. Burada kastedilen risk iletisimine yerel halki dahil etmek,
yerel kiiltiire ve yerel kosullara saygi duyarak ve yerel kaygilari ve fikirleri stirekli olarak
dinlemektir. Literatlre gore, ilk mesajlar yayildiktan sonra, bunlarin etkinligini takip
etmek ve gerektigi sekilde yeniden diizenlemek 6nemlidir. Bunun icin etkili bir yol,
Onerilen davranis degisikliklerini benimseyenlerle benimsemeyenleri karsilastirmak,
degisimin 6nlindeki engelleri anlamaya calismak, davranis degisikliklerinin algilanan
olumlu ve olumsuz sonuglarini ortaya ¢ikarmak ve buna gére mesajlari yeniden
yapilandirmaktir (as cited in Toppenberg-Pejcic et al., 2019).

Risk iletisiminde, risklerin anlasilmasini ve kabullinl saglayabilmek icin ikna edici
iletisim stratejilerinden yararlanilmaktadir (Reynolds & Seeger, 2005). S6z konusu
risklerde uzman olan ve itibari yiksek kisilerin gorislerine basvurulmasi, onlarin riskleri
ve risk azaltici 6nlem ve eylemleri anlatmasi ikna edici iletisim yaklasimlarindan biri
olarak kabul gérmektedir ancak teknik olarak ifade edilen risklerin, uzman olmayan
kisilerce anlasilmamasi ya da yanhs anlasilmasi da miimkiin olmaktadir. Uzmanlarin
riskleri cerceveleme ve ifade etme bicimleri ile kamularin risklere iliskin algilari arasindaki
farklihk ve uyusmazligin risk iletisiminde karsilasilan yaygin bir sorun oldugundan
hareketle, etkili risk iletisiminde kurumsal ve bilimsel perspektifin, risk altindaki kisilerin
risklere dair algilariyla birlikte ele alinmasi gerekliligine isaret edilmistir (Reynolds &
Seeger, 2005). Risk iletisiminin basarisi icin risk degerlendirmesi ve buna bagh olarak
verilen kararlar, riskin salt teknik boyutu tizerine degil, kamularin risklere iliskin algilarini
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ve kaygilarini da gozeterek yapilandirilmalidir (Lundgren & McMakin, 2013). Ayrica, risk
iletisimi ele alinirken 6nemli bir nokta risk iletisimi pratiginin duragan olmamasi ve
toplumlarin“risk” anlayislarinin degisimine bagh olarak zaman icinde yeniden ve yeniden
sekillenmesidir (Balog-Way et al., 2020).

Risk iletisimi calismalarinin etkinliginin arttinlabilmesi icin kamularin risk algilarini
bicimlendiren enformasyon kanallarinin ve iletisim ortaminin dederlendirilebilmesi ve
mesajlarin bu baglam cercevesinde yapilandirilabilmesi 6nem tasimaktadir. Risklere
iliskin enformasyonun sunumu, aktarimi ve alimlanmasi siirecine etkide bulunan temel
ugraklarin analizi, risk iletisimi calismalari icin rehberlik edecektir.

Riskin Sosyal Artirimi Kuramsal Cercevesi

Riskin sosyal artirimi gergevesi (the social amplification of risk framework), risk
bilgilerinin bilimsel topluluklar, aktivist gruplar, kanaat énderleri, haber medyasi, risk
yonetimi kurumlari ve kisisel aglar gibi ara ugraklar araciligiyla nasil iletildigi ve iletisime
sokulduguna yonelik aciklama sunar (Paek, 2014). Yaklasimda bu ugraklar, insanlarin
risk algilarini yogunlastirma veya hafifletme siireci olarak ifade edilir. Bodemer ve
Wolfgang'a gore (2015) risk algisi, kisilerin ve gruplarin riske iliskin 6grendikleri veya
yorumlamalariyla ilgili bir siirecin sonucu olarak anlagiimalidir. Risk algisi bir gdndericiden
aliciya bir iletisim siirecidir ve bu strecteki ara ugraklar riskleri azaltip arttirabilir. Bu
ugraklar sosyal olabilecegi (6rn, haber medyasi) gibi bireysel (6rn, dikkat filtreleri) ya
da kurumsal (6rn, politik ya da toplumsal eylemler) olabilir (Bodemer & Wolfgang, 2015).

Riskin sosyal artinmi yaklasiminda, medyanin risk algilarinin sekillenmesinde kritik
bir rol oynadigi belirtilmektedir. Profesyonel olmayan insanlar her zaman ¢ok cesitli
risk konularini dogrudan tecriibe etmedikleri icin, genellikle medyanin (6zellikle de
haber medyasinin) riskler hakkindaki iletisimine ve riskleri sunma bicimine bel baglarlar
(Paek, 2014). Bu nedenle, saglk ve risk iletisimi arastirmalarinda, medyanin risk bilgilerini
nasil sundugunu veya “cerceveledigini’, ve izleyicilerin buna nasil tepki verdigini inceleyen
calismalar yapilmaktadir (Paek, 2014).

Riskin sosyal artirnmi cercevesi, riskler ile “kamularin risk algilarini kuvvetlendiren veya
hafifleten ve risk davraniglarini bicimlendiren yorumlamalar tireten psikolojik, toplumsal,
kurumsal ve kdlttrel stirecler arasindaki etkilesim” Gizerinde durur (as cited in Murdock
etal,, 2003, p. 156). Bu yaklasima gore, enformasyon siirecleri, kurumsal yapilar, toplumsal
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grup davranislari ve bireysel tepkiler riskin sosyal deneyimini sekillendirir ve boylelikle
riskin sonuglarina katkida bulunur (Kasperson et al., 1988, p. 181). Kasperson ve digerlerine
gore (2005, p. 99) artinm iki asamada ortaya ¢ikmaktadir: Riskle ilgili enformasyonun
iletiminde ve toplumun tepki mekanizmalarinda. Risklerle ilgili iletiler, risk degerlendirmeleri
sunan bilim insanlari, haber medyasi, kiiltiirel gruplar, kisilerarasi aglar ve diger ara ugraklari
kapsayan bireysel ve sosyal artinm merkezlerinde islenir (Kasperson et al., 2005, p. 99).
Yazarlara gore toplumun biyiik cogunlugu, risklerin ve risk durumlarinin ifadelerini,
risklerle dogrudan kisisel deneyimler yoluyla degil enformasyon sistemleri kanaliyla
o6grenmektedir. Bu stirecte risk iletisimcileri ve 6zellikle kitle medyasi ana aracilar ya da
yazarlarin ifadesiyle risk artinminin“sosyal ugraklar” olarak is gormektedir. Yazarlara gore,
medyanin risklere yer verme derecesi, iletilen enformasyon, risklerin cercevelenmesi, risk
sinyallerinin medyadaki varligina ek olarak riskleri tanimlamakta ve nitelendirmekte
kullanilan semboller, metaforlar ve séylem bireylerin ve gruplarin risk goruslerini
bicimlendirmekte 6zellikle 5nemlidir (Kasperson et al., 2005, p. 168).

Vijaykumar, Jin ve Nowak (2015) sosyal medyanin, bulasici hastalik salginlariyla ilgili
risk bildirimlerinin kamu saglig yetkilerinden genel kamuya iletimindeki geleneksel
yaplyl donustirdigliinden hareketle, risk algisina etki eden bir ugrak olarak ele alinmasi
gerektigini dile getirir. Yazarlar ayrica sosyal aracilanmis kriz iletisimi modelinin (social-
mediated crisis communication model) kriz, risk ve saglk enformasyonunun iletisimi
ve alimlanmasi ile incelemeler icin uygun bir teorik cerceve oldugunu belirtirler
(Vijaykumar et al., 2015, p. 658). Sosyal aracilanmis kriz iletisimi modeli, kriz &ncesinde,
esnasinda ve sonrasinda sosyal medyada bilgi arayan, Ureten, paylasan ve dogrudan
ya da dolayl olarak sosyal medya yoluyla bilgi tiiketen kamular arasindaki etkilesimi
ele almaktadir (Austin et al., 2012, p. 192). Vijaykumar ve digerleri (2015) riskin sosyal
artinmi cergevesi ile sosyal aracilanmis kriz iletisimi modelinin temel gorislerini birlestiren
bir model 6nermektedirler (Bkz. Figure 1).

Yazarlar onerdikleri modelde, bulasici hastalik salginlari durumlarinda genel kamunun
risk algilarina etkide bulunan iletisim siirecleri, medya tesirlerinin patikalari ve sosyal
medyanin roll Uizerine agiklama sunarlar (Vijaykumar et al., 2015, p. 663). Modeldeki
terimler dizgisi, risk mesajlarinin ve risk algilarinin medya kanallari yoluyla yayilim hareketini
betimlemek icin kullanilmistir. Model, genel kamunun risk algilarinin yayihmi Gzerindeki
medya etkisi sirecini agiklamayi amaclamaktadir. Yazarlar, bulasici hastalik salginlarinda,
kamu saghgi kuruluslarini ve bilimsel gruplari iceren yonetimsel olan veya olmayan kamu
sagligi topluluklarindan gelen, hastaligin bilimsel, toplumsal, fiziksel ya da zihinsel yonlerine
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iliskin kanitlara ya da gorislere dayali enformasyonunun iletiminde, yiz yize iletisimi,
geleneksel medyayi, cevrim ici medyayi ve sosyal medyayi risk algisini bicimlendiren ara
ugraklar olarak ele almaktadirlar (Vijaykumar et al., 2015). iletisimin tiim bu ugraklari,
psikolojik, toplumsal, kiiltlirel ve kurumsal stireglerin bicimlendirici baglami icerisinde
yer almakta ve psikolojik ve davranissal ciktilar Gretmektedir.

Vijaykumar ve digerleri (2015, p. 671), gelistirdikleri bu modelin bulasici hastalik
salginlarinin hazirlik, baslangig, yayihm ve onarim gibi farkli asamalarindaki iletisim
faaliyetlerine yon verebilecegdini belirtirler. Ayrica salginin ¢esitli asamalarinda farkl
iletisim kanallarinin, tiirlerinin ve kilit sosyal medya kamularinin enformasyon dagitiminda
farkli roller Gstlenebilecedini savunurlar. Yazarlara gore, kamu saghgi yetkilileri ve iletisim
uygulayicilari, her bir iletisim kanali ve medya tlrinin dogasini anlamali; her bir
asamada, uygun zamanda kullanilabilecek araclara hazirlikli olmali; tam ve dogru
enformasyonun net ve vaktinde iletisimi icin her bir medyanin gucli yonini
birlestirebilmelidir (Vijaykumar et al., 2015, p. 671).

AMAC VE YONTEM

Calismanin amaclari ve bu amaclar etrafinda belirlenen arastirma sorulari ile arastirma
yontemi, niteliksel arastirma tasarimina uygun olarak olusturulmustur. Calismada
Maxwell'in (2013, p. 5) nitel arastirma tasariminin etkilesimli modelinde 6nerildigi gibi,
amaclar, kavramsal cerceve, arastirma sorulari, yontem ve gecerlilik bilesenleri arasindaki
etkilesim ve baglanti g6z 6énliinde bulundurulmustur.

Amag

Turkiye'de Covid-19 pandemisinde 65 yas ve Uzeri bireylerin iletisimsel ihtiyag ve
beklentilerini, kullandiklari bilgi ve enformasyon kanallarini ve risk enformasyonunu
ve bilgilerini degerlendirme bigimlerini ortaya koymak ve bu bulgulardan hareketle,
salginla micadelede etkili risk iletisimi onerileri sunmayi amaglayan bu calismayi
yonlendiren arastirma sorulari sunlardir:

1. Covid-19 pandemisinde 65 yas ve lizeri bireylerin iletisimsel ihtiyaclari ve
beklentileri nelerdir?

2. Covid-19 pandemisinde 65 yas ve lzeri bireyler risklere iliskin enformasyonu ve
bilgiyi hangi iletisim kanallarindan ve kaynaklarindan elde etmektedirler?
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3. Covid-19 pandemisinde 65 yas ve lizeri bireylerin risk enformasyonunu ve
bilgilerini degerlendirmekte kullandiklari temel kategoriler nelerdir?

Yontem

Calismanin amacina ve sorularina bagl olarak niteliksel yaklasima uygun olarak betimsel
yontemle tasarlanan bu arastirmada, Ankara'da ikamet eden 65 yas ve Uzeri bireylerle yari
yapilandiriimis goriismeler gerceklestirilmistir. Arastirma grubunun Ankara'dan secilme
nedeni, alan arastirmasinin yliz ylize gortismeler yoluyla ytrittlmesinin planlanmis olmasi
ve erisilebilirlik temelinin esas alinmasidir. Ayrica Ankara’nin, Adrese Dayali Niifus Kayit
Sistemi verilerine gore Tiirkiye'deki yasl niifusunu barindiran ticlincii il olmasi erisilebilirligi
saglayan bir diger dnemli unsurdur. Ankara ili ile sinirlanan arastirmada arastirma grubu
amagsal drneklem yoluyla belirlenmis ve 47 kisiyle goriismeler gerceklestirilmistir. Dworkin'in
(2012, p. 1319) de belirttigi gibi nitel arastirmalarda arastirma grubu katimci sayisi nicel
arastirmalardaki 6rneklemi olusturan sayidan daha kuguktir, clnkd nitel arastirmalar
anlamak ile ilgilidir ve nasil ile nedene odaklanir. Arastirma grubunun katilimci sayisi nicel
arastirmalardaki temsil yerine nitel arastirmalardaki arastirma konusuyla ilgisi temelinde
(Neuman, 2014, p. 320) belirlenmis ve Becker'in (2012, p. 15) vurgusuyla “arastirmayi
durduracak evrensel dogru bir yer olmadigindan’, arastirmanin zaman ve ekonomik kisitlari
arastirma grubunun 47 kisiden olugmasinda belirleyici olmustur. Bir diger ifadeyle niteliksel
arastirmalarda arastirma grubunun katimci sayisinin sinirinin belirlenmesinde tartismali
bir kavram olan “doygunluk’, deneyimlerin “genis yelpazede” olmasi nedeniyle (Baker &
Edwards, 2012, p.4) s6z konusu edilmemistir. Ayrica calismada nitel arastirma tasarimindaki
gecerlilik bilesenini karsilamak (izere, arastirma kaynaklarinin elverdigi ol¢lide, en fazla
sayida katiimciya ulasilarak“zengin veri” (Maxwell, 2013, p. 126) elde edilmesi hedeflenmistir.

Katilimcilara kartopu 6rneklemenin yani sira arastirmacilarin kisisel referanslariyla
ulasiimistir. Arastirma grubunun olusturulmasinda ayni aileden birden ¢ok kisinin gruba
dahil edilmemesi kriteri, grupta gorece bir cinsiyet dagilimi ve Ankara’nin farkli
ilcelerinden katilm gozetilmistir. Buna gore arastirma grubundaki katilimcilardan 22’si
erkek, 25'i kadindir. Katilimcilarin yas dagiliminin agirhkli olarak 65-69 (19 kisi) ve 70-74
(18 kisi) yaslari arasinda yogunlastigi gorilmektedir. 75-79 yaslari arasinda 6, 80-84
yaslari ve 85-89 yaslari arasinda ise 2’ser katilimci bulunmaktadir. Katiimcilardan 8'i
ilkokul, 6'si ortaokul, 15 lise, 5i 6n lisans-yiiksekokul, 9'i lisans ve 4'( lisansiisti egitim
seviyelerine sahiptir. Katihmcilardan 7’st halen ¢alismakta olup, 1'si emekli olup ¢alismaya
devam etmekte iken, 31'i emekli olmus ¢alismiyor ve 8'i hi¢ calismamistir (Bkz. Table
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1). Katilimcilarinin tima diizenli bir gelire sahiptir. Katilimcilardan 3 kisi Altindag'da, 1
kisi Balgat'ta, 9 kisi Batikent'te, 1 kisi Bilkent'te, 3 kisi Cebeci'de, 5 kisi Cankaya'da, 1 kisi
Demirlibahce'de, 1 kisi Dikmen'de, 2 kisi Eryaman’da, 2 kisi Etimesgut’ta, 1 kisi
Gaziosmanpasa'da, 1 kisi incekte, 1 kisi Kecioren'de, 2 kisi Kiiclikesat'ta, 4 kisi Mamak'ta,
2 kisi Sincan'da, 1 kisi Umitkdy'de, 2 kisi Yenimahalle'de, 1 kisi Yildiz'da, 2 kisi Yiiziinciyil'da
yasamaktadir.

Katilimcilarla yapilan gortismeler yiiz yiize olarak planlanmis ancak Saglk Bakanlig'nin
Onerisi ve salgin kosullarinin arastirma sirecinde devam etmesi nedeniyle ve risk
tedbirleri uyarinca telefon yolu ile gerceklestirilmistir. Arastirmanin Etik Kurul Onay;,
Ankara Universitesi Etik Kurulu'ndan alinmistir. Gériismelerde, arastirma icerigine ve
yontemine yonelik aciklayici bilgilerin yer aldigi “Aydinlatiimis Onam Formu”arastirma
grubunu olusan katihmcilara telefonda sesli olarak okunmus ve onamlar sesli alinarak
kaydedilmistir. Goriismelerde katilimcilara demografik bilgilerinin yer aldigi sorularin
ardindan Covid-19'ailiskin sahip olduklari bilgilerin kaynagi, stirecte ihtiya¢ duyduklari
enformasyon ve bilgiler ve bunlara duyduklari gliven ile geleneksel ve yeni medyayi
kullanma bicimleri ve varsa degisimlere iliskin sorular yoneltilmistir. Gériismeler 30 ila
45 dakika arasinda tamamlanmisg, katilimcilarin izni ile gérismelerde ses kaydi alinmis
ve tamami desifre edilmistir. Ses kayit desifreleri, arastirma sorulari cercevesinde riskin
sosyal artirimi kuramsal yaklasimina uygun olarak risk enformasyonunun iletiminde
kullanilan/bagvurulan ve 65 yas ve lizeri bireylerin risk algilarini yapilandiran ugraklar
temelinde tematik olarak analiz edilmistir. Bulgularin sunumunda nitel arastirma
tasariminin gecerlilik ilkesine uygun olarak desifre edilen gériismelerden dogrudan
alintilara yer verilmistir (Maxwell, 2013).

BULGULAR

Riskin sosyal artirrmi cercevesinin agiklandigi bolimde deginildigi Gzere risk bilgileri
ara ugraklar aracihgiyla iletilmekte ve s6z konusu ugraklar risk algilarini artirabilmekte
ya da azaltabilmektedir. Bu alt boliimde arastirma kapsaminda Covid-19 pandemisinde
risk enformasyonunun iletilmesiyle birlikte 65 yas ve Uzeri bireylerin riskle baglantili
sosyal deneyimini sekillendiren ugraklara iliskin bulgular yer almaktadir. Bu kapsamda
s6z konusu ugraklar temelinde ve arastirma sorulari cercevesinde katilimcilarin
enformasyon kaynaklari, sirecte degisen iletisimsel ihtiyac ve beklentileri, risk
enformasyonunu degerlendirme kategorileri siralanmistir.
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Bir Ugrak Olarak Geleneksel Medya: “Televizyon Arkadasim Radyo da Can
Yoldagim”

65 yas ve Uzeri bireylerin Covid-19 pandemisindeki glindelik rutinleri icerisinde bilgi
ve enformasyon kaynagi olarak geleneksel medyanin énemli bir yeri bulunmaktadir.
Bu donemde iletisim araglari ile gecirilen vaktin arttigi ve bunun ev icinde gegcirilen
zamanin 6nemli bir parcasi oldugu ifade edilmistir. Bir katilimci bu durumu “Televizyon
radyo dinliyorum. Onlarla vakit gegiriyorum. Televizyon arkadasim radyo da can yoldasim”
(GOriisme 46) sozleriyle betimlemis; bir digeri televizyon izlemesindeki artisi, pandemi
oncesindeki sosyal faaliyetlerine atifla “Simdi cogaldi tabii, evde oturuyorsun hep.
Onceden, énceden gene bir glinimiiz vardi. Gidiyorduk, geliyorduk. Hani gene sey
olmasa misafirin, arkadasin geliyordu, komsun ¢ikiyordu onlan sey yapiyordu, muhabbet
ediyordu, simdi onlar da kesilince” (Gortisme 34) ifadeleriyle aciklamistir.

Yapilan gortismeler Covid-19 pandemisinde katilimcilarin iletisim araglarini kullanma
bicim ve sikhiginin 6nceki dénemlere gore, degisen iletisimsel ihtiyaclar ve beklentilerle
birlikte, farkhlk gosterdigini ortaya koymustur. En temel degisiklik iletisim araglarini,
oOzellikle de televizyonun kullanma sikliginda yasanan artistir. Bir katilimcinin “Yani tabi
daha bir televizyona bagimli hale gelebildik. Clinkl oyalanacak bir sey yok...” (Gorlisme
12) sozleriyle goriiniir olan bu durumun arkasinda iki temel neden 6ne ¢ikmaktadir.
Bunlardan ilki 65 yas ve Uzeri bireylerin 6zellikle kisitlamalar nedeniyle ev icinde daha
¢ok zaman gecirmek zorunda kalmasi ve buna bagl olarak bos zamanin artmasi; ikincisi
ise Covid-19 pandemisine iliskin bilgi ihtiyacidir. Bu iki sebep bircok goriismeci de
birbirini destekleyecek sekilde islemistir. Katilimcilar evde gecirilen zaman arttidi icin
daha cok televizyon izlemeye baslamislar, bu mecralari takip ederken ise 6zellikle
Covid-19 pandemisine iliskin icerikleri, kendi ifadeleriyle “Covid-19 programlarini”
(Gortisme 31) ve“Covid-19 tartismalarini” (Goériisme 3) onceliklendirmislerdir. Goriisiilen
kisilerden biri izledigi Covid-19ileilgili icerigi ve séz konusu icerigin kaynagini su sekilde
anlatmistir:

Haberlerde izliyoruz. [...] acik oturumlari izliyoruz. [...] Tabi tabi televizyondaki
acik oturumlar [...]iste diinyadaki Cin'den yayilma seyini diinyadaki [...] Doktorlari
dinledim bu sureg icerisinde uzun siire yayin yapilan asadi yukari her gece yayin
yapilan televizyonlarda, ya da ben televizyon seyretmiyorum da internet tizerinden
seyrettigim programlarda, kendilerinin YouTube da yayinladiklari videolar var,

oradan 6grendigim seyler... (Goriisme 45).
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Bir Ugrak Olarak Geleneksel Medyada Giiven:“Biz Daha Giivendigimiz Kanallari
izledik”

Televizyonu Covid-19 pandemisiyle ilgili bilgiye erismede basat arag olarak kullanan
katilimcilar risk enformasyonunu ve bilgilerini degerlendirmekte kullandiklari temel
kategori olarak gliveni esas almis, 6zellikle daha givenilir oldugunu distndukleri
televizyon kanallarini takip etmeye 6zen gosterdiklerini vurgulamislardir: “Farkh goris
olabilir mi, farkli bir bakis acisi olabilir mi diye yine saglik¢ilardan onu izledim ya da
okudum. Onlara tamamen gtiveniyorum. Bence elinden geleni yapiyorlar” (Gorlisme
19), “Her seferinde otururum haberleri dinlerim. Kanallara bakarim hangi kanalda
gercekleri gorislyorlar sey yapiyorlar diye oralari izlerim” (Gorlisme 24). Bir katilimci
enformasyon kaynagi se¢ciminde gliven unsuruna atfettigi Snemi soyle anlatmistir:

Arkadas cevrem cok saglkli, okumus yazmis insanlar. Onlarla paylastigimiz bilgiler,
tabii televizyonda da itibar ettigimiz biraz, hani ne pahasina olursa olsun, 6limiine
bir haberleri biraz izleyen degil de, acikca halki saglkh bilgilendirmeye calisan
kanallara itibarimiz, itibar ettik yani acik¢a. Onlara giivendik biraz daha [...] Hani

biz daha glivendigimiz kanallari izledik (Gortisme 7).

Katihmcilar pandemi stirecinde cesitli iletisim araglarindan bilgi edinirken 6zellikle,
kanaat onderi olarak, tip doktorlarina ve tip alanindaki sivil toplum kuruluslar yetkililerine
glivenme egilimi gosterdiklerini ifade etmislerdir. Katihmcilarin glivendikleri kaynaklari
ifade ederken, pandemi siirecinde kanaat 6nderi olarak degerlendirdikleri kimi isimleri
ozellikle dillendirmis olmalari dikkat gekicidir:“Esin Davutogdlu, Enfeksiyon hastaliklari uzmani,
Gazi Universitesinde profesér. [...] Ondan sonra, Tabipler Odasi Bagkanu. [...] Ondan sonra
su Bursa'daki sey yapan, sorusturulan doktora giivendim. Mehmet Ceyhan. Ona giivendim”
(Gorusme 5),"Mehmet Ceyhan hocaya ¢ok gliveniyorum. Bir de Demirel'in hocasi, doktoru-
[Osman Miiftiioglunu kastediyor]” (Goriisme 18), “Hacettepe Universitesinin Mehmet
Ceyhan diye bir hoca vard. Enfeksiyon hastaliklari, onu, Ates Kara diye bir hoca, [...] Ozellikle
Mehmet Ceyhan hocanin verdigi bilgiler beni manen hem tatmin ediyor hem de o adamin

bilgilerine gliveniyorum ve saygi duyuyorum” (Goriisme 13).

Covid-19 pandemisi gibi ortamlarda yogun olarak yasanan bilgi eksikligi nedeniyle
meydana gelen bilgi agiginin (Cinarli, 2014, p. 98) hem kafa karisikhigina hem de gliven
problemine neden oldugu séylenebilir. Katilimcilarin sézlerinden medyada yer alan
iletilerin bilgi kirliligine yol agmasi nedeniyle belirsizligin arttigi anlasiimaktadir. Bir katilimci
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bu bilgi kirliligini “[..] basta, basta televizyonlar da ¢ok yanls seyler yapildi yani séyle
doktorlarimizin bir kismi dedi ki maske takilmasin dedi bir kismi takilsin dedi onlar celiskiye
dustiler” (Gorlisme 16) sozleriyle ifade ederken bir digeri asagidaki gibi aciklamistir:

Yani Oytun bilmem ne diye bir doktor, dogent yani maske takmayin diye cikti
meydana, [...] agzinizi yliziinuzl yikayin diye yayinlar yaptilar. Ya da iste cogu
sunu yiyin bunuicin. Onlar da ¢ok tehlikeli yanlis bilgiler. Tip insanlari da bu konuda
cok yanlislar yapti (Gortisme 18).

Katilimcilarin aciklamalarinda bazi doktorlarin yaptiklari ve sonradan gecerliligi
olmadigi ortaya ¢ikan agiklamalara génderme yapilmasinin yani sira farkl kaynaklardan
gelen agiklamalarin da celiskili olduguna yonelik ifadeler bulunmaktadir. S6z gelimi bir
katilimai bu celiskiyi su sdzclklerle betimlemistir:

[...]6nceleri bu maske seyinden dediler ki iste, ne bileyim, disari ¢ikinca gezerken
maske takmayin dediler. Kimisi. Ha. Bir ara maskeyi bir seyde biraktilar. Mesafeyi
bir metre dediler, bir bucuk metre, icerde bilmem iki metreye ¢ikardilar, disarida
bir metreye indirdiler. Milletin yani seyini yaptilar. Kendileri hep bdyle, bir de
kanallarda, televizyonlarda bir doktor cikiyor baska ttirli soyltiyor. Devletin yetkilisi
cikiyor baska ttirli sdyliyor. Yani birbirinden celisiyor biraz (Goriisme 40).

Medyadan kaynaklanan belirsizligin yani sira katiimcilar risk iletisiminin eksikliklerine
isaret eden aciklamalarda bulunmuslardir. Bir katihmci, iletisim siireclerindeki eksikliklerin
“kafa kanistiric1” oldugunu soyle ifade etmistir:

[..] bazi kisitlamalarin ¢ok dengesizce aktarildigini diisiintyorum. Kafam karistyor.
Bircok kisinin bunu algilayamayacagini diistintiyorum. Nitekim gorliyoruz televizyonda.
Girig cikis saatlerini anlamiyorlar. Glinleri anlamiyorlar. Mesela benim arkadaslarimdan
dahi bu, bugiin aksam hani girecegiz, cumartesi pazar icerdeyiz filan gibi konusmalarda
persembeden carsambadan basladilar geldi mi yasak, geldi mi yasak. Yani insan
kendinden stiphe etmeye basliyor acaba diye. Ay bir de cok unutkan olmaya basladik
yani herhalde diyorum [...]. DUstinemiyor muyuz, ne yapiyoruz? (Gorlisme 26).

Bir Ugrak Olarak Yeni Medya: “Bir Elinde Bilgisayar Bir Elinde Cep Telefonu,
Bilmem Ne”

Katilimcilar pandemi slirecinde bilgi ve enformasyon kaynadi olarak televizyon
kadar sik olmasa da telefonu ve interneti hem Covid-19ailiskin glincel bilgilere erismede
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hem de farkli mecralardan eristikleri bilgileri birbirleriyle paylasmakta kullanmislardir.
Kullanicilar arasinda pandemiyle ilgili sosyal medyanin kullaniminin yayginlig ilgi
cekicidir zira Turkiye'de glincel arastirma verilerine gore 65 yas ve (izeri bireyler arasinda
sosyal medya kullanimi goreli olarak diisiik oldugu belirlenmistir. Her ne kadar sosyal
medya kullanimi 65 yas ve Uzeri bireyler arasinda halen diistik seviyelerde olsa da bazi
sosyal medya uygulamalarinin genglere nazaran 65 yas ve Uzeri bireyler arasinda
popiilerligini artirmakta oldugunu vurgulamak gerekir. Ornegin en eski ve yaygin sosyal
medya uygulamalarindan biri olan Facebook’un kullanimi, 2018 yilinda tlke genelinde
65 yas ve Uzeri bireylere kiyasla neredeyse i¢ kat daha yayginsa da 2013 yilindan 2019
yilina kadar gegen alti senede Facebook kullanimi {ilke genelinde pek degismezken,
65 yas ve Uzeri bireylerin arasinda %3'ten %14'e sicramistir (Konda, 2020, p. 69). Tirkiye'de
akilli telefonlarin yayginlagmasiyla, daha da fazla kullanilir hale gelen bir baska sosyal
medya uygulamasi da WhatsApp'tir. Tlrkiye'de 2015'ten 2019'a kadar gecen 4 yilda
%36 oraninda bir artisla tlke genelinin %61'inin kullandigi bir uygulama haline gelen
WhatsApp, 65 yas ve Uzeri bireylerin ise %17'si tarafindan kullaniimaktadir (Konda,
2020, p. 71).

Gorusmeler katilimcilarin Covid-19 pandemisi 6zelinden Facebook ve WhatsApp'i
bilgi edinmekte ve bilgi paylasmakta siklikla kullandiklarini ortaya koymustur.
Gorismelerde katihmcilarin “Tabii sosyal medyada arkadaslarla, uzaktan daha sanki
yliz ylize gorisiiyormus gibi hepsiyle telefonlastik veya Facebook’ta veya WhatsApp'ta
mesajlastik, birbirimize bilgileri aktardik. Yani haberlesme sosyal medya ortaminda
cogaldi” (Gortisme 7), “WhatsApp lizerinden, Messenger lizerinden arkadaslar paylasim
yapiyor. Gerek videolar gerekse makaleler konusunda. Buralara bakiyoruz. Kendi
dustncelerimizle harmanladik bunlari. Ortaya kendi yasam seklimize uyabileceklerini
aldik icinden” (Gorlisme 37), “[...] arkadaslar kendi aramizda, herkes birbiri, bilgisini
sosyal medyadan Facebook’tan, mesela Facebook’un bence bu konuda ¢ok uyarici
seyleri oldu. Arkadaslar birbirini ciddi olarak uyardilar, paylastik. Bilim adamlarinin
vesaire pratik bilgileri, stirekli paylastik” (Gorlisme 7) ifadeleri bu stirecte yeni medyanin
oynadidi roli gostermesi agisindan dikkat ¢ekicidir. Bir katilimci sosyal medyanin bu
strecteki islevini sdyle anlatmistir:

Facebook’tan arkadaslarimizla haberlesiriz medya olarak sey olarak nasil oldunuz,
ne oldunuz, hasta misiniz? Yani birbirimize [...] sanki evdeymisiz gibi hal hatir
sorariz. Sohbet ederiz. [....] . Kesfedelim, arkadasimiz rahatsiz, sdyle boyle falan,

destek atalim anlaminda, dyle bir goértiismeler oluyor aramizda (Gorlisme 24).
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Katilimcilar interneti ve sosyal medyayi haberlesmek ve haberlere erismek icin
kullansalar da risk enformasyonunu ve bilgilerini degerlendirirken buradan ulastiklari
bilgilere mesafeli yaklasma egilimi gostermektedirler. Bu bulgu 65 yas ve Uizeri bireylerin
dijital sermaye sahipligi baglaminda yorumlanabilir. Dijital araglara erisim acisindan
dezavantajli konumda olan 65 yas ve Uizeri bireyler, kullanimi konusunda yetkin olmadiklari
mecradan edindikleri bilgiye tereddiitle yaklasmaktadirlar. Pandemi stirecinde ozellikle
sosyal medya (izerinden yayginlasan infodemi g6z 6niinde bulunduruldugunda bu
tereddit oldukca yerinde goriinmektedir. Katilimcilar sosyal medyadan edindikleri bilgiye
iliskin tereddutlerini ifade ederken “mantiga uymama’, “abartili olma”, “uydurma” gibi
kavramlara bagvurmusglardir: “Yani tamamini degil. Sey hani benim mantigima uyuyorsa,
mantigima sey ediyorsa, sey ederim. Ama hakikaten internette ¢cok abartili, dogru olmayan
seyler var”(Gorlsme 25), “WhatsApp'tan, yani internet tizerinden yayilan o bilgilere dogru
daolsa yaniitibar etmiyorum. Clinkl ylizde doksani yanlis bilgi. Ve yani insanlarin bence
sOyle, egolarini tatmin etmek icin cogu da affedersin uydurma seyler yani” (Gortisme 10).
Bir diger katihmci da goruslerini sdyle aktarmistir:

[...] Ben sosyal medyadaki seylere hi¢c inanmam ben. Kesinlikle inanmam, abarti
da olur, dogru da olur, yanlis da olur, onu bilmem yani ¢cok dogru da olur ama
onlara hi¢ giivenmem. [..] Niye, glivenmiyorum ben, cok abartili. Boyle sey,

bilingsiz yazanlara bakiyorum ¢izenlere bakiyorum” (Gortisme 1).

Katilimcilar yeni medyadan edindikleri bilgilerin gtvenilirligini kisilerarasi iletisim
kanallarindan aldiklari uyarilarla gdzden gecirmektedirler:“[...] bazen internette diyorlar
ki, her seye inanma diyor. Bazen bir sey oluyor ogluma diyorum, aman diyor anne
inanma oyle yaziyorlar falan, ama televizyon, ne bileyim ciddi kanallar oldugu icin
onlara inantyorum tabii” (Gorisme 27).

Bir Ugrak Olarak Kisilerarasi iletisim: “Hastalikla ilgili Giinliik Sayilari
Paylasiyoruz, Elestiriyoruz, Tartisiyoruz, Uziiliiyoruz”

Risk iletisiminde kisilerin bilgiyi kendi aralarinda paylasma bicimleri de 6nem tasir.
Kisinin referans cevresiyle iletisimi hem risk algisini hem de riskle kuracadr iliskiyi
bicimlendirir. Arastirmaya katilan 65 yas ve Uzeri bireyler salginla ilgili en ¢ok telefon
kanalyla (¢ekirdek ve genis) aileleriyle ve arkadaslariyla iletisime ge¢mekte, bilgi ve
enformasyon kaynagi olarak kisilerarasi iletisiminden yararlanmaktadir. Kisitlamalara
ragmen sinirli da olsa yiiz ylze iletisimle bilgi paylasimi da devam etmektedir. Paylasilan
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bilgi 6zellikle Covid-19'a bagh 6liimler (kayiplar), pandemiye iliskin gelismeler, alinmasi
gereken 6nlemler gibi konularda yogunlasmaktadir. Bu konular 65 yas ve lizeri bireylerin
resmi kanallardan veya medyadan butlnuyle bilgi ihtiyaclarini karsilayamadiklarina
gonderme yapar niteliktedir. Risk enformasyonunu ve bilgilerini degerlendirirken diger
kaynaklardan edindikleri bilgilerden tam anlamiyla tatmin olamayan 65 yas ve Uizeri
bireyler kendi aralarinda ve daha genc olanlarla girdikleri iletisimle eristikleri bilgileri
desteklemeye gayret etmektedirler. Bir katilimci bu destegi asagidaki sekilde dillendirmistir:

Benim kuzenlerim sey, saglik¢i bir yerde. Bir tanesi eczaci, esi disci. Bir diger doktor
kuzenim var. Mesela hani zatlirre asisi olacak miyim, olmayacak miyim, iste efendime
soyleyeyim, grip asisini olsam mi olmasam mi, arkadaslarla devamli onlarin
kardeslerinin sdylemis, doktor olanlarin tabii, saglik¢i olanlarin tavsiyelerini filan
birbirimize aktaryoruz (Gortisme 26).

Bunun yaninda katilimcilarin anlatimlarindan, yiz yize iletisimin Covid-19
pandemisinde ayni zamanda kayiplara ve yaslara iliskin bir dayanisma mekanizmasi
olarak daisledigi anlasilmaktadir. Asagidaki iki katiimcinin siralanan ifadeleri dayanisma
mekanizmasina ornek gdsterilebilir:

Tabii arkadaslar duyduklari birbirine aktardilar. Yani koronayla ilgili pratik bilgiler.
iste nasil bulasir, bunlari, iste ben duyuyorum size atiyorum paylasiyorum veya
WhatsApp'tan 6zel génderiyor arkadaslar béyle. [...] iste, ya su 8lmiis, bu 6Imiis
iste bazi. Onlari duyuyoruz iste. Birbirimize ya filan yerde su 6ldU, koronadan 61di
iste. Beraber calistigimiz arkadaslar agisindan bunlari paylastik yani boyle
birbirimizle haberlestik iste (Gorlisme 7).

En cok cocuklarimla, kardesimle ve yakin akrabalarimla konusuyoruz. iste séyle
olmus bdyle olmus. Stirekli goriisiiyorum, zaman zaman gorintili olarak da.
Hastalikla ilgili gtinliik sayilar paylasiyoruz, elestiriyoruz, tartisiyoruz, tzlllyoruz.
Etrafimizda 6len var mi diyoruz, akrabalardan 6lenler var mi diyoruz. Dostlardan,
akrabalardan 6lenler var ¢cok tzlliyorum (Goriisme 46).

Katilimcilarin ¢ocuklarinin Covid-19 pandemisiyle ilgili bilgilenme siirecglerinde
ozellikle ayricalikli bir yeri oldugunu vurgulamak gerekir. Bircok katilimci pandemiye
iliskin enformasyona cocuklari kanaliyla erismis ve siirece onlarin destegiyle uyum
saglamaya gayret gostermistir. ABD'de pandemi sirasinda yapilan bir arastirma da
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benzer sekilde aile bireylerinin 65 yas ve Uizeri bireylere Covid-19 pandemisi hakkinda
enformasyon aktaran en 6nemli kaynaklardan biri oldugunu ortaya koymustur. Bu
arastirmaya gore en ¢ok paylasilan bilgiler bulas bicimine, korunmaya ve tedaviye iliskin
en glincel gelismelere iliskindir (Lightfoot & Moone, 2020, p. 548). Bu donemde yakinlarina
duyduklari 6zlemi, 6zellikle telefon vasitasiyla iletisim kurarak giderme yolunu tercih
ettiklerini 65 yas ve lizeri bireyler pandemiye iliskin bircok bilgiye aile bireyleri kanaliyla
eristiklerini ifade etmektedirler. Katihmcilarin, “Zaten kizim soyliiyordu bana hani su
zaman, saat anne bu zaman [kisitlamalari kastediyor]. Bazen kagiriyorum ben haberleri
¢ok dinlerdim, dinliyordum. Gene de dinliyorum. Anne kacgirma, sokak seyi, yasagi su
su oldu diye” (Gorlisme 42), “[Cocugunu kastederek] O arar. Anne ben zatiirre asisi sey
olmus anne, onu siraya gir anne, bilmem ne yap anne, séyle yap anne. O en ¢ok sey
yapar beni” (Gorlisme 34), “Etrafimdan ¢ocuklarim anne bdyle yapin, anne iste, oglum,
kizim, anne sakin disari cikmayin, ihtiyaclarinizi biz karsilariz. Evet onlar, evet. Onlar da
¢ok yardimci oldu” (Gorlisme 21) gibi ifadeleri, bilgiye erisimde aile bireylerinin oynadigi
merkezi rolli gosterir niteliktedir.

iletisim ihtiyac ve Beklentilerinin Degisimi: “Sonra dendi ki [...]”

2020 Mart ayindan itibaren devam eden kisitlamalar stirecinde katimcilarin Covid-
19'a iliskin ihtiya¢ duyduklari bilgiler de kaginilmaz olarak degismistir. Katilimcilar
baslangi¢ta daha cok viris, virlistiin yayihmi, virlisten korunma yollari hakkinda bilgiye
ihtiya¢c duymuslardir:

iste bu koronaviriisiin yapilan bilimsel arastirmalarda nasil bir viriis oldugu, ne
sekilde bulastidi, hangi yas gruplarini daha cok etkiledigi, iste korunma yollar
gibi bilgilerin ve bu zaman zarfinda iste gerek beslenme gerekse hijyen anlaminda
nelere dikkat edilmesi gerektigini daha aydinlatici olarak anlatiimasini isterdim
topluma. Clinkl maalesef toplumda hala bunun bir oyun oldugunu, maskenin
koruyuculugunun olamayacagini, 6yle olsa doktorlarin, hemsirelerin niye
hastalanmadigini, ki hastalandiklari da apacik belli ortada, 6lenlerin oldugunu
da yayinhyorlar. Ama bdylesine bagnaz bir inanis tarzi vard, iste bunlar kirllmahydi

(Gorisme 12).
Zaman ilerledikce ve 6zellikle asiile iliskili gelismeler yasandikca katihmcilarin ilgisi

astyla ilgili gelismelere kaymistir. Bir baska katilimci bilgi ihtiyacinin degisim yonini
sOyle somutlastirmaktadir:
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Daha ¢ok 6nce ilk ¢ciktiginda yayilma bicimi. Acaba nasil yayilyordur? Daha sonra
acaba daha temiz olursak bazi seylere, hijyene, her seye dikkat edersek bulasir mi
bulasmaz mi? O sekilde bir [...] Yani, yani nasil anlatayim ki? Konusmalarimiz
oluyordu. Ha sunlara sunlara dikkat edersek az bulasiyormus. Bunlara az
bulasiyormus iste vitamin alirsak cok fazla entiibe olunmuyormus falan gibi. Bilgi
aligverisi yani. Davranis bicimi. O sekilde (Gorlisme 28).

Covid-19 pandemisinde medyanin da sundugu korunma yontemleri ve yayilimailiskin
baslangicta dogru kabul edilen bazi bilgilerin sonradan dogru olmadigi ortaya ¢cikmistir.
“[...] medya kanaliyla ilk baslarda elimize ne aldiysak sabunladik, yani marketten gelen
sey bekledi birkag saat, [...] onlar sabunlandi, kurulandi, ondan sonra buzdolabina kondu.
Sonra dendi ki o kadar kendinizi harap etmeyin. Birkag saat bekleyen bir sey size sicramaz,
gelmez” sozleriyle de belirginlesen bu durum katilimcilarin zaman zaman edindikleri
bilgileri teyit etme ihtiyaci duymasina neden olmustur. Bununla birlikte bilinen bir teyit
mekanizmasinin var olmamasi 65 yas ve Uzeri bireylerin tereddite distikleri konularda
kaygi yasamalari sonucunu beraberinde getirmistir. iki katiimcinin asagidaki ifadelerinde
bu teredduitiin ve teredduite bagh kayginin izini gormek mimkiindr:

O sey yapildi, tabiiilag iste, su bir tane ilag vardi. Kullanmadilar, bir donem kestiler,
tekrar basladilar falan. Onu da televizyondan duydugumuz kadar, onu benim
dogrulama ya da teyit etme gibi, birilerine sey yapma gibi bir seyim yok yani. Oyle
bir ulasim aracim yok yani, kime sorabilirim? Ha iste koronaya su iyi geliyormus
diye duyup da iste en son sadece duydugum, simdi D vitamini olayu. [....] Ben
bunun dogrulugunu nereden teyit edebilirim? (Gorlisme 33).

Tabii tabii iste. Diyorum ya birisi ¢ikti maske takmaniza gerek yok dedi. Birisi dedi
maskesiz olmaz dedi. Birisi 6rnegin mesela en son Canan Karatay, gargara yapin
diyor. E baktim mantikli gibi geldi. Ondan sonra baska bir profesor dedi ki iste
bilmem o hiicrelerin seyine [...] onun dedi sey etmesine, o, ne derler ona iste
viriisiin gelmesini engellemez [...]. Ben de ona da inanamadim simdi. ikisi de

profesor. [...] Peki bunun dogrusunu nasil bulacagim ben? (Goriisme 25).

Degisen bilgi ihtiyaciyla birlikte baslangigta dogru kabul edilen bazi bilgilerin dogru
olmadiginin ortaya ¢ikmasi ve teyit mekanizmasinin olmayisi bir yandan daha 6nce
ifade edilen bilgi kirliligini pekistirmis, diger yandan da bizi katilimcilarin kisilerarasi
iletisim kanallari aracihdiyla aldiklari destege ve enformasyonu degerlendirirken
kullandiklar gliven kategorisine geri gotirmustur.
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TARTISMA VE SONUC

Arastirma bulgulari, 65 yas ve Ulizeri bireylerin Covid-19 pandemisine iliskin bilgi
duizeylerinin yliksek oldugunu, bununla birlikte yeni ve bilinmeyen ile ilgili olan bu siirece
stpheci ve kaygih bir sekilde yaklastiklarini ortaya koymustur. Covid-19 pandemisine
iliskin olarak katilimcilarin temel bilgilerinin kaynagdi agirlikh olarak “televizyon” olmustur.
Bununla birlikte gazete, radyo ve cesitli sosyal medya platformlarinin yani sira kisilerarasi
iletisim kanallari da katiimailar tarafindan bilgi kaynaklari arasinda degerlendirilmistir.

Bilgi ihtiyaci pandemi siirecinde en 6nemli iletisimsel ihtiya¢ olarak 6ne ¢cikmaktadir.
Pandemi siiresince 65 yas ve Uzeri bireyler bilgi ihtiyaclarini agirlikh olarak geleneksel
bir mecra olan televizyon ulzerinden karsilamislar, bunun yaninda dijital medyayi da
pandemi oncesiyle karsilastirildiginda daha fazla kullanmaya baslamislardir. Arastirmanin
ilgi cekici bir bulgusu katilimcilarin televizyon izlerken oldukga secici davranmalari ve
glvenilirlik atfettikleri televizyon kanallarintizlemeleridir. Katimcilar pandemi stirecinde
televizyon basta olmak Uzere cesitli kitle iletisim araclarindan bilgi edinirken ve risk
enformasyonunu ve bilgilerini degerlendirirken ézellikle tip doktorlarina ve tip alanindaki
sivil toplum kuruluslari yetkililerine gtivendiklerini ifade etmislerdir.

Risk iletisiminde kisilerin bilgiyi kendi aralarinda paylasma bicimleri hem risk algisini
hem de riskle kurulacak iliskiyi etkileme potansiyeli tasir. Pandemi stirecinde kendilerine
getirilen kisitlamalar nedeniyle yiiz yiize iletisime girme olanagindan buytk ol¢lide
yoksun kalan katilimcilar sosyal iliskilerini stirdirmek icin telefondan ve internetten
faydalanmiglardir. Arastirmaya katilan 65 yas ve Uzeri bireyler salginla ilgili en cok
telefon kanaliyla (cekirdek ve genis) aileleriyle ve arkadaslariyla iletisime gecmektedirler.
Bu surecte akilli telefonlarin gorintili konusma yapma ya da grup goriismesi yapma
ozellikleri de 65 yas ve Uzeri bireyler tarafindan daha sik kullanilmaya baslanmistir.
Facebook ve WhatsApp pandemi sirasinda 65 yas ve Uzeri bireyler tarafindan en sik
kullanilan dijital platformlar olarak 6ne ¢ikmaktadir. Bu baglamda pandeminin 65 yas
ve Uzeri bireylerin Gzerinde dijital birtakim yetkinlikleri gelistirme baskisi kurdugu 6ne
suirtilebilir. Ozellikle pandemiye iliskin glincel enformasyona dijital mecralar tizerinden
erisme olanagi olmayan katimcilarin Covid-19 pandemisiyle ilgili bilgilenme siireclerinde
cocuklarinin 6nemli katkisi oldugu belirtilebilir. Ote yandan dijital sermayesi diisiik ve
aile destek mekanizmalarindan yoksun bireyler bilgilenmek icin sadece geleneksel
medyaya bir anlamda bagiml hale gelmislerdir.
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Pandemi stiresince 65 yas ve Uzeri bireylerin Covid-19'a iliskin ihtiya¢ duyduklar
bilgiler zamanla degismistir. Baslangicta daha cok virus, virlisiin yayilimi, virlisten
korunma yollari hakkinda bilgiye ihtiyag duyulurken siireg ilerledikge katihmcilarin ilgisi
astyla ilgili gelismelere dogru kaymistir. Salgina iliskin baslangicta dogru kabul edilen
bazi bilgilerin sonradan dogru olmadiginin ortaya ¢ikmasi katiimcilarin zaman zaman
edindikleri bilgileri teyit etme ihtiyaci duymalarina neden olmustur. Bununla birlikte
bilinen bir teyit mekanizmasinin var olmamasi 65 yas ve (zeri bireylerin tereddiite
dustukleri konularda var olan kaygilarinin artmasi sonucunu beraberinde getirmistir.

65 yas ve Uzeri bireylerin Covid-19 pandemisine yonelik temel bilgi kaynaginin
televizyon oldugu distinildtuglinde risk algilarini bicimlendiren temel unsurlardan bir
digeri televizyon Uzerinden kurulan “iletisim” olmustur. Bu baglamda genelde kitle
iletisimi, 6zelde ise televizyon bireylerin risk algisini bicimlendiren “ana ugraklardan”
biridir. Covid-19risk algilari ve salgin tedbirlerine yonelik davranis kaliplar temel olarak
kitle iletisimi temelli enformasyon ile bicimlenen bireylerin, bilgi kirliligi nedeniyle
infodemiye maruz kaldiklari da tespit edilmistir. Bireylerin artan risk durumundaki
belirsizlikle basa ¢ikabilmek icin glivendikleri kanaat 6nderlerinin, bilim insanlarinin
ve Tirk Tabipleri Birligi'nin aciklamalarini referans aldiklari gorilmastdir.

Turkiye'de 65 yas ve (zeri bireylerin genel niifustaki orani artis egilimindedir ve bu
egilimin gelecek yillarda da devam edecegi tahmin edilmektedir (TUIK, 2021). Buradan
hareketle 65 yas UGstln(n risk iletisiminin dnemli bir hedef kitlesi oldugu kabul edilmeli
ve risk iletisimi stireci bu yas grubunun talep ve ihtiyaglarini gozetecek sekilde ve risk
algisini bicimlendiren “sosyal ugraklar” dikkate alinarak yapilandirilmalidir.

Risk iletisimi calismalarinda genel olarak benimsenen dort temel amag bulunmaktadir
(Renn, 1991). Buna gore etkili bir risk iletisimi calismasi, hedef gruplarda bilgi, goris ya
da tutumlarda degisimi saglayabilmeli; bireylerin ve gruplarin korunmaya yonelik
davranislarini tesvik edebilmeli; risk yonetimi kuruluslarina gliven ve inang yaratabilmeli;
¢atisma ¢6zimi ve kamusal katilimi destekleyebilmelidir (Renn, 1991, p. 292). 65 yas
ve Uizeri bireylerle yapilan goriismeler, bu yas grubunun risk iletisiminden beklentilerini
acikca ortaya koyar niteliktedir. 65 yas ve Uzeri bireyler riske iliskin olarak bilgilenmeye,
bu bilgilenme cercevesinde hareket edebilmek icin desteklenmeye, riski yoneten
kurumailiskin gliven duymaya ve kendilerine iliskin karar verme stireclerine bir sekilde
katilmaya ihtiya¢ duymaktadirlar. Dolayisiyla bu yas grubunu hedef alan bir risk iletisimi
planinin bu iletisimsel ihtiyag ve beklentileri gdzetecek sekilde yapilandiriimasi basariya
ulasmasi sansini arttiracaktir.
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Pandemi gibi yiiksek risk durumlarinda ortaya cikan bilgi acigi ve artan belirsizlik
dizeyi, iletisimsel ihtiyag ve beklentilerle birlikte, bireylerin gliven duygusu arayiginda
kisilerarasi iletisime daha fazla yonelmesi sonucunu ortaya cikarabilmektedir. Bu
baglamda kisilerarasi iletisim de risk algisinin bicimlendiren “sosyal ugraklardan” bir
digeri olarak islemektedir. Risk iletisimi siirecinde kisilerarasi iletisimin ve etkilesimlerin
risk algisini hafifleten ya da arttiran potansiyel tasidigi dikkate alinmalidir. Turkiye
ozelinde arastirmalar, 65 yas ve Uzeri bireyler olagan zamanlarda saglkla ilgili olarak
genellikle aile hekimleri kanaliyla yiz yuze iletisimle bilgilendirilmeyi tercih ettigini
gostermektedir. Katimcilar pandemi strecindeki yiiz ylize iletisimin ciddi anlamda
sekteye ugradigini ifade etmislerdir. 65 yas ve izerini hedef alan bir risk iletisimi planinin
ozellikle Covid-19 gibi pandemi durumlarinda muhtarlar, aile hekimleri gibi aktorleri
stirecin bir pargasi haline getirmesi risk yonetiminin basariya ulasmasina dnemli katki
saglayacaktir. 65 yas ve Uzeri bireylerin doktorlar, muhtarlar gibi aktorlerle gegmisten
gelen iliskileri oldugu da g6z 6niinde bulundurulursa bu aktérlerden gelen mesajlara
daha fazla gliven duyacaklari ve glivendikleri bir kaynaktan gelen mesajlara daha uygun
davranis gosterme egiliminin cok daha gucli olacagini 6ne siirmek yanlis olmayacaktir.
Bunun yaninda yasla birlikte bir takim bilissel stireclerin yavaslayacadi goz éniinde
bulundurularak 65 yas ve lizeri bireylerin kitle iletisim araclarindan gelecek mesajlardansa
kisilerarasi iletisim kanaliyla alacaklari mesajlari gerekirse tekrarlatma, farkli sekillerde
ifade ettirme gibi olanaklara sahip olabilecekleri unutulmamalidir.

Risk yonetimi slirecinde 65 yas ve Uzeri bireylerle iletisim kurarken 6zellikle tibbi
durumlar s6z konusuysa tibbi bir jargondan mimkdin oldugunca uzak durmak, mesajlari
cok karmasiklastirmadan olmadan basit bir sekilde ifade etmek, asiri bilgi yliklememek,
mumkiin oldugunca hatirda kalmak icin tekrarlardan ve glinliik hayatla iliskili orneklerden
yararlanmak uygun olacaktir. Bununla birlikte Turkiye'de okuryazar olmayan 65 yas ve
Uzeri bireylerin orani %24'tlir. Okuma yazma bilmeyenlerin oraninin yiiksekligi goz
onuinde bulundurularak, 65 yas ve tizeri bireylere yonelik risk iletisiminde gorsel 6gelerin
kullanimina mutlaka 6zen gosterilmeli, teknik bilgileri anlamalarini kolaylastiracak
gorsellerden yararlanilmalidir. 65 yas ve Uzeri bireylerin bilissel stireclerinin yavaslamasi
riskine karsi gorsellerle desteklenmis brosirler gibi bireylerin yeniden tiiketebilecekleri
materyallerin gelistirilmesi, bu materyaller gelistirilirken biyulk puntolarin, daha kisa
ve akilda kalici climlelerin tercih edilmesi uygun olacaktir.

Gorlismelerden elde edilen bulgular, 65 yas ve Uzeri bireylerin gliven duygusunun
ozellikle acik, seffaf, anlasilir enformasyona bagli oldugunu; risk ydnetiminden sorumlu

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 127-155 149



Covid-19 Pandemisinde iletisimsel ihtiyaclar, Beklentiler ve Deneyimler Uzerine Nitel Bir Arastirma: 65 Yas ve...

olan kuruluslarin dogru ve hizl bilgi paylasiminin glivenin saglanmasi icin kritik Snemde
oldugunu ortaya koymaktadir. 65 yas ve Uzeri bireylere yonelik iletisim mesajlari
kurgulanirken gosterilmesi istenen davranis degisikligi acik bir sekilde tanimlanmali,
bu davranis degisikligini gostermek konusunda eger bireylerin dniinde birtakim engeller
varsa bu engelleri agmalariicin kendilerine yardimci olacak destek mekanizmalari agikca
ifade edilmeli, basvurulabilecek adresler gosterilmelidir. Katihmcilar bilgilenmenin
onemli oldugunu ancak bilginin yaninda ilgiye ve fiziksel destek mekanizmalarina da
ihtiya¢ duyduklarini ifade etmislerdir. Bunun yaninda eger deneyimlenen Covid-19
pandemisi gibi 65 yas ve Uzeri bireylerin 6zel kosullara tabi olacaklari diizenlemeler
s6z konusu olacaksa risk iletisimi stirecinde en Ust duzeyde yetkililerin agzindan
kendileriyle ilgili alinan kararlar, kararlarin alinma gerekgeleri, kararlarin ne kadar stireyle
yururlikte olacagi, yeni bir kararin hangi kosullar altinda alinacagi gibi bilgiler mutlaka
kararlar uygulamaya gecilmeden 6nce paylasilmaldir. Bu paylasim sonrasinda eger
anlasiimayan noktalar varsa iletisim stirdUriilmeli ve hedef kitlenin biiylik cogunlugunun
yeni uygulamayi anladigindan emin olunmahdir. Eger miimkiinse bu karar verme
streclerine uygun niteliklere sahip 65 yas ve Uzeri bireylerin katilmasi, bu katilimin
onceden kamuoyuyla paylasiimasi ve bu isimlerin daha sonra kararlarin kitle iletisim
araclarinda anlatilmasina katki sunmasi saglanmalidir. Bu strateji 65 yas ve lzeri bireylerin
bu kararlarin gerekliligi konusunda ikna olmasinda ve gerekli davranis degisikliklerini
gostermesinde 6nemli katki saglama potansiyeli tagimaktadir.

Covid-19 gibi 65 yas grubu bireyler icin fazladan risk iceren bir durum s6z konusuysa
hedef kitle bu riskler, alinacak onlemler, basvurulacak yollar gibi konularda
bilgilendirilmelidir. Bu bilgilendirme siirecinde hedef kitlenin tercih ettigi iletisim
kanallarinin kullanilmasina 6zen gosterilmelidir. Risk iletisiminde yasanan gelismeleri
diizenli olarak kamuoyuyla paylasma gerekliligi bilinen bir kuraldir ancak 6zellikle ekstra
riskli durumlar s6z konusu oldugunda bu gelismelerin paylasimina daha buylk 6zen
goOstermek gerektigi akilda tutulmalidir. Aksi takdirde bireyler baska kaynaklardan bilgi
aramaya yonelirler ki bu yanhs bilgiye ulasmalari ve yanlis davranislara yonelmeleri
sonucunu beraberinde getirme riski tasir.

Gorlisme yapilan 65 yas ve Uzeri bireyler cesitli bilgilerin dogrulugu konusunda
tereddut ettiklerini ve bdylesi durumlarda bu bilgilere inanip inanmamak konusunda
¢ekince yasadiklarini ifade etmislerdir. Bircok yanlis bilginin dolasima girdigi pandemi
benzeri donemlerde 65 yas ve Uzeri bireyler aciktir ki daha kirllgan bir pozisyona diisme
riski tasimaktadirlar. Bu nedenle 65 yas ve Uizeri bireylerin ihtiyaclarini gozetecek sekilde
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isleyecek bir teyit mekanizmasina biyk ihtiyac oldugu aciktir. Bu mekanizma 65 yas
ve Uizeri bireylerin kolaylikla erisecedi iletisim araclari Gzerinden islemelidir. 65 yas ve
Uzeri bireylerin arayabilecekleri ve tereddiite disttkleri konulardaki bilgileri teyit
edebilecekleri bir teyit telefon hatti benzeri bir uygulama risk durumlarinda aktive
edilebilir. Bunun yaninda var olan yanlis bilgiyi teyit etme gorevi sliphesiz sadece
bireylere birakilamaz risk iletisiminden sorumlu kurumun dizenli olarak yanls ve
yaniltici bilginin dolasimda oldugu kanallari takip etmesi ve yanlis bilgileri kitle iletisim
araclarin Gzerinden diizeltmesi de gereklidir.

Covid-19 pandemisi gibi 65 yas ve Uzeri bireyleri izole eden ve kaygi dlizeyini arttiran
risk durumlarinda risk iletisiminin mutlaka 65 yas ve Uzeri bireylerin kendilerini ifade
edebilecekleri ve kaygilarini paylasabilecekleri birtakim mekanizmalari igermesi gerekir.
Ozellikle sosyal destek mekanizmalarindan yoksun olan 65 yas ve {izeri bireylere yonelik
telefonla ulasabilecekleri ve gerekli sosyal ve psikolojik destek hizmetlerine
yonlendirilebilecekleri telefon hatlari gibi uygulamalarin etkili olabilecegi diistiniilmektedir.
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TABLES AND FIGURES
Table 1: Gorlisme Listesi
Cinsiyet Yas Dagilimi Egitim Durumu Calisma Durumu
Kadin | 25 kisi 65-69 19 kisi ilkokul 8 kisi Halen calisiyor 7 kisi
Emekli olup
Erkek | 22 kisi 70-74 18 kisi Ortaokul 6 kisi calismaya 1 kisi
devam ediyor
75-79 6 kisi Lise 15 kisi Emekli 31 kisi
. Onlisans . . -
80-84 2 kisi Vitksekokul 5 kisi Hic calismamis 8 kisi
85-89 2 kisi Lisans 9 kisi
Lisansistl 4 kisi

Figure 1: Medya Yayilimi Yoluyla Risk Artirimi Modeli
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ABSTRACT

Works designed with visual metaphors and metonymies (posters, photographs,
paintings, etc.) are considered to be strong in creativity and effective in meaning
construction. This study analyzes selected poster designs of one of the most
famous graphic designers of the world, Yossi Lemel, on the coronavirus (Covid-19).
The scope of the study is limited to visual metaphors and metonymies. Based
on the similarities between concepts, metaphors and metonymies are the most
important signs in visual semiotics analyses. Symbols, codes, myths, and visual
oxymorons are other signs that should be studied; however, limiting the study
to metaphors and metonymies that are grounded on similarities, it is aimed
to discuss the topic in detail. The purpose of the study is to put forth how the
concepts formed in our minds are visualized by using metaphors and metonymies
and to reveal the aesthetics these signs bring into visual designs. Finding and
using metaphors is an important creativity activity that makes the receiver read
the meaning easily from a different point. These are important elements of
semiotics that build up works with strong creativity. It is this creative language
that makes Lemel’s social and political posters important.

Keywords: Yossi Lemel, visual metaphor, metonymy, image, target and source
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(074

Gorsel metaforlar ve metanomilerle tasarlanan islerin (afis,
fotograf, resim vs.) yaraticiigi gli¢li ve anlam olusturmada
oldukca etkili araclar oldugunu distnulmektedir. Bu
calismada diinyanin (inlt tasarimcilarindan biri olan grafik
sanatcisi Yossi Lemel’in 2020 yilinda diinyay: etkisi altina
alan koronaviriis (Covid-19) pandemisi sirasinda yapmis
oldugu koronaviris (Covid-19) konulu afis tasarimlarindan
secilen ornekler incelenecektir. Calisma gorsel metaforlar
ve metanomilerle sinirlandirimistir. Kavramlar arasindaki
benzerlikleri kullanarak yapilan bu yaratici calismalar, gorsel
gostergebilim ¢oziimlemelerinde aranmasi gereken en
onemli gostergelerdir. Kuskusuz semboller, kodlar, mitler,
gorsel oxymoronlar (zitliklar) metinde aranmasi gereken
diger gostergelerdir. Ancak calismamizi sadece benzerlikler

tizerindenyaratilan metaforve metanomilerle sinirlandirarak

konuyu derinlemesine  tartismayr  hedeflemekteyiz.
Genellikle sozli ve yazili metinlerde aciklanan “metafor”
kavraminin gorsel metinler Uzerinden agiklanmasina ise
“gorsel metafor” denmektedir. Amacimiz zihnimizde olusan/
olusturulan kavramlarin gorsel metaforlar ve metanomileri
kullanarak nasil gorsellestirildigini ve bu gostergelerin gorsel
tasarimlara kattigi estetik lezzeti gozler oniine sermektir.
Metaforlart bulup kullanmak, anlami farkh bir noktadan
ele alip alicinin daha kolay okumasini saglayan, 6nemli bir
yaraticilik etkinligidir. Bunlar yan anlami giicli, dolayisiyla
yaraticligi guclii eserlerin ortaya cikmasini saglayan c¢ok
onemli gostergebilim elemanlaridir. Keza Lemel’in sosyal
ve siyasal icerikli afislerini 6Gnemli yapan da kullandigi bu
yaratici dildir.

Anahtar Kelimeler: Yossi Lemel, gérsel metafor, metanomi,

imge, hedef ve kaynak

INTRODUCTION

Visual metaphors are the visual representations of metaphorical thoughts and
concepts. As an important aspect of creativity, thinking with metaphors and metonymies
is a cognitive, that is conceptual, function. The explanations concerning these concepts
are generally involved in linguistics. However, the signs in linguistics have already
become a part of visual semiotics today. Therefore, all concepts of semiotics borrowed
from linguistics can easily be applied to visual texts. Being the creator of many visual
texts, Yossi Lemel has held many personal exhibitions and joined many group exhibitions
around the world. His works are part of the permanent collections of some institutions
such as the Victoria and Albert Museum (London), Museum fiir Kunst und Gewerbe
(Hamburg), and Musée de la Publicité (Paris). Lemel has won many awards at international
competitions, especially with his remarkable social and political posters and works.
With his striking posters, he has drawn the attention to events that have deeply influenced
the world. Besides working individually, the artist has been continuously participating
in the activities of Amnesty International and Greenpeace as well. Attracting the
attention of the people involved in the problems and of those who are not involved
and doing whatever he can to keep them aware, Lemel has also held exhibitions in
Turkey. Upholding the principle of “less is more”in his works, he produces his works in
a plain but striking way that comes as a bombshell to many (Stimer, 2009). Posters are
generally seen on advertising boards, walls, bus stops, lampposts, in magazines, and
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in newspapers. They try to tell something to us. Today, digital new media is widespread
and has even taken the place of traditional media. Instagram, one of the most popular
social media applications, has become a new platform especially for artists to share
their works with their followers. Keeping up with today’s trend, Yossi Lemel has also
been sharing his designs with his followers on the Instagram. The Covid-19 pandemic
of 2020 has also been considered by Lemel as a universal problem to be worked on
and has been the major theme of his 2020 designs. As the Covid-19 pandemic of 2020
broke out worldwide, Lemel first shared his coronavirus poster designs on Instagram
(first post on February 2, 2020), and five months later (July 2, 2020), he exhibited 50 of
them in public in Athens, the capital of Greece. He has also presented his designs on
the coronavirus in his virtual 3D exhibition titled “Corona Case — A Journey to Pandemia”
as part of different art events since October 1, 2020 (Lemel, “Corona Case”). Lemel’s
Instagram account has been followed all through the study with curiosity and excitement,
and the selected works have been analyzed and interpreted through metaphors and
metonymies. This study provides the reader with a theoretical framework for the analyses
of visual metaphors and metonymies in a poster.

The Image of Covid-19

On March 11, 2020, the World Health Organization (WHO) announced Covid-19 as
a pandemic (global epidemic). It is caused by a new coronavirus called SARS-CoV-2,
discovered in Wuhan, the capital of the Hubei region in China. In a short time, it spread
all over the world. A pandemic is the name given to an infectious disease that spreads
across the world and threatens human life critically. Human history faced various
pandemics in different periods. Many pandemics such as cholera, influenza, typhus,
smallpox, measles, tuberculosis, leprosy, malaria, yellow fever, HIV, Ebola, and zika killed
masses throughout history. Today, the Covid-19 pandemic which was first identified
in China, spread to Iran and Italy and to the rest of the world in a short time is a type
of coronavirus, and is a global epidemic (Tasdemir, 2020, p. 16). Being widespread and
causing the deaths of many people is merely not enough for a disease or a medical
condition to be characterized as a pandemig; it also has to be infectious at the same
time. For instance, even though cancer causes a lot of deaths, it is not a pandemic
because it is not infectious (Apaydin, 2020, p. 13).

Thefirst coronavirus case in Turkey was detected on March 11, 2020. As in other countries
where the pandemic spread, in a week, people in Turkey retreated into their houses.

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 157-183 159



“Visual Metaphor” and “Metonymy” as the Reflection of Creative Thought in Art: An Analysis...

Everybody stayed at home for almost two and a half months, and nobody got out unless
they had to. The government tried to highlight the severity of the situation by publicizing
slogansin the media such as“stay at home.” During the pandemic, the media has conveyed
information about the pandemic through the opinions of doctors, public health specialists,
nurses, and pharmacists. The numbers of tests, cases, and deaths has been given every day.
The coronavirus has become a part of our lives. As ordinary people, we have learned from
the pandemic that this virus is transmitted during close contact through respiratory droplets
or by touching surfaces contaminated with the virus followed by touching the mouth or
the eyes. Masks, soaps, sanitizers, cologne, social distance, lockdowns, and hygiene have
been noted as the most important prevention ways.

The visuals we have seen and the words and concepts we have heard and read on
the media since March 2020 can be listed as: patient (lying face-down or connected
to a ventilator), hospital, doctor, nurse, coronavirus (Covid-19) test kit, swab (for nasal
swab collection), vaccine, medicine, ventilator, mask, gloves, social distance, “stay at
home," soap, sanitizer, cologne, pharmacy, quarantine, WHO (World Health Organization).
These have undoubtedly been the most seen, written, read, and spoken concepts of
2020. The reason for listing down these concepts is that the present study focuses on
how these concepts have become visual metaphors and metonymies in graphic designs.

Covid-19 is thought to have originated in Wuhan, in China on December 1, 2019;
and for a long time, a bowl of bat soup sold in a live-animal market in Wuhan was
reported as the cause of the pandemic. Several scientists published articles discussing
that the coronavirus will change the world order. It all resembled a dystopian science-
fiction movie. Thus, all pandemic-related Hollywood movies were watched again and
again.Topics such as one global authoritarian system, the end of capitalism, the reduction
of consumption, and environmental problems were discussed. Remarkable changes
have been observed as humans retreated into their homes. The air is cleaner and the
sky is clearer; trees and grass look greener; the sea, rivers, and lakes look cleaner and
bluer; fishes started to come to the shores; the animals that we only see in documentaries
have come to the cities; some birds we do not know are in the trees. As the manufacturing
industry has come to a standstill during the pandemic, the wastes released into the
environment reduced to a great extent.

In light of this information, more global (macro) concepts concerning Covid-19 can
be listed as: environmental pollution, environmental awareness, clean nature, China,
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bat, chip, economic problems and a new economic order, political problems and political
changes, online education, online work, and artificial intelligence. While these topics
were not considered or experienced before the pandemic, Turkey and the world, as if
in a global laboratory, have experienced many phenomena ranging from education
to health, from economic and social order to political order, and from life styles to
environmentalism. What happened was not a trailer of a movie but reality. In fact, it
felt like we were in a dream. All the world retreated into their homes and followed what
was going on in the media (traditional and new media); they made phone calls and
saw each other on video calls.

How can Covid-19 be metaphorized as an image? It is very important to deal with
this subject because all the other metaphors we know are related to concepts we have
learnt before and are familiar with. For example, the heart shape connotes love; the
olive branch symbolizes peace; vultures are associated with death; these are all metaphors
that are universally agreed upon. We were introduced to this virus which caused the
pandemic in 2020 at the same time as other countries. Scientists have released
microscope images of Covid-19. We now know what it looks like. This virus has already
become a familiar image in media texts.

When the shapes of viruses that caused pandemics in history are considered, it is
observed that each has a different shape. Some of them look like a little stick; some
are spherical or a spiral. For instance, the tuberculosis bacteria under the microscope
looks like a seahorse without a mane; the plague microbe looks like a jelly-like bean;
pox resembles a thin zinc plate (Nikiforuk, 2018, p. 21).

If we try to describe in words, like Andrew Nikiforuk, how Covid-19 looks like, we
can say it is a sphere and looks as if there are tiny worms moving on it. Figures 1-2 are
real photographs of the virus under a transmission electron microscope.

Figure 1 is the transmission electron microscope image showing SARS-CoV-2, which
is also known as 2019-nCoV, that causes Covid-19. It is taken from a patient in the USA
and shown on the surface of cells cultured in a laboratory. The image of the virus has
been colored in at NIAID’s Rocky Mountain Laboratory (RML) in Hamilton, Montana.
Similarly, Figure 2 is another colored photograph of the virus.
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The real look of Covid-19 that caused the pandemic in 2020 has beenillustrated in
a short time and has appeared in the media and in some visual designs in the shape
shown below (Figure 3-4), being more concretized; that is, it has become an image.

The coronavirus image has now been learnt universally by everybody so that an
ordinary person who has no idea of microorganisms would be able to identify the
image of Covid-19 upon being shown the images of the organisms that cause many
infectious diseases such as pox, smallpox, plague, leprosy, AIDS, and Covid-19.

Hence, John Berger points out that images, in the beginning, were made to visualize
what was not there, yet, in time, it became clear that they became more permanent
than what they represented. Therefore, an image tells how an object or a person had
once looked. An image is the record of how X had seen Y (Berger, 1995, p. 10).

A constant photographicimage does not reflect the reality, objects, or entities with
all their characteristics. It can only provide some of their relative visual characteristics.
It is impossible for us to have information about the color, size, weight, smell, sound,
volume, etc. of places, living things, or objects in the image by only looking at their
images. This can only be possible by using our imagination on the condition that we
have prior knowledge about those entities; that is, it is almost impossible to talk about
perception without mental processing (Adanir, 2017, p. 125). Adanir indicates in the
same paragraph that”... animage can never substitute reality; it can only be the image
of a very small part of reality as much as it can reflect.”

This study tries to reveal how Yossi Lemel sees Covid-19, how he uses it with visual
metaphors and metonymies, and how he conceptualizes it in his graphic designs.

A Theoretical Framework on the Definition and Interpretation of Metaphor

Before considering the theory of “visual metaphor”in detail, the theory of cognitive,
in other words, conceptual metaphor, should be explained briefly because “visual
metaphor” studies have started following the studies of Lakoff and Johnson, who are
considered the pioneers of conceptual metaphor theory. The theory of “visual metaphor”
has been developed by Max Black and Charles Forceville.
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It is surely beyond doubt that the most cited source in the studies on metaphor both in
Turkey and in the world has been Metaphors We Live By written by George Lakoff and Mark
Johnson in 1980. These scholars explain what metaphor means as “Metaphor is principally a
way of conceiving of one thing in terms of another, and its primary function is understanding”
(Lakoff & Johnson, 2005, p.61). According to them, metaphor is not only a matter of language
but a matter of thought as well. It is also a fundamental feature of our mind.

Likewise, in her book named AIDS and Its Metaphors, Susan Sontag writes “Metaphor,
Aristotle wrote, ‘consists in giving the thing a name that belongs to something else!
Saying a thing is or is like something-it-is-not is a mental operation as old as philosophy
and poetry, and the spawning ground of most kinds of understanding, including
scientific understanding, and expressiveness. Of course, one cannot think without
metaphors” (Sontag, 2005, pp. 99-100).

Derived from the Greek word “metapherein,”“metaphor” consists of the affixes“meta,’
meaning “beyond,”and “pherein,”meaning “to carry”. It means“to carry over or transfer”
(Lakoff & Johnson, 2005, p. 13). In short, it is carrying the meaning from one domain
to another and the construction of a new, different meaning. For instance, a red rose
connotes love. It is not “a red rose” anymore but “love!” The meaning is transferred to
another meaning; it has turned into something else. In other words, as indicated by
Lakoff and Johnson, it is understanding and experiencing one thing from another thing.

In one of Lakoff and Johnson’s examples, orientational metaphors are explained
with “up”and “down” concepts.“More is up”and “Happy is up” (Lakoff & Johnson, 2005,
p. 179).Thus, the opposite is: Less is down; sad is down. This leads to the metaphorical
expressions such as “I'm feeling up” and “I'm feeling down. When we try to visualize
these states, for the first one, we think of a happy person jumping up with his or her
hands up, and for the second one, we think of a sad person with his or her head and
shoulders down. In caricatures or animation films, happy lips are drawn with corners
pulled upwards; however, sad lips are drawn with downward corners. This means
“happiness” or “sadness” are associated with “up”and “down” orientation.

The Interaction Theory: Target and Source, Target Domain, and Source Domain

The frame of this study is based on Max Black’s interaction theory. Firstly, the four
fundamental terms (target, source, target domain, and source domain) that are used
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in discussing“metaphor”should be explained. Following this explanation, the formula
given by Charles Forceville concerning how to identify a metaphor will be presented.
Then, how the theory of interaction proposed by Max Black can be made productive
for visual (non-verbal) metaphors will be discussed through the analysis of Yossi Lemel’s
Covid-19 designs.

A metaphor consists of two elements. These are: “target” as the subject of the
metaphor, and “source” as “something else” that is used to convey something about
that target (Forceville, 2013).

Forceville (2013) indicates that both target and source “are part of an entire network
of related meanings, meanings that can usually be conveyed by words. Black labeled
this network the ‘system of associated commonplaces’ and the ‘implicative complex’;
Kittay called it a‘semantic field” (as cited in Forceville, 2013).

Regarding the topic of this study, it is possible to say that the connotations in the
minds of the people who have been struggling with the Covid-19 pandemic consist
of the things they have seen on printed and visual media, their experiences concerning
the pandemic, the traces of previous pandemics, and cultural values. The concepts
concerning Covid-19 which have been listed previously can be mentioned again as
target and source domains: patients lying face-down in intensive care units, patients
lying on stretchers in the hallways, the elderly, nursing homes, hospital, doctor, nurse,
coronavirus (Covid-19) test kit, swab (for nasal swab collection), vaccine, medicine,
ventilator, mask, gloves, social distance, stay at home, soap, sanitizer, cologne, pharmacy,
quarantine, WHO (World Health Organization), environmental pollution, environmental
awareness, clean nature, China, bat, chip, economic problems and a new economic
order, political problems and political changes, online education, online work, numbers
of cases and deaths, countries and cities with the highest case and death rates, and
maps and tables showing numbers of cases and deaths. Most of these were concepts
which we could notimagine before the pandemic as they were not known or experienced.
However, these concepts have now become part of common target and source domains
for everyone. Therefore, when Covid-19 is included in a field of art, these common
concepts will occur in the creators’ minds so that those art texts can be understood.

Susan Sontag discusses the metaphors concerning diseases. Starting with the 20t
century, diseases have been described as enemies that invade the body (the fortress).
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Disease is an invader. Rudolf Virchow, the founder of cellular pathology, made the
microorganisms causing diseases visible by using a microscope. As medicine developed,
it became evident that the invader is not the disease but the microorganisms causing
diseases. Hence, disease has started to be considered “as an invasion of alien organisms,
to which the body responds by its own military operations, such as the mobilizing of
immunological ‘defenses” (Sontag, 2005, pp. 103-104). In her book, Sontag talks about
the metaphors related to cancer, tuberculosis, and AIDS.

“Fighting Covid-19”is a metaphorical phrase. While the concepts noted above are
part of the“target domain” network, concepts such as“death,“defeat,”victim,"“infection,’

nu

“pain,”“sorrow,” along with the ones related to the other result of the fight such as

" "

“victory,"“recovering,"“survival,"“life,” and “happiness” are part of the “source domain.”
According to Forceville (2013):

What happens in a metaphor is that at least one feature typically associated with
the source (and therefore coming from the source domain) is projected (Black) or
mapped (Lakoff and Johnson) onto the target. It is important to note that in order to
make a metaphor possible in the first place, there must be some sort of resemblance
between the target and the source; it is this similarity that is the basis on which the
difference between the two can be productive.

In the phrase “Fighting Covid-19,"there is a relationship between virus, the common
feature, and war, which leads to “recovery” or the opposite, “death.” In this mental
mapping, the virus has connotations such as“killing the enemy”and “being expensive

III

in terms of materials for survival” because the fight reminds us of concepts such as

expensive weapons and equipment, deaths, injuries, victims, and misery. The weapons

",

and the equipment used in the fight with the virus are materials such as“masks, “gloves,’

“soaps,”“medicine,”“vaccines,” and “ventilators.” Victory or recovery depends on these
concepts. The effort to decrease the death rate is metaphorized with the word “fight.”

Forceville indicates that “There is thus usually a structural relationship between a
number of elements in the source domain and corresponding elements in the target
domain, which enable the mapping of features from source to target. It is often the
structural character of the mapping which makes metaphors interesting.” However, the
context in which a metaphor appears should provide us with details about the features
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that are to be mapped (Forceville, 2013). In his articles, Forceville focuses on“context”He
especially emphasizes that the meaning of “things” change depending on the context.

Forceville (2002) suggests that the following three questions must be answered to
define something as a metaphor:

1. Which are the two terms of the metaphor?
2.Which of the two terms is the “source domain,”and which is the “target domain”?
3. Which feature(s) is/are mapped from source domain to target domain?

The first two questions are related to the identification of the metaphor; the third
question is completely related to interpretation. Regarding the two terms of the
metaphor in “A is B, A-term is “literal,” and B-term is “figurative” (Forceville, 1994). The
situation is also true for plastic arts. While looking for the visual metaphor in a poster,
photograph, painting, etc., we must be capable of answering the above three questions.
After the artist reveals the target domain and the source domain, the target and the
source need to be mapped comprehensively. It is observed that sequential and
compositional mappings are created here. Artists are free in these choices, and it is
these choices that make their works valuable.

Visual Metaphor and Its Types

Forceville (2016), in his article named “Pictorial and Multimodal Metaphor,” divides
visual texts into two as “static discourses,”such as paintings, photographs, and graphics,
and “dynamic discourses,” such as films which involve movement. Another distinction
that should be taken into consideration in the interpretation of visual metaphors is
related to the metaphors being monomodal or multimodal. These terms are explained
briefly as follows:

Monomodal metaphors are“metaphors whose target and source are exclusively or
predominantly rendered in one mode” whereas multimodal metaphors are“metaphors
whose target and source are each represented exclusively or predominantly in different
modes” (Forceville, 2006, pp. 383-384). Spoken language, written language, visuals,
music, sound, gestures, smell, taste, and touch are all modes. For example, if just the
drawings in a visual text are interpreted, this is called a monomodal metaphor. If there
is also writing in the visual text besides the drawings, the second mode is encountered,
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and in this case, the writing should be analyzed as well. It can be stated that there are
multimodal metaphors in such a design. There are many modes in films such as sound,
image, music, writing, and motion. Therefore, films are dynamic discourses. The researcher
should reveal all the modes in the film one by one, and then interpret these metaphors.
Yossi Lemel’s designs, which constitute the topic of this study, are static discourses.
Mostly, they are monomodal, that is, they only consist of drawings. However, some of
them include writing or numbers (e.g., dates, number of deaths). The designs in which
there are drawings and writing and/or numbers will be interpreted as multimodal
metaphors.

Forceville (2016), distinguishes three categories of visual metaphors. These are
explained as follows:

MP1 or Contextual Metaphor

The basic principle is that the artist makes something understood as something
else by using visual metaphors. In doing this, the context is very important because
the same meaning cannot be reached in different contexts.

The meaning of something is constituted depending on the context it is in. Metaphor
reaches the target from the source with this context. Forceville, in his article named
“Pictorial and Multimodal Metaphor,” gives the example of a bag advertisement: The
bag is situated on a pedestal in the Rijksmuseum in Amsterdam (Figure 5). Normally,
there should be a sculpture on that pedestal. This visual metaphor is interpreted as:
The visual context of the pedestal is in fact the spatial context of the museum. The ones
who have seen and know the museum understand from the background that the place
where the bag is the Rijksmuseum in Amsterdam. The prestige, aesthetics, and quality
attached to the sculptures in the museum will be attached to the bag as well. The bag
will be seen “as a work of art” that is worth exhibiting in the museum. However, the
ones who do not know the museum or who cannot create the context of the museum
in their minds cannot make this interpretation (Forceville, 2016).

When the bag is removed from that pedestal and put on the ground of another
building or on a bench at the bus stop, the above metaphor cannot be expected to be
the source for the same bag. Itis now an ordinary, simple, cheap bag, not an expensive
and prestigious bag that is worth exhibiting as a work of art in a museum. This remarkable
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example shows that the same bag can produce different meanings in two different
environments.

The appearance of each metaphor changes depending on the environment it is in.
Each environment activates certain modes; some environments do not. In short, the
context is very important.

In the example above, if the label “Rijksmuseum” was included in the photograph
or a plaque was placed under the pedestal on which is written “In memory of the
restoration of the Rijksmuseum,” undoubtedly, it would lead to multimodal variety
(Forceville, 2016). The word “museum” would help the ones who do not know the
museum and cannot realize the context.

MP2 or Hybrid Metaphor

“Two objects that are normally distinct entities are physically merged into a single
‘gestalt™ (Forceville, 2008). In other words, target and source are physically integrated.
Forceville, in“Metaphor in Pictures and Multimodal Representations,’ gives the example
of the advertisement for the Dutch supermarket chain Albert Heijn. In this advertisement,
clogs are merged with running shoes. What is seen in the visual is neither clogs nor
running shoes. The clogs metonymically refer to the farmer who harvests the spinach.
The running shoes refer to“speed”in the connotation. We understand that the spinach
is harvested fast and keeps its vitamin (Forceville, 2008, pp. 465-466).

Another example is the advertisement for a relaxing herbal tea (Figure 6) (Douwe
Egberts Hornimans Herbal Tea). The tea bag is resembled to be a pillow. The designer
metaphorically tells that this tea helps with getting a comfortable sleep. The thing seen
in the visual is not truly a tea bag, nor is it truly a pillow. The designer merges these two
phenomena physically. This is a very creative application because two separate phenomena
occupy the same place physically, which is impossible; and a new visual metaphor comes
up: Hybrid metaphor. In fact, there is no such visual; the artist creates it.

Pictorial Simile

As Forceville explains, “In this subtype, the target is saliently compared to a source,
which it resembles in one way or the other. This can be done visually by various means:
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for instance, by juxtaposing target and source, by presenting them in the same form or
posture, by depicting them with the same attention-drawing color or in the same style,
by lighting them identically-or by any combination of these” (Forceville, 2016). Forceville
gives the example of the advertisement for a Nespresso coffee machine. The machine is
juxtaposed to a New York-like skyline. A coffee machine that looks like a skyscraper between
skyscrapers. The intended mapping in this advertisement is to invoke the idea that the
design of the coffee machine is “high technology just like the skyscrapers.’The buildings
and the machine are placed together as resembling each other (Forceville, 2016).

Another example is the advertisement for an Italian brand espresso coffee (Figure
7) (Real Italian Coffee). Dirty coffee cups are put on one another like the Leaning Tower
of Pisa, waiting to be washed. This form is associated with the Leaning Tower of Pisa,
and therefore with Italy, and not with Americano or Turkish coffee but with espresso
which is an Italian coffee.

Apart from the types mentioned above, there are two more types of metaphor that
Forceville defines. However, since they are used in the analysis of dynamic discourses,
including multimodal metaphors (films, animations, games, 3D objects, etc.), they are
not included in the present study.

“Like” and “As”

Both metaphors and similes make comparisons and point out the similarity between
two distinct entities. While metaphors make direct comparisons and say something is
something else, similes say something is like something else. For instance, “Love is a
battlefield”is a metaphor whereas “Love is like a battlefield”is a simile.

Similes draw resemblance with the help of the words “like” or “as.” These words are
not used in metaphors; however, when the resemblance between two things is expressed
in a verbal or visual metaphor, thinking with “like” or “as” will help us to understand the
similarity between those two things. This can be applied to the above-mentioned

"

metaphors: “the bag is as valuable as a sculpture at the museum,”“the coffee cups are
like the Leaning Tower of Pisa,”“the coffee machine is like the spectacular skyscrapers
in New York,“clogs (referring the farmer who harvests the spinach) are fast like running

shoes,”and “the tea bag is like a pillow.”
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For a conceptual relationship to be qualified as a metaphor, the formula “A is B”
should be taken into account by both the artist and the researcher that analyzes the
text or the reader.

In short, the words “like” and “as” help us to understand and interpret the resemblance
both in verbal and visual metaphors.

Metonymy

Derived from the Greek “metonymia,”“metonymy” consists of the affixes “meta
(beyond, among) and “onyma” (name) and refers to the replacement of the name of
something with something else. It is saying a concept with another concept to which
it is related or linked. For example, “He drank the whole bottle” (bottle refers to the
liquid it contains). In metonymy, the whole is replaced by part.“Metaphor is principally
a way of conceiving of one thing in terms of another, and its primary function is
understanding. Metonymy ... allows us to use one entity to stand for another. But
metonymy is not merely a referential device. It also serves the function of providing
understanding” (Lakoff & Johnson, 2005, p. 61). As similarly defined by Gibbs, Kbvecses,
Taylor, and Wales, “like metaphor, metonymy thus pertains to a relation between two
phenomena, but whereas in metaphor the relation straddles what in the given context
are to be understood as two different domains, a metonymy involves only one conceptual

"

domain, in that the mapping or connection between two things is within the same
domain”(as cited in Forceville, 2009, p. 59). The formula used for metaphors as “Target
is the source” (A is B) turns into “Source is for target” (B for A) in metonymies.

The picture of the Eiffel Tower makes us think of Paris, or the picture of Anitkabir
(Atatiirk’s Monumental Tomb) reminds us of Ankara. These well-known tourist attractions
are metonymies for those cities. While metaphor conveys meanings from one domain
to another, metonymy uses only one part of the domain to define a larger whole. Both
metaphors and metonymies are associations. Metaphors make this association through
resemblance, whereas metonymies express association through contiguity and
possession. In metonymies, the context must be provided correctly, and the things
that are trying to be told must be clearly definable. Otherwise, the reader cannot
understand that text. You cannot place the Leaning Tower of Pisa in a picture by which
you try to imply Paris.
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Like metaphors, metonymies are also based on our experiences. The grounding of
metonymic concepts is clearer and evident compared to metaphors. It is possible to
say that metonymies correspond to more concrete and physical concepts in comparison
with metaphors. An object can be interpreted both as a metaphor and a metonymy.
For example, a white coat can be interpreted as a doctor in a metonymy; but the same
white coat can also be a metaphor meaning hygiene or life saver.

AIM AND METHODOLOGY

It can be affirmed that the visual texts woven with metaphors and metonymies
have strong connotations and require high creativity. How do the artists think
metaphorically and metonymically? How do they reflect it in the visual texts? How do
the researchers or ordinary readers notice the visual metaphors and metonymies in
these texts full with connotations? This analysis attempts to present the answers to
these questions.

In semiotic analyses, the interpretation of signs involves distinguishing the signifier
and the signified, and the signs should also be defined in metalanguage. What is the
thing to be interpreted called terminologically? Is it a metaphor? Is a metonymy? Is it
a visual oxymoron? Is it a symbol? Is it a code? Considering that these terms have sub-
types as well, it can be concluded that semiotic analysis is not an easy method. Visual
texts should be analyzed precisely.

The scope of the study is limited to visual metaphors and metonymies. Three
types of visual metaphors have been explained. These are contextual metaphors,
hybrid metaphors, and pictorial similes. Whether the visual text to be analyzed is a
static discourse or a dynamic discourse should be determined. Visual texts such as
photographs, paintings, posters, and caricatures are static discourses whereas the
visual texts involving movement, such as films and animations, are dynamic discourses.
The next thing to be revealed is whether the metaphors in the visual text are
monomodal or multimodal. If the text consists only of drawings, it is monomodal;
the drawings are interpreted. However, if writing is also included in the text besides
drawings, it is multimodal; the connotations of the writing have to be interpreted as
well. Yossi Lemel’s posters in which he used the image of Covid-19 have been analyzed
in this study. How can an image that nobody knew until 2020 gain recognition in a
short time and be a theme for art? How can it be woven with metaphors and
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metonymies and conceptualized? The aim of this study is to explain the concepts of
metaphor and metonymy and to show how they can be revealed in visual texts with
the theme of the coronavirus.

FINDINGS

The famous Spanish writer Cervantes created an unforgettable character with the
book he wrote in 1605: Don Quixote. Since then, the images of the hero on his horse
with a spear in his hand going to fight windmills which he sees as monsters have been
used in the visual culture so much that it has become iconographic in the collective
memory'.

This design (Figure 8) is a static discourse (graphic design) and a monomodal
metaphor. The artist evidently refers to Don Quixote and the windmill with his drawing,
and this is understood by many people who know the story. In the metaphor “Fighting
Covid-19,"the mental mapping is created with the story of Don Quixote. Today, people
fight Covid-19, Don Quixote fights the windmills. The ones who have read the story
can know what constitutes the source domain. A thin, middle-aged man; a suit of armor,
ashield, and a lance; a weak skinny horse (Rocinante); Sancho Panza; windmills; knights;
castles; etc. In this design, pictorial simile has been used. Don Quixote represents today’s
people; the windmill represents the coronavirus. The windmill can also be interpreted
alone as a hybrid metaphor. Two objects, the windmill and the coronavirus, are merged
into the same physical environment, which is impossible. “Coronavirus is like the
windmill.”

For a deeper reading, the reason why Don Quixote fights the windmills should be
considered. He fights to defeat the evil, to save the oppressed, and to help people
because he imagines himself as a knight and the windmills as monsters. The fight
includes many things: victory, death, injury, weapons and equipment, armor, lances,
shields. The fight with the coronavirus also includes deaths, recovery, warriors (doctors
and nurses), their shields (special coveralls), masks, vaccine, medicine, etc. These are
the mappings between the target domain and the source domain. While Don Quixote
represents dreams, the windmills represent the reality. Today’s people’s fight with the
coronavirus is like Don Quixote’s fight with the windmills. Covid-19is real. Is it a natural
virus or an artificial virus created in a laboratory? Even though it is not known, it is a
real threat that should be diminished. The windmill, Don Quixote, Cervantes composition

172 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 157-183



Soyglider-Baturlar, S.

reminds the audience of Spain. These concepts mentally correspond to Spain. The
target is directly Spain, not another country. It can be suggested that the artist has
particularly chosen Spain as it is one of the countries with the highest death rates
during the coronavirus pandemic. The novel Don Quixote is the metaphor of the
happening of things that cannot happen, in other words, experiencing things that can
only happen in our dreams. This is what has been happening since the beginning of
2020: living the things that can only be seen in dreams or films (social order, life style,
fashion, etc.). It really requires creativity to link experiencing the things that can never
be thought to happen to Don Quixote by pictorial simile.

This design (Figure 9) is a static discourse and a monomodal metaphor consisting
of only drawing. The artist has used “pictorial simile” and “contextual metaphor” This
simple home drawing is the image of a happy and peaceful home. With its triangle
roof, it entirely symbolizes peace. Its color being white indicates that happy and healthy
people live in it and that it needs to be protected. Infinite number of houses could have
been drawn, but Lemel has used the simplest one among them, the one that firstly
comes to mind, the one that evokes the phrase“home sweet home” (we see this phrase
on souvenirs), and the one that even little children think of drawing. The image of a
red heart is placed in the middle of the house. Generally, the heart image connotes
love. However, the context here is changed. This heart connotes survival and life (because
the deadly virus is outside). The artist does not refer to love, and the researcher should
not interpret it as love. This heart is a very good example of “contextual metaphor!” It
is clearly seen that the meaning of a metaphor which is universally agreed upon to
connote love has changed depending on the context. On the other hand, the images
of Covid-19 in the design are greater in number. Just like snowflakes, they fall over the
house and surround it. Their color being black is of course related to evil, the enemy,
and death. An enemy that threatens us with death is outside the house and has pervaded
everywhere.The artist has used pictorial simile here. Snowflakes invoke the coronavirus.
The coronavirus falls over us like snow. Normally, the snow is white; it cleans the world;
however, the artist seems to have used black on purpose. Associations out of visual
oxymorons are significant signs as well. It is also possible to interpret the coronavirus
images as rain drops; however, since they surround the house, they invoke snowflakes
in the first place. In order to construct the concepts of death and danger outside the
house and the concepts of life and happiness inside the house, an oppositeness relation
has been created skillfully between the image of the heart and the image of the
coronavirus. These oppositeness and similarities increase the connotations and the
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artistic value of the designs. Remembering that, when the virus threat arose, everybody
retreated into their homes; education and work continued online from homes; lockdowns
started; and slogans such as “stay at home” were publicized by governments, it can
easily be suggested that these concepts have been embodied in this design. Thus, Yossi
Lemel posted this design on Instagram with the #stayhome, #staythefuckhome,
#coronavirus, #curfew, #protect, and #homesweethome hashtags. When these words
are included in the interpretation, it means that a multimodal metaphor is being
analyzed. Just like interpreting the phrase “#homesweethome” above as the writing
on souvenirs.

This design (Figure 10) is a static discourse and a monomodal metaphor. The artist
has evidently drawn the Statue of Liberty in New York. The Statue of Liberty, one of the
most famous monuments in the world, has been a landmark of America since 1886.
The statue holds a torch in her right hand and a tablet in her left hand. The crown on
her head symbolizes the continents. The Statue of Liberty is a metonymy. It is New York
that is wanted to be conveyed so the Statue of Liberty is selected from the source
domain and placed in the text. We cannot call this city Rome. The monument is associated
with New York. “Pictorial simile”and “hybrid metaphor”have been used. Instead of the
torch in the statue’s hand, the scythe in the hand of the death angel has been placed.
With the scythe figure, the woman figure has turned into the Angel of Death. Death is
the connotation of the Angel of Death. Thus, as to make the target domain associate
death, the Angel of Death along with a part of it, the scythe (the scythe is at the same
time a metonymy, based on part-whole relationship) has been selected from the source
domain.The woman that is the Statue of Liberty is replaced by the Angel of Death; the
torch is replaced by a scythe. If she did not have a scythe in her hand, it could not be
interpreted as the Angel of Death, therefore death. The scythe is both a pictorial simile
and a metonymy. Its color being black metaphorically refers to death and evil. The
crown of the statue is designed as the image of Covid-19.The spikes of the crown refer
to the continents. Moreover, “corona” means crown in Latin. The spikes on the outer
edge of the coronavirus are merged with the spikes of the crown revealing a hybrid
metaphor. It conveys that the virus has spread to all the continents; in other words, it
refers to the pandemic (worldwide epidemic). There have been many deaths in New
York because of the pandemic. The artist conveys that coronavirus dominates New York
and the whole world (because of the crown), and“it stands over the city like the Angel
of Death”
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Lemel has used Superman, Wonder Woman, and Batman, that were created by DC
Comics, one of the biggest comics companies in the US, in separate designs. These are
superheroes. One of the designs related with superheroes can be interpreted as follows:

A superhero is the general name given to a person who has powers to do the things
that ordinary people cannot and uses these powers for the sake of society. They also
have a secret identity and a special costume and accessories (Se¢men, 2014, p. 23). In
the comics and the films, Superman is a journalist. His secret identity here is a doctor.
In this design (Figure 11), it is understood from the posture (his hands on his waist, his
muscled arms, etc.) and the cape of the shadow behind the doctor that the doctor
(secret identity) is Superman. The shadow invokes a superhero from popular culture
known by everybody through a “pictorial metaphor” A nameless doctor has been
concretized in this way. The topic, that is, the target is the doctor, and Superman is
something else, that is, the source (A is B). Superman diminishes the threats against
the world by stopping earthquakes, floods, nuclear wars, and the ones who try to
destroy humanity; he brings peace and security to the world. The destroyed cities are
restored at the end of the films. Superman films (like other superhero films) are always
grounded in a threat against the whole world. In 2020, the world is threatened by
Covid-19 with massive deaths. News concerning the reduction of the population has
circulated. Just like in films, it is also rumored that the virus is human-made. Consequently,
a superhero is needed to save the world. Doctors are the ones who have been fighting
at the front line. A white coat and mask is the metonymy building the concept of a
doctorin our minds. The posture of the shadow and the cape also associates Superman
metonymically. The image of the coronavirus is under the doctor’s feet like a spotlight.
Furthermore, unlike other designs, the image is designed white for the first time. Here,
the color white is a sign that blesses the profession and the doctor and underlines the
heroic deed of the doctor over and over again. The doctor is illuminated with this light,
and his shadow falls at the back as Superman. In this visual metaphor the image of
coronavirus is merged with the spotlight (hybrid metaphor). It is also seen that the
doctor works on Covid-19, and he is the closest person to the corona threat.

The design is a static discourse and a monomodal metaphor.“The doctor is as strong
as superman,”“The doctor is a superhero like Superman.”

World War Z is a zombie film directed by Marc Foster in 2013 starring Brad Pitt. The
writing on the poster metaphorically directs the researcher to this film. The design
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should be interpreted as a static discourse and a multimodal metaphor. Lemel posted
this film poster (Figure 12a) together with the poster of the original film (Figure 12b)
in the same place. Brad Pitt plays the leading role in the original film, and Covid-19
plays the leading role in World War C. The film is released in “March 2020." From this
writing on the poster, it is understood that with the Covid-19 pandemic“we have been
in a film like a zombie film” since March 2020. In the design, a syringe tries to destroy
the coronavirus increasing in masses (vaccination). The syringe is likened to the military
helicopter. Pictorial metaphor has been used. In the original poster, zombies climb on
each other and manage to reach a helicopter. They are very strong and fast. They can
only be killed by being shot in the head. Ones who are familiar with zombie films will
see the coronavirus images as the heads of the zombies. The syringe is like a firing
helicopter (vaccination). Zombie films are a subgenre of horror films. In order to be
saved, one must“go in somewhere”and hide. There must be something to eat at home;
otherwise, the heroes need to go out to find some food. When they find a market or
an empty house, they take the things they find there and bring them to where they
hide. Outside the house is very dangerous; there are zombies everywhere. This
information brings to mind the slogan“stay at home,"which is included in our conceptual
world (source domain) related to Covid-19. Moreover, when the pandemic started, we
had seen that shopping centers were looted (even in the most modern societies) all
over the world, people bought more than they needed without thinking of the others
which was a sign of selfishness. Zombies are a metaphor for the problems of the world,
such as global warming, environmental pollution, or consumption madness. Since the
1970s, these problems have been approaching slowly and increasing like zombies. In
each film production, zombies are getting faster. In 2013 film World War Z, they can
climb walls and run very fast, much like the increase in global warming, environmental
pollution, or consumption madness that cannot be controlled. It is believed that
choosing the color red in all the selected designs is just because it is a striking, attention-
drawing color.

DISCUSSION AND CONCLUSION

Firstly, how the picture of a real Covid-19 turned into an image has been shown in
the study. Some images which are very familiar universally have more familiarity than
their actual appearance, like the heartimage. It can easily be suggested that the Covid-19
image, which we have been introduced to in 2020, also has more universal familiarity
than its real-life appearance. An image is the ideational copy of the things that can be
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perceived by sense organs. The graphic artist Yossi Lemel has created his image of the
coronavirus and has used it in his designs ornamented with visual metaphors and
metonymies. He has reflected the source domain terms that are constituted in our
minds related to the coronavirus such as masks, vaccines, medicine, social distance,
staying at home, etc. (we have already learnt about them through experience) in 50
designs. Only five of these designs have been interpreted in the study. Considering the
terminology of semiotic analyses, the scope of the study is limited to visual metaphors
and metonymies. The fact that “A, in fact, conveys B” in metaphors is explained with
many examples. The visual metaphors and metonymies that the artist (creator) weaves
into the visual texts are full of meanings. They reflect the mapping between the target
domain and the source domain in the artist’s mind. Metaphors build up totally new
meanings with distinct mappings between these two domains.

The study is based specifically on Forceville’s definitions concerning the types of
visual metaphors and Max Black's interaction theory. In the light of this theoretical
background, it has been put forward that in order to find and interpret visual metaphors
and metonymies in a visual text, first, the text should be identified as a static or a
dynamic discourse. Then, the modalities in the text should be checked. If a single mode,
for example, only drawing or only a photographicimage is used, the text is monomodal.
However, if it also contains writing, sound, music, or movement, multimodal metaphors
can be found. All the existing modes should be interpreted one by one. Drawing, camera
angles, sounds, and music should be interpreted one by one. It should be remembered
that even silence has a meaning. When a metaphor is detected, which distinct things
the artist replaced with others between the target and the source domain should be
considered (For example, in the Statue of Liberty, the torch in the hand of the woman
figure is replaced with the scythe of the Angel of Death). In fact, while interpreting, the
researcher starts to think like the artist and tries to discover what the artist intended
to tell/how the artist intended to tell it.

As pointed out above, visual metaphors and metonymies are related to meaning,
and they are among the fundamental means of producing meaning and interpreting
the produced meaning. Roman Jacobson, as cited in Rifat, indicates that we perform
two operations in speech. The speaker, on the one hand, selects among the linguistic
units that are associated with each other in some aspects, that are substitutable (there
is similarity between these units) and, on the other, combines the selected units in a
way that gradually gets more complex (there is contiguity between these units). This
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involves the operations of selection and combination (Rifat, 2017, p. 40). This is also
the case for semiotics, which are rooted in linguistics. While constructing the visual
text, the artist, just like in syntax, selects and combines the visuals, and the researcher
separates and interprets them one by one. According to Margot van Mulken and her
colleagues, “understanding relatively difficult visual metaphors does not lead to an
enhanced appreciation of the [design]” (as cited in Forceville, 2016). The important
thing is to make the reader notice and understand the visual metaphor at once. Using
Forceville’s method, several researchers have conducted studies on different visual
texts such as photographs, advertisements, caricatures, animations, films, and sculptures
(Kennedy, 2008; Eggertsson & Forceville, 2020; Kashanizadeh & Forceville, 2020;
Schilperoord & Maes, 2009; Alousque, 2015; Klug & Stockl, 2016; Cienki & Miiller, 2008;
Coégnarts & Kravanja, 2012; Forceville & Renckens, 2013; etc.). It is believed that the
visual language full of connotations which he skillfully uses underlies Yossi Lemel’s
success as a graphic artist.

ENDNOTES

' In 1955, in celebration of the 350" anniversary of the novel, a sketch of Don Quixote
by Pablo Picasso was featured on the August 18-24 issue of the French weekly
journal Les Lettres Francaises. The drawing is interesting because the sun is
foregrounded instead of the windmill. In the drawing, Don Quixote is looking
down on four windmills from far.
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TABLES AND FIGURES

Figure 1: Novel Coronavirus SARS-CoV-2

Note: From Novel Coronavirus SARS-CoV-2 [Photograph], by NIAID, 2020,
Flickr (https://flickr.com/photos/niaid/49530315718). CC BY 2.0.

Figure 2: Electron Microscope Image of SARS-CoV-2
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Figure 4: Covid-19 lllustration

Figure 5: MP1 or Contextual Metaphor Example (“bag is like a sculpture”)

Figure 6: MP2 or Hybrid Metaphor Example “relaxing herbal tea bag is like a pillow”
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Figure 7: Pictorial Simile Example “coffee cups are like the Leaning Tower of Pisa”

Figure 8: Don Quixote and the windmill (#horsmenoftheapocalypse #donquixote)
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Figure 9: A heart at home and images of Covid-19 (#stayhome #homesweethome)

Figure 10: The Statue of Liberty in New York and the scythe (#newyorkcity #plague)
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Figure 11:The doctor, the spotlight, and the shadow of Superman (#superhero #doctors)

Figure 12a-b: The poster of a film named World War C (#worldwar3memes #worldwarc)

COVID - 19

WORLA WAR

WORLD WAR

MARCH 2020

Note: Both are posted in the same place on Instagram
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oz

Calismanin temel amaci Koronaviriis (Covid-19) stirecinde izolasyon, karantina ve
sosyal mesafe sartlarinda saglk arama davranisi gosteren kisilerin, Facebook’un
Covid-19 konulu gruplarinda yaptiklari paylasim ve yorumlarina saghk arayisinin
nasil yansidigini ortaya koymaktir. Bu kapsamda Facebook’ta Corona viriisi
(Covid-19) Bilgi Paylasimi ve Yardimlasma-Tlrkiye, Covid-19 Bilgi Paylasim
Platformu ve Covid-19 Yakalananlar Bilgi ve Birlik Platformu Turkiye sosyal medya
gruplar arastirmaya dahil edilmistir. Gruplardan 07 Ekim 2020 ve 07 Ocak 2021
tarihleri arasindan basit rastlantisal 6rneklem teknigiyle secilen 600 paylasim
ve yorum betimsel yontem ile icerik analizi teknigi kullanilarak incelenmistir.
Alanyazin taramasina dayanarak arastirmacilarca olusturulan kodlama cetveli ile
(guivenilirlik %92,95 olarak) paylasim ve yorumlar analiz edilmis analiz sonucunda
katiimcilarin agirhkli olarak iyi dilekler/teselli/dua/tesekkiir (%35,3) iceren
paylasim ve yorumlarda bulundugu, Covid-19'un deneyim/tedavi siireci hakkinda
soru sorarak (%41,3) diger katihmcilardan bilgi talep ettigi belirlenmistir. Elde
edilen bulgulara gore paylasim ve yorumlar cinsiyete gore farklihk géstermektedir,
bulgularin %86,3'Uinli yorumlar olusturmaktadir. Calismanin sonunda Python
programlama dili kullanilarak kelime bulutu olusturulmus paylasim ve yorumlarin
genel dagilimi belirlenmistir. Calismada bu anlamda sosyal aglarin, saglik bilgisi
arama ve korku paradoksu, gizlilik, dusiik glven diizeyi gibi sorunsallarina
ragmen duygusal destek ve bilgiye ulasmada bir kaynak olarak kullanildigi ortaya
konmaktadir.

Anahtar Kelimeler: Saglik arama davranisi, sosyal medya, Covid-19, Facebook,
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Bir Saglik Arama Davranisi Olarak Sosyal Medya Kullanimi: izolasyon, Karantina ve Sosyal Mesafe...

ABSTRACT

The study aims to demonstrate how health seeking is
reflected in users’ posts and comments in Covid-19-themed
groups on Facebook as a social media platform, under the
conditions of isolation, lockdown and social distance in
the Covid-19 process. In this scope, the study examined
Facebook groups: The Coronavirus (Covid-19) Information
Exchange and Cooperation-Turkey, The Covid-19
Information Sharing Platform, and The Information and
Solidarity Platform for Those Diagnosed with Covid-19
Turkey. 600 posts and comments were selected using
the random sampling technique and analysed using
descriptive method content analysis technique. This was

conducted through a coding layout developed by the

and showed that the participants mainly shared emotional
support posts and comments that included good wishes/
consolation/prayer/thanks (35.3%) and asked questions
about the Covid-19 experience/treatment (41.3%) process
for information. The posts differed by gender and 86.3% of
them received comments. Finally, a word cloud was created
using Python, and the overall distribution of the posts and
comments was determined. The study demonstrates that
digital channels and social networks are used for emotional
support and as a source in seeking health information
despite having problems such as causing the paradox of
fear, issues of confidentiality, and a low confidence level.

Keywords: Health seeking behaviour, social media,

Covid-19, Facebook, content

researchers based on field research (92.95% reliability)

EXTENDED ABSTRACT

Persons who are diagnosed or whose family members are diagnosed with Covid-19
try to seek information about symptoms, diagnosis, protection methods, resources
related to treatment, and possible results. Also, social networks created on social media
by patients, patient relatives and civil society organisations contribute to interaction
between members, good health information management (Cangelosi, Kim, Ranelli, &
Griffin, 2018) funding of organisations, fundraising and awareness raising (Thoren,
Metze, Biihrer, & Garten, 2013, p. 534; Oztiirk & Oymen, 2014, p. 114; Mamun, ibrahim,
& Turin, 2015). In social networks where a sense of belonging to the groups has been
developed, it is sometimes sufficient for the users of the network to just share sentimental
posts and feel relieved without pursuing any specific goal (DeSouza & Jyoti Dutta, 2008;
Nahm, Resnick, DeGrezia, & Brotemarkle, 2009; Mitchell & Grieve, 2020). Since Facebook
is a highly interactive social network that provides information and emotional support,
the researchers examined it within the scope of this study.

This study aims to reveal how health seeking behaviour is reflected in the users’
posts and comments in Covid-19 themed groups on Facebook as a social media platform,
under the conditions of isolation, lockdown and social distance in the Covid-19 pandemic
process. Within the scope of this aim, the study by using the descriptive method content
analysis technique, examined the posts and comments on 3 actively-used Facebook
groups: The Covid-19 Information Exchange and Cooperation-Turkey, The Covid-19
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Information Sharing Platform, and The Information and Solidarity Platform for Those
Diagnosed with Covid-19 Turkey. The reliability results obtained during the pre-test
concerning the coding layout developed by the researchers based on field research
showed that the coding layout used was highly reliable (92.95% reliability) for this
research (Table 1). 300, 200 and 100 posts and comments were selected from the
Facebook groups between 07.10.2020 and 07.01.2021 using the simple random sampling
technique. The posts and comments were evaluated in 15 primary and 59 secondary
categories such as posts and comments time, gender, quality, theme, information
sharing, question type, complaints, the medicine used, number of likes, emoji, comment
and number of comments, photographs, hashtag, and mention of trying to seek answers
for the research questions (Appendix 2).

The findings showed that many posts and comments (35.3%) included “good wishes/
consolation/prayer/thanks” (Figure 1). These were followed by posts and comments
related to notifying the situation/sharing experience (25.3%). Another significant theme
was“asking questions related to health” (15%). Members seek to find ways to overcome
a newly-confronted health problem by asking questions to each other. The other types
of content include “warning/advice” (7%), “information sharing” (6.8%), “Covid-19
complaints” (6%), and “grievance/rebellion/reproach” (2.3%). The posts also included
“advertisement of caretaking services and herbal products” (2%). The most common
type of information was related to“symptoms” (20.1%), and the most common type of
question was related to “experience/treatment” (41.3%).

The most common type of complaint on Facebook groups was“body aches”(15.9%).
This is followed by “loss of taste/smell” (11.5%), “coughing” (9.2%), “shortness of breath”
(7.6%) and “fever” (6.8%). The medicines that are used or recommended are mainly the
“medicine specific to Covid-19 recommended by medical specialists” (Figure 5). Posts
and comments were mostly shared by women (%54) and 86.3 % of them received
comments. At the end of the study, a word cloud was created using Python, and the
overall content distribution was determined (Figure 6).

On the other hand, the increase in health-related concerns as a result of repeated
health information seeking on digital channels has caused a paradox called cyberchondria
(Karaer-Karapicak, Aslan, & Utku, 2012; Altindis, inci, Aslan, & Altindis, 2018). Despite
their negative aspects, social networks should be considered as an alternative
communication channel that provides the information and emotional support needed.
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GiRiS

Diinyay! etkisi altina alan Covid-19 pandemisi Cin'in Hubei eyaleti, Vuhan sehrinde,
31 Aralik 2019'da ilk vakanin gériilmesi ile ortaya cikmis ancak Diinya Saglik Orgiiti
tarafindan 11 Subat 2020 itibariyle dogrulanmistir (Qiu et al., 2020). Tiirkiye'de Covid-19
pandemisi 11 Mart tarihinde resmi olarak ilan edilmistir (Turkiye Cumhuriyeti Saghk
Bakanhgi, 2020). Bu donemde uygulanan kisitlamalar Tuirkiye'de zaman zaman vaka ve
olim sayilarinda azalmayi saglasa da 2020 Agustos ayinin son glinlerinde yeniden artis
yasanmistir. TUrkiye'de 13 Ocak 2021 itibariyla Covid-19'dan etkilenen kisi sayisi 1 milyon
355 bin 839 ve 6li sayisi 23 bin 325'tir (Covid-19 Hasta Tablosu, 2021). Dlinya genelinde
ise 90 milyon 335 bin 8 kisi Covid-19'dan etkilenmistir, 61U sayisi ise 1 milyon 954 bin
338 kisidir (Word Health Organization, 2021). Boylece Covid-19 pandemisi Subat 2003'te
Singapur'da baslayan SARStan daha biiyiik bir felaket olarak tarihe gecmektedir.

Mart 2020'den bugtine lilke genelinde sokaga ¢ikma kisitlamasinin oldugu gtinlerle,
hastalik belirtileri gosteren, kendilerine ya da yakinlarina hastalik teshisi konan kisilerin
karantinada kaldigi giinler evde kalinan siireyi uzatmistir. izolasyon nedeniyle giindelik
hayatta yapilan aliskanliklara, sosyal ve kiiltlrel faaliyetlere bir anda ara verilmistir.
Diger taraftan Covid-19'un kontrol altina alinip alinamayacadi, karantinada kalma
sUresinin ne zamana kadar siirecegi, yayihm, dnlem ve tedavi hakkinda net bilginin
olmadigi bu kritik donemde insanlar belirsizlik yasamistir. Bu donemde izolasyon,
karantina ve sosyal mesafe tedbirlerinin, aniden gelisen pandeminin neden oldugu
belirsizligin ve korkunun etkileri psikometrik ve davranis saptamaya yonelik arastirmalarla
incelenmistir.

Covid-19 pandemisinde saglik davranisi gosterme ile baglantili olarak, korku veya
kaygi seviyesinin kurallara uyma egilimini arttirdigi belirlenmistir (Harper, Satchell, Fido,
& Latzman, 2020). Amerika'da psikolojik etkilenme diizeyi yiiksek olan ve 6z kontrol
sahibi kisiler Covid-19 salginina 6zel saglik kurallarina, psikolojik etkilenme dtizeyi
disuk olanlara gore daha fazla uyum saglamistir (Zitek & Schlund, 2020). Bu dénemde
insanlar hastaliktan korunma, teshis ve tedavi ydntemleri iceren mesajlarin paylasildig
iletisim kanallarina 6nem vermekte ve belirtilen 6nlemleri uygulamakta daha fazla
istekli davranmaktadir.

Covid-19 korkusu her zaman saglik davranisi gelistirmeye yonelik olumlu davranisa
yol agmazken artan ruh saghgi sorunlariile iliskilendirilmistir. Salgin tehlikesinin neden
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oldugu “Covid-19 korkusu” (Ahorsu et al., 2020) nedeniyle depresyon, kayg], stres gibi
psikolojik problemleri konu edinen arastirmalarin sayisi artmistir (Dsouza, Quadros,
Hyderabadwala, & Mamun, 2020; Qiu et al., 2020; Wang et al., 2020). Herkes icin korkuyla
baslayan ruhsal bozukluk bazilarr icin intiharla sonu¢lanmaktadir (Dsouza et al., 2020;
Griffiths & Mamun, 2020). Diger taraftan izolasyon, karantina ve sosyal mesafenin
uygulandigi zaman kapsaminda ortaya ¢ikan olumsuz psikolojik kosullarin bir sonucu
olarak ¢evrim ici oyun (Balhara et al., 2020; King, Delfabbro, Billieux, & Potenza, 2020),
internet (Kircaburun et al., 2020; Soraci et al., 2020), egzersiz (de la Vega et al., 2020),
sosyal medya (Fernandes et al., 2020) bagimhhgindaki artis, bireyin icinde bulundugu
durumla basa ¢ikma davranisi olarak gorilmektedir.

Bireyler hastaligin yayilma hizi, enfekte olma kosullari, belirtileri, tedavi stireci
hakkinda cok fazla bilgi sahibi degilken algilanan risk cok yiiksektir (Baumgartner &
Hartmann, 2011; Karaer-Karapicak et al., 2012; Altindis et al.,, 2018; Li, Wang, Lin, & Hajli,
2018; Wang et al., 2020). Pandemi doneminde de Covid-19'a yakalanma korkusu ve
seyrindeki belirsizlik kendisi ve yakinlari hastalik riski tagiyan ya da hastalik kapan
kisilerde etkili olmaktadir (Duman, 2020, p. 424; Satici, Saricali, Satici, & Griffiths, 2020).
Bu donemde artan korku ve stres; depresyon ve anksiyete gibi ruhsal sorunlara neden
olmakta, insanlari mutsuz etmektedir. Cin'de yapilan sinirli calismada hastalikla ilgili
bircok konuda belirsizligin yasandigi bu dénemde kadinlarin daha yuiksek stres, kaygi
ve depresyon seviyelerine sahip oldugu ortaya konmustur (Wang et al., 2020; Qiu et
al., 2020, p. 2). insanlar en cok hastaligin bulasmasindan korkmaktadir (Fernandes et
al., 2020, p. 61). Bu siirecte hastaligin bulasma yolu, ilaglarin/asilarin bulunabilirligi ve
etkinligi, seyahat tavsiyeleri gibi bilgilerin yani sira kronik hastaliklari olan kisiler icin
ayrintili bilgi ve diizenli glincelleme talep edilmistir (Wang et al., 2020).

insanlardaki saglik bilgisi arama davranisi, hastalikla ilgili belirsizligi azaltma, kosullarin
diizelecegine yonelik umutlanma ve boylece olusan krizin psikolojik etkilerinden
kurtulmayr amaglamaktadir (Brashers, Goldsmith, & Hsieh, 2002). Ancak bu dénemde
bilgilerin dogrulugu, hangiiletisim kanalindan ne siklikla, ne zaman verildigi ve sunumu
onem kazanmaktadir. Covid-19 pandemisinde saglik bilgisi aramada internet tabanli
uygulamalarin kullanimi, kendi ve yakinlarinin sagligini kaybetme korkusu ve endisesi
yasayanlar icin cok dnemli rol oynamistir. Cin'de internetin (%93,5) bilgiye erisimde
birincil ara¢ oldugu belirlenmistir (Wang et al., 2020). Ticari kuruluslar misterilerinin
mevcut durum hakkinda glivenilir bilgi paylasimini saglamak ve yararli veri toplamak
icin forumlar olusturmustur (Ahani & Nilahsi, 2020, p. 21). Boylece Covid-19 salgini gibi
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beklenmedik saglik krizinde musterilerin ve isletmelerin daha iyi karar vermesine
yardimci olmak icin sosyal platformlar tizerinden bireyler yonlendirilmistir. Covid-19
siirecinde resmi otoriteler ve kanaat 6nderleri Twitter kisisel sayfalarinda halki
rahatlatmaya, korku diizeyini dislirmeye yonelik mesajlar paylasmistir (Harper et al.,
as cited in Murpy, 2020; Yum, 2020, p. 1645). Covid-19 déneminde sosyal medyada
yayinlanan mesajlarin etkisi incelendiginde hijyen, sosyal mesafe, maske kullanimi gibi
iceriklerin zorunluluktan cok gérev ve sorumluluk bilinci asilamaya ydnelik (deontolojik)
mesajlarla aktarildiginda daha ikna edici oldugu belirlenmistir (Everett, Colombatto,
Chituc, Brady, & Crockett, 2020, p. 11).

Turkiye'de yapilan Covid-19 konulu ¢alismalarin pandeminin psikolojik etkileri
(Duman, 2020; Kircaburun et al., 2020; Saricali, Satici, Satici, Gocet-Tekin, & Griffiths,
2020; Satici et al., 2020), Saglik Bakanligi'nin pandemi politikasi (Demirbilek, Pehlivantuirk,
Ozgiiler, & Alp-Mese, 2020), pandemide teknoloji kullanimi (Gokler & Turan, 2020) ve
sosyal medya kullanicilarinin Covid-19 algisi (Ongel, Tarli, & Bozkurt, 2020) gibi konularda
yapildigi belirlenmistir. Covid-19 pandemi déneminde sosyal medyada kendisi ve
yakinlari hastaliga yakalanmis ya da yakalanma riski tasiyan kisilerce bir saglik arama
davranisi olarak ne tir bilgilerin arandigi ve ne tir bilgilerin fizyolojik olarak bulastan
etkilenen ya da etkilenme ihtimali olan diger insanlarin kullanimina sunulduguna dair
bir arastirmaya rastlanmamistir. Ancak sosyal medya toplumun biyuk kesimi icin
hakkinda ¢ok az seyin bilindigi pandemi hakkinda ¢ok fazla bilgiye kolaylikla ulasilan
biyiik veri 6zelligi tasimaktadir. Ozellikle izolasyon, karantina ve sosyal mesafe
doéneminde insanlar disari clkamamakta, genel saglik sorunlariicin bile saghk uzmaniyla
gorismeyi riskli gormektedir. Bu donemde sivil toplum kuruluslari ve 6zel kisilerce
olusturulan bilgi, duygu ve deneyimlerin paylasildigi, uzamdan, zamandan bagimsiz,
etkilesime acik ve genis kitleleri saran sosyal medya gruplari bilgiye erismede, belirsizligi
azaltmada kurtarici olarak gorilmektedir. Bu anlamda calisma kapsaminda pandemi
strecinde Facebook sosyal aginda kurulan Covid-19 konulu ¢ grup belirlenmis,
gruplarda yapilan paylasimlarla paylasimlara yapilan yorumlarin icerikleri nicel icerik
analizi yaklasimiyla incelenmistir. Boylece katihmcilarin sosyal medya gruplarinda
Covid-19’a dair ne tir bilgiler aradigi ya da diger kullanicilara ne tir bilgi ve destek
sagladigi paylasim ve yorumlar izerinden belirlenmistir. Calismada bir anlamda, Covid-19
pandemisinde saglik aramada sosyal medyanin kullanim nedenleri kullanim pratiklerine
dayanarak ortaya konmustur.
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Covid-19 Déneminde internet ve Sosyal Medya Kullanimi

Dijital aglar sosyal islevselligi bakimindan gercek diinyadaki topluluklarla benzerlik
tasimaktadir. Gergek hayatta topluluklar sosyallesme, destek saglama, bilgiye erigim,
aidiyet hissi ve kisilerarasi baglardan olusan aglar olarak ifade edilmektedir (Wellman,
2001, p. 127). Olusturulan baglar internet teknolojisi araciligi ile binlerce kisinin katihmiyla
genisletilmektedir. Boylece toplulugun geleneksel tanimi da degiserek kisisel
bilgisayarlardan disa vurumcu sosyal grup formlarinin ortaya ¢citkmasina neden olmaktadir
(Bauman, 2016, p. 173). Sanal topluluklar, katihmcilarin demografik 6zellikleri, 6rgtsel
baglami, tiyelerin sosyo-kilturel 6zelliklerine gore gruplandirmak miimkiinken (Dube,
Bourhis, & Jacob, 2006, p. 75) toplulugun Uyelerini birbirine baglayan konu/sorun
bltunligu, bireylerin dijital katima bagimlilik derecesi ve agin fonksiyonel olusu
belirleyici olmaktadir. Cok farkli demografik 6zelliklere sahip katilimcilar kimlik,
sosyallesme ve aidiyet duygusu icinde benzer beklentileri nedeniyle sosyal aglarda bir
araya gelmektedir. Dijital sosyal aglarda saglk problemine ¢6ziim aramak bu alanlarda
kurulan sosyal medya uygulamalarina da farkli islevsellik kazandirmaktadir.

Kiresel Covid-19 salgininda izolasyon, karantina ve sokaga ¢ikma yasaginin oldugu
gunlerde internet ve sosyal aglarin kullanimi evde glindelik hayatini devam ettirmek
zorunda kalan milyonlarca insan icin hayati &nem tasimistir. “We are Social” internet
sitesinin arastirmasinda katilimcilarin %83'U internetin Covid-19 ile basa ¢ikmada
kendilerine yardim ettigini belirtmistir (2020). Pandemi nedeniyle sokada ¢ikma
kisitlamalarinin, izolasyon ve sosyal mesafe tedbirlerinin basladigi Mart ayinda internet
tabanh Netflix ve BIUTV gibi dijital kanallarin %50 daha fazla izlendigi belirlenmistir
(Deloitte, 2020, p. 4). Sosyal medya kullanim 6l¢iimleri incelendiginde Covid-19
pandemisinde kullanici sayisinin gegen yila oranla %10 arttigi ve Temmuz 2020'nin
basinda toplam 3,96 milyara ulastigi ortaya konmustur (toplam niifusun %51'). Bu oran
neredeyse 346 milyon yeni kullaniclya denk gelmektedir (We Are Social, 2020). Pandemi
stirecinde dlinya genelinde 2.6 milyar kullanicisiile Facebook ilk (%46), 2 milyar kullanicisi
ile YouTube ikinci ve 2 milyar kullanici ile WhatsApp Uglinci siradadir (2020). Sosyal
medyada en ¢ok paylasim Japonya, ABD ve Gliney Kore'den yapilmis, Turkiye ise %2.2
dizeyi ile 11. sirada yer almistir, Tirkiye'de ilk vakanin agiklandigi 11 Mart tarihinde,
747 bin 862 paylasim yapilmistir (The Brand Age, 2020). Gériinen o ki bireyler bir taraftan
rutin sosyal ve kiltiirel aktivitelerini gercek diinyadan dijital boyuta tasimis, bir taraftan
da glincel bilgiye ulasmada dijital medyay1 6nemli bir kaynak olarak kullanmayi tercih
etmistir.
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Sosyal Medyada Saglik Arama Davranisi

Bireylerin kendileri ya da yakinlari, sagliklarini kaybetme riski ile karsilastiklarinda
hastalikla ilgili tani, teshis, tedavi ve tedavinin olasi sonuglari hakkinda destek alabilecekleri
kaynaklarda bilgi arama ¢abasina girmektedir. Bu caba saglik bilgisi arama davranisi
(Health Information Seeking Behavior - HISB) olarak bireylerin sagliklari, riskleri, hastaliklari
ve sagligi koruyucu davranislar hakkinda bilgi arama yollarini ifade etmektedir (Lambert
& Loiselle, 2007, p. 1006). internetin saglik alaninda bilgiye erisimde aktif olarak kullaniimaya
baslamasiyla online saglik bilgisi arama, internette saglik arama davranisi olarak
kavramsallastiriimistir (Gallagher & Doherty, 2009; Baumgartner & Hartmann, 2011; Kim,
Shah, Namkoong, McTavish, & Gustafson, 2013; Kirag, 2019; Dau et al., 2020). Kavramin
teorik cercevesi algi, tutum ve davranis temelli modellere dayandirilarak (Li et al., 2018;
You (Ryu) & Cho, 2020; Mitchell & Grieve, 2020; Alsisi et al., 2020) hastalarin saglk bilgisi,
saglikl yasam bilinci kazanimi ve bunlarin davranisa yansimasi kapsaminda sekillenmektedir.
Saglik arama davranisi dlizeyini ve seklini bireylerin yasi, cinsiyeti, meslegi, gelir ve egitim
diizeyi gibi degiskenlerin (Gallagher & Doherty, 2009, p. 104; Kim, 2015, p. 229; Jacobs,
Amuta, Jeon, & Alvares, 2017, p. 5; Das, Angeli, Krumeich, & van Schayck, 2018) yani sira
saglik algisi (Agacdiken-Alkan, Ozdelikara, & Boga, 2017), sadlik okuryazarlig, 6z yeterlik
ve saglik bilgisi oryantasyonu (Mitchell & Grieve, 2020; You (Ryu) & Cho, 2020), saglik
kaygisi ve algilanan risk (Baumgartner & Hartmann, 2011; Karaer-Karapicak et al., 2012;
Li et al., 2018) gibi faktorler belirlemektedir.

Saglik arama davranisi, sosyal cevre ve geleneksel iletisim araclarinin yani sira web
siteleri ve cevrim ici uygulamalar kullanilarak yapilmaktadir. Arastirmalarda internet
tabanli uygulamalarda saglik arama davranisinin arttigi belirlenmistir (Schwartz et al.,
2006, p. 42; Kim, 2015, p. 98; Jacobs et al.,, 2017, p. 6). Bireylerin %77'si saglik arama
davranisina Google, Bing veya Yahoo gibi bir arama motorundan kelime aramayla
baslamaktadir (Fox & Duggan, 2013). Saglk arama davranisinda internet tabanh
uygulamalarin kullanim amacglari arasinda, hastalik belirtileri ve bulgulari hakkinda bilgi
almak, ilag ve tedavilerini arastirmak, hastalik siirecinde deneyimlerini baskalariyla
paylasmak, ayni konuda farkli goriis ve bilgilere erismek (Shuyler & Knight, 2003; Kim
etal., 2013; Altindis et al., 2018; Dau et al., 2020) gibi rasyonel bilgi arayisi yer almaktadir.

Sosyal aglarin direk mesajlasma (DM) 6zelligi aracihigiile saglik uzmanlariile iletisime

gecen kullanicilar, randevu ayarlama ve hatirlatma, test sonuclarini bildirme, recete/
tahlil bildirimleri gibi daha spesifik konularda dahi sosyal medyayi kullanmak istemektedir
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(AlQarni, Yunus, & Househ, 2016; Fisher & Clayton, 2012). Sosyal medya gruplari, grubun
diger Uyeleri ile etkilesime girmeye olanak taniyarak saglk sorunlarinin daha iyi
anlasilmasina ve sorun yonetimine katki saglamaktadir (Cangelosi et al., 2018). Bazi
gruplar kuruluslara fon saglamak, bagdis toplamak ve farkindalik yaratmak (Thoren et
al., 2013, p. 534; Oztiirk & Oymen, 2014, p. 114; Mamun et al., 2015) amaciyla
olusturulmaktadir. Katihmcilar saglikli beslenme, zararli madde kullanimi gibi konularda
bilgilendirilmektedir (Taggart et al., 2015). Bu ¢cevrim ici topluluklar hastaligin neden
oldugu kaygl, korku gibi ruh sagligi sorunlariyla bas etmek amaciyla duygusal destek
(Gallagher & Doherty, 2009, p. 104; Nahm et al., 2009; Greene, Choudhry, Kilabuk, &
Shrank, 2011, p. 287; Li et al., 2018, p. 36; Mitchell & Grieve, 2020) saglama/bulma araci
olarak da kullaniimaktadir.

Sosyal medya kullanicilari en ¢cok kanserin gesitli turleri (Hale, Pathipati, Zan, &
Jethwani, 2014; Bozkanat, 2018), kalp saghgi (Oztirk & Oymen, 2014), hipertansiyon
(Mamun et al., 2015), diyabet (Zhang, He, & Sang 2013; AlQarni et al., 2016), anemi
(Hale, 2014), bedensel problemler (Nahm et al., 2009) gibi kalici ve kronik, AIDS/HIV
(DeSouza & Jyoti Dutta, 2008; Taggart et al., 2015) gibi bulasici rahatsizliklarin yani sira
erken dogum (Thoren et al., 2013), diyet ve saglikli beslenme (Cangelosi et al., 2018)
gibi tematik gruplarda bir araya gelmektedir. Facebook ve Twitter'da en fazla meme
kanseri, bagirsak kanseri ve diyabet grubu oldugu belirlenmistir (de la Torre-Diez et al.,
2012, p. 404; Hale et al.,, 2014). Sivil toplum kuruluslari, hasta ve hasta yakinlarinin
olusturdugu sosyal medya gruplarinda bilgi icerikli ve duygusal paylasimlar, devam
eden kronik saglik sorunlari olan bireylerin hastaliklarinin ruhsal ve fiziksel iyiligi
Uzerindeki zararl etkilerini azaltmaktadir.

AMAC VE YONTEM

Sosyal medyada saglik arama davranisinin Facebook sosyal aginda kurulan gruplarda
yapilan paylasim ve yorumlara yansimasi bu calismanin temel sorunsalidir. Bu baglamda
calismanin amaci ve arastirma sorulari belirlenmis betimsel yontem ile icerik analizi
teknigi kullanilarak bulgulara ulasilimistir.

Amag

Saglik arama davranisi ile ilgili calismalar konunun saghk aramada demografik
ozelliklere, kiilturel farkliliklara, kurulan sosyal aglarin tiirline, teknoloji kullanimi ve

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 185-215 195



Bir Saglik Arama Davranisi Olarak Sosyal Medya Kullanimi: izolasyon, Karantina ve Sosyal Mesafe...

saglik aramanin nedenlerine odaklanmaktadir. Bu ¢alisma tiim diinyayi etkisi altina
alan ve biiyuk panik yaratan Covid-19 pandemisiile sinirlandiriimistir. Calismanin temel
amaci saglik arama davranisi gosteren kisilerin bir sosyal ag olan Facebook'taki gruplarda
Covid-19 konulu paylasim ve yorumlara saglik arayisinin nasil yansidigini ortaya
koymaktir. Sosyal medya, erisimi kolay, zaman ve uzamdan bagimsiz, etkilesime agik
olmasi gibi nedenlerle Covid-19 siirecinde de tercih edilmistir. Diger taraftan sosyal
medyada, Covid-19 pandemisine iliskin saglik arama davranisinin nedenleri, ne tiir
bilgilerin arandigi ve paylasildigi, bu bilgilerin kullanilip kullanilmadigi ekseninde biytk
veri toplanmakta ve depolanmaktadir. Calisma sosyal medyada olusan biiylk veriden
kesit sunmasi baglaminda hem 6zgiin hem de 6nemlidir.

Calismanin amaci dogrultusunda su sorulara cevap aranmistir:

1. Covid-19 konulu sosyal medya gruplarinda, talep edilen ya da diger katiimcilarin
kullanimina sunulan bilgi ve destegin niteligi baglaminda, saglik arama davranisi
paylasimlara nasil yansimaktadir?

2. Covid-19 konulu sosyal medya gruplarinda, iletisim strecini anlamlandirmaya
katki saglayan, katilimcilarin paylasimlara yaptigi yorumlarin, begenilerin,
paylasimlarda kullanilan fotograf, video, mention, hashtag, linklerin orani,
paylasimlarda kullanilan emojilerin niteligi ve orani ne diizeydedir?

3. Genel olarak Facebook gruplarinin, Covid-19 pandemisi gibi aniden ve
beklenmedik gelisen saglik krizinde iletisim ortami olarak kullanimi nasil
yorumlanabilir?

Yontem

Calisma kapsaminda arastirma Covid-19 slrecinde Facebook grup paylasimlarinin
analizi betimsel yontem kullanilarak tasarlanmis ve arastirmada nicel icerik analizi
teknigi kullanilmistir. iletisim, sanat, edebiyat calismalarinin ¢céziimlenmesinde kullanilan
icerik cozlimlemesi yaklasiminin terminolojisine katki saglayan Krippendorff (2004, p.
18) icerik analizini“Metinlerden veya diger anlamli maddelerden kullanim baglamlarina
kadar tekrarlanabilir ve gecerli ¢cikarimlar yapmak icin bir arastirma teknigi” olarak
tanimlamaktadir. Bilimsel bir teknik olarak gtivenilirlik ve gecerlilik tasimasi kadar nesnel,
sayisal ve nicelikseldir (Atabek & Atabek, 2007, p. 20). Nesnellik bulgularda arastirmacinin
etkisini sinirlandirirken, niceliksel olmasi sayisal verilerin sagladigi kesinlik algisi ile
arastirmacinin ifadesini gliclendirmesinde yatmaktadir (Krippendorff, 2004, pp. 18-20).
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Arastirmada sayisallastirilan kavramlar 6ne ¢ikan konularla iliskilendirilerek sosyal
medya grup paylasimlarindaki temel fenomenin belirlenebilecegi diislincesiyle icerik
analiz teknigi tercih edilmistir.

Calisma amacina dayanarak alanyazin taranmis, belirlenen Facebook gruplarinda
yapilan paylasimlar incelenmis bu dogrultuda arastirmacilar tarafindan kodlama cetveli
olusturulmustur. Kodlama cetveli, mesaj tarihi, cinsiyet, paylasimlarin niteligi, temasi,
bilgi verme, soru tuirQ, sikayetler, kullanilan ilaglar, emojiler, begeni sayisi, yorum sayisi,
fotograflar/videolar, link, hashtag ve mention seklinde 15 ana 59 yan kategoriden
olusmaktadir (Appendix 2). Tema kategorisinde rasyonel bilgi destegini 6lcmeye yonelik:
Covid-19 sikayetleri, uyari/tavsiye, durum bildiriminde bulunma/deneyim, saglikla ilgili
soru sorma, bilgi verme, bakicilik hizmeti ilani/reklam yer alirken; duygusal destegi
olcmeye yonelik: yakinma/isyan/sitem, iyi dilekler/teselli/dua/tesekkir yer almaktadir.
Kodlama cetvelinin dntestle kodlayicilar arasi uyum ytizdesi 6lclim araci genelinde
%92,95 olarak bulunmustur (Table 1). Bu anlamda kodlama cetveli bu arastirma icin
yuksek guvenilirliktedir.

Evren ve Orneklem

Covid-19 pandemisinde izolasyon, karantina, mesafe tedbirleri bireyleri bilgi edinme
surecine dijital tabanli uygulamalari kullanmaya zorlamaktadir. Covid-19 ile ilgili cok
sayida bilginin toplandigi ve depolandidi sosyal aglar, hakkinda ¢ok fazla bilginin olmadigi
Covid-19 pandemisinde risk tasiyan, kendisi ve yakinlari hastaliktan etkilenenler icin
onemli bilgi kaynaklaridir. Arastirmanin amaci Covid-19 pandemisinde saglik arama
davranisi gosteren kisilerin, Facebook gruplarinda yaptiklari paylasim ve yorumlara saglik
arayisinin nasil yansidigini ortaya koymaktir. Bu kapsamda Facebook sosyal medya
platformunda “Covid-19’, “Covid-19 destek’, “Korona", “Korona viriis", “Korona yardim’,
“Covid-19 bilgi” kelime ve tamlamalarla arama yapilmis, Gi¢ grup belirlenmistir. Tirkge
paylasimlarin yapildigi 36 bin 98 katilimciya sahip Corona virtisti (Covid-19) Bilgi Paylasimi
ve Yardimlasma-Tirkiye, 6 bin 564 katilimciya sahip Covid-19 Bilgi Paylasim Platformu ve
3 bin 423 katilimciya sahip Covid-19 Yakalananlar Bilgi ve Birlik Platformu Tiirkiye Facebook
gruplarinda yapilan paylasim ve yorumlar calismanin evrenini olusturmustur. Belirlenen
Facebook gruplarinda yapilan tiim paylasim ve yorumlarin sayilarinin fazla olmasi nedeniyle
arastirmaya dahil edilmesi mimkin degildir. Bu sebeple evrenden en giincel verilere
ulasmak amaciyla 07 Ekim ve 07 Ocak tarihleri arasinda yapilan paylasimlardan (ve yorum)
basit rastlantisal 6rnekleme teknidi ile 6rneklem secimi gerceklestirilmistir.
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Basit rastlantisal 6rnekleme tekniginin tercih edilme sebebi evreni olusturan her
paylasimin érnekleme girme sansinin esit olmasidir. Bu yolla, hesaplamalarda da her
paylasima verilecek agirlik aynidir. Yine evrendeki 6gelerin her olasi birlesiminin,
orneklem icinde yer almasi icin esit ihtimale sahip olmasina ek olarak, ele alinan
problemlerle ilgili bilgilerin evrene gore benzesik (homojen) olmasi da gerekmektedir
(Kerlinger & Lee, 1999). Yukarida da ifade edildigi (izere arastirmada Covid-19 pandemisi
ile ilgili katihmcilarin (bilgi/destek gibi) paylasim ve yorumlarinin analiz edilmesi
amaclanmis olup, temel arastirma problemi evrene gére homojendir. Calismada 07
Ekim 2020 ve 07 Ocak 2021 tarihleri arasinda 3747 paylasimin oldugu (blylk grupta
1815, orta grup 1301 ve kiiciik grup 631) belirlenmistir. Orneklem belirlenirken biiyiik
gruptan 300, orta gruptan 200 ve kiicuk gruptan 100 paylasim ve yorum arastirmaya
dahil edilmistir (yaklasik %16). Farkli platformlardan farkli sayida 6rneklem secilmesinde
sadece platformlarin katihmci sayilari degil ayni zamanda verilerin anlamli bir biittinlik
sergilemesine imkan tanimasi géz éniinde bulundurulmustur. Orneklemden elde edilen
verilerin birbirini tekrar etmeye baslamasi baska bir ifade ile veri doygunluguna ulasiimasi
sebebiyle 600 sayisi drneklem icin yeterli gériilmiistiir. Orneklemde yansizligin saglanmasi
amaciyla Excell'in “S-Sayi Uret” islevinden yararlanilarak, “0'dan biiyiik veya buna esit
ve 100 degerinden kiiclk rastgele bir sayi”secilerek 7 Ocak 2021 tarihinden baslayarak
geriye dogru her seferinde farkl bir sayi Gretilerek ve o sayi kadar paylasim atlanarak
kodlama yapilmistir. Paylasimlarla birlikte paylasimlara cevap niteligi tasiyan yorumlar
ve paylasim sahibinin cevabi arastirmanin 6érneklemine eklenmistir. Boylece grup
tyelerinin etkilesimi mesaj tlirl verilerine yansimistir, bu da sosyal medya gruplarinin
ozelligini belirlemek agisindan énemlidir.

islem

Oncelikle 6rneklem kapsaminda belirlenen Facebook grup katilimcilari ve
moderatorlere bilgilendirme yapilmis ve 6n test icin 01.12.202 ve 01.01.2021 tarihleri
arasinda“Covid-19 Bilgi Paylasim Platformu” Facebook grubundan 60 paylasim ve yorum
(6rneklem toplaminin yiizde 10'u) belirlenen kategorilere gore birbirinden bagimsiz
iki kodlayici tarafindan SPSS 22.0 analiz programinda kodlanmistir. Bu sirada gerek
duyuldugunda ek kategoriler eklenmistir. On testle elde edilen verilerin giivenilirlik
analizi yapilarak kodlayicilar arasinda uzlasim saglanmis, tiim kategoriler genelinde
glvenilirligi diisuik cikanlar kodlama cetvelinden cikariimistir (Miles & Huberman, 1994).
Calismanin devaminda 07 Ekim 2020 ve 07 Ocak 2021 tarihleri arasinda 600 ana mesaj
ve yorum kodlanmigtir. Veriler SPSS 22.0 analiz programi kullanilarak frekans dagilimlarina
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gore siralanmis ve mesaj tarihi, grup Uyelerinin cinsiyeti, Facebook grubu degiskenine
gore ki-kare testi ile iki veya daha fazla veri seti arasinda farkin olup olmadigi incelenmistir.
Alanyazin incelemesinde Ozellikle cinsiyete dayali olarak saglik arama davranisinin
farkhlastigr belirlenmistir, ayrica sosyal aglara gore tema ve kategorilerdeki farklilik
aglarin kurulus ve kullanim amacindaki farklihgi ortaya koymaktadir. Bu nedenle basta
cinsiyete ve gruplara gore kategoriler arasindaki farkllik ki-kare testiyle ortaya konmustur.
Ana mesaj ve yorumlar daha sonra Excell’e kopyalanmis her ana mesaj ve yorum tabloda
bir sirayi/birimi ifade edecek sekilde siralanmistir. Excell’e aktarilan kelimelerin sikligina
gore Python programlama dilinde kelime bulutu ¢ikariimistir (Figure 6). Programlama
dili kullanilirken su parametreler g6z 6niinde bulundurulmustur:

- 8dendaha aztekrar eden kelimeler karmasadan kagcinmak amaciyla analize dahil
edilmemistir. Boylece bulut“versin” (f=113) ve “dilerim” (f=9) kelimeleri arasinda
sinirlandiriimistir.

- Ana mesaj ve yorumlardaki tek basina bir anlam ifade etmeyen “ve”, “ne’; “kim”
gibi baglag ve edatlarin tamami analizden ¢ikariimistir.

« Kullanicillarin isimleri, kodlamada elde edilen baglamin disinda kalan, anlamsiz
rakam, sayi ve kelimeler analizden cikarilmistir.

« Sadelesen yapi programlama diline aktarilmistir.

BULGULAR

Bu bsliimde calismanin bulgulari iki ayri baslik altinda degerlendirilmistir. ilk olarak
Covid-19 konulu paylasim ve yorumlarin genel gériiniimii bashgi altinda paylasimlarin
ayl, paylasan kisinin cinsiyeti, paylasimlarin niteligi ve kullanilan emoji, link ve hastag
gibi ayrintilara deginilmistir. Covid-19 konulu paylasim ve yorumlarin icerikleri baghg:
altinda ise paylasimlarin temalari, verilen bilgilerin, sorulan sorularin, sikayetlerin ve
kullanilan ya da 6nerilen ilaglarin niteligine iliskin bulgular detaylandiriimistir.

Covid-19 Konulu Paylasim ve Yorumlarin Genel Goriiniimii

Arastirma kapsaminda Facebook gruplarinda Covid-19 icerikli paylagim ve yorumlarin
aylara gore dagilimi incelenmistir. 600 paylasim ve yorum agirlikh olarak Ocak 2021'e
aittir, bu ayda %57,2 (f=343) paylasim ve yorum yapilmistir, %27,3'U (f=164) Aralik,
%14'l (f=84) Kasim ve %1,5'i (f=9) Ekim ayinda yapilmistir. Paylasim ve yorumlarin
Uyelerin cinsiyetine gore dagihmi incelendiginde %54’tinlin (f=324) agirhkli olarak
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kadinlar tarafindan yapilmasi s6z konusudur, erkekler %42,3 ile (f=254) ikinci siradadir.
%3,7 oraninda (f=22) hangi cinsiyetten yapildigi tahmin edilememektedir, bu paylagimlar
kurumsal hesaplardan yapilmistir.

Paylasim ve yorumlarin nitelik dagilimi incelendiginde %13,7’sinin (f=82) ana paylasim,
%70,5'inin (f=423) yorum ve %15,8'inin (f=95) ana paylasimi yapan kisinin yorumculara
geri donisi oldugu belirlenmistir. Ki-kare testi sonucuna goére kadinlar en fazla ana
mesaj ve yorum, erkekler ise en fazla yorumcuya cevap paylasimi yapmistir (X2=93,57,
df =6, p<,000). En fazla ana mesaj Covid-19 Bilgi Paylasim Platformu’nda (%54,94), ikinci
sirada Covid-19 Yakalananlar Bilgi ve Birlik Platformu Turkiye'de yapilmistir (%11,2). En
cok yorum ise (%40) Corona virlisii (Covid-19) Bilgi Paylasimi ve Yardimlasma-Turkiye
grubunda yapilmistir (X?>= 104,58, df =6, p<,005).

600 ana mesaj ve yorumda toplam 353 begeni yer almaktadir.120 iziintd, 54 dua,
4 parcalanmis kalp, 1 saskinlik, 1 kalp emojisi bulunmaktadir. iceriklerde toplam 40
fotograf/video, 1 link, 1 hashtag s6z konusudur. Fotograflar arasinda tahlil, film, ilag
kutusu gibi paylasimlarin oldugu tespit edilmistir. Link paylasiminda ise bir habere
isaret edilmektedir.

Covid-19 Konulu Paylasim ve Yorumlarin icerikleri

Arastirmada Covid-19 konulu sosyal medya paylasimlarinin temasinailiskin bulgular
yer almaktadir (Figure 1). Buna gore agirlikli olarak, %35,3 oraninda“iyi dilekler/teselli/
dua/tesekkiir”iceren paylasim ve yorumlar bulunmaktadir. %25,3'G“durum bildiriminde
bulunma/deneyim paylasma” ve %15'i “sagliga iliskin soru sorma” temasindan
olugmaktadir. %7 oraninda“uyari/tavsiye”, %6,8 ile “bilgi verme’, %6 oraninda“Covid-19
sikayetleri’, %2,3 ile “yakinma/isyan/sitem” temasi izleyen diger iceriklerdir. iceriklerde
“bakicilik hizmeti ilani/reklam” olan 12 (%2) paylasim ve yorum vardir. Ki-kare testi
sonucuna gore Corona viriisu (Covid-19) Bilgi Paylasim ve Yardimlasma-Tuirkiye grubunda
en cok“iyi dilekler/teselli/dua/tesekkiir” (%32,5), “durum bildiriminde bulunma/deneyim”
(%11), Covid-19 Bilgi Paylasim Platformu’nda “bilgi verme” (%6,8), “saglida iliskin soru
sorma” (%7,2), “uyari/tavsiye” (%4,8), “Covid-19 sikayeti” (%3,2) temasinda paylasim ve
yorum yapilmistir (X?= 338,46, df =16, p<,001). Ayrica aylara gore dagilim incelendiginde
en fazla Ocak ayinda “iyi dilekler/teselli/dua/tesekkiir” temasinda paylasim ve yorum
yapilmistir (X?=203,57, df=24, p<,005). Yine en fazla kadinlar “iyi dilekler/teselli/dua/
tesekkur”, erkekler “durum bildirimi/deneyim’, cinsiyet kategorisi belirli olmayan grup
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katilimcilari “bilgi verme” temasinda paylasim ve yorum yapmistir (X>= 170,42, df =16,
p<,000).

Bilgi verme kategorisinde sirasiyla“belirtiler” (%20,1),“ila¢ kullanimi” (%17,3), “bulagim/
nasil bulastigi” (%13,7), “tedavi” (%10,1), “Onlem” (%7,9), “0li/vaka sayisi” (%5,8), “as1”
(%5), “test” (%5), “karantina” (%4,3), “yan etkiler” (%4,3), “virls seyri/mutasyon” (%4,3),
“doktor/hastane” (%2,2) oldugu belirlenmistir (Figure 2). Ki-kare testi sonucuna gore
bilgi vermede en yliksek diizeyde Covid-19 Bilgi Paylasim Platformu’nda en fazla
“bulasim/nasil bulastigl’, “ila¢ kullanimi” ve “asi”ya dair paylasim ve yorum yapilirken,
Corona virlisti (Covid-19) Bilgi Paylasimi ve Yardimlasma-Tirkiye'de “test”, “belirtiler”,
“onlem” ve “tedavi” alt kategorisinde, Covid-19 Yakalananlar Bilgi ve Birlik Platformu
Turkiye'de ise “yan etkiler” kategorisinde paylasim ve yorum yapilmistir (X2= 119,08 df

=24, p<,000). Kadinlar en ¢ok “bulasim/nasil bulastigr’, “ilag kullanim1’, erkekler ise
“belirtiler’, “tedavi” hakkinda bilgi paylasmistir (X2= 172,98, df =24, p<,000).

Arastirmada bilgi ihtiyacini karsilamak amaciyla kullanicilar tarafindan soru niteligi
tastyan paylasim ve yorumlarin yer aldigi belirlenmistir (Figure 3). Soru tirinin
%41,3'U “deneyim/tedavi” sorusudur. Onu “ilag” (%23,7), “agri/aci/yan etki” (%15,5),
“tahlil yorumu” (%10,3), “doktor/hastane” (%6,1), “Covid-19 genel durum” (%3,1)
sorulari izlemektedir. Ki-kare testi sonucuna gore soru kategorisinde Corona virisi
(Covid-19) Bilgi Paylasimi ve Yardimlasma-Turkiye'de “deneyim/tedavi”, Covid-19 Bilgi
Paylasim Platformu’nda“agri/aci/yan etki’, “ila¢” sorulari, “tahlilleri atip yorum sorma”
alt kategorisinde paylasim ve yorum yapilmistir (X?= 59,37, df =12, p<,005). Erkekler
en ¢ok “deneyim/tedavi” sorusu sormaktadir, diger alt kategorilerde kadinlar yer
almaktadir (X2= 21,40, df =12, p<,05).

Arastirmada paylasim ve yorumlarda ne tir sikayetlerin yer aldigi belirlenmistir
(Figure 4). En fazla paylasilan sikayet tiirli “vicuttaki agrilar"dir (f=21; %15,9). Onu “tat/
koku kayb1” (f=15;%11,5), “0kstrik” (f=12; %9,2), “nefes darliklar” (f=10; %7,6) ve “ates”
(f=9; %6,8) izlemektedir. Diger kategorisindeki sikayetler ise sunlardir: “Bulanti” (f=4),
“geniz akintis1” (f=4), “ishal” (f=4), “adiz kokusu” (f=4), “sinlizit” (f=3), “mide agnsi” (f=3),
“terleme” (f=3), “titreme” (f=2), “burunda tikanikhk” (f=2), “kalpte batmalar” (f=2), “refli”
(f=2), “sirtta yanma hissi” (f=1), “tstime” (f=1), kalici saghk sorunlari (f=1), bas agrisi”
(f=1). Kadinlar en fazla “tat ve koku kaybi” ile “viicutta batmalar"dan sikayet ederken
erkekler en cok “nefes darligi/astim”dan sikayet etmektedir.
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Paylasim ve yorumlarda Covid-19 surecinde kullanilan ya da 6nerilenilaglara yonelik
bilgilerin yer aldigi belirlenmistir (Figure 5). Buna gore agirlikli olarak “uzman doktorun
onerdigi Covid-19'a 6zel ilaglar” (%37,1), “bitkisel oneriler” (%29,1) yer almaktadir. Bu
bulgu Uyelerin bitkisel tedavilere olan duyarliligini yansitmasi bakimindan dnemlidir.
“Kan sulandiricilar” (f=12),“antibiyotikler” (f=5), “probiyotikler” (f=3) ve“mide koruyucular”
(f=1) kullanilan ya da 6nerilen diger ilaglardir.

d

TARTISMA VE SONUC

Facebook'ta kisi ve sivil toplum kuruluslari tarafindan olusturulan ti¢ grupta paylasim
ve yorumlar saglik arama davranisi baglaminda incelenmis yorumlarin paylasimlardan
fazla oldugu belirlenmistir, gruplarda gucli bir etkilesim vardir. Paylasim ve yorumlarin
icerigi incelendiginde daha 6nceki calismalarin aksine (Zhang et al., 2013; Thoren et
al., 2013; Hale et al., 2014; Bozkanat, 2018; Mitchell & Grieve, 2020) dogrudan bilgi
desteginden ¢ok duygusal destek paylasim ve yorumlarinin yer aldigi belirlenmistir.
Paylasimlar ve yorumlar paylasim yapan kisinin korku ve endisesini azaltmaya yonelik
destek saglama amaci tasimaktadir. Diger bir ifadeyle hakkinda ¢ok sey bilinmeyen
Covid-19 pandemisinden kaynaklanan ruhsal baskiyi azaltmaya yoneliktir. Kelime
bulutundan da anlasilacagi gibi duygusal destek dini terminoloji kullanilarak verilmektedir.
Cogunlukla dua ve acil sifa temennilerinden olusmaktadir. Calisma bu bakimdan diger
calismalardan farklilik gostermektedir.

Facebook sosyal medya gruplarinda katihmcilar deneyimlerini paylasmakta, kendi
ya dayakinlarinin hastalik seyriile ilgili durum bildiriminde bulunmaktadir. Bu alt temada
benzer calismalar yer almaktadir (Nahm et al., 2009; AlQarni et al., 2016; Bozkanat,
2018). Sosyal medya gruplarinda“grup aidiyeti” nedeniyle sayfa Gyelerinin birbirlerinden
haberdar olma, birbirlerini haberdar etme istegi ylksektir (Mitchell & Grieve, 2020).
Ayni zamanda bulastan etkilendigi andan tedavi siirecine kadar yasananlarin tim
ayrintisina kadar anlatildigi paylasimlara rastlanmistir. Benzer belirtiler gosteren kisilerin
kendi hastaliklarina tani koymada bu tiir deneyim paylasimlari katki saglamaktadir. Bu
tlr paylasimlar Covid-19 pandemisinde bilgi boslugunun neden oldugu korku ve panigi
azaltabilir niteliktedir.

Facebook gruplarinda haber ve bilimsel bilgi niteliginde paylasimlarda
bulunulmaktadir. Bu bilgiler haber sitelerinden link, fotograf, hashtag kullanilarak, ana
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mesaj olarak paylasilabilecegi gibi, gruptaki saglik calisanlari tarafindan ana mesaja
yorum olarak da sunulmaktadir. Facebook gruplarinda en fazla belirtilere yonelik bilgi
paylasiimakta boylece Covid-19 ile ilgili farkindalik olusturulmaktir (Thoren et al., 2013;
Oztiirk & Oymen, 2014; Mamun et al., 2015). Facebook gruplarinin olusum amaclarindan
biri de yaygin gériilen saglik problemine iliskin farkindalik yaratmaktir. Ozellikle kanser
gibi olduriic, HIV/AIDS gibi bulasici hastaliklar konu alan sosyal medya paylasimlarinda
bu amag daha belirgindir (DeSouza & Jyoti Dutta, 2008; Taggart et al., 2015).

Paylasim ve yorumlarda saglikla ilgili soru sorma dogrudan bir saglk arama
davranisidir. Deneyim, saglik hizmeti destegi, hastane, belirtiler, tedavi stireci, kullanilan
ilaclar, tahlillerin sonucu, yan etkiler (Shuyler & Knight, 2003; Mamun et al., 2015;
AlQarni et al., 2016; Cangelosi et al., 2018) gibi bir cok konuda sorulan sorularin cevabi
diger Uyelerin verdigi yorumlarda aranmaktadir. Yorum yapan katilimcilarin
deneyimlerinden kendi hastaligina yonelik ¢ikarimlar yapiimaktadir. Paylagim ve
yorumlarda katihmcilar tahlil-test sonuclarini iceren gorselleri paylasmakta ve diger
katihmcilarin bu gorselleri yorumlamalari istenmektedir. BOylece gruptaki uzman ya
da hastaligi deneyimleyenlerden kendi ya da yakinlarinin durumu hakkindaki bilgi
edinme ¢abasi icine girilmektedir.

Cinsiyet farkhhginin Facebook gruplarinda saglik aramada belirleyici oldugu tespit
edilmistir. Kadinlar paylasim ve yorum sayilari, paylasimlarin niteligi bakimindan
erkeklerden farklilik gdstermektedir. Facebook gruplarini farkli kullanim pratigine
sahiptirler. Gruptaki kadin katilimcilar etkilesime aciktir ve bilgi paylasiminda oldugu
gibi, diger katilimcilardan destek almada, duygularini ifade etmede daha istekli
davranmaktadir. Zaman zaman kendilerinin zaman zaman aile yakinlarinin sikayetlerini
ayrintilandirarak paylasmakta ve ¢cekinmeden soru sormaktadir.

Calismada gruplar arasi farkhlik dikkat cekmektedir. Sosyal medya grubu katilimcilarinin
paylasimlarindaki icerik farkhligi, grubun kurulum ve kullanim amacindaki farklilig
ortaya koymaktadir. Corona virlsii (Covid-19) Bilgi Paylasim ve Yardimlagma-Tirkiye
grubu etkilesime daha acik Gyelerden olusmaktadir. Grupta daha fazla duygusal destek
amacli paylasim ve yorumlar yapilmaktadir. Deneyimlerini aktarmakta daha istekli
katilimcilardan olusmaktadir. Ancak Covid-19 Bilgi Paylasim Platformu grubunda daha
cok rasyonel bilgiler paylasilmaktadir, etkilesim diizeyi en disiik gruptur. Bu grup
paylasimlarinda asi gibi glincel bilgilere daha fazla yer verilmektedir.
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Benzer konuda farkli calismalarda (Greene et al., 2011; Thoren et al., 2013; Zhang et
al., 2013; Hale et al., 2014; AlQarni et al., 2016) bakicilik ve servis hizmeti, Grlin tanitimi
paylasimlarinin sayisi azimsanmayacak kadar fazladir. Ozellikle saglik Griinii satan
firmalar tarafindan kurulan sosyal medya gruplari tiriin ve hizmet satisinda tiiketiciye
erisim araci olarak kullanilmaktadir. Bu ¢calismada sinirli sayida olsa da yorumlara yapilan
bitkisel tGrun reklamlarina ve ana mesaj olarak yapilan bakici hizmeti ilanlarina
rastlanmistir.

Sosyal medyanin kendine has sorunsall, gizlilik ve glvenilirlik (Fisher & Clayton,
2012; Dau et al., 2020) Covid-19 konulu Facebook grubu paylasimlarinda da sorun
olusturmaktadir. Kullanicilarin heterojen yapisi, uzmanlik bilgilerinin olmamasi ve
aktardiklan bilgilere kendi yorumlarini katmalar problem olarak goriilebilir. Mesleki
yeterlilige sahip olmayan katilimcilarin baskalarina yardim etmek amaciyla yaptiklari
paylasimlar saglik algisi ve saglik okuryazarlik diizeyi diisiik olan bireyler tarafindan
yanlis tedavinin uygulanmasina bununsa kalici ve kéti sonuglar dogurmasinda neden
olabilmektedir. Ayrica olusan bilgi kirliligi nedeniyle gercekte dnemli bilgiler g6z ardi
edilmektedir. Bu nedenle gelecek arastirmacilara Facebook gruplarindaki katihmcilarin
medya-saglik okuryazarligi diizeyinin ol¢tilmesi dnerilmektedir. Hali hazirda boyle bir
arastirmaya rastlanmamistir.

Saglik arama davranisinda internetin sik kullanimi siberkondri (internette hastalik
arama hastaligi) olarak bilinen ruhsal probleme neden olmaktadir (Baumgartner &
Hartmann, 2011; Karaer-Karapicak et al., 2012; Altindis et al., 2018). Oyle ki bireyler
kullanim kolayhdi nedeniyle internet ve sosyal aglarda saglikla ilgili bilgi arayisina
gitmektedir. Bu arayisla edindikleri bilgilerin neden oldugu kaygi sonucunda bireyler
yeniden yeni bilgi arayisina girmektedir, bu davranis bir siire sonra sik ve tekrarlarla
devam etmekte, korku paradoksuna doniismektedir.

Diger taraftan bazen kisithilik ve karantina gibi ylz yiize iletisim ve doktor desteginin
saglanamadigi durumlarda ya da evde devam edilen tedavilerde internetin olanaklarindan
faydalanmak saglikli yasami kolaylastirabilir. Ayni zamanda duygusal destek bazi ciddi
hastaliklarda hastaligin seyriicin nemli role sahiptir. Hastalar duygusal destegi benzer
sorunlar yasayan kisilerden alabilir ve sosyal medyada baslayan iliskiler gercek hayata
tasinabilir. Bu baglamda gelecek arastirmacilara saglik bilgisi aramada sosyal medya
gruplarinin islevselligi arastirma konusu olarak énerilmektedir. Katihmcilarin sosyal
medya gruplarini kullanimi ve gruplara katim amaclarina erisip erismedigi belirlenebilir.

204 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 185-215



Sahin, E, Ayaz, F

Ayrica gelecek arastirmacilara hasta ve hasta yakinlarinin icinde bulundugu olumsuz
psikolojik durumla basa ¢ikmada sosyal medya gruplarinin etkisinin 6l¢tlmesi
onerilmektedir.

Bugtin sosyal aglar, Covid-19'un bulasimi, tanisi, teshis ve tedavisini iceren bilgilerin
toplandigi ve depolandigi blyiik veri 6zelligi tasimaktadir. Facebook, sosyal ag lizerinde
islerlik kazanan bir sosyal medya platformudur. Bu nedenle Covid-19 gibi diinyayi saran
saglik krizlerinde Ulkelerin saglik politikalarinin belirlenmesi, iyilestirmeler ve proaktif
kriz yonetiminde Facebook gruplarindan elde edilen veriler kaynak niteligindedir.
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ENDNOTES

' Kelime bulutu Python programlama dili kullanilarak hazirlanmustir.
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TABLES AND FIGURES
Table 1: Kodlayicilar Arasi Glvenilirlik Oraninin Baslica Kategorilere Dagilimi
Kategori Nitelik Tema Soru tiirli | Bilgi tiiri Sikayet Kullanilan GENEL
tara ilaglar
Toplam kod- 120 120 26 58 76 26 426
lama
Ortak kodlar 60 53 13 25 36 198
Guvenilirlik %100 %88,33 %100 %86,20 %94,73 %84,61 %92,95
orani
Figure 1: Facebook Grup Katilimcilari Tarafindan Paylasilan Covid-19 Konulu iceriklerin
Tema Kategorisine Gore Dagilimi
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Figure 2: Facebook Grup Paylagimlarinin iceriginin Bilgi Alt Temasina Gére Dagilimi
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Figure 3: Grup Paylasimlarinda Hasta ve Hasta Yakinlari Tarafindan Covid-19a iliskin
Sorulan Sorularin Tiirlerine Gore Dagilimi
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Figure 4: Facebook Grup Paylasimlarindaki Covid-19 Nedeniyle Olusan Sikayetlerin Turiine Gére Dagilimi

140 132
120
00
100
80
60
40 2
59 1815 1
20 b2 106 98 645 6456 539 539 539
0 I I. l. | [ | [ [ T Hm mm
R T S T S S e SR '
& ) RS e X & & O -S\ % \’?>
CIS I A A I RO S
2 & Y 9 & W&
&S NS & <& &
» G & &
RO
‘_b
v»

B Frekans M Yizde

Figure 5: Grup Paylasimlarinda Katilimcilar Tarafindan Covid-19 Siirecinde Kullanildigi Belirtilen ya da
Diger Katiimcilara Onerilen ilag Tiirlerinin Dagilimi
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Note: Figure 5'te“uzman hekimin onerdigiilaglar’, paylasimlarin iceriginden Covid-19 tedavi stirecinde kullanildig
anlasilan hekim tarafindan diizenlenen recete ile temin edilen ilaglar kapsamaktadir. “Bitkisel dneriler” yine bu
stirecte bitkisel tedaviye yonelik kullanildigi belirtilen ya da diger katiimcilara 6nerilen ek tirGinleri ifade etmektedir.
“Kan sulandiricilar”“antibiyotikler”, “probiyotikler” ve “mide koruyucular” da bu kelimelerle ifade edilen, hastalik
stirecinde kullanildigi belirtilen ya da 6nerilen markanin yer almadigi ilaglari belirlemek icin kullanilan alt kategorilerdir.
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Figure 6: Facebook Gruplarinda Yapilan Covid-19 Konulu Paylagsimlarda En Fazla Tekrar
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APPENDICES
Appendix 1: Kodlayicilar Arasi Uyum

“Covid-19 Bilgi Paylasim Platformu”grubunda ana mesaj ve yorum toplamda 60 paylasim
(6rneklem toplaminin ylizde 10'u) iki kodlayici tarafindan kodlanmis, verilerin glivenilirlik
analizi yapilarak guivenilirligi distik ¢ikan tema ve kategoriler kodlama cetvelinden
cikariimistir

Kodlayicilar Arasi Uyum Formulu
1. Kodlayici toplam kodlama+2. Kodlayici toplam kodlama
2x (Uzerinde uzlasilan kod sayisi)
Miles ve Huberman (1994)

Appendix 2: Kodlama Cetveli

Tarih
Cinsiyet
Kadin
Erkek
Bilinmiyor
Nitelik
Ana mesaj
Cevap
Ana Mesaji Yazan Kisinin Yorumcuya Cevabi
Tema
Covid-19 Sikayetleri
lyi Dilekler/teselli/dua/tesekkiir
Yakinma/isyan/sitem
Uyari/tavsiye
Durum Bildiriminde Bulunma/deneyim
Bilgi Verme
(alt kategoriler)
1. Belirtiler
2. ilac Kullanimi
3. Bulasim/nasil bulastigi
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Tedavi
Onlem
Olii/vaka Sayisi
Asi
Test
9. Karantina
10.Yan Etkiler
11.VirUs seyri/mutasyon
12.Doktor/hastane
Saghga iliskin Soru Sorma
(alt kategoriler)
1. Deneyim/tedavi sorusu
ilac Sorusu
Agri/aci/yan Etki Sorusu
Tahlillere iliskin Yorum Sorusu
Doktor/hastane sorusu
Korona Genel Durum Sorusu

© N o uoA

oA WwWN

Bakicilik Hizmeti ilani/reklam
Diger

Sikayet Tiirii

Vicutta Agnlar

Tat/Koku Kaybi

Oksiiriik

Nefes Darliklari

Ates

Bas Donmesi

Bitkinlik

Halsizlik

Akciger Enfeksiyonu

Zaturre

Diger

Kullanilan/Onerilen ilaglar
Uzman Hekimin Onerdigi ilaclar
Bitkisel Oneriler

Kan Sulandiricilar
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Antibiyotikler
Probiyotikler

Mide Koruyucular
Emoji Sayilari ve Tiirii

1
2.
3.
4
5

Uziintu

Dua

Kalp

Parcalanmis Kalp
Saskinlik

Begeni sayisi

Yorum sayisi
Fotograflar/videolar
Link

Hashtag

Mention
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Appendix 3: Tema Kategorisinin Alt Kategorileri ve Ornek ifadeler

Tema alt kategorisi

Ornek ifadeler

Covid-19 sikayetleri

Bogaz yanmasi tat ve kuku alma kaybi ile birlikte hal-
sizlik ve siddetli kas ve eklem agrisi ... gibi belirtilerle
basladi. (Yorum)

iyi dilekler/teselli/dua

Allah’im sana yalvariyorum kullarina yardim et diye
dua ediyorum Allahim virlissiiz bir diinya dilerim ...”
(Ana mesaj).

Yakinma/isyan/sitem

Bende biktim gergekten (Yorum).

Uyari/tavsiye

Tansiyonunuzu 6lctiirlin belki ytikseliyor olabilir
(Yorum).

Durum bildiriminde bulunma/deneyim

Arkadaslar herkese iyi aksamlar araniza yeni katildim
hastalikta 6 glinim tat koku alabiliyorum ama yuk-
sek ates var (Yorum).

Bilgi verme

Bilim Kurulu Uyelerinden flas aciklama kimse
glivende degil (Ana mesaj). Linkle birlikte.

Sagliga iliskin soru sorma

Hastasini yogun bakimdan yogun bakima transfer
olan var midir caba nasil bir yol izlediniz? (Ana mesaj)

Bakicilik hizmeti ilani/reklam

Covid-19 hasta bakicisiyim refakatci lazim oldugu
zaman arayabilirsiniz. Tel... (Ana mesaj).
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ABSTRACT

This study investigates the effect of pandemic-related news on stock market
returns in international markets using the quantile regression method. The
media hype index, fake news index, country sentiment index, infodemic index,
and media coverage index provided by the RavenPack data platform are used for
the analysis. In this research, 2,996 observations from 80 countries, consisting of
daily data from January 22, 2020, to April 17, 2020, were used. The results show
that the impact of Covid-19-related news on market returns varies among the
quantiles of the stock market; in other words, there is an asymmetric dependency
between the news and financial markets. With the increase in coverage about
the pandemic in the media, the negative impact on market returns exhibits a
decreasing trend from low quantiles to high quantiles. More intense use of
effective communication channels is required to alleviate the financial crash
caused by Covid-19. To capture the effect of the news on financial markets, this
analysis also categorized countries according to the Morgan Stanley Classification
Index (MSCI, n.d.), such as by developed, emerging, standalone, and frontier
markets and by geographical location, including Europe, Africa, North and South
America, Asia, and the Middle East. The results are consistent with the previous
findings and the dependency between the news and financial markets remains
asymmetric.

Keywords: Covid-19, financial markets media hype index, country sentiment
index, media coverage index, quantile regression
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(074

Bu calisma salgin haberlerinin uluslararasi piyasalarin
getirileri Uzerindeki etkisini kantil regresyon yodntemi
kullanarak arastirmaktadir. Analiz icin RavenPack veri
platformu tarafindan saglanan medyatiklik endeksi, sahte
haber endeksi, tilke duyarlilik endeksi, infodemi endeksi
ve medya ilgi endeksi kullanilmistir. Bu arastirmada 22
Ocak 2020'den 17 Nisan 2020'ye kadar glinlik verilerle 80
tlkeden 2.996 go6zlem kullanilmistir. Analiz sonuglarina
gore Covid-19ile ilgili haberlerin piyasa getirileri Gizerindeki
etkisinin kantiller arasinda farkhlik gosterdigini, diger bir
deyisle haberler ve finansal piyasalar arasinda asimetrik
bir bagimlilik bulunmustur. Medyada salgin ile haberlerin
artmasiyla birlikte piyasa getirileri Uzerindeki olumsuz

etkisi dustk kantillerden yiiksek kantillere dogru disus

egilimi gostermektedir. Covid-19'un neden oldugu finansal
cokust hafifletmek igin etkili iletisim kanallarinin daha
yogun kullanilmasi gerekmektedir. Haberlerin finansal
piyasalar Gizerindeki etkisini yakalamak icin, bu ¢alisma ayni
zamanda (ilkeleri Morgan Stanley Siniflandirma indeksine
gore (MSCI, n.d.), gelismis, gelismekte olan, sinir pazarlari ve
bagimsiz pazarlar olarak ve cografi konumuna gore Avrupa,
Kuzey ve Gliney Amerika, Asya ve Ortadogu Ulkeleri olarak
siniflandirmistir. Sonuglar 6nceki bulgular ile tutarliik
goOstermis ve haberler ile finansal piyasalar arasindaki
asimetrik bagimhhk strmastur.

Anahtar Kelimeler: Covid-19, uluslararasi finansal
piyasalar medyatiklik endeksi, tlke duyarlilik endeksi,
medya ilgi endeksi, kantil regresyon

JEL Siniflandirilmasi: F65, G40, D53

INTRODUCTION

The novel coronavirus that first appeared in December 2019, referred to simply as
“Covid-19," rapidly evolved into a global pandemic, posing significant health and
economic difficulties (Ahundjanov, Akhundjanov, & Okhunjanov, 2020, p. 1). The first
confirmed death in China was announced on January 11, 2020. After the first cases in
the United States and Western Europe were confirmed at the end of January 2020, the
total number of cases soared dramatically, especially in March. On March 11, 2020, the
World Health Organization (WHO) declared a pandemic and warned countries to take
precautions. The pandemic’s threat has prompted people to alter their usual habits
and governments to take extraordinary steps, such as issuing stay-at-home orders and
travel bans, closing schools and businesses, mandating masks, and imposing similar
restrictions (Ahundjanov et al., 2020; Chen et al., 2020; Nicola et al., 2020; Zaremba et
al, 2021) that have caused global economic downturns (Yilmazkuday, 2020) and crashes
in financial sectors (Baker et al., 2020). Stock markets, especially in the U.S, Japan,
Germany and the UK, experienced a collapse of around 10%-20% (Akhtaruzzaman,
Boubaker, & Sensoy, 2020; Ali, Alam, & Rizvi, 2020; Ashraf, 2020b; Zhang, Hu, & Ji, 2020).
On March 16, the volatility index of the Chicago Board Options Exchange, known as
the VIX, reached its all-time high (Wagner, 2020).

Covid-19-related news and information have since appeared widely in the media,
and investors make their investment decisions based on the information generated.
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Disease-related news can trigger panic and affect investor sentiment (Tetlock, 2007).
Political and economic news in the media is essential to share prices (Broadstock &
Zhang, 2019; Shi & Ho, 2020). Social media news has a major effect on share prices,
especially during a time of political and economic uncertainty (Cepoi, 2020). The
economic significance and effects of such information in times of unparalleled access
to news and information are difficult for investors to reasonably evaluate (Haroon &
Rizvi, 2020). Garcia (2013) reveals that the negative or positive tone of reporting in
financial columns in the New York Times affects daily stock returns in recession times
and Hanna, Turner, & Walker (2020) reveal that the tone of the Financial Times impacts
trading volume during bull markets. Gro3-KluBmann & Hautsch (2011) and Smales
(2014b) demonstrate that negative news has a greater impact than positive news;
Dzielinski (2011) shows that negative (positive) news causes below (above) average
market returns.

This study tries to contribute to the literature by investigating the influence of
Covid-19-related news on international stock markets. It reveals that there is an
asymmetric dependence between news and stock returns by applying the quantile
regression method. The few existing studies in the literature examine the U.S. and
European stock markets (Cepoi, 2020; Corbet et al., 2020; Haroon & Rizvi, 2020); this
study includes the stock market returns of 80 countries. The purpose of the paper is to
fill the gap that exists in the literature.

Several studies focus on the effect of Covid-19 on financial markets, such as the
impact on stock market returns and volatility (Al-Awadhi et al., 2020; Albulescu, 2020;
Ali et al., 2020; Ashraf, 2020b, 2020c¢; Bahrini & Filfilan, 2020; Contessi & Pierangelo,
2020; Gu et al., 2020; Harjoto et al., 2020; Kartal, Kilic-Depren, & Depren, 2020; Mazur,
Dang, & Vega, 2020; Rababah et al.,, 2020; Sergi et al., 2021; Thorbecke, 2020; Topcu &
Gulal, 2020), trade volume (Chiah & Zhong, 2020; Harjoto et al., 2020), stock repurchases
(Pirgaip, 2021), government responses or interventions (Ashraf, 2020a; Chen et al., 2020;
Zaremba et al., 2020; Zaremba et al., 2021), contagion effect (Okorie & Lin, 2020), market
illiquidity (Baig et al., 2020), tourism and leisure sectors (Karabulut et al., 2020; Ghosh,
2020; Kaczmarek et al., 2021), herding behavior (Chang, McAleer, & Wang, 2020; Espinosa-
Méndez & Arias, 2020), cryptocurrencies (Conlon & McGee, 2020; Corbet, Larkin, &
Lucey, 2020; Demir et al., 2020), mutual funds (Mirza et al., 2020; Yarovaya et al., 2021),
dividends (Krieger, Mauck, & Pruitt, 2020; Mazur, Dang, & Vo, 2020), uncertainty (Jeris
& Nath, 2020), housing prices (Qian, Qiu, & Zhang, 2021) and oil prices (Corbet, Goodell,
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& Glinay, 2020; Devpura & Narayan, 2020; Fu & Shen, 2020; Huang & Zheng, 2020; Salisu,
Ebuh, & Usman, 2020).

Among the studies related to the impact of pandemic news, Cepoi (2020) examines
stock market responses to Covid-19-related news in the six most affected developed
markets (France, Germany, Italy, Spain, the U.S. and the U.K.) and finds that the news
has an asymmetric effect on financial markets. Ambros et al., (2020) use 30-minute
news and market data to capture the impact of the Covid-19-related news on financial
markets. While the news about Covid-19 does not have an impact on returns, it is found
to have a significant effect on volatility. Salisu & Vo (2020) examine the effect of pandemic-
related health news on the stock markets of 20 countries. Health news and Volatility
Index (VIX) predictability results combine impact returns negatively. Corbet et al., (2020)
analyze the stock performances of firms with the word “corona” in their brands or
product names (Constellation Brands Inc. [U.S.], Corona Corp. [Japan], and Coronation
Fund Managers [South Africa]. The results of the study indicate that the stock prices of
these firms are affected negatively on the whole. Haroon & Rizvi (2020) investigate the
effect of coronavirus-related news on the volatility of equity markets for the world, the
U.S and sub-sectors. The rising panic index creates volatility for the world, the U.S. and
within some sectors of the U.S, specifically: energy, travel, leisure, automobiles &
components and transportation. A negative sentiment index induces volatility in the
U.S. market, and, interestingly, higher media coverage in global markets is correlated
with lower volatility. To summarize the studies examining the impact of the Covid-19-
related news on markets, it can be seen that the news has an effect on market returns
and volatility in general.

AIM AND METHODOLOGY

This part of the study will explain the purpose of the study, and then the methodology,
and finally the data collection.

Aim

The panic atmosphere that occurred with the spread of Covid-19 all over the world
affected not only social life but also the decisions of financial investors. In this paper,
the effect of the Covid-19-related news on international markets is analyzed with the
quantile regression method to analyze whether the effect of the news on different
quantiles is symmetrical or not.
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Methodology

Based on the conditional mean function E(y|x), the classical regression model analyzes
the relationship between an independent (x) and a dependent variable (y). Therefore,
based on a moment of the distribution of y, this model provides a relatively limited
measure of the relationship (Baris-Tuzemen, Tiizemen, & Celik, 2020, p. 20792-20793).
The Ordinary Least Square (OLS) estimators lose their effectiveness when the errors
are not suitable for normal distribution and contain outliers. In some situations, the
quantile varying estimations disclose that OLS approaches cannot ensure a solution
for extreme events. Considering the excess volatility during the Covid-19 turmoil, the
quantile regression model was employed in this study. In contrast to other econometric
techniques that primarily focus on mean effects, the quantile regression is the technique
most often used for handling with the fat tails or extreme values in asset return
distributions (Cepoi, 2020; du Plooy, 2019). The quantile regression model was first
suggested by Koenker & Basset (1978) and applied to cover a set of regression curves
that differ across different quantiles of the dependent variable’s conditional distribution.
The advantages of quantile regressions are as follows:

«This technique is more adaptable for modeling data with heterogeneous conditional
distributions.

« In comparison to mean regression, median regression is more robust to outliers.
+This method can seize the potential nonlinear relationship between independent and
dependent variables, which cannot be solved using other linear approaches.

It can be written as the basic quantile model in equation (1):
Yi-x; Bt + utiwith Qt(vix,) = x{Bt (1)

where, Xt vshows a vector of regressors, 8t displays the vector of parameters to be
estimated and # Tirepresents a vector of residuals. Ot(v:|x) demonstrates T * conditional
quantile of y, granted x;. The approximation of is supported by the undermentioned
optimization problems:

pr=argminf

0<t<1

{Zt:yt>x£ﬁ T|yi — x{ | + Zt;yt>xéﬁ(1 —Dyi- xL’.B I} (2)
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The median regression is received by t = 0.5. Different quantiles of conditional
distribution can be found through variations of (Chellaswamy, Natchimuthu, & Faniband,
2020, p. 149).

Data Collection

The data of the indices were acquired from the Thomson Reuters DataStream. If the
data is not available on this platform, it can be obtained from https://www.investing.
com (Investing, n.d.). The data from the Trinidad & Tobago Stock Exchange, however,
can only be retrieved from their own website (Trinidad & Tobago Stock Excange, n.d.).
The study period lasted from January 22, 2020, to April 17, 2020, with daily data being
used. The reason for making the last day April 17 is that although as of mid-April the
uncertainty was still continuing, the stock markets had started to recover to a certain
extent (Cepoi, 2020). The financial market indices of 80 countries were used in the
study, as shown in Table 1. After eliminating weekend holidays, countries’ national
holidays and incomplete data sets, the final data consisted of 2,296 observations. The
sample data was also classified into 1,113 observations across 24 developed markets,
1,066 observations across 27 emerging markets, 561 observations across 18 frontier
markets, and 256 observations across 11 standalone and unclassified markets. The
Covid-19-related news variables were obtained from RavenPack. This data analytics
platform provides the latest information about panic, sentiment and misinformation
regarding coronavirus measures. The platform has a country-specific media hype index,
fake news index, country sentiment index, infodemic index and media coverage index
(Blitz et al., 2020; Cepoi, 2020; Shi & Ho, 2020; Smales, 2014a). The description of each
index is given in the appendix.

FINDINGS

The descriptive statistics of the variables used in the study are shown inTable 2. The
average returns are -0.004 with a standard deviation of 0.0405. A zero mean value
endorses the random walk property of stock market returns (Ashraf, 20203, p. 4). All
indices except the country sentiment index assign values between 0 and 100. An
increase in value means that news about Covid-19 is getting more coverage in the
media. The sentiment index, on the other hand, assigns a value between -100 and 100,
and when it approaches 100, the improving sentiment positively affects returns. The
infodemic index shows the highest values, while the fake news index has the lowest
average values and standard deviation.
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Table 3 shows the correlation matrix table. Stock returns have negative and significant
correlations with media hype, infodemic and media coverage index, and negative but
insignificant correlation with fake news index. In contrast, as expected, it has a positive
and significant correlation with the country sentiment index. Variance inflation factor
(VIF) displays the multicollinearity problem among the independent variables. In the
respective regression model, multicollinearity is considered too high if the VIF is larger
than 5 or 10 (Guizani, 2017, p. 139). In our study, the mean VIF was 2.09, so there is no
multicollinearity problem among variables.

Table 4 indicates the quantile regression results for all countries from the 0.05 to
0.95 quantiles. The media hype index has a negative effect on stock returns, but the
magnitude of the effect decreases from the lowest to the upper quantiles. It has a
negative and significant impact on stock returns between the 0.05 and 0.25 quantiles.
The fake news index does not affect market returns at times of extremely bearish (the
0.05 quantile) and bullish (0.95) markets and, interestingly, stock returns indicate the
positive influence over time of financial turbulence for the 0.10 and 0.25 quantiles
(Cepoi, 2020). When good news about the coronavirus circulates in a given country,
the sentiment index of the country is positively affected for the lower quantiles.
Interestingly however, the sentiment index influences the highest quantile negatively
but insignificantly. The infodemic index is the only one that has a negative and significant
effect on all quantiles. In addition, the media coverage index has a negative effect on
stock returns, but an insignificant one, for the 0.90 and 0.95 quantiles. Fang & Peress
(2009) finds that stocks with no media coverage have a higher return than stocks with
higher media coverage and suggests that the extent of information propagation affects
stock returns. Stock market returns are affected by the coverage of Covid-19-related
news in the media and the increase in coverage of entities (Cepoi, 2020; Haroon & Rizvi,
2020). Figure 1 illustrates the graphical results of each variable.

This analysis also categorized markets based on the MSCI classification system
(https://www.msci.com/market-classification) to examine the effect of the news on
different financial markets. Table 5 shows the results in the developed, emerging, and
frontier markets, respectively. The results in standalone and unclassified markets are
shown in the Appendix. The findings are similar to those mentioned above, as identifying
an asymmetric dependency between the indices and market returns. The country
sentiment index has a positive effect on developed markets for the 0.90 and 0.95
quantiles and the index is positive and significant for emerging and frontier markets
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for the lower quantiles (0.05 and 0.10). The media coverage index has a negative and
significant effect on developed and emerging markets. Except for the 0.50 and 0.75
quantiles, the media hype index has a negative and significant effect on stock returns
for emerging markets. Finally, this analysis categorizes countries according to their
geographical regions based on MSCI classification. Table 6 displays the results for
Europe, the Americas (North and South America), Asia, Africa and the Middle East,
respectively. The results are in line with those previously mentioned. Furthermore, the
robustness is tested by conducting equal testing among the different quantile levels
for international markets and other sub-groups. Because of the brevity of the study,
only the results for international markets have been reported. Table 7 displays the
F-tests results for each pair of quantile levels. The results of the test reject the null
hypothesis that the coefficients of each quantile level are equal or homogeneous. These
findings demonstrate that each independent variable has different effects on the
dependent variables (Nguyen, 2020).

DISCUSSION AND CONCLUSION

In this information age, people can be bombarded with a large amount of true or
false news from different media channels. The Covid-19 pandemic, which emerged as
of the end of December 2019, 100 years after the Spanish flu, dramatically spread all
over the world and has created chaos. The presence of both true or false information
in the news about what the disease is, how it is transmitted, and whether a vaccine
would be developed or not has affected not only social and economic life, but also the
rational decisions of investors. As a result, since not all investors could access the most
accurate information at the same time, as investors sold in a panic, volatility increased,
and returns were negative. Especially as of the end of January 2020, with the virus
having spread to the whole of the U.S and Europe, the financial markets experienced
unprecedented declines, then started to recover from mid-April thanks to the support
governments gave to the markets. This study attempts to examine the impact of
pandemic-related news on stock returns in international markets from January 22,
2020, to April 17, 2020, with a sample of 2,996 observations across 80 countries. The
media hype index, fake news index, country sentiment index, infodemic index, and
media coverage index provided by the RavenPack data platform were used to capture
the effect of the news on international markets. This paper demonstrates that the effect
of the news on stock returns varies amongst the quantiles. In other words, there is an
asymmetric dependency between the news and market returns. The results of the
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study are consistent with the findings of Cepoi (2020). An equality test is also applied
to confirm the results, and the impact is not found to be homogenous on quantiles.
According to the results, it can be interpreted those investors in international markets
react at different levels to the Covid-19-related news. Furthermore, the speed at which
markets respond to news might indicate policy implications in terms of assuring well-
timed dissemination of news to all market participants (Smales, 2014). In conclusion,
to alleviate the financial turmoil associated with Covid-19, more extensive use of proper
communication channels is needed. Since this study is limited to the effect of pandemic-
related news on international market returns, future papers might analyze the impact
of the pandemic on volatility and volume with different techniques for examining
international or other sub-markets by adding country-specific variables.

ENDNOTES

' Although China had Covid-19 cases before 22.01.2020, databases started reporting
information on this day.

2 Australia, Austria, Belgium, Canada, Chile, Czech Republic, Colombia, Denmark,
Estonia, Finland, France, Germany, Greece, Hungary, Ireland, Iceland, Israel, Italy,
Japan, Korea, Latvia, Lithuania, Luxembourg, Mexico, Netherlands, New Zealand,
Norway, Poland, Portugal, Slovak Republic, Slovenia, Spain, Switzerland, Sweden,
Turkey, United Kingdom, United States
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TABLES AND FIGURES

Table 1: Sample Information about Countries

Tan, O.F.

First Covid-19

Country Index MSCI Classification case was Obs. Source
confirmed
Argentina MERVAL Emerging 03.03.2020 28 Thomson Reuters
Australia ASX 200 Developed 26.01.2020 57 Thomson Reuters
Austria ATX Developed 25.02.2020 36 Thomson Reuters
Bahrain BAX Frontier 24.02.2020 38 i:f/tf:'t:i/ r( ‘é"‘é‘g’r‘;
Bangladesh DSE 30 Frontier 08.03.2020 12 i:f,té’:t:i/ rf ‘3’.‘2’0"["{1
Belgium BEL 20 Developed 04.02.2020 51 Thomson Reuters
Brazil BOVESPA Emerging 26.02.2020 36 https://www.
investing.com
Bulgaria BSX Sofia Standalone 08.03.2020 26 Thomson Reuters
Canada TSX Composite Developed 26.01.2020 57 Thomson Reuters
Chile CLX IGPA Emerging 03.03.2020 32 Thomson Reuters
China Shanghai Composite Emerging 22.01.2020' 54 Thomson Reuters
Colombia COLCAP Emerging 06.03.2020 26 i:f,tg:t:i/ rf Z,V.Zvovrv{]
Cote D’lvoire BRVM Frontier 11.03.2020 24 .https:'/ W
investing.com
Croatia CROBEX Frontier 25.02.2020 36 Thomson Reuters
Cyprus Cyprus SE Unclassified 09.03.2020 24 Thomson Reuters
Czechia Prague SE Emerging 02.03.2020 32 Thomson Reuters
Denmark OMX Copenhagen 20 Developed 27.02.2020 33 Thomson Reuters
Egypt Hermes Emerging 14.02.2020 43 Thomson Reuters
Estonia OMX Tallinn Frontier 27.02.2020 34 Thomson Reuters
Finland OMX Helsinki Developed 29.01.2020 55 Thomson Reuters
France CAC40 Developed 26.01.2020 57 Thomson Reuters
Germany DAX 30 Developed 28.01.2020 56 Thomson Reuters
Greece ATHEX Emerging 26.02.2020 32 Thomson Reuters
Hong Kong Hang Seng Developed 23.01.2020 57 Thomson Reuters
Hungary BSE Emerging 04.03.2020 30 Thomson Reuters
Iceland OMX Iceland Standalone 28.02.2020 32 Thomson Reuters
India Nifty 500 Emerging 30.01.2020 50 Thomson Reuters
Indonesia IDX Emerging 02.02.2020 31 Thomson Reuters
Iraq ISX 60 Unclassified 24.02.2020 14 i:f,tf:t:i/ rf ‘3’.‘2’0":;
Ireland ISEQ Overall Developed 29.02.2020 32 Thomson Reuters
Israel TA 125 Developed 21.02.2020 34 Thomson Reuters
Italy FTSE MIB Developed 31.01.2020 53 Thomson Reuters
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Jamaica Jamaica SE Standalone 11.03.2020 22 .https:'//www.
investing.com
Japan Nikkei 225 Developed 22.01.2020 59 Thomson Reuters
Kazakhstan KASEX Frontier 15.03.2020 21 https://www.
investing.com
Kenya NSE20 Frontier 13.03.2020 23 https://www.
investing.com
Kuwait BKA Emerging 24.02.2020 31 https://www.
investing.com
Latvia OMX RGI Unclassified 03.03.2020 28 | https//www.
investing.com
Lebanon BLOM Frontier 21.02.2020 32 Thomson Reuters
Lithuania OMX VIL Frontier 28.02.2020 31 https/7www.
investing.com
Luxembourg LX SE Developed 02.03.2020 32 Thomson Reuters
Malaysia KLCI Emerging 25.01.2020 59 Thomson Reuters
Malta Malta SE Standalone 07.03.2020 25 Thomson Reuters
Mexico BOLSA Emerging 28.02.2020 32 Thomson Reuters
Morocco Moroccan All Shares Frontier 02.03.2020 34 .https:.//www.
investing.com
Netherlands AEX Developed 27.02.2020 34 Thomson Reuters
New Zealand NZX 50 Developed 28.02.2020 33 Thomson Reuters
Nigeria NSE 30 Frontier 01.03.2020 33 https:/fwww.
investing.com
https://www.
Norway OSBX Developed 26.02.2020 34 . .
investing.com
Oman Muscat Frontier 24.02.2020 38 Thomson Reuters
Pakistan Karachi 100 Emerging 26.02.2020 36 Thomson Reuters
Peru BVL Emerging 06.03.2020 28 Thomson Reuters
Philippines IPSEI Emerging 30.01.2020 51 Thomson Reuters
Poland WIG 30 Emerging 04.03.2020 30 https:/fwww.
investing.com
Portugal PSI 20 Developed 02.03.2020 32 Thomson Reuters
. https://www.
Qatar QE General Emerging 02.03.2020 33 investing.com
Romania BET Frontier 26.02.2020 36 Thomson Reuters
Russia MOEX Emerging 31.01.2020 53 Thomson Reuters
Saudi Arabia Tadawul Emerging 02.03.2020 33 | https//www.
investing.com
. . https://www.
Serbia BELEX 15 Frontier 08.03.2020 29 . ;
investing.com
Singapore Straits Time Developed 23.01.2020 58 Thomson Reuters
Slovak .
. SAX 16 Unclassified 06.03.2020 25 Thomson Reuters
Republic
Slovenia SBITOP Frontier 05.03.2020 29 Thomson Reuters
South Africa JSE Emerging 05.03.2020 29 Thomson Reuters
South Korea KOSPI Emerging 22.02.2020 59 Thomson Reuters
Spain IBEX 35 Developed 01.02.2020 52 Thomson Reuters
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Sri Lanka CSE All Share Frontier 27.02.2020 29 .https:'//www.
investing.com
Sweden OMX Stockholm 30 Developed 31.01.2020 53 Thomson Reuters
Switzerland SMI Developed 25.02.2020 36 Thomson Reuters
Taiwan TSE Emerging 22.01.2020 54 Thomson Reuters
Thailand SET INDEX Emerging 22.01.2020 60 Thomson Reuters
I:)'E:;? & TTSE Standalone 16.03.2020 21 Ztgﬁ(é_ oo
Tunisia TUNINDEX Frontier 04.03.2020 29 Thomson Reuters
Turkey BIST 100 Emerging 10.03.2020 27 Thomson Reuters
United States S&P 500 Developed 22.01.2020 60 Thomson Reuters
E;';::rab ADX Emerging 29.01.2020 56 i:f/té’:t:i/ r( ‘é"‘é‘g’r‘;
United
. FTSE 100 Developed 31.01.2020 53 Thomson Reuters
Kingdom
Ukraine PFTS Standalone 03.03.2020 17 | httesv/www.
investing.com
Venezuela Venezuela SE Unclassified 16.03.2020 21 Thomson Reuters
Vietnam N Frontier 23.01.2020 54 i:f/tep;;(‘i/ rf ‘g’;"é‘g’l‘,’n
Total 2996
Table 2: Descriptive Statistics
VARIABLES Obs. Mean P25 Median P75 Std. Dev.
Index Returns 2996 -0.004 -0.017 -0.0007 0.013 0.040
Media Hype Index 2996 5349 39.16 57.20 68.94 21.004
Fake News Index 2996 2.19 0.76 1.38 241 3.661
Country Sentiment Index 2996 -18.02 -27.10 -13.2 -5.28 18.168
Infodemic Index 2996 53.84 35.38 55.56 71.43 22.957
Media Coverage Index 2996 67.00 56.03 73.06 80.35 17.622
Table 3: Pairwise Correlation Matrix
Variables 1 2 3 4 5 6 VIF
Index Returns (1) 1
Media Hype Index (2) -0.1438* 1 2.63
Fake News (3) -0.0028 0.2227 1 1.07
Country Sentiment Index (4) | 0.0363* | -0.0481* | -0.0047 1 1.00
Infodemic Index (5) -0.1359* | 0.2413* 0.0193 0,0115 1 1.07
Media Coverage Index (6) -0.1562* | 0.7720* | 0.1030* | -0.0495* | 0.2049* 1 248
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Table 4: Quantile Regression Results for International Markets

Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
Media Hype | -0.000514** | -0.00046*** | -0.000198** | -0.00008 -0.00005 -0.000160 | -0.000240
Index (0.000248) | (0.000109) | (0.000008) (0.00006) (0.00006) (0.000161) | (0.000206)
Fake News 0.000288 | 0.000489*** | 0.000293*** | 0.00002 0.00005 -0.00008 0.00008
Index (0.000295) | (0.000114) | (0.000107) (0.00007) (0.000115) | (0.000196) | (0.000357)
Sentiment 0.000545*** | 0.000311*** | 0.000184** 0.00003 0.00003 0.00005 -0.00009
Index (0.000185) | (0.00009) (0.00008) (0.00005) (0.00004) | (0.000109) |(0.000274)
Infodemic -0.00060*** | -0.00041*** | -0.00039*** | -0.00019*** | -0.00025*** | -0.00028*** | -0.00028*
Index (0.000161) | (0.000125) (0.0006) (0.00003) (0.00005) (0.00007) | (0.000161)
Media -0.00085*** | -0.00069*** | -0.00051*** | -0.00020*** | -0.00023*** | -0.00008 | -0.000294
ﬁ](:jv:xrage (0.000203) | (0.000159) | (0.000100) (0.00007) (0.00009) (0.000245) | (0.000302)
Constant -0.0542*** | -0.0379*** | -0.0165*** | -0.000510 0.0124*** 0.0287*** | 0.0450%***
(0.00250) (0.00123) | (0.000879) | (0.000420) | (0.000500) | (0.00124) | (0.00211)
Observations 2996 2996 2996 2996 2996 2996 2996
Standard errors in parentheses. *** p<0.01, ** p<0.05, * p<0.
Table 5: Quantile Regression Results for Developed, Emerging and Frontier Markets
Variables | 7=0.05 | 7=0.10 | 7=025 | t1=050 | 71=0.75 | 7=0.90 | 7=0.95
Panel A. Developed Markets
Media Hype | -0.000661 0.0005 0.000140 -0.000138 | -0.000180 | -0.000246 | -0.000505
Index (0.000537) | (0.000443) | (0.000307) | (0.000202) | (0.000209) | (0.000325) | (0.000357)
Fake News 0.000179 0.000591 -0.000146 -0.000695 -0.00009 | -0.000181 0.000378
Index (0.00180) | (0.00088) (0.000974 (0.00062) (0.00067) | (0.00053) (0.0011)
Sentiment 0.000505 | 0.000470* 0.000262 0.000113 0.000149 |0.000572** | 0.000723*
Index (0.000366) | (0.000250) | (0.000184) (0.000125) | (0.000135) | (0.000249) | (0.00040)
Infodemic -0.000317 |-0.000613** | -0.000618*** | -0.000433*** | -0.000332** | -0.000402 |-0.000802***
Index (0.000362) | (0.000243) | (0.000193) (0.000134) | (0.000169) | (0.000349) | (0.00024)
Media -0.00177%** | -0.00186*** | -0.00139*** | -0.000594** | -0.000341* | -0.000662 | -0.000146
Ec:jveexr age (0.000545) | (0.000476) | (0.000387) | (0.000279) | (0.000192) |(0.000478)| (0.00058)
Constant -0.0521%** | -0.0385*** | -0.0175%** 0.00007 0.0138*** | 0.0327*** | 0.0482***
(0.00368) (0.00188) (0.00175) (0.00115) (0.000929) | (0.00194) (0.00223)
Observations 1113 1113 1113 1113 1113 1113 1113
Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
Panel B. Emerging Markets
Media Hype | -0.000878** | -0.000540** | -0.000211*** | -0.000177 | -0.000110 |-0.000392** | -0.000576**
Index (0.000440) | (0.000237) (0.00008) (0.000111) | (0.000104) | (0.000194) | (0.000234)
Fake News 0.000852 | 0.000801* | 0.000355 0.000172 0.000381 | 0.000398 | -0.000247
Index (0.00101) | (0.000425) | (0.000299) (0.000402) | (0.000391) | (0.000621) | (0.000581)
Sentiment 0.000648* | 0.000432** 0.000120 -0.00003 0.00006 -0.000186 | -0.000604
Index (0.000334) | (0.000202) | (0.000215) | (0.000159) | (0.000184) | (0.000354) | (0.000464)
Infodemic -0.000809*** | -0.000830*** | -0.000643*** |-0.000291*** | -0.000389*** | -0.000356 | -0.000233
Index (0.000181) | (0.000188) | (0.000121) (0.00009) | (0.000112) |(0.000242) | (0.000298)
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Media -0.00179** |-0.00143*** [ -0.00103*** | -0.000459*** | -0.000434*** | -0.000103 -0.00008
ﬁ::.jvee):age (0.000761) | (0.000441) | (0.000129) (0.000132) | (0.000147) | (0.000453) | (0.000670)
Constant -0.0588*** | -0.0414*** | -0.0192%** -0.000316 0.0152*** | 0.0335%*** | (0.0517***
(0.00369) (0.00196) (0.00151) (0.000816) (0.00111) | (0.00335) | (0.00315)
Observations 1066 1066 1066 1066 1066 1066 1066
Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
Panel C. Frontier Markets
Media Hype -0.000546 0.00001 -0.00006 -0.00006 |-0.000203**| -0.00007 0.00009
Index (0.000366) | (0.000312) | (0.000195) (0.00008) (0.00009) | (0.000209) | (0.000265)
Fake News | 0.00280 | -0.00007 | 0000165 | 000001 | -0.00001 | -0.000164 | -0.000147
Index (0.000475) | (0.000263) | (0.000178) (0.00008) (0.000182) | (0.000260) | (0.000271)
Sentiment 0.00204***  0.00107* 0.000154 0.00008 -0.000283* -0.000244 -0.000498
Index (0.000619) (0.000581)  (0.000196) (0.00008) (0.000162) (0.000272) (0.000380)
Infodemic -0.000578** | -0.000367** | -0.000143* -0.00005 -0.000107 | -0.00009 | -0.000313*
Index (0.000255) | (0.000167) (0.00008) (0.00004) (0.00008) | (0.000118) | (0.000182)
Media 0.000114 |[-0.000573**| -0.000218 -0.00003 0.000149 -0.00005 -0.000199
Coverage | 10.000373) | (0000228) | (0000229) | (0.000111) | (0.000113) | (0.000216) | (0.000311)
Comstant | 004507 [ 003067 | 0.0115%+ | 000117+ [ 0.00706*** | 0.0184** | 0.0288"*
(0.00413) (0.00266) (0.00104) (0.000504) | (0.000958) | (0.00171) (0.00269)
Observations 561 561 561 561 561 561 561
Standard errors in parentheses. *** p<0.01, ** p<0.05, * p<0.1
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Table 6: Quantile Regression Results for Europe, Americas, Asia, Middle East and Africa

Variables | 7=0.05 | T=0.10 | T=0.25 | 1=0.50 | 1=0.75 | t1=0.90 | t=0.95

Panel A. Europe

Media Hype 0.00009 | 0000143 | 0000219 | 000007 | -0.00007 | -0.000109 | -0.000210
Index (0.000527) | (0.000350) | (0.000172) | (0.000134) | (0.000166) | (0.000265) | (0.000421)
Fake News -0.000163 | 0.00003 | 0.000109 | 0.00002 | -0.0007 | -0.000134 | -0.00048*
Index (0.000599) | (0.000286) | (0.000128) | (0.0009) | (0.000123) | (0.000186) | (0.000285)
Sentiment 0.00104** | 0.000456** | 0.000434*** | 0.00005 | 0.000116 | 0.00007 | 0.000144
Index (0.000333) | (0.000223) | (0.000154) | (0.000105) | (0.00008) | (0.000244) | (0.000479)
Infodemic -0.00081%** | -0.00067*** | -0.00055*** | -0.00037*** | -0.00034*** | -0.00031** | -0.00035*
Index (0.000287) | (0.000225) | (0.00007) | (0.00007) | (0.00008) | (0.000155) | (0.000190)
Media -0.00161%** | -0.00141*** [ -0.00092*** [ -0.000332** | -0.000195 | -0.00003 | -0.000196

Coverage Index | (0.000532) | (0.000254) | (0.000230) | (0.000166) | (0.000221) | (0.000372) | (0.000561)

-0.0558*** | -0.0392*** | -0.0180*** | 0.000489 | 0.0142*** | 0.0290*** | 0.0456***

Constant

(0.00309) (0.00133) (0.00168) | (0.000772) | (0.000857) | (0.00130) (0.00255)
Observations 1273 1273 1273 1273 1273 1273 1273
Variables 7=0.05 T=0.10 T=0.25 T7=0.50 7=0.75 7=0.90 7=0.95
Panel B. Americas
Media Hype -0.00109** | -0.00106** | -0.000236 0.00009 0.000155 | 0.000141 0.000600
Index (0.000499) | (0.000524) | (0.000354) | (0.000232) | (0.000278) | (0.000412) | (0.000640)
Fake News 0.000648 0.00160 0.000161 | -0.000407 | 0.000350 0.00128 -0.00104
Index (0.00277) (0.00279) (0.00200) (0.00198) (0.00235) (0.00575) (0.00707)
Sentiment 0.000757 -0.00008 -0.000205 | -0.000330 | -0.000514 | -0.000834* | -0.00141
Index (0.000742) | (0.000768) | (0.000580) | (0.000244) | (0.000382) | (0.000455) | (0.00102)
Infodemic -0.00127** | -0.00100** | -0.00093*** | -0.000524* | -0.000471 -0.00003 0.00162
Index (0.000553) | (0.000414) | (0.000218) | (0.000285) | (0.000314) | (0.000746) | (0.00102)
Media -0.000766 | -0.000511 | -0.00100** |-0.000756**| -0.000565 -0.00109 -0.00179

Coverage Index | (0.000513) | (0.000614) | (0.000390) | (0.000315) | (0.000398) | (0.000698) | (0.00165)

-0.0704*** | -0.0488*** | -0.0220*** | -0.000419 | 0.0180*** | 0.0453*** | 0.0794***

Constant

(0.00565) | (0.00483) | (0.00320) | (0.00244) | (0.00307) | (0.00879) (0.0110)
Observations 363 363 363 363 363 363 363
Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
Panel C. Asia
Media Hype -0.00098*** | -0.00074*** | -0.000342** | -0.000185 | -0.000281* | -0.000315 0.000325
Index (0.000351) | (0.000275) | (0.000151) | (0.000172) | (0.000154) | (0.000354) | (0.000499)
Fake News 0.00005 -0.000932 | -0.000833 | -0.000236 | -0.000222 0.000415 | -0.000979
Index (0.00172) (0.00118) | (0.000702) | (0.000402) | (0.000413) | (0.00119) (0.00138)
Sentiment 0.000358 | 0.000242 | 0.000221 0.00008 0.000104 | 0.000101 0.000349
Index (0.000241) | (0.000178) | (0.000170) | (0.000135) | (0.000127) | (0.000296) | (0.000369)
Infodemic -0.000595 |-0.000458** | 0.00001 0.00007 0.000146 | 0.000326* | 0.00002
Index (0.000445) | (0.000188) | (0.000210) | (0.000112) | (0.000114) | (0.000189) | (0.000546)
Media -0.000173 -0.00008 |-0.00055*** | -0.000321 | -0.000280 | -0.000507 | -0.000933

Coverage Index | (0.000738) | (0.000258) | (0.000188) | (0.000219) | (0.000187) | (0.000336) | (0.000595)
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Constant -0.0464*** | -0.0326*** | -0.0133*** | -0.00127 | 0.00991*** | 0.0238*** | 0.0405%**
(0.00266) | (0.00224) | (0.00169) | (0.000795) | (0.00109) | (0.00205) | (0.00446)
Observations 713 713 713 713 713 713 713
Standard errors in parentheses. *** p<0.01, ** p<0.05, * p<0.1
Table 6: (continued)
Variables | 7=0.05 | T=0.10 | T=025 | 7=0.50 | 7=0.75 | 7=0.90 | 7=0.95
Panel A. Middle East
Media Hype -0.00119 | -0.000551 | -0.000405 | -0.000297* | -0.000466* | -0.000338 | -0.00117**
Index (0.00103) | (0.000443) | (0.000269) | (0.000173) | (0.000278) | (0.000463) | (0.000465)
Fake News 0.00131 0.000476 | -0.000657 | -0.000317 | -0.000547 | 0.000630 0.00295
Index (0.00225) | (0.00130) | (0.000486) | (0.000539) | (0.000546) | (0.000958) | (0.00191)
Sentiment -0.00003 | -0.000104 | -0.000319 | -0.000113 | -0.00005 0.00004 0.000296
Index (0.000547) | (0.000266) | (0.000218) | (0.000154) | (0.000297) | (0.000361) | (0.000648)
Infodemic -0.000119 | -0.000193 | -0.000155 | -0.000141 | -0.000151 | -0.000294 | -0.000518
Index (0.000520) | (0.000232) | (0.000116) | (0.00009) | (0.00009) | (0.000190) | (0.000419)
Media -0.000712 | -0.000830 0.00006 0.000105 | 0.000434** | -0.00006 0.000158
Coverage Index | (0.00125) | (0.000531) | (0.000270) | (0.000229) | (0.000220) | (0.000527) | (0.000696)
Constant -0.0426*** | -0.0326*** | -0.0123*** | -0.00255** | 0.00721*** | 0.0239*** | 0.0415%**
(0.00903) | (0.00301) | (0.00267) | (0.00120) | (0.00138) | (0.00328) | (0.00637)
Observations 308 308 308 308 308 308 308
Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
Panel B. Africa
Media Hype -0.00127 | -0.00100* | -0.000467 | -0.000157 | -0.000228 | -0.000144 | -0.000289
Index (0.00077) (0.0005) | (0.000290) | (0.0002) | (0.000227) | (0.00028) | (0.00035)
Fake News -0.000980 | -0.000779 | -0.000696 | -0.000321 0.00008 -0.00002 0.000526
Index (0.00238) | (0.00149) | (0.000814) | (0.000293) | (0.000217) | (0.000407) | (0.00115)
Sentiment 0.00106 0.00124 0.000648 0.00001 -0.000254 | -0.000740* | -0.00111*
Index (0.00113) | (0.000790) | (0.000481) | (0.000211) | (0.000399) | (0.000384) | (0.000583)
Infodemic -0.000101 | -0.000109 | -0.00008 -0.00005 | -0.000106 | -0.000231 | -0.000252
Index (0.000507) | (0.000248) | (0.000144) | (0.00009) | (0.000139) | (0.000205) | (0.000254)
Media 0.000539 | 0.000694 | 0.000221 0.00008 0.000134 | -0.000319 | -0.000524
Coverage Index | (0.000979) | (0.000635) | (0.000327) | (0.000171) | (0.000206) | (0.000509) | (0.000908)
Constant -0.0472*** | -0.0349*** | -0.0139%** | -0.00282** | 0.00699*** | 0.0206*** | 0.0344***
(0.00791) | (0.00395) | (0.00217) | (0.00121) | (0.00176) | (0.00419) | (0.00511)
Observations 244 244 244 244 244 244 244
Standard errors in parentheses. *** p<0.01, ** p<0.05, * p<0.1
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Table 7: Robust Test of the Equality Slope Estimates across Various Quantile for International Markets

Media Hype Fake News Index | Sentiment Index | Infodemic Index Media Coverage
Index Index
q[.05-.10] 0.05 0.5 0.97 4.21%* 0.48
q[.05 - .25] 1.84 0.01 1.95 2.1 141
ql.05 -.50] 3.03* 0.63 3.12% 6.49%* 3.93**
q[.05 - .75] 3.30* 0.92 2.5 3.40* 3.31*
q[.05 -.90] 2.07 0.53 1.79 2.96* 4.76%*
q[.05 - .95] 0.74 0.89 1.61 1.56 2.92*
q[.10 - .25] 9.85%** 1.65 1.75 0.06 1.53
q[.10-.50] 13.17%** 11.07%** 3.94%* 5.15%* 8.59%**
ql.10-.75] 16.16%** 12.9%%* 2.4 1.68 5.79%**
q[.10-.90] 7.63%** 4.54%* 0.9 1.01 5.12%*
ql.10-.95] 0.99 3.94%* 0.61 0.5 2.75*%
ql.25 - .50] 4.31%* 5.38%* 1.8 17.17%%* 13.35%**
ql[.25-.75] 3.37* 4.37%* 0.92 4.17%* 4.86**
ql.25-.90] 0.08 0.06 0.23 0.83 3.85%*
ql.25 - .95] 0.06 1.29 0.19 0.31 1.06
ql.50 -.75] 0.14 0.46 0.01 1.04 0.06
q[.50 -.90] 0.59 0.01 0.08 0.64 0.37
q[.50 - .95] 0.5 0.19 0.01 0.05 0.01
ql.75 - .90] 1.62 0.15 0.1 0.1 0.73
ql.75 - .95] 0.79 0.04 0.1 0.01 0.01
q[.90 - .95] 0.21 0.3 0.01 0.03 0.39
The coefficient numbers indicate the F-statistics. *** p<0.01, ** p<0.05, * p<0.1.
Table 8: Quantile Regression Results for OECD? Countries
Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
) 0.000102 | 0.000125 | 0.000209 | -0.00003 -0.00002 -0.00003 | -0.000120
Media Hype Index
(0.000250) | (0.000216) | (0.000170) | (0.00009) | (0.000115) | (0.000207) | (0.000249)
Fake News Index 0.00009 0.000192 0.000183 0.00007 0.00007 -0.000102 | -0.000484
(0.000297) | (0.000233) | (0.000129) | (0.000178) | (0.000166) | (0.000183) | (0.000320)
Sentiment Index 0.000610 0.000355 | 0.000300* 0.00007 0.000143 0.000344 0.000330
(0.000389) | (0.000238) | (0.000173) | (0.00006) (0.00009) | (0.000277) | (0.000330)
Infodemic Index -0.00084*** | -0.00079*** | -0.00067*** | -0.00044*** | -0.00041*** | -0.00036** | -0.00062***
(0.000157) | (0.000119) | (0.00009) (0.00007) (0.00009) | (0.000161) | (0.000202)
Media Coverage | -0.00207*** | -0.00158*** | -0.00110*** | -0.00044*** | -0.000303** | -0.000179 | -0.000207
Index (0.000421) | (0.000221) | (0.000190) | (0.000107) | (0.000151) | (0.000313) | (0.000416)
Constant -0.0571*** | -0.0398*** | -0.0183*** | 0.000316 | 0.0145*** | 0.0316*** | 0.0476***
(0.00291) | (0.00145) | (0.00141) | (0.000862) | (0.000611) | (0.00178) | (0.00178)
Observations 1444 1444 1444 1444 1444 1444 1444

Standard errors in parentheses. *** p<0.01, ** p<0.05, * p<0.1
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Table 9: Quantile Regression Results for Standalone and Unclassified Markets

Variables 7=0.05 T=0.10 T=0.25 7=0.50 7=0.75 7=0.90 7=0.95
Media Hype -0.00004 0.000199 0.00004 -0.00003 0.00008 -0.00007 0.00144
Index (0.000684) | (0.000287) | (0.000279) | (0.000121) | (0.000214) | (0.000370) | (0.00123)
Fake News 0.000302 0.00002 0.000278 0.000109 -0.00007 -0.00003 -0.00117
Index (0.000441) | (0.000296) | (0.000224) | (0.000147) | (0.000150) | (0.000284) | (0.000955)
Sentiment -0.00152 -0.00101 -0.000805 | -0.000222 | -0.000297 | -0.000596 | -0.00313
Index (0.00126) | (0.000902) | (0.000569) | (0.000350) | (0.000506) | (0.00143) (0.00257)
Infodemic -0.000427 | -0.000461** | -0.000330** | -0.000201** | -0.000137 | -0.000254 | 0.000144
Index (0.000332) | (0.000194) | (0.000139) | (0.00009) | (0.000118) | (0.000203) | (0.000489)
Media -0.000402 | -0.000439* | -0.000120 0.00003 -0.00009 0.000163 | -0.000974
Coverage
Index (0.000768) | (0.000251) | (0.000249) | (0.00008) | (0.000258) | (0.000557) | (0.00145)
c -0.0345%** | -0.0243*** | -0.0115*** | -0.000855 | 0.00872*** | 0.0234*** | 0.0607***

onstant

(0.00574) (0.00163) (0.00178) | (0.000806) | (0.00203) (0.00636) (0.0142)

Observations 254 254 254 254 254 254 254
Standard errors in parentheses. *** p<0.01, ** p<0.05, * p<0.1
Table 10: Definition of Variables
Variables Description Source

Index Return

Daily index returns are calculated. R"t = (Pi’l
-P,. )P, inwhereiis the return of the
index at day t.

Thomson Reuters DataStream and
https://trinvesting.com

Media Hype Index

It measures the percentage of news
talking about the coronavirus. Value range
between 0 and 100.

https://coronavirus.ravenpack.com/turkey

Fake News Index

It measures the level of media chatter
about the novel virus that makes reference
to misinformation or fake news alongside
Covid-19. The higher the index value, the
more references to fake news found in the
media.

https://coronavirus.ravenpack.com/turkey

Country Sentiment
Index

It measures the level of sentiment across
all entities mentioned in the news
alongside the coronavirus. The index
ranges between -100 and 100 where a
value of 100 is the most positive
sentiment, -100 is the most negative, and 0
is neutral.

https://coronavirus.ravenpack.com/turkey

Infodemic Index

It measures the percentage of all entities
(places, companies, etc.) that are somehow
linked to Covid-19. Value range between 0

and 100.

https://coronavirus.ravenpack.com/turkey

Media Coverage
Index

It measures the percentage of all news
sources covering the topic of the novel
coronavirus. Value range between 0 and

100.

https://coronavirus.ravenpack.com/turkey
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Figure 1: Estimated coefficients of model. Grey line quantile regression (QR) and shaded area (%95 of QR)
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ABSTRACT

This study looked into how movie theaters used social media during the
pandemic, through the example of Cinemaximum movie theaters and Twitter. The
reason for selecting Cinemaximum is that it is Turkey’s largest cinema chain and its
movie theaters have the largest number of followers on social media. The study
used the descriptive analysis and the content analysis method to examine 1006
tweets shared by Cinemaximum on Twitter between January 1 and December 15,
2020. At the end of the study it was seen that the Cinemaximum Twitter account
was used actively in line with the company’s needs during the global pandemic.
Differences were seen between shares posted prior to 16 March and those posted
after this date. The topic codes identified in the Tweets were classified under 16
different categories. It was seen that the topics covered most in Tweets posted
when movie theaters were open were “Films” (movie showtimes and information
about the movie to be shown); when movie theaters were closed, “Entertainment”
(competitions, games, questions, riddles, messages promoting participation
(tagging your friend, etc.), humor, interesting information); and in July, when
preparations were being made to reopen movie theaters, “Preparations for
reopening the theaters.” When viewed in general, it can be said that the Tweets
shared when movie theaters were open and in July when preparations to reopen
them were underway were written primarily for marketing purposes, with a focus
on advertising and promotion, and that those written when movie theaters were
closed were focused on public relations.

Keywords: Twitter, social media, movie theater, pandemic, Covid-19

0z
Arastirmada kiresel salgin doneminde sinema salonlarinin sosyal medyayi
nasil kullandigi, Cinemaximum sinema salonlari ve Twitter 6rnegi Uzerinden

incelenmistir. Cinemaximum’un ele alinmasinin nedeni Turkiye'deki en
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blyuk sinema zinciri olmasi ve sosyal medyada en fazla
takipgiye sahip sinema salonu olmasidir. Arastirmada
Cinemaximum’un Twitter hesabinda 1 Ocak-15 Aralik
2020 tarihleri arasinda paylastigi 1006 tweet, betimsel
analiz yontemi ve icerik analizi tekniginden faydalanilarak
incelenmistir.  Calisma  sonucunda  Cinemaximum
Twitter hesabinin, kiresel salgin déneminde ihtiyaclar
dogrultusunda aktif bir sekilde kullanildigi gortlmustar.
16 Mart tarihinden &nce yapilan paylasimlarla, sonra
yapilan paylasimlar arasinda farkhliklar tespit edilmistir.
Tweet'lerde tespit edilen konu kodlari, arastirmada 16
farkli kategori altinda siniflandirilmistir. Sinemalarin acik
oldugu doénemlerde ‘Filmler’ (Film gOsterim programi

ve gosterimi yapilacak filmler hakkinda bilgi), kapali

oldugu donemlerde ‘Eglence’ (Yarismalar, oyunlar, sorular,
bilmeceler, katiim saglama amach mesajlar, mizah, ilging
bilgiler), sinema salonlarini yeniden agilma hazirliklarinin
yapildigi Temmuz ayinda ise ‘Sinemalar yeniden a¢cma
hazirliklar’  kategorisinde  siniflandirilan  konularin,
tweet’lerde en sik kullanilan konular oldugu gérulmustr.
Genel olarak degerlendirildiginde paylasilan tweet'lerin,
sinemalarin acik oldugu dénemde ve sinemalarin yeniden
acilma hazirliklarinin yapildigi Temmuz ayinda oncelikle
pazarlama calismalari kapsaminda ‘reklam ve tanitim’
amacli; sinemalarin kapali oldugu dénemde ‘Halkla iliskiler’
amacli olarak hazirlandigi séylenebilir.

Anahtar Kelimeler: Twitter, sosyal medya, sinema salonu,

kuresel salgin, Covid-19

INTRODUCTION

Covid-19 first appeared in Wuhan, China, in late 2019. The first case in Turkey was
seen on March 11, 2020 (Milliyet, 2020), the same day the World Health Organization
(WHO) declared Covid-19 to be a pandemic. As part of Covid-19 precautions, schools
in Turkey were closed down on March 16 and many workplaces, including movie theaters,
were temporarily closed. Spreading around the world rapidly, Covid-19 has infected
71,451,695 people worldwide and killed 1,601,452 (Aydin, 2020). Since the virus is caught
through breathing and touch, the best way to prevent infection was for people to restrict
their social lives and stay at home, and to introduce lockdowns. While many countries
began working on a vaccine, attempts were made to reduce the impact of the virus
through social distancing, hygiene, and wearing masks. 2020 was a year when many
people tried not to leave home other than to meet their necessary daily needs.

The Covid-19 pandemic has been a period in which many industries sustained major
economic losses, but this is not the first time that people have shut themselves off
fearing an epidemic, with this behavior having economic repercussions. The study
conducted in Nigeria in 2016 by Bali, Stewart, and Pate, (2016, pp. 2-5) on the economic
harm caused by the fear of Ebola in the private sector reported that people started
shopping early in the day to avoid the crowd; they stopped going to crowded areas
such as open markets, cinemas, clubs, and supermarkets; they used public transport
less and went to the shops less. In the study, they named this phenomenon the
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“fearonomic effect”and defined it as “the direct and indirect economic effect of avoidance
behavior exhibited by individuals, organizations, or countries during an epidemicas a
result of both incorrect information and fear” (Bali, Stewart, & Pate, 2016, p. 2). Based
on this, the fearonomic effect may be translated into Turkish as “korkunun ekonomiyi
etkilemesi,’ or “the effect of fear on the economy.”

Various studies have been done investigating the change in shopping and media
consumption habits during the Covid-19 pandemic. The Nielsen survey company
reported that the volume of e-commerce in Turkey had grown 159% on average
compared with the same period in the previous year and that 49% of Turkish consumers
said they would continue to shop online in the medium and long terms. Nielsen
identified nine main global trends, namely, subscription services, a rise in online fresh
food, new rapid/delivery trends, social commerce, AR/VR use, live broadcast, use of Al,
verbal commerce, and new payment options (Diinya, 2020). Explaining that media
consumption had also increased during the pandemic, Nielsen, predicted that staying
at home could lead to a rise of approximately 60% in video content watched globally.
According to Nielsen (2020) as long as Covid-19 continues to spread and as long as
isolation continues to be the best way to reduce this spread, the amount of time spent
by individuals watching the news and entertainment will increase.

One of the industries most severely hit during the Covid-19 pandemic has been the
cinema industry. The number of viewers in movie theaters fell after the first case was
announced in Turkey. The week when the first Covid-19 case was announced in Turkey,
atotal of 167,000 people went to movie theaters between March 13 and 15.This figure
is reportedly 69% smaller than the previous week (Box Office Tiirkiye, 2020e).

The number of moviegoers fell across the world, not just in Turkey, and as a result,
movies that were expected to come to movie theaters had their launch dates postponed.
A circular issued by the Interior Ministry on March 16 temporarily closed down movie
theaters along with many other workplaces. Even though it was later announced that
movie theaters could reopen on July 1, many movie theaters decided to keep their
doors closed until a later date, taking into consideration the continuing spread of
Covid-19, cinema-goers’ fear of going to movie theaters, the shortage of movies due
to postponed show dates, and similar factors. Turkey’s largest movie theater
chain, Cinemaximum, announced it would reopen its movie theaters as of 7 August
(Box Office Turkiye, 2020c). Movie theaters were closed down a second time on November

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 241-280 245



Descriptive Analysis of the Use of Twitter by Cinemaximum Movie Theaters During the Covid-19 Global Pandemic

20, 2020, due to Covid-19. It was announced that the decision would be effective until
the end of the year.

When it began to be understood that the pandemic was not going to end soon,
agreements started being made with digital platforms for some movies whose show dates
at movie theaters had been announced previously. The first major studio production to
come to home cinema without being shown at movie theaters was Trolls World Tour, which
broke records the first weekend it was made available (Box Office Turkiye, 2020f). Even
though the increase in movies being watched on digital platforms pleased film producers
and studios, the movie theaters objected to this situation (Box Office Turkiye, 2020b).

The fact that movies were made available on digital platforms at the same time
they came to movie theaters or a short time later was a contentious issue even before
the pandemic. Examples of this argument in previous years are the movie Rome (2018)
being broadcast on Netflix at the same time as it appeared in movie theaters, and the
movie Organize lsler 2: Sazan Sarmali (2019) being broadcast on Netflix two weeks after
coming to movie theaters. These arguments flared up again with the onset of the
pandemic. The movie 9 Kere Leyla (2020) was shown first on Netflix on December 4,
2020, because movie theaters, along with many workplaces, had been temporarily
closed down due to Covid-19 measures. While 2020 became one of the toughest years
for movie theaters, it saw digital platforms, which were already on the rise before the
pandemic, make achievements far in excess of their own goals.

Although it is thought that technological developments in recent years have damaged
the leadership of movie theaters in the field of showing movies, it is said that movie
theaters can be more effective during these times by using emerging technologies. In
the study entitled “technological change and managerial challenges in the movie
theater industry,” it is emphasized that both improving the quality of the cinema
experience and better adapting the experience to consumer tastes are ways to maintain
orincrease the market performance of movie theaters. The study says: “Future success
will depend on the ability of movie theaters to use new and emerging technologies to
improve the quality of the cinema experience and effectively ensure the economic
viability of the industry” (Weinberg, Otten, & Orbach et al., 2021, p. 259).

Although more and more movies are being watched on digital platforms with each
passing year, itis a fact underscored by many writers that going to the movies involves
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more than just watching a movie. Emphasizing that cinema has started becoming
independent of its unique tools (film, projector, curtain) and privileged location (movie
theater), Casetti (2011, p. 87), asks, “when we watch a film or something similar or
YouTube or on a cell phone, can we still call it cinema or is it now something else?”
(2011, p. 82). According to Akbulut (2014, p. 14), “going to the movies is not just about
watching a film; it is a social, political, and cultural experience in which one experiences
being an urban, ‘modern, acceptable citizen and practices belonging to a place (the
location), date (time), ideology, or class or‘the classless, non-privileged, huddled masses.”
Watching a movie, discussing it, and talking about cinema is also a social process, and
according to Jarvie (1970),“it is this phenomenon that makes cinema a social institution
like family, religion, or school” (Erkilig, 2009, p. 144).

The study entitled“Change in Movie Watching Experience”states that when audiences
watch movies in a movie theater, they attach importance to the venues where the movies
are shown and praise the collective viewing experience through the bond they form.
The study says:“The venue serves as a glue for combining the content of the movie with
the memories of watching the movie. The unique features of the movie theater ensure
that the lived experience is also coded as a special event” (Anadolu, 2020, p. 5099). As
a result of interviews with people who watched movies at the Cine Theatro Capitélio,
which was established in Brazil in 1928, it was determined that although most of them
did not have vivid memories of the movies they watched, they did remember their times
socializing with other people and their experiences at a particular event. According to
the study, “in this sense, despite the power exercised by the visible of film narratives,
what remained in the interviewees' minds were those memories related to space [venue]
and people who shared that space. In other words, when the memory is focused on the
movies, it demonstrates that the composition of the visual culture of a society goes
beyond the expectations of a particular variety of elements of more space than the
actual visual content” (de Sa Machado Jr, 2020, p. 486).

At this time when movie-watching habits are rapidly changing, influenced by the
Internet and digital platforms, movie theaters are making a great effort to survive.
The Covid-19 pandemic, which began in late 2019 and continued throughout 2020,
has resulted in the closure of many movie theaters that were already experiencing
financial difficulties. Many movie theaters, on the other hand, are trying to find ways
to stay in existence. At a time when there is little to no physical means of access for
movie lovers, movie theaters have seen their revenues slump or disappear completely.
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Many movie theaters are finding it hard to cover their existing location and personnel
overheads. When the numbers of viewers who went to the movies in 2019 and 2020
are examined, the harm caused to movie theaters by the pandemic can be more
clearly seen (Table 2). A total of 622 movies, including 404 new releases, came to
movie theaters in Turkey in 2019. The total number of viewers was 59,556,020,
generating a total revenue of TL 980,410,567 (Box Office Tiirkiye, 2020g). However,
in 2020 only 342 movies, including 177 new releases, came to theaters in 2020. The
total number of viewers was 17,415,304, generating a total revenue of TL 299,726,220
(Box Office Turkiye, 2020a). A similar situation can be seen in box-office figures all
over the world. The total global box-office revenue for 2019 came to $42.5 billion
and it is estimated that due to the effect of the pandemic, this figure will fall below
the $13 billion mark in 2020 (Box Office Tiirkiye, 2020d). Two studies have been found
investigating the effect of Covid-19 on movie theaters in 2020. The study by Kim
(2020, p. 1) examined the short-term effect of social distancing due to Covid-19 on
movie demand and box-office revenue in the Korean cinema industry. Acting on the
“fearonomic” concept (Bali, Stewart, & Pate, 2016), Ma, Kim, Cohen, and Neumann
(2020) tried to develop a checklist to help measure the economic effect of the fear
of infection and submitted a case study encompassing the losses suffered by movie
theaters in China during the Covid-19 pandemic.

During the Covid-19 pandemic, movie theaters found themselves faced with not
only economic hardships but also the danger of completely losing the communication
they had with cinema audiences. They needed channels with which they could establish
communication with movie lovers and maintain existing communication. Social media
became one of the most important communication channels for struggling movie
theaters at this time. This study investigates the use of social media by movie theaters
during the pandemic through the example of Cinemaximum movie theaters and
Twitter.

This study is unique in that through the example of Cinemaximum, it (1) shows
what changes were made by institutions to the way they communicate in the Covid-19
pandemic period; (2) identifies what messages were sent by movie theaters via social
media to their target audiences in the Covid -19 pandemic period; and (3) discusses
the use of social media by movie theaters, a topic that has been treated only to a limited
degree in the literature previously. Because of this, this study makes an important
contribution to the field.
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AIM AND METHODOLOGY

Twitter has approximately 326 million active users (We Are Social, 2020). As in other
social media applications, users on Twitter can post the messages they have prepared
for their own purposes whenever they want. The format and content features of the
posts provide information about the user who posted them. This can help us to understand
the topics in the content of the posts, the number of shares, the periods in which the
number of posts increase and decrease, and the poster’s purpose in using Twitter.

Aim

This study aimed to determine how social media, in particular Twitter, was used by
movie theaters during the pandemic. This study used content analysis and descriptive
analysis to examine the tweets shared by movie theaters and sought answers to these
questions:

1) Did the number of tweets shared by Cinemaximum during the pandemic (March
16 - December 15, 2020) change by month?

2) What were the most common themes in the tweets shared by Cinemaximum
before the pandemic (January 1 - March 15, 2020)?

3) When evaluated in terms of their themes, did the tweets shared by Cinemaximum
on Twitter before the pandemic (January 1 - March 15, 2020) change during the
pandemic (March 16 - December 15, 2020)?

4) For what purposes did Cinemaximum use Twitter during the pandemic (March
16 - December 15, 2020)?

Method

Cinemaximum is the movie theater chain with the most social media followers
among all the movie theaters in Turkey and uses social media effectively. In a study in
which they analyzed Cinemaximum’s posts on its Facebook account throughout October
2017, Korver and Keskin (2019) reported that Cinemaxium movie theaters actively used
their Facebook account as part of their marketing strategy.

This study first lists the movie theaters that have the highest number of followers
on Twitter. In Table 3 it can be seen that the movie theater with the most followers is
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Cinemaximum, Turkey’s largest movie theater chain. The tweets examined were all
accessed via Cinemaximum'’s official Twitter account (@cinemaximum). Tweets before
February 2020 were accessed using Twitter’s Advanced Search feature.

This study used descriptive and content analysis to analyze the data from all tweets
shared on Cinemaximum'’s Twitter account between January 1 and December 15, 2020.
Using the descriptive analysis method, “the obtained data are summarized and
interpreted according to previously determined themes” (Yildinm & Simsek, 2018, p.
239). “The aim of this type of analysis is to present the findings to the reader in an
organized and interpreted way. Later, these descriptions are explained and interpreted,
cause-effect relationships are examined and some conclusions are reached” (Yildinm
& Simsek, 2018, p. 240). The basic aim of content analysis is to find concepts and
relationships that can explain the gathered data.“The data summarized and interpreted
in descriptive analysis are subjected to a deeper process in content analysis, and
concepts and themes that cannot be noticed using a descriptive approach can be
discovered as a result of this analysis” (Yildinm & Simsek, 2018, p. 240).

The reason for examining tweets posted between January 1 and December 15,
2020, is that movie theaters in Turkey were temporarily closed on March 15 due to
Covid-19 measures. An attempt was made to determine what changes took place in
the posts on Twitter made after March 16. All the posts made on Twitter up to December
15, the last date covered by the study, were examined. To determine the changes that
took place after March 16, it is necessary to look at the posts made before this date. To
that end, the tweets shared in the two and a half months from the start of 2020 to
March 16 were included in the review. A total of 1,006 (n=1,006) tweets were examined
as part of the study - 300 from January 1 to March 15, 2020, and 676 from March 16 to
December 15, 2020 - to determine whether or not there were any changes between
the tweets for both periods.

To answer questions 2, 3,and 4, a code list containing the topic content of the tweets
was first determined. Then, each examined tweet was coded according to its content.
It was seen that a tweet could include multiple topics.

The author, with the help of a researcher, created the code list and coded the data.

The author and another researcher gave separate preliminary codes to a specific set
of data by deliberately working apart. Later, the created code lists were compared and
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it was seen that their results overlapped. In Table 5, all the tweets in the sample have
been coded using the created code list. “The reliability of the coding made this way
was calculated using the formula [Consensus/(Agreement + Disagreement) x 100]”
(Miles & Huberman, 1994, as cited in Kutluca, Birgin, & Glindiiz, 2018, p. 395). According
to this, the average reliability coefficient between the coders throughout the study
was calculated to be 91%.

This study is limited to the messages posted by movie theaters. The interaction rates
of the shared messages and the comments on the messages made by followers were
left out of the study. By focusing on the form and content of the messages, an attempt
was made to understand what messages the movie theaters wanted to transmit to
their followers.

Cinemaximum Movie Theaters

The number of movie theaters in Turkey was 2,424 in 1970, 755 in 1980, 354 in 1990,
606 in 2000, and 1,834 in 2010 (Oz & Ozkaracalar, 2020, pp. 4-6). It is seen that the
number of movie theaters in Turkey, which started to decrease in the 1980s, started to
increase again in the 2000s. According to TUIK 2019 Cinema and Theater Statistics, this
number was 2,826 as of 2019 (TUIK, 2020).

Cinemaximum movie theaters is Turkey’s largest cinema chain and operates as part
of the CGV Mars Entertainment Group (Cinemaximum, 2020). Founded in 2001 by
Menderes Utku and Muzaffer Yildinm, Mars Cinema acquired the Tepe Cinemaxx Group
in 2005 and AFM Cinemas in 2010 (Kuburlu, 2016). The merger of the Mars and AFM
groups was criticized for making the market oligopolistic (Ozdurak, 2020, p. 16) and
for strengthening monopolistic tendencies in the sector (Tiizlin, 2013, p. 105). The
company was sold to the South Korean CJ CGV Group for $800 million in 2016 (Kuburlu,
2016). Today, Cinemaximum operates 848 movie theaters and 97 cinema complexes
in 36 cities (Cinemaximum, 2020). Considering that according to Turkish Statistics
Authority figures for Cinema and Theater in 2019, there were 2,826 movie theaters in
Turkey in 2019, Cinemaximum’s weight among movie theaters in Turkey becomes
evident (Table 1).

The CGV Mars Entertainment Group (Cinemaximum, 2020) is criticized for being
active in three separate fields at the same time, operating in the cinema advertising
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sector with its own Mars Media and in the film distribution sector with Mars Distribution,
in addition to its cinema business operations. Stating that the company has, through
vertical integration, come to dominate the cinema sector’s entire value chain, Ozdurak
said, “with its strength in the show market, the CGV Mars Group can provide advantages
in terms of show dates and the number of weeks on show in its movie theaters for the
movies it distributes, produces, or imports” (2020, p. 16).

According to General Directorate of Cinemas figures, 19 firms distributed the movies
that were shown in 2019. Distribution for 2019 was shared as follows: CJNET, 36.79%;
UIP, 22.63%; CGV Mars Distribution, 16.84%; Warner Bros. International, 11.59%; and
TME, 5.7% (Kiltiir ve Turizm Bakanhigi, 2020). Ozdurak (2020, p. 13) reports that “CJNET
is controlled by CJ CGV's owner, the Korean CJ Group. Therefore, it may be seen as the
same enterprise.”

The largest movie theatre chain operator in Turkey, Mars Entertainment Group,
made the news in 2019 with allegations that it was using popcorn to keep ticket
prices high and giving movie producers a small cut (Sabah, 2009). The crisis that
erupted with postponing the showing of BKM’s Organize isler 2 - Sazan Sarmali,
scheduled for January 1, 2019, turned the promotional ticket campaign problem
between producers and movie theater owners into a heated argument. To protest
the sale of promotional tickets, the producers of movies that brought the highest
audiences to movie theaters in Turkey postponed the show dates of their new movies.
Show dates for the movies Organize Isler 2 - Sazan Sarmah (BKM), Recep ivedik 6
(Camasirhane Film), Karakomik Filmler: 2 Arada (CMYLMZ Fikir Sanat & NuLook
Production), and Mucize 2: Ask (Boyut Film) were postponed by their producers. The
crisis ended when Law No. 5224 on the Evaluation, Classification, and Support of
Cinema Films was amended and movies started being shown (Haberttirk, 2019). The
law states: “Movie theater operators will not be able to carry out subscription,
promotion, campaign, and bulk sales activities involving cinema tickets, except for
discounted ticket pricing, which will be determined by the contract to be made with
the film’s producer and, if any, the distributor” (Resmi Gazete, 2019). “Thus, all the
campaigns related to cinema tickets were banned and the sale of promotional tickets
was prevented without the permission of the film production company. Also,
restrictions were placed on the long commercials shown before the film, which is a
subject that attracts public reaction” (Baykal, 2020, p. 101).
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Although the movie theaters that opened in shopping malls received various
criticisms, it has also been claimed that shopping malls had an impact on the growth
experienced in the movie sector in Turkey since the early 2000s. The study says, “...
without the mall boom, the recent fast expansion in the movie sector in Turkey would
not be possible” (Yurtseven, 2020, p. 120).

FINDINGS

The study separately discusses the periods before and after March 16, 2020, when
movie theaters were closed down due to Covid-19. An attempt has been made to
determine how Cinemaximum’s posts on Twitter before March 16, 2020, changed
after this date. An attempt has also been made to determine the purpose of
Cinemaximum'’s use of Twitter by identifying the topics in the content of the posts,
the number of shares, and the periods in which the number of posts increased and
decreased.

Tweets Posted by Cinemaximum Movie Theaters Before the Pandemic

When the posts made on Cinemaximum'’s official Twitter account, @cinemaximum,
are examined in terms of topic, differences can be seen between those made before
March 16, when movie theaters in Turkey were closed down due to Covid-19, and those
made after this date. Nine different topics were detected in posts made between
January 1 and March 15, 2020. They are: 1- Movie showtimes and information about
the movie; 2- Links to purchase tickets; 3- Ticket prices, campaigns, discounts, gifts,
perks; 4-Special events taking place at the physical location; 5-Buffet shopping and the
popcorn menu; 6-Promotion of and links to other digital channels, announcements of
new communication channels and programs; 7-Contests, games, questions, puzzles,
messages promoting participation (tag your friend), humor, interesting information;
8-Movie theater technical features and amenities; 9-Holiday and other special occasion
messages, remembrance messages.

When Table 6 is examined, it can be seen that the topic covered the most in posts
made before the pandemic was “showtimes and information about the movie.” This
topic was seen in 84% of posts in January, 80% of posts in February, and 89% of posts
made between March 1 and March 15.
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Tweets Posted by Cinemaximum Movie Theaters During the Pandemic

In posts made after March 16, it can be seen that different topics came to the fore
on different dates. Information about Covid-19 learned over time and the change in
the number of cases led to different topics coming to the fore in social media posts
on different dates. The review detected 16 different topics in the tweets posted on
the Cinemaximum account between March 16 and December 15 during the pandemic.
When evaluated according to the date they first appeared in tweets, they are,
respectively:

Official Announcements Relating to Covid-19 Preventative Measures

The Cinemaximum account posted its first tweet about Covid-19 on March 16.
Opening with “Important announcement!,” the message read: “We are closing down
our movie theaters for a while as part of the measures being taken to counter the risk
of the spread of the coronavirus being seen throughout the world. Your health matters
a lot to us. We believe that we shall continue the film fun in our theaters where we left
off as soon as possible.” Similarly, three different posts were made on subsequent dates
(November 6, 18, and 20) explaining Interior Ministry precautionary decisions. These
posts support the organization’s public relations work.

Holiday, Special Occasion, and Remembrance Messages

Thefirst tweet posted by Cinemaximum following the official announcement about
the pandemic that it made on Twitter on March 16, was the message it posted on March
18 on the occasion of March 18 Canakkale (Dardanelles) Victory and Martyrs Remembrance
Day.

Atotal of 32”holiday and special occasion celebration and remembrance messages”
were posted between March 16 and December 15, 2020. Tweets about the birthdays
of many cinema celebrities and the anniversaries of their deaths were posted. Many
tweets were posted for special occasions widely celebrated in Turkey, such as Mothers'’
Day and Fathers’' Day. Tweets were also posted about special occasions that are not so
well known in Turkey, such as Laughter Day, World Running Day, Social Media Day, Best
Friends Day, and Story Telling Day, as well as days relating to cult cinema movies such

as Star Wars Day, Dinosaur Day, Superman Day, and Hobbit Day. The special occasion,
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death, and remembrance messages include the birthdays, the announcements of
deaths, and anniversaries of deaths of Turkish and world cinema celebrities such as
Turkan Soray, Ayhan Isik, Tarik Akan, Kemal Sunal, Adile Nasit, Daniel Radcliffe, Tom
Hanks, and Chadwick Boseman.

Another element that stood out in the holiday and special occasion messages, as
well as the death and remembrance messages, was that cinema movies were utilized
in the design of most of the messages. Of the 32 tweets in total posted after March 16,
11 of them were about cinema. Although 17 of them were not directly related to cinema,
they utilized movies. For instance, on Teachers' Day (November 24), a video was posted
showing photographs of key teacher characters from the movies, such as the teacher
Mr. Mahmut from Hababam Sinifi. Just four tweets had nothing to do with the cinema
in either form or content.

It can be seen that special occasion messages increased after March 16, when the
movie theaters closed, then began to fall again in July when preparations were being
made to reopen them.

Special occasion messages made up just 1% of tweets in January and February and
0.5% over March 1-15, but this rate increased to 14% over March 16-30, 26% in April,
19% in May, and 15% in June. This rate was seen to fall to 7% in July, 2% in August, 1%
in September, 3% in October, and 3% in November. An increase is clearly seen in special
occasion messages during the period the movie theaters were closed.

Furthermore, it was seen that of the 32 holidays and special occasions seen in tweets
posted between March 16 and December 15, only 10 were celebrated in 2019.

Special occasion messages emphasize that the organization and the target audience
are parts of the same society and share the same cultural codes. In days when health
problems that threaten all of mankind, such as coronavirus, emerge, messages that
emphasize the sense of togetherness are much more important than those for other
days. That the majority of the messages were about cinema shows that as a means of
communication the “Holiday and special occasion celebration and remembrance
messages” were designed in a way that fit the followers’ areas of interest. These posts
support the organization’s public relations work.
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Contests, Games, Questions, Puzzles, Messages Promoting Participation
(tag your friend, etc.), Humor, Interesting Information

Some of the tweets posted on the Cinemaximum account after the pandemic were
written using information and images from movies shown in the past. It was noticed
that game-making techniques were used and that they contained contests, games,
questions, puzzles, messages promoting participation, humor, and interesting
information. As it was seen that the fun element came to the fore in these posts, they
were placed in the “Fun” category. It is noteworthy that cinema, which forms the most
fundamental connection between Cinemaximum and its followers, was utilized when
the messages were created. In addition, the style used in these posts differs from that
used before the pandemic. Unlike most of the tweets posted before the pandemic that
contained news and/or sentences providing information, these tweets are seen to ask
questions and invite followers to share their comments and participate. For instance,
one tweet posted on March 30 says, “Write the first line that comes to mind when you
see this scene!”

A large proportion of the posts made before March 16 provide information about
the movies being shown (varies between 80 and 89%), links to facilitate ticket purchases
(varies between 33 and 54%), and posts in support of sales and marketing activities. It
became impossible to make such posts during the pandemic. The goal was seen to
shift to establishing communication and continuing existing communication with
followers.

Posts under the “Fun” category made up 1% of the tweets in January, 4% in
February, 0.5% over March 1-15 butincreased to 71% over March 16-30, 79% in April,
52% in May, 54% in June, and 40% in July. This rate was seen to fall to 2% in August,
5% in September, 8% in October, and 6% in November. It suddenly rose again to
77% in the first 15 days of December when theaters were closed down again. A clear
increase is observed in posts made under the Fun category when movie theaters
were closed.

Posts made during these stressful days when people need good morale more than
ever utilize the shared interest in movies when they are created and aim to establish
communication, continue previously established communication, and have fun together.
These posts support the organization’s public relations work.
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The Importance of Movie Theaters, The Privilege of Watching Movies in
Theaters, The Longing for Movie Theaters

It can be seen that posts emphasizing the importance of movie theaters and the
privilege of watching movies in theaters began being made during the pandemic. A
tweet posted on June 5 said that “watching a movie in a movie theater”is a“privilege,’
and expressed this using the verb “to miss:"“Even though we have taken a break from
watching movies in theaters, we have not forgotten the privilege of watching movies
in theaters. We will be together again soon. #OzlediysekSebebiVar (There is a reason
we miss it) #Cinemaximum.”

Messages about the importance of movie theaters, not seen until April, are observed
to make up 16% of posts in April, 19% in May, 11% in June, and 2% in July. These posts,
which were made over April-July when movie theaters were closed and not used after
August, support the organization’s public relations work. It is also noted that elements
evoking nostalgia are emphasized in these posts.

Movie Showings and Events Held by Cinemaximum Movie Theaters Before
the Pandemic

Tweets about past movie showings and events held by Cinemaximum were also
posted. The first tweet of this kind was posted on April 23. Stating “With our Cinema
for Everyone Project, we helped introduce thousands of our children to the movies,’
the tweet included photographs showing children who had come to a movie theater
for the first time as part of this social responsibility project in crowded groups inside
the theater and the foyer area.

Posts made under the category “Past Cinemaximum Events”were seen in April (11%),
May (11%), June (7%), July (7%), and August (1%). These posts, which are clearly seen
to have intensified when the movie theaters were closed, support the organization’s
public relations work.

Movie Theater Technical Features and Amenities

The fall in the number of coronavirus cases in May was accompanied by talk about
reopening the movie theaters soon. In parallel with this, tweets began to be seen in
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May aimed at fulfilling market objectives. Emphasis began being placed again on
Cinemaximum movie theaters’ technical features and amenities. A tweet posted on
May 6, together with photographs of comfortable seats in the Gold Class, 4DX, Premium
Cinema, and Sky Auditorium theaters said this: “The seats | need when working from
home. Which one would you like to sit in with a laptop?”

These kinds of posts made up between 0.5 and 9% of the tweets made in January,
February, March 1-15, May, June, and July. No posts of this kind were seen in the period
March 16-30, immediately after the decision to close down movie theaters was made,
in April and May, or between December 1 and 15. It can be seen that these kinds of
posts peaked between August and November when the movie theaters reopened after
the pandemic. The proportion of these posts was seen to be 22% in August, 15% in
September, 13% in October, and 10% in November.

It can be said that the purpose of posts focusing on the technical features and
amenities that can only be found in movie theaters was to attract movie audiences back
to movie theaters at this time when moviegoers were still afraid to go to the movies for
fear of the disease, even though the theaters had reopened. These posts support the
organization’s advertising and promotional activities as part of its marketing work.

Promotion of and Links to Other Digital Channels, Announcement of New
Communication Channels and New Programs

It was announced on Instagram on May 8 that a new live program was about to be
made called’Film Gibi Muhabbetler' (Movie Talk). The videos for all these live broadcasts
were uploaded to YouTube with links posted on Twitter. It is noteworthy that all the
guests on the program were leading actors in movies that came to the theaterin 2019
or 2020 or their directors. Guests included ibrahim Biiyiikak and Onur Buldu from Bayi
Toplantisi, Cem Gelinoglu from Aykut Eniste, Caner Ozyurtlu from Biz Béyleyiz, ilker Ayrik
from Miistakbel Damat, Murat Cemcir from Baba Parasi, Toygan Avanoglu from Hababam
Sinifi-Yaz Oyunlari, and Yasemin Sakallioglu from Zengo. It can be seen that the aim of
these programs was promoting the films that were expected to come to movie theaters
first when they reopened.

Furthermore, movies were shown for free on YouTube over Ramadan when the
movie theaters were closed.
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It is also seen that the channels used by Cinemaximum before the pandemic
continued to be used, albeit with different features and means during the pandemic.
In addition to this, Cinemaximum opened two new digital channels during the pandemic.
These are the Cinemaximum Blog and Cinemaximum TikTok account.

An increase was also seen in Cinemaximum’s posts to different digital channels
other than Twitter, particularly in May (21%), June (26%), and December 1-15 (15%)
when movie theaters were closed. These posts support the organization’s public relations
work.

Movie Showtimes and Information About The Movie

With the fall in the number of coronavirus cases in May, people hoped that life was
going to return to normal and that movie theaters were going to reopen soon. The first
tweet about movies planned to come to movie theaters after the epidemic was posted
on May 12.

It can be seen that the topic most tweeted when the movie theaters were open was
information about films being shown or coming to theaters. Movies were the topic
covered most in tweets in January (84%), February (80%), March 1-15 (89%), August
(61%), September (75%), October (74%), and November (81%) (Table 6). These posts
support Cinemaximum’s advertising and promotional activities as part of marketing
work for movies for which tickets were being sold.

Ticket Prices, Campaigns, Discounts, Gifts, Perks

In the tweet about the live broadcasts on Instagram, it was announced that a
campaign was being prepared in cooperation with a fizzy drink brand. The message
said that surprise gifts would be given to 10 people who correctly answered the
questions asked by the moderator.

It can be seen that similar campaigns and other marketing work intensified when the
movie theaters were open. These posts were made at a rate of 38% in January, 36% in
February, and 15% over March 1-15, but not at all over March 16-30, in April, or in May. They
went back up to 13% in June but back down to zero in July. When the movie theaters
reopened after the pandemic, they reached 46% in August, 48% in September, and 25%
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in October, peaking at 55% in November but falling back to zero over December 1-15 when
the theaters were closed again. These posts support the organization’s marketing work.

Latest News from The Movie Industry

Tweets on the latest developments in the movie industry were also posted. One
tweet, posted on June 8, said: “We have great news for fans of this series! Plans are
under way to restart filming of Mission Impossible 7 in September 2020!"

It can be seen that these posts began in June (5%) when the reopening of movie
theaters was being discussed and when preparations for reopening had begun, they
continued in July (9%) and August (1%), none at all were made between September
and November, and they resumed over December 1-15 (23%). These posts take their
cue from the movie industry, send the message that life has started returning to normal,
and support the idea that movie theaters are going to reopen. These posts support
the organization’s marketing work.

Buffet Shopping and The Popcorn Menu

With the onset of summer and a perceived fall in Covid-19 cases, expectations grew
that movie theaters were going to reopen. During this time, preparations began to
reopen movie theaters and various campaigns mentioned gifts that could be given
once theaters were open. A tweet posted on 9 June said: “Cinemaximum is giving away
large popcorn menus to 10 lucky followers of the Movie Talk program!”It can be seen
that these posts intensified when the movie theaters were open, peaking in August
(16%) and September (21%). These posts support the organization’s marketing work.

Preparations for Reopening Movie Theaters and Announcements

A tweet posted on June 11 said: “We are going to see each other again soon at the
movies where popcorn meets Coca-Cola, science fiction meets adventure, and movie
lovers meet people in love! #0zlediysekSebebiVar #Cinemaximum.’ A tweet posted on
July 3 announced the Cinemaximum movie theaters were going to open on August 7.
The tweet said: “We miss each other so much. The longing is over. We meet on August
7. We can’t wait to meet you again with that same thrill in our movie theaters!
#0zlediysekSebebiVar #AgustostaKavusuyoruz (Back in August) #Cinemaximum.”
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It can be seen that these posts began in June (11%) when talk about the reopening
of movie theaters was at its highest and when preparations were being made, peaking
in July (82%). At the same time, the topic covered the most in posts in July was“Preparations
for reopening movie theaters and announcements.” These posts continued in August
(12%) and September (1%). These posts support the organization’s marketing work.

Online Survey

An online survey was held on June 23.The posted tweet said, “Not long now, waiting
for July! We invite you to take part in our survey on movie-going habits! Your ideas
matter to us! To take part in the survey: Go to https://bit.ly/319pFgL #0OzlediysekSebebiVar
#AgustostaKavusuyoruz #Cinemaximum” A total of five tweets were found using similar
expressions: one in June, two in July, and two in September. As was clearly stated in
the tweet, the goal of the online surveys posted by Cinemaximum movie theaters on
social media was to gather information about audiences’ movie-going habits. These
posts support the organization’s public relations work.

Hygiene Measures

When it became certain that movie theaters were going to open on August 7, tweets
began being posted mentioning the hygiene measures being taken so that movie lovers
could go to movie theaters without worrying about Covid-19. A tweet posted on August
2 said: “We frequently disinfect our theaters so your movie enjoyment can get off to a
good start. We took all hygiene precautions when we opened, and we're waiting for you.”
Tweets emphasizing contact-free payment technologies were also posted.

It can be seen that these posts were made only in August (19%), September (10%),
October (12%), and November (9%), when the theaters reopened after the pandemic.
These posts support the organization’s marketing work.

Links to Purchase Tickets
Links directing Twitter users to the ticket purchase page on Cinemaximum’s official
website began being embedded in tweets again in August. With the ticket purchase

links coming back into use on August 7, Twitter started being used for sales purposes
just as it had before the pandemic. It can be seen that these posts were only made in
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January (54%), February (33%), March 1-15 (38%), August (20%), September (25%),
October (39%), and November (46%) when movie theaters were open. These posts
support the organization’s marketing and sales work.

Latest Events Organized at The Physical Location

These posts made in January (17%), February (7%), and March 1-15 (9%) were not
made at all after March 16 except for the tweet made on October 7 announcing the
first movie gala to take place after the pandemic. The tweet said: “Our first gala at
Cinemaximum in a long time was both hygienic and with social distancing! The fun
comedy Aile Hiikiimeti comes to theaters on Friday. Don’t miss it! Purchase tickets at:
https://bit.ly/3deFhDR #AileHUklUmeti #cinemaximum.” Another movie gala that took
place at a physical location was also found between March 16 and December 15, 2020.
These posts support the organization’s advertising and promotional activities as part
of its marketing work.

DISCUSSION AND CONCLUSION

The first research question was, “Did the number of tweets posted by Cinemaximum
movie theaters during the pandemic (March 16 to December 15, 2020) change by
month?”According to the study, the number of tweets posted by Cinemaximum movie
theaters during the pandemic (March 16 to December 15, 2020) did change by month.
The number of tweets on Cinemaximum'’s official account in March was 63% less than
in February. To be able to continue posting on social media after the pandemic is the
first step in ensuring continuity of communication with social media users. Communication
at this time, when opportunities for people to get together in a physical location had
dwindled or gone away altogether in some situations, continued via social media.
When looking at the change in the numbers of monthly tweets posted compared with
the previous month, it can be seen that they fell by 65% in April and increased by 226%
in May, when expectations of reopening movie theaters began torise. It was seen that
the number of tweets fell by 2% in June and by 26% in July, then increased by 187%
in August when Cinemaximum movie theaters reopened. It was determined that the
number of tweets continued to rise in September (13% increase), reaching the pre-
pandemic level before falling again after October. The number of tweets was seen to
fall by 14% in October, by 45% in November when theaters were closed for a second
time, and by 73% in the first 15 days of December (Table 4). The fact that the number
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of tweets posted fell when movie theaters were closed, rose during the month when
there was a possibility of them reopening (May), reached pre-pandemic levels in the
months when they were open again (August, September, and October), then fell
suddenly in the month when they were closed down again (November) supports the
idea that Cinemaximum used its Twitter account primarily for sales and marketing
purposes (Figure 11).

The second research question was, “What were the most common themes in the
tweets posted by Cinemaximum before the pandemic?”The study identified nine topics
in posts made between January 1 and March 15,2020. These were: 1-Movie showtimes
and information about the movie; 2-Ticket purchase link; 3-Ticket prices, campaigns,
discounts, gifts, perks; 4-Special events organized at the physical location; 5-Buffet
shopping and the popcorn menu; 6-Promotion of and links to other digital channels,
announcement of new communication channels and programs; 7-Competitions, games,
questions, riddles, messages promoting participation (tag your friend, etc.), humor,
interesting information (prepared using information about movies and images of
movies); 8-Movie theater technical features and amenities; 9- Holiday and special
occasion celebrations and remembrance messages. The topic covered the most in the
tweets posted by Cinemaximum movie theaters, at 83%, was seen to be “Movie
showtimes and information about the movie!” The other topics covered the most in
posts were seen to be “Ticket purchase link” and “Ticket prices, campaigns, discounts,
gifts, and perks."These results support the idea that before the pandemic, Cinemaximum
used its Twitter account primarily for sales and marketing purposes.

The third research question was, “When evaluated in terms of their themes, was
there any change in the tweets posted by Cinemaximum on Twitter before the pandemic
(January 1 - March 15, 2020) and those posted during the pandemic (March 16 -
December 15, 2020)?"The study found that when investigated on a topic basis, there
was a change between the tweets posted on Cinemaximum'’s Twitter account before
the pandemic (January 1 - March 15, 2020) and those posted during the pandemic
(March 16 - December 15, 2020). It was also seen that seven other topics were added
to the topics in tweets posted during the pandemic. These were: 1-Official announcements
about coronavirus measures, 2-The importance of movie theaters, the privilege of
watching movies in theaters, the longing for movie theaters, 3-Past movie showings
and events at Cinemaximum movie theaters, 4-Current developments in the movie
industry, 5-Preparations for reopening the movie theaters and announcements, 6-Online
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survey, 7-Hygiene measures taken due to the coronavirus. The topics covered most
during the pandemic were “Contests, games, questions, puzzles, messages promoting
participation (tag your friend, etc.), humor, interesting information” in March (16-30)
(71%), April (79%), May (52%), and June (54%); “Preparations for reopening the movie
theaters and announcements”in July (82%); “Movie showtimes and information about
the movie” in August (61%), September (75%), October (74%), and November (81%)
when movie theaters reopened; and “Contests, games, questions, puzzles, messages
promoting participation (tag your friend, etc.), humor, interesting information” in
December (1-15) (77%), when the theaters were closed down again. These results
support the idea the Cinemaxium used its Twitter account primarily for sales and
marketing purposes. When movie theaters were closed, the purpose changed from
sales and marketing to establishing communication or continuing existing
communication.

The element of nostalgia comes to the fore in posts under the topics“The importance
of movie theaters, the privilege of watching movies in theaters, the longing for movie
theaters”and“Past movie showings and events at Cinemaximum movie theaters” Many
of the tweets under the topic“Contests, games, questions, puzzles, messages promoting
participation (tag your friend, etc.), humor, interesting information” were made using
images from movies that were shown in the past. In short, it was seen that nostalgia
was used in the tweets.

In the Turkish Language Institute Dictionary of Current Turkish, the word “nostalgia”
has two meanings (TDK, 2020): 1. The sense of longing for fine things that remained
in the past and being overwhelmed by this feeling; a love of the past; living the past
today. 2. The sense of seeking refuge in the past; a love of the past; living the past today
due to the fear of change.

Watching movies in movie theaters together with other people used to be a natural
part of our lives, just like many other activities, but with the pandemic, it suddenly
became unattainable. At this time, when what was natural has become impossible,
going to the movies has become a treasured activity remembered with longing just
like anything else that is lost. What was lost here is not just going to the movie theater.
What was suddenly lost is one of the symbols of living in a society and socializing.
Tweets about“The importance of movie theaters, the privilege of watching movies in
movie theaters, and the longing for movie theaters” and “Movie showings and events
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that took place in Cinemaximum movie theaters in the past”began being posted during
the pandemic with the purpose of emphasizing the importance of movie theaters for
society.

Furthermore, attempts were made to instill confidence in followers by emphasizing
in tweets that the risks posed to society by the Covid-19 pandemic were known and
that the necessary precautions were being taken and work done. Tweets about “Official
announcements regarding coronavirus precautions,’ “Preparations to reopen movie
theaters and their announcements,””Online survey,”and “Hygiene measures taken due
to the coronavirus” began being posted during the pandemic with the purpose of
explaining to target audiences what Cinemax was doing to adapt to the sudden change
in circumstances and to ensure they would come back to Cinemaximum with peace
of mind when the movie theaters reopened.

The fourth research question was, “For what purposes did Cinemaximum use Twitter
during the pandemic (March 16 - December 5, 2020)?” The study showed that in the
second half of March and in April, May, and June, when communication was rapidly
transitioning from physical locations to the digital realm, Cinemaximum'’s Twitter
account was used first to continue the communication that had been established with
the target audience in the past. This is why it was seen that the tweets posted at this
time were mostly in support of the organization’s public relations work. Starting in
May, when expectations of reopening began to rise, messages in support of marketing
work, just like before the pandemic, began being posted again. Twitter was seen to be
used for ticket sales in that tweets posted over August-November, when Cinemaximum
movie theaters were open again, contained links for purchasing tickets. The number
of tweets fell after November 21, when theaters were closed down a second time, but
did not go away completely. Thanks to this, Twitter continued to be one of the most
important tools providing communication between Cinemaximum and its followers.

Also worthy of note is the fact that topics not seen before the pandemic appeared
in tweets posted during the pandemic. Tweets began being posted that emphasized
the importance for society of movie theaters, which had been engaged in fierce
competition with digital platforms due to technological developments in recent years,
were struggling to survive, and had to close their doors due to the global pandemic.
These tweets also recalled the memorable moments experienced in movie theaters in
the past. Furthermore, the tweets carried messages emphasizing that Cinemaximum
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was aware of the seriousness of the pandemic and was taking the necessary precautions,
and that movie-lovers could return to Cinemaximum with peace of mind when the
theaters were open.

The study “A Descriptive Analysis of the Use of Twitter by Cinemaximum Movie
Theaters During the Covid-19 Global Pandemic” reveals that social media can acquire
new functions by adapting to new conditions emerging in different periods. Organizations
use social media for their primary purposes. When the conditions change, the primary
objectives of the organizations also change, and in this regard, they continue to use
social media in line with the new conditions and new purposes. When considered from
this perspective, itis seen that social media can offer flexibility in use and serves different
purposes under different conditions. Social media, which is one of the fastest and most
economical means of interacting with the target audience, allowing direct communication
between the organization and its target audience without time and place restrictions,
also became one of the most important tools for communication during the global
pandemic. The most important benefit of social media for movie theaters during the
pandemic was that it allowed them to communicate with their target audience 24
hours a day, despite having to close their doors. Thanks to social media, movie theaters
were able to continue conveying their messages to moviegoers during the pandemic.
Cinemaximum emphasized the beauty of the days when movie theaters were open
with its messages on social media during the pandemic, tried to revive the memories
of movie theaters, which have a great importance in our collective memory, and
reminded people of the importance of movie theaters and the services they provided
in the past. Another important benefit of social media is that it provides reassuring
messages to ensure that moviegoers come back to movie theaters without fear when
the theaters open. In addition, it is known that social media is a tool with which a lot
of information about the target audience can be obtained. The number of likes, retweets,
and comments and the content of the comments provide organizations with much
important information about the target audience. Aside from this, Cinemaximum tried
to understand the effects of the global pandemic on movie lovers with the online
survey it posted on Twitter. Therefore, it is seen that during the pandemic, Cinemaximum
used social media to obtain information about its target audience. It is also seen that
social media plays a very important role in the communication work of movie theaters
that have had to close their doors during the pandemic. However, although it is free
to open an account in social media applications, the fact that a professional staff and
budget are needed to use these accounts effectively should not be overlooked. It is
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not easy for independent movie theaters to use social media as effectively as
Cinemaximum. This situation can be understood more clearly when it is considered
that Cinemaximum, Turkey's largest movie theater chain, has the most followers on
social media. However, for independent movie theaters to overcome these difficult
times, it will be important for them to make effective use of social media, which is much
more economical compared with other communication tools and provides direct
communication with the target audience 24 hours a day.

In a study that aimed to compile and evaluate the literature covering national
research, studies, articles, and publications on movie theaters, viewing experiences,
and audiences, increasing interest in the field was seen (Cam & Yiiksel, 2020, p. 617). It
has been determined that many studies on movie theaters during the Covid-19 global
pandemic period have been made. These studies discussed the movie watching
experience (de S4 Machado Jr, 2020), “historical economic geographies of film exhibition
in Turkey and Istanbul since 1970” (Oz & Ozkaracalar, 2020), “enlargement and
transformation of the movie theater industry in Turkey after 2000” (Yurtseven, 2020),
“the oligopolistic structure of the Turkish cinema industry after mergers and acquisitions”
(Ozdurak, 2020), “the latest amendments on Cinema Law No. 5224” (Baykal, 2020),
“technological change and managerial challenges in the movie theater industry”
(Weinberg, Otten, Orbach, et al., 2021), and “the change in the movie watching
experience” (Anadolu, 2020) .

Two studies on Covid-19's impact on movie theaters have been identified. These
studies examined the effects of Covid-19 on the Korean movie industry (Kim, 2020)
and the Chinese movie industry (Ma, Kim, Cohen, & Neumann, 2020).

The study entitled “A Descriptive Analysis of the Use of Twitter by Cinemaximum
Movie Theaters During the Covid-19 Global Pandemic,” on the other hand, examines
movie theaters in terms of social media use during the Covid-19 global pandemic, and
draws attention to a dimension not covered in previous studies. Although movie
theaters have been studied in many different aspects so far, only one study examining
their use of social media has been found. No source has been found other than the
study in which the posts on Cinemaximum'’s Facebook account were analyzed (Korver
& Keskin, 2019). Social media is also an important communication tool for movie theater
operators. Creating a profile and sharing messages on social media, which is one of
the most important communication tools during the global pandemic, when face-to-
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face communication with the target audience is no longer possible, is free and can be

used by small businesses as well. For this reason, how social media is used by movie

theaters is one of the issues that need to be investigated.

The results of this study are significiant in three ways:

1)

2)

268

Huge changes took place during the Covid-19 pandemic in the way people
communicate. The study shows what changes were made during the Covid-19
pandemic by organizations in the way they communicate, using Cinemaximum
movie theaters as an example. While people and organizations continued to use
the digital communication channels they had used before the pandemic, they
also started using different digital communication channels.

The study is also important in that it shows how movie theaters, already
experiencing hardships despite occupying an important place in our social
memory, coped with the pandemic and identifies what messages they tried to
convey to the target audiences at this time via the social media app known as
Twitter. Apart from being places where movie lovers can watch current or specially
selected movies at high quality, and where the movie industry can make its
highest income by showing movies to audiences, movie theaters are places
where people socialize and communicate with one another thanks to movies.
The future of movie theaters has begun being debated due to the rapid spread
in recent years of the Internet and digital platforms, and the increasing ease of
access to movies outside movie theaters. Already fighting the adverse effects of
digital platforms, movie theaters have also started to combat the adverse effect
of the pandemic. In 2020, when people were totally unable to go to movie
theaters because of the pandemic, or if they could it was only with many
restrictions, box-office earnings in Turkey fell by 70% compared with 2019. Their
physical locations now unusable or usable only in a very restricted fashion, movie
theaters have had to use the Internet and social media more than ever to
communicate with their target audiences. The messages posted on social media
at this time have been treated as documents reflecting how movie theaters
coped with the pandemic.

The topic codes identified in the tweets were classified under 16 different
categories in the study. It was seen that three different topics came to the fore
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at different times. It was seen that the topics tweeted the most were those under
the category “Movies” when theaters were open, “Fun” when they were closed,
and“Preparations to reopen movie theaters”in July when preparations to reopen
theaters were being made (Figure 12). Even though every tweet can fulfill more
than one function, it can be said that the tweets in the “Movies” and “Preparations
to reopen movie theaters” categories were mainly for advertising and promotional
purposes as part of marketing work and that tweets in the “Fun” category were
for public relations to maintain communication previously established with the
target audience (Table 6).

3) Although many scientific studies involving movie theaters have been made,
studies examining movie theaters’ use of social media are limited. No studies
were found on movie theaters'use of social media during the Covid-19 pandemic.
Analysis of how movie theater operators, which rank among those organizations
that are using social media with its rapidly increasing number of users, has the
potential to yield important information regarding their activities and their goals.
This study draws attention to this potential and sets an example.

The descriptive analysis method and content analysis technique were used to
examine the posts made by Cinemaximum movie theaters on Twitter. In future
studies, holding interviews with movie theater operators regarding the purposes
for which social media was used by movie theaters during the pandemic and
what functions it fulfilled during this period compared with previous periods
will help provide a clearer understanding of the importance of social media for
movie theaters.
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TABLES AND FIGURES
Table 1: Number of Movie Theaters in Turkey, Movies Shown, and Viewers, 2019
Year Number Number Number of movies shown Number of viewers
of movie | of seats Total Turkish Foreign Total Turkish Foreign
theaters movie movie movie movie

2019 2826 337914 68 386 29 064 39322 | 56479209 |32331764 | 24 147 445

Source: Turkish Statistical Institute (TUIK), https://data.tuik.gov.tr, 2020, June 16

Table 2: Total Number of Movies Shown in Movie Theaters in Turkey in 2019 and 2020, Total Number of Viewers,
Total Revenue

Year Total number of Number of new movies | Total number of Total revenue
movies that came to that came to movie viewers
movie theaters theaters
2019 622 404 59.556.020 980.410.567 TL
2020 342 177 17.415.304 299.726.220TL

Source: boxofficeturkiye.com, boxofficeturkiye.com/yillik, Access Date:2020, December 1
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Table 4: Distribution of Tweets Posted on Cinemaximum’s @cinemaximum Official Twitter Account in 2020

(January 1- December 15) by Month

Date Total Number of Tweets
January 136
February 147

March, 1-15 47
March, 16-31 7

April 19

May 62

June 61

July 45

August 129
September 146
October 125
November 69
December, 1-15 13
Total 1006

Source: Cinemaximum’s official Twitter account @cinemaximum, Access Date: December 16, 2020

Table 5: Descriptive Code Data for Tweets Posted on Cinemaximum'’s Official Twitter Account @cinemaximum
between January 1 and December 15, 2020.

CATEGORY TOPICS’ DESCRIPTIVE CODE TYPE

1 Movies Movie showtimes and information about the movie

2 Ticket Sales Ticket Sales link

3 Discounts and Campaigns Ticket prices, campaigns, discounts, gifts, perks

4 Latest Events The latest events arranged at the physical location

5 Buffet Shopping Buffet shopping and the popcorn menu

6 Digital Channels Promotion of and links to other digital channels, announcements
of new communication channels and programs

7 Online Survey Online Survey

8 Fun Contests, games, questions, puzzles, messages aimed at participa-
tion (tag your friend, etc.), humor, interesting informations

9 Theater features The movie theater's technical features and amenities.

10 | Special Occasion Message

Holiday and special occasion celebration and remembrance mes-
sages

1 Official COVID-19 Announcement

The official COVID-19 announcement

12 | Importance of Movie Theaters

The importance of movie theaters, the privilege of watching
movies in theaters, the longing for movie theaters

13 Past Cinemaximum Events

Past movie showings and events at Cinemaximum movie theaters.

14 | Movie Industry Agenda

Latest news from the movie industry

15 | Theater Opening Preparations

Preparations for reopening movie theaters and announcements

16 | Hygiene Measures

Hygiene measures taken due to the coronavirus
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Figure 1: Tweet Posted on March 16, 2020

Cinemaximum
@cinemaximum

Onemli duyuru! A

Tim dinyada gorilen koronaviris salgininin
yayilma riskine karsi alinan énlemler
kapsaminda sinema salonlarirmizi bir

sureligine kapatiyoruz.

Sagliginiz bizim icin ok degerli.

En kisa slrede salonlarimizda film keyfine
kaldigimiz yerden devam edecegimize
inaniyoruz.

O 10:34 - 16 Mar 2020 - Twitter for Android
13 Retweet 4 Alint Tweet 86 Begeni

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 2: Tweet Posted on April 1,2020

Cinemaximum @cinemaximum - 1 Nis i
Herkesin iyi ki sinemada izlemigim dedigi filmler vardir. & @5tz onlardan

bazilan! Peki seninki hangisi? £ &

< i Ki SINEMADA ZLEMigiM %
DEDIKLERIN

® KIS UYKUSU
@1 | 396 goruntilenme

Q2 o Qs u

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Figure 3: Tweet Posted on May 28, 2020

Cinemaximum @cinemaximum - 28 May
Sinemanin bize yagattigi pek gok duyguyu buginlerde gok szledik. W %

Peki yan yana oturup filmi izlerken ayni misirdan yemeyi &zleyenler burada
mi? #0z ebilVar #Cinemaximum

® o liziEdigsEk
- Sa_gélﬁ
Wil

Ayni kaptan
, misir yemeyi

OZLED|YSEK
SEBEB] VAR!

008 346 gorintilenme

Q L3

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 4: Tweet Posted on June 3, 2020

@ Cinemaximum
@cin ximum

Bugiin Diinya Kosu GUndi. 3, 4, Sinemalar acilsa da
bekledigim filme bdyle gitsem diyenler?
#0zlediysekSebebiVar #Cinemaximum

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Figure 5: Tweet Posted on June 28, 2020

Cinemaximum
@cinemaximum
we
Yillar

Matrix 4'tin ¢ekimleri yeniden basladi bile. & 5
sonra bu efsaneyi tekrar izlemek icin heyecanlananlar?
% OzlediysekSebebiVar #Matrix4 #Cinemaximum

4

[+ .
b
08 3:12 - 28 Haz 2020 - Twitter for iPhone
6 Retweet 4 Alinti Tweet 80 Bedeni

Q n Q a

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 6: Tweet Posted on July 20, 2020

Cinemaximum @cinemaximum - 20 Tem 2020
Yirekleri sinema igin atanlar; déniyoruz! 2% &

7 Agustos'ta bulusuyoruz; birlikte heyecanlanmaya, ajlamaya, galmeye
kaldigimiz yerden devam ediyo gustostaKavuguyoruz

Cinemaximurm

Q1 T Qe i

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Figure 7: Tweet Posted on August 12, 2020

e Cinemaximum

Cinemaximum'larda gorilen hijyen operasyonlan
filmleri aratmiyor! ®® ®¥®Temas edebileceginiz her yeri
dezenfekte ediyor, calismalarimizi her seanstan sonra
tekrarliyoruz. % % Detayh bilgi: bit.ly/2PJSHNf
#Cinemaximum

StK ARALIKLARLA
Dt .IFEKTAN
SIKIYORUZ.

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 8: Tweet Posted on October 7, 2020

Cinemaximum
@cinemaximum

Cinemaximum’da uzun zaman sonra gerceklesen ilk
galamiz, hem cok hijyenik hem de sosyal mesafeliydi!
™ Eglenceli bir komedi filmi Aile Hiikiimeti, bu
cuma vizyonda. Kagirma! [y & Bilet almak igin:
bit.ly/3deFhDR

#AileHikumeti #cinemaximum

OS 10:04 - 7 Eki 2020 - Twitter for iPhone

1Retweet 11 Begeni

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Figure 9: Tweet Posted on November 24, 2020

Cinemaximum @cinemaximum - 24 Kas 2020 Lol
Bagdgretmenimiz Mustafa Kemal Atatiirk basta olmak tzere tim
&gretmenlerimize sayg! ve sevgilerimizle. .|, Sinemanin unutulmaz

agretmenleri ile 24 Kasim Ogretmenler Gaind Kutlu Olsun! 5 55

#24KasmOgretmenle

i #Cinemaximum

HABABAM SINIFI - MANMUT HOCA

0:02 <L

Q (e ls

&

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 10: Tweet Posted on December 22, 2020

Cinemaximum @cinemaximum - 22 Ara 2020
2020 bitiyordur... #Cinemaximum

Lo
. i ’

7
011 592 génintiilenme J_f 3‘_}2
Q Tl 2 Q1 T

Source: Twitter/cinemaximum, Access Date:2020, December 1

Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 241-280
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Figure 11: Distribution of Tweets Posted on Cinemaximum’s @cinemaximum Official Twitter Account in 2020
(January 1- December 15) by Month

Total Number of Tweets

o o

JANUARY  FEBRUARY  MARCH APRIL MAY JUNE Jury AUGUST  SEPTEMBER OCTOBER NOVEMBER DECEMBER,
115

Figure 12: Total Number of Tweets Posted on Cinemaximum'’s Official Twitter Account @Cinemaximum
Between January 1 and December 15, 2020, and Distribution of The Three Topics Covered Most Proportionally
in The Tweets by Months
160
140
120
100
80
60
40
20

—@-—Tweet about “Movie showtimes and information about the movie"

- Tweet about “Contests, games, questions, puzzles, messages aimed at
participation (tag your friend, etc.), humor, trivia"

—0-Tweet about “Preparations for reopening movie theaters and
announcements"”

—@—Number of Total Tweets
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DERGINiN TANIMI

Connectist: Istanbul University Journal of Communication Sciences, hakemli, acik erisimli ve yilda iki
kere Haziran ve Aralik aylarinda, 1992 yilindan beri yayinlanan uluslararasi, bilimsel bir dergidir.
Dergiye yayinlanmast icin génderilen bilimsel makaleler Tiirkce ya da ingilizce olmalidir.

AMAC VE KAPSAM

Connectist: Istanbul University Journal of Communication Sciences, iletisim konusunda sistemler,
kuramlar, yontemler ve uygulamalara odaklanir. Akademik arastirmacilar, iletisim profesyonelleri ve
iletisim politikasi belirleyicilerine ydnelik bilimsel bilginin paylasildigi global bir platform olusturmak
icin iletisim konusunu cesitli acilardan ele alan orijinal arastirma, derleme,olgu sunumu ve kitap
incelemesi yazilari yayinlar. iletisim konusuyla ilgili ve derinlikli yorumlar iceren antropoloji, felsefe,
tarih, siyaset bilimi, psikoloji ve diger alanlardan da katkilara agiktir. Akademisyenler, arastirmacilar,
profesyoneller, 6grenciler ve ilgili mesleki, akademik kurum ve kuruluslar derginin hedef kitlesini
olusturur.

EDITORYAL POLITIKALAR VE HAKEM SURECI
Yayin Politikasi

Dergiye yayinlanmak Uzere gonderilen makalelerin icerigi derginin amacg ve kapsami ile uyumlu
olmalidir. Dergi, orijinal arastirma niteligindeki yazilari yayinlamaya dncelik vermektedir

Genel ilkeler

Daha 6nce yayinlanmamis ya da yayinlanmak lizere baska bir dergide halen degerlendirmede
olmayan ve her bir yazar tarafindan onaylanan makaleler degerlendirilmek tizere kabul edilir.

On degerlendirmeyi gecen vyazilar iThenticate intihal tarama programindan gecirilir. intihal
incelemesinden sonra, uygun makaleler Editor tarafindan orijinaliteleri, metodolojileri, makalede
ele alinan konunun 6nemi ve derginin kapsamina uygunlugu agisindan degerlendirilir.

Bilimsel toplantilarda sunulan 6zet bildiriler, makalede belirtilmesi kosulu ile kaynak olarak kabul
edilir. Editor, gonderilen makale bigcimsel esaslara uygun ise, gelen yaziyi yurticinden ve /veya
yurtdisindan en az iki hakemin degerlendirmesine sunar, hakemler gerek gérdiigi takdirde yazida
istenen degisiklikler yazarlar tarafindan yapildiktan sonra yayinlanmasina onay verir.

Makale yayinlanmak tizere Dergiye gdnderildikten sonra yazarlardan higbirinin ismi, tim yazarlarin
yazili izni olmadan yazar listesinden silinemez ve yeni bir isim yazar olarak eklenemez ve yazar sirasi
degistirilemez.
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Yayina kabul edilmeyen makale, resim ve fotograflar yazarlara geri gonderilmez. Yayinlanan yazi ve
resimlerin tiim haklari Dergiye aittir.

Yazarlarin Sorumlulugu

Makalelerin bilimsel ve etik kurallara uygunlugu yazarlarin sorumlulugundadir. Yazar makalenin
orijinal oldugu, daha 6nce baska bir yerde yayinlanmadidi ve baska bir yerde, baska bir dilde
yayinlanmak utzere degerlendirmede olmadigi konusunda teminat saglamalidir. Uygulamadaki
telif kanunlar ve anlasmalar gozetilmelidir. Telife bagh materyaller (6rnegin tablolar, sekiller
veya buyik alintilar) gerekli izin ve tesekkirle kullaniimahdir. Baska yazarlarin, katkida
bulunanlarin ¢calismalari ya da yararlanilan kaynaklar uygun bicimde kullanilmali ve referanslarda
belirtilmelidir.

Gonderilen makalede tiim yazarlarin akademik ve bilimsel olarak dogrudan katkisi olmalidir, bu
baglamda “yazar” yayinlanan bir arastirmanin kavramsallastirilmasina ve dizaynina, verilerin elde
edilmesine, analizine ya da yorumlanmasina belirgin katki yapan, yazinin yazilmasi ya da bunun
icerik acisindan elestirel bicimde gézden gecirilmesinde gérev yapan birisi olarak gortlur. Yazar
olabilmenin diger kosullar ise, makaledeki calismayi planlamak veya icra etmek ve / veya revize
etmektir. Fon saglanmasi, veri toplanmasi ya da arastirma grubunun genel stipervizyonu tek basina
yazarlik hakki kazandirmaz. Yazar olarak g&sterilen tim bireyler sayilan tiim &lcutleri karsilamalidir
ve yukaridaki ol¢ltleri karsilayan her birey yazar olarak gosterilebilir. Yazarlarin isim siralamasi ortak
verilen bir karar olmalidir. Tim yazarlar yazar siralamasini Telif Hakki Anlasmasi Formu imzali olarak

belirtmek zorundadirlar.

Yazarlik icin yeterli olcutleri karsilamayan ancak calismaya katkisi olan tiim bireyler “tesekkdr /
bilgiler” kisminda siralanmalidir. Bunlara 6rnek olarak ise sadece teknik destek saglayan, yazima
yardimci olan ya da sadece genel bir destek saglayan, finansal ve materyal destegdi sunan kisiler
verilebilir.

Butlin yazarlar, arastirmanin sonuglarini ya da bilimsel degerlendirmeyi etkileyebilme
potansiyeli olan finansal iliskiler, ¢cikar catismasi ve c¢ikar rekabetini beyan etmelidirler. Bir
yazar kendi yayinlanmis yazisinda belirgin bir hata ya da yanlslik tespit ederse, bu yanlisliklara
iliskin diizeltme ya da geri cekme icin editor ile hemen temasa ge¢me ve isbirligi yapma
sorumlulugunu tasir.

Editor ve Hakem Sorumluluklari ve Degerlendirme Siireci

Editorler, makaleleri, yazarlarin etnik kékeninden, cinsiyetinden, cinsel ydneliminden, uyrugundan,
dini inancindan ve siyasi felsefesinden bagimsiz olarak degerlendirirler. Yayina gonderilen
makalelerin adil bir sekilde c¢ift tarafli kor hakem degerlendirmesinden gecmelerini saglarlar.
Gonderilen makalelere iliskin tim bilginin, makale yayinlanana kadar gizli kalacagini garanti
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ederler. Editorler icerik ve yaymnin toplam kalitesinden sorumludurlar. Gereginde hata sayfasi
yayinlamali ya da diizeltme yapmalidir.

Editor; yazarlar, editorler ve hakemler arasinda c¢ikar catismasina izin vermez. Hakem atama
konusunda tam yetkiye sahiptir ve Dergide yayinlanacak makalelerle ilgili nihai karari vermekle
yukimlidar.

Hakemler makaleleri, yazarlarin etnik kokeninden, cinsiyetinden, cinsel yoneliminden, uyrugundan,
diniinancindan ve siyasi felsefesinden bagimsiz olarak degerlendirirler. Arastirmaylailgili, yazarlarla
ve/veya arastirmanin finansal destekgileriyle cikar catismalari olmamalidir. Degerlendirmelerinin
sonucunda tarafsiz bir yargiya varmahdirlar. Hakemler yazarlarin atifta bulunmadigi konuyla ilgili
yayinlanmis calismalari tespit etmelidirler. Gonderilmis yazilara iliskin tim bilginin gizli tutulmasini
saglamall ve yazar tarafinda herhangi bir telif hakki ihlali ve intihal fark ederlerse editore
raporlamalidirlar. Hakem, makale konusu hakkinda kendini vasifli hissetmiyor ya da zamaninda
geri donis saglamasi mimkiin gériinmiyorsa, editére bu durumu bildirmeli ve hakem sirecine
kendisini dahil etmemesini istemelidir.

Degerlendirme stirecinde editor hakemlere gézden gecirme icin gdnderilen makalelerin, yazarlarin
Ozel milki oldugunu ve bunun imtiyazl bir iletisim oldugunu acik¢a belirtir. Hakemler ve yayin
kurulu Uyeleri baska kisilerle makaleleri tartisamazlar. Hakemlerin kendileri icin makalelerin
kopyalarini cikarmalarina izin verilmez ve editoriin izni olmadan makaleleri baskasina veremezler.
Yazarin ve editoérin izni olmadan hakemlerin g6zden gecirmeleri basilamaz ve agiklanamaz.
Hakemlerin kimliginin gizli kalmasina 6zen gosterilmelidir. Bazi durumlarda editoriin karariyla,
ilgili hakemlerin makaleye ait yorumlari ayni makaleyi yorumlayan diger hakemlere génderilerek
hakemlerin bu siirecte aydinlatiimasi saglanabilir.

TELIF HAKKINDA

Yazarlar Connectist: Istanbul University Journal of Communication Sciences dergisinde yayinlanan
calismalarinin telif hakkina sahiptirler ve calismalari Creative Commons Atif-Gayri Ticari 4.0
Uluslararasi (CC BY-NC 4.0) olarak lisansldir. Creative Commons Atif-GayriTicari 4.0 Uluslararasi
(CC BY-NC 4.0) lisansi, eserin ticari kullanim disinda her boyut ve formatta paylasiimasina,
kopyalanmasina, cogaltilmasina ve orijinal esere uygun sekilde atifta bulunmak kaydiyla yeniden
diizenleme, donistlirme ve eserin lizerine insa etme dahil adapte edilmesine izin verir.

ACIK ERISiM iLKESI

Acik erisimli bir yayin olan Connectist: Istanbul University Journal of Communication Sciences,
tlm icerigi okura ya da okurun dahil oldugu kuruma Ucretsiz olarak sunulur. Okurlar, ticari amag
haricinde, yayinciya da yazardan izin almadan dergi makalelerinin tam metnini okuyabilir, indirebilir,
kopyalayabilir, arayabilir ve link saglayabilir. Bu BOAI acik erisim tanimiyla uyumludur.
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YAYIN ETiGi
ilke ve Standartlar

Connectist: Istanbul University Journal of Communication Sciences, yayin etiginde en yiksek
standartlara baghdir ve Committee on Publication Ethics (COPE), Directory of Open Access Journals
(DOAJ), Open Access Scholarly Publishers Association (OASPA) ve World Association of Medical Editors
(WAME) tarafindan yayinlanan etik yayincilik ilkelerini benimser; Principles of Transparency and Best
Practice in Scholarly Publishing bashg altinda ifade edilen ilkeler icin adres: https://publicationethics.
org/resources/guidelines-new/principles-transparency-and-best-practice-scholarly-publishing

Gonderilen tim makaleler orijinal, yayinlanmamis ve bagka bir dergide degerlendirme stirecinde
olmamalidir. Her bir makale editorlerden biri ve en aziki hakem tarafindan ¢ift kor degerlendirmeden
gecirilir. intihal, duplikasyon, sahte yazarlik/inkar edilen yazarlik, arastrma/veri fabrikasyonu, makale
dilimleme, dilimleyerek yayin, telif haklari ihlali ve ¢ikar catismasinin gizlenmesi, etik disi davraniglar
olarak kabul edilir.

Kabul edilen etik standartlara uygun olmayan tiim makaleler yayindan ¢ikarilir. Buna yayindan sonra
tespit edilen olasi kuraldisi, uygunsuzluklar iceren makaleler de dahildir.

DiL
Derginin yayin dili Tiirkce ve Amerikan ingilizce'sidir.
YAZILARIN HAZIRLANMASI

Aksi belirtiimedikce gonderilen yazilarla ilgili tim yazismalar ilk yazarla yapilacaktir. Makale
gonderimi online olarak ve http://connectist.istanbul.edu.tr tizerinden yapilmalidir. Génderilen
yazilar, yazinin yayinlanmak tizere gonderildigini ifade eden, makale turlint belirten ve makaleyle
ilgili bilgileri iceren (bkz: Son Kontrol Listesi) bir mektup; yazinin elektronik formunu iceren
Microsoft Word 2003 ve Uzerindeki versiyonlari ile yazilmis elektronik dosya ve tim yazarlarin
imzaladigi Telif Hakki Anlasmasi Formu eklenerek gonderilmelidir.

1. Galismalar, A4 boyutundaki kagidin bir yliziine, Ust, alt, sag ve sol taraftan 2,5 cm. bosluk
birakilarak, 10 punto Times New Roman harf karakterleriyle ve 1,5 satir aralik 6l¢lsi ile
hazilarlanmalidir.

2. Cahsmalar 6,500 - 8,500 sozclik arasinda olmalidir (Sonnotlar, Kaynaklar ve Tablolar ve Sekiller
dahil olmak lizere) ve sayfa numaralari sayfanin altinda ve ortada yer almahdir.

3. Yazar/yazarlarin adlari ¢alismanin basliginin hemen altinda saga bitisik sekilde verilmelidir.
Ayrica yildiz dipnot seklinde (*) yazarin unvani, kurumu ve e-posta adresi sayfanin en altinda
dipnotta belirtilmelidir.
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4. Giris bélimiinden 6nce 180-200 sdzciik arasinda ¢alismanin kapsamini, amacini, ulasilan sonuglari
ve kullanilan yéntemi kaydeden Tiirkce ve ingilizce 6z ile 600-800 kelimelik ingilizce genisletilmis
dzetyeralmalidir. Calismanin ingilizce bashgi ingilizce 6ziin tizerinde yer almalidir. ingilizce ve Tiirkce
dzlerin altinda calismanin icerigini temsil eden 5 ingilizce, 5 Tiirkce anahtar kelime yer almalidir.

5. Gahsmalarin baslica su unsurlari icermesi gerekmektedir: Baslik, Tlirkce 6z ve anahtar kelimeler;
yabanai dilde baslik, ingilizce 6z ve anahtar kelimeler; (makale Tiirkce ise) ingilizce genisletilmis
Ozet, ana metin bollmleri, son notlar ve kaynaklar.

6. Arastirma makalelerinde bélimler su sekilde olmalidir: “GIRIiS", “AMAC VE YONTEM’,
“BULGULAR”, “TARTISMA VE SONUC" "SON NOTLAR” “KAYNAKLAR” ve “TABLOLAR VE
SEKILLER”. Derleme ve yorum yazilari icin ise, calismanin édneminin belirtildigi, sorunsal ve
amacin somutlastirildigi “GIiRIS” bélimiiniin ardindan diger bélimler gelmeli ve calisma
“TARTISMA VE SONUC”, "SON NOTLAR’, “KAYNAKLAR” ve “TABLOLAR VE SEKILLER” seklinde
bitirilmelidir.

7. Calismalarda tablo, grafik ve sekil gibi gostergeler ancak calismanin takip edilebilmesi
acisindan gereklilik arz ettigi durumlarda, numaralandirilarak, tanimlayici bir baslik ile
birlikte “KAYNAKLAR" bolimiinden sonra verilmelidir. Demografik 6zellikler gibi metin icinde
verilebilecek veriler, ayrica tablolar ile ifade edilmemelidir.

8. Yayinlanmak Uzere gonderilen makale ile birlikte yazar bilgilerini iceren kapak sayfasi
gonderilmelidir. Kapak sayfasinda, makalenin bashg, yazar veya yazarlarin bagl bulunduklari
kurum ve unvanlari, kendilerine ulasilabilecek adresler, cep, is ve faks numaralari ve e-posta
adresleri yer almalidir (bkz. Son Kontrol Listesi).

9. Kurallar dahilinde dergimize yayinlanmak tizere gonderilen ¢alismalarin her tiirli sorumlulugu
ve calismada gegen gorisler yazar/yazarlarina aittir.

10. Yayin kurulu ve hakem raporlari dogrultusunda yazarlardan, metin Gzerinde bazi diizeltmeler
yapmalari istenebilir.

11. Yayinlanmasina karar verilen calismalarin, yazar/yazarlarinin her birine istekleri halinde dergi
gonderilir.

KAYNAKLAR

Derleme yazilari okuyucular i¢in bir konudaki kaynaklara ulasmayi kolaylastiran bir ara¢ olsa da,
her zaman orijinal calismayr dogru olarak yansitmaz. Bu yliizden miimkiin oldugunca yazarlar
orijinal calismalari kaynak gostermelidir. Ote yandan, bir konuda cok fazla sayida orijinal
calismanin kaynak gosterilmesi yer israfina neden olabilir. Birka¢ anahtar orijinal ¢alismanin
kaynak gosterilmesi genelde uzun listelerle ayniisi gorir. Ayrica glinlimiizde kaynaklar elektronik
versiyonlara eklenebilmekte ve okuyucular elektronik literatiir taramalariyla yayinlara kolaylikla
ulasabilmektedir.

Kabul edilmisancak heniizsayiya dahil edilmemis makaleler Early View olarak yayinlanir ve bu makalelere
atiflar “advance online publication” seklinde verilmelidir. Genel bir kaynaktan elde edilemeyecek temel
bir konu olmadikga “kisisel iletisimlere” atifta bulunulmamalidir. E§er atifta bulunulursa parantez icinde
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iletisim kurulan kisinin adi ve iletisimin tarihi belirtilmelidir. Bilimsel makaleler icin yazarlar bu kaynaktan
yazili izin ve iletisimin dogrulugunu gosterir belge almalidir. Kaynaklarin dogrulugundan yazar(lar)
sorumludur. Tum kaynaklar metinde belirtilmelidir. Kaynaklar alfabetik olarak siralanmalidir.

Referans Stili ve Formati

Connectist: Istanbul University Journal of Communication Sciences, metin ici alintilama ve kaynak
goOsterme icin APA (American Psychological Association) kaynak sitilinin 6. edisyonunu benimser.
APA 6.Edisyon hakkinda bilgi icin:

- American Psychological Association. (2010). Publication manual of the American Psychological
Association (6" ed.). Washington, DC: APA.
- http://www.apastyle.org/

Kaynaklarin dogrulugundan yazar(lar) sorumludur. Tim kaynaklar metinde belirtilmelidir. Kaynaklar
asagidaki orneklerdeki gibi gosterilmelidir.

Metin icinde Kaynak Gosterme

Kaynaklar metinde parantez icinde yazarlarin soyadi ve yayin tarihi yazilarak belirtiimelidir. Birden
fazla kaynak gosterilecekse kaynaklar arasinda (;) isareti kullanilmalidir. Kaynaklar alfabetik olarak
siralanmalidir.

Ornekler:

Tek yazarli kaynak;

(Akyolcu, 2007)

Iki yazarl kaynak;

(Sayiner & Demirci, 2007, p. 72)

Ug, dort ve bes yazarli kaynak;

(Ailen, Ciambrune, & Welch, 2000, pp. 12-13) Metin icinde tekrarlayan kullanimlarda:
(Ailen et al., 2000)

Altive daha ¢cok yazarl kaynak;

(Cavdar et al., 2003)

Atiflar parantez icinde alfabetik olarak siralanmalidir
(Akyolcu, 2007; Sayiner & Demirci, 2007, p. 72)
Kaynaklar Boliimiinde Kaynak Gosterme

Kullanilan tim kaynaklar metnin sonunda ayri bir bolim halinde yazar soyadlarina gore alfabetik
olarak numaralandiriimadan verilmelidir.
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Kaynak yazimi ile ilgili ornekler asagida verilmistir.
Kitap

a) Tiirkce Kitap

Karasar, N. (1995). Arastirmalarda rapor hazirlama (8" ed.). Ankara, Turkey: 3A Egitim Danismanlik Ltd.

b) Tiirk¢eye Cevrilmis Kitap

Mucchielli, A. (1991). Zihniyetler (A. Kotil, Trans.). istanbul, Turkey: iletisim Yayinlari.

¢) Editorlii Kitap

Oren, T, Uney, T., & Célkesen, R. (Eds.). (2006). Tiirkiye bilisim ansiklopedisi. istanbul, Turkey: Papatya
Yayincilik.

d) Cok Yazarl Tiirkce Kitap

Tonta, Y., Bitirim, Y., & Sever, H. (2002). Tiirkce arama motorlarinda performans degerlendirme. Ankara,
Turkey: Total Bilisim.

e) ingilizce Kitap

Kamien R., & Kamien A. (2014). Music: An appreciation. New York, NY: McGraw-Hill Education.

f) ingilizce Kitap lcerisinde Béliim

Bassett, C. (2006). Cultural studies and new media. In G. Hall & C. Birchall (Eds.), New cultural studies:
Adventures in theory (pp. 220-237). Edinburgh, UK: Edinburgh University Press.

g) Tiirkge Kitap Icerisinde Boliim

Erkmen, T. (2012). Orgiit kiiltiirii: Fonksiyonlari, 6geleri, isletme yénetimi ve liderlikteki 6nemi. In M.
Zencirkiran (Ed.), Orgiit sosyolojisi (pp. 233-263). Bursa, Turkey: Dora Basim Yayin.

h) Yayimcinin ve Yazarin Kurum Oldugu Yayin

American Psychological Association. (2009). Publication manual of the American psychological
association (6" ed.). Washington, DC: Author.

Makale

a) Tiirkce Makale

Mutlu, B., & Savaser, S. (2007). Cocugu ameliyat sonrasi yogun bakimda olan ebeveynlerde stres
nedenleri ve azaltma girisimleri. Istanbul University Florence Nightingale Journal of Nursing, 15(60),
179-182.

b) ingilizce Makale

de Cillia, R., Reisigl, M., & Wodak, R. (1999). The discursive construction of national identity. Discourse
and Society, 10(2), 149-173. http://dx.doi.org/10.1177/0957926599010002002

¢) Yediden Fazla Yazarli ve DOI’li Makale

Lal, H., Cunningham, A. L., Godeaux, O., Chlibek, R., Diez-Domingo, J., Hwang, S.-J. ... Heineman, T.
C. (2015). Efficacy of an adjuvanted herpes zoster subunit vaccine in older adults. New England
Journal of Medicine, 372, 2087-2096. http://dx.doi.org/10.1056/NEJMoa1501184
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d) DOI’si Olmayan Online Edinilmis Makale

Sidani, S. (2003). Enhancing the evaluation of nursing care effectiveness. Canadian Journal of Nursing
Research, 35(3), 26-38. Retrieved from http://cjnr.mcgill.ca

e) DOI’si Olan Makale

Turner, S. J. (2010). Website statistics 2.0: Using Google Analytics to measure library website
effectiveness.  Technical Services Quarterly, 27, 261-278. http://dx.doi.org/10.1080/
07317131003765910

f) Advance Online Olarak Yayimlanmis Makale

Smith, J. A. (2010). Citing advance online publication: A review. Journal of Psychology. Advance
online publication. http://dx.doi.org/10.1037/a45d7867

g) Popiiler Dergi Makalesi

Henry, W. A., l1l. (1990, April 9). Making the grade in today’s schools. Time, 135, 28-31.

Tez, Sunum, Bildiri

a) Ticari Veritabaninda Yer Alan Yiiksek Lisans/Doktora Tezi

Van Brunt, D. (1997). Networked consumer health information systems (Doctoral dissertation).
Available from ProQuest Dissertations and Theses database. (UMI No. 9943436)

b) Kurumsal Veritabaninda Yer Alan Yiiksek Lisans/Doktora Tezi

Yaylali-Yildiz, B. (2014). University campuses as places of potential publicness: Exploring the politicals,
social and cultural practices in Ege University (Doctoral dissertation). Retrieved from Retrieved
from: http://library.iyte.edu.tr/tr/hizli-erisim/iyte-tez-portali

c) Web’de Yer Alan Yiiksek Lisans/Doktora Tezi

Tonta, Y. A. (1992). An analysis of search failures in online library catalogs (Doctoral dissertation,
University of California, Berkeley). Retrieved from http://yunus.hacettepe.edu.tr/~tonta/yayinlar
/phd/ickapak.html

d) Dissertations Abstracts International’da Yer Alan Yiiksek Lisans/ Doktora Tezi

Appelbaum, L. G. (2005). Three studies of human information processing: Texture amplification,
motion representation, and figure-ground segregation. Dissertation Abstracts International:
Section B. Sciences and Engineering, 65(10), 5428.

e) Sempozyum Katkisi

Krinsky-McHale, S. J., Zigman, W. B., & Silverman, W. (2012, August). Are neuropsychiatric symptoms
markers of prodromal Alzheimer’s disease in adults with Down syndrome? In W. B. Zigman
(Chair), Predictors of mild cognitive impairment, dementia, and mortality in adults with Down
syndrome. Symposium conducted at the meeting of the American Psychological Association,
Orlando, FL.

f) Online Olarak Erisilen Konferans Bildiri Ozeti

Liu, S. (2005, May). Defending against business crises with the help of intelligent agent based early
warning solutions. Paper presented at the Seventh International Conference on Enterprise
Information Systems, Miami, FL. Abstract retrieved from http://www.iceis.org/iceis2005/
abstracts_2005.htm
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g) Diizenli Olarak Online Yayimlanan Bildiriler

Herculano-Houzel, S., Collins, C. E., Wong, P, Kaas, J. H., & Lent, R. (2008). The basic nonuniformity of
the cerebral cortex. Proceedings of the National Academy of Sciences, 105, 12593-12598. http://
dx.doi.org/10.1073/pnas.0805417105

h) Kitap Seklinde Yayimlanin Bildiriler

Parsons, O. A., Pryzwansky, W. B., Weinstein, D. J., & Wiens, A. N. (1995). Taxonomy for psychology.
In J. N. Reich, H. Sands, & A. N. Wiens (Eds.), Education and training beyond the doctoral degree:
Proceedings of the American Psychological Association National Conference on Postdoctoral
Education and Training in Psychology (pp. 45-50). Washington, DC: American Psychological
Association.

i) Kongre Bildirisi

Nguyen, C. A. (2012, August). Humor and deception in advertising: When laughter may not be the
best medicine. Paper presented at the meeting of the American Psychological Association,
Orlando, FL.

Diger Kaynaklar

a) Gazete Yazisi

Browne, R. (2010, March 21). This brainless patient is no dummy. Sydney Morning Herald, 45.

b) Yazari Olmayan Gazete Yazisi

New drug appears to sharply cut risk of death from heart failure. (1993, July 15). The Washington
Post, p. A12.

c) Web Page/Blog Post

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized [Web log post]. Retrieved
from http://www.davidbordwell.net/blog/page/27/

d) Online Ansiklopedi/Sozliik

Ignition. (1989). In Oxford English online dictionary (2™ ed.). Retrieved from http://dictionary.
oed.com

Marcoux, A. (2008). Business ethics. In E. N. Zalta (Ed.). The Stanford encyclopedia of philosophy.
Retrieved from http://plato.stanford.edu/entries/ethics-business/

e) Podcast

Dunning, B. (Producer). (2011, January 12). inFact: Conspiracy theories [Video podcast]. Retrieved from
http://itunes.apple.com/

f) Bir Televizyon Dizisinden Tek Bir Boliim

Egan, D. (Writer), & Alexander, J. (Director). (2005). Failure to communicate. [Television series
episode]. In D. Shore (Executive producer), House; New York, NY: Fox Broadcasting.

g) Miizik Kaydi

Fuchs, G. (2004). Light the menorah. On Eight nights of Hanukkah [CD]. Brick, NJ: Kid Kosher.
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SON KONTROL LiSTESI

Asagidaki listede eksik olmadigindan emin olun:

® Editore mektup

v

O

Makalenin tari

Baska bir dergiye gonderilmemis oldugu bilgisi

Sponsor veya ticari bir firma ile iliskisi (varsa belirtiniz)

istatistik kontroliintin yapildigi (arastirma makaleleri icin)

ingilizce yéniinden kontroliiniin yapildig

Yazarlara Bilgide detayli olarak anlatilan dergi politikalarinin gézden gecirildigi
Kaynaklarin APA6'ya gore belirtildigi

® Telif Hakki Anlasmasi Formu

® Daha once basilmis materyal (yazi-resim-tablo) kullaniimis ise izin belgesi
® Makale kapak sayfasi

v
v
v

v
v

Makalenin tirt

Makalenin Tiirkce ve ingilizce bashg

Yazarlarin ismi soyadi, unvanlari ve baglh olduklari kurumlar (liniversite ve fakilte
bilgisinden sonra sehir ve ulke bilgisi de yer almalidir), e-posta adresleri

Sorumlu yazarin e-posta adresi, acik yazisma adresi, is telefonu, GSM, faks nosu
Tum yazarlarin ORCID’leri

® Makale ana metni dosyasi

AN N N N SR NN NN

Makalenin Tiirkce ve ingilizce bashg

Ozetler 180-200 kelime Tiirkce ve 180-200 kelime ingilizce

Anahtar Kelimeler: 5 adet Tiirkce ve 5 adet ingilizce

Makale Tiirkce ise, ingilizce genisletilmis Ozet (Extended Abstract) 600-800 kelime
Makale ana metin bélimleri

Finansal destek (varsa belirtiniz)

Cikar catismasi (varsa belirtiniz)

Tesekkdir (varsa belirtiniz)

Kaynaklar

Tablolar-Resimler, Sekiller (bashk, tanim ve alt yazilaryla)
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DESCRIPTION

Connectist: Istanbul University Journal of Communication Sciences is an open access, peer-reviewed,
scholarly and international journal published biannually in June and December in June and
December since 1992. The manuscripts submitted for publication in the journal must be scientific
and original work in Turkish or English.

AIM AND SCOPE

Connectist: Istanbul University Journal of Communication Sciences — focuses on systems, theories,
methods and applications in communications. Original articles, reviews, case reports and book
reviews on all aspects of communications are published to provide a global platform for scientific
knowledge exchange among academic researchers, communication professionals and policy
makers. Contributions are welcome from anthropology, philosophy, history, political sciences,
psychology and all other fields, which have relevant and insightful comments about
communications. The target group of the journal consists of academicians, researchers,
professionals, students, related professional and academic bodies and institutions.

EDITORIAL POLICIES AND PEER REVIEW PROCESS
Publication Policy

The subjects covered in the manuscripts submitted to the Journal for publication must be in
accordance with the aim and scope of the journal. The journal gives priority to original research
papers submitted for publication.

General Principles

Only those manuscripts approved by its every individual author and that were not published before
in or sent to another journal, are accepted for evaluation.

Submitted manuscripts that pass preliminary control are scanned for plagiarism using iThenticate
software. After plagiarism check, the eligible ones are evaluated by editor-in-chief for their
originality, methodology, the importance of the subject covered and compliance with the journal
scope.

Short presentations that took place in scientific meetings can be referred if indicated in the article.
The editor hands over the papers matching the formal rules to at least two national/international
referees for evaluation and gives green light for publication upon modification by the authors in
accordance with the referees’ claims. Changing the name of an author (omission, addition or order)
in papers submitted to the Journal requires written permission of all declared authors. Refused
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manuscripts and graphics are not returned to the author. The copyright of the published articles and
pictures belong to the Journal.

Author Responsibilities

It is authors’ responsibility to ensure that the article is in accordance with scientific and ethical
standards and rules. And authors must ensure that submitted work is original. They must certify that
the manuscript has not previously been published elsewhere or is not currently being considered
for publication elsewhere, in any language. Applicable copyright laws and conventions must be
followed. Copyright material (e.g. tables, figures or extensive quotations) must be reproduced only
with appropriate permission and acknowledgement. Any work or words of other authors,
contributors, or sources must be appropriately credited and referenced.

All the authors of a submitted manuscript must have direct scientific and academic contribution to
the manuscript. The author(s) of the original research articles is defined as a person who is

" "

significantly involved in “conceptualization and design of the study”, “collecting the data’, “analyzing
the data’, “writing the manuscript’, “reviewing the manuscript with a critical perspective” and
“planning/conducting the study of the manuscript and/or revising it". Fund raising, data collection
or supervision of the research group are not sufficient roles to be accepted as an author. The
author(s) must meet all these criteria described above. The order of names in the author list of an
article must be a co-decision and it must be indicated in the Copyright Agreement Form. The
individuals who do not meet the authorship criteria but contributed to the study must take place in

the acknowledgement section. Individuals providing technical support, assisting writing, providing

a general support, providing material or financial support are examples to be indicated in
acknowledgement section.

All authors must disclose all issues concerning financial relationship, conflict of interest, and
competing interest that may potentially influence the results of the research or scientific
judgment.

When an author discovers a significant error or inaccuracy in his/her own published paper, it is the
author’s obligation to promptly cooperate with the Editor-in-Chief to provide retractions or
corrections of mistakes.

Responsibility for the Editors, Reviewers and Review Process

Editors evaluate manuscripts for their scientific content without regard to ethnic origin, gender,
sexual orientation, citizenship, religious belief or political philosophy of the authors. They
provide a fair double-blind peer review of the submitted articles for publication. They ensure
that all the information related to submitted manuscripts is kept as confidential before
publishing.
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Editors are responsible for the contents and overall quality of the publication. They must publish
errata pages or make corrections when needed.

Editor does not allow any conflicts of interest between the authors, editors and reviewers. Only he
has the full authority to assign a reviewer and is responsible for final decision for publication of the
manuscripts in the Journal.

Reviewers evaluate manuscripts based on content without regard to ethnic origin, gender, sexual
orientation, citizenship, religious belief or political philosophy of the authors. They must have no
conflict of interest with respect to the research, the authors and/or the research funders. Their
judgments must be objective.

Reviewers should identify the relevant published work that has not been cited by the authors. They
must ensure that all the information related to submitted manuscripts is kept as confidential and must
report to the Editor if they are aware of copyright infringement and plagiarism on the author’s side.

A reviewer who feels unqualified to review the topic of a manuscript or knows that its prompt review
will be impossible should notify the Editor and excuse himself from the review process.

The editor informs the reviewers that the manuscripts are confidential information and that this is a
privileged interaction. The reviewers and editorial board cannot discuss the manuscripts with other
persons. The reviewers are not allowed to have copies of the manuscripts for personal use and they
cannot share manuscripts with others. Unless the authors and editor permit, the reviews of referees
cannot be published or disclosed. The anonymity of the referees is important. In particular situations,
the editor may share the review of one reviewer with other reviewers to clarify a particular point.

COPYRIGHT NOTICE

Authors publishing with Connectist: Istanbul University Journal of Communication Sciences retain
the copyright to their work, licensing it under the Creative Commons Attribution-NonCommercial
4.0 International (CC BY-NC 4.0) license that gives permission to copy and redistribute the material
in any medium or format other than commercial purposes as well as remix, transform and build
upon the material by providing appropriate credit to the original work.

OPEN ACCESS STATEMENT

Connectist: Istanbul University Journal of Communication Sciences is an open access journal which
means that all content is freely available without charge to the user or his/her institution. Users are
allowed to read, download, copy, print, search, or link to the full texts of the articles in this journal
without asking prior permission from the publisher or the author. This is in accordance with the
BOAI definition of open access.
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PUBLICATION ETHICS AND PUBLICATION MALPRACTICE STATEMENT
Standards and Principles

Istanbul University Faculty of Communication Journal - istanbul Universitesi iletisim Fakdiltesi Dergisi
is committed to upholding the highest standards of publication ethics and pays regard to Principles
of Transparency and Best Practice in Scholarly Publishing published by the Committee on Publication
Ethics (COPE), the Directory of Open Access Journals (DOAJ), the Open Access Scholarly Publishers
Association (OASPA), and the World Association of Medical Editors (WAME) on https:/
publicationethics.org/resources/guidelines-new/principles-transparency-and-best-practice-
scholarly-publishing

All submissions must be original, unpublished (including as full text in conference proceedings),
and not under the review of any other publication synchronously. Each manuscript is reviewed
by one of the editors and at least two referees under double-blind peer review process.
Plagiarism, duplication, fraud authorship/denied authorship, research/data fabrication, salami
slicing/salami publication, breaching of copyrights, prevailing conflict of interest are unnethical
behaviors.

All manuscripts not in accordance with the accepted ethical standards will be removed from the
publication. This also contains any possible malpractice discovered after the publication. In
accordance with the code of conduct we will report any cases of suspected plagiarism or duplicate
publishing.

LANGUAGE
The language of the journal is both Turkish and American English.
MANUSCRIPT ORGANIZATION AND FORMAT

All correspondence will be sent to the first-named author unless otherwise specified. Manuscpript
is to be submitted online via http://connectist.istanbul.edu.tr and it must be accompanied by a
cover letterindicating that the manuscript is intended for publication, specifying the article category
(i.e.research article, review etc.) and including information about the manuscript (see the Submission
Checklist). In addition, a Copyright Agreement Form that has to be signed by all authors must be
submitted.

1. The manuscripts should be in A4 paper standards: having 2.5 cm margins from right, left, bottom
and top, Times New Roman font style in 10 font size and line spacing of 1.5.

2. Articles should be between 6,500 and 8,500 words (including Endnotes, References, and Tables
and Figures) and the page numbers must be at the bottom and in the middle.
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3. The name(s) of author(s) should be given just beneath the title of the study aligned to the right.
Also the affiliation, title, e-mail and phone of the author(s) must be indicated on the bottom of
the page as a footnote marked with an asterisk (*).

4. Before the introduction part, there should be an abstract between 180 and 200 words in
English and an extended abstract only in English between 600-800 words, summarizing the
scope, the purpose, the results of the study and the methodology used. Underneath the
abstracts, five keywords that inform the reader about the content of the study should be
specified in English.

5. The manuscripts should contain mainly these components: title, abstract and keywords;
extended abstract in English sections, footnotes and references.

6. Research article sections are ordered as follows: “Introduction’, “Aim and Methodology”,
“Findings”, “Discussion and Conclusion”, “Endnotes” and “References” and “Tables and Figures”.
For review and commentary articles, the article should start with the “Introduction” section
where the purpose and the method is mentioned, go on with the other sections; and it should
be finished with “Discussion and Conclusion” section followed by “Endnotes’, “References” and
“Tables and Figures".

7. Tables, graphs and figures can be given with a number and a defining title if and only if it is
necessary to follow the idea of the article. Otherwise features like demographic characteristics
can be given within the text.

8. Atitle page including author information must be submitted together with the manuscript. The
title page is to include fully descriptive title of the manuscript and, affiliation, title, e-mail
address, postal address, phone and fax number of the author(s) (see The Submission Checklist).

9. Authors are responsible for all statements made in their work submitted to the Journal for
publication.

10. The author(s) can be asked to make some changes in their articles due to peer reviews.

11. A copy of the journal will be sent to each author of the accepted articles upon their request.

REFERENCES

Although references to review articles can be an efficient way to guide readers to a body of
literature, review articles do not always reflect original work accurately. Readers should
therefore be provided with direct references to original research sources whenever possible.
On the other hand, extensive lists of references to original work on a topic can use excessive
space on the printed page. Small numbers of references to key original papers often serve as
well as more exhaustive lists, particularly since references can now be added to the electronic
version of published papers, and since electronic literature searching allows readers to retrieve
published literature efficiently. Papers accepted but not yet included in the issue are published
online in the Early View section and they should be cited as “advance online publication”
Citing a “personal communication” should be avoided unless it provides essential information
not available from a public source, in which case the name of the person and date of
communication should be cited in parentheses in the text. For scientific articles, written
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permission and confirmation of accuracy from the source of a personal communication must
be obtained.

Reference Style and Format

Connectist: Istanbul University Journal of Communication Sciences complies with APA (American
Psychological Association) style 6™ Edition for referencing and quoting. For more information:

- American Psychological Association. (2010). Publication manual of the American Psychological
Association (6" ed.). Washington, DC: APA.
- http://www.apastyle.org

Citations in the Text

Citations must be indicated with the author surname and publication year within the parenthesis.
If more than one citation is made within the same paranthesis, separate them with (;).

Samples:

Citation with one author;

(Akyolcu, 2007)

Citation with two authors;

(Sayiner & Demirci, 2007, p. 72)

Citation with three, four, five authors;

(Ailen, Ciambrune, & Welch, 2000, pp. 12-13) Metin icinde tekrarlayan kullanimlarda:
(Ailen et al., 2000)

Citations with more than six authors;

(Cavdar et al., 2003)

Citations must be listed alphabetically in parentheses;
(Akyolcu, 2007; Sayiner & Demirci, 2007, p. 72)

Citations in the Reference
All the citations done in the text should be listed in the References section in alphabetical order

of author surname without numbering. Below given examples should be considered in citing the
references.
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Basic Reference Types
Book

a) Book in Turkish

Karasar, N. (1995). Arastirmalarda rapor hazirlama (8" ed.) [Preparing research reports]. Ankara,
Turkey: 3A Egitim Danismanlik Ltd.

b) Book Translated into Turkish

Mucchielli, A. (1991). Zihniyetler [Mindsets] (A. Kotil, Trans.). Istanbul, Turkey: lletisim Yayinlari.
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