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About the 63rd issue

The ConnectIST team is pleased to present the 63rd issue of the Istanbul University Journal of Communication
Sciences containing six original research articles. Before introducing the studies, I would like to thank our issue
editors Dr. Candan Elmer from the University of Central Lancashire and Dr. Paul Elmer from the University of
Westminster for their collaboration. With our guest editors, we set the theme as “Digital Futures: A human-centered
Digitization and Communication” to open a discussion on various significant emerging topics and compare practices
in different communities. With the advice of our guest editors, we held a virtual conference with the abstract senders.
The feedbacks from the virtual conference were so positive that we decided to hold virtual conferences in our next
thematic issues.

In this issue: Tugge Ay¢in examines the changes in Turkish journalism practice through in-depth interviews with the
SEO managers of news sites in “Journalism’s Transformation through Digitalization in Turkey: Applying Search
Engine Optimization to Journalism.” In the article “The impact of user-generated content in the fashion industry:
A Case Study of SHEIN and Pretty Little Thing”, Chloe Carr conducted in-depth interviews to discover the impact
of user-generated content on the information search stage of the consumer decision-making process. The findings
underlie the positive influence of reviews with photos on the information search stage of the young consumers.
In “Examining the Relationship between Consumer Innovativeness and Trust in Chatbot Applications: A study
on Turkish Banking Sector”, Sevda Dene¢li and her friends examined the approaches of consumers to chatbot
applications of banks and reached significant findings.

Based on the data collected from questionnaires and in-depth interviews with the academics, Betiil Onay Dogan
and her friends compare the privacy concerns of academics in “Why don 't we share? Social Networks and Privacy
Concerns, a Comparative Analysis of Academics of Communication Field in Turkey and Malaysia.” The findings
revealed that privacy awareness and self-censorship levels were comparable in both countries. Nathalie Nicola
analyses the impact of social media fatigue on social media advertising to find the reasons for reactance and
advertising avoidance through in-depth interviews with young adults in “Losing Control: The Effects of Social
Media Fatigue, Privacy Concerns and Psychological Reactance on Social Media Advertising.

Finally, in “From social inequalities to digital inequalities: The usage of new media by the poor in Eskisehir, Turkey”
Tuba Siitliioglu and Emre Gékalp focused on the problem of digital inequalities, examined how the possession of
new media and the ability to use them were affected by age, gender, and socio-economic status in a sample of poor
individuals living in Eskigehir. The findings revealed that new media plays an important role in breaking down the
barriers built by low educational levels and economic constraints.

Before bringing this introduction to a close, let me remind you that it is through your most-valued support and
participation that our journal is able to continue publishing academic studies in the field of Communications
Sciences. We look forward to coming before you once again with our 64th issue.

Prof. Dr. Aysen AKKOR GUL

Editor in Chief



Editorial

When we were approached to edit a special issue for Connectist we were very excited by the opportunity such
a collaboration offers. We saw this as an opportunity to explore and develop emerging ideas in communication
field. After long discussion we all decided to focus on Digital Futures: A Human Centred Digitalization and
Communication.

In addition to the usual publishing process, we invited potential contributors to participate in the boutique conference
linked to this special issue. This conference was a great opportunity to network with other researchers, explore
different perspectives, to open discussions on various emerging topics, compare practices in different communities
and develop research networks.

The conference offered a vibrant, relaxed and productive environment where ideas could be refined. Some of the
research projects were not complete; we shared our ideas on field research, and we exchanged ideas. It was such an
exciting learning experience for all of us both as organisers and as contributors. The conference introduced a new
stage in the production of this special issue.

After a thorough selection process from the submitted research papers, our editorial team decided to publish six
papers that offer a good cross section of ideas. We tried to especially encourage young researchers and we are
delighted to include some outputs from Masters and PhD studies. It is important for us to support young researchers
to publish solo, to develop the future of the field.

We worked extensively with the researchers, and we would like to thank every single one for their patience and
hard work.

We also witnessed how much effort and hard work the Connectist team put in for every single issue. Their contribution
to the field is immerse. Under the leadership of Aysen Gul, Yesim Akmaner, Damla Akar, Fatih Ozkoyuncu, Rabia
Zamur Tuncer, Onur Karahan fulfil their commitments to the journal in addition to their busy professional lives
and their own research. As editors we recognise their contribution, and we hope that it is valued widely. It was our
privilege to work with them and it a professional experience that we will look back on with warmth.

Last, but not least, we would like to thank Ahmet Kadri Kursun for his kind support during the boutique online
conference, and all the reviewers for their insight and hard work.

Paul Elmer (University of Westminster) and Candan Celik Elmer (University of Central Lancashire)
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Abstract

The development of web technologies has had significant effects on journalism,
and journalism practices on the Internet reveal an algorithm-based structure.
In this context, search engines, Google in particular, have become one of the
most important tools enabling the news to go from the producer to consumer.
A contemporary style of journalism has emerged in which the news published on
the web is optimized for Google, and this type of journalism can be expressed as
search engine optimization (SEO) journalism. While SEO journalism on one hand
embodies important practices that shape journalism in the digital age, it has been
the subject of important discussions on the other. These discussions focus on how
producing news by focusing on algorithms contradicts the professional principles
of journalism. This study aims to examine the structure of journalism as shaped
by search engine algorithms. The study takes within its scope and consideration
the frequency with which news sites in Turkey are visited. The article conducts
qualitative research by determining an appropriate sample from among the most
visited news sites and examines the problems with SEO journalism based on the
findings obtained from in-depth interviews with the SEO managers of these news
sites.

Keywords: Digital media, journalism, search engines, Google, SEO

0z

Web teknolojilerinin gelismesi gazetecilik tzerinde 6nemli etkiler yaratmis
ve gazetecilik faaliyetlerinin internet ortaminda gerceklestirilmesi algoritma
tabanli bir yapiyr ortaya cikarmistir. Basta Google olmak tizere arama motorlari
haberlerin uUreticiden tuketiciye ulasmasini saglayan en 6nemli araglardan biri
haline gelmistir. GlinlimUlzde web Uzerinde yayinlanan haberlerin Google icin
optimize edildigi glincel bir habercilik tiirt strdurtlmektedir ve bu habercilik
tlri arama motoru optimizasyonu (SEO) haberciligi olarak ifade edilebilir.

SEO haberciligi bir yandan dijital ¢agda gazeteciligi sekillendiren 6nemli
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uygulamalari biinyesinde barindirirken, diger yandan da
onemli tartismalarin konusu olmaktadir. Bu tartismalar,
algoritmalari g6z 6niinde bulundurarak haber Gretmenin,
gazeteciligin - meslek ilkeleriyle celismesi  Uzerine
odaklanmaktadir. Bu ¢alisma, gazeteciligin arama motoru
algoritmalari tarafindan sekillendirilen yapisini incelemeyi
amaclamaktadir. Calisma kapsaminda, Turkiye'deki haber

siteleri, ziyaret edilme sikliklarina gore ele alinmaktadir.

En cok ziyaret edilen haber sitelerinden uygun bir
orneklem belirlenerek nitel bir arastirma yapilmakta ve
bu haber sitelerinin SEO yoneticileriyle gerceklestirilen
derinlemesine goriismelerden elde edilen bulgular isiginda

SEO haberciliginin sorunlari incelenmektedir.

Anahtar Kelimeler: Dijital medya, gazetecilik, arama

motorlari, Google, SEO

Introduction

The development of new technologies affects lived experience, in this age as in every
period of history. With the cycle of change, and reflection upon that change, occurring
more quickly than ever before, talking about practices arising from the digital age has
become possible. The transmission of data and technological developments in the
field of computers have become dominant factors in all communication infrastructures
through digitalization (Dijk, 2018, pp. 78-79), with media being one of the areas where
digitalization has had the most intense impact, and the need for the media to reshape
itself has emerged in accordance accordingly has emerged with the daily renovations,
changes, and transformations in communication technologies. One of the influential
areas of this transforming structure in the media has been journalism practices. New
structures have emerged in the production and consumption stages of the news.
Chayko (2018, p. 189) stated journalism and news transmission to have clearly changed
through the Internet and digital technologies and journalists and news organizations
these days to operate with a 24/7 news flow. With mobile devices, personalized news
applications, and social media channels having become tools where news can be
followed instantly, the phenomenon of journalism has also become integrated with
information technologies, and concepts such as big data, artificial intelligence, robot
journalism, and data journalism have entered the journalism literature. One of the most
important developments to have affected journalism is search engines, in particular
Google.

Google performs functions far beyond being a search engine with both its usage
rate and market share and has had significant effects on journalism. Influencing many
sectors with its digital marketing tools, products, services, and revenue models, Google
holds the largest market share of 92% of the world’s search engines. Google is also the
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leader in Turkey, with a market share of 80.89% and a usage rate of 85% (Statcounter
Globalstats, 2022).

SEO journalism and its features

Google’s influence on journalism has manifested through SEO practices. This new type
of journalism has arrived at an extremely important point regarding how news sites
reach their readers. SEO journalism involves various stages, from the selection of news
topics, the editing of news texts, and the structure of news sites to the monitoring of
published news, and refers to a journalism practice under the dominance of Google.

Much conducted research has revealed the features of SEO journalism, its primary
applications, the technical stages of SEO implementation, its differences from traditional
journalism, and SEO practices as a profession (Deniz & Korap Ozel, 2018; Dogan, 2021;
Giomelakis & Veglis, 2015, 2016; Giomelakis et al., 2019; Bulut, 2019; Ledfor, 2009; Dick,
2011; Lopezosa et al., 2019; Giizel & Ozmen, 2018; Saran, 2021).

SEOQ is defined as “the process of making a website appear at the top of the results
list given by a search engine” (Oxford Learners Dictionaries, 2022). According to Dogan
(2021, pp. 128-129), implementing SEO involves certain stages. This process starts with
the job search before moving on to the stages of competitor analysis, keyword analysis,
link building, search engine strategy, technical planning, and monitoring and analysis.
SEO applications are seen to be conducted as the output of a detailed process.

Ledford (2009) explained SEO as the sum of strategies to improve a website’s presence
and visibility in search engine pages. Korap Ozel and Deniz (2018, p. 164) stated the
differences between SEO journalism and traditional journalism to be the subject of the
news, news factors, business practices, news sources, news writing, and journalism
purposes. Another study from (Deniz & Korap Ozel, 2018, p. 84) underlined the possibilities
the new media environment has brought to reveal many structural differences from
traditional journalism as follows:

Digital journalism has many aspects that are structurally different from traditional
journalism due to the possibilities offered by the new media environment. Speed,
competition, changes in the factors affecting the news production process, and

the differing working conditions of the journalist are some of these changes.
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There have also been changes in the basic aims of journalism. In traditional
journalism, first of all, informing the public and having a high circulation of the
newspaper are the main objectives. In digital newspapers, getting clicked and

getting more advertisements is more important than other purposes.

Giomelakis and Veglis (2015, p.23) shed light on the primary applications of SEO
journalism in the world. When looking at the historical process related to the use of
SEO in the field of journalism, important developments are seen to have occurred after
2008 in particular. According to Giomelakis and Veglis (2015, p. 23), many online news
organizations after 2008 started including SEO experts among their staff in order to
carry out SEO applications, with Daily Mail appointing an SEO manager and The Guardian
creating the company’s SEO team in 2008, as well as the BBC employing an SEO specialist
journalist for the first time in 2009. In addition, company training started being
emphasized as well as different experiments starting with regard to news writing. The
LA Times received the first feedback out of all of these attempts, seeing a significant
increase in user traffic after hiring an SEO chief in 2011. Other news organizations also
experienced similar developments.

One of the studies on the place of SEO in the news media was carried out by
Giomelakis and Veglis (2016, p. 390), who examined 30 websites in the Greek media
and concluded SEO to have gained an important place in newsrooms. Accordingly, a
new journalism process had also emerged in which the number of clicks on a news
article came to the forefront. Their research claimed the presence of search engines
would continue to be a reason for the use of SEO in the field of journalism, and for this
reason, journalists and media organizations need to develop their own news sites and
attach importance to web technologies. The results of Giomelakis et al’s (2019, p. 11)
study on four news organizations in the Greek media concluded search traffic
measurement tools and Google analysis services to be in use by all news organizations.
Dick’s (2011, p. 462) study on three news organizations in England understood their
SEO practices to directly affect the workflow in the news centers.

Bulut (2019, p. 129) approached SEO journalism in the context of news sites in Turkey
and drew attention to the fact that Turkish news media are faced with two serious
situations. According to Bulut, news sites on one hand need to compete with rival sites
by acting according to optimization principles and commercial concerns while ignoring
journalistic values, but on the other hand, they also need to protect the values that
should be given to both the news and journalists.
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Certain advantages and disadvantages have emerged with the increased application
of SEO in journalism. Duman (2018, p. 277) listed SEQ’s advantages under headings
such as longevity of news, original and up-to-date content, easier access to content,
and higher ranking of news in search results. Lopezosa et al. (2019) drew attention to
the enrichment of news sites and the rapid spread of information through SEO, and
also stated SEO to be a process for helping web editors produce quality content and
feel creative.

Repetitiveness, creating spam, long and irrelevant titles, and wasted time have been
conveyed as some of the disadvantages of SEO journalism (Duman, 2018, p. 277), while
Giizel and Ozmen (2018, p. 225) also criticized journalism according to Google as follows:

Having a presence in the digital world is synonymous with being at the top of
Google search results. In this environment, SEO journalism has become widespread
as a basic journalism practice and a new line of business. This situation is interesting.
SEO activities carried out to generate more clicks and traffic have led to the basic
elements of journalism being ignored. The obligation to write news according to
SEO rules and the attractiveness of the provided traffic provided (i.e., the wishes
and demands of the user/reader/customer) have largely taken the Internet media
in Turkey captive and put click-bait journalism at the center of the business. Events
that did not enter the pages of newspapers or news bulletins 20 years ago have
begun making headlines on websites. This has spread to all media and caused a
serious decline in the quality of both journalistic responsibilities and news content.

Emphasizing how global technology companies generate revenue through the
news media, Saran (2021, p. 610) stated journalism to have turned into an act of
producing content compatible with algorithms and making sense of users’ reactions
to this content.

SEQ practices are basically carried out as a practice that aims to have users reach
the news in the shortest way; while this points to the rules observed in traditional
journalism such as originality and speed on one hand, on the other reasons have also
been discussed such as creating a media environment where Google is a monopoly
and contradicting the ethical principles of journalism. Although several studies have
been conducted on SEO journalism, the constantly changing nature of algorithms
might make existing findings obsolete. For this reason, updating the findings with
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recent research is vital for discovering how the changing algorithms have affected
recent SEO journalism practices.

Aim and Methodology

The study aims to examine through various dimensions how the news articles on
websites are harmonized with algorithms so as to become prominent in search engines,
particularly with Google. Due to the frequent updating of algorithms, SEO journalism
is constantly being structured with new features, and the study will attempt to understood
this in line with the SEO journalists’ experiences.

The current study has obtained data using the in-depth semi-structured face-to-face
interview technique. The interviews were held between April 28-May 17, 2021. Interviews
involve controlled and purposeful verbal communication between the researcher and the
people who are the subjects of the research (Cohen & Manion, 1994, p.271). These interviews
with the SEO managers of news sites attempted to have them convey the most up-to-date
developments regarding the structuring of SEO journalism, which were then analyzed
through the experiences of the professionals currently applying this practice.

The universe of the study consists of the websites that carry out journalism activities
on the Internet, that concentrate on the phenomenon of news, and that perform SEO
applications in Turkey. Among these news sites, the study has selected the four most
visited news sites as the sample of the research and held interviews with their SEO
representatives. The selected news sites were determined as the most visited according
to data from Alexa.com (accessed April 14,2021), with these news sites being ranked
according to the frequency of visits. In this context, the researcher interviewed SEO
managers such as the SEO editor at Ensonhaber.com, the SEO coordinator at Hurriyet.
com.tr, the SEO Team Leader at Milliyet.com.tr, and the Chief Digital Officer (CDO) at
Sozcu.com.tr. The researcher encoded the names of the interviewed SEO managers as
P1,P2,P3,and P4, respectively. The goal of SEO is to make news sites more visible from
search engines and to attract more visitors to a site. Therefore, meeting with the SEO
managers of the most visited news sites makes up this the significant contribution of
this study.

By focusing on understanding how SEO practices play a role in journalism, the
questions of this research have been formed as follows:
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RQ1: How does SEO change the way readers engage with the news?
RQ2. How does SEO change journalistic practices?

RQ3. What are SEO-practicing journalists’ perspectives toward journalism ethics?
Findings

This section of the study contains the findings that have been obtained from the in-
depth interviews.

SEO journalism as shaped by reader behaviors

This study questions what SEO journalism means and what kind of structure it has. The
point the participants emphasized is that SEO is actually a type of journalism based on
reader behavior, and they conveyed the following opinions in this regard:

SEO journalism has taken its place in news practices in recent years and seems
will be applied for many years; it is also referred to as Google Journalism. What
turns SEO content into news is the readers. SEO journalism is a question-and-
answer flow between the public and the journalist, which has benefits both ways.
(P1/Ensonhaber.com)

Stating how SEO journalism is also called Google Journalism, P1 emphasized how
content becomes newsworthy based on the readers.

Along with digitalization and the increase in online experiences, different search
methods have emerged in search engines. You look for a subject one way on the
Internet, | look for it a different way, and we also look for different topics. There
is already a trend system that Google has set up to regulate this, as well as other
tools like this. This is what distinguishes SEO journalism, the point of distinction
being that readers search in different ways. (P2/Hurriyet.com.tr)

P2 emphasized the readers’ side of news and stated the distinction regarding SEO
journalism to have formed by the way readers search for the news.

SEO tries to get websites to rank in better positions using relevant keywords. All

the processes done to move a website to the top of search engines fall under the
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umbrella of SEO. SEO journalism means producing content by identifying trending
topics. In order to do this, one needs to use trends to predict what readers are
and will search for. An SEO journalist should think like a reader and create content
with empathy. In this way, content is produced according to the readers’ desires.
(P3/Milliyet.com.tr)

Accordingly, P3 stated SEO journalism to have the feature of empathizing with
readers, where the reader influences the trends, and thus the trends also affect the
news.

If the subject is internet journalism, | am in favor of the widespread use of SEO-
compatible journalism as the correct definition. SEO changes the original structure
of the news and can restrict editorial freedom. (P4/Sozcu.com.tr)

Meanwhile, P4 stated SEO practices to have aspects that restrict editorial freedom.
SEO is understood to be formatted according to the way readers search. Accordingly,
readers affect trends, and trends affect the news. Readers’behaviors are monitored by
news sites, who then take a corresponding position. Concepts such as algorithms, big
data, and artificial intelligence are also understood to be very important in SEO
journalism.

The element of keywords in the distinction between SEO and traditional journalism

This study examines the differences between SEO journalism and traditional journalism.
Here are some views on how SEQ practices such as keyword usage transform news texts:

While writing SEO news, a keyword is determined, and this word is repeated
frequently so as to be noticed by the search engine. In this respect, SEO news
texts are not considered quality content in the context of journalistic practices
because the aim is to find out what the reader is looking for, to answer the question,
and to increase the number of visitors while doing this. Therefore, it is more of a

commercial consideration. (P1/Ensonhaber.com)

Saying that SEO news are evaluated as low-quality content, P1 draws attention to
the economic dimension of SEO journalism and the importance of increasing the
number of visitors.
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Maybe the difference between traditional journalism and SEO journalism starts
here.When doing SEO journalism, you try to write your news within the framework
of keywords. This was also abused a lot in the early days of SEO. In traditional
journalism, you can write a very striking headline without using keywords at all.
But nowadays, that doesn’t matter to Google’s algorithms. (P2/Hurriyet.com.tr)

Emphasizing the structure of SEO journalism as created within the framework of
keywords, P2 states here that keywords are an important distinction between traditional
journalism and SEO journalism.

Traditional news is less detailed and simpler than SEO news. Because keywords
are the priority in SEO news, the content can be much more detailed. If this

situation goes unchecked, readers may not read it. (P3/Milliyet.com.tr)

Stating how SEO journalism has become more detailed with the keyword element,
P3 drew attention to the danger of the situation going unchecked.

Keywords have an important place in Google’s algorithms in terms of reaching
more people according to readers’ search preferences. This also has the effect of
weakening the originality of news and the language used. Focusing only on
keywords and ignoring words that enrich the language but are not sought after
by the reader cause the news language to become corrupted, repetitive, and
disidentified. (P4/Sozcu.com.tr)

According to P4, the more that news texts are prepared within the framework of similar
keywords, the more the news loses its originality and meaning and becomes identical.

The opinions of the participants on this subject were focused on how the element
of keywords negatively affects news texts. SEO journalism differs from traditional
journalism through its set up, structure, and especially keyword element. Not applying
the techniques used to adapt to algorithms in a measured way is understood from the
conveyed opinions to cause news to go unchecked, resulting inevitably in negative
impacts on journalism.
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Content pool formed by SEO’s effect on news sites

Another striking point on the news sites that carry out SEO practices is the change in
news content. With this change, content other than what is usually defined as news
has also started to occur alongside current news flows, and new developments related
to any person, event, or situation on the agenda are also turned into news content. In
addition, certain topics that are expected to be searched for at certain times or that
are always searched for constitute the most important traffic flows of news sites. The
participants commented on this issue as follows:

Besides agenda tracking, SEO also cares about the type of content known as
evergreen content, which refers to content that readers always read, with content
such as which teas are good for colds or how can we protect ourselves from

mosquitoes being examples of evergreen content. (P1/Ensonhaber.com)

Drawing attention to the type of evergreen content based on reader curiosity, P1
says that these contents always occupy a certain volume of searches and remain useful
for a long time.

In fact, the same concern is always present at the root of the work. We reflect
things that way in the news because that’s how people search. The diversity of
content on news sites is all related to this. (P2/ Hurriyet.com.tr)

P2 emphasizes here how the content pool on news sites is also determined by the way
people search.

Keeping up with the conditions and innovations is a requirement and touching
on different issues besides the current news flow is necessary in Internet journalism
especially. Like everything else, our society consumes news quickly. This type of
content has to be on almost every website in order to compete with other sites
and remain current. However, content that is too intense can disturb readers.
Despite this, determining who the audience is and including what they want on
the site is important. (P3/Milliyet.com.tr)

Drawing attention to the necessities of the era and the importance of competition,
P3 states again that the readers are the ones who determine the content pool.
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These contents in the style of “who is”and “what is” can be used not as news but
as elements that deepen the news. However, because this type of content is
frequently repeated and updated, news sites have turned into archived garbage.
(P4/ Sozcu.com.tr)

P4 emphasizes here that attention should be paid to the distinction between the
news itself and the elements that deepen the news.

The participants’ comments show the content pool of news sites to be shaped in
line with readers’ curiosity. Using non-news content too much is also understood to
harm the phenomenon of journalism. However, this type of content also feeds SEO
journalism as a requirement of the age of digital media. As a result, the SEO phenomenon
can be said to have a say in what kind of content will occur on news sites.

Google’s algorithms or reader expectations?

Some criteria exist that should be observed when creating news texts that are suitable
for SEO, one of which is to prepare news text that appeals to Google by focusing on
algorithms. Another one is to write news text that is remarkable and satisfying while
also containing news elements in a way that will meet readers’expectations. The scope
of this study questions how the balance between these elements is ensured or whether
any priority is being observed while writing SEO-oriented news. The participants'views
in this regard can be conveyed as follows:

Complying with Google’s algorithms while responding to reader expectations is
the foundation of SEO journalism. However, there are two options here. The first
is to communicate content readers have already expressed curiosity about using
the logic of what it is, what details it has, and how it causes wonder. The second
is to make the content interesting. (P1/Ensonhaber.com)

P1 emphasizes the importance of satisfying readers’ curiosity and says this should
be done according to Google’s algorithms.

In fact, the balance is always based on text the reader can understand and where

they can immediately find the answer to a question they are looking for. Sometimes
while editing news text, however, we have to use certain words more frequently.
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We are in such a rush that we can sometimes exceed certain rules regarding

certain content or news. (P2/Hurriyet.com.tr)

According to P2, who states that, even though readers’ expectations should be
given priority, the competition among news sites does not always allow this.

In fact, both should be given equal importance. It would be wrong to give priority
to one and ignore the other, because if you do not act in accordance with Google
algorithms while trying to reach the audience, you may not be able to reach the audience.
Therefore, content should be produced in accordance with readers’ expectations of the

reader while also paying attention to Google’s algorithms. (P3/Milliyet.com.tr)

Drawing attention to the element of balance, P3 emphasizes here that neither side
can be ignored.

Although there are places where the two intersect, the economic order created by
Google algorithms has led to the trivialization and corruption of journalistic principles
in Turkey as well as in the world. (P4/Sozcu.com.tr)

P4 states algorithms to determine competition and economic priorities. One
understands from the answers that have been given that readers’ expectations should
be metin accordance with Google because acting only accordance with readers is not
possible in a competitive environment. By not taking the algorithms into account, news
articles do not reach the reader, and if news texts do not satisfy readers, the algorithms
do not make the news visible.

The relationship with readers and Google’s tools

Another prominent issue in SEO journalism is the relationship with readers. SEO
journalism is a type of journalism that develops through practices involving things
such as what readers do, what they search for, and how they search. Therefore, how
the relationship with readers is determined is also important in news production. The
research also questions within its scope how readership is targeted, how reader habits
are determined, and what tools are used in this regard, with the following opinions
being conveyed in relation to this:
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The first rule in making SEO news involves readership analysis. Noticing the topics
of interest, determining the target audience, and responding accordingly are
important. Real benefits are achieved once these three steps are applied. (P1/

Ensonhaber.com)

P1 explains the analysis process in three steps and is understood to draw a framework
in which both the news site and readers will benefit.

In fact, the best SEO content is that which the reader doesn’t notice at all as such.
Capturing the perfect text that will not disturb readers or make any difference
while reading is very important for the relationship with readers. While doing this
is difficult, this is how Google’s algorithms proceed. (P2/Hurriyet.com.tr)

Emphasizing how algorithms are moving toward a structure results in readers not
feeling the SEO effect, P2 actually draws attention to Google’s ever-differentiating
dynamic structure.

The participants’ opinions toward Google’s tools and products are as follows:

Google Trends shows the search volume for any word entered with regard to a
certain time period. In other words, it provides data on things such as how many
searches were made, how the search was made, and from which regions. Google
Ads reflects all users’actions on the Internet. In this way, one can understand
what readers wants and conduct research accordingly. Google Search Console
detects problems, errors, and statistics on a site and signals when a problem
occurs. One monitor instant response regarding your site using Google Analytics,
letting one access information about reading statistics regarding a piece of news.
(P2/Hurriyet.com.tr)

P2 emphasizes here the different features of each of Google’s tools and says that
news sites can benefit in many ways from these.

Tools like Google Trends and Google Analytics are like magic wands within easy
reach. Thanks to these tools, one can get information about readership and view
the read rates and search volumes. Using these tools allows one to produce much
more effective SEO content. Monitoring these tools frequently is useful for producing
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the right content and seeing how much interest different content draws. These
tools contain the answers to many questions such as which topic was researched

during the day and which news was read more. (P3/Milliyet.com.tr)

One understands from what P3 has stated that the way to attract more visitors to
a website is to use the data obtained from Google’s tools.

Google’s tools contribute to improving content better and learning many statistics
about content. In this respect, they show the effect of not only SEO journalism,

but also the journalism that should be. (P4/Sozcu.com.tr)

P4 emphasizes how Google’s tools contribute to improving news content, and P4’s
statements reveal how many Google products and tools have had a serious impact on
the supply-demand cycle between news sites and readers. People can learn much data
related to the searches made on Google and behaviors performed on news sites using
Google tools. Google is understood not only to determine the rules of the game but
to also offer the conditions to ensure that the game is played in the most correct way.

Is Google a tool or a purpose?

The process currently exists where news sites have to act according to Google’s rules
in order to be visible and easily seen by readers. The research also questions within its
scope how this situation Google has created can be evaluated in the context of a media
monopoly. The participants’ views on this issue can be conveyed as follows:

Showing the news on the first page of a search result is very important in online
journalism. In fact, being on Google is not enough anymore for many institutions and
organizations: Being on the first page is necessary. As such, journalism practices are also
affected, of course. Online mainstream media holds the lead in terms of both economic
power and influence. If you observe Google’s rules, you will always be the winner.
Institutions that are able to allocate a budget for the information that will provide this
do not even allow others an opportunity. How many users are redirected to Google and
how many to other websites? In fact, the answer to this question includes the answer to
the process of media monopolization. The struggle in SEO journalism is understandable

given who has the monopoly of the first pages. (P1/Ensonhaber.com)
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One may deduce from P1’s statements that a system is present that is maintained
under the monopoly of economic power in digital media, just as in traditional media.

This is actually very problematic. There is one search engine, and one set of search
traffic comes from it. It's a hard truth to accept, but unfortunately you have to
stay within Google’s framework right now, because there is no alternative. And
many people used it. (P2/ Hurriyet.com.tr)

Underlining the lack of an alternative to Google, P2 supports the idea that the
system Google has created is a media monopoly.

Such a situation inevitably arises. Every site that wants to rank higher in Google
searches and increase its organic traffic starts doing similar things. Readers can
consider this situation to be a monopoly. In fact, following Google’s rules should
not be the main goal of news sites. Google should be used as assistive tool. In
this way, news sites can provide content diversity and differentiate themselves
from other sites. (P3/Milliyet.com.tr)

According to P3, news sites that want to be authentic should use Google as an
assistive tool, not as a goal.

Google contributes to advertising and providing access to news sites. However,
Google obviously is also creating a media monopoly with its algorithms and
nurturing an order that kills journalistic ethics. A Google algorithm that rewards
identical news sites and content causes this industry to remain below the desired
level. (P4/Sozcu.com.tr)

P4 is saying here how Google is a monopoly through its structure that rewards a
system that destroys journalistic ethics and principles.

The participants’responses converge with regard to Google’s current status having
created a media monopoly. One understands from the conveyed opinions that Google
has become a reality in the digital age in which we live, a reality that surpasses big
media companies in terms of monopolizing the media. The definition of search engine
remains extremely superficial for Google, and one can state Google to be an oppressive
factor for news organizations regarding the new media environment.
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Editors who know the Google language in news centers

Another factor that formed from the structuring created by SEO journalism is the
employment of SEO editors in news centers. SEO practices that need to be carried out
require a number of different skills apart from traditional journalistic ones. For this
reason, SEO editors who can handle the technical side of the business work in newsrooms’
SEO units. The research also questions the issue of how the structuring and functioning
of newsrooms have changed and transformed in this process. The answers the participants
give to this question are as follows:

An SEO editor is actually a concept that started being heard in the last decade,
during which news centers opened up room for them. The recruitment process
for SEO editors was also seen as an admissions process. A new field has emerged
in journalism practices that had not been done or seen before. But as Plato stated,

“Necessity is the mother of invention.” (P1/Ensonhaber.com)

P1is understood to have said that having each new developed product meet certain
needs also creates the need for those who develop and implement that product.

| don't think there has been a transformation in newsrooms. The SEO editorial was
added to the news team. Units arise from the needs of each period, and SEQ is like
that. There was a need, and a team was found to meet that need. This summarizes
the situation. A team was formed that added visitors to the news site and monitored

the entire agenda within the framework of Google. (P2/Hurriyet.com.tr)

Emphasizing the need just like P1 had, P2 states how a role change had occurred
rather than a transformation in the media.

Needs are changing. No one wants to be left behind when contesting with
competitors. For this reason, both SEO editors have been employed in news
centers as well as SEO training being given to existing editors. All this has been
done to keep up with the times, but it has also caused the language of the news
to change. The proliferation of SEO editors has been able to cause traditional

journalism and journalistic language to fall by the wayside. (P3/Milliyet.com.tr)
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Based on P3's statements, one can conclude that having SEO knowledge has become
important as a criterion for employing journalists.

In terms of SEO-compatible journalism, editors must exist who know the Google
language. However, SEO editors’ function has in fact deviated from its purpose.
Having fewer reporters and more SEO editors is not in the public’s interest. (P4/
Sozcu.com.tr)

The conveyed opinions reveal the form of employment in news organizations to
have been structured in line with the needs. No great historical experience exists with
regard to SEO, and as a new practice, SEO has also brought new meaning to job
descriptions. The new needs in news organizations are understood to have arisen as a
result of the competitive environment, and those who do not meet these needs will
be left behind.

New competencies expected from journalists and academic opportunities

The study has stated within its scope how journalists and SEO editors are expected to
have and develop certain new competencies and discussed these in the context of the
business strategies required by SEO practices. The study has also questioned what kind
of duties have fallen upon the communications faculties that train the journalists who
are expected to acquire these competencies. The participants’opinions on this subject
can be listed as follows:

Journalists should be people who can take action as soon as the action begins.
Foresight and empathy are two of the most important features to have in an SEO
editor. An SEO editor should be able to evaluate all the questions that may be
asked about the news and should be able to give an answer by putting themself
in the shoes of the reader. Communications faculties are the basis for raising good
journalists in theory and in practice. For this reason, faculties should attach
importance to SEO journalism and add it to education as soon as possible by
strengthening its theoretical foundations. (P1/Ensonhaber.com)

Pointing out how journalists should have a dynamic structure, P1 emphasizes the
importance of being able to think like a reader.
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Like regular editors, SEO editors often call and get opinions from authorized
sources. They turn what they see around them into news. Although SEO editors
are thought to constantly be looking at Google Trends, this is not the case. Actually,
there is a lot of hard work involved. For example, one of the most important
reflexes to have as an SEO editor is speed, because the things that are being
searched for on the Internet are searched for within a certain period of time. In
other words, that subject will stop being searched for after a while, or maybe it
will be searched for again in a year. In short, SEO editorship is not an easy field in
media organizations. Of course, | wish schools had this kind of education. But
Google is not a system that stays the same all the time. Algorithms can change
as often as every six months. What we're talking about right now may not mean
anything next year. Digitalism has a very different flow. How can schools give SEO
training? How can something be done on an academic scale? Believe me, | can’t
even imagine how. But something like this can be done: At the very least, people
can be trained who are able to write neat texts, produce content using the different
meanings of words without disturbing the integrity of meaning, and write news.
These people can be provided with technical knowledge. It would be great if
schools had such a department that constantly updated its academics. (P2/
Hurriyet.com.tr)

P2 states that, although SEO editors'work may seem easy, they actually have a way
of working that requires much effort. They interpret the constant change in algorithms
and trends as the biggest challenge to the job.

Journalists who will do SEO work should be fast. They should be able to notice
instant developments and turn them into news. This requires close monitoring.
Producing content by following many different sources and having a good
command of various subjects also helps. They need to have a good command of
tools such as Google Analytics and Google Trends. Each additional piece of
information that is learned not only in terms of content but also about the software
side helps them stand out in terms of SEO studies and journalism. In this respect,
students should be provided with the opportunity to practice much more while
being taught this job. (P3/ Milliyet.com.tr)

By drawing attention to the software dimension of web pages, P3 is understood to be
saying that having software knowledge is a feature that makes an SEO editor stand out.
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It’s important for journalists to take the pulse of the public, and one way to do
thatis by looking at search trends. The academy should always attach importance
to producing news, making it accessible to large masses, and enlightening the
public, and SEO needs to be seen as part of the business, not as a goal. (P4/Sozcu.

com.tr)

P4 is understood to be focused on the contributions using web tools offers in terms
of social benefit.

According to the participants’responses, the characteristics that a journalist should
have in the new journalism environment are as follows: speed, foresight, empathy,
strict agenda tracking, mastery of different topics, ability to use Google’s tools, and
software knowledge, with being fast appearing to be particularly important.

Another issue the research queries involves what kinds of duties have befallen
communications faculties in the new journalism environment. Most participants stated
that communication faculties should work on SEO journalism, emphasizing how
communications faculties should reinforce theory and create opportunities for students
to practice. Having communications faculties also include SEO as a type of journalism
in journalism education was also stated as being beneficial, but no clear proposals
were made on how this could be done practically.

SEO journalism and ethics

One of the most discussed aspects of SEO journalism is the relationship applied methods
have with journalism ethics. SEO practices have been criticized for some of their features,
such as news texts being constructed around keywords, the news being created with
the concern of being clicked rather than in accordance with the professional principles
of journalism, and information that is sought not being presented in the text (click-bait).

The research has also questioned within its scope the kinds of problems SEO
journalism creates and can create in terms of journalism ethics. The participants have

made the following comments on the subject:

Discussing any SEO code of ethics is similar to a discussion about politics or

religion. Both sides feel strongly. Most search engine optimization practitioners
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understand the code of ethics, but not all practitioners use SEO safely. SEO is very
prone to abuse in terms of implementation and operation, and having SEO experts
carry out their work in good faith is important. Certain problems can be encountered
from the perspective of journalism ethics. According to journalistic principles,
accurate information is conveyed to the reader in a short, unbiased, and concise
manner. With regard to SEO, the purpose and path that are followed serve to
benefit different elements, and everything is shaped by Google’s rules. (P1/

Ensonhaber.com)

P1 emphasizes that, although journalists know the rules of ethics, they may not
follow the rules because the algorithm does not fully allow this.

SEO practices in journalism have been implemented very poorly during certain
periods. Google’s algorithm at that time also enabled this a lot. That’s why things
that we can't even call content have been used in various negative ways using
attention-grabbing headlines without having any actual information or by not
giving the information until the last page. We are currently thinking about and
working on how we can do better. Journalism is a very sacred business, and the
prestige of journalism in society is very different. We are talking about an industry
that has no day, night, or holiday. It's the same with digital media. That’s why there
were people who abused this job, as in every profession. It occurs much less now
because the measures Google has taken in this regard are working. Those who
abused it have ruined themselves in the industry because they can no longer
make a profit or provide as much benefit as before. People’s reactions and the
comments they made on the subject on social media have helped to improve
this. Is it perfect where it is now? No, it still has its shortcomings. But it's much
better now. This job also has its difficult parts: Some things happen very
instantaneously, and editors can also notice their mistakes. For example, once a
screenshot of a piece of news is taken and shared on social media, itis irreversible.
Even if that error is fixed after 30 seconds, it doesn't matter. Looking at it from
such angles, | think that SEO editors are unfortunately treated a little unfairly.
People forget they are humans who have a very difficult job and instead treat
them like robots. In fact, every mistake that occurs is not very long term. Despite
this, however, SEO has a bad image. (P2/Hurriyet.com.tr)
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Making a comparison between the past and the present in their evaluations, P2
states that SEO practices are no longer as abused as they had been and that despite
this, negative perceptions about SEO still persist.

The relationship between SEO and ethics is a very controversial topic. The practice
of SEO has been abused more and more as the field expands and competitors
increase. In fact, Google intervenes in such cases. In extreme cases, penalties and
bans may occur. Of course, these are situations that do not comply with journalistic
ethics. But SEO has an undeniable place in today’s journalism. For this reason, not
overwhelming readers and presenting them with the subjects they seek in a
concise manner have become necessary. SEO can do its work by avoiding
unnecessary information and word pollution. In the age of technology, nothing
is more natural than for a news site to try to get their content to the top of a major
search engine like Google. Boundaries need to be clearly drawn, and producing
content inconsistent with journalistic ethics may result in losing users. In this

sense, all news sites should review their content. (P3/Milliyet.com.tr)

P3 draws attention to the sanctions Goggle has imposed regarding the abuse of
algorithms and, just like P2, draws attention to the fact that broadcasting that does
not comply with journalism ethics will result in the loss of readership.

Underlining that I do not find the concept of SEO journalism to be correct, | would
like to state that significant damage has been done to the ethics, character, and
reputation of journalism. In this sense, | agree with the criticisms and embrace

their justifications. (P4/Sozcu.com.tr)

Meanwhile, P4 states how SEO practices have damaged the reputation of journalism,
emphasizing the presence of SEO in journalism to be unethical.

The opinions conveyed by the participants emphasize the aspects of SEO practices
that conflict with journalistic ethics. Most of the explanations emphasize SEO as an
area that is very open to abuse. One can understand from the conveyed opinions that
SEO journalism is not fully compatible with journalism ethics and that SEO’s story is
seen to be written in connection with algorithms. As algorithms change and transform
and Google’s rules are renovated, the way SEO is applied and perceived will also change.
Conducting SEO journalism by considering journalism ethics is very difficult, especially
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in today’s conditions. The participants also conveyed the difficulty of simultaneously
adapting to both professional principles and algorithms, and at the very least, minimizing
these contradictions and being very meticulous are necessary in this regard.

Discussion and Conclusion

The developments in the last quarter of the 20th century created structural changes
in the media, during which Internet and web technologies were updated rapidly and
the use of computer tools gained importance in many fields and sectors. The phenomenon
of digitalization has opened the doors to a new era in which media products have been
diversified by processing elements such as texts, sounds, and images together and
presenting them to users through various platforms. A cyclical process can be mentioned
in which reader habits have changed through the digital tools that are used today, with
needs reproducing themselves with each new habit. The models put forward in regard
to meeting these needs continue to be developed within the framework of capitalist
production relations.

Previous studies on the implementation of SEO practices in the field of journalism
have arrived at results regarding the structure that has been shaped by Google’s older
algorithms (Korap Ozel and Deniz, 2018; Duman, 2018; Lopezosa et al., 2019; Giomelakis
etal., 2019; Deniz & Korap Ozel, 2018; Giizel & Ozmen, 2018). However, as stated in the
previous parts of the current study, Google's algorithms are not fixed and are constantly
updated. Therefore, new studies in the field are also needed. This study has been carried
out within the context of Turkey and, by aiming to meet this need, presents some
current results about SEO journalism’s current application and effects.

As aresult of the study, SEO journalism is seen to have become a journalistic practice
shaped by reader behaviors. The most important criteria in this regard involve thinking
like readers, acting by predicting what readers will search for, and being able to use
measurement tools to analyze these things.

Justas Korap Ozel and Deniz (2018, p. 164) revealed in their study, the current study
has also shown some differences to exist between SEO journalism and traditional
journalism. This study has shown one of the most important differences between them
to be the use of keywords and understands that keywords should be used in a controlled
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manner in news texts, as the uncontrolled use of keywords distracts readers from the
news and negatively affects journalism.

News sites that implement SEO are seen to also include non-news content. Although
this type of content is part of SEO strategies, having them appear in front of other
actual news contents damages the phenomenon of journalism. This study has shown
how Google has currently developed a new understanding regarding issues such as
repetitive content and spam content, which Duman (2018, p. 277) had shown to be
some of the disadvantages of SEO journalism. According to this result, because Google
penalizes news sites that abuse algorithms, misleading content is unable to be produced
to the same extent as it had before.

SEO journalism is an area that needs to be addressed both in terms of Google’s
algorithms as well as readers’ expectations. The competitive environment and commercial
concerns of news sites may cause the balance between these two elements to deteriorate
and the goal of adapting to algorithms to gain importance. For this reason, importance
is had in being compatible with algorithms as well as in producing texts that are as
creative and original as possible. Thus, the attempt should be made to achieve this
balance. This research result also supports the emphasis on quality content and creativity
as put forth by Lopezosa et al. (2019) regarding SEO journalism.

Because Google renovates its algorithms, the SEO strategies of news sites also get
renewed. Having a media environment where Google is such a focal point allows one
to consider this to be a serious pressure factor and a form of media monopoly for news
sites. As Saran (2021, p. 610) has also stated, global technology companies namely are
seen to earn some serious income from the news media.

SEO editors these days have become a facet of newsrooms’ employment processes.
Therefore, journalists should have such competencies as the ability to acquire software
knowledge and use Google’s tools, in addition to their current skills. This result coincides
with the need for journalists to attach importance to web technologies, as put forth by
Giomelakis etal. (2019, p. 11). Journalists are also expected to have features such as speed,
foresight, strict agenda-following, and a higher potential than in the traditional period.

Faculties of Communication have duties in the new journalism environment that
includes SEO journalism, but the constant change of algorithms has been an obstacle
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to creating a basic curriculum. Despite this, Faculties of Communication should provide
opportunities for students to practice SEO and implement practices that will provide
gains and support them technically.

SEO journalism has aspects that conflict with journalism ethics due to being an area
that has been open to abuse, and the study’s findings in this regard are in line with the
problems revealed in previous studies regarding SEO journalism (Deniz & Korap Ozel,
2018, p. 84; Duman, 2018, p. 277; Giizel & Ozmen, 2018, p. 225). The significant things
that appear in SEO journalism are not the professional principles or ethical rules of
journalism, but having more clicks, more advertising, and greater revenue.

As stated in the research, digital media, Google’s algorithms, and reader habits are
all constantly changing and being refreshed. For this reason, detailed studies should
continue being conducted that examine SEO’s effects on journalism. In addition, studies
have shown gaps to exist regarding the academic aspects of SEO journalism. Universities,
especially Faculties of Communication need to fill these gaps by conducting in-depth
studies on SEO journalism.
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Abstract

The rise of online shopping has encouraged online retailers to discover new
ways to ensure consumers have a positive experience when searching for
information within the competitive landscape. User-generated content (UGC)
can be conveyed in a variety of formats and contexts, such as reviews, photos,
forum posts, testimonials, and much more (Fader & Winer, 2012). The purpose of
this research is to investigate and compare SHEIN, which hosts the functionality
to post UGC in the form of reviews with photos, and PrettyLittleThing, which does
not allow the functionality for UGC in any form. Very limited literature explores
UGC in the fashion clothing industry amongst the young, upcoming generations.
To address this, a sample of 12 females aged 18 to 26-years-old participated in
semi in-depth interviews to discover the impact of user-generated content on the
information search stage of the consumer decision-making process. This research
adds to the current UGC body of knowledge in the form of photos with reviews in
the fashion industry via a case study context. The findings emphasize the positive
influence UGC (in the form of reviews with photos) has on the information search
stage of the consumer decision-making process.

Keywords: User-generated content, reviews with photos, consumer decision-

making process, information search, online shopping

Oz

Cevrimigi alisverisin yukselisi, cevrimici markalar, tiiketicilerin rekabet ortaminda
bilgiararken olumlubirdeneyimyasamalarinisaglamaninyeniyollarinikesfetmeye
6zendirmektedir. Kullanicilarin yarattigi icerikler (KYI), tiiketici yorumlari, forum
gonderileri, kullanici fotograflan gibi farkli bicimlerde ve baglamlarda karsimiza
ctkmaktadir (Fader & Winer, 2012). Bu arastirmanin amaci, kullanicilarin yarattigi
iceriklerden biri olan fotografli yorum kullanimini alisveris sayfalarinda kullanan

SHEIN ile bu hizmeti tiketicilere sunmayan PrettyLittleThing'i arastirmak ve
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karsilastirmaktir. Moda giyim endustrisinde genc¢ ve
gelecek nesiller arasinda kullanicilarin yarattigr icerikler
izerine yapilan arastirmalar sinirlidir. Bu calismada yaslari
18 ila 26 arasinda degisen 12 kadin tiiketiciyle, kullanic
tarafindan yaratilan icerigin, tuketicinin karar verme
strecindeki asamalarindan biri olan, bilgi arama tizerindeki

etkisini arastirmak amaciyla derinlemesine goriismeler

olan fotografli yorumlar literatiirine vaka calismasi ile
katkida bulunmaktadir. Bulgular, markalarin sayfalarinda
yer alan fotografli yorumlarin tiiketici karar verme strecinin
bilgi arama asamasi Uzerindeki olumlu etkisini ortaya
koymaktadir.

Anahtar Kelimeler: Kullanici tarafindan olusturulan icerik,

fotografli degerlendirmeler, tuketici karar verme sireci,

gerceklestirilmistir. Bu arastirma, moda endustrisinde bilgi arama, ¢evrimici aligveris

kullanicilar tarafindan gelistirilen icerik 6rneklerinden biri

Introduction

User-generated content (UGC) is presented in many different techniques, versions, and
structures, including: blog posts, reviews, photos, testimonials, and social media posts
(Fader & Winer, 2012). An overarching definition of UGC is a broad medium allowing
users the freedom to share reviews, preferences, and opinions in a virtual community,
typically based on their own experiences and posted onto websites and social media
platforms (Muller & Christandl, 2019). Furthermore, it is essential to emphasize that
UGCis“brand-related content created by users”(Colicev et al., 2019). The scope of UGC
definitions is wide, as UGC is a research area that is continuing to evolve (Bucko et al.,
2018). Minimal literature explores UGC in the context of reviews with photos (Zinko et
al., 2020). The hospitality industry paves the research as this industry has implemented
UGC for a long period of time, most commonly in the format of reviews and more
recently the introduction of photos to support the reviews, therefore providing the
fundamental basics for this study.

The present case study research aims to examine two online fashion clothing retailers,
SHEIN and PrettyLittleThing, that have many similarities in terms of the target market,
price, size of product portfolio, and information search elements. However, the outstanding
difference in their information sources available to consumers is that SHEIN provides the
functionality for users to post and view UGC in the form of reviews with photos, whereas
PrettyLittleThing does not. Furthermore, exploring other websites that are similar and
comparable to SHEIN and PrettyLittleThing demonstrates this functionality is rarely available.

The consumer decision-making process is a five-stage framework that outlines the

general thoughts and actions that consumers undertake when making a purchasing
decision (Karunakaran, 2008). This research investigates the information search stage
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of the process. The information search stage occurs when a consumer is not clear about
the exact purchase they would like to make to satisfy their needs. Consumers may use
arange of sources to complete this. However, the information search is usually unique
to the consumer (Sherlekar et al., 2010).

Online shopping

Young adults aged between 18 and 26 years-old tailor where and how they shop based
on what they are purchasing due to the ease of accessibility to information (Mintel,
2019). Young-adult consumers are pertinent to target for research, as this age is when
they begin to enter the economically active stage of their lives, therefore their purchasing
power becomes paramount for organizations to monitor (Mintel, 2019).

Online social shopping is a form of online social interaction where customers
communicate their product knowledge, thoughts, and opinions in online communities
(Cheung et al., 2015). Li & Ku (2018) suggest consumers recognize the advantages of
consuming information provided by those on social networks mostly irrelevant to
which customer has posted it; whether it is a friend, family member, acquaintance, or
stranger, the difference in influence is minor in an online social community. Posts within
a social community are viewed as more sincere and trustworthy compared to information
provided by an online shopping organization, thus more influential on the consumer
decision-making process. As a result of social shopping, consumers believe they are
making better-informed purchasing decisions (Li & Ku, 2018).

User-generated content

Consumers are no longer the sole complacent recipients of information from marketers.
Upgraded communication channels have introduced the interactivity between
consumers and organizations, typically on e-commerce sites and social media platforms
to influence one another’s decision-making process. Many of these interactions take
place in the form of user-generated content (Fader & Winer, 2012).

The publishing of information online is shifting from the previous publisher-centric
model, driven by organizations, towards a user-centric environment (Sethna et al.,
2017). Daugherty et al. (2008) express user-generated content (UGC) as content published
by users on an online platform. Colicev et al. (2019) further refine this definition and
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state UGC is “brand-related content created by users.” UGC is more prominent than
ever, becoming omnipresent across online platforms due to the growth of internet
accessibility and online shopping. Although UGC is not a new marketing strategy and
has been utilized in various ways by organizations due to its wide scope, UGC is
embarking on new beginnings as increasing numbers of organizations are encouraging
users to post their opinions and experiences (Agarwal, 2020).

The use of smartphones has enhanced UGC’s ubiquitous characteristics and volume,
further portraying its prominence in today’s marketing landscape (Melumad et al.,
2019). Previously, consumers may have approached family and friends as their first
point of contact in terms of recommendations during their decision-making process.
However, Social Media Week (2020) reported that 90% of consumers trust UGC published
by users they do not know to influence their purchasing decision whilst considering
it a trustworthy indicator of quality. Furthermore, this UGC contributes to an increased
speed of purchasing decisions due to the accessibility of influential content generated
by others online (Flanagin & Metzger, 2013).

User-generated content is brand-related (Colicev et al., 2019) and is referred to as
a marketing strategy throughout literature. Furthermore, UGC is frequently regarded
as a benefit to consumers, often cited as “providing value”to the consumer’s decision-
making process (Sethna et al., 2017; Momeni et al., 2015). Three elements were explored
in the literature published by Bahtar & Muda (2016) in conjunction with the impact of
UGC towards online purchasing in regards to the perceived credibility, perceived risk
and, perceived usefulness of the UGC.

Perceived credibility

Perceived credibility relates to inferences customers subconsciously create in regards
to the trustworthiness of content generated by others (Vries, 2019). Customers that
have had prior experiences with a product are viewed as highly influential and are
proven to provide more credible content through the eyes of a potential consumer
than the content provided by the organization. This is due to the consumer’s perspective
of reliability and relatability. The experience economy is an example of an industry that
UGC plays a prominent role. Before booking a hotel, many consumers will consult the
reviews and images posted by previous customers and make their own initial judgments
based upon this (Mendes-Filho et al., 2018).
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Perceived usefulness

The perceived usefulness refers to the value of the content and whether this content
can influence a consumer to progress into a further stage in the consumer decision-
making process (Hair & Ozcan, 2018). UGC is recognized as “user-friendly” (Barbosa dos
Santos, 2021; Kiran & Srivastava, 2020) as opposed to content published by an
organization. Increasing numbers of consumers are aware that content published
online can be manipulated, for example via photo editing software (Campbell et al.,
2021). However, a study conducted by Nightingale et al. (2017) demonstrated that
large numbers of the public have a poor ability to identify manipulated imagery. Low-
cost, high-quality editing software is a major contributor to the high volumes of
manipulated imagery posted online. Perceived usefulness assesses the value of UGC
and the impact on the attitudes and behavior of a consumer, thus the influence on
one’s decision-making process (Bahtar & Muda, 2016).

Perceived risk

On the contrary, some consumers will naturally assess the risk associated with relying
on UGC to inform their decision-making. Unless a consumer has prior knowledge of a
product and previous experiences to prevent them from making a poor decision, the
consumer is embarking on a risk by consuming UGC. Perceived risk is concerned with
a degree of uncertainty relating to the outcome of a purchasing decision. On balance,
many consumers portray seeking UGC as a method to reduce the impact of risk by
understanding and consuming other consumers’ opinions (Bahtar & Muda, 2016).

Organizations using UGC to influence professional marketing materials

UGCin the truest form has not been created or manipulated by an organization (Wyrwoll,
2014). However, over time, some organizations have sourced content created by their
consumers that has been posted online and leveraged this to use in their campaigns.
For example, luxury fashion retailer Burberry utilized social media to develop a user-led
UGC campaign when the brand was struggling to reach younger consumers. Burberry
identified the rising trend of “street style photography”and encouraged users to share
photos of themselves wearing their classic Burberry trench coat with the hashtag
#artofthetrench (see figure 1). Burberry selected a range of images of customers wearing
the coat to post on their website (see figure 2). Through this, Burberry had an element
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of control and was able to monitor the content, whilst the UGC still provided authenticity.
The campaign was one of the first of its kind and was a contributor to the following
year e-commerce sales rising by 50 percent (Business Today, 2021).

a1l 02-UK = 13:00 33% @)
< #artofthetrench
&5 h 1000+ posts
Top Recent ‘

h QA & © @

Figure 1: Recent images using #artofthetrench are flooded with users wearing the classic
Burberry trench coat (Instagram, 2021)

n
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Figure 2: Burberry website posting UGC to showcase their classic trench coat on customers
(Business Today, 2021)
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Authors contend whether UGC remains as UGC if adaptations have been made by
an organization that move it away from the original which was posted by the consumer
online. Common platforms that allow users to publish UGC, such as TripAdvisor, allow
organizations to highlight reviews. These are often positive reviews left by satisfied
customers. Research by Yi et al. (2019) discovered that organizations must be strategic
when highlighting these reviews as consumers can be skeptical of any influence an
organization has placed on any form of UGC. Although a highlighted positive review
may be the first review the potential consumer reads, this heightened attention does
not correlate to enhanced consumption (Yi et al., 2019).

UGC posting motivations

The trend in consumers posting UGC online is growing. As a result of platforms continuing
to introduce this feature, encouraging users to post content themselves to aid consumer’s
decision-making and add to their marketing strategies. However, not all users are
comfortable volunteering a post about their experience. Nevertheless, some users will
frequently contribute to a UGC functionality without thinking twice. Therefore,
understanding the motivations behind users generating content is important to
recognize before establishing a campaign that aims to repurpose UGC. On the whole,
only a small minority will publish UGC, whilst the remainder of consumers “lurk”amongst
the UGC, taking time to read and allowing the UGC to inform their decisions. However,
these “lurkers” will still choose to not contribute to the UGC environment (McWilliam,
2000). Frequent research has been conducted into the impact that online communities
have on the consumer decision-making process. Experiments have typically found that
negative opinions posted online have the most influence on the opinions of others
(Schlosser, 2005).

Halliday (2016) explored what motivates young adults to generate and consume
content, focusing on a sample of students aged between 20 and 25. He determined
that each individual embarks on their own journey and the generation of content is
related to one’s self-identity. Crowston & Fagnot (2018) further support this by revealing
contributors to content are motivated by the perception that a platform needs their
contribution because they have the prior experiences to share their judgments and
opinions. Furthermore, contributors are influenced by personal motives rather than
social factors.
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Hedonic and utilitarian use of UGC

Sethna et al. (2017) discovered that reading and responding to UGC contributes to the
enhancement of the hedonic online shopping experience. Users often find reading
reviews enjoyable due to their element of practicality when making decisions. However,
the design of the website and the format the UGC is visually displayed in is a major
contributing factor to whether or not reading reviews is seen as enjoyable. Moreover,
the utilitarian use of UGC was found to be more important to brands due to its higher
influence, increasing the likelihood of contributing to purchase intention as opposed
to the hedonic use of UGC. Consequently, UGC should be incorporated onto websites
to aid the convenience of facilitating interaction amongst users.

On the whole, the literature portrays UGC as a positive tool from a consumers’
perspective. However, from a brand’s perspective, enabling the functionality for
consumers to publish UGC on a branded webpage can be a risk. Some UGC can be a
great benefit to an organization, as users are persuaded by and trust UGC's authenticity.
Moreover unique content free of charge is being provided with little effort or resources
from the organization (Goh et al.,, 2013). On the other hand, to pursue all UGC’s benefits,
organizations accept the risk that some content may not be in favor of their brand and
even detrimental to it in some cases. If an organization has control over their webpages,
they can monitor the UGC published, they must be careful to not eliminate all negativity,
as this can lead to the dismantlement of users’ trust, and potentially even canceling
out the positive reviews if users become aware of the dishonesty of the organization
(Bakri et al., 2020).

Consumer decision-making process: Information search

The consumer decision-making process is a five-step process that establishes the
fundamental route consumers take when making a purchase: (stage 1) need recognition,
(stage 2) information search, (stage 3) evaluation of alternatives, (stage 4) purchase,
and (stage 5) post-purchase behavior (Lamb et al., 2017). The consumer decision-making
process’s structure can be applied to a variation of purchase contexts, although notall
purchasing journeys will rigorously follow this exact framework (Vazquez et al., 2014).

This study investigates stage two of the consumer decision-making process:
information search. During the information search, the consumer is conducting their
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own research to gain an understanding of the product they are intending to purchase.
Each consumer will use their individual approach, although convenience is an influencing
factor to depend on where or how a consumer will conduct their information search
(Gbadamosi et al., 2013). Information search can be quick if the consumer has previously
had a positive experience or their needs have been satisfied because they are likely to
repurchase and follow the same methods of decision making they had previously.
However, if a past experience was negative or a consumer is about to embark on a new
purchasing journey, the information search will be more complex (Qazzafi, 2019). Kotler
(2017) explains consumers can obtain and retain information from various sources,
such as: personal sources, commercial sources, public sources, and experimental sources.
UGC would typically be categorized as a“public source.”Kotler (2017) specifies a public
source as mass media, social media, online searches, consumer rating organization,
and peer reviews.

Online shopping information search process

In recent years, the incorporation of UGC onto websites has provided consumers with
a voice of influence to assist other consumers’ information search by providing the
functionality for consumers who have tried a product to share their experiences (Hazari
etal., 2017). Kasuma et al. (2020) investigated the main factors that “influence customers
intention for online shopping” discovering security, website features, and convenience
as the main factors that influence the decision-making process when shopping online.
Therefore, organizations that would like to adopt the functionality to allow users to
post UGC must consider these factors on their website so the UGC can serve its purpose
of aiding consumer’s information search stage of the consumer decision-making process
(Cheong & Morrison, 2008).

Aim and Methodology

The epistemological approach of this research is interpretative social science. This
individual case study aims to decipher the differences between online fashion retailers
that offer customers the functionality to post UGC in the form of photos alongside
their reviews in comparison to a website that does not have any form of UGC. The
exploration of two specific cases generates context and understanding to contribute
to research which can be further broadened in the future. In this study, the case study
research method nature is supported by qualitative research method.
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Aim

This study will be guided by the following primary research question and sub-research
questions:

What impact does user-generated content on the online fashion clothing retailer
SHEIN have on the information search stage of the consumer decision-making
process in comparison to the online fashion clothing retailer PrettyLittleThing that
does not host user-generated content amongst young female consumers aged
18-26-year-old?

Sub-research questions:

How does user-generated content have an impact on the information search
stage of the consumer decision-making model for online fashion clothing retailer
SHEIN?

What is the impact on the information search stage of the consumer decision-
making process when online fashion clothing retailer PrettyLittleThing does not

host the functionality to display user-generated content?

To achieve valid and reliable results in conjunction with this research question, a
sample of twelve 18-\ to 26-year-old females were interviewed to explore the impact
of user-generated content on the information search stage of the consumer decision-
making process. From the photo posting perspective, the current research suggests
that visual content is significantly more stimulating than text alone (Vazquez et al.
2021). Additionally, reviews are found to contribute to the hedonic online shopping
experience because consumers find pleasure in this rather than only looking at the
reviews for informative purposes which would contribute to a utilitarian need (Sethna
etal, 2017).

Method
The data collection method for this study is semi-structured in-depth interviews.
This is supported by a case study task prior to the in-depth interviews for participants.

The task aims to provide guidance, context, and efficiency to the interviewing
process.
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Non-probability convenience sampling is the sampling method of this study. This
research study focuses on females aged 18 to 26. The directly-selected participants
have previously shopped on online fashion clothing retailers to ensure familiarity and
past experiences can be divulged during the interview. Furthermore, the majority of
participants have previously shopped at both PrettyLittleThing and SHEIN. If they had
not, it was ensured they have heard of both websites previously.

The target population of this study is females aged 18 to 26 years old. This specific
age group can be justified as the adult population of Generation Z (McKinsey & Company,
2018). However, because the entirety of Generation Z is not being explored during this
study, this age group has been referred to as “young consumers.” This age group has
been selected because through reviewing the literature surrounding online shopping
and the incorporation of UGG, this is a relatively new concept in the online clothing
fashion industry landscape. The implementation of UGC on online clothing retailers
has begun to break through, therefore exploring young adult consumers is a prominent
age group because this age group is likely to pave the way for future trends. The sample
size consists of twelve participants.

The case study nature of the research has been achieved through the task that all
participants must complete before their semi-structured in-depth interview. All
participants explored both websites for 15 minutes, choosing an outfit or item of
clothing of their choice. Such freedom allowed the participant to select an item closest
to what they would typically purchase, which enhanced authenticity within their
experience and findings of the research.

Each interview had a duration of at least 30 minutes to ensure a comprehensive
discussion was initiated and the findings were rich in detail. The interviewees were
asked about their typical shopping habits and then questions followed relating to the
task. During the task section of the interview, participants were encouraged to relate
this to their previous experiences, if possible. This enabled a broad insight into their
perspectives and opinions surrounding the usefulness of UGC during their information
search.

The participants were then asked a series of questions (see appendix two) based

upon the research question of this study to explore their motivations and information
search.The participants were prompted to refer to both the task and previous experiences
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during the interview. The visual elements of each participants’information search were
heavily focused on to meet the aims of this study.

The interviews were conducted via video call. This is due to the recent Covid-19
pandemic. Despite this, video call is convenient due to the participants’being in their
own, chosen comfortable environment. Body language could still be observed over
the video call (Archibald et al., 2019), which was likely to lead to an enriched discussion.
The in-depth interviews have been transcribed and analyzed by thematic analysis. A
selection of transcriptions and analysis can be found in appendix four.

Findings

SHEIN and PrettyLittleThing have been selected as the online fashion clothing retailers
to base this study on because they have similarities in terms of their target demographics,
product portfolio size, and pricing, therefore comparative in nature. SHEIN and
PrettyLittleThing both have a very similar target market of young women and teens.

Both brands’ mission statements have clear similarities. SHEIN's mission statement
reads, “offering on-trend styles from around the globe while rapidly bringing these
styles that won't break the bank to both young women and teens” (SHEIN, 2021b).
PrettyLittleThing states, “we believe style should be accessible to all, whatever your
budget, as we deliver products inspired from the catwalk.” Concerning the information
search, there are also major similarities. Therefore, to gain reliable and clear results to
contribute efficiently to the outcome of this study, both websites have been
comprehensively explored by the author.

The clothing items on both websites have a selection of photos of the clothing
being worn by a model from different angles (see figures 3 and 4). The model’s
measurements are shown allowing the customer to compare themselves to the model
and make their decisions based upon this. Both websites also offer a description.
PrettyLittleThing's description uses persuasive writing techniques, specifically adjectives,
to portray the product. In contrast, SHEIN's product description is concise in descriptive
language and conveys a large amount of information in a list format. Both fashion
clothing websites also state the obvious information, such as the price and size guide.
However, the websites do have differences in terms of influencing their consumers’
information search.
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Figure 4: PrettyLittleThing website displaying various sources of information (PrettyLittleThing, 2021¢)

While SHEIN has the functionality to leave a review with a photo under every item,
PrettyLittleThing does not. On SHEIN, in addition to the review with the photo, customers
can leave a rating and complete a poll “Did the item fit well?” (figure five). These are all
information sources influenced by customers.
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Figure 5: User-generated content on the SHEIN website (SHEIN, 2021c¢)

The review with photo section allows customers to write a text review and post
multiple photos of the item. The functionality is also present to detail their waist, weight,
height, bust, and hip measurements along with the size of the item they chose from
the website and the overall fit. Consumers can filter the reviews to view customers that
have purchased an item of a certain size. The reviews with photos section are user
friendly as consumers can choose to browse the text reviews, where some have additional
photos, or click through a gallery of the images posted by customers, where the reviews
are displayed along the side (figure six). These features depend on the customer
preference in terms of whether they believe seeing the photos or the text reviews are
the most important asset. On SHEIN, customers are encouraged to post a review once
they have purchased a product and in return, they can earn points which corresponds
to discounts (SHEIN, 2021a).
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Figure 6: SHEIN website, gallery of images posted by customers with reviews
displayed alongside (SHEIN, 2021c)

General online fashion clothing habits and information search

Each participant revealed an individual online fashion clothing shopping experience
and method of searching for information. Yet, significant similarities were present
throughout. Two-thirds (66.7%) of participants purchase their fashion clothing online.
Findings by Mintel (2019) contradict this by explaining that young consumers are
multi-channel shoppers, as “sixty-seven percent of young adults shop both online and
in-store.” By contrast, only the remaining one-third of the participants in this study
described their shopping habits as online and in-store. In the words of one such
participant:“l would either go into a shop and see what it’s like on the models and get
inspiration from there... or if not just go online and have a browse on what’s new in
or what'’s trending” (Female A, 22). Further research into the reasoning for this contrast
in findings could be the large shift to online shopping because of the ongoing Covid-19
pandemic (Youn et al., 2021). Large amounts of research have explored the shift in
consumption habits due to the pandemic’s significance on a global scale. Considering
all participants shop online for fashion clothing, this allows previous experiences to
influence responses, which provides further depth and accuracy to the research.
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Participants referred to the sources of information available on fashion clothing
websites they believe are important and what they would usually explore prior to
making a purchase. A variety of information sources were mentioned by participants.
The most frequently recurring important information sources when exploring a fashion
clothing website were the following: reviews (seven participants), photos (seven
participants), size guide (six participants), description (six participants), price (five
participants), model statistics (four participants), material (three participants), influencers
(two participants), and returns policy (two participants).

These results are a catalyst to the exploration relating to the research question of
this study. Identifying that reviews and photos are explored and important to consumers
when making a fashion clothing purchasing decision online sets the basis of the findings
for this study. Although it must be highlighted that photos in this instance are a very
general component and may not correspond to photos posted by consumers, these
comments could refer to images of the model or images posted by the organization
of the clothing. Consequently, it is subjective.

Amongst research participants, the general consensus of participants communicated
that they would explore multiple or external sources to find out information about
fashion clothing. Nine participants (75%) would explore other sources outside a website
when making a fashion clothing purchase. Eight of these participants would use social
media as an external source of information.

I'd see something on social media on someone that’s a similar build to me and then
I'd go and look for it on the clothing website to purchase myself (Female B, 22),

I'd sometimes look on Depop and stuff to see if other have the item and then see

what it actually looks like on, like not on the model (Female F, 22).

These participant responses immediately reflect the preference for viewing the
clothing item on other consumers through user-generated content as a stage in the
participant’s information search. Influencers were again mentioned as a persuasive
'd go on a lot of influencers.
I'd go on a page on Instagram and it tells you what influencers wear and it tells you

MI

tool to lead participants to a particular clothing website,

where they got it from” (Female C, 19). Another participant had similar views, saying
she'd visit “social media websites such as Instagram, where influencers obviously are
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and link products that they have bought, so I'd be swayed on the things they are
displaying there or a lot of the time I'd watch fashion hauls on YouTube” (Female L, 23).

This method of discovering information through influencers in some circumstances can
be the very start of the consumer decision-making process at the problem recognition
stage. The problem recognition stage is when a buyer becomes aware of an item they
would like to buy (Dibb et al., 2012). In this research, the influencer wearing/displaying an
outfit may trigger the problem recognition for the research participants. One participant
explained they would specifically seek out reviews from external sources, “for example, if |
was on the Nike website, I'd always go on ASOS or another website to try and read more
reviews about the clothing product” (Female G, 22). The results show that the age group
being investigated are unlikely to make an online fashion clothing purchase impulsively
with no forethought and their information search process has depth to aid their understanding.

SHEIN information search process

Each participant encountered a different information search process during the
completion of the task. Overall, the information elements explored by the participants
in order of commonalities on SHEIN, were: Reviews with photos (12 participants), photos
of the model (three participants), description (three participants), size guide (three
participants), ratings (two participants), trends button (one participant), style gallery
(one participant), and sale (one participant).

To compare this list to the information sources available on PrettyLittleThing.
PrettyLittleThing does not offer any user-generated content including reviews with
photos and ratings by consumers.

These findings immediately prove the power of visual content. This agrees with the
research into the fashion industry by Vazquez et al. (2021) that consumers are clearly
stimulated by visual experiences. Overall, the top two information elements explored
by all participants derive from content posted by others which is formally known as
user-generated content. To expand this finding further, the two user-generated pieces
of content, reviews with photos and ratings, also correspond to the theory of online
social shopping. Consumers understand the advantages of information posted by
others to communicate their product knowledge and believe they are making better-
informed purchasing decisions as a result of this (Li & Ku, 2018).
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On the contrary, it is important to mention some of the brand reputation perspectives
the participants shared, generally relating to their previous experiences of shopping
with SHEIN. Such responses include: “l know the quality can be a bit iffy sometimes”
(Female A, 22), “At one time there was a lot of people saying that SHEIN was there to
scamyou, like it's all rubbish clothing” (Female C, 19), and “On SHEIN, | do look at reviews
because it’s a bit of an odd brand | think, so people are a bit worried about how it might
actually turn up” (Female |, 22). From these findings, it is clear that SHEIN may have a
slightly negative reputation regarding trust in their clothing quality. When SHEIN is
searched on Google, one of the most frequently asked questions in the “people also
ask” section is “Is SHEIN a safe site to buy from?” This infers others also may have this
perspective on the brand.“The reputation that SHEIN maybe has as a cheaper website
and there’s pop ups wherever you look and the stuff with it being an international
company maybe makes me feel like that... | wouldn't buy at all if it wasn't for the reviews
with photos, but the reviews do tempt me and | have bought previously because of
the reviews” (Female E, 22). SHEIN are likely to be aware of this, therefore providing the
functionality to enable social shopping theory through UGC is SHEIN's mechanism to
improve brand reputation.

PrettyLittleThing information search process

The most popular sources of information in order of commonalities on PrettyLittleThing
were: photos of the model (eight participants), description (seven participants), use of
filters (seven participants), catwalk video (six participants), model measurements (five
participants), fabric and care (four participants), returns (three participants), influencers
(two participants), size guide (two participants), price (one participant), and sale (one
participant).

To compare this list to the information sources available on SHEIN. SHEIN does not
offer a catwalk video.

Again, the most popular information source related to imagery. Therefore, the
answers support the findings by (Kim et al., 2009) that suggest product presentation
on a model is significantly more effective due to enhanced positive cognitive and
emotional reactions than a product with no context that is in a flat display. Although
the description was the second most popular source of information on PrettyLittleThing,
it received mixed reviews. Some participants found it helpful as it is one of the primary
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sources of information on PrettyLittleThing. However, some participants recognized the
description to be too descriptive and does not add much information content that can
aid decision-making;

They talk about what you'd style it with or like the feeling you might get when
wearing it, it's all very creative rather than factual... but that information justisn't
as important to me (Female |, 22).

| read the description but wouldn't say | got a lot from it (Female J, 22),

This demonstrates the text does not always provide added value to some consumers’
information search and they would prefer the content to be direct to the point. To
compare this to SHEIN's succinct description section, participants much preferred
SHEIN's description section;

The description section is bullet pointed so rather than being a long bit of text
describing that its great, it kind of says specific points about whatever it is you

are purchasing rather than describing it in fairy language (Female J, 22),

| would feel a lot more confident based on the description about the product
available on SHEIN just because of the amount of information they give you and
it is easy to read (Female G, 22).

The model statistics were mentioned by five participants.”l also like to look at the size
that the model is wearing and the height of that model, so a lot of the time when | would
buy from PrettyLittleThing, | would look at the height of the model and the size they were
wearing to match it up with the size that | would need” (Female L, 23). SHEIN also displays
the measurements of the model that is on the forefront of the webpage. However, these
are overshadowed by the photos posted by the customers as the website has the
functionality for customers to post their measurements alongside their photos.

They've also got like little things that you can fill in like overall fit and then like
the person’s height and weight and the bust and their like measurements which
is so helpful if you wanted to like compare your measurements to the garments
that they’ve bought, you could literally guarantee a fit even just from the text
(Female G, 22).
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This comparison agrees with the previous finding that the reviews with photos are
the most influential and preferred information source between both websites.

This relates directly to the conscious and sometimes subconscious comparison
of physical appearance experienced by young females when presented with
images of others (Marengo et al., 2018). The connotations surrounding the model
statistics were generally negative and projected feelings of uncertainty surrounding
the models chosen to wear the products on the website. “You get a little bit of
information on what size the model is wearing, but realistically no one is like the

model, so you don't know if it's going to look like that” (Female J, 22).

The negative inference surrounding the model photos continued into whether the
content posted of the models by PrettyLittleThing was authentic.“They could literally say
anything like about the product and you don’t know what’s gone into making the garment
look how it does on the model. Like, they could have one of the crocodile clips at the
back to make it look fitted to their body” (Female G, 22). Digitally literate individuals can
have easy access to editing software to manipulate images to their desire, editing a photo
is an extremely common concept due to the growth of posting imagery online (Nightingale
et al,, 2017). Therefore, assuming manipulation is common and suspected.

User-generated content on SHEIN versus no user-generated content on
PrettyLittleThing

All participants recognized that SHEIN offers the functionality to post reviews with
photos and PrettyLittleThing does not offer this functionality.

Firstly, participants were asked specifically about the text reviews. On average
participants would read six text reviews before making a purchasing decision. This
number was different across the board as some participants revealed they would not
read the text or read very little of it: “My eye was probably more drawn to the picture
reviews, and | probably skimmed over the text reviews” (Female E, 22). Whereas, one
participant exclaimed she read “maybe approximately 20, like 15 to 20 reviews” (Female
G, 22). The consensus regarding text reviews was that: “They provide context to the
photos” (Female H, 25). Moreover, it is apparent that some text reviews are very unhelpful.
Participants recognized that SHEIN does not have a filtering system.“A lot of the time,
the reviews are just song lyrics or in a foreign language, so no, | don’t usually read the
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writing” (Female |, 22). This is likely to be because of the incentive in the form of points
which can be exchanged for discounts on products on their website. Some participants
associated the lack of text review quality with this incentive:“l know there is an incentive
for posting a review, like to gain points to get money off, so | think some people do
just write random things” (Female A, 22).

Secondly, participants were asked how many photos posted by consumers they
looked at during their task. The majority of participants expressed that they had looked
through all the photos that had been posted by consumers.”l think | went through like
the whole image gallery of photos that were left by customers” (Female G, 22). Most
participants also detailed that it was less time-consuming to look through the photos,
“More photos definitely, they're just quicker aren't they?” (Female C, 19). It was also
identified by the participants that there is little perceived risk associated with utilizing
the reviews with photos during the information search: “People have not really got a
reason to lie, so there's no there’s no benefit of them lying” (Female K, 24). Moreover,
from the previous findings, the participants are aware of the risks of photo manipulation.
Most participants seem switched-on regarding this.

In reference to the text reviews and photo reviews together, the participants explained
the benefits to their information search of this functionality offered by SHEIN.

Gives you more of a visual representative of what I'm looking for and also reading
what other people have said about the item can sway decisions when choosing

to buy it or not (Female A, 22).

It's really helpful to be able to see a photo then people’s true thoughts because
something you maybe can't quite identify by just looking at a photo (Female D, 26).

All participants expressed the positive influence the reviews with photos had on
their information search. Participants revealed that they are more likely to read a review
if it is supported by a photo on SHEIN because it is very helpful.

I'd just look at the photo but if | was like probably more unsure then probably the
reviews (Female F, 22)

| think the incorporation of a photo with a text review significantly helps to see
the fit of the clothing (Female D, 26)
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This demonstrated the requirement for photos and reviews to be posted together
to provide an element of context in terms of the customer’s thoughts and opinions of
the garment in addition to the visual photo. The text review in addition to the photo
increases the reliability of this information, which has a significant positive influence
on the decision-making process.

Consistency was explored by participants in relation to the photos and is a factor
taken into consideration, “The fact that there’s quite a lot of continuity between the first
two photos and then the third photo” (Female E, 22). This demonstrates the depth
participants explore when investigating the reviews with photos and the perceived
credibility this content possesses. Furthermore, the incorporation of a photo alongside
a review revealed participants often skimmed the text when they are posted together.
However, they would look in detail at the photo and use the text as an additional source
of information if they require it:“I'd just look at the photo, but if | was like probably more
unsure, then probably the reviews as well, but | tend to just go more off the photos and
see what it’s like there” (Female F, 22). This supports the participants’ responses that
exclaimed they would only look through the gallery of images as a primary source of
information if they believed the images provided a sufficient insight into the clothing
to make a purchasing decision. These findings agree with the theory of social shopping
that consumers believe they make more well-informed decisions as a result of information
provided by communities online (Li & Ku, 2018). In addition to this, the research by
Vazquez et al. (2021) is certainly further confirmed that consumers are stimulated by
visual experiences and this has a positive impact on purchasing intention.

The comparison of physical appearance by the participant was prominent throughout.
Ten out of twelve participants admitted they would compare their own physical appearance
to animage posted by another consumer.“The customer reviews are definitely a massive
plus where | can see photos of people that look kind of like me” (Female D, 26).“l like to
see that everyone’s different and to see it on different people and body shapes, then from
there | can work out what's similar to me” (Female |, 22). Participants also found it to be
reassuring, “...one of them, yes, | think she had quite a similar physique to me, which was
reassuring” (Female E, 22). This coincides with research conducted by Tiggemann &
Anderberg (2020) into females aged 18 to 30 and their perceptions of natural Instagram
images versus edited images. The natural images promoted less body dissatisfaction. The
images on SHEIN posted by consumers are primarily natural images. This appeals to and
satisfies consumers. Comparing physical appearance to gain more insight into fashion
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clothing aids consumers’ decision making by receiving recommendations from others of
a similar size in the form of reviews and photos.To compare these findings to PrettyLittleThing,
similarly, utilizing model measurements as a method of information search was frequent
amongst participants, further confirming the comparison of physical appearance is frequent
amongst 18 to 26-year-old females. However, participants may benefit from the authenticity
of comparing themselves to previous consumers rather than the models, as the issues of
lack of authenticity and potential image manipulation were raised by participants:“..but
not everyone’s like a model, unfortunately” (Female K, 24).

PrettyLittleThing does not have a source of user-generated content on their website.
Despite this, on the whole, the majority of participants would return their custom to
the website. In comparison to SHEIN, PrettyLittleThing received significantly fewer
comments in terms of inconsistency and reputation, making it clear PrettyLittleThing
has a stable brand reputation amongst respondents.

I'd still be tempted to buy from PrettyLittleThing just because of the reputation
that SHEIN maybe has as a cheaper website and there’s pop ups wherever you
look and the stuff with it being an international company maybe makes me feel
like that (Female E, 22).

[On] PrettyLittleThing, there’s just a little bit of information just under it, and if |
wanted to see it on an influencer, I'd have to go on Instagram. But on PrettyLittleThing,
| just hope for the best (Female C, 19)

Due to PrettyLittleThing's strong brand reputation, participants do not need the UGC
to be the deciding factor to whether they make a purchase or not. Previous experiences
and positive perceptions of the brand are enough prior information to make a purchasing
decision. Additionally, participants have navigated their own method of discovering
information on this particular website, such as through influencers. Despite this, when
participants were asked to compare both information search experiences between the
brands, the majority of participants spoke highly of SHEIN's functionality to read reviews
with photos. This lead to participants suggesting that PrettyLittleThing should incorporate
this functionality to further aid the information search.

Definitely to have some sort of reviews on the page as they don't have any at all.
Something like SHEIN with the photos and reviews would be great (Female D, 26).
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Although it is evident that the user-generated content on SHEIN is the most influential
and helpful information source, participants were still able to conduct a sufficient
information search using different forms of information on the PrettyLittleThing website.
One element that stood out is their “quick returns policy”: “l will still buy from there
though and return it if | don't like it” (Female C, 19). Clearly, a high rate of customer
returns is ineffective for a fashion clothing brand. Despite this, the comparison was
inevitable with SHEIN and the UGC functionality they offer,“but reviews on PrettyLittleThing
would be good to save me time and money” (Female C, 19). After considering UGC
in-depth during the interviews, some participants did respond that they would “feel a
lot less confident” (Female G, 22), shopping on PrettyLittleThing after digesting that
“there’s no reviews, all you can really see is that what size the model is and how tall she
is, but yeah, like, there's absolutely no review, so possibly a bigger chance of sending
it back because you don’t know exactly what you are buying, and it’s just photos taken
by like a photographer versus someone real with their phone” (Female K, 24).

User-generated content - hedonic needs

The user-generated content also satisfied the hedonic needs of the consumer journey
in comparison to only exploring the basic information for practical reasons which would
be utilitarian. This finding agrees with Sethna et al. (2017) findings into UGC in the form
of reviews and the hedonic viewpoint of consumers. When each participant was asked,
“On which website did you find the information search most enjoyable?” Eleven out of
twelve participants responded with SHEIN. The rationale from the participants substantially
communicated this was because of the “reviews with photos” Consequently, there is
more information available: “..SHEIN because there is just more information available”
(Female A, 22);“..SHEIN because of all the reviews and photos making things more reliable
and relatable” (Female D, 26). Each individual consumer has a motivation to shop online.
Consumers are found to engage in online shopping activities for pleasure (Bhatia, 2019).
Hence, satisfying hedonic needs is extremely important.

Discussion and Conclusion
This research is one of the first within the UGC fashion industry field (Vazquez et al.,
2021). Overall, user-generated content significantly aids the information search for

consumers and is favored. It was found the age group of the study (18 to 26) have a
conscious desire to compare themselves to others’ physical appearance to aid the
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utilitarian need of correct sizing to avoid wasting time by returning an item (Apeagyei,
2008). The comparison of physical appearance was prominent throughout the case
study research. Brands such as PrettyLittleThing should be aware that consumers are
skeptical of manipulated imagery and authentic visuals are preferred and significantly
influence the information search stage of the consumer decision-making process.

Agreeing with Li & Ku (2018), consumers place their trust in others when it is posted
in a social community, irrelevant to who has posted the content. Participants found
the reviews with photos to be credible and the most influential factor out of all
information sources available to aid their decision-making process.

Furthermore, brands should also acknowledge that consumers prefer to explore
authentic user-generated photos that are supported by text to provide context relating
to the thoughts and feelings of the consumer wearing the garment. Moreover,
organizations should also be aware that any information source that has a target
audience of 18 to 26-year-olds should be short in length to suit the attention spans of
the upcoming generations (Forbes, 2017), as participants generally focus their attention
on the visuals and skim the text. However, the text is required to progress the information
search of the decision-making process.

Following on from this, the UGC in the form of reviews with photos satisfied the
hedonic needs during the information search, as many find this to be a more enjoyable
experience than only reading basic information about the product to discover more,
which is a utilitarian need. This finding is in line with the findings of Sethna et al. (2017)
that reading and responding to UGC contributes to the enhancement of the hedonic
online shopping experience. Many brands in the fashion industry can take this into
consideration as on the whole: consumers seek online shopping experiences to find
pleasure (Bhatia, 2019).

Itis vital for organizations to note that if a brand does not have a positive reputation,
it can be difficult for the UGC element to succeed. However, SHEIN is an example of a
brand that is utilizing UGC to enhance its reputation. PrettyLittleThing currently has a
positive brand reputation, therefore the impact of UGC may not be as significant.
Moreover, it is recommended that reviews with photos would be extremely benéeficial
to brands such as PrettyLittleThing to enhance the consumers’ information search
process by gaining influence from consumers not associated with the brand to convey
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the element of authenticity. The basic understandings within this research can inform
and persuade organizations that UGC in the form of reviews with photos are extremely
influential particularly amongst 18 to 26 year-old females.

The method of case study research has its limitations. The exploration of only two
brands within the case study nature is a limitation (Tight, 2017). To ensure the results
are increasingly generalizable, more than two contrasting fashion brands could be
investigated in terms of UGC to ensure the results are increasingly applicable across
the industry.

Furthermore, only females were investigated. To explore this topic on a broader
scale and gain further accurate results into UGC in a wider context, more than one
gender should be examined.

This research is confined to the fashion industry. Although the findings are extremely
relevant within this industry, these may not be generalizable to another industry, such
as technology. The nature of the fashion industry has been taken into high consideration,
including the comparison of physical appearance and social acceptance. Additionally,
the decision-making process evidently differs per industry.

Although the interviews were in-depth, therefore rich in information, the sample
size only consisted of twelve participants. Moreover, as this is one of the first research
studies on this subject, this information is very informative and sets the research field
up for future studies. Increasing the sample size by conducting a follow-up quantitative
study to increase the numbers of participants could be beneficial in the future to add
to this field of research, providing a broader spectrum of findings and ideas.

Follow-up research can be conducted to tackle and limit any limitations associated
with this study. In the future, a broader approach away from case study research should
be implemented to gain a wider outlook on UGC within the fashion industry. Likewise,
the sample could be expanded to include more diversity in a variety of contexts, such
as age, gender and, ethnicity. To contrast, yet support the qualitative findings in this
research, a quantitative study could be conducted to achieve a larger sample size.
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Abstract

Life has transformed rapidly with technology taking on a dominant position in
our time. The developments in the field of the internet and the point that web
technology has reached has created radical changes in the way of life of today’s
individuals. Businesses also benefit from the opportunities that technology
had provided them in how they reach their consumers. Businesses are using
these technologies more and more every day to reach consumers who are
constantly open to interaction thanks to technological tools. This is especially
true in the service sector and e-commerce sites, where the effects of the digital
transformation in banking are seen more clearly. Banks have started to use artificial
intelligence-based robots in the customer relations process. In the present study,
the general development of artificial intelligence-based chatbots was examined
and their use in the rapidly digitalizing banking field was discussed. In this
context, the approaches of innovative consumers to chatbot applications of banks
were evaluated. The research was carried out on 407 people who were reached by
convenience sampling method, using a questionnaire as a data collection method.
However, since 13 people stated that they do not use internet or mobile banking,
the analyzes were carried out on the answers of 394 participants. A correlation
analysis was conducted to reveal whether the innovativeness level of consumers
is related to their trust in chatbot applications. The research results show that
there is no significant relationship between the “competence dimension” (r=0.06;
p<0,01) and “benevolence dimension” (r=0.06; p<0,01) of consumer trust towards
chatbot applications and consumer innovativeness; however, study revealed
that there is a significant relationship between the “integrity dimension” (r=0.17;
p<0,01) of trust and consumer innovativeness.
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Oz

Teknolojinin cagimizda basat bir konuma gelmesiyle birlikte
yasam hizli bir bicimde déniismistiir. Ozellikle internet
alanindaki gelismeler, web teknolojisinin geldigi nokta
glinimuz bireylerin yasayis biciminde kokli degisiklikler
yaratmistir.  Isletmeler de tiiketicilerine  ulasirken
teknolojinin s6z konusu olanaklarindan yararlanmaktadir.
isletmeler, teknolojik araclar sayesinde, siirekli etkilesime
acik tuketicilere ulasmak icin hergecen giin bu teknolojilere
daha fazla basvurmaktadir. Ozellikle de hizmet sektériinde;
e-ticaret sitelerinde, bankacilik alaninda dijital dontisimiin
etkileri daha net bir bicimde gorilmektedir. Bankalar
yapay zeka temelli bu robotlari gunimuizde mdisteri
iliskileri strecinde kullanmaya baslamistir. Calismada,
yapay zeka temelli sohbet robotlarinin genel olarak
gelisimi irdelenerek, hizla dijitallesen bankacilik alaninda
kullanimi ele alinmistir. Bu baglamda calismada yenilikgi

tiiketicilerin bankalarin sohbet robotu uygulamalarina

Introduction

yaklasimlari degerlendirilmistir. Arastirma, veri toplama
yontemi olarak anket kullanilarak kolayda &rnekleme
yontemiyle ulasilmis 407 kisi Uzerinde gergeklestirilmistir.
Ancak 13 kisi internet ya da mobil bankacilik kullanmadigini
belirttiginden analizler 394 katiimcinin cevaplari Gzerinden
gerceklestirilmistir. Tiketicilerin  yenilikgilik seviyelerinin
Chatbot uygulamalarina duyduklart gliven ile iliskili
olup olmadigini ortaya koymak amaciyla korelasyon
analizi gerceklestirilmistir. Arastirma sonuclari chatbot
uygulamalarina yénelik tiketici gtiveninin ‘yetkinlik boyutu’
(r=0.06; p<0,01) ve ‘yardim boyutu’ (r=0.06; p<0,01)ile
tlketici yenilikciligi ile arasinda anlamli bir iliski olmadigini;
ancak glivenin ‘dogruluk boyutu’ (r=0.17; p<0,01) ile tiiketici
yenilik¢iligi arasinda anlamli bir iliski oldugunu ortaya
koymustur.

Anahtar Kelimeler: Yapay zeka, chatbot, dijitallesme,

yenilikgi tiketici, tuketici deneyimi

The world has always been a place of constant transformation, from steam technology
to mass production, and automation based on electricity and analog computing to
today’s digital technologies. Among the characteristic features of the social transformation
of the 21t century is the change of lifestyle and of almost all fields of work on the axis
of digitalization. With digitalization, the formulation of a continuous communication
network between people, the development of new business areas, and the ability to
do business on a global scale, have led to the expansion of the borders of people’s lives
to establish a stronger and closer bond between people and commercial enterprises.

In the process that started with the industrial revolution, as technology began to
play a dominant role in people’s lives, the focus of people’s expectations regarding
technology has turned into a more active role for machines in many areas where human
labor is needed. With the rapid advancement of technological developments day by
day, the innovations that are included in life and all these successive revolutionary
milestones have brought about a new digital world order and the transforming digital
individual who adapts to this order.
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Businesses and brands that benefit from the new opportunities created by
digitalization within the economy, science, and social life have discovered new ways
to communicate and constantly interact with their existing customers and consumers
in general, in line with the various advantages offered by the process. As a result of all
these, in the digital age, commercial enterprises and brands have entered into a much
closer communication compared to previous periods. Social media platforms, various
messaging applications, and similar communication channels that have emerged in
parallel with the developments in technology, especially the developments in the field
of artificial intelligence (Al), offer new opportunities for businesses to communicate
with consumers every day. In today’s world, where the effects of the digitalization
process are felt more and more in the global economy that features an intense
competition, businesses and brands have started to apply more and more artificial
intelligence technology. In this way, businesses that compete with each other in order
to offer a better experience to their customers and maintain their interaction can direct
their workflows more quickly, flexibly, and efficiently with the opportunities offered
by artificial intelligence.

One of these opportunities applied by businesses today is chatbots, which have
applications in a wide variety of fields from health to e-commerce, finance/banking,
and especially in the service sector. Chatbots, which users use to receive services for
various purposes such as communicating with a person through digital messaging,
can improve the experiences of customers/consumers through the solutions they offer.
Especially today, with the effect of technological innovations, the increase in the
expectations of consumers from businesses and brands has led to the prominence of
such applications based on artificial intelligence and dialogue.

In this context, the expectations of innovative consumers, who are open to innovations
and constantly follow innovations, are in constant real-time connection with people
and companies through social networks and have a positive attitude towards online
purchasing, are important for businesses. When the literature on chatbot applications
used in the field of banking is examined, it is seen that there are different studies dealing
with consumers’ evaluations (Mogaiji et al., 2021), consumer satisfaction (Eren, 2021),
and consumer confidence (Lappeman et al., 2022) for chatbots.

The importance of this study is to consider consumer trust in artificial intelligence-
based chatbot applications, which have emerged due to technological developments

Connectist: Istanbul University Journal of Communication Sciences, 2022, 63, 59-85 61



Examining the relationship between consumer innovativeness and trust in chatbot applications...

and innovations in the field of banking, in the context of consumer innovation. In
accordance with this, the aim of this study is to reveal whether the consumers (bank
customers) innovativeness is related to their trust in Chatbot applications. In order to
reveal the relationship between consumer innovativeness and consumers'trust to artificial
intelligence-based Chatbot applications, a quantitative research method will be used.

An overview of the evolution of chatbot technology

The concept of chatbot was originally used more in a more limited fashion as a computer
program that imitated human language with a text-based dialog system.When searching
for the origin of the term, it can be seen that the concept emerged from the combination
of the words “Chat” and “Robot” (Zumstein & Hundertmark, 2017, p. 98). Chatbots are
programs that support interaction between users and machines through natural language
processing techniques (Pérez-Soler et al., 2021, p. 94). Chatbots are generally designed
to imitate ingenious communication processes that develop on a textual or verbal basis.
The main purpose of chatbots that simulate the human communication process is to
communicate with users by chatting (Dahiya, 2017, p. 158).

Artificial intelligence-based chatbots, which are used by businesses to guide the
decision processes of consumers, offer various conveniences to businesses in reaching
their goals and personalizing their communication processes (Lappeman et. al. 2022, p.
3). Chatbots are defined by different names, such as: smart chatbots, interactive agents,
digital assistants, or artificial speech entities (Adamopoulou & Moussiades, 2020, p. 373).

Chatbots, a combination of technology, artificial intelligence and business process
designs, (Singh, Ramasubramanian & Shivam, 2019, p. 9) enable users to obtain the
information they request using natural speech language instead of complex menus
and graphical user interfaces (GUIs). When communicating with chatbots, natural
language processes help users submit questions as if they were communicating with
a real person. (Zumstein & Hundertmark, 2017, p. 98). Chatbots, which can learn
continuously, can be developed and adapted to user needs. Because of these features,
chatbots are perceived by users as highly personal, intelligent, useful, and responsive
and can offer them highly personalized experiences (Joshi, 2021, p. 197). Developments
in the field of artificial intelligence also allow chatbots to be constantly renewed.
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Artificial intelligence (Al) is the process of developing intelligent computer software
and systems to imitate humans by examining how humans think and learn, as well as
their mental abilities to solve a problem (Donepudi, 2017, p. 84). There are two main
concepts related to artificial intelligence. The former concept is machine learning, which
focuses solving real-world problems with neural networks designed by taking some
of the basic ideas of artificial intelligence and performing operations by following the
entered commands. The other concept is deep learning, which focuses on a subset of
machine learning goals and techniques to solve any problem that requires human or
artificial thinking by learning (Bilgici Oguz, 2019, p. 132).

Artificial intelligence, which forms the core brain of chatbots, enables them to
communicate more effectively. It also allows them to make decisions during conversations
(Singh, Ramasubramanian & Shivam, 2019, p. 9). When searching into the historical
development of artificial intelligence-based or dialogue-based chatbots, it can be said
that this idea is based on the question “Can machines think?” asked by Alan Turing in
his article written in 1950 (Turing, 1950, p. 433). The Turing Test, which was developed
based on this question, is essentially based on a tactic game in which an observer tries
to guess the gender of two players, one male and the other female, whose voice or
appearance is camouflaged. Turing suggested replacing one of the humans with a
machine in the pretend game. Thus, if the observer in the game cannot distinguish
which of the two players is machine and which is human, this situation can be considered
as strong evidence that the machine can think (Standford, 2022).

The purpose of the test, in simple terms, is to reveal whether a machine can imitate
human intelligence. Being successful in the test depends on a machine making people
believe that it is a human being (Shridhar, 2017). This study, which was effective in
transforming the interest in artificial intelligence into scientific research and popularizing
the idea of chatbot, was followed by other studies and developments related to the
subject.

ELIZA, developed by Joseph Weizenbaum in 1966, is a program that enables natural
language conversation with a computer (Weizenbaum, 1966, p. 36). Considered the
first chatbot, “ELIZA” was designed as a psychologist whose aim was to create human
dialogues. However, the fact that natural language processing and machine learning
technologies were not yet sufficiently developed at that time caused the program to
respond to its users with a limited capacity only by word matching (Baris, 2020, p. 35).
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Despite her limited speaking ability, ELIZA inspired people to start developing other
chatbots at a time when people were not used to interacting with computers
(Adamopoulou & Moussiades, 2020, p. 374).

Chatbots continue to evolve with their social and technological features. Scientists
working in this field have continued their studies and produced more areas of use for
chatbots. Under the studies carried out in the field since the late 1990s and early 2000s,
there has been an aim to design chatbots that have speaking capacities closer to human
beings (Neff & Nagy, 2016, p. 4919).

Based on the work of Alan Turing, the “Turing Test” was developed in the 1990s and
has an annual structure that offers up a prize to the winner (Baris, 2020, p. 35). The
Loebner Prize competition, which is based on the criteria of the Turing Test, determines
the best performing chatbots each year (Shridhar, 2017). There are several chatbots
that have been successful in this competition in the 1990s and 2000s.

ALICE is an Artificial Linguistic Internet Computer Entity firstimplemented by Richard
Wallace in 1995 (Shawar & Atwell, 2005, p. 7). ALICE, the chatbot developed in 1995,
won the Loebner Award based on Turing Test criteria in 2000, 2001, and 2004. The
chatbot in question was the first computer to earn the “Most humane computer”ranking
(Adamopoulou & Moussiades, 2020, p. 374). As studies in the field were continuing,
chatbots that get closer to human speaking capacity have continued to be developed.
These include the chatbots Albert One and Elbot (Neff & Nagy, 2016, p. 4919).

In the Turing Test, some predictions were made about the percentage of success of
robots. It was predicted that by the year 2000, machines could convince 30% of the jury
members. However, this result took much longer than expected. There are allegations that
a chatbot named Eugene Goostman passed the testin 2014, convincing 33% of the relevant
judges that he was a human. However, in the past, different competitions were held with
similar results. When evaluated in general, it is seen that the results of such activities are a
controversial issue for various reasons (Standford, 2022). According to some estimates,
chatbots are likely to pass the Turing Test by the end of 2029 (Shridhar, 2017).

These developments in the field of chatbots in the 2000s were followed by virtual

personal assistants, such as Apple Siri, Microsoft Cortana, Amazon Alexa, Google
Assistant, and IBM Watson (Adamopoulou & Moussiades, 2020, p. 374). Chatbots with

64 Connectist: Istanbul University Journal of Communication Sciences, 2022, 63, 59-85



Denecli, S., Yildiz Balaban, O.E., Denecli Aribakan, C.

different features, such as Siri and Cortana, can establish close relationships with users
with their machine learning technologies. In the future, these technologies are predicted
to take the form of virtual agents or physical entities that can establish close relationships
with people (Przegalinska et al. 2019, p. 787).

Usage areas of chatbot technology

In our age, with the technological developments in artificial intelligence and machine
learning, the interest in chatbots and the use of these tools have intensified. The increase
in the use of mobile internet technology and messaging platforms has also been
effective in the acceptance of chatbots by users (Baris, 2020, p. 36). Today'’s technological
possibilities allow the exchange of messages between chatbots and customers via
mobile phones or the web, enabling the transmission of information in real time (Singh,
Ramasubramanian & Shivam, 2019, p. 9).

In recent years, developments related to technological innovations, such as artificial
intelligence and natural language processing, have also increased the popularity of
chatbots among businesses. Chatbots are an intermediate layer between users and
customer service managers that find solutions to problems based on their own
intelligence. In this way, it is possible to view chatbots, also known as chat agents, as
software programs that help users find appropriate answers to their concerns through
a website or app (Joshi, 2021, p. 197).

Chatbots include complex and goal-oriented behavior patterns (Kerly, Hall & Bull,
2006, p. 178). In this context, the use of chatbots in the field of customer service has
positive effects in terms of productivity. The economic benefit of chatbots, which
enables the employers in the institutions to benefit from the workforce more efficiently,
is also significant for the institutions (Cui et al., 2017, p. 97).

Also, with the further development of artificial intelligence and machine learning
in the future, users may reach the point where they cannot realize whether they are
talking to a chatbot or a real representative (Adamopoulou & Moussiades, 2020, pp.
380-381).

In today’s technological world, it is aimed to keep human interference at a minimum
level when using technological tools. In this context, chatbots are able to service
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multiple users more effectively than humans. In addition to reaching large users, they
can also be effective in gathering information from users. Due to all these features, it
can be seen that chatbots will provide significant financial savings in the operation of
the customer service process (Adamopoulou & Moussiades, 2020, pp. 380-381). Chatbots,
which reduce the cost of customer service, create a significant monetary value for
companies with these features.

Besides all these financial contributions, these programs also add great value to the
customer experience. Today, the customer-oriented approach is seen as a distinguishing
feature for businesses. In this context, chatbots that contribute to customer experience
are widely used as a useful tool in many sectors by helping to increase brand presence
(Singh, Ramasubramanian & Shivam, 2019, pp. 9-10).

On the other hand, the development of chatbots over time and the fact that users
share their data voluntarily may cause some concerns for users. While users have a more
interactive communication with chatbots, the nature of these programs also require that
users share their personal information with the chatbot when seeking suggestions.
Companies that use chatbots collect data from their users, who are probably unaware
of the situation. In this context, chatbots can also raise privacy concerns that users may
have when interacting with digital technologies (Ischen et al., 2020, p. 34). On the other
hand, consumers sometimes enter into a negative mood by interacting with chatbots
or human-like machine interfaces and stated that they find such artificial intelligence-
based service tools frightening and disturbing (Langer & Konig, 2018, p. 3).

Under current trends in service markets and with increasing competent technology
chatbots will be used more. A chatbot has many functions such as collecting data, chatting,
providing basic product information, etc. (iseri, Aydin & Tutuk, 2021, p.359). Chatbots not
only play the role of service intermediaries, but also provide companies with new marketing
opportunities. For example, user interaction and social media behavior on digital platforms
such as Facebook can be tailored to recommend content, products, or services based on
user needs (Singh, Ramasubramanian & Shivam, 2019, p. 14).

Chatbots, which serve a number of purposes such as customer service, social/emotional
support, information, and entertainment, are seen as an alternative to traditional customer
service. For customers, conversations with these chatbots can be more natural and
productive than interacting with a mobile app, where they can receive answers to
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questions and suggestions on what to buy, as well as place orders directly. Chatbots,
which can also serve as virtual assistants, can be preferred over other help tools, such as
phone calls or online searches, due to their convenience (Barig, 2020, p. 37).

Today, the ability of experts in the field of marketing to meet the needs of consumers
for online products and services through adequate and appropriate mechanisms is
also increasing as the result of the ever-developing artificial intelligence technology.
In this context, chatbots can be used in marketing strategies implemented through
websites, social media, and online platforms as they suggest a way to understand a
certain content or reality. Unlike their past practices, chatbots available today are more
sociable, friendly, and genuine, and may even have a personality that can efficiently
guide a particular buyer through the later stages of transactions, which can help save
the buyer’s time and cognitive effort (Goncalves et al., 2022, p. 182). Due to all these
features, the chatbot market is growing exponentially across the world, and it is seen
that many sectors have started to benefit from chatbots.

In a global context, the market size of chatbots will increase from US $2.9 billion in
2020 to US$10.5 billion by 2026. This sector is expected to grow rapidly in the coming
years due to the adoption of solutions provided by chatbots to companies. The most
important factor contributing to the growth of the chatbot market is the emergence
of technologies such as artificial intelligence and the cloud. In addition, changing
customer demands provide businesses a competitive advantage by accelerating the
adoption of chatbots (Markets Insider, 2022). It can be said that, behind these
developments, innovation demands of both young and innovative consumers is effective
on the prominence of the concept of speed in services.

The use of chatbots is expected to become more widespread in the future, as
Generation Y and Z are more familiar with the mobile communication process and
prefer messaging while communicating (Machkour & Abriane, 2020, p. 500). In this
context, businesses have started to use chatbots to bring customer satisfaction and
participation to the fore in their business models. Businesses can interact with their
customers through chatbots similar to what they experience with real individuals
(Chung et al., 2020, p. 588). In particular, businesses that turn to chatbots in order to
respond to the expectations of customers who follow innovations more closely and
adapt quickly, generally come to the fore with their innovative products.
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The basis for success in new products is to identify the potential first buyers to
buy the new product in the product market. This is because innovative customers
play a very important role in the success of new products. Individuals with an innovative
approach decide to adopt innovation independently from other individuals in the
social system. People with this innovative attitude are generally described as brave
and agile (Bass, 1969, p. 216). Therefore, innovative consumers are not price sensitive,
have knowledge of new products, and tend to frequently use new products on the
market. Innovative consumers are thought to have a unique consumption style when
compared to their non-innovative counterparts (Xie, 2008, p. 235). When generations
Y and Z are evaluated in general, it can be said that they follow technological
innovations closely, can adapt to these innovations, and display innovative consumer
attitudes and behaviors.

Chatbots are used by businesses to improve the quality of customer service. Some
of the reasons for the implementation of chatbots in order to increase the efficiency
of customer service include: chatbots are easy to access, they can be customized, and
they provide a competent customer experience (Rajaobelina et al., 2021, p. 2339). With
this interaction and the data they obtain from customers, businesses can improve their
ability to understand the purpose of users and save time (Chung et al., 2020, p. 588).
Considering all the above information, chatbots which serve various sectors are
becoming increasingly widespread and developing alongside artificial intelligence
and natural language processing processes. The increasing speed at which life moves
which have driven customer expectations to receive faster service has increased the
interest in chatbots. In this context, the dominance of an uninterrupted service approach
and the rapid return to customers, especially in the banking sector, has increased the
use of chatbots in this sector.

In terms of using of chatbots in the financial field, companies aim to increase the
interaction between consumers and technology without involving service providers
in the communication process (Mogaji & Nguyen, 2021, p. 7). Such a chatbot service
exists in the financial sector, which provides personalized, secure, fast, and easy access.
Erica, the chatbot used by Bank of America for the first time in May 2017 can be given
as an example. (Hwang & Kim, 2021, pp. 2-3).

In the article titled “The 5 Hottest Technologies in Banking for 2022" in Forbes
(Shevlin, 2022), it is seen that one out of every four financial institutions plans to invest
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in chatbots. Currently, only 18% of banks have invested into the technology. While it
took some time to reach this point, the industry is currently realizing that chatbots (or,
more broadly, speech-based artificial intelligence) are becoming a competitive necessity.
In this context, banks need chatbots not only for general sales and service tools, but
also for the execution of critical business processes (such as opening an account). In
addition, chatbots are also effective in the processes of obtaining customer data, and
it is seen that bank customers rely more on the advice given by artificial intelligence
about their bank accounts and financial investments. This is because such applications
have no personal interest in in the private information of bank customers, unlike a
human could (Lui & Lamb, 2018, p. 271).

Aim And Methodology

Changes in technology have brought innovations in the service sector as well. In
particular, banks serve their customers by adapting to new technologies more quickly.
Today, banks communicate with their customers through artificial intelligence-based
chatbots. The aim of this study is to reveal whether the innovativeness of consumers
(bank customers) is related to their trust in Chatboxt applications.

Aim

In this study, which aims to reveal whether the innovativeness level of consumers is
related to their trust in chatbot applications, the following hypotheses have been developed
in line with the studies (Brill, Munoz & Miller, 2019; Plotkina, Dinsmore & Racat, 2021; Xiao
& Benbasat, 2002) on consumer trust and consumer innovativeness towards chatbots.

H1:The consumers’innovativeness level is positively related with the competency
dimension of their trust in the Chatbot application.
H2:The consumers’innovativeness level is positively related with the benevolence
dimension of their trust in the Chatbot application.
H3: The consumers’innovativeness level is positively related with to the integrity

dimension of their trust in the Chatbot application.
In addition, it has been discussed in the literature whether the innovativeness of

consumers or consumer approaches to technological developments, internet, and
mobile environments differ according to age (Kasilingam, 2020; Kolodinsly, 2004;
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Persaud & Azhar, 2012; Lappeman et al., 2022), gender (Kasilingam, 2020; Kim et al.;
Persaud & Azhar, 2012), education (Kolodinsly, 2004; Persaud & Azhar, 2012), and income
(Kolodinsly, 2004). Since chatbots are a new application that has emerged as a result
of technological development and are being used by businesses, the following
hypotheses have been developed within the scope of the study regarding regarding
whether consumer trust towards chatbots and customer innovativeness level differs
according to demographic characteristics.

H4: The competency dimension of consumers’ trust in the chatbot application
differs according to: (a) gender, (b) age, (c) education, and (d) income.

H5: The benevolence dimension of consumers’ trust in the chatbot application
differs according to: (a) gender, (b) age, (c) education, and (d) income.

H6: The integrity dimension of consumers’trust in the chatbot application differs
according to: (a) gender, (b) age, (c) education, and (d) income.

H7:The consumers’innovativeness level differs according to: (a) gender, (b) age,
(c) education, and (d) income.

Participants

The universe of the research consists of customers living in Turkey and receiving service
from banks in Turkey. In this direction, the sample of the research consists of people
who live in Turkey, use the chatbot applications of banks in the country, and receive
service from these banks. The research has thus been built upon the convenience
sampling method.

In the present study, a question was included in the survey that helps to filter
whether the participants used Internet banking or mobile banking services. If so, they
were asked which bank’s internet banking or mobile banking service they use most
frequently. The answers of the participants who do not use internet banking or mobile
banking services were excluded from the scope of the research and were not included
in the analysis. The fact that all banks included in the research part of the study have
chatbot applications in all their internet and mobile banking applications and these
applications provide services including basic banking services such as foreign exchange
transactions credit card information, stocks, money transfer etc. For this reason, it is
predicted that the participants who use the internet and mobile banking services of
these banks know or use chatbot applications.
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Considering the sufficient number of samples that should be included in the research,
a sample formula was determined to be 384 participants, with a 95% confidence level
and a 5% margin of error (Davis, 1997, p. 182). Since there is a possibility for those who
fill out the survey to not use internet banking or mobile banking services and for
participants to fill out the survey incorrectly orincompletely, there was an aim to reach
a minimum of 402 participants, which is five percent more than the optimal sample
size. In order to collect data during the research process, a questionnaire was applied
to 407 people who were easily reached through online sampling. However, since 13
people stated that they do not use internet banking or mobile banking services, the
surveys completed by these participants were not included in the analysis, and the
analyzes were carried out by taking into account the answers of 394 participants.
Women make up 62% of the participants, while 32% are between the ages of 18-25,
58% are undergraduate/associate degree students, and 40% are people with a monthly
income of 9,000 Turkish Lira or more (Table 1).

Table 1: Demographic Data

Demographic Variables Frequency Percent
Gender Man 149 38
Woman 245 62
Age 18-25 126 32
26-33 98 25
34-41 103 26
42-49 43 n
50-over 24 6
Education Primary education 2 1
High school 19 5
gzgfergraduate/Associate 229 58
Graduate 144 36
Income Less than 3,000TL 83 21
3,001-5,999TL 73 18
6,000-8,999TL 81 21
9,000TL and above 157 40
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Data collection tool

In order to collect data for the research, an online survey was conducted. The questionnaire
form consisted of four parts. In the first part of the questionnaire, there are two questions
about whether consumers benefit from internet banking or mobile banking services,
and if so, which bank they use this service from. In the research conducted on the trust
of innovative consumers in chatbot applications, there are various variables that can
affect the concept of trust. The fact that the frequency of use is not included in the
study can be considered as a limitation of the research.

In the second part of the questionnaire, a scale developed by Xiao & Benbasat
(2002) and adapted by Brill, Munoz & Miller (2019) was used to evaluate consumers’
trust in the chatbot application. When the literature is examined, it is seen that there
are studies that deal with the concept of trust related to the concept of trust in
different fields and applications such as trust in e-commerce sites (McKnight,
Choudhury & Kacmar, 2002); trust in digital assistants (Brill, Munoz & Miller, 2019);
perceived trust in online purchasing decision (Kim, Xu & Gupta; 2012); trust in
management (Mayer & Davis, 1999) and effects of trust in virtual communities (Ridings,
Grefen & Arinze, 2002). As a result, the scale developed by Xiao & Benbasat (2002)
and adapted by Brill, Munoz & Miller (2019) was used since it is one of the scale in
recent studies and it is related to digital assistants among the trust related scales.
The scale consists of three dimensions: competence, benevolence, and integrity. The
scale includes a total of 13 statements arranged on a 5-point Likert scale. There are
five statements under the competency dimension in the scale (sample statements:
“The chatbot of the bank where | use Internet Banking or mobile banking most
frequently has the expertise to understand my needs and preferences.’;“The chatbot
of the bank where | use Internet Banking or mobile banking most frequently is the
one | am interested in and is competent about questions and topics.”). While the
benevolence in the scale consists of a total of 4 expressions (sample statements:“The
chatbot of the bank that | use Internet Banking or mobile banking most frequently
helps me to learn more about the subject | am questioning.”; “l use Internet Banking
or mobile banking the most. My favorite bank’s chatbot wants to understand my
needs and preferences.); “The integrity dimension includes a total of 4 statements
(sample statements:“The chatbot of the bank | use Internet Banking or mobile banking
most often gives honest answers.”; “The chatbot of the bank | use Internet Banking
or mobile banking most frequently gives correct information. | believe."). A high score
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from the scale indicates that the participant has made a positive assessment in the
relevant dimension, while a low score indicates the opposite.

In the third part of the questionnaire, questions were asked to measure the participants’
innovativeness level. In the study, the scale adapted by Plotkina, Dinsmore & Racat (2021)
was used by making use of an Agarwal & Prasad (1998) study to evaluate whether the
participants were innovative or not. The scale consists of a single dimension. The scale
includes a total of five statements arranged on a 5-point Likert scale (5: strongly agree
to 1: strongly disagree) (sample statements: “Among my colleagues, | am often the first
to discover new information technologies!; “l like to try new information technologies.’).
Accordingly, the high score obtained from the scale indicates that the person is the unit
that is open to innovations, while the low score indicates the opposite situation.

In the fourth section, which is the last part of the questionnaire, questions about
the demographic information of the participants, such as age, gender, education, and
income, were included.

Process

In the research, factor analysis was performed to determine the structural validity of
the scales used to measure the trust of the participants towards the chatbot application
and whether they were innovative or not. Cronbach’s Alpha analysis was carried out
to determine the reliability.

The factor analysis performed for the consumers’trust scale confirms that the scale
consists of three dimensions (KMO=0.93 Bartlett’s Test p<0.01). The Cronbach’s Alpha
values calculated for the scale (ranging between 0.84 and 0.91) show that the scale has
internal consistency (a>0.60). In addition to this, as a result of the factor analysis
performed for the innovativeness scale, it was confirmed that the scale consisted of
one dimension (KMO=0.80 Bartlett’s Test p<0.01). Since the Cronbach’s Alpha value
calculated for the scale is 0.79, it shows that the scale has internal consistency.

Since the data set should show a normal distribution in order to perform parametric
tests, it was tested whether the data showed a normal distribution. For this normality
test, the skewness and kurtosis values were examined. The fact that the skewness-
kurtosis value is in the range of +3, -3 indicates that the data is normally distributed
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(Kling, 2011, pp. 60-62). In this context, it was determined that the skewness values of
the observed variables of the research model tested in the study were between -0.378
and -0.473, and the kurtosis values were between -0.22 and 0.99, which ensures the
normality feature of the data. For this reason, the analyzes carried out within the scope
of the research were carried out with parametric tests.

A correlation analysis was also carried out in the research to test the hypotheses developed
to determine whether the trust of the participants in chatbot applications is related to their
innovativeness. In addition, two-category variables were tested with the z-test, which is
used to determine the difference between the means of two separate groups, in order to
determine whether the trust they have in chatbot applications and the innovativeness of
the participants in the research differ according to demographic characteristics. However,
since the number of data analyzed was more than 30, the z test was used instead of the t
test (Bowen & Starr, 1994, p. 372). A one-way ANOVA analysis was performed for variables
with more than two categories. If there was a significant difference in the one-way ANOVA
analysis, the Tukey HSD test (Blyilikoztiirk, 2006, p. 48), one of the post hoc tests, was used
to determine between which categories this difference occurred.

Findings

In the research, the answers of the participants who use Internet banking or mobile
banking to this question as a result of asking which bank they use Internet banking or
mobile banking most frequently (the participants were asked to mark only one bank

name) are given below (Table 2).

Table 2: Banks where users perform Internet banking or mobile banking transactions most frequently

Bank Name Frequency Bank Name Frequency
Garanti Bankasi 62 isbankasi 82
Halkbank 11 Ziraat Bankasi 62
Akbank 27 Denizbank 7
Ing Bank 2 Yapi Kredi 45
QNB Finansbank 37 Fibabank 3
Vakifbank 32 Diger 24

According to the data obtained in the research regarding the trust of the participants
in the chatbot application (Table 3), the trust of the participants towards the chatbot
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application is close to positive in the dimension of competence (Competence dimension
O=3.20); benevolence is also close to positive (help/helpfulness dimension O = 3.22).
Therefore, it can be seen that the participants evaluate these applications near the
positive indicactor in the dimension of integrity (Integrity dimension O = 3.38).

On the other hand, when the innovativeness of the participants in the research was
evaluated, it was determined that the participants in the research were close to positive
(0=3.69) in terms of innovativeness. In other words, they were people who were
interested in innovations and adopted innovations quickly.

Table 3: Mean and Standard Deviation Values Obtained from Scales and Correlation Analysis Results

o Ss (1) (2) (3) (4)
(1) Consumer innovation 3.69 0.71 1
(2) Competence 3.20 0.82 0.06 1
(3) Benevolence 3.22 0.80 0.06 0.77%* 1
(4) Integrity 3.38 0.73 0.17** 0.64** 0.62** 1

*p<0.01

A correlation analysis was carried out to examine the relationship between the trust
of the participants towards chatbot applications and the innovativeness of the
participants. According to the results of the correlation analysis (Table 3), it was seen
that there is no relationship between the competency and benevolence dimensions
of the scale used to measure the trust of the participants towards the chatbot application
and the innovativeness of the consumers (H1 rejected and H2 rejected). In other words,
as a result of the evaluations of the participants regarding the chatbot application of
the bank where they use internet banking or mobile banking, there is no relationship
between the competency dimension of the trust in the chatbot application (whether
the chatbot understands the preferences of the person and offers services according
to these preferences), such as finding experts and finding competence in the chatbot,
and the level of innovativeness of the participant. Similarly, there is no relationship
between the benevolence dimension, which includes the evaluations that the chatbot
application provides services in accordance with the preferences and interests of the
person, and the level of innovativeness of the participant.

On the other hand, the integrity dimension of their trust towards chatbot applications
is positively related to consumers being innovative at a low level (r < 0.40) (H3 supported).
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Accordingly, as the innovativeness level of the participants increases positively, the
level of integrity dimension of their trust towards chatbot applications also increases
positively. When the participants hear something new about information technology,
they are willing to try it, they are the first to discover innovations in information
technologies, they like to try innovations in information technologies, and they love
mobile technologies In other words, as the level of being innovative increases, the
participants use internet banking or mobile banking more. Regarding the bank’s
evaluations of the chatbot application, it has been said that chatbots provide information
and suggestions in an impartial way, give honest answers, give accurate information,
and give unbiased information. This is because they are not affiliated with a particular
company. These values also increase positively along the level of innovativeness.

It was also analyzed whether the trust of the participants towards chatbot applications
and the innovativeness of the participants differed according to gender. Since the
gender variable has two categories, the difference between the categories was examined
using the z test.

According to the z-test analysis results (Table 4), it was found that the competency
dimension, which is one of the dimensions of their trust in chatbot applications, differs
significantly according to gender. In contrast, the benevolence and integrity dimensions
do not show a significant difference according to gender. Women tended to find the
chatbot application more competent when compared to men (H4 a supported; H5 a
and H6 a rejected). On the other hand, it is seen that the innovativeness of the participants
shows a significant difference according to gender (H7 a supported). It is seen that men
were more likely to be more innovative people than women.

Table 4: Gender differences in participants’trust in chatbot applications and being innovative

Demographic Variables N (o} SS 4 P

Man 149 3.06 0.88

Competence 2.70 *0.01
Woman 245 3.29 0.78
Man 149 3.13 0.80

Benevolence 1.64 0.170
Woman 245 3.27 0.80
. Man 149 3.32 0.78

Integrity 1.18 0.24
Woman 245 341 0.70
. . Man 149 3.81 0.73

Consumer innovation 2.67- *0.01
Woman 245 3.61 0.68

**P<0.01 *P<0.05
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It was also analyzed whether the trust of the participants towards chatbot applications
and the innovativeness of the participants differ according to age, education level, and
income. Since age, education level, and income variables have more than two categories,
the differences between these categories were tested with one-way ANOVA analysis.
According to the results of the one-way ANOVA analysis (Table 5) carried out on whether
the participants’trust in chatbot applications and whether their innovativeness differ
according to age, the benevolence and integrity dimensions of the participants’ trust
towards chatbot applications were determined by the age variable. In this regard, there
was no significant difference (H4 b supported; H5 b and H6 b rejected). On the other
hand, it was revealed that the competence dimension of the participants'trust towards
chatbot applications and the innovativeness of the participants showed a significant
difference according to age (H7 b supported). According to this, people between the
ages of 18-25 and 26-33 evaluated the chatbot applications of banks more expertly
and competently than people aged 34 and over. The results align with these age groups
being more innovative people in general.

Table 5: Differences in the participants’ trust in chatbot applications and their innovativeness by age

Demographic Variables-Age o SS F P
18-25 332 0.72
26-33 3.31 0.87

Competence 34-41 3.00 0.89 2.89 0.02*
42-49 3.15 0.79
50-over 3.12 0.77
18-25 332 0.76
26-33 3.27 0.87

Benevolence 34-41 3.01 0.83 241 0.05
42-49 3.22 0.72
50-over 3.23 0.64
18-25 3.49 0.74
26-33 3.41 0.84

Integrity 34-41 3.22 0.70 222 0.07
42-49 3.31 0.51
50-over 3.45 0.73
18-25 3.74 0.67
26-33 3.85 0.68

Consumer innovation 34-41 3.55 0.79 3.12 0.02*
42-49 3.56 0.63
50-over 3.55 0.61

**P<0.01 *P<0.05
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According to the results of the one-way ANOVA analysis (Table 6) conducted on
whether participants’ trust in chatbot applications and whether participants’
innovativeness differ according to their education level, it was determined that all three
dimensions, namely competence, benevolence, and integrity, are not significantly
different according to education level (H4 ¢, H5 c and H6 c rejected). Likewise, it was
seen that the evaluations of the participants on whether they are innovative or not do
not show a significant difference according to the level of education (H7 c rejected).

Table 6: Differences between participants’ trust in chatbot applications and being innovative according to
education

Demographic Variables-Education o SS F P
Primary education 2.70 0.42
High school 3.15 0.66

Competence gzgzg raduate/Associate 397 078 133 0.26
Graduate 3.1 0.90
Primary education 212 1.24
High school 3.04 0.71

Benevolence gzgreergraduate//\ssodate 308 078 2.51 0.06
Graduate 3.14 0.84
Primary education 3.75 1.77
High school 3.34 0.68

Integrity gzgfggraduate/Associate 339 071 0.29 0.83
Graduate 3.35 0.75
Primary education 3.74 0.99
High school 3.50 0.57

Consumer innovation gzgzgraduatemssodate 397 0,63 2.57 0.05
Graduate 3.75 0.75

**P<0.01 *P<0.05

According to the results of the one-way ANOVA analysis (Table 7) conducted
on whether the participants’trust towards Chatbot applications and whether their
innovativeness differ according to their income level, it was seen that the three
dimensions of competence, benevolence, and integrity, which are among the
dimensions of trust of the participants towards chatbot applications, and the
evaluations of the participants on whether they are innovative or not, are not
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significantly different according to education level (H4 d, H5 d, H6 d, and H7 d
rejected) .

Table 7: Differences in participants’ trust in chatbot applications and their innovativeness by income level

Demographic Variables-Income Level (o] SS F P
less than 3,000TL 3.29 0.73
3,001-5,999TL 3.24 0.71

Competence 0.03 0.10
6,000-8,999TL 3.31 0.84
9,000TL and above 3.08 0.90
less than 3,000TL 3.33 0.75

Benevolence 3,001-5,999TL 3.21 0.72 1.42 0.24
6,000-8,999TL 3.29 0.86
9,000TL and above 3.12 0.83
less than 3,000TL 334 0.80

Integrity 3,001-5,999TL 3.53 0.62 130 027
6,000-8,999TL 3.34 0.80
9,000TL and above 334 0.70
less than 3,000TL 3.63 0.73

Consumer innovation 3,001-5,999TL 3.68 061 0.52 0.67
6,000-8,999TL 3.65 0.77
9,000TL and above 3.74 0.71

**P<0.01 *P<0.05

Discussion and Conclusion

Technological developments have influenced all areas of life of individuals in our age.
Innovations in the field of communication have especially increased the impact of
technological tools on people’s daily routines. Today, when the concept of time and
space has changed, people are more open to interaction with technology. With the
innovations of the internet, there have been great changes to the routines of both
private individuals and producers of digital technologies. It is crucial also for banking
services to quickly adapt to technological innovations in the digitalized finance sector.
When the developmentsin the field of artificial intelligence are added to the opportunities
provided by technology, the dynamics of social and economic life have also changed.
Artificial intelligence has influenced all sectors in the economic field. The banking sector
has also been affected by the technological developments of the field of artificial
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intelligence. Today, banks that adopt an artificial intelligence-based service approach
serve their customers through chatbots. It can be said that banks with an innovative
approach that easily adapts to the digital world primarily attract the attention of their
customers because they can benefit from such new technologies. The understanding
of digital banking and the use of artificial intelligence-based chatbots in banking
services have transformed the customer relations process. The use of artificial intelligence
in the field of banking provides certain advantages to banks in terms of both collecting
data and maintaining a more competent service understanding. In this context it is
important for banks to make chatbots part of their data management strategy, not just
their sales and service strategy.

Within the scope of the study, the historical development of artificial intelligence-
based chatbots was discussed and their use in the banking sector was examined. In
the study, the way chatbots are evaluated, especially by consumers who are open to
innovations, was examined through a survey.

Based on all these, this study attempted to reveal whether the innovativeness of
consumers is related to their trust in chatbot applications. According to the results, it
has been seen that there is no relationship between the competency and benevolence
dimensions of the participants’trust in the chatbot application and the innovativeness
of the consumers. On the other hand, it was seen that the integrity dimension of the
trust of the participants towards the chatbot applications is positively related to the
innovativeness of the consumers at a low level.  Therefore, as the innovativeness of
the participant’s increases positively, the level of trust towards chatbot applications
increases in the correctness/integrity dimension positively. In this situation, as the level
of innovativeness of the participants increases (which is related to the fact that they
are the first to discover innovations related to information technologies, are willing to
try these innovations, and are interested in mobile technologies), their evaluations of
the chatbot application of the bank they use the mobile banking services of increase
in a positive way. In other words, as the level of innovativeness of the participants
increases, their evaluations that the chatbot application of the bank they receive service
from also increases positively, meaning that the application is providing information
and suggestions in an impartial way, giving honest answers, giving accurate information,
and giving unbiased information because it is not affiliated with a particular company.
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After the analyses carried out to determine whether the trust of the participants in
chatbot applications and the innovativeness of the participants differ according to
demographic characteristics, it was seen that men are more open to innovations than
women in general. That said, regarding the competence dimension of the confidence
in chatbot applications, it was seen that women evaluate the chatbot application as
more competent than men. In terms of age, it was seen that people between the ages
of 18-25 and 26-33 evaluate the chatbot applications of banks as having more expertise
and being more competent in their field compared to people aged 34 and over. In
addition, people between the ages of 18-25 and 26-33 are more open to innovation
than people aged 34 and over. When evaluated in this context, it can be stated that
younger participants are more open to innovation than older participants, and they
think that chatbot applications are experts and have the necessary competence to
understand their own needs and desires.

When all these results are evaluated in general, and when examining the participants’
level of being open to innovation increasing along with the trust relationship towards
chatbot applications, it is possible to understand the evaluations of the participants
that these applications provide correct, impartial, and honest answers increase in a
positive way. However, there is no relationship between the increase in the level of
being open to innovation and the evaluations of chatbot applications as being competent
and helpful. In addition, it was seen that the age factor is an effective variable in
evaluating the consumer perception of chatbots.

In this context, further studies can be carried out on the adaptation processes and
how older consumers who are less innovative can adapt to such technologies as chatbot
applications of banking services. Understanding the approaches of the consumers in
the older group, who have a more limited interaction with technological innovations,
towards rapidly changing technological applications can also be examined in the
context of countries where the population is getting older.
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Abstract

While Social Network Sites (SNSs) allow users to share content, some users may
sometimes deliberately limit what they share for various reasons. The present
research focuses the concerns about what academics share on SNSs in the field
of communication in Turkey and Malaysia. Adopting a mixed-method approach,
the collection of quantitative data through questionnaires was followed by in-
depth interviews with the participants. The findings obtained from both data
collection tools were evaluated and the relation between the qualitative and
quantitative data was discussed. The results showed that privacy awareness and
self-censorship scores were similar in both countries. The privacy concern scores
of Malaysian academics were higher than the respondents from Turkey, their
concerns focusing on the followers. The concerns of respondents from Turkey
about the use of shared information by third parties were higher than their
Malaysian counterparts. Academic identity was found as a restrictive factor for
social media sharing in both countries. In addition, regulation in the religious
field was recommended by the respondents of Malaysia. The findings overall
emphasized the significant differences between these two contexts.

Keywords: Social networking sites (SNSs), self-censorship, privacy concern,

sharing, mixed method

Oz

Sosyal Ag Siteleri (SNS'ler), kullanicilarin icerik paylasmasina izin verir ancak
kullanicilar bazen gesitli nedenlerle kasitli olarak paylasimlarini sinirlandirabilir.
Bu arastirma, Tlirkiye ve Malezya'daki iletisim alanindaki akademisyenlerin sosyal
aglardakipaylasimlariileilgiliendiselere odaklanmaktadir.Karmayontemyaklasimi
benimsenerek, nicel verilerin anket yoluyla toplanmasinin ardindan katilimcilarla

derinlemesine gorlsmeler yapilmistir. Elde edilen bulgular degerlendirilerek
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nitel ve nicel veriler arasindaki iliski tartisiimistir. Gizlilik
bilinci ve otosansir puanlari her iki Glkede de benzerdir.
Malezyal akademisyenlerin mahremiyet kaygisi puanlari
Turkiye'den yanit verenlere gore daha ytiksektir ve kaygilari
takipgilere odaklanmaktadir. Turkiye'den yanit verenlerin
endiseleri, paylasilan bilgilerin Ggtincii sahislar tarafindan

nasil kullanildigi konusunda daha yiksektir. Akademik

kimlik her iki tlkede de sosyal medya paylasimlarinda
kisitlayicidir.  Ayrica Malezyali  katihmailar dini  alanda
diizenleme yapilmasini dnermislerdir. S6z konusu bulgular,
iki Ulkenin sosyal medya kaygilarinda 6nemli farkliliklar
oldugu vurgusunu ortaya koymaktadir.
Anahtar Kelimeler: Sosyal ag siteleri, otosansdr,

mahremiyet endisesi, paylasim, karma yontem

Introduction

Thousands of posts are shared on Social Network Sites (SNSs) every minute (Data never
sleeps 10.0,2022). On the other side, users’concerns about the misuse of their personal
data are increasing (We are social, 2022). It is estimated that the users may leave public
platforms and choose more private ones (such as Signal, Whatsapp) due to such ongoing
debates as gathering data, privacy concern, and disinformation on SNSs (Kesvani, 2021).
Additionally, it should also be considered that users feel pressure from their followers,
which may be another factor that limits sharing.

The aim of this research is to find out the users'reasons for limiting their sharing on
SNSs and self-censorship practices. It adopts the explanatory sequential design, among
the types of mixed methods designs. The data was collected in two different phases.
In the quantitative phase, users’ opinions about self-censorship, privacy concern, privacy
awareness, online information management, perceived vulnerabilities, concerns about
follower’s level were tested. In the qualitative phase, the problems and solutions of
participants on SNSs were focused. The qualitative phase was conducted as a follow
up to further explain the quantitative results.

In literature review, it was found that there is a limited number of research focusing
on self-censorship on SNSs in Turkey and Malaysia. In addition, it was observed that
the research comparing the limitation of sharing on SNSs in these two countries is
scarce.Thus, the present study is significant with its findings regarding the differences
between countries.

Concerns about SNSs and cultural differences

The passive use of social media (passive use refers to looking at content from others
(Pagani, Hofacker & Goldsmith, 2011), resulting from the concerns about how it is used,

88 Connectist: Istanbul University Journal of Communication Sciences, 2022, 63, 87-122



Onay Dogan, B., Kocabay Sener, N., Kiran, S., Mustafa H.

is one of the topics being discussed in the modern world (Li et al., 2022; Mak et al.,
2022; Stevicetal., 2021). Limiting user sharing on social media, which is indeed intended
to be a public space, can be considered as a barrier to the freedom of expression,
necessitating the identification of the users’ concerns. Most of the research about social
media concerns has been associated with privacy (Bright & Lim, 2021; Cain & Imre,
2021,). Considering the huge amounts of personal information shared and stored
online, itis very common for users to feel uncomfortable about what they share (posts
and stories). While studies on the impact of privacy concerns on social media use
generally focused on institutions, companies and governments (Bauman and Lyon,
2013; Lyon, 2013; Zuboff, 2021) across the world are not the only ones to monitor the
users. While there are studies researching corporate and government concerns, few
studies have concentrated on social peers to examine the relationship between such
a concern and the use of social media in a comprehensive way (Jozani et al., 2020). The
present study contributes to the field by addressing both institutional and peer concern
from an intercultural perspective. Privacy on social media is a problem associated with
the manageability of information (Margulis, 2003). Therefore, how personal information
is managed and whether its manageability results in the limitation of sharing are among
the questions in need of an answer. In comparison to privacy, information management
remains under researched. According to Lambillotte et al. (2022), when the system
becomes personalized, the perception of control decreases and leads to privacy concerns.
Therefore, it can be stated that the sharings decrease on the platforms where the
perceived control concern increases. To solve the manageability of information problem,
studies have focused on the design for user-centered privacy choices (Feng et al., 2021).
However, there are a limited number of studies in the literature about the information
management methods which reduce the security concerns of users on SNSs and how
these methods affect their concerns.

Self-censorship and surveillance on Social Network Sites

A precaution of concern about sharing on SNSs is self-censorship. Self-censorship on
SNSs is defined as “a behavior that causes people to avoid or modify self-disclosures
because of fear of negative social consequences” (Warner & Wang, 2019, p. 376). Two
reasons of self-censorship could be stated as surveillance from either governments or
companies as well as interpersonal surveillance. With a broader perspective, the surveillance
of companies and governments are the collection of data from citizens or consumers for
classification purposes. Thus, the conditions of the country where the users live can pose
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limitations on their sharing (Parks et. al., 2017; Stoycheff, 2016). Interpersonal surveillance,
on the other hand, relates to users watching each other. There are different terms related
to interpersonal surveillance, such as interpersonal electronic surveillance (Tokunaga,
2011), lateral surveillance (Andrejevic, 2004), social surveillance (Marwick, 2012), mobile
surveillance (Ngcongo, 2016), and participatory surveillance (Albrechtslund, 2008). In
brief, some users limit their sharing due to potential criticism from others.

There are different studies on the reasons behind abstaining from sharing on social
media. The reasons for not sharing were clarified under the spiral of silence theory
(Gearhart & Zhang, 2015; Noelle-Neumann, 1974). One reason for limited sharing relates
to political posts (Kwon et. al., 2015). Personality traits can also be effective in limiting
sharing (Back et. al, 2019; Chen, 2018). Other reason of not sharing on SNSs is the
problem of conflicting social spheres. It refers to the fact that communications are
simultaneously visible to multiple audiences within a social network, as commonly
occurs on SNSs (Marder et. al.,, 2012). It can be related with interpersonal surveillance
as the users may choose to limit what they share because of their followers (Das &
Kramer, 2013; Marder et. al., 2016; Marwick & Boyd, 2011; McLaughlin & Vitak, 2012;
Sleeper et. al., 2013). Another reason of limiting posts is cyberbullying (Gearhart &
Zhang, 2014; Van Royen et. al., 2017). Users may also limit their sharing due to the
privacy concerns (Hargittai & Marwick, 2016).

Existing studies have pointed out different reasons for self-censorship (Kutlu, 2019;
Yilmaz et. al., 2017; Yilmaz & Soylu, 2015; Tosunay & Colak, 2016; Erdogan, 2020). In
Malaysia, to the best knowledge of the researchers, no research study has been conducted
on the self-censorship applied by users on social media. In addition, the review of studies
concentrating on the academics’ practices indicated that social media for academics is
a place for both gathering information and posting information. However, academics
fear that their activities on social media are monitored (Aktas et. al., 2019). Some studies
show that academics are targeted from members of their own field about what they
share (Cain et. al., 2019; Carter Olson & LaPoe, 2018; Doerfler et. al., 2021; Teixeira da Silva,
2021; Véliverronen & Saikkonen, 2021). Furthermore, academics sharing posts online
could present a potential hindrance in getting a scholarship (Tanczer et. al., 2020) and
some academic institutions can criticize academics’ posts on SNSs (Cox, 2020).

In the related literature, culture has been frequently discussed within the context
of the relationship between technology use and user concern (Abokhodair & Hodges,
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2019; Chai, 2020; Lowry et al., 2011; Zhong et al., 2022,). Most of studies focusing on
the difference between the two cultures based on the concern of social media use have
compared the USA and the Far East countries (Bellman et al., 2004; Wang et al., 2011;
Zhong et al,, 2022).The studies indicated that culture is an important factor in determining
social media concerns. However, culture is shaped by different demographic determinants
(Abokhodair & Hodges, 2019; Zhong et al., 2022). A study on the ethical concerns
experienced by Arabs and non-Arabs while sharing online has revealed that the fabric
of Arab and Muslim culture in general is different and that it can be alarmingly
undermined by unexpected and unwarranted disclosures (Mutambik et al., 2022). As
evidenced by Mutambik et al. (2022), it is necessary to address different cultures in
studies related to the concerns experienced in the use of social media.

Concern about SNSs in Turkey and Malaysia

The concerns experienced by the users are growing along with the use of social media.
According to Wearesocial’s Global 2022, 33.2% of the population is concerned about the
misuse of their personal data. According to the same research, these numbers are 27.1%
for Turkey and 36.3% for Malaysia (We are social, 2022). This raises two important questions:
Why are users so concerned and what are the reasons for the difference between countries?
Social media as a socialization agent, which promotes the creation of different
communication environments and shapes different human perceptions in different
societies (Zhong et al., 2022). Thus, it can become an area where we are influenced as
users and sometimes concerned all the group of users we communicate with (Jozani et
al,, 2020). As such, concerns may sometimes lead to passive use of social media.

The review of related literature in Turkey and Malaysia shows that the number of
studies about privacy concern and self-censorship in both contexts is limited. The
review of social media use in Malaysia have pointed out that privacy concerns are quite
high (Huang et al., 2020; Suki et al., 2002; Turner & Amirnuddin, 2018), but the reasons
are not been comprehensively questioned. Another study in Malaysia discovered that
social networking sites users’ perception of the negative consequences of threats affects
their information privacy concerns. According to this research, users use privacy measures
on social networking sites (Mohamed & Ahmad, 2012). Abdulahi, Samadi and Gharleghi
(2014) remarked that participants were unaware of the privacy policies of these platform
and did not know how their personal data could be shared.
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Studies applied in Turkey have shown that although social media users feel
uncomfortable about sharing their personal data, they continue to share it by taking
some precautions (Gokaliler & Saatcioglu, 2020). Privacy concerns in the context of online
shopping were discussed, and it was found that fear of reputation and financial loss
affected personal information sharing (Avcilar et al., 2021). Another study about online
shopping showed that the fear of online identity theft increases online privacy anxiety,
which has a negative impact on online purchasing behavior (Akdeniz & Dursun, 2021).

Aim and Methodology

The present research focuses on the concerns about sharing content and security
problems on SNSs. Explanatory sequential design among the mixed method designs
was employed in the study (please see Appendix 2).

Aim

The present study focuses on the reasons behind limiting content sharings on SNSs
and aims to observe whether geographical and cultural differences have a role in the
perception of privacy concerns and the solutions.

The research questions addressed in this study are as follows:

Quantitative research hypotheses

H1.Thereis no significant difference in the level of self-censorship between Turkey
and Malaysia.

H2.Thereis no significant difference in the level of privacy concern between Turkey
and Malaysia.

H3. There is no significant difference in the level of privacy awareness between
Turkey and Malaysia.

H4.There is no significant difference in the level of perceived vulnerabilities between
Turkey and Malaysia.

H5. There is no significant difference in the level of information management
between Turkey and Malaysia.

H6. There is no significant difference in the level of concerns about followers
between Turkey and Malaysia.
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Qualitative research questions

1. What are the concerns of academics about their posts on social media?
2. What kind of solutions do academics develop regarding their concerns?
Mixed method question

How do the qualitative data explain the quantitative results?

Methodology
Research Design

The study employed mixed-method research design, a research process in which
researchers combine quantitative and qualitative data collection and analysis methods
(Plano Clark & lvankova, 2018, p. 56). Explanatory sequential design was adopted in
the study started with quantitative research and qualitative being further used to
explain the quantitative results (Creswell, 2021, p. 38). Depending on the purpose,
deeper understanding is provided in the quantitative results.

Sampling

The participants of the study consist of academics in the field of communication in
Turkey and Malaysia. The research is designed as a premise of research on understanding
the barriers to sharing on social media in two countries. The field of communication is
a faculty/department that deals with social media usage habits and concerns. For this
reason, academics in the field of communication were assumed to have digital literacy
and were chosen as the sample.

Quantitative sampling

Non-random sampling was used for the quantitative section of the study. Two different
flows of procedures were followed to determine the sample for the administration of
the questionnaire in the two countries. For the sampling of Turkish respondents, a
database was created by collecting the email addresses of academics via YOK Atlas by
Python.The email addresses in the universities outside of Turkey (such as TRNC, Sarajevo,
Kyrgyzstan) were extracted. The questionnaire prepared on Survey Monkey was sent
to the 2,071 email addresses that constitutes the research population. The final sample
generated from the online survey was 227 completed questionnaires.
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Regarding Malaysia, samples of Malaysian academics were generated through the
official database of Malaysian Association of Communication Educators (MACE), (www.
macemalaysia.org). The association currently consists of 170 members. The questionnaire
was developed using Survey Monkey and was shared on the official WhatsApp group
of the association. The academics were invited to participate and to share the
questionnaire link with their colleagues who are not members of the association, as
well as their researchers and assistants. The final sample generated from the online
survey was 101 completed questionnaires.

There is a sample difference between the two countries. Although there is a database
that reaches the total number of communication academics in Turkey, it was not
available in Malaysia. However, it can prove important to point out the population
difference when considering these numbers. While the population of Malaysia was
33,359,217 at the time of this research, the population of Turkey was listed as 86,512,500
(Worldometer, 2022).

Qualitative sampling

Two criteria were determined for the participation in the in-depth interviews. In line
with the criteria, the participants who answered the questionnaire and volunteered
for the interview were invited for in-depth interviews. Maximum variation sampling
was chosen for qualitative sampling.

In-depth interviews were conducted online with 26 participants from Turkey
and nine participants from Malaysia via Zoom. Since the number of participants
interviewed was not equal, the distribution of codes in the qualitative analysis was
based on frequency. For each participant, a tree was donated to the Turkish
Foundation for Combating Erosion, Reforestation, and the Protection of Natural
Habitats (TEMA), with the “plant a tree” certificates being sent to the email addresses
of the participants.

Data collection tool
Warner & Wang (2019)’s measurement scale was used to collect the quantitative data.

In addition, seven items were added to the scale based on the“concern about followers”
items in the article of Marder et al. (2016). The scale was adapted into Turkish for the
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participants from Turkey, whereas an English version of the scale was used for participants
from Malaysia. For the pretest, the scale was shared with ten academics in the field of
communication, their comments subsequently being evaluated. The questions were
revised based on suggestions. The questionnaire was distributed through the Survey
Monkey online platform after the revision of the questions based on the suggestions
by the academics.

Semi-structured interviews were conducted with the two groups of participants to
collect the qualitative data. All interviews were audio recorded with the consent of the
participants.

Procedure

The survey developed for the study was sent to the academics. Using MS Excel, the data
obtained was cleaned, transformed, and made ready for analysis. Then, reliability analysis,
t-Test, and logistic regression analyses were performed using the SPSS. As a result of the
reliability analysis, the reliability values of all factors were above the limit value of 0.7.

The data were collected between June 28 and July 14,2022, in Malaysia and between
May 26 and June 23, 2022, in Turkey.

While 26 participants attended in-depth interviews in Turkey, only the data obtained
from 25 interviews were analyzed. One participant was removed from the interview
sample since they had no personnel SNSs account. The interviews were organized between
June 17 and July 6, 2022, in Turkey and between August 10 and 23, 2022, in Malaysia.

The interviews were converted into texts via VoiceDoc. The transcriptions were
checked by the researchers and edited. The interviews were then analyzed through
thematic analysis using MAXQDA 2022.

There are different definitions for reliability in qualitative studies. According to Gibbs,
qualitative reliability indicates that the researcher’s approach is consistent across
different researchers and among different projects. Gibbs suggested several qualitative
reliability procedures (Creswell & Creswell, 2021, pp.201-202). Based on these suggestions,
the procedures used to ensure the reliability of the research are as follows: the transcripts
were checked to make sure that they do not contain mistakes made during transcription;
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coders discussed codes and cross-checked for intercoder agreement; during the coding
period, the coders held regular weekly meetings and compared their analyses; and the
codings were checked to avoid any shift in the meaning of the codes.

After the analysis of the quantitative and qualitative data was completed, it was
discussed how the qualitative data explained the quantitative data. The research design
and the whole research process is given as a summary in Figure 1 and 2.

1. Stage 2. Stage

Interpreting
how

Quantitative data Quantitative data quantitative

Qualitative data Qualitative data

collection analysis collection analysis findings explain
guantitative

resul

* Scale adaptation * Analyzing averages of « Identification of the * Transcription of
# Data collection (Turkey two countries based on participants qualitative data
and Malaysia) scales o Conducting in-depth + Coding
* Analyzing the interviews (Malaysia and + Interpretation of codes
differences between Turkey)
countries depending on
the scales

Figure 1: Research design

Ethics committee approval was received from the ethics committee of Istanbul
Commerce University (No: E-65836846-044-245639 - Date: 11.04.2022).

Findings

Quantitative Analysis

The demographic data of the respondents (i.e., age, gender, and type of university) is
giveninTable 1.
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Table 1: Respondents’ profile

Country f Age f Gender f Type of university f
227 18-29 22 Female 123 State 152
30-44 141 Male 103 Private 75
Turkey
45-59 57
60+ 7
101 18-29 24 Female 61 State 60
30-44 52 Male 38 Private 1
Malaysia
45-59 15
60+ 9
Null 1 3 0
Total 328 328 328 328

For the survey, consent of the participants was obtained prior to the detailed
examination of their responses. If the respondent left even only one question blank, all
responses given by the participants for the factor were left out. The reliability test for the
six factors is presented in Table 2. The reliability test results showed that all factors were
reliable with Cronbach’s Alpha values higher than 0.70, as suggested in the literature.

Table 2: Reliability test results

Factor Items Valid Excluded Cronbach alpha
Self-censorship 4 326 2 0.799
Privacy Concern 6 296 32 0.934
Privacy awareness 4 327 1 0.764
Perceived Vulnerabilities 4 324 4 0.904
Information Management 4 326 2 0.907
Concerns about Followers 6 323 5 0.955

As the first step, it was evidenced that the sample showed a normal distribution and
did not include any outliers. Then, the mean differences of the factors of the academics
in two different countries were examined with the t-Test method. While interpreting the
t-Test results, attention was paid to the homogeneous or heterogeneous distribution of
variances as a result of the Levene Test, thus ensuring that all assumptions were valid.
The results obtained regarding the hypothesis H  (There is no significant difference
between the two countries in the mentioned factor mean) can be seen in Table 3. Though
there was a difference between the sample sizes of the respondents of the two countries,
the results of t-test were convenient since all assumptions were correct.
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Table 3: T-test results

Factor Sig. Mean Diff (Turkey -Malaysia) H,

Self-censorship (H1) 0.243 0.46 Accepted
Privacy Concern (H2) 0.001 -2.411 Rejected
Privacy Awareness (H3) 0.368 -0.307 Accepted
Perceived Vulnerabilities (H4) 0.035 0.901 Rejected
Information Management (H5) 0 6.758 Rejected
Concerns about Followers (H6) 0 -10.475 Rejected

As shown in Table 3, there was no significant difference between the averages of
the two countries in terms of self-censorship and privacy awareness scales. The privacy
concerns score of Malaysian academics is -2.411, with the concerns about followers
score being -10,475, both higher than their Turkish counterparts. On the other hand,
the perceived vulnerabilities and information management scores of Turkish academics
are 0.901 and 6.758, respectively, both higher than their Malaysian counterparts.

After the t-Tests, logistic regression was performed over the factors in order to
predict the country of the respondent. As a result of the tests carried out to determine
whether the necessary assumptions were met for logistic regression, it was seen that
the sample met all the assumptions and logistic regression was conducted. In logistic
regression, the country of the participant was taken as the dependent variable, and
the self-censorship, privacy concern, privacy awareness, perceived vulnerabilities,
information management, and concerns about followers factors were taken as the
independent variables. The model summary can be seen in Table 4.

Table 4: Logistic regression analysis variables

Factor B S.E. Wald df Sig. Exp(B)
Self-censorship -0.251 0.082 9.469 1 0.002 0.778
Privacy Concern 0.014 0.043 0.105 1 0.746 1.014
Privacy Awareness -0.104 0.102 1.048 1 0.306 0.901
Perceived Vulnerabilities -0.082 0.072 1.301 1 0.254 0.921
Information Management 0.351 0.066 28.148 1 0 1.42
Concerns about Followers 0.223 0.044 25.252 1 0 1.25

There are two coefficients in Table 4 that attempt to explain the dependent variable.
Explained variation in the dependent variable based on our model was 51.8% with
respect to Cox Snell R Square and 71.9% with respect to Nagelkerke R Square. Nagelkerke
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R? is a modification of Cox & Snell R?, the latter of which cannot achieve a value of 1.
For this reason, it is preferable to report the Nagelkerke R? value as 71.9%. Variables in
the equation are shown Table 4. Of the six predictor variables, only three were statistically
significant: self-censorship, information management, and concerns about followers.

Table 5: Classification table

Country
Observed Predicted Total Total Percentage | Percentage Correct
Turkey Malaysia
Turkey 184 8 192 66.4% 95.8%
Malaysia 21 76 97 33.6% 78.4%
Overall 289 100% 90.0%

Table 5 presents the classification of the model with (out) independent variables.
When independent variables are removed, it shows that 66.4% of cases overall could
be correctly classified by simply assuming that all cases were classified as Turkey.
However, with the independent variables added, the model correctly classifies 90.0%
of cases overall (see the “Overall Percentage Correct” cell). That is, the addition of the
independent variables improves the overall prediction of cases into their observed
categories of the dependent variable. This particular measure is referred to as the
percentage accuracy in classification (PAC).

Sensitivity, the percentage of cases with the observed characteristic correctly
predicted by the model, is 95.8% for Turkey. Specificity, the percentage of cases with
the observed characteristic correctly predicted by the model is 78.4% for Malaysia. The
positive predictive value was the percentage of correctly predicted cases with the
observed characteristic compared to the total number of cases predicted as having
the characteristic. That is, of all cases predicted as coming from Turkey, 89.76% were
correctly predicted. The negative predictive value is the percentage of correctly predicted
cases without the observed characteristic compared to the total number of cases
predicted as not having the characteristic. That is, of all cases predicted as coming from
Malaysia, 90.48% were correctly predicted.
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Figure 3: ROC curve

Finally, the ROC (receiver operating characteristic) curve is given below. The area
under the ROC curve is 0.943, indicating that the logistic regression model was very
good. Thus, the nationality of the respondent can be estimated from the scores of the
factors almost accurately (Please see Figure 3).

Qualitative analysis

The analysis of the qualitative data revealed six separate categories in total. The gender,
university, and position information of the participants are given in the Appendix 1.

Depending on the number of participants in each country, the distribution of codes

was made as a percentage, and the general scheme of the qualitative research is shown
in Figure 4.
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Hiyerarsik Kod-Alt kod Modeli
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Figure 4: Hierarchical code-subcodes model

Problems Experienced in SNSs

The problems experienced in SNSs were examined under eleven categories. It was
found that polemics, work-related problems, and taking legal action were the issues
most strongly emphasized by the participants from Turkey.

The participants stated that the discussions were unnecessary or that they avoid
any reason to squabble with their followers.

For work-related problems, the participants usually referred to problems with the
institution or the administrators at the institution when sharing something on social
media. Malaysian participants, on the other hand, emphasized their problems as

"

“Harassment/cyberbullying,”“misunderstanding,” and “pressure of followers.”

The concerns of being misunderstood and the feeling of being pressured by followers
were also frequently expressed by Malaysian participants in the in-depth interviews.
- The codes of “relationship-related problems,”“slander,” and “threats,” which mostly

revealed individual relationships apart from a social issue, were not mentioned by
the Malaysian participants. The other two unreferred codes are “work-related
problems” and “taking legal actions.” The only title not coded in the answers of
Turkish participants was “gossip.”

Security concern

The security concerns of users on SNSs were gathered under two groups, as micro- and
macro-concerns. After reminding the participants that our digital footprints can be
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followed on the vertical plane, and observed by peer groups such as family, friends,
and colleagues on the horizontal plane, the participants were asked which group they
might be concerned about.

In the micro-concerns group, participants from Turkey mostly used the expressions
“students,”“family,”and “relatives”.

The following examples can be given to the discomforts felt as a micro-concern.

| feel uncomfortable seeing the students because we are also trying to create an
image for them. They should listen to me in my lessons, they should accept my
word as an authority, you understand what | mean by authority, that authority

should not be questioned. (T17)
The following examples can be given to the discomforts felt as macro-concerns:

| guess, | have concern about media companies more because they’re more
professional. Since we know this field, we can say that they are more professional
than the government... Media companies are really constantly collecting your

data and then presenting it to you as if it was your own preference.” (T13)

While Malaysian participants stated that they were uncomfortable seeing the posts
of their families and relatives, similar to the participants from Turkey, they were more
concerned about companies as a macro-concern. Some examples about their concerns
are below.

In my case, | like to share where | am going, what | eat. Sometimes | want to post
but do not because | don't want my family and friends to know where | am going.
Because when | post where | am going, they may want to meet me there. Sometimes
I am with my husband and son and the place is very cool but | don't post it. | post it like
a week or month later. (M6)

«  The most common answer in Turkey was “nothing to do.” Instead of expressing

their concerns, the participants preferred to state that there was no solution to
their anxieties.
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Limitation of sharing

The answers given to the question related to the reasons for not sharing were coded
under three categories. Each category is presented below with its own codes.

Unshared

According to the participants from Turkey, the prominent theme in the “unshared
content” category was private life. Under the private life code, the emphasis on family
and children were the prominent subcodes.

... my private life. 'm not someone who lives on social media all the time. | don’t
share that kind of stuff. So, if | went out with my friends and had fun, | do not
share that photo. It's my privacy, it's nobody’s business. (T10)

Among the answers related to the content not shared in the social sphere, the
intensity was on political discourse. The reasons for not sharing political discourse
include feeling uncomfortable, polemic, and fear of being misunderstood, the feeling
of not being able to be nice to anyone, and the perception that SNSs are not the place
to share political content.

In order not to have such a polemic or anything like that, let me be very clear in
such situations, | stay silent. In other words, on issues that can set the agenda;
from domestic violence, women'’s deaths to forest fires... I've been keeping quiet

about any agenda item you can think of. (T20)

“Some students may be right-wing; some students may be left-wing. Now, if | share
something about the right-wing content, | will disturb the left-wing, if | share with the
left, | will tease the right-wing.” (T10)

Malaysian participants generally used the phrase “there is not much that | do not
share” Among the topics not shared, only private life and academic sharing were expressed.

“...Normally it’s just... it's actually an Indian belief | am not sure whether you are

aware of this. They say you shouldn’t show people you know your photos because

of evil eye” (M9)
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« InTurkey and Malaysia, apart from the “unshared content,” they emphasized the
role of the platform as a reason not to share their content. In both countries, some
participants stated that they did not share anything on Twitter.

Deleted

The responses obtained from the participants in Turkey revealed that they delete their
sharing mostly due to the outdatedness. Outdated announcements, photos, or content
shared years ago may be deleted.

When | see my post which | shared 5-6 years ago now, | feel, sometimes,
uncomfortable. | feel it's a very ridiculous post to share. There are times when |
see and delete, but | do not get access to the SNS specifically for deleting. Today,
| looked at a few photos and | thought they should stay. But few weeks before,
when | saw my photos, my thoughts and location that | shared 7-8 years ago, |
deleted them. (T24)

According to the research results in Malaysia, misunderstanding comes to the fore.

“I deleteit if | find the message is biased or maybe can cause any further hatred.” (M3)
« Inthe category of deleted posts, there was the “just hide” code in the expressions
of only Malaysian participants. Since they want to keep their posts as an archive,
they prefer to make them invisible instead of deleting them. The “changed
relationship” code, expressed only in Turkey, emphasizes the deletion of posts as

a result of changes in interpersonal relations.

Restriction of Sharing

The code restriction of sharing was further divided into five sub-codes as: work, company,
social, follower- and user-related.

In Turkey, work-related restrictions can be considered as self-limitations of the

persons related to the institution. Malaysian participants did not express any work-
related reason for the restriction of sharing.
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“It’s like our corporate identity sticking to us. Representing the institution... | don't
represent it, actually it's not even my own name, but | feel it as a pressure.” (T4)

The fact that companies collect our personal data and measure our viewing habits
is a cause for concern.

“Sometimes whatever you are saying, not only typing, | believe it take can that
information, so you have to be very very careful’(M1)

In Turkey, it is observed that there is a close distribution among the codes in social-
related restrictions. An example of why restrictions is made for social reasons are given

below:

Actually, even if | share something very technical, | know it could be thinking in
a different way. Many people have things they want to say, but they can’t. But
yes, I mean, | block myself, because somebody may get it wrong, and very different
arguments could be produced. | self-control. | prefer to stay out of these subjects.

I say, “l don't need a trouble. (T9)

The following example can be given to the statements of Malaysian participants
related to social issues.
I guess | don't really have that content that | want but | cannot share but if there
was, it would probably be some sensitive comments about politics because
Malaysia, we are going through General Elections soon, so it will be sensitive to

post racial or political comments. (M5)

Based on the responses from Turkey, the reasons for limiting follower-related posts
focus on the code of misunderstanding and insincerity. One of the expressions that
best exemplify misunderstanding code is as follows:

I say so. To be silent, to keep some thoughts to yourself. Because there are very
few people who understand your language, very few people who empathize with
you. Our society is like a bomb ready to explode. In other words, they can turn
your sentences over and over and understand your every word in a very different
way. So, we have to be very careful about what we say and how we say it. (T2)
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One of the clearest expressions about sincerity is given below;

To find that behavior unnatural. Losing the first feeling of that behavior is because it
seems insincere. So, | don't like that social media culture. | already share with the
people who | meet face to face, | don’t want to share too much with the people other
than that and sharing with lots of people bothers me. And here’s the thing about
showing yourself too much, showing everything you do... you show it to relatives,

but when the social circle expands, don't show everything to everyone. (T1)

The frequency of the distribution in four codes related to the answers given by the
Malaysian participants were found very close to each other. These codes were;“Do not

" d

recognize some followers properly,”“insincerity,”“lynch culture,”and “misunderstanding.

“My friends did tell me that whenever you post about your happiness on Instagram,
it makes other people uncomfortable to see you happy. Sometimes people get jealous
or something like that” (M6)

According to participants from Turkey, for user-related restrictions, academic
identity and privacy were the prominent codes. Academic identities were found to play
an important role in determining followers and content. The reason for this can be
explained through the following examples:

So, since you are an academic, you have an identity where you go and lecture to
people of all different views, you need to pay a bit more attention. In fact, itis not
a fear of something bad to happen to me, it is necessary to be careful not to
damage that credibility in the eyes of people...(T14)

Two different approaches were found for privacy.

“I can say that | have tended to protect my own borders in the last few years on
social media.” (T9)

While there is an effort to share the private life without violating the privacy, it has
also been stated that personal information is shared as limited as possible because
companies follow our digital footprints.

Malaysian participants mostly used the expressions connected with “academic identity”
and “sensitivities of followers” codes.
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I do not share about my political opinion because sometimes | want to share but
| do not want people to feel uncomfortable with my opinion. Sometimes | feel
like my page is for me and | can post whatever | want, but at the end of the day,

I do not share that kind of political opinion and any uncomfortable news. (M6)

“As a lecturer, we also have to be like a public figure, so you need to show everything
is positive so you have to think not only twice, many times. More than twice” (M1)

«  When the code “restriction of sharing” was examined, it was observed that the
participants from Malaysia and Turkey mostly expressed “user-related” subjects. In
the “user-related” sub-code, “academic identity” was emphasized the most.

Regulation

TheTurkish participants’responses regarding regulation in SNSs were gathered around the
following codes: physical or psychological harm, regulation for companies, disinformation
and polarization, and a regulation that will not prevent freedom of expression.

The idea of regulation for the protection of children and teens from physical/
psychological harm comes to the fore:

“I think that social media regulation should be made, because | have a child now,
especially because of the negative content that children may be exposed to." (T21)

Another point mentioned related to physical/psychological harm code was violence.
It was emphasized that there should be a regulation over the publication of violentimages.

Things that harm the body and mental health of a person or any living thing can
be removed. Everyone or most of the people would agree on this subject anyway...
for example, | just watched it yesterday. A man webcasts on Instagram and says
he’s going to kill a woman and shares the date. He says, 'l will kill you on that date’
Anyway, this man’s account should be banned; the account should be closed,
and he should be punished here. If the regulation will provide such a control, |
am a bit prone to regulation. (T4)
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One of the prominent themes in the interviews with the participants in Turkey was
the regulation for companies. In these expressions, SNSs were mentioned in particularly:

Yes, especially, | think that the collection of data, the use of cookies, the long texts
presented to us about the processing of personal data, such things, the way these
companies store and process data of organizations, should be regulated because
they get my data so easily from me. (T3)

From the Malaysian perspective, all the codes related to regulation were scattered
close to each other. The only code used more intensely than the others was“Regulation
for disinformation and polarization.”

For me, it should have a limit. Yes, we are in a free country and we are currently
on social media, we can talk about a lot of things. But again, based on the context.
And we should have a limit which if we become too free, it will cause a lot of
problems. Because if you talk about anything without any limit, no boundaries,
you can talk bad about people, you can be a cyber bully without feeling guilty.
So for me, it is good to have freedom of speech, but it should have a limit. (M8)

In the category of Regulation, the “regulation for religion” code was found in the
answers of the participants from Malaysia but no related example emerged in Turkish
participants’answers. An example for the code is given below.

“But sensitive issues like religious issues which can spark must have control over.” (M3)
Anonymity
Participants from Turkey mostly used “This is me/nothing changed” and “I would say
more/l would be more comfortable” code for anonymity. The codes showed two different

sides of the anonymity view.

Participants believed that they could express their thoughts more easily when they
are anonymous.

There would definitely be a difference, so | think | would have less self-control.

Again, | would try not to be offensive, but it's my nature, | think | can speak more

freely. If | know that this will not be a sanction on me, and if | will not insult, if |
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will not harm personal rights, | can express my opinions to someone else, | can

say it more easily, if there will be no sanction. (T7)
Besides, one participant drew attention and criticized a negative point in it:

| wouldn't have those who around me if | had remained completely anonymous. There
is such a contradiction. So not much would change. It's also about your perspective,
your perspective on these platforms. | already use IG that way. | don't think there would

be much change because | shared my own life... (T3)

One of the concerns about remaining anonymous was that the target audience was
unknown.

“It may be possible for me to remain completely anonymous, but | cannot have healthy
relationships and sharing without knowing who | forward to my message.” (T12)

Based on the answers of the Malaysian participants, it can be stated that the
expressions with the “nothing change” code were common, as in the answers of the
participants in Turkey.

Social Media Practices and Recommendations

The prominent practices and recommendations of the participants in Turkey and
Malaysia are discussed together to draw a general framework.

“Filtering followers” was one of the leading methods of avoiding problems on SNSs
for both groups of participants. Moreover, using SNSs settings and private accounts
and managing cookies and advertisements were among the other frequently used
practices. Participants were filtering who followed their accounts, or, in other words,
who could see their posts. When they did not confirm followers’invitation on SNSs, the
number of mutual friends was also expressed as one of reason for deleting. Sometimes,
the fact that following requests came from students or colleagues was one of the
reasons why the invitation was not confirmed.

We met you for the first time right now, and from my perspective | recognize you

and | can add. If | know the name or surname, | say okay, | add such people. But
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when adding, | also look at things like who else is mutual friends. There is a non-
digital filter, a security filter, our minds. We are crosschecking. | guess that’s what
I'm doing. (T16)

The follower filter was considered as one of the measures for participants to use
SNSs more comfortably:

If you have a private Instagram account. Well, if you are following your friends
and family members, then it may be a little more comfortable for people to express
themselves, but when there is a mass of people you do not know, they also feel

the need to pay attention when it is public. (T8)

Having a private account was also reported as another security method. The “private
account” code is closely related to the “followers filter” code mentioned above.

“But Instagram for now is private because when it is public, | get a lot of comments
and DMs (direct messages) which disturb me emotionally, so | don’t want such a thing

to happen to me.’ (M8)

Although some participants stated that it was not sufficient (for safety), they preferred
to use SNSs settings for a safe social media experience.

“I just took refuge in Instagram’s supposed security policies.” (T18)
Another security method for participants was to organize cookies and advertisements.

Participants also stated that they tried not to use tags as much as possible in their
posts.

« Although it was not one of the aims of the in-depth interview, media literacy was
often expressed as a solution suggested by the participants in Turkey.

Discussion and Conclusion

Considering the research findings, it was concluded that there were significant differences
between the two countries. Results differed particularly in the context of concerns.
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Based on the present and previous studies (Zhong et al., 2022, Wang et al., 2011, Bellman
et al,, 2004), it can be concluded that regulations and studies related to social media
should be localized.

It is not possible to generalize the qualitative findings. At the same time, there are
differences and similarities between Turkey and Malaysia based on the analysis of the
data gathered through in-depth interviews (please see Appendix 3 for details). Some
of them are presented below:

Similarities: 1. Participants from Malaysia and Turkey both share and refrain from
sharing their private lives on SNSs most; 2. For the participants of the two countries,
academicidentity is a determining factor for restricting sharing on SNSs; 3. They suggest
regulations for physical/psychological harm together with disinformation and
polarization; 4. Concern about the companies is important for the participants in both
countries; 5. For safe SNSs experiences, the participants pointed out the use of “social
media settings,” “filtering followers,” and “using private accounts;” 6. Some of the
participants in Malaysia and Turkey stated that they use Twitter but do not share
anything on the platform.

Turner and Amirnuddin (2018) stated that Malaysian people avoid sharing their
personal information that would harm them online, such as birthday, address, or salary.
In this case, the personal shares expressed in the research were not specific information,
but moments from the participants’daily lives. Research conducted in Turkey and Malaysia
indicate that users are concerned about companies using their own information (Avcilar
etal,, 2021; Suki et al., 2002). This research provided evidence that support the previous
findings. Cited studies, such as this research, have found that while users are trying to
protect themselves through “social media settings,” the most distinctive result for the
research is the“follower filter“Filtering followers”appeared to be the dominant response
in both countries. Topbas and Gazi (2016) remarked that as the time spent on SNSs and
the number of followers increases, the importance given to privacy settings decreases.
However, it was found in the present study that users have more privacy concerns as the
number of followers increase. Gokaliler and Saatcioglu (2020) pointed out that the
participants mostly pay attention to the privacy of their private life on SNSs and benefit
from the privacy settings, which is a finding supported by the current study.
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Participants in both countries pointed out their academic identity. This finding is in
line with the previous research (Cain et. al., 2019; Carter Olson & LaPoe, 2018; Doerfler
et.al, 2021; Teixeira da Silva, 2021; Vdliverronen & Saikkonen, 2021; Tanczer et. al., 2020).
Differences do exist, including:

1. Regulation for (sharing about) religion was recommended in Malaysia, but not
in Turkey.

2. Participants from Malaysia did not mention “taking legal action”as a problem on
SNSs.

3. Participants in Turkey emphasized the importance of media literacy, but participants
in Malaysia did not.

Considering the mixed method question, it is possible to explain the differences in
quantitative research with qualitative findings as follows:

During the in-depth interviews, participants in Turkey underlined their concerns
related to both lateral surveillance (including students, friends, colleagues, and family)
and vertical surveillance. These concerns are also related to the limitation of sharings.
Participants in Turkey remarked that they could have said more if they were anonymous.
This finding can be evaluated related to perceived vulnerabilities. On the other hand,
information management is about the user having control over publishing information.
Participants in Turkey believed that they do not have control over their data.

The quantitative analysis showed that the Malaysian participants’ scores for the
privacy concern and concern about followers (spouse/boyfriend/girlfriend, close friends,
colleagues, manager/administrator, relatives, and acquaintances) were high. In the
qualitative analysis, the“harassment/cyberbullying,””misunderstanding,”and “pressure
of followers” codes were emphasized among the problems experienced on SNSs. In
addition, “do not recognize some followers properly”“insincerity”“lynch culture” and
“misunderstanding” codes were prominent about restriction of sharing. These results
explain the concerns about followers. Although the participants in Malaysia had concerns
about their followers, they reported that their posts would not change if they were
anonymous. Furthermore, the participants in Malaysia — similar to the participants in
Turkey- expressed their concerns about companies following them on SNSs. This result

could be explained with privacy concern.
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Based on the findings obtained in the present studly, it could be suggested that future
studies, in both countries, should focus on the sharings not posted on SNSs. Private life was
found both the most shared and the most unshared category for both groups of participants.
It is considered important to conduct research on how private life is perceived in different
countries. Participants from both countries also stated that academic identity is a limiting
factor for sharing. Thus, it is recommended to conduct research on the relationship between
business life and sharing to understand the role of professional identity.
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Appendices

Appendix 1: Participants of in-depth interviews

‘ Position Type of university Gender
Participants in Turkey
T Associate professor State Female
T2 Professor State Female
T3 Research assistant Private Male
T4 Research assistant Private Female
T5 Associate professor Private Female
T6 Assistant professor State Female
T7 Research assistant Private Female
T8 Research assistant Private Male
T9 Associate professor Private Female
T10 Associate professor Private Male
T11 Associate professor State Female
T12 Assistant professor Private Male
T13 Research assistant State Male
T4 Associate professor State Male
T15 Associate professor Private Female
T16 Assistant professor Private Female
T17 Assistant professor State Female
T18 Research assistant Private Male
T19 Research assistant Private Male
T20 Lecturer State Male
T21 Lecturer State Female
T22 Associate professor State Male
T23 Associate professor State Male
T24 Professor Private Male
T25 Assistant professor State Male
Participants in Malaysia
M1 Senior Lecturer State Male
M2 Lecturer Private Female
M3 Senior Lecturer Private Male
M4 Lecturer Private Male
M5 Research assistant State Female
M6 Research assistant State Female
M7 Research assistant State Female
M8 Lecturer Private Female
M9 Lecturer Private Female
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Appendix 2: Research Mindmap
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Appendix 3: Two-Cases model
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Appendix 4: Code matrix browser
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Abstract

The past decade has seen rising concerns about data privacy on social media
platforms (SMP). Recent research (Huo, Liu & Min, 2021; Dodoo & Wen, 2020; Youn
& Kim, 2019b), has suggested a growing interest in social media fatigue (SMF),
whose novelty makes it challenging to understand the underlying issues faced
by users of SMP. The present study analyses the impact of SMF on social media
advertising (SMA) to discover reasons for reactance and advertising avoidance.
This qualitative study consisted of twelve in-depth interviews with young adults
aged between 23 and 31 years. Theresultsindicate high levels of SMF, which mainly
stemmed from information overload and being overwhelmed. This caused users
to feel negatively after using SMP. Ad avoidance is caused by significant privacy
concerns when encountering personalized ads, such as suspicion as to how data
is used, the feeling of being watched and listened to, as well as annoyance at the
irrelevance and repetitiveness of SMA. Furthermore, participants indicated a lack
of control over their privacy online and that they felt bombarded by too many ads.
Keywords: Social media fatigue, social media advertising, advertising avoidance,

social media advertising reactance, privacy

Oz

Son on yilda sosyal medya platformlarindaki (SMP) veri gizliligi konusunda
endiselerin arttigi gérilmektedir. Son arastirmalar (Huo, Liu & Min, 2021; Dodoo
& Wen, 2020; Youn & Kim, 2019b) sosyal medya platformlarini kullananlarin
karsilastigi temel problemleri anlamayi zorlastiran sosyal medya yorgunluguna
(SMY) artan bir ilginin oldugunu gdstermistir. Bu calisma, tepki ve reklamdan
kaginma nedenlerini ortaya koymak adina SMY'nin sosyal medya reklamciligi

(SMR) tizerindeki etkisini analiz etmektedir. Bu calismada, nitel arastirma yontemi
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kullanilarak, yaslari 23-31 yaslar arasinda degisen geng
yetiskinlerle on iki derinlemesine gortisme yapilmistir.
Sonuglar, sosyal medyada maruz kalinan asiri bilgi
yiiklemesinden ve bunalmaktan kaynaklanan yiiksek
SMY dizeylerini kanitlamaktadir. Reklamdan kaginmanin
temel nedeni, kisisellestirilmis reklamlarla karsilasildiginda
verilerin nasil kullanildigina dair kugku, baskalari tarafindan

izleniyor ve dinleniyormus hissi ve SMR'nin alakasizligi ve

st Uste tekrarlanmasindan duyulan rahatsizlik gibi 6nemli
gizlilik kaygilarindan kaynaklanmaktadir. Ayrica, katihmcilar
cevrimici gizlilikleri tzerinde kontrol sahibi olmadiklarini
ve c¢ok fazla reklam bombardimanina tutulduklarini
hissettiklerini belirtmislerdir.

Anahtar Kelimeler: Sosyal medya yorgunlugu, sosyal
medya reklamciligi, reklamdan kaginma, sosyal medya

reklam tepkisi, gizlilik

Introduction

Consumers are using SMP daily to share, engage, and consume content, which has
caused brands and advertisers to benefit from the possibilities to reach new audiences
and target specific demographics (Ashley & Tuten, 2015). Yet, recent years have shown
that the availability of these platforms to billions of people worldwide has caused an
excessive amount of content, which includes advertisements from different brands
and companies. Users initially enjoyed this diversity and found it interesting, before
privacy concerns caused by data leaks. This concern forced the users to question how
their data is gathered and used (Swinhoe, 2021). These concerns and the excessive
amount of information on SMP have caused SMF and the consumers reassessment of
their attitudes toward these platforms (Dhir et al., 2018).

The emergence of this recent phenomenon has prompted scholars to examine its
triggers and effects in prior research, to find the antecedents of SMF as: information
overload (e.g. Whelan, Najmul Islam & Brooks, 2020; Ramadan, 2017; Dai, Ali & Wang,
2020), privacy concerns (e.g. Bright, Lim & Logan, 2021, Baek & Morimoto, 2012, Youn
& Kim, 2019b), and fear of missing out (e.g. Dhir et al., 2018; Tandon et al., 2021; Bright
& Logan, 2018). In addition, the results of SMF have been identified as advertising
avoidance (e.g., Dai, Ali & Wang, 2020; Youn & Kim, 2019a & 2019b; Dodoo & Wen, 2020),
psychological reactance (e.g., Baek & Morimoto, 2012; Youn & Kim, 2019a & 2019b;
Reynolds-Tylus, Bigsby & Quick, 2020), and changes in media use (e.g. Bright, Lim &
Logan, 2021; Ravindran, Chua & Goh, 2014; van der Goot et al., 2018). This has caused
contradictory behaviors and attitudes among social media users, as they become more
distrustful about data mining yet cannot stop using SMP and search engines because
of their practicality.
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Huo, Liu and Min (2021) have developed the first social media advertising reactance
model of its kind based on previous literature. This model encompasses the structural
factors of social media advertising, the reactance towards social media ads, and finally,
the users'responses, categorized into cognitive, emotional, and behavioral responses,
of which SMF is a cognitive response. Scholars have called for research on unexplored
aspects and causes of SMF. This study explores previously found aspects of SMF while
taking a qualitative approach to learn the underlying motivations and attitudes. The
findings indicate that while privacy concerns play a minor role in SMF, a significant
concern deals with the attitudes towards social media advertising. Furthermore, an
unexplored link has been found between the behavioral response of blocking, hiding,
or reporting ads and the subsequent reactance, avoidance, and fatigue. The current
study thus contributes to a better understanding of social media fatigue and its
antecedents as well as the reactance and ad avoidance of SMP users.

The importance of understanding the impact of SMF on social media advertising
is manifold. With social media users becoming more aware of how their data is used,
they tend to ignore ads as a reactance mechanism. The various techniques employed
by social media users were analyzed in this study and have shown only to cause further
fatigue, as users feel that they have lost all control and can only protect themselves by
actively ignoring ads through actions such as looking away, muting the ad, scrolling
faster, or even discontinuing usage. Previous studies (e.g., Kim, 2015) have found a
difference in attitudes present if users perceive an ad as relevant and valuable, which
is also confirmed by the present study. This signifies then that social media advertising
must change in order to not lose control over the persuasion potential of this marketing
tool.

This study takes a qualitative approach with 12 in-depth interviews and identify
the impact of SMF on SMP users. It does so through exploring the attitudes of SMP
users towards social media and SMA, the underlying causes for their SMF and SMA
reactance.

The social media landscape
Social media allows users to create and exchange content, called user-generated

content (UGC) (Kaplan & Haenlein, 2010) and is critical for the online communications
of every business sector. SMP allow brands to interact with different audiences and
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target them individually (Ashley & Tuten, 2015; Humphrey, Laverie & Rinaldo, 2015) to
drive engagement and build brand relationships (Voorveld et al., 2018).

Social media platforms

SMP remain relatively novel. The major player in this space, Facebook, only dates back
to 2004, making it the oldest SMP of the globally popular apps. YouTube is not far behind,
launched in 2005. Instagram, in this case, is the youngest platform of the global leaders,
launched in 2010 and quickly growing into a top competitor, with over one billion active
monthly users in 2021. Other widespread SMP include TikTok, Snapchat, and Twitter.

Despite the steadily rising number of users on SMP, the usage of SMP began to
stagnate in 2017 (Statista, 2020). The average time spent daily on SMP soared from 90
to 134 minutes from 2012 to 2017 but has since only risen to 145 minutesin 2019 and
2020.This stagnation can then be seen a result of SMP users experiencing fatigue due
to overly extensive usage of SMP (Bright & Logan, 2018).

Social media fatigue

In the context of SMP, a widely used definition of fatigue is provided by Techopedia
(2011), stating that SMF leads users to pull back from SMP because they feel overwhelmed,
are bored, and/or concerned about their online privacy. Other scholars (e.g., Dai, Ali &
Wang, 2020; Whelan, et al., 2020; Dhir et al., 2018) have based their research on the
definition provided by Ravindran, Chua & Goh (2014, p. 2317):

Social network fatigue may be defined as a subjective, multidimensional user
experience comprising feelings such as tiredness, annoyance, anger,
disappointment, guardedness, loss of interest, or reduced need/motivation
associated with various aspects of social network use and interactions.

Based on these definitions, it can be assumed that SMF is experienced when SMP
users feel overwhelmed by SMP interactions, are bored, exhausted, tired, or angry, due
to such issues as privacy concerns or an overload of communication, technology, and/
orinformation. Here, it is essential to note that this general definition does not consider
the various factors influencing SMF and its severity, such as user- and social media-
related factors (Dai, Ali & Wang, 2020).
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SMF and information overload

Information overload has been an issue for many years. On SMP, users face different
expressions of this phenomenon, such as connection, social, and system feature overload
(Whelan, Najmul Islam & Brooks, 2020). Bright & Logan (2018) have conducted a study
concerning SMF and the user’s attitudes towards SMP advertising, finding that the
immense amount of information available is overwhelming for SMP users and causes
them to experience SMF, which was confirmed by Whelan, Najmul Islam & Brooks (2020),
who furthermore established that boredom, as well as communication overload, were
additional causes for SMF, especially when users turn to SMP to escape boredom.
Comparably, Dai, Ali & Wang (2020) further revealed that this causes fatigue, frustration,
and dissatisfaction, leading consumers to intentionally avoid information on SMP.

SMF and privacy concerns

Bright, Lim, and Logan (2021) found that privacy concerns are another cause for
experiencing SMF. Privacy concerns are prevalent in the 215 Century, as consumers are
becoming more aware of how their data is gathered and used, especially when
considering the many recent data leaks and breaches that have affected millions of
users worldwide (Swinhoe, 2021) (e.g., Facebook Cambridge Analytica 2018 (Browne,
2018), including the Facebook data leak of 2021 (Holmes, 2021).

These findings confirm that information overload and privacy concerns are the
primary triggers for SMF and cause frustration and dissatisfaction, possibly leading to
information and advertising avoidance as a defense mechanism.

Social media advertising

Online advertising is the principal medium used by commercial entities for their
marketing communications (Statista, 2021b). Recent SMA trends show that marketers
rely heavily on the persuasiveness of native ads. SMA differs from traditional advertising
because it is an interactive and collaborative form of communication. With SMP being
sites for online social networking at their cores, consumers have the ability to contribute
to the online image of a brand as much as the brand itself.
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Native advertising: Platform, information format and quality

SMA is based on the interaction between users and advertisers. Its success then depends
on SMP users engaging with the ad, through liking, sharing, or commenting. Native
advertising imitates the look and feel of non-sponsored content on a platform (Youn
&Kim, 2019b), making it generally non-intrusive, but it can also be covert, manipulative,
and misleading (Kim, 2015). The information format and quality are the main influences
on how a user perceives the information. With SMA, the social value becomes a central
factor. Social value can be defined as “the degree to which users perceive a closeness
with an advertisement and easily exchange information about it with acquaintances”
(Huo, Liu & Min, 2021, p. 829). This perception, however, is wholly dependent on the
users’ experiences; if the ad appears too personalized, the user can react negatively
and avoid the ad, but if it is perceived as relevant, it becomes non-intrusive and has a
positive influence (Kim, 2015; Baek & Morimoto, 2012).

With native advertising, aspects of a specific platform which influence the user need
to be considered. Kim (2015) found that on the video platform YouTube, skippable ads
and non-skippable ads had a similarimpact on reactance towards the ad; both pre-and
mid-roll ads showed high ad avoidance and negative attitudes if they were not perceived
as relevant. Youn and Kim (2019b) found that on Facebook, native advertising is often
perceived as more intrusive because its covert nature forces users to look at it. Even
so, personalized native ads are still considered positive for the most part, if they are
perceived as informative, entertaining, and/or feature a special offer (Youn & Kim,
2019b).

Advertising avoidance

Advertising avoidance was explored in 1997 by Speck and Elliott (1997) in relation to
traditional media, who defined ad avoidance as “all actions by media users that
differentially reduce their exposure to ad content” (p.61), which then included switching
TV or radio channels, leaving the room to avoid seeing ads, and flipping through pages
of print publications. Their findings concluded that demographic variables, media-
related variables, and communication problems were other predictors of ad avoidance.
Similarly, Rojas-Méndez, Davies and Madran (2009) also found that demographic
variables had the most influence on behavioral avoidance, while attitudinal variables
impacted mechanical avoidance.
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Intrusiveness, invasiveness and goal impediment

Ad avoidance is dependent on the individuals’ situations (both demographic and
attitudinal) and personality. Several studies have dived further into this and have
examined the impact of psychological reactance (Baek & Morimoto, 2012), personality
traits (Dodoo & Wen, 2020), as well as psychological ownership (Niu, Wang & Liu, 2021).
Baek and Morimoto (2012) found that privacy concerns and ad irritation are causes for
ad avoidance and ad skepticism. Comparably, Niu, Wang, and Liu (2021) found that
advertising irritation depends on attention and space invasiveness and is the leading
cause for ad avoidance. Finally, Dodoo and Wen (2020) found that ad intrusiveness and
privacy concerns are causes for ad avoidance, especially when the consumer has high
levels of conscientiousness and/or neuroticism.

Ads as disruptions, or interruptions, are often discussed as the cause for consumers
reacting negatively or showing resistance as psychological reactance and, as a defense
mechanism, start to avoid the ad by doing something else or actively ignoring it
(Edwards, Li & Lee, 2013; Speck & Elliott, 1997; Niu, Wang & Liu, 2021). To illustrate this,
Cho and Cheon (2004) have established an ad avoidance model, based on cognition,
affect, and behavior, which shows that ad avoidance derives from ad clutter, which can
lead to ad irritation, prior negative experiences, such as dissatisfaction, lack of utility
or incentive, and finally, the most significant antecedent, perceived goal impediment,
such as through distractions or disruptions.

The negative attitudes developed by consumers due to ad clutter, intrusiveness,
and invasiveness then motivate marketers to create more persuasive ads, which can
end up in consumers feeling bombarded with ads, wanting to ignore them even more.
This can bring about such statements as, “People hate advertising,’from Joanna Coles,
former CCO of Hearst Magazines, or Marc Pritchard, CBO at P&G, saying that ads are
too often irrelevant, “just silly, ridiculous, or stupid” (Hsu, 2019).

These findings apply to all ads that are perceived as intrusive and invasive by being

perceived as too personalized, excessive, raising privacy concerns, taking up space on
personalized feeds, and representing an obstacle.
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Privacy and control

The occurrence of ad avoidance is further underlined by the use of ad-blocking software
(ABS). As consumers are overwhelmed with the information available online and find
themselves lost in ad clutter which impedes their goals, ABS become a way for them
to regain their freedom and control. In 2021, 42.7% of internet users worldwide have
opted for ABS, while 22.3% use it because there are too many ads which they find
annoying and irrelevant (Cooper, 2021; Dean, 2021). This systematic avoidance of ads
can cause additional ad irritation, especially on SMP, where ABS doesn’t work, resulting
in further SMF.

In addition to ABS, many users have turned to a Virtual Private Network (VPN) to
regain control against unwanted ads and unauthorized data sharing.

The need for data privacy and control becomes apparent when considering that
43% of internet users feel they have no control over their data and 33% fear they cannot
control how companies collect their data (McAfee, 2018). Thus, over 31% of internet
users rely on their VPN to keep them safe online. This has not gone unnoticed by tech
companies; in 2021, Apple rolled out a software update for its flagship iPhone which
disallows Apps from tracking actions and therefore prohibits personalized, or targeted,
ads, a decision that caused a lot of unease for marketers but was seen as a step in the
right direction for transparency in data collection.

Psychological reactance

In 1966, Jack W. Brehm introduced the psychological reactance theory (PRT), a concept
about freedom, control, and reactance, mainly investigating how individuals react
towards restricted autonomy (Brehm & Brehm, 1981; Lessne & Vekatesan, 1989; Youn
& Kim, 2019a). While the PRT has been chiefly researched in the field of health
communication (e.g., Gardner & Leshner, 2015; Dillard & Shen, 2007; Slavin & Earleywine,
2019; Kim et al.,, 2021), recent studies have found that it can be applied to online ads
more generally (e.g., Youn & Kim, 2019a; Edwards, Li & Lee, 2002; Baek & Morimoto,
2012; Youn & Kim, 2019b; Wojdynski & Evans, 2019; Huang, 2019).

Dillard and Shen (2005) have found that PRT can be applied to measure negative
perceptions experienced by consumers when presented with commercial messages,
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such as their articulations “of hostile and aggressive feelings” (p.146). These feelings
present themselves as the reasons why consumers seek to restore their freedom of
choice by avoiding ads, which characterize the threat to their freedom. This avoidance
as aresult of reactance was defined by Baek and Morimoto (2012) as “the affective and
motivational sides of resistance to persuasion” (p.61), wherein ads then exhibit forced
exposure, against which consumers use their defense mechanism to avoid them and
not be interrupted (Edwards, Li & Lee, 2013).

Irritation and annoyance

PRT can prove that forcing consumers to see ads has inevitably negatively affected
their attitudes and is positively related to ad avoidance, as consumers become irritated
and defensive. Yet, Edwards, Li, and Lee (2013) have also established that not all forced
exposure is bad, meaning that the level of reactance, here irritation and avoidance,
depends wholly on the ad’s level of intrusiveness and relevance. The topic of ad
intrusiveness and relevance ties in with ads that appear to be too personalized, which
can trigger reactance as consumers are suspicious of their privacy and data being
shared and feel invaded, often even observed, by advertisers and/or third parties (Baek
& Morimoto, 2012), which results in them feeling annoyed and irritated by the presented
information.

Social media advertising reactance

Huo, Liu and Min (2021) have recently developed a social media advertising reactance
model (SMARM) (figure 1), which reflects the relationship between PRT, and ad avoidance
reasons discussed previously, namely “intrusiveness, invasiveness, goal impediment,
irritation, and annoyance” (p. 828).

SMA reactance
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Figure 1: Social media advertising reactance model (Huo, Liu & Min, 2021, p. 829)
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This model provides an excellent overview of the antecedents of SMP users resisting
persuasion and experiencing reactance while being in accordance with previous studies’
findings. Itis also in accordance with the present study’s research regarding the cognitive,
behavioral, and affective responses to SMA, in addition to the structural factors listed
(e.g. Baek & Morimoto, 2012; Dodoo & Wen, 2020; Niu, Wang & Liu, 2021; Kelly, Kerr &
Drennan, 2013). The model also supports SMF as a cognitive response, or consequence
for platforms, to SMAR.

The SMAR consequences listed are divided into three responses: (1) cognitive, (2)
emotional, and (3) behavioral. The first can be further divided into: cognitive avoidance,
ad scepticism, and SMF. The second relates to affective avoidance. The third indicates
behavioral avoidance, lack of memory, and discontinued usage (Huo, Liu & Min, 2021,
p. 834). All three responses are a consequence of PRT, which is a consequence of SMF,
and therefore, SMARM represents a coherent synopsis of their relationship, about which
research remains in its early stages.

Aim and Methodology

Aim

This study aims to analyze the phenomenon of Social Media Fatigue (SMF) and its
impact on SMA. The objectives are to confirm previous findings of this topic and possibly
find new antecedents of SMF to finally contribute to the overall understanding of this

novel experience, of which research is still ongoing and in its early stages.

The research question of this study is then: “What is the impact of SMF on SMP
users?’, which can only be answered by first asking three sub-questions:

RQ1: What are the SMP users’ attitudes towards SM and SMA?
RQ2: Why are SMP users experiencing SMF?

RQ3: How are SMP users experiencing SMA reactance?
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Methodology

SMF and SMAR are relatively under-researched topics, with new studies continuously
emerging (e.g., Zhang et al., 2021; Huo, Liu & Min, 2021; Bright, Lim & Logan, 2021),
making the present study exploratory. Exploratory research aims to provide insight
into fundamental issues to support future research (Hesse-Biber & Leavy, 2011). To
uncover these ideas and insights, this study took a qualitative approach with in-depth
interviews.

For the epistemological approach, interpretivism was chosen due to it being the
most useful for this study, as it aims to understand the impact of media texts, such as
SMA messages, on media audiences, in this case, SMP users, wherein the understanding
of these factors should explain the levels of SMF experienced.

Through convenience sampling, 12 participants were chosen for this study, which
should be ideal, as 12 is a good sample for students’ theses and dissertations (Baker &
Edwards, 2012), and the minimum sample for qualitative studies (Fugard & Potts, 2015;
Vasileiou et al., 2018). Participants were chosen through a non-probability method of
sampling and based on their usage of SMP, age (ranging from 23 to 31), and gender
(six female and six male). Participants were either friends or were recruited through
friends. This makes the sample not representative of the entire population and therefore,
the findings cannot be generalized for other samples.

Table 1: Demographic variables of participants

Variables n %o
Gender Female 6 50
Male 6 50
Age 23-26 7 58.3
27-31 5 41.7

The interview questions which guided the interviews were adapted from previous,
peer-reviewed studies to increase this study’s reliability and validity levels. In addition,
the chosen questions stemmed from quantitative studies and were adjusted to eliminate
ambiguity and any leading language. The adapted interview questions, in order of
their sources, are presented in Table 2 below.
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Table 2: Adapted interview questions
Question Source (adapted from)
How do you feel about ads on social media?

What do you do when you see SMA?

Do you click on SMA? Why? Why not?

How do you deal with personalized ads?

Do you use ABS? Do you hide ads from your SM feed? Why?
Did you unfollow brands on SM? Why? Why not?

What actions do you do to avoid targeted ads? Dodoo & Wen, 2020
How do you deal with cookies?

Do you want sponsored ads on your SM feed? Why? Why not?

How do you feel about your privacy on SM? For example, when you see
personalized SM ads?

Do you feel you can protect your privacy on SMP? Did you change your privacy
settings?

How do you feel towards personalized ads?

Do you think you receive irrelevant ads/of no interest for you personally?
Do you think companies share your information without your permission or
knowledge? How do you feel about this?

Baek & Morimoto, 2012

How do you feel after using SM for a while? Whelan, Najmul Islam &
What do you do about the excessive amount of information on SM? Brooks, 2020

Do you feel that your SM usage can be monitored easily by companies for

commercial reasons? Kang, Zhang & Yoo, 2020

How do you feel when you realize that SM has taken up too much of your time? Zhang et al., 2021

These interview questions were then put in a logical order and were complemented
with general questions about SMP usage and SMA.

In qualitative research, physical artifacts, such as words from interview transcripts,
are analyzed as data to find underlying concepts and move towards generalization
and categorize the data into broader trends and themes (Neuman, 2014). The interviews
of this study were recorded as Memos on an iPhone (which was the least intrusive),
before being transcribed into single interviews and finally coded. They were then
analyzed thematically based on previous literature and findings (SMAR, SMF and PRT).
Each interview lasted between 30 to 60 minutes and had accompanying hand-written
notes, which were taken during the interview, which was then transcribed quickly after.

Qualitative research has many different approaches, which makes it more diverse
than quantitative research. There is no agreed upon way to assess its quality, as it “will
rely largely on subjective judgment” (Dixon-Woods et al., 2004, p. 223). Chesebro and
Borisoff (2007) and Kumar (2011) have developed a few criteria to help assess the quality
during and after the research; these include, but are not limited to, the factors affecting
the gathering of the data, the setting, and the nature of interaction. Careful attention
was paid to these factors for the present study.
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Ethical considerations can emerge due to qualitative researchers engaging with
their subjects directly, which can often lead to subjects revealing personal details about
their lives. To overcome these issues, participants were first asked for informal consent
to participate in the study and then, prior to the interview itself, were presented with
an Interview Consent Form.

Findings

This study has considered different theories relating to SMF, Ad Avoidance, and PRT
and has found that the leading causes for SMF are information overload and privacy
concerns. The reasons for Ad Avoidance were described as the covert nature of native
advertising as well as the platform’s information and format quality and control over
privacy. Finally, PRT was described as “the affective and motivational sides of resistance
to persuasion” (Baek & Morimoto, 2012, p.61) and resulted in SMP users feeling irritated
and annoyed. These three concepts correlate to explain why and how SMP users are
suffering from SMF and its result.

The main research question was: “What is the impact of SMF on SMP users?” The
findings indicate that SMP users suffer from SMF and, as a result, react negatively
towards SMA, trying to ignore it whenever possible unless it proves relevant and
valuable to them. Although the results aligned with previous studies, not all the theories
were fully supported. The impact of privacy concerns on SMF and the effect of control
over privacy on ad avoidance proved to be only partially supported, as not enough
participants have reflected on these.

The results are summarized in Table 3 to provide an overview of the theories and
their related results.
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Table 3: Findings and results

Annoyance

Shen, 2005; Baek
& Morimoto, 2012;
Edwards, Li & Lee,
2013

- scroll faster when ad in newsfeed (5), scroll away
normally (12)

- look away (10), do something else (4), switch the
video (4)

Theory Authors Findings (n=12) Supported
Whelan, Najmul - waste of .tlme (10), for entertainment whf:n bored
(10), stay in touch, see what others are doing (7).
SMF + Islam & Brooks,
Information 2020; Bright & - bombarded by ads (3) Yes
Overload Logan, 2018: Dai, -glflflei;b(ag (6), stressed (5), exhausted (3), irritated (3),
Ali & Wang, 2020 - annoyed and overwhelmed by information (12)
SMF + Privacy | Bright, Lim & - feel watched and listened to (5) Partl
Concerns Logan, 2021 - no privacy online, no control (12) Y
- YouTube ads are most annoying because irrelevant
Ad Avoidance: Kim, 2015; Huo, Liu | & repetitive
Native & Min, 2021; Baek | - had bought from an ad because of its relevance (5) Yes
Advertising & Morimoto, 2012 | - feeling rage towards native ads because of covert
nature (2)
Back & Morimoto, |~ SMA is annoying (9), scary and creepy (6), irrelevant
2012: Niw. Wane & (8), repetitive (4).
Ad Avoidance: e T, g - hate ads (3), bombarded by ads (8)
. Liu, 2021; Dodoo e 5
Intrusiveness, i - focus only on ‘skip ad’-button (4)
. & Wen, 2020; . Yes
Invasiveness, - - scroll faster when ad in newsfeed (5), scroll away
. Edwards, Li & Lee,
Goal Impediment 2013: Cho & Cheon normally (12)
» o €O look away (10), do something else (4), switch the
2004 .
video (4)
Ad Avoidance:
Privacy + Cooper, 2021; Dean, | | o ABS (5) Partly
2021
Control
Brehm & Brehm, - have unfollowed a brand/person before (10)
1981; Lessne & - have blocked/reported an ad before (7)
Vekatesan, 1989; - feel watched & listened to (5)
e Youn & Kim, - no privacy online, no control (12)
PRT: Irritation + 2019a; Dillard & - focus only on ‘skip ad’-button (4) Yes

Attitudes towards social media and SMA

Social Media: Scroll, Dislike, Distract, Repeat.

SMP are part of the participants’daily routines, which have turned into a chronic process
that they often do not even realize they are doing. This is especially evident when
participants describe that they do not enjoy the content they see most of the time,
which creates an endless cycle of feeling bored, starting to scroll, seeing ads or irrelevant
content, feeling bad about themselves for wasting time, and closing the SMP until they
feel bored again.
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Instagram has become popular for its visual appeal and ease of use, being described
as having the“brain candy” effect. Although Instagram is a popular social media platform,
many participants only occasionally post stories and rarely post overall. This is also reflected
in their YouTube usage, where all subjects watch videos but do not engage in any way.

Although Facebook is the most-used platform worldwide, not all participants use
it. Despite mentioning that it is full of irrelevant content, they have not discontinued
usage because of specific uses, such as university groups, events, and the Facebook
Marketplace. In addition, participants confirmed that their Facebook usage has
significantly decreased because of other SMP.

Social media usage hours vary among all participants, ranging between one to six
hours per day, with the most common timeframes being one to two and two to four
hours. When asked about their emotional state after these timeframes, the responses
were predominantly negative: bad, wasted time, stressed, exhausted, and irritated.
Alternatively, the positive mentions were: feeling the same as before, inspired, and
motivated. These responses were always given with the remark that the feelings depend
on the type of content they have consumed. Comments included:

A little like exhausted [...,] sometimes I regret it because | think | could have done
other things [...] sometimes it’s really negative...then you feel kind of sombre...

but sometimes it's good when you're informing yourself. (Maria, 23)

if | use social media to compare myself to others, then | feel miserable [...], but if
you use it like | often do for skating, for inspiration [....] then you feel motivated ...],
but | also feel like when | watch videos for hours and hours for example then I'm
just exhausted and drained, I'm tired and [...]I'm also somehow irritated. (Mick, 28)

The evidence shows that participants have an overall negative attitude towards
their SMP overdose usage. There were indications of participants feeling addicted to
scrolling.

Social media advertising: Between relevance and surveillance

All participants stated that they avoid ads. The reasons for this were all in accordance
with Kim (2015) and Baek and Morimoto (2012), who found that native ads can cause
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avoidance because of their covert nature, which changes with the perception of the
ad, ads that are too personalized cause an adverse reaction and therefore avoidance,
and, finally, that YouTube ads caused high avoidance and negative attitudes when

perceived as irrelevant.

Participants reported an overall deeply adverse attitude to SMA, expressing this
with such words as: annoying, scary and creepy, irrelevant, and repetitive. Three
participants have clearly stated that they hate ads. Participants have noted that they
feel bombarded by ads, that there are just too many for them, which causes frustration

and irritation:

Annoying...especially on YouTube [...] l understand it, and not everything can be
free but...you don't have to exaggerate...especially when it's super stupid ads that
are...like repetitive [...] or when you google something like any product, and you

receive those ads immediately everywhere that’s stupid as well...(Emilio, 28)

While some participants stated they feel watched and listened to, which causes
negative attitudes, they also react negatively when they believe the SMA algorithm
has failed them. The fact that participants almost feel trapped between irrelevant ads
and feeling monitored expresses their trouble assessing the value of different ads
throughout the day. Mick (28) described his experience of SMA as walking into a
shopping mall and immediately being pressured to spend money:

It's like | walk into a mall every single day or into a shop and | look at where | can
spend my money, [...] nowadays | feel like everyone tries to snatch your money
out of your pockets...and that’s how it is with social media and where it is really
frustrating (Mick, 28)

Others, however, described the value that SMA sometimes has for them. For example,
participants mentioned that they had bought something from an ad because of its
relevance. Thus, even though they have stated that they do not like SMA, they change
their attitude when perceiving an ad as relevant and valuable. Elisa (24) commented:
“I'm happy when they're relevant...but they’re annoying me when they don’t match
[...]11think they are cool, but | feel like they're not accurate.”
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This demonstrates that SMA can positively influence SMP users if the ad walks the
very fine line between relevance and being too personalized.

Why are SMP users experiencing SMF?

Information overload: It’s all muffled

It can be supposed that all participants suffer from SMF mainly due to information
overload and proneness to boredom. This is supported with Bright and Logan’s (2018)
findings that the immense amount of information is overwhelming to SMP users and
causes fatigue. It furthermore proves that boredom, information, and communication
overload are other reasons for SMF, as found by Whelan, Najmul Islam, and Brooks
(2020).

When asked about information available on SMP, all participants showed signs of
information overload. This inability to process stems from SMP providing too much
information, which makes participants feel like they wasted their time, bad, stressed,
exhausted, irritated, and guilty.

If I have a day like where I'm just on the couch, and | scroll the whole time, then
at some point, | feel like I've scrolled, read and watched so much that | get a

headache and then it’s just too much. (Carlos, 23)

Some participants have explained how they felt so overwhelmed at one point that
they had to delete the apps:

Tired, more stressed, and | already had...uhm where | reached the point that |
just turned everything off, so | deleted everything from my phone uhm like Apps

and for a long...I really didn’t use it for a long time. (Aurora, 23)

Participants further explained how information on SMP often feels repetitive and
irrelevant, which makes them feel annoyed and overwhelmed. The amount of information
was described by Mick (28) as: “Absolutely crazy. It’s like you're spending your day in a
room where there are 2,000 people permanently talking to you and you have to filter
who you're listening to, and it drives you nuts.”
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Privacy concerns: Big brother is watching you

Bright, Lim, and Logan (2021) found that privacy concerns are another cause for SMF.
Some participants have mentioned they feel watched and listened to, but this was
mainly a result of PRT as it was mentioned only in tandem with SMA. The cause for this
could be that, in a way, participants differentiate between SMA and SMP, in the sense
of them, for example, enjoying platforms such as Instagram and YouTube for their
content, but reporting ad avoidance and annoyance for ads. Participants have shown
significant privacy concerns with ads, but not directly related to platforms. Therefore,
the findings are consistent with Dodoo and Wen's (2020) findings that ad intrusiveness
and privacy concerns are additional causes for avoidance.

All participants have specified that they feel like they either do not have any
privacy online or are not in control of their privacy and data, as they believe their
data is sold and their privacy is invaded. Some participants have shown awareness
of giving their permission through terms of use and conditions, which they have all
accepted at some point, without reading through them. Participants put part of
blame on themselves for allowing their data to be mined and part of the blame on
SMP because of items which were hidden in the extended versions of the terms they
agreed to. The fact that participants feel this way yet have not stopped using SMP
and search engines shows that, even though they have strong privacy concerns, they
feel like they cannot control their privacy and data anymore, so they no longer trouble
themselves with it. Another prominentissue participants described was their feeling
of being listened to:

| feel like if | talk to you and we talk about stuff like a food bowl for cats or dogs,
after 5 minutes, because of voice recognition, we'll have an ad about that in our
feeds|[...]these algorithms are active to monitor us and when somewhere someone
says specific words or something then that goes into a central and then they
listen to that. (Mick, 28)

These attitudes can be generally described as Brutus (29) had mentioned: “I...do
have a begrudging acceptance of uh of the system how it is uh because | know that
it's pay to play, so you pay with your data for the service you're using.” This evidence
shows that participants feel there is no escape for them; on the one hand, they cannot
turn away from social media even though it exhausts them, and on the other hand,
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they feel even more fatigued because their privacy is invaded, and they cannot do or
look at anything online without being watched and listened to.

How are SMP users experiencing SMAR?
Advertising avoidance: Don't let the ad win!

Participants described “hostile and aggressive feelings” (Dillard & Shen, 2005, p.
146) upon seeing an ad, especially on YouTube, where they feel they are victims of
forced ad exposure, making them resort to drastic measures to avoid them. All
participants have noted that they scroll away when they see ads on their newsfeeds,
except if they seem interesting. This is in accordance with Niu, Wang, and Liu (2021),
who have found that advertising irritation depends on attention and space
invasiveness and causes ad avoidance. Some participants have indicated that they
scroll a little faster, as Elisa (24) described: “l look to see if it is relevant for me or if
I'm currently in the mood for it [...]1if | like it, | click on it...uh but if not, then | just
scroll away really fast.”

All participants have shared the same opinion about YouTube ads being the most
annoying and irrelevant. Furthermore, when asked about their actions upon seeing a
YouTube ad, it became clear that they are willing to do almost anything to avoid these
ads. Birillo (25) stated:

A trick that | sometimes do that doesn’t do anything though, is | close the video
immediately, and then | restart it...then if there’s another ad, | restart it again,
which is quite stupid because if you look at it like if you restart your video three
times, you'll spend more time with that than if you'd just watch the ad...I just

don't want to watch it.

This shows that participants would rather spend time doing specific actions which
annoy them than just wait for a few seconds until they can skip the ad. Mick (28) has
found another way to avoid YouTube ads on his TV; he ignores them by starting to scroll
on Instagram, until he sees an ad on there, which is when he turns back to YouTube to
see if the ad on there is done.
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This evidences that participants are using mechanisms to ignore ads by either
looking away, by doing something else, or even wholly switching the video, really
anything “just so that the ad doesn’t win," in the words of Emilio (28).

Psychological reactance: Don’t waste my time

Psychological reactance revealed itself in all the participants; they feel watched and
listened to and therefore think SMA is scary and creepy. These findings are entirely in
accordance with Baek and Morimoto’s (2012) conclusions that ads that are too
personalized can trigger reactance and make SMP users suspicious. Furthermore,
participants have repeated several times that they think personalized ads are uncanny
and that they are constantly being observed, listened to, and analyzed.

Psychological reactance was observed as a coping mechanism and revealed
participants’emotions when they think their freedom is limited through ad exposure.
For example, Gizmo (31) has noted that he feels“rage”towards native ads because they
look like posts. This indicates the nature of reactance-related emotions, as participants
feel ads disturb their newsfeeds and willingness to consume organic content on SMP.
Additionally, participants had tried to block or report an ad before, which then proved
to be of no use and made them give up. The reasons for these actions were mainly
named as ad repetitiveness and irrelevance. Interestingly, the participants who attempted
to block or report an ad before all mentioned how this action did either nothing for
them or caused other irrelevant ads:“It’s like you can block an ad 20 times block it, but
there will always be something else” (Shinomura, 31)“I clicked no, and then it said this
ad would not appear anymore and then it's good for 10 seconds, and then there’s the
next one that | don't care about that’s why | stopped doing this because it doesn’t do
anything and it wastes my time” (Carlos, 23)

This evidence shows that even though these actions should feel helpful to participants,
they do not bother with them as they believe it wastes their time as there is an endless
rotation of ads that are all irrelevant to them.

The effect of control over privacy and avoiding ads, such as through ABS and VPN,
was only partly supported. This is because only five participants have stated that they
use such software, where one of them uses it unintentionally because someone else
had installed it. Thus, although five out of twelve participants comprise around 42%,
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which was the percentage of internet users using ABS found by Cooper (2021) and
Dean (2021), this does not reflect an accurate representation of this sample. This is
because the seven other participants stated they were unaware of such software or
thought it to be useless since it does not work on SMP. Therefore, it can be suggested
that privacy and control have a relatively minute impact on the ad avoidance observed
in these participants.

Discussion and Conclusion

The results suggested significant indications of SMF, high ad avoidance, and negative
psychological reactance. Moreover, this study analyzed to what degree the subjects’
coping mechanisms were effective and found that the various techniques participants
have described caused further reactance in the sense of them being annoyed, irritated,
and even feeling hate towards SMA. The SMAR model provided by Huo, Liu, and Min
(2021) bases itself on previous literature findings; therefore, this model should be
accurate in SMAR representation. By evaluating with this SMARM in mind, this study
can mostly confirm this model and advance the understanding of this phenomenon.

The impact that SMF has on SMP users is then twofold; first, it causes them to regard
ads as their enemy, causing their reactance, and second, it exhausts them as they
become unable to process the information available but cannot stop using it because
of the addictive nature of SMP.

Most participants showed ambivalence towards personalized ads. On the one hand,
they felt monitored by their phones and SMP interactions, as well as their Google
searches. On the other hand, they noted that there were ads relevant to them, and
some had even bought products advertised on them. Yet, participants have also stated
that these relevant ads have become sporadic. Participants have found that personalized
ads are scary, as they feel they invade their privacy, yet they are also sure that they, in
fact, have no privacy left. When asked if they wanted ads on their feeds or not, all
participants except for one have stated that if they had the option, they would turn off
ads because their negative attitudes outweigh their rare positive experiences, and they
want to regain control of what, when, and where to buy something.

This study is unique in the way that an important theme emerged concerning SMAR.
Most of the participants have described how they tried to block, hide, or report an ad
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before, but without results, which frustrated them, so they stopped doing it. This endless
rotation of irrelevant or intrusive ads was not discussed in previous studies; though
Youn and Kim (2019) had mentioned the possibility of this behavioral avoidance, they
did not analyze them to the point of this causing further reactance, as their participants
had positive responses. This study argues that these actions play a significant role in
SMP users’ reactance, SMF, and ad avoidance because participants approached these
actions with the hopes of regaining their freedom yet found themselves in a never-
ending loop of irrelevance and intrusiveness. This shows the limits that SMP users are
subject to and how there is no real way for them to avoid SMA entirely. Future research
should investigate the motivations and attitudes behind this behavioral avoidance, as
it alleges that users can regain their freedom, yet after a short amount of time, presents
them with an ad that is either more irrelevant or so personalized that it causes further
privacy concerns.

These findings are of practical value and offer implications for understanding SMP
users’ fatigue, reactance, and ad avoidance; therefore, it could be of use for marketers
and platform operators.

For marketers, it needs to be considered that SMP users feel bombarded by irrelevant
ads. Therefore, reducing their reactance means reducing the volume of ads. Suggestions
include promoting only relevant assets or features and engaging with the community
that already engages with the brand, e.g., organic content and comments.
For platform operators, it would be helpful to be more transparent about how data is
used, as transparency is the best challenger for privacy concerns. It would possibly be
beneficial for new users to have more straightforward terms and conditions and for
existing users to be allowed to re-read and possibly re-accept these terms. This should
give SMP users the feeling of regaining control. A good example was provided by Apple,
with their transparent privacy updates and settings.

While this study presents important insights about the relationship between SMF
and SMAR, it has its limitations. First, this study cannot be generalized and is highly
specific, using a sample of young adults. This feature was revealed in the many mentions
of only using Facebook for university, such as for study and course groups. Second, this
study could not ask about SMF and PRT directly due to its qualitative nature to avoid
any leading questions. Therefore, though all results were self-reported by the subjects,
the impact of SMF and PRT could only be investigated if the subject revealed any
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emotions linked to these theories. Lastly, the participants were asked about their general
judgments of SMA on video platforms and on SMP feeds, but in reality, there are many
different variations of ads on each SMP which would present further complications to
consider when taking a quantitative approach.

Future research should investigate other specific samples, such as other age groups,
to receive a good understanding of how SMAR varies at different stages of someone’s
life. A more extended observational period of specific subjects would also provide
detail beyond primary accounts. Moreover, it would be good to conduct more qualitative
studies in this field, as Huo, Liu, and Min (2020) found that the quantitative method
dominates in the publications to date. Finally, the approach to the“block, hide, or report
an ad” options should be further investigated to check for relevance in SMAR.
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Abstract

This study focuses on the problem of digital inequalities and examines how
having new media and the ability to use it are affected by age, gender, and
socio-economic status over a sample of individuals living in Eskisehir where high
levels of social deprivation can be found. This mixed-design study, based its data
415 questionnaires and 39 semi-structured interviews and was conducted in
Eskisehir's Emek, Glindogdu, and Seving neighborhoods, where most residents
experience poverty. Quantitative methods are highly important in terms of
revealing the accessibility and ownership aspects of the issue in studies on digital
inequality. The study will attempt to use qualitative data to complete the general
framework drawn by the quantitative data and present how social inequalities are
reflect in online attitudes within the sample of the poor. Thus, the study aims to
contribute to the literature on digital inequalities both in terms of methodology
and sample. The results of the study show that second-level and third-level digital
inequalities are both feed by inequalities in offline life and also feed them. New
media play an important role in overcoming the walls built by low educational
levels and economic constraints. On the other hand, socio-economic status
affects thoughts about digital media, the skills and practices of using them, and
the quality of the benefits gained by using them. This sample includes people
who abandoned education at a very early age, and in this sample, marriage at a
young age is common and poverty prevails, with an evident relationship existing
between digital inequalities and social origin.

Keywords: Digital inequalities, new media, socio-economic status, poverty,

Turkey

0z

Dijital esitsizlikler sorununa odaklanilan bu calismada, yeni medyaya sahip
olma durumunun ve onlar kullanma becerilerinin yas, toplumsal cinsiyet ve
sosyo-ekonomik statiiden nasil etkilendigi Eskisehir'de yasayan yoksul bireyler
orneginde incelenmistir. 415 anket ve 39 yari-yapilandiriimis goriismeye dayanan

karma desenli bu arastirma, insanlarin cogunlugunun yoksulluk yasadigi Emek,
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Glndogdu ve Seving mahallelerinde gerceklestirilmistir.
Nicel yontem, dijital esitsizlige iliskin arastirmalarda,
sorunun erisim ve sahiplik boyutunun ortaya konulabilmesi
acgisindan oldukga 6nemlidir. Bu calismada, nitel veriler
ile nicel verilerin cizdigi genel cerceve tamamlanmaya
ve toplumsal esitsizliklerin ¢evrimici davranislara nasil
yansidigi  yoksullar 6rnekleminde ortaya konulmaya
calisilmistir. Dolayisiyla, Turkiye'deki dijital esitsizlikler
alanyazinina hem yontemsel acidan hem de 6rneklem
alani itibariyla katki saglanmasi amaclanmistir. Arastirma
sonuglari, ikinci diizey ve ticlincu diizey dijital esitsizliklerin

hem cevrimdisi yasamdaki esitsizliklerden beslendigini hem

egitim duizeyi ve ekonomik kisitliliklarin 6rdiigu duvarlarin
asilabilmesi noktasinda o6nemli bir islev goérmektedir.
Buna karsin sosyo-ekonomik statti, yeni medyaya yonelik
duiistinceleri; onlari kullanma becerileri ve pratiklerini; onlari
kullanmakla kazanilan faydalarin niteligini etkilemektedir.
Egitim hayatinin ¢cok erken yasta terk edildigi, geng yasta
evliligin yaygin oldugu ve yoksullugun hakim oldugu bu
orneklemde, dijital esitsizliklerin toplumsal kokenle iliskisi

net bir sekilde kendini géstermektedir.

Anahtar Kelimeler: Dijital esitsizlikler, yeni medya, sosyo-

ekonomik statd, yoksulluk, Turkiye

de onlari besledigini gostermektedir. Yeni medya, dusik

Introduction

Which lives do digital technologies affect, and to what extent? The question, ‘how
digital inequalities are affected by and affect traditional forms of inequality such as
gender, age, class, and education, which was shaped by following the former inclusive
question, is the main starting point of this research. The research aims to reveal both
where the poor are positioned in terms of access divide, their status of having new
media, their practices regarding these media, and the tangible benefits they obtain
using the media. The study discusses how the first-level, second-level, and third-level
digital inequalities appear in a sample of the poor in Eskisehir, Turkey.

While statistical data indicate that the population with access to the internet is
constantly increasing (Internet World Stats, 2021), many studies show that economic
criteria are no longer the only determinants of possessing media tools (Jackson et al.,
2003; Ergur et al., 2009; Tondeur et al.,, 2010; Erglil et al., 2012; Bal, 2015; Wong et al.,
2015). Itis evident that the new media tools and environments, which penetrate every
field of daily life, provide the opportunity to be involved in interaction processes at the
global level by ensuring that social conditions such as old age, gender, lack of education,
poverty and disability, which restrict the individual, are overcome at a certain level
(Ergur et al., 2009). On the other hand, age, gender, education and class-based forms
of inequality substantially change how and for what purposes new media is used.
Digital inequality is a multidimensional problem that emerges in different ways according
to geography, cultural and political structures and produces different consequences.

152 Connectist: Istanbul University Journal of Communication Sciences, 2022, 63, 151-178



Sitliioglu, T., Gokalp, E

van Dijk (2006) notes that the problem deceptively seems to be almost solved for
observers who look at the issue in terms of public policy, especially because more and
more people access computers and the internet in rich and developed countries.
Furthermore, even if the divide based on access to tools seems to be closing in developed
countries, inequalities based on usage and digital skills are increasing. Internet usage
is associated with several variables such as age, educational status, household income,
and whether the place of residence is rural or urban (Negreiro, 2015; Perrin & Atske,
2021;Vogels, 2021). In this respect, the concept of digital inequalities that we refer to
in our study has a multidimensional meaning content that covers the processes of
two-way interaction between the possession of new media, practices of using them
and the tangible benefits obtained by using them and the traditional forms of inequality,
such as gender, age, class, and education.

This study with mixed method also aims to contribute the literature of digital
inequalities in terms of its sample which enables to see how digital inequalities
consolidate in the intersection of gender, age, class, and education. As will be mentioned
in the following section, there is a significant transformation in digital inequality studies
from 1990s to present. The in-depth conception provided by qualitative method makes
it possible to portray the second and the third level components of digital inequalities
in more details. How much the poor access to the new media, how they use it, and
tangible gains they acquire from it enables to assess the issue as a whole with the mixed
method.

First-, second-, and third-level digital inequalities

In the first period when the digital divide that was included in the literature in 1999
was discussed, in other words, the “first-level digital divide”, the gap between those
who physically accessed information and communication technologies, especially the
internet, and those who could not was indicated. As of the 2000s, when internet usage
became increasingly common, the concept of digital divide, which only refers to the
distinction between accessibility and inaccessibility, has started to be replaced by the
concept of digital inequalities, which provides a more appropriate scope to explain
the multidimensionality of the problem, in the literature. This subject was discussed
by different researchers under the headings of “From the ‘Digital Divide’ to ‘Digital
Inequality”,“From Unequal Access to Differentiated Use”and “Reconceptualizing Digital
Social Inequality” (DiMaggio & Hargittai, 2001; Jung et al., 2001; Hargittai, 2002; Jackson
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et al., 2003; DiMaggio et al., 2004; Selwyn, 2004; Halford & Savage, 2010). There are
various reasons for the studies evaluating the problem through the distinction between
accessibility and inaccessibility to be considered inadequate over time. Some of them
are as follows: They evoke the delusion that inequality can be easily overcome (Selwyn,
2004), do not show differences in usage skills (Hargittai, 2002), and lead to technological
deterministic evaluations that disregard the social consequences of usage and the
social context in which technology develops (Jung et al., 2001). The ‘digital divide’
approach is inadequate not only because it proposes a technological solution to the
problem of digital inequality with cultural, ecological, and economic dimensions and
presents the internet and possession of a personal computer as a“magical” formula to
overcome inequalities (Narin, 2021, p. 100), but because it assumes that social segments
on the disadvantaged side of the gap are homogeneous (Arun & Elmas, 2020) and
those who have equal access to technology benefit equally from the opportunities it
offers (Ozsoy, 2020). However, there are studies reporting that access to information
and communication technologies functions as an additional mechanism that contributes
to the reduction of poverty in rural areas of India and Mexico (Jensen, 2007; Tiwari,
2008; Garcia-Mora & Mora-Rivera, 2021). In their research conducted in the Mexican
countryside, Garcia-Mora and Mora-Rivera (2021) revealed that the level of poverty
was lower in households with internet access compared to households without internet
access. However, the authors emphasize that access to all communication technologies,
especially the internet, should be considered a basic human right that'helps’to exercise
fundamental rights such as education, health, and freedom of expression. Internet
access alone is not a mechanism to reduce poverty; it is a way of preventing the existing
social inequalities from deepening in the long run. Therefore, Garcia-Mora and Mora-
Rivera (2021) recommend the promotion of public policies that both improve internet
access and enhance digital literacy skills. Briefly, the digital divide approach cannot
solve skill inequalities and problems related to the quality of tangible gains obtained
through usage. Moreover, in developed countries, the relative closure of the divide in
access to technology has brought about the need for focusing on usage skills and
differences (van Dijk, 2006; Negreiro, 2015; Perrin & Atske, 2021; Vogels, 2021). As of
the 2000s, it was highlighted that the questions ‘Who has access to them?’and ‘Who
uses them?'were insufficient, and it was also important to view digital skills that differed
among individuals who had access to the digital world, and the differences here were
mentioned by Hargittai (2002) as a “second-level digital divide”.
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According to the“second-level digital divide” (Hargittai, 2002), digital skills differamong
individuals with access to digital tools.“Third-level digital inequality” (van Deursen & Helsper,
2015), on the other hand, is related to the results of technology use and the tangible benefits
obtained from it. Pierre Bourdieu’s concept of “habitus”and the types of capital associated
with habitus have become an important source of reference for research on second- and
third-level digital divide. Habitus is the internalization and embodiment of “basic social life
conditions in a way to turn into predispositions” (Swartz, 2015, p. 49). As Bourdieu says,

Habitus are generative principles of distinct and distinctive practices — what the
worker eats, and especially the way he eats it, the sport he practices and the way
he practices it, his political opinions and the way he expresses them are
systematically different from the industrial owner’s corresponding activities. But
habitus are also classificatory schemes, principles of classification, principles of
vision and division, different tastes. They make dsitinctions between what is good
and what is bad, between what is right and what is wrong, between what is
distinguished and what is vulgar, and so forth, but the distinctions are not identical.
Thus, for instance, the same behavior or even the same good can appear
distinguished to one person, pretentious to someone else, and cheap or showy

to yet another (Bourdieu, 1998, p.8).

Bourdieu (1997) distinguishes between three forms of capital (associated with the
concept of habitus) that can determine the social position of people. The first is economic
capital, which refers to financial resources; the second is social capital, which refers to
social ties; the third is cultural capital, which refers to talents, tastes, and preferences
related to fine arts. In his work titled “Distinction: A Social Critique of the Judgement
of Taste” (1984), Bourdieu mentions the connection of culture with social class as follows:

Similarly, listening to the most "highbrow’ radio stations, France-Musique and
France-Culture, and to musical or cultural broadcasts, owning a record-player,
listening ro records (without specifying the type, which minimizes the differences),
visiting art galleries, and knowledge of painting--features which are strongly
correlated with one another--obey the same logic and, being strongly linked to
educational capital, set the various classes and class fractions in a clear hierarchy
(with a reverse distribution for listening to variety programmes). In the case of
activities like the visual arts, or playing a musical instrument, which presupposes

a cultural capital generally acquired outside the educational system and (relatively)
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independent of the level of academic certification, the correlation with social
class, which is again strong, is established through social trjectory (which explains
the special position of the new petite bourgeoisie) (Bourdieu, 1984, p.14).

Furthermore, Bourdieu (1977, pp. 179-183) mentions the type of symbolic capital.
Symbolic capital both depends on the possession of these types of capital — in other
words, it can exist under different types - and can increase or decrease according to
the way it is used. For example, symbolic capital, such as prestige or fame acquired by
being attached to a family or a name, can be easily converted into economic capital
and regarded as the most valuable form of accumulation in some societies. In his study
titled“Reconsidering Political and Popular Understandings of the Digital Divide” (2004),
Neil Selwyn states that differences in the skills of using new media may be related to
the different types of capital suggested by Bourdieu. In this context, Bourdieu develops
a new typology using the types of capital: (1) Economic capital required to access and
purchase new media tools; (2) Cultural capital required to use them; (3) Social capital
covering technological contact and support networks. In the conclusion section of his
study, Selwyn (2004, p. 357) underlines that imagining an online world in which
inequalities in the offline world are not reflected is an indicator of technological naivety.
Ragnedda (2018) referred directly to Bourdieu’s concept set with the concept of “digital
capital”
of digital inequalities. Ragnedda also refers to Weber’s (1998) emphasis on “life chances

and approached the digital capital weakness in a way covering all three levels
and states that digital capital is a“bridge capital”that provides the interaction between
online and offline life opportunities. According to Ragnedda’s (2018) concept of digital
capital, the benefit obtained by using the internet depends on the interaction of
individuals'existing capital and digital capital. While some users can convert their online
activity into tangible benefits such as a higher-paying job over time, such a result
cannot be mentioned for other users. Calderén Gémez (2020), in his research focusing
on the third-level digital divide, emphasizes that although a more nuanced view of
Bourdieu’s model of capital is needed in today’s society where traditional social bonds
have been eroded, the concept of capital is still useful for understanding the reproduction
of inequalities. Research results of Calderén Gomez (2020) indicate that young people
with higher economic and cultural capital and more diverse social networks are
advantageous in benefiting from opportunities in the digital world.
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Aim and Methodology

The aim of this study is to contribute to the literature on digital inequalities both in
terms of methodology and sample.

Aim

The literature on the subject indicates that the forms of offline social inequality resulting
from gender, age, class, and education level affect digital inequalities, and digital
inequalities also reinforce offline social inequalities (Hargittai & Walejko, 2008; Witte &
Mannon, 2010; Ragnedda & Muschert, 2015; van Deursen & van Dijk, 2015; van Deursen
& Helsper, 2015). This study, which examines the said cycle of inequality in the sample
of poor individuals in Eskisehir, is a part of wider research that addresses the usage
practices of the poor, including traditional media. However, this article focuses only on
the following research questions.

R1: What is the level of computer, mobile phone, and internet access of the poor?

R2: Is internet usage associated with gender, age, educational status, and parents’
educational status?

R3: How do gender, age, and education levels affect online practices?

R4:What tangible contributions do the interactions of the poor with the new media
make to their lives?

Method

In this study, the mixed research method, using the research techniques of qualitative
and quantitative methods together, was adopted. In the study, the explanatory sequential
design was adopted. The quantitative stage was followed by the qualitative stage.
Moreover, for this study, both types of data have equal methodological input and equal
importance in terms of their contribution to the research analysis.

The sample of this study consists of the poor living in Eskisehir. The sample was determined

by the purposive sample selection technique, one of the non-probability sampling techniques.
Emek, Glindogdu, and Seving neighborhoods in Odunpazari district of Eskisehir, which
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were thought to reflect the average characteristics of the low income and status group in
the best way, were selected via the purposive sampling technique. The names of these
neighborhoods were given by the district municipality authorities. A second sub-sampling
was performed in the sample selection, and only individuals with a monthly household
income of 4,500.00 TL (USD 916.74) or less from three neighborhoods were included in the
study. In this study, poverty was discussed within the scope of an approach suitable for
Bourdieu’s conceptualization of economic, cultural, and social capital.

The study findings are based on 415 questionnaires and 39 face-to-face interviews
held between July and November 2018. The questionnaires were applied in Emek and
Glindogdu neighborhoods. Before the questionnaires were applied, the neighborhood
mukhtars were informed about the field study and asked for the names of the streets
where the poor households resided extensively. In line with the information obtained,
the quantitative stage of the study was completed with 228 women and 187 men aged
between 14 and 80 years. The questionnaire consists of a total of 42 questions, including
multiple-choice, open-ended, and Likert-type questions. In the scope of this article,
only the questions about demographic information, possession of a computer, home
internet subscription, possession of a smartphone, tools used to access the internet,
and internet usage were included.

Seving neighborhood was included in the study during semi-structured interviews. The
interviews held in Seving village proceeded with the snowball technique after a few
households were indicated by the village mukhtar. Semi-structured interviews were held
with a total of 39 people, including 22 women and 17 men. The ages of the interviewees
ranged between 16 and 72 years. The interview questions were designed for the purpose
of obtaining detailed information about the demographic characteristics and cultural
capital of the interviewees, their practices and skills in using new media, and some questions
emerged in the flow of the interviews. The interviews took about 40-45 minutes on average.

The data obtained from 415 questionnaires were analyzed with the SPSS software.
The deciphered qualitative data of semi-structured face-to-face interviews were coded
and classified by combining similar samples. Codes were grouped under broader
themes. Qualitative and quantitative data were interpreted together in compliance
with the mixed research design.

The demographic characteristics of the individuals who participated in the survey
and semi-structured interviews are as follows. Of the participants surveyed, 54.9% were
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female, and 45.1% were male. Their ages ranged between 14 and 80 years, 61% were
married, and 33% were single. The monthly average income was 2,366.06 TL.

Table 1: Demographic Characteristics of the Individuals Participating in the Survey
Participants

Gender n=415
Female 54.9
%Male 45.1
TOTAL 100
Mean age n=414
Arithmetic mean (X) 36.73
Lowest-highest value 14-80
Standard deviation (SD) (mlilgg 7)
Marital status n=415
Married 61
% Single 33
Spouse deceased 43
Divorced from spouse 1.7
TOTAL 100
Average monthly household income TL n=415
Arithmetic mean (X) 2366.06
Lowest-highest value 0-4500
Standard deviation (SD) (m§32:176204)

Of the participants, 6.8% were unemployed, 9.7% were retired, and 19.1% were
students or preparing for university. Of them, 26.4% were included in the workforce,
and 38% were housewives. While the total proportion of women stating that they
contributed to the income of the house (employed+retired) was only 8.8%, the proportion
of men in the same groups was 69.7%. More than half of the participants (58.8%) who
were not students or preparing for university received secondary school education or
below. While 17.1% of the participants were high school/vocational high school or
technical high school graduates, 4.9% were higher school or university graduates.

Concerning parents’ education levels, it is seen that primary school graduates
constitute the highest proportion. While the proportion of those whose mothers are
primary school graduates is 48.8%, the proportion of those whose fathers are primary
school graduates is 53%. The total proportion of those whose mothers graduated from
secondary school and below is 89.3%, whereas the proportion of those whose fathers
graduated from secondary school and below is 84.7%. Those whose parents graduated
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from high school and above constitute 10.6% (2.1% mothers and 8.5% fathers) of the
participants.

Table 2: Demographic Characteristics of the Individuals Participating in the Interviews

Gender Age | Marital status Education Occupation Neighborhood
Female 16 Single High school student Student Emek
Male 16 Single High school student Student Glindogdu
Female 33 Married Primary school graduate Housewife Seving
Male 39 Married Primary school graduate Construction Seving
worker
Male 35 Married Primary school graduate Unemployed Seving
Female 32 Married Secondary school graduate Housewife Emek
Female 35 Married Primary school graduate Housewife Emek
Male 17 Single High school student Student Glindogdu
Female 46 Married Primary school graduate Charwoman Glindogdu
Male 17 Single High school student Student Emek
Female 60 Married Literate without a diploma Housewife Glndogdu
Male 25 Married Secondary school graduate Artisan Glindogdu
Female 25 Married Secondary school graduate Housewife Emek
Male 19 Single College student Student Glindogdu
Male 41 Single Secondary school graduate Retired Emek
Female 15 Single High school student Student Glindogdu
Male 44 Married High school graduate Retired Glindogdu
Male 40 Married Primary school graduate Factory worker Glindogdu
Female 28 Married Secondary school graduate Housewife Glindogdu
Female 15 Single High school student Student Emek
Male 49 Married Primary school graduate Construction Glndogdu
worker
Male 26 Married Secondary school graduate Factory worker Emek
Female 32 Married Illiterate Housewife Seving
Female 40 Married Illiterate Housewife Seving
Female 26 Married Primary school graduate Housewife Emek
Female 36 Married Primary school graduate Housewife Emek
Female 38 Married Primary school graduate Housewife Glindogdu
Female 34 Married Primary school graduate Housewife Glindogdu
Male 17 Single High school student Student Emek
Male 17 Single High school student Student Emek
Female 28 Married Literate without a diploma Housewife Seving
Male -* Married Primary school graduate Construction Seving
worker
Female 39 Married Illiterate Housewife Seving
Male 17 Single Secondary school graduate Industrial worker Emek
Female 51 Separated from Primary school graduate Charwoman Emek
the spouse
Female -* Married Primary school graduate Housewife Seving
Female 39 Married Illiterate Housewife Seving
Female 39 Married High school graduate Housewife Seving
Male 72 Married Primary school graduate Retired Seving
* Age information not provided.
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Of the interviewees aged between 16 and 72 years, 22 were female, and 17 were
male. One of them stated that she lived separately from her spouse, although they
were married. Eleven interviewees were single, and 27 interviewees were married. Four
wereilliterate, and 2 were literate without a diploma. Fifteen interviewees were primary
school graduates, 7 were secondary school graduates, and 2 were high school graduates.
Three women were students, and 17 were housewives. Two of them expressed that
they cleaned houses for a living. Six of the male participants were students, 6 were
workers (plasterer, dozer operator, welder, etc.), and 3 were retired. One of them stated
that he was unemployed. Fourteen participants earned the minimum wage (1,603.12
TL) and less (1 with a green card) as their monthly income, 10 earned between 2,000-
2,500TL, and 9 earned 2,600 TL and more. The remaining 6 individuals stated that they
did not have a net monthly income.

This study, based on a doctoral thesis completed in 2020 at Anadolu University,
Institute of Social Sciences and data collected between July and November 2018, was
supported by Anadolu University Scientific Research Projects [Grant 1706E361].

Findings

In this section, the findings obtained in the study are presented under three main
headings: (1) Poor Lives but Connected Lives, (2) Internet Usage, (3) The Relationship
Between Digital Inequalities and Social Origin.

Poor lives but connected lives

Under this heading, findings on why the poor consider new media access and possession
and use of new media important are discussed:

Computers, mobile phones, and internet access

About 2/3 of the poor households in the sample did not have desktop computers,
laptops, and tablet computers. The proportion of households with desktop computers
was 34.2%, the proportion of households with laptops was 28.3%, and the proportion
of households with tablet computers was 29.1%. Of the sample, 50.5% had an internet
subscription at home. More than half (75.2%) of the sample covering all age groups
possessed smartphones.

Connectist: Istanbul University Journal of Communication Sciences, 2022, 63, 151-178 161



From social to digital inequalities: The use of new media by the poor in Eskisehir, Turkey

The study results revealed that the smartphone (55.8%) was the most used device
to access the internet. The smartphone was followed by desktop computer (17.7%),
laptop computer (14.9%), and tablet computer (11.6%), respectively. Both quantitative
and qualitative findings showed that the practice of accessing the internet from home
changed. The widespread use of smartphones and the availability of internet access
tariffs offered by every phone operator reduced the need for home internet. Indeed,
the participants’statements indicate that the need for desktop computers has decreased
after the use of smartphones. A 39-year-old mother living in Seving village stated that
they canceled the home internet they had used for four years since children could
access the internet for study purposes through mobile data:

We have a computer at home ....I bought it on installment. Because he has a cell
phone now, the computer is not used. (male, age 39)

When the tablet computer was bought, they [children] left it [desktop computer].
(female, age 46)

Participant (female, age 15): There is a computer but it is not actively used at
present.

Interviewer: What do you use when you study?
Participant: |, the phone...

In poor households in Eskisehir, smartphones have become the primary means of
internet access. Desktop computers are either not used or little used. On the other
hand, possession of a desktop computer and internet access in poor households in
Eskisehir are also associated with the presence of children and young people of school
age, and this association is discussed under the next heading.

Computer and internet access in households with school-age children

The findings support the literature suggesting that access to new media is high in
households with children of school age (Hoffman et al., 2000; Ofcom, 2021). The study
by Hoffman et al. (Hoffman et al., 2000) also highlighted that the level of access and
use of new media was particularly high in households with children under the age of
seventeen. In the study, parents mostly showed their children as the reason for possessing
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a computer and internet access from home. In poor households, the desire to meet
the needs of children prevailed regardless of their socio-economic conditions. There
is also an effort to protect children against external dangers behind this desire:

| have not gotten the internet connected for almost three or four years, but | do
not know what kind of games he [my son] plays in internet cafes. Therefore, we
have decided to get the internet connected to the computer at home. At least,
he will be in front of our eyes. (female, age 32)

| already bought it [laptop] only for the children to play with it. (male, age 35)

Although parents show the existence of children as the reason for new media tools
in the household, it can be mentioned that the internet is used by all family members
and rather for ‘personal’ purposes. Similar findings were encountered in the study
examining the media usage practices of the urban poor in Eskisehir (Ergiil et al., 2012).
The reasons why smartphones and the internet are considered important and
indispensable by poor household members are discussed under the following heading.

New media’s rank among necessities

The possession of new media is important for the poor, regardless of the current
circumstances (Banerjee & Duflo, 2011; Ergil et al., 2012; Wong et al., 2015). What the
poor people interviewed in this study stated about access to digital technologies
reminds us of Banerjee and Duflo’s (2011) article titled “More Than One Billion People
Are Hungry in the World". In this article, the authors emphasize that there may be more
significant things in the lives of the poor than food. The reason why they had such
thoughts is what they observed in the Moroccan countryside. Poor families have
communication tools such as television and mobile phones. There is a similar case in
the sample of the poor in Eskisehir, and it is evident that new media tools such as
smartphones are considered vital:

I had a niece. We held her wedding. She got married. She tells her husband, "You
will buy me a brand-new cell phone!”l will have a computer and internet at home!’
Why? ‘Without them, there is no life!’.... They used to say to me, ‘You will buy
white goods, a sofa set, a car, a house!’Now, she says, ‘l will have a mobile phone,
a computer, and internet at home!’| mean, this is the reality. (male, age 39)
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Itis indeed important in this eral It is important in this era since everything, | do
not know, even our breathing now depends on a cell phone .... However, when
you have a smartphone, you learn everything from it. | mean, everything. The
only thing we cannot do with it is that we cannot eat or drink. Other than that,
we do everything with it .... When there is no connection, it is all like New Era
and Ancient Era. (male, age 35)

| care more about the phone than eating or drinking because my family is not
here. (female, age 40)

If you were the head of a house or the woman of the house and if your child asked
for something, would you go and get it or not? Whether or not | have it [money],
| buy it. (male, age 40)

These findings create an optimistic impression regarding internet access at first
glance, but the problem of access to new media continues to exist, as quantitative
findings indicate. It was observed that the internet was used jointly in different poor
households with kinship ties in Seving village. The cost of internet bills and the
insufficiency of internet infrastructure services are also stated as access-related problems.

Currently, we do not have it [internet]. Bills are quite heavy. (female, age 35)

Bills [internet] are really heavy. We do not have kids who will go to high school.
(female, age 32)

Accordingly, the problem of access is still a part of the digital inequality issue for
some people living in the poor neighborhoods of Eskisehir. The differences in usage
influenced by socio-demographic factors such as gender, age, and education level are
discussed under the following headings.

Internet usage

The table (Table 3) showing whether internet usage is significantly correlated with
some selected variables is presented below:
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Table 3: Correlation of the Ability to Use the Internet with the Selected Variables: Chi-Square Test Results

Ability to use the internet

n x? sd p
Gender 415 1.605 1 205
Age 414 180.698 4 .000
Education 410 99.519 4 .000
Mother’s education 365 62.422 2 .000
Father’s education 371 90.531 2 .000
Significant for: a: .05.

Despite a significant correlation between internet usage and age (x°, =180.698
p.000<.05), education level (x*, =99.519 p.000<.05), mother’s education level (x*, =
62.422 p.000<.05), and father’s education level (x, = 90.531 p.000<.05), there is no

correlation according to gender (x? | =1.605, p.205>.05).

Of the sample, 75.7% can use the internet. Although there is no significant difference
between the ability to use the internet and gender, the proportion of men (78.6%) who
know how to use the internet is higher than that of women (73.2%). As the age increases,
the proportion of those who know how to use the internet decreases, and as the
education level increases, the proportion also increases. As the education levels of
parents increase, the rate of knowing how to use the internet is seen to increase. The
rate of knowing how to use the internet is higher in individuals whose parents are
secondary school graduates or have higher education levels.

The relationship between digital inequalities and social origin

Demographic factors such as class, gender, age, and education level play a significant
role in the emergence of digital inequalities (Hoffman et al., 2000; Zillien & Hargittai,
2009; van Deursen et al., 2017; Ozsoy et al., 2020). When these variables come together,
the individual may experience more inequality than the forms of inequality produced
by each variable alone. The concept of “intersectionality,” which Collins and Bilge (2016)
used with a more political content by following Kimberlé Crenshaw’s studies, seems
functional for the phenomenon we are trying to emphasize under this heading. When
these types of inequality come together intersectionally, the individual may experience
more inequality than the forms of inequality produced by each variable alone. For
example, according to the authors, race, class, gender, age, disability or ability, ethnicity,
nationality, and religion are mutually constructed or intersecting systems of power
(Collins & Bilge, 2016, p. 27).
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In line with this literature information, the quantitative findings of the study showed
that demographic factors were decisive on the state of knowing how to use the internet.
Especially concerning the age factor, the studies conducted both in Turkey and different
regions of the world show that the rates of using a computer and the internet decrease
as the age increases (van Deursen & van Dijk, 2015; Kiiclik & Kogak, 2019; TURKSTAT,
2021).On the other hand, digital inequalities are a more complex problem that involves
horizontal inequalities such as gender and education (Kim et al., 2016; Arun & Elmas,
2020; Binark et al., 2021). Age groups are categories that not only have biological
characteristics but are also sociologically constructed (Arun & Elmas, 2020). The same
also applies to gender categories. Socio-demographic variables such as gender, age,
education, and income holistically determine the class-related position of the individual
in society. Indeed, it has been elucidated that women who are illiterate or only literate
inTurkey are not interested in sophisticated tastes and relevant cultural activities, and
low cultural capital has turned into a preventive function for this social segment (Arun,
2014). Our study revealed that married women with low educational capital set a
symbolic distance between them and social and cultural activities, which can be
explained by Bourdieu’s concept of “habitus”. Habitus, which is decisive on the judgments
about what is “reasonable” or what is “unreasonable” for people’s current positions in
the social world (Swartz, 2015, p. 148), enables evaluating dreams and expectations
according to the probabilities of success that may be valid for people belonging to the
same group or class. This is not a conscious but a practical evaluation, and this practical
evaluation functions with a structure consisting of experiences, daily events, and ethical
rules such as “such things do not suit us,” as Bourdieu states (Bourdieu, 1977, as cited
in Swartz, 2015, p. 151):

Now, | have kids. There is no life, but my husband and | take the kids to a picnic
(female, age 28)

Of course, we do not have such a social life! We commute between home and
school... <Talking about taking the children to school>. A housewife... <She laughs
together with the neighbor>. More precisely, my husband did not let me go
anywhere when the children were young, | did not learn any place. Just this year,
I could learn how to get to and from the hospital by tram. But with my son. (female,
age 36)

I wish | were that lucky! <She laughs>. Where did that come from?! <She laughs>.
[ wish! <She laughs>. Only in this house, with those till the evening. <She shows
the children and continues laughing.> We keep fighting... (female, age 32)
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The qualitative findings of our study indicated that digital inequalities were also
fed by class, gender, and educational capital. Cultural capital equipment acquired
through education affects not only computer and internet usage practices but also
the level of need for and thoughts about these tools. The need for computer and
internet access itself arises as “the result of learning, the product of a certain habitus”
(Ergur et al., 2009, pp. 100-101). The responses of some young participants indicate
this. Selwyn (2004) points to the weakness of cultural capital, which is included in
Bourdieu’s typology developed using the types of capital and involves formal technology
education:

We used it [computer] for lessons at school. There was nothing else. (male, age 26)

My husband taught me, that is how | learned it .... When | put the kids to sleep,
| open a lullaby for them. (female, age 25)

We are primary school graduates; we do not understand such things. (female,
age 36)

However, poor young people who continue their education have a direct and
close relationship with the new media:

| can do whatever | want with the phone! I install navigation on my phone, and
suddenly it becomes a trip computer. Or linstall a music app, it becomes a music
player. Or when | open a news site, it becomes a television for me. (male, age 17)

The elements of abandoning education early, poverty, getting married at a young
age, and having at least one child are a threshold that draws the boundaries of youth.
These elements deprive the individual of the practice and excitement of life, which
involves a minimum level of dynamism, participation in cultural and social activities,
and stepping out of the socialization environment the individual lives in. The same
elements also draw the boundaries of the relationship with the new media. The findings
of the study conducted by Cotten et al. (2014) with secondary school students also
reveal that the socio-economic status (SES) levels of schools determine students’
computer usage. According to the study, the age of starting to use a computer regularly
differs in line with the SES level. Therefore, as the studies in Turkey indicate, it is not
biological characteristics such as gender and age alone that determine the relationship
of the individual with communication technologies but class-related positions as a
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whole (Arun & EImas, 2020; Ozsoy et al., 2020; Binark et al. 2021). The inverse relationship
between age and knowing how to use technology, indicated by quantitative data, does
not match the qualitative findings under any circumstances.

The relationship between the purpose of internet usage and social origin

In their study titled “Internet Inequality from a Cultural Perspective,”Witte and Mannon
(2010, p. 114) report that high-income and well-educated Americans perform
multidirectional online activities compared to poorer individuals with lower education
levels, and those ‘specific’ online activities can be seen as a part of an elitist lifestyle
from which the poor and the uneducated are excluded:

Today's well-off, well-educated consumer looking for a new dishwasher doesn’t
just go to a couple of stores and pick the best model he or she sees. Rather, he or
she “Googles” a product type, compares several models by features and prices,
opens another browser tab and checks his or her available credit balance online,
and orders the product online ....Thus, online activities leave different footprints
on the lives of Americans and these footprints may vary with class position and
social status. (Witte & Minnon, 2010, pp. 99-100)

The common emphasis of this and similar research is that the existing social
inequalities are reflected in the online environment regarding access and usage skills,
and the possible benefits of the online environment cause new offline inequalities.
Our study demonstrated that the purposes of the poor to use the internet did not differ.
The online activities carried out‘frequently’and‘always’are listed as’listening to music’
(44.5%), ‘using e-school’, ‘e-appointment/e-government applications’ (37.7%), following
the news’ (36.6%), ‘watching movies-series’ (26.3%), ‘using internet banking’ (20.1%),
‘writing complaints or comments about purchased products and services'(11.4%), and
‘shopping’ (9%). In this case, the internet is mostly used for‘listening to music’ (44.5%),
‘using e-school; ‘e-appointment/e-government applications’ (37.7%), and ‘following
the news’ (36.6%). The answer ‘never’is mostly given for ‘shopping’ (60.2%), ‘using
internet banking’ (67.4%), and ‘writing complaints or comments about purchased
products and services on the internet’ (72.8%). Online behaviors can be perceived as
clues about users’ offline experiences, in other words, who they really are. In this context,
mobile banking transactions are a practice that not only requires a better level of digital
skills but also includes contact with offline social life. Therefore, the online practices of
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married men, who are the main income provider of the household, are more diverse
and more connected to social interaction processes. The benefits they obtain using
new media are again limited to the framework drawn by their class-related positions:

| drive a cab in my spare time. Finding maps and looking for addresses is easy
there. | use it for that. And | also follow current news and stock market data. (male,
age 41)

If it [internet] did not exist, for example, | did not know about my past, which I now
see on e-government .... But now, you can even see an execution directly [on the
internet]. You can directly see the tax debt. You can see everything .... | can do
anything. Whether it is about banking or the needs of my kids. (male, age 35)

It [internet] facilitates our work. He [my husband] is looking for a job. He has already
found two-three job opportunities on the internet before. (female, age 40)

According to Ragnedda’s (2018) concept of digital capital, individuals turn their
existing capital into online activities. In our study, using e-government applications or
maps is an important example of the relationship between online practices and digital
capital. These practices can be associated with men'’s participation in the workforce as
the main income providers of the household and their connection with the social world
outside the home. It was observed that many female users within the study area were
not even aware of the existence of these practices. Being involved in the workforce,
being involved in educational life, and being visible in the public sphere affect online
practices. Poor housewives’ online practices that are not multidirectional are mostly
related to home life, which is their private space. Internet usage to look for handicraft
samples and recipes stands out as an example of such online practices:

If  am curious about a handicraft sample or a recipe, | check it there. It helps me.
| used to go to a neighbor and ask her before. (female, age 56, housewife,
questionnaire 240)

Forexample, | can research anything that comes to my mind there [on the internet].
I do a lot of research, especially on recipes or, | do not know, religious matters.
Because thereis a lot we do not know. It is quite helpful for my daughter’s studies.
It really keeps my son busy. When | have work to do, it keeps him busy. <She laughs>
....If you say social media, | am not addicted, but | like research. (female, age 35)
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| mean, positively, you know, | have had a lot of friends .... We have groups. For

example, | saw my primary school friends here again. (female, age 51)

When Witte and Minnon’s (2010) approaches in the Weberian perspective, which
addresses certain online practices as upper-class practices, are considered, it cannot
be expressed that poor women have ‘sophisticated’ online practices. On the other hand,
it would be wrong to claim that these practices make no tangible contribution to
women’s lives. A different study on the urban poor in Eskisehir evaluated the internet
as a kind of ‘window’ or ‘back door’ enabling poor housewives to step into the public
space (Ergul et al., 2012). Looking for handicraft samples on the internet or socializing
in WhatsApp groups is highly valued by women, and new media tools and environments
take them out of their limited social circles. On the other hand, the benefits they obtain
using new media are limited to the boundaries drawn by their class-related positions,
as is the case with men. Hence, the tangible benefits of technology usage should be
evaluated in relation to the individual’s class-related position.

Discussion and Conclusion

The results of this study, which attempted to reveal the problem of digital inequalities
in the sample of poor individuals living in Eskisehir, Turkey, show that the poor attach
importance to accessing new media, but access problems still exist and are deepened
in their usage practices. The findings obtained in this study were evaluated under three
headings addressing (1) access, (2) usage, and (3) social origins of usage.

We thought that it would be appropriate to discuss similarities and differences
between ethnographic media research conducted with a similar group in the same
city and the results of our research before proceeding with this evaluation (Ergiil et al.,
2012).The said research, whose field study was completed in 2008-2010, shares many
common results with our research. The most important result is the emphasis laid on
the lack of analyses that do not address the basic needs of the poor in detail and do
not discuss the relationship of the individual with the media in daily life and within the
scope of the requirements of the age. This lack emerged most strikingly in the results
given under the heading’New Media’s Rank Among Necessities'in our study. As in the
past, new media tools continue to protect their vitalimportance, which keeps increasing,
for the (poor) individual. Another point to concentrate on is that the proportions of
households possessing computers (57%) and modems (47%) were considerably high
inasimilar sample in past years. This supports our afore-mentioned inference emphasizing
the importance of new media in the poor’s world, on the one hand, and forming a basis
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for discussion for our study findings that reveal the relationship between usage
differences and social origin, on the other hand. In the study mentioned, it was reported
that diversified internet usage practices that would eliminate information poverty were
not observed in poor households because online time was only and mostly spent on
social networks, chatting and music download websites. On the other hand, the internet
also offered different opportunities for the poor by allowing them to struggle with
poverty, e.g., to look for a job, and be involved in new forms of socialization. The presence
of non-diverse online practices is also an important finding of our research. In their
study titled “The Cultural Consumption Practices of Older Homemakers in the Field of
Television,” Arun et al. (2017) stated that the owners of a voluminous capital tended
toward more exclusive cultural products such as culture and art, discussion, documentary
and news programs, and the same segments consumed the products of the groups
who were hierarchically at a lower level. Omnivorousness, in other words, the combined
consumption of programs corresponding to elite, popular and ordinary tastes is the
monopoly of more voluminous cultural capital owners. However, those in the more
ordinary and popular group of liking do not have such a consumption pattern. The
authors express that the higher ones move downward at times, and thus the consumption
parents are diversified, while the consumption patterns of the lower ones are more
monotonous due to their class-related positions (pp. 395-397). This result indicates
that a similar trend may apply to the consumption of online environments. Therefore,
we suggest a comparison between different classes for future research.

Our study results support the literature suggesting that demographic factors such
as gender, age, and education level play a significant role in the emergence of digital
inequalities. The findings show, as Arun & Elmas (2020) emphasized in their recent research,
that possession of new media and skills to use them is a class-related issue directly
associated with a social origin. According to the results, cultural capital equipment
acquired through education affects computer and internet usage practices, the level of
need for and thoughts about these tools. The need for computer and internet access
emerges as “the result of learning” (Ergur et al., 2009, pp. 100-101). While poor young
people who continue their education lives have a direct and close relationship with new
media tools and environments, the case is different for individuals who abandoned their
education lives and got married at a young age. Education life includes poor young
people in global interaction processes. Gender, economic limitation, and low education
level determine the nature of the relationship with new media. Moreover, our research
supports the literature suggesting that offline social inequalities and online inequalities
feed each other. The online practices of married men, the main income providers of the
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household, are more diverse than married women. However, the difference cannot be
evaluated only by gender. Digital inequalities are experienced in the‘intersectionality’ of
different inequalities, as emphasized by Collins & Bilge (2016). The use of applications
such as mobile banking and e-government is associated with the contact of men with
offline social life. Non-diverse online practices of poor housewives are mostly related to
home life, which is their private space. The involvement of poor women and men in online
interaction processes through the internet is important, but the benefits of using new
media are limited to the framework drawn by their class-related positions.

As a result, it is important to support the reductionist approaches that precisely
draw the boundaries of the divide with qualitative research that clearly reveals the
usage differences in terms of revealing the different dimensions of digital inequalities.
Our study also revealed that digital inequalities experienced by individuals in the
middle/middle-upper income and status group and digital inequalities experienced
by individuals in the low income and status group should be discussed via comparative
studies. Thus, it will be possible to make clearer identifications on the interaction
between horizontal inequalities such as gender, age, geographical location, profession
and class and digital inequalities.

Endnotes

1. Ina qualitative study conducted with 18 educated and urban social network users
in Turkey on the problems arising from using personal data in social media, a current
component of digital inequality, Gokaliler and Saatcioglu (2020, pp. 154-161) report
that 55.5% of the participants approve the privacy policies without reading them
and feel uncomfortable while sharing their information since they think malicious
third parties can reach their stored personal data. Therefore, all participants exercise
self-control when it comes to sharing their personal information.

2. For the different articles based on Bourdieu’s theory, see North et al., 2008; Zillien
& Hargittai, 2009; Gencel Bek & Aygiin, 2014.

3. Bourdieu makes use of Weber’s concepts of “class” and “status group” and re-
conceptualizes the relationship between these two in his own social class analysis
(Swartz, 2015). For Bourdieu, social classes are also defined according to their
relations with culture (Jourdain & Naulin, 2016).
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. Ragnedda et al. (2020) developed a Digital Capital Index to measure digital capital
in their study titled “Measuring Digital Capital: An Imperical Investigation”. Also, for
a study conducted with 1075 participants across the country to reveal the media
repertoires and digital capital levels of the elderly population aged 65 and over in
Turkey, see Binark et al., 2021.

. Inaddition to social inequalities, the different phenomena existing in social reality
continue to exist in‘new’forms in online environments, where they can find space
for expression. The results of the quantitative study conducted by Yildirim and
Yazgan (2022) with 411 university students elucidate that aggression tendencies
are ‘re-produced’ in the digital environment.

. The indicative USD exchange selling rate published by the Central Bank of the
Republic of Turkey on 31.07.2018 was taken as a basis (Central Bank of the Republic
of Turkey, 2018).

. The fact that the mukhtar does not only correspond to an administrative position
in areas where the traditional neighborhood culture is maintained but also meets
the position of a reliable and elected community leader has been important for the
trust relationship established between the researcher and the participants.

. Thesstatus of Seving neighborhood officially changed from a village to a neighborhood
with Metropolitan Law No. 6360. However, it actually maintains its ‘village'identity.
To separate it from Emek and Glindogdu neighborhoods included in the study field,
Seving neighborhood will be mentioned as‘Seving village' from this point onward.

. The net minimum wage in 2018, when the field study was conducted, was 1,603.12
TL. The monthly household income of 83.4% of the participants is 3,210 TL or less.
Of this rate, 32.3% is comprised of those with a monthly household income of
minimum wage and below. The monthly household income of the remaining 16.6%
is between 3,210 TL-4,500 TL.

10.The total rate of those involved in workforce is 26.4%. More than half of this rate

corresponds to workers, with 19.9%.
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11.Some examples are as follows:
I am not getting it because | am not working currently. (male, age 35)
Our monthly household income is uncertain because none of the family members
work continuously. (male, age 19)
Well, we do not have anything regular .... For about two months, God knows, my
husband has not been working. (female, age 40)

12.Since the responses given to this question were analyzed as ‘multiple response
categories, the percentages reflect the distribution of responses, not questionnaires.

13. Considering overall Turkey in the Turkish Statistical Institute (TURKSTAT) research,
it is seen that the rate of households with internet access over mobile broadband
was 79.4% in 2018 and 88.5% in 2021 (TURKSTAT, 2018; 2021).

14. For an example of research showing that the diversity of consumed cultural products
and consumption channels largely depends on the cultural capital of the individual
and is a result of the unequal distribution of not only economic capital but also
cultural capital, see. Arun, 2014. The symbolic distance set by the female participants
with low educational capital in our study between themselves and social and cultural
activities is also discussed above.
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DERGININ TANIMI

1992 yilindan bu yana yayin hayatina devam eden Connectist: Istanbul University Journal of
Communication Sciences, hakemli, agik erisimli, Temmuz ve Aralik aylari olmak tizere yilda iki kere
yaymmlanan uluslararasi, bilimsel bir e-dergidir.

Dergiye gonderilen bilimsel ¢aligmalarin dili Tiirkge ya da Ingilizce olmalidir.
AMAC VE KAPSAM

Connectist, akademik arastirmacilar, iletisim profesyonelleri ve iletisim politikasi belirleyicilerine
yonelik bilimsel bilginin paylasildigi, Asya’dan Avrupa’ya agilan kiiresel bir platform olusturmay1
amaclamaktadir. Bu dogrultuda iletisimin geleneksel ¢alisma alanlarinin yani sira sosyal ve beseri
bilimlerin tartismalarini kapsayan teorik ve ampirik caligmalara, ayrica uzman degerlendirmelerine yer
vermektedir. Connectist, iletisim alanina odaklanan diger disiplinlerden ¢alismalara da agiktir.
Derginin hedef kitlesini; akademisyenler, arastirmacilar, profesyoneller, dgrenciler ve ilgili mesleki,
akademik kurum ve kuruluslar olusturur.

EDITORYAL POLITiKALAR VE HAKEM SURECI

Yayin Politikasi

Dergi, yayn etigi ile ilgili en yiiksek standartlara uymaktadir. 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
benimsemektedir; Principles of Transparency and Best Practice in Scholarly Publishing baslig1 altinda
ifade edilen ilkeler i¢in asagidaki linki ziyaret edebilirsiniz:
https://publicationethics.org/resources/guidelines-new/principles-transparency-and-best-practice-
scholarly-publishing

Gonderilen caligmalar derginin amag ve kapsamina uygun olmalidir. Ozgiin, daha 6nce yayimlanmamis
veya ayni anda bagka bir dergide degerlendirme siirecinde olmayan, her bir yazar tarafindan igerigi ve

gonderimi onaylanmis yazilar, degerlendirmeye kabul edilmektedir.

Yayimlanmak iizere dergiye gonderilen ¢aligmalarda; yazarlardan herhangi birinin ismi, tiim yazarlarin
yazili izni olmadan ¢alisma kiinyesinden silinemez, yeni bir isim kiinyeye eklenemez ve yazar sirasi
degistirilemez.

Intihal, duplikasyon, sahte yazarlik/inkar edilen yazarlik, aragtirma/veri fabrikasyonu, makale dilimleme,
dilimleyerek yayn, telif haklari ihlali ve ¢ikar catigsmasmin gizlenmesi, etik dis1 davranislar olarak
kabul edilir. Kabul edilen etik standartlara uygun olmayan tiim ¢alismalar yayindan ¢ikarilir. Yayin
stirecinden sonra tespit edilen kuraldist ve/veya etik dis1 caligmalarin yayini ayni sekilde durdurulur.
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Intihal Kontrolii

On kontrolden gegirilen caligmalar, iThenticate yazihmi kullamlarak intihal icin taramr. intihal/kendi
kendine intihal tespit edilirse yazarlar bilgilendirilir. Editorler, gerekli olmasi halinde, degerlendirme ya da
iiretim siirecinin ¢esitli asamalarinda ¢alismayi intihal kontroliine tabi tutabilirler. Yiiksek benzerlik oranlart,
bir ¢alismanin kabul edilmeden dnce ve hatta kabul edildikten sonra reddedilmesine neden olabilir.

Calismanin yayimlanmasi i¢in tiirline bagli olarak, benzerlik oraninin %15’ten az olmasi zorunludur.

Cift Kor Hakemlik Siireci

Intihal kontroliinden sonra, uygun olan calismalar bas editdr tarafindan 6zgiinliik, yontem, islenen
konunun 6nemi ve dergi kapsamiyla uyumlulugu agisindan degerlendirilir. Bag editor, bigimsel esaslara
uygun olan ¢aligmalari, yurtiginden ve /veya yurtdisindan en az iki hakemin degerlendirmesine sunarak,
adil bir sekilde ¢ift tarafli kor hakemlikten gegmesini saglar. Bas edit6r, hakemlerin gerek gordiigi
degisiklikler yazar(lar) tarafindan yapildiktan sonra ¢alismalarin yayimlanmasina onay verir.

Dergiye yaymlanmak {izere gonderilen makalelerin igerigi derginin amag¢ ve kapsami ile uyumlu

olmalidir. Dergi, orijinal arastirma niteligindeki yazilar1 yaymlamaya o6ncelik vermektedir

Acik Erisim flkesi

Acik erisimli bir dergi olan Connectist’in igerigi, okura ya da okurun dahil oldugu kuruma iicretsiz
olarak sunulur. Okurlar, ticari amag haricinde, yayincidan ya da yazardan izin almadan ¢aligmalarin
tam metnini okuyabilir, indirebilir, kopyalayabilir, arayabilir ve link saglayabilir. Bu ilke, BOAI agik

erisim tanimiyla uyumludur.

Derginin agik erisimli ¢aligmalari Creative Commons Atif-GayriTicari 4.0 Uluslararasi (CC BY-NC
4.0) olarak lisanshidir.

islemleme Ucreti

Derginin tiim giderleri Istanbul Universitesi tarafindan karsilanmaktadir. Dergide g¢alismalarin
yayimlanmasi ve yayin siireglerinin yiiriitiilmesi iicrete tabi degildir. Dergiye gonderilen ya da yayin
icin kabul edilen caligmalar i¢in islemleme ticreti veya gonderim iicreti alinmaz.

Telif Hakkinda

Yazarlar dergide yaymlanan caligmalarmin telif hakkina sahiptir ve ¢alismalar1 Creative Commons
Atif-GayriTicari 4.0 Uluslararas1 (CC BY-NC 4.0) olarak lisanslidir. CC BY-NC 4.0 lisansi, eserin
ticari kullanim disinda her boyut ve formatta paylasilmasina, kopyalanmasina, ¢ogaltilmasina ve
orijinal esere uygun sekilde atifta bulunmak kaydiyla yeniden diizenleme, doniistiirme ve eserin iizerine
inga etme dahil adapte edilmesine izin verir.

Yayin Etigi Beyam
Connectist: Istanbul University Journal of Communication Sciences, yaym etiginde en yiiksek
standartlara baglidir ve Committee on Publication Ethics (COPE), Directory of Open Access Journals
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(DOAJ), Open Access Scholarly Publishers Association (OASPA) ve World Association of Medical
Editors (WAME) tarafindan yaymlanan etik yayimcilik ilkelerini benimser; Principles of Transparency
and Best Practice in Scholarly Publishing basligi altinda ifade edilen ilkeler igin adres: https://
publicationethics.org/resources/guidelines-new/principles-transparency-and-best-practice-scholarly-
publishing

Gonderilen tiim makaleler orijinal, yaymnlanmamis ve baska bir dergide degerlendirme siirecinde
olmamalidir. Her bir makale editérlerden biri ve en az iki hakem tarafindan ¢ift kor degerlendirmeden
gecirilir. Intihal, duplikasyon, sahte yazarlik/inkar edilen yazarlik, arastrma/veri fabrikasyonu, makale
dilimleme, dilimleyerek yayn, telif haklari ihlali ve ¢ikar ¢atismasinin gizlenmesi, etik dist davranislar
olarak kabul edilir.

Kabul edilen etik standartlara uygun olmayan tiim makaleler yayindan ¢ikarilir. Buna yayindan sonra

tespit edilen olas1 kuraldisi, uygunsuzluklar igeren makaleler de dahildir.

Arastirma Etigi
Dergi aragtirma etiginde en yiiksek standartlart gozetir ve asagida tanimlanan uluslararasi arasgtirma
etigi ilkelerini benimser. Makalelerin etik kurallara uygunlugu yazarlarin sorumlulugundadir.

- Arastirmanin tasarlanmasi, tasarimin gozden gegirilmesi ve arastirmanin yiiriitiilmesinde,
biitiinliik, kalite ve seffaflik ilkeleri saglanmalidir.

- Aragtirma ekibi ve katilimcilar, aragtirmanin amaci, yontemleri ve dngoriilen olast kullanimlari;
arastirmaya katilimin gerektirdikleri ve varsa riskleri hakkinda tam olarak bilgilendirilmelidir.

- Arastirma katilimcilariin sagladigi bilgilerin gizliligi ve yanit verenlerin gizliligi saglanmalidir.
Aragtirma katilimcilari 6zerkligini ve sayginligini koruyacak sekilde tasarlanmalidir.

- Arastirma katilimeilart goniillii olarak arastirmada yer almali, herhangi bir zorlama altinda
olmamalidirlar.

- Katilimeilarin zarar gérmesinden kacinilmalidir. Arastirma, katilimcilari riske sokmayacak
sekilde planlanmalidir.

- Arastirma bagimsizligiyla ilgili agik ve net olunmali; ¢ikar catigmasi varsa belirtilmelidir.

- Deneysel ¢aligmalarda, arastirmaya katilmaya karar veren katilimcilarin yazili bilgilendirilmis
onay1l almmmalidir. Cocuklarin ve vesayet altindakilerin veya tasdiklenmis akil hastalig1
bulunanlarin yasal vasisinin onay1 alinmalidir.

- Calisma herhangi bir kurum ya da kurulusta gergeklestirilecekse bu kurum ya da kurulustan
caligma yapilacagina dair onay almmalidir.

- Insan &gesi bulunan calismalarda, “ydntem” boliimiinde katilimcilardan “bilgilendirilmis
onam” alindiginin ve ¢aligmanin yapildigr kurumdan etik kurul onayr alindigi belirtilmesi
gerekir.

Yazarlarin Sorumlulugu
Makalelerin bilimsel ve etik kurallara uygunlugu yazarlarin sorumlulugundadir. Yazar makalenin
orijinal oldugu, daha dnce baska bir yerde yayinlanmadigi ve bagka bir yerde, baska bir dilde
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yayinlanmak iizere degerlendirmede olmadig1 konusunda teminat saglamalidir. Uygulamadaki telif
kanunlar1 ve anlasmalar1 gozetilmelidir. Telife bagli materyaller (6rnegin tablolar, sekiller veya biiyiik
alintilar) gerekli izin ve tesekkiirle kullanilmalidir. Bagka yazarlarin, katkida bulunanlarin ¢aligmalari
ya da yararlanilan kaynaklar uygun bi¢cimde kullanilmali ve referanslarda belirtilmelidir.

Gonderilen makalede tiim yazarlarin akademik ve bilimsel olarak dogrudan katkist 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 agisindan elestirel bigimde gbzden gegirilmesinde gérev yapan birisi olarak goriiliir. Yazar
olabilmenin diger kosullari ise, makaledeki ¢alismay1 planlamak veya icra etmek ve / veya revize
etmektir. Fon saglanmasi, veri toplanmasi ya da arastirma grubunun genel siipervizyonu tek basina
yazarlik hakki kazandirmaz. Yazar olarak gosterilen tiim bireyler sayilan tim 0lgiitleri karsilamalidir
ve yukaridaki 6lgiitleri karsilayan her birey yazar olarak gosterilebilir. Yazarlarin isim siralamasi ortak
verilen bir karar olmalidir. Tlim yazarlar yazar siralamasini Telif Hakki Anlagsmasi Formu’nda imzali
olarak belirtmek zorundadirlar.

Yazarlik icin yeterli dl¢iitleri karsilamayan ancak ¢aligsmaya katkisi olan tiim bireyler “tesekkdir /
bilgiler” kisminda siralanmalidir. Bunlara 6rnek olarak ise sadece teknik destek saglayan, yazima
yardimci olan ya da sadece genel bir destek saglayan, finansal ve materyal destegi sunan kisiler
verilebilir.

Biitiin yazarlar, arastirmanin sonuglarini ya da bilimsel degerlendirmeyi etkileyebilme potansiyeli
olan finansal iliskiler, ¢ikar ¢atigsmasi ve ¢ikar rekabetini beyan etmelidirler. Bir yazar kendi
yayimlanmis yazisinda belirgin bir hata ya da yanliglik tespit ederse, bu yanligliklara iliskin diizeltme

ya da geri ¢gekme i¢in editor ile hemen temasa gegme ve igbirligi yapma sorumlulugunu tasur.

Editor ve Hakem Sorumluluklar:

Bas editor, makaleleri, yazarlarin etnik kokeninden, cinsiyetinden, cinsel yoneliminden, uyrugundan,
dini inancindan ve siyasi felsefesinden bagimsiz olarak degerlendirir. Yayina gonderilen makalelerin
adil bir sekilde ¢ift tarafli kor hakem degerlendirmesinden ge¢melerini saglar. Génderilen makalelere
iliskin tiim bilginin, makale yayilanana kadar gizli kalacagini garanti eder. Bas editor icerik ve yayinin

toplam kalitesinden sorumludur. Gereginde hata sayfasi yaymlamali ya da diizeltme yapmalidir.

Bas editor; yazarlar, editorler ve hakemler arasinda cikar ¢atigmasina izin vermez. Hakem atama
konusunda tam yetkiye sahiptir ve Dergide yayinlanacak makalelerle ilgili nihai karar1 vermekle

yikimlidiir.

Hakemlerin arastirmayla ilgili, yazarlarla ve/veya arastirmanin finansal destekgileriyle ¢ikar catigmalart
olmamalidir. Degerlendirmelerinin sonucunda tarafsiz bir yargiya varmalidirlar. Génderilmis yazilara
iliskin tiim bilginin gizli tutulmasini saglamali ve yazar tarafinda herhangi bir telif hakki ihlali ve intihal
fark ederlerse editore raporlamalidirlar. Hakem, makale konusu hakkinda kendini vasifli hissetmiyor
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ya da zamaninda geri doniis saglamas1 miimkiin goriinmiiyorsa, editére bu durumu bildirmeli ve hakem

suirecine kendisini dahil etmemesini istemelidir.

Degerlendirme siirecinde editér hakemlere gozden gecirme igin gonderilen makalelerin, yazarlarin
0zel miilkii oldugunu ve bunun imtiyazli bir iletisim oldugunu acikca belirtir. Hakemler ve yayin
kurulu iyeleri baska kisilerle makaleleri tartisgamazlar. Hakemlerin kimliginin gizli kalmasina 6zen
gosterilmelidir. Bazi durumlarda editoriin karartyla, ilgili hakemlerin makaleye ait yorumlart ayni

makaleyi yorumlayan diger hakemlere gonderilerek hakemlerin bu siirecte aydinlatilmasi saglanabilir.

Hakem Siireci

Daha 6nce yayinlanmamis ya da yaymlanmak {izere baska bir dergide halen degerlendirmede olmayan
ve her bir yazar tarafindan onaylanan makaleler degerlendirilmek iizere kabul edilir. Gonderilen ve 6n
kontrolii gegen makaleler iThenticate yazilimi kullanilarak intihal igin taranir. Intihal kontroliinden
sonra, uygun olan makaleler bag editor tarafindan orijinallik, metodoloji, islenen konunun 6nemi ve
dergi kapsami ile uyumlulugu agisindan degerlendirilir.

Bas Editor, makaleleri, yazarlar etnik kdkeninden, cinsiyetinden, uyrugundan, dini inancindan ve
siyasi felsefesinden bagimsiz olarak degerlendirir. Yayma gonderilen makalelerin adil bir sekilde ¢ift

tarafli kor hakem degerlendirmesinden ge¢melerini saglar.

Secilen makaleler en az iki ulusal/uluslararasi hakeme degerlendirmeye gonderilir. Hakem
tarafindan s6z konusu makale igin verilen diizeltmeler yazar tarafindan tamamlanir ve farkli bir
sekilde renklendirilerek teslim edilir. Yaym karari, hakemlerin talepleri dogrultusunda yazarlarin

gerceklestirdigi diizenlemelerin ve hakem siirecinin sonrasinda bag editdr tarafindan verilir.

Bas editor; yazarlar, editorler ve hakemler arasinda ¢ikar ¢atigmasina izin vermez. Hakem atama
konusunda tam yetkiye sahiptir ve dergide yayinlanacak makalelerle ilgili nihai karart vermekle
ylkiimlidir.

Hakemlerin degerlendirmeleri objektif olmalidir. Hakem siireci sirasinda hakemlerin asagidaki

hususlar1 dikkate alarak degerlendirmelerini yapmalar1 beklenir.

- Makale yeni ve dnemli bir bilgi igeriyor mu?

- Oz, makalenin igerigini net ve diizgiin bir sekilde tanimliyor mu?
- Yontem biitlinliikli ve anlagilir sekilde tanimlanmig mi1?

- Yapilan yorum ve varilan sonuglar bulgularla kanitlantyor mu?

- Alandaki diger ¢aligmalara yeterli referans verilmis mi?

- Dil kalitesi yeterli mi?

Hakemler, gonderilen makalelere iliskin tiim bilginin, makale yayinlanana kadar gizli kalmasini saglamal
ve yazar tarafinda herhangi bir telif hakki ihlali ve intihal fark ederlerse editdre raporlamalidirlar.
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Hakem, makale konusu hakkinda kendini vasifli hissetmiyor ya da zamaninda geri doniis saglamasi
miimkiin gériinmiiyorsa, editore bu durumu bildirmeli ve hakem siirecine kendisini dahil etmemesini

istemelidir.

Degerlendirme siirecinde editér hakemlere gézden gegirme igin gonderilen makalelerin, yazarlarm 6zel
miilkii oldugunu ve bunun imtiyazl bir iletisim oldugunu agikea belirtir. Hakemler ve yayin kurulu tiyeleri

baska kisilerle makaleleri tartisamazlar. Hakemlerin kimliginin gizli kalmasina 6zen gosterilmelidir.
YAZILARIN HAZIRLANMASI VE GONDERIMi

- Derginin yayn dili Tiirk¢e ve Ingilizce’dir.

- Gonderilen yazilarla ilgili tiim yazismalar, aksi belirtilmedikge, ilk yazarla yapilacaktir. Makale
gonderimi ¢evrim i¢i olarak https://iupress.istanbul.edu.tr/tr/journal/connectist/home {izerinden
yapilmalidir. Gonderilen ¢alismalar, ¢alisma tiiriinii belirten ve ¢aligmayla ilgili bilgileri igeren
(bkz: Son Kontrol Listesi) bir mektup; yazinin elektronik formunu i¢eren Microsoft Word 2003
ve lizerindeki siirtimler ile yazilmig elektronik dosya ve tiim yazarlarin imzaladig: “Telif Hakk1
Anlagmasi1 Formu” eklenerek gonderilmelidir.

- Her yazarin ayn yil i¢inde (6zel sayilar haric) sadece 1 (bir) caligmasi yayimlanir.

- Derginin bir sayisinda yayimlanmak {izere kabul edilmis ancak heniiz ait oldugu say1 olugsmamis
olan makaleler, “Erken Goriiniim” olarak yayimlanir.

- Dergimize yayimlanmak iizere gonderilen her caligmanin tiim sorumlulugu, ilgili ¢caligmanin
yazar(lar)ina aittir.

- Dergimizin yazim kurallarina uygun olarak hazirlanmamis olan caligmalar, hakem
degerlendirmesine  gerek  duyulmaksizin  dogrudan  reddedilmektedir.

- Caligmalar, A4 boyutundaki kagidin bir yiiziine, ist, alt, sag ve sol taraftan 2,5 cm. bosluk
birakilarak, 12 punto Times New Roman harf karakterleriyle ve 1,5 satir aralik 6l¢iisii ile
hazirlanmalidir.

- Calismalarin tiirleri; “arastirma makaleleri” (6500 — 8500 sozciik), “derleme makaleler” (6500
— 8500 sozciik) ve “degerlendirme yazilart” (2000-4000 sozciik) seklindedir.

- Girig boliimiinden 6nce, ¢alismanin kapsamini, amacini, dnemini, kullanilan yontemi ve ulasilan
sonuglari igeren 180-200 kelimelik Tiirkce ve Ingilizce “6z” ile 600-800 kelime uzunlugunda
Ingilizce “genisletilmis 6z” yer almalidir. Calismanin Ingilizce bashig: Ingilizce 6ziin iizerinde
yer almalidir. Tiirkge 6ziin altinda ¢alismanin igerigini temsil eden 5 (bes) Tiirk¢e anahtar
kelime, Ingilizce 6ziin altinda caligmanin igerigini temsil eden 5 (bes) Tiirkge anahtar kelime
yer almaldir. Ingilizce genisletilmis 6z sadece Tiirkce makaleler icin zorunludur.

- Calismalarin baglica su unsurlart icermesi gerekmektedir: Baslik, Tiirk¢e 6z ve anahtar
kelimeler; Ingilizce bashik, ingilizce 6z ve anahtar kelimeler; Ingilizce genisletilmis 6z, ana
metin boliimleri, son notlar ve kaynaklar.

- Calismalarda yer alan tablo ve sekillere metnin igerisinde yer verilmelidir. Tablo ve sekil
sayilar1 sirli tutulmahdir. Ornegin; yazarlar az sayidaki bulgu ve bilgileri tablo olarak degil,
metin i¢inde diizyazi seklinde vermelidirler.
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- Calismalarda yazar(lar)in vurgular tek tirnak ile belirtilmeli; sadece kitap, film, gazete isimleri
italik yazilmalidir. 40 kelimeyi asan alintilar igerden, tek aralik ve tirnaksiz bir bicimde
verilmelidir.

- Dergi Yazi Kurulu ve hakem raporlart dogrultusunda yazarlardan, metin iizerinde bazi
diizeltmeler yapmalar1 istenebilir.

- Dergiye gonderilen ¢aligsmalar yayimlansin veya yayimlanmasin geri génderilmez.

- Dergimizde yayimlanacak ¢aligma tiirlerinin boliimlerinin asagidaki akisa uygun olacak sekilde
hazirlanmas: gerekmektedir.

1. ARASTIRMA MAKALELERIi

GIRIS

-Arastirmanin sorunsali yabanci ve yerli alanyazina gondermeler yapilarak tanimlanmalidir. Alt
bagliklara gecilmeden Onceki son paragrafta caligmanin Onemi, diger caligmalardan farki yani
Ozgiinliigli, amact ve yontemi belirtilerek simirlart ¢izilmelidir.

Konu ile ilgili alt baslik/ basliklar

AMAC VE YONTEM

- Amag ve yonteme gegis climlesi veya climleleri

Amag

Caligsmanin genel amaci verildikten sonra; ¢alismanin arastirma sorulart maddeler halinde belirtilmeli
ve/veya hipotez/hipotezleri yazilmalidir.

Yontem

Nicel/nitel arastirmalarin igerecegi asagidaki unsurlar, baglik halinde verilmese bile igerik olarak bu
bolimde mutlaka yer almalidir:

* Arastirma Modeli

« Evren, Orneklem / Denekler / Katilimeilar

* Veri Toplama Araci

« Islem

Calismalarda kullanilan 6lgek, anket, miilakat cesitleri vb. belirtilmeli, 6zellikle istatistiksel analiz/
analizler igeren caligmalarda gegerlik ve giivenirlik katsayilari verilmelidir.

BULGULAR

TARTISMA VE SONUC

Bu béliimde ilk olarak c¢alismanin amact hatirlatilarak bulgulari kisaca 6zetlenmeli ve alanyazina
gondermeler yapilarak tartigilmalidir.

Daha sonra arastirmacinin ¢aligmasimin bulgulari ile iliskilendirilebilecek 6zgiin sonug niteligindeki
kanaatlerine yer verilmelidir.

Calismay1 nihayetlendirirken sonraki arastirmalar i¢in arastirma Onerileri sunularak alana katki
saglanmalidir.

SON NOTLAR

KAYNAKLAR
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2. DERLEME MAKALELER

GIRIS

Arastirmanin sorunsali yabanci ve yerli alanyazina gondermeler yapilarak tanimlanmalidir. Altbasliklara
gecilmeden Onceki son paragrafta calismanin 6nemi, diger ¢alismalardan fark: yani 6zgiinliigii, amaci
ve yontemi belirtilerek sinirlari ¢izilmelidir.

Konu ile ilgili altbaslik/ bagliklar

TARTISMA VE SONUC

Calismanin amaci belirtilerek tartigilan fikir, kavram vs. 6zetlenmeli ve alanyazina gondermeler
yapilarak tartisiimalidir.

Daha sonra arastirmaci yaptigi taramalar sonucunda olusturdugu 6zgiin sonug niteligindeki kanaatlerine
yer verilmelidir.

Calismay1 nihayetlendirirken sonraki arastirmalar igin arastirma Onerileri sunularak alana katki
saglanmalidir.

SON NOTLAR

KAYNAKLAR

3. DEGERLENDIRME YAZILARI

Degerlendirme yazilari kapsaminda iletisim alanini ilgilendiren herhangi bir konunun, goérsel / isitsel
/ yazili bir metnin, etkinligin veya olgunun elestirel bir degerlendirmesi sunulur. Bu yazilar, 6zgiin
aragtirma makalelerinden farkli olarak alan arastirmasi igermeksizin kitap elestirisi, film elestirisi,
diger gorsel / isitsel / yazil tiriinler veya diizenlenen etkinliklerin elestirel degerlendirmelerini igerir.
Calismalarin 6zgiinliigiinii konunun uzmani olan yazarlarin yeni ve farkli bakis acilariyla alana sundugu
katkilar olusturur.

Degerlendirme yazilari i¢in yazarlarin uymast gereken bir baslik sistemi bulunmamaktadir. Yazarlar,
konunun 6ziine uygun bir baglik sistemi benimseyebilirler.

Kaynaklar

Yazar(lar)dan ¢alismalarinda birincil kaynaklara atif yapmalari beklenmektedir.

Erken Goriiniim olarak yayimlanan makalelere atiflar “sayisi hazirlik siirecindeki yayin” seklinde
verilmelidir.

Kaynaklarin dogrulugundan yazar(lar) sorumludur. Téim kaynaklar metinde belirtilmeli ve alfabetik

olarak siralanmalidir.

Referans Stili ve Formati

Connectist: Istanbul University Journal of Communication Sciences, metin i¢i alintilama ve kaynak
gosterme icin APA (American Psychological Association) 7. stilini benimser. Bu stille ilgili kurallara
asagidaki linkten ulasilabilir:
https://apastyle.apa.org/style-grammar-guidelines/references/examples/

Kaynaklar, asagidaki drneklerde belirtildigi gibi gosterilmelidir.
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Metin icinde Kaynak Gosterme

Kaynaklar metinde parantez i¢inde yazarlarin soyadi ve yayin tarihi yazilarak belirtilmelidir. Birden
fazla kaynak gosterilecekse kaynaklar arasinda () isareti kullanilmalidir. Kaynaklar alfabetik olarak
siralanmalidir.

Kaynaklar metinde parantez i¢inde yazarlarin soyadi, yayin tarihi ve sayfa numarasi ya da

araligi yazilarak belirtilmelidir. Birden fazla kaynak gosterilecekse kaynaklar arasinda (;) isareti
kullanilmalidir. Kaynaklar alfabetik olarak siralanmalidir.

Ornekler:

Tek yazarl kaynak:

(Akyolcu, 2007)

Akyolcu (2007)

Iki yazarl kaynak:

(Tekinalp & Uzun, 2009, p. 127)

Tekinalp ve Uzun (2009), giindem belirlemenin, iletisim araglarindaki giindemin toplum iizerindeki
etkileriyle ilgili oldugunu belirtmistir (p. 127).

Uc ve daha cok yazarli kaynak:

(Cavdar et al., 2003)

Kisaltmasi bulunan kaynak gosterimi:

ik At:if: (Diinya Saglik Orgiitii [DSO], 2020)

Sonraki Atiflar: (DSO, 2020)

ik Atif: Diinya Saglik Orgiitii (DSO, 2020)

Sonraki Atiflar: DSO (2020)

Metin i¢i atiflardaki belirsizligi onlemek icin

Ayni yazar ve tarihli iki farkli ¢aligmaya yer verildiginde kaynaklar a, b seklinde gosterilmelidir:
(Timisi, 2020a) (Timisi, 2020b)

Ayni soyadli isimden farkli yazarlarin kaynak gosteriminde, yayin yili farkli olsa da metnin i¢indeki
alintilarda yazarlarin adinin bas harfleri de yazilir.

(G. Biiyiikbaykal et al., 2019; C. Biiyiikbaykal, 2016)

Ayni yaymin yazarlarinin soyadi ayni ise, adlarinin ilk harflerine yer vermeye gerek yoktur.
(Okay & Okay, 2021)

Dogrudan anf

Dogrudan atif yapilirken climle(ler) tirnak i¢ine alinir ve metin i¢i alintilarda sayfa numarasi da
belirtilir.

Yildirim ve Simsek’e gore (2016), “Icerik analizinde temelde yapilan islem birbirine benzeyen
verileri belirli kavramlar ve temalar ¢ergevesinde bir araya getirmek ve bunlar1 okuyucunun
anlayabilecegi bir bigimde diizenleyerek yorumlamaktir” (p. 242).

Birden fazla kaynak parantez i¢inde gosterilirken alfabetik olarak siralanmalidir.

(Akyolcu, 2007; Saymer & Demirci, 2007, p. 72)
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Kaynaklar béliimiinde kaynak gosterme
Kullanilan tim kaynaklar metnin sonunda ayr1 bir boliim halinde yazar soyadlarina gore alfabetik
olarak numaralandirilmadan verilmelidir.

Her bir yayin tiiriine gére kaynagin nasil gosterileceginin drnekleri asagida sunulmustur.

Kitap

a) Tek yazarl kitap

Karasar, N. (1995). Arastirmalarda Rapor Hazirlama (8th ed.). 3A Egitim Danismanlik Ltd.

b) Ceviri kitap

Geraghty, C. (1996). Kadinlar ve pembe dizi. (N. Nirven, Trans.) AFA Yaymlari.

¢) Cok yazarl kitap

Tonta, Y., Bitirim, Y., & Sever, H. (2002). Tiirk¢e arama motorlarinda performans degerlendirme (1st
ed.). Total Biligim.

¢) Editorlii kitap

Oren, T., Uney, T., & Colkesen, R. (Ed.). (2006). Tiirkiye bilisim ansiklopedisi (6st ed.). Papatya
Yayimcilik.

d) Kitap icerisinde boliim

Morva, O. (2016). Ben, kendim ve dijital benligim: Djjital iletisim ¢aginda benlik kavramsallastirmasi
iizerine. N. Timisi (Ed.), Dijital kavramlar, olanaklar, deneyimler (pp. 41-60). Kalkedon Yaymcilik.
e) Ceviri kitap icerisinde boliim

Schmeder, G. (2015). Isbsliimii dinamiginde kopmalar ve kesintiler. C. Vercellone (Ed.) ve D.
Kundaker (Trans.). Bilissel kapitalizm. (1st ed., 61-75). Otonom Yayincilik.

f) Kitap incelemesi

Giil Unlii, D. (2018). Kitap incelemesi [Seffaflik toplumu: Seffaf toplumun elestirisi iizerine bir
okuma). Galatasaray Universitesi Iletisim Dergisi, 28, 279-290. http://iletisimdergisi.gsu.edu.tr/tr/pub/
issue/37677/436058

g) Yayimcinin ve yazarin kurum oldugu yayin

Tiirkiye Cumhuriyeti Cumhurbaskanlig iletisim Baskanlig1. (2021). Asrn kiiresel salgini:

Tiirkiye 'nin koronaviriisle basarili miicadelesi. Istanbul, Cumhurbaskanlig1 Iletisim Baskanlig1
Yaynlari.

Makale

a) Makale

Caglayan, S. (2021). Covid-19 pandemisi siirecine iligkin bir retorik analiz: T. C. Saglik Bakani Dr.
Fahrettin Koca’nin basin agiklamalari. Connectist: Istanbul University Journal of Communication
Sciences, 60, 27-62. https://doi.org/10.26650/CONNECTIST2021-801246

b) Yediden fazla yazarl 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/NEJMoal501184
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¢) 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

¢) Popiiler dergi makalesi

Girer, Z., Giirer, M. (2021, May-June). Fantastik diziler. Episode, 26, 9-12. https://episodedergi.com/
fantastik-diziler/

Tez, Bildiri

a) Tezler

Karahan, O. (2019). Siddet ve postmodernizm baglaminda Martin Scorsese sinemas: [ Yayimlanmamis
yiiksek lisans tezi]. Istanbul Universitesi. https://tez.yok.gov.tr/Ulusal TezMerkezi/tezSorguSonuc Yeni.
Jsp

Tiirk, E. (2016). GSM markalarinin sosyal medya kullanimlarimin halkla iligkilerin ¢ift yonlii simetrik
modeline gore twitter iizerinden analizi [Yayimlanmamis doktora tezi]. Istanbul Universitesi. https://
tez.yok.gov.tr/Ulusal TezMerkezi/tezSorguSonucYeni.jsp

b) Sempozyum katkisi

Serdar, M. (2019, Aralik, 19-20). Covid-19 pandemisinde medya: Hipergergeklik ve dezenformasyon.
M. Binark (Oturum Baskan1), Pandemi doneminde enformasyon arayisi ve infodemi [Sempozyum].

Uskiidar Universitesi Iletisim Fakiiltesi 8. Uluslararas iletisim Giinleri, Istanbul, Tiirkiye.

Diger Kaynaklar

a) Gazete yazisi

Browne, R. (2010, March 21). This brainless patient is no dummy. Sydney Morning Herald, 45.
https://www.smh.com.au/technology/this-brainless-patient-is-no-dummy-20100320-qn7n.html

b) Internet sayfast kaynaklar

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized. http://www.
davidbordwell.net/blog/page/27/ adresinden 15 Eyliil 2020 tarihinde alinmustir.

¢) Resmi yayinlar ve basin biilteni

Tiirkiye Istatistik Kurumu. (2021). Cocuklarda bilisim teknolojileri kullanim arastirmasi (Yayin

no. 41132). https://data.tuik.gov.tr/Bulten/Index?p=Cocuklarda-Bilisim-Teknolojileri-Kullanim-
Arastirmasi-2021-41132

Tiirkiye Cumhuriyeti Saglik Bakanligi (2022, 18 Ocak). Koronaviriis Bilim Kurulu Toplantisina
fliskin A¢iklama [Basimn Biilteni]. https://www.saglik.gov.tr/TR,87208/koronavirus-bilim-kurulu-
toplantisina-iliskin-aciklama-18012022.html

¢) Sozlitk

Mutlu, E. (2012). fletisim sézligii (1st ed.). Sofos Yayinlar1.

d) Podcast

Tufan, F. (2021, June 7). Prof. Dr. Burcu Kaya Erdem ile Jacques Derrida’y1 okumak (B6liim 7) [sesli
podcast boliimii]. [letisim podcast iginde. https://open.spotify.com/episode/5szSnRZUCIE4RIKoCw8
N7w?si=RJWap-AeSs2ro6IDGUcGRg&dl branch=1&nd=1
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e) Video/Film

Gokalp, S. (2016). Sosyal medya [Video]. Youtube. https://www.youtube.com/watch?v=TlayzRpy1X8
Ceylan, N. B. (Yoénetmen). (2011). Bir zamanlar Anadolu’da [Film]. Tiglon.

P Televizyon dizisi

Catay, K. (Yapimc1). (2018). Sahsiyet [Televizyon Dizisi]. Ay Yapim.

g) Sosyal medya

Nisanci, I. [@ilkayNS]. (2022, 25 Ocak). Sadece sosyal bilimler igin gegerli oldugunu diisiinmekle
beraber ¢ok 6nemli bir noktada ayrim var: Makale ya da bilimsel arastirma yapmanin bilim insanin

verdigi dersler konusunda egittigi bir gergek. Bu da iiniversitenin asil 6znesi 6grenciye doniik bir
faydadir [Tweet]. Twitter. https://twitter.com/ilkayNS/status/1485866565337853956

Twitter i¢in [ Tweet], [ Twitter profili] vb., Facebook i¢in [Facebook durumu], [Zaman tiineli] vb.,
Instagram i¢in [Fotograf], [Highlight] gibi gosterimler kullanilabilir.

SON KONTROL LiSTESI

Asagidaki listede eksik olmadigindan emin olun:

® Editore mektup
v" Makalenin tiirt
v’ Bagka bir dergiye gonderilmemis oldugu bilgisi
v’ Sponsor veya ticari bir firma ile iliskisi (varsa belirtiniz)
v statistik kontroliiniin yapildigi (arastirma makaleleri icin)
v ingilizce yéniinden kontroliiniin yapildigi
v' Yazarlara Bilgide detayli olarak anlatilan dergi politikalarinin gézden gegirildigi
v’ Kaynaklarin APA6'ya gore belirtildigi
® Telif Hakki Anlasmasi Formu
Daha 6nce basilmis materyal (yazi-resim-tablo) kullanilmig ise izin belgesi
® Makale kapak sayfasi
v Makalenin tira
V' Makalenin Tirkce ve ingilizce bashgi
v" Yazarlarin ismi soyad, unvanlari ve bagh olduklar kurumlar (tiniversite ve fakilte
bilgisinden sonra sehir ve Ulke bilgisi de yer almalidir), e-posta adresleri
v Sorumlu yazarin e-posta adresi, acik yazisma adresi, is telefonu, GSM, faks nosu
v’ TUm yazarlarin ORCID’leri
® Makale ana metni dosyasi
Makalenin Tiirkce ve ingilizce bashg
Ozetler 180-200 kelime Tiirkge 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 bolimleri
Finansal destek (varsa belirtiniz)
Cikar catismasi (varsa belirtiniz)
Tesekkdir (varsa belirtiniz)
Kaynaklar
Tablolar-Resimler, Sekiller (bashk, tanim ve alt yazilanyla)
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DESCRIPTION

Connectist: Istanbul University Journal of Communication Sciences is an open access, peer-reviewed,
scholarly and international e-journal being published biannually in June and December since 1992.

The manuscripts submitted for publication in the journal must be written in Turkish or English.

AIM AND SCOPE

Connectist aims to create an international platform opening from Asia to Europe in which academic
researchers, communication professionals and policy makers share scientific knowledge. It welcomes
theoretical and empirical studies elaborating on the current debates of social sciences and humanities
besides the conventional research fields of communication. Connectist is also open to the studies from

other disciplines that focus on communication.

The target group of the journal consists of academicians, researchers, professionals, students, and
related professional organizations.

EDITORIAL POLICIES AND PEER REVIEW PROCESS

Publication Policy

Connectist: Istanbul University Journal of Communication Sciences is committed to abide by the
highest standards of publication ethics. It adopts the ethical publishing principles of the Committee on
Publication Ethics (COPE), the Directory of Open Access Journals (DOAJ), Open Access Scholarly
Publishers Association (OASPA) and the World Association of Medical Editors (WAME). For the
principles expressed under the heading of “Principles of Transparency and Best Practice in Scholarly
Publishing”, please visit the link below: https://publicationethics.org/resources/guidelines-new/
principles-transparency-and-best-practice-scholarly-publishing

All parties involved in the publishing process (Editors, Reviewers, Authors and Publishers) are expected

to agree on the following ethical principles.

All submissions must be compatible with the aim and scope of the journal. Only the manuscripts that
are original, not published (including as full text in conference proceedings), and not under review
of any other publication simultaneously are accepted for evaluation. The manuscripts must also be
approved by each author in terms of its content and submission.

The name of any author cannot be deleted from the manuscript without the permission of all authors.
A new author name cannot be included in the manuscript, and author order cannot be changed without
the permission of all authors.

Plagiarism, duplication, fraud authorship/denied authorship, research/data fabrication, salami slicing/

salami publication, breaching of copyrights, prevailing conflict of interest are accepted as unethical
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behaviors. All manuscripts that do not comply with the accepted ethical standards are removed from
the publication. If a manuscript with illegal and/or unethical features is realized after its publication, it
is also removed from the publication.

Plagiarism Check

Pre-controlled manuscripts are scanned for plagiarism via using iThenticate software. If plagiarism/
self-plagiarism is detected, the authors are informed. If necessary, editors might check the manuscript
for plagiarism at various stages of the evaluation or production process. High similarity percentages
might cause a manuscript to be rejected before or even after it is accepted.

For a manuscript to be published the similarity percentage must be less than 15% depending on the

category of the manuscript.

Double-Blind Peer Review Process

After the plagiarism check, the appropriate manuscripts are evaluated by the editor-in-chief in terms of
originality, method, importance of the subject and the compatibility with the scope of the journal. The
editor-in-chief presents the manuscripts complying with the formal principles to the evaluation of at
least two referees from Turkey and / or abroad, and ensures that they pass through a fair double-blind
refereeing. The editor-in-chief approves the publication of the manuscript after the necessary changes
requested by the referees are done by the author(s).

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. Except for
commercial purposes, 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
principle is compatible with BOAI definition of open access.

The articles in Connectist: Istanbul University Journal of Communication Sciences are open access
articles licensed under the terms of the Creative Commons Attribution-NonCommercial 4.0 International
(CC BY-NC 4.0) license (https://creativecommons.org/licenses/by-nc/4.0/deed.en)

Article Processing Charge
All expenses of the journal are covered by the Istanbul University. Processing and publication are free of
charge. There is no article processing charges or submission fees for any submitted or accepted articles.

Copyright Notice

Authors publishing with the journal retain the copyright to their work licensed under the Creative
Commons Attribution-NonCommercial 4.0 International license (CC BY-NC 4.0) (https://
creativecommons.org/licenses/by-nc/4.0/) and grant the Publisher non-exclusive commercial right to
publish the work. CC BY-NC 4.0 license permits unrestricted, non-commercial use, distribution, and
reproduction in any medium, provided the original work is properly cited.
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PUBLICATION ETHICS AND MALPRACTICE STATEMENT

Connectist: Istanbul University Journal of Communication Sciences 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 parties involved in the publishing process (Editors, Reviewers, Authors and Publishers) are
expected to agree on the following ethical principles.

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.

Research Ethics

The journal adheres to the highest standards in research ethics and follows the principles of
international research ethics as defined below. The authors are responsible for the compliance of the
manuscripts with the ethical rules.

- Principles of integrity, quality and transparency should be sustained in designing the research,
reviewing the design and conducting the research.

- The research team and participants should be fully informed about the aim, methods, possible
uses and requirements of the research and risks of participation in research.

- The confidentiality of the information provided by the research participants and the
confidentiality of the respondents should be ensured. The research should be designed to
protect the autonomy and dignity of the participants.

- Research participants should participate in the research voluntarily, not under any coercion.

- Any possible harm to participants must be avoided. The research should be planned in such a
way that the participants are not at risk.

- The independence of research must be clear; and any conflict of interest or must be disclosed.

- In experimental studies with human subjects, written informed consent of the participants who
decide to participate in the research must be obtained. In the case of children and those under
wardship or with confirmed insanity, legal custodian’s assent must be obtained.
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- If the study is to be carried out in any institution or organization, approval must be obtained
from this institution or organization.

- In studies with human subject, it must be noted in the method’s section of the manuscript that
the informed consent of the participants and ethics committee approval from the institution
where the study has been conducted have been obtained.

Author’s 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
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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 to provide retractions or corrections of
mistakes.

Responsibility for the Editor and Reviewers

Editor-in-Chief evaluates manuscripts for their scientific content without regard to ethnic origin,
gender, sexual orientation, citizenship, religious belief or political philosophy of the authors. He/She
provides a fair double-blind peer review of the submitted articles for publication and ensures that all
the information related to submitted manuscripts is kept as confidential before publishing.
Editor-in-Chief is responsible for the contents and overall quality of the publication. He/She must
publish errata pages or make corrections when needed.

Editor-in-Chief 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.
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Reviewers must have no conflict of interest with respect to the research, the authors and/or the
research funders. Their judgments must be objective.

Reviewers 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 anonymity of the referees must be ensured. In particular situations, the editor may share
the review of one reviewer with other reviewers to clarify a particular point.

Peer Review Process

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. Editor-in-Chief evaluates manuscripts for their scientific content without regard to ethnic
origin, gender, sexual orientation, citizenship, religious belief or political philosophy of the authors
and ensures a fair double-blind peer review of the selected manuscripts.

The selected manuscripts are sent to at least two referees from abroad or from Turkey. After
accomplishing necessary revisions requested by referees, the authors resubmit the manuscript by
highlighting the changes made. Publication decisions are made by Editor-in-Chief after authors make
necessary revisions requested by referees and the peer-review process is completed.

Editor-in-Chief does not allow any conflicts of interest between the authors, editors and reviewers and
is responsible for final decision for publication of the manuscripts in the Journal.

Reviewers’ judgments must be objective. Reviewers’ comments on the following aspects are expected
while conducting the review.

- Does the manuscript contain new and significant information?

- Does the abstract clearly and accurately describe the content of the manuscript?
- Is the problem significant and concisely stated?

- Are the methods described comprehensively?

- Are the interpretations and consclusions justified by the results?

- Is adequate references made to other Works in the field?

- Is the language acceptable?

Reviewers 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.
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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 anonymity of the referees is important.

Manuscript Organization
The language of the journal is both Turkish and English.

- 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 letter indicating 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.

- Only one manuscript of each author is published in the same year (excluding special issues).

- Papers accepted but not yet included in the issue are published online in the Early View section.

- Authors are responsible for all statements made in their work submitted to the Journal for
publication.

- Studies that are not prepared in accordance with the rules of the journal are directly rejected
without the need for peer review.
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bottom and top, Times New Roman font style in 12 font size and line spacing of 1.5.
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- The studies -according to their categories- should be prepared in line with the following
flow:

1. RESEARCH ARTICLES

INTRODUCTION

-The problem of the research should be defined by making references to the relevant literature. In the
last paragraph before moving on to the sub-headings, the importance of the study, its difference from
other studies, namely its originality, the purpose and method of the study should be specified and its
boundaries should be drawn.

Subheading(s) related to the topic

AIM AND METHODOLOGY

Introductory remarks for the aim and methodology

Aim

After the major aim of the study is indicated, research (sub)questions and/or hypothesis/hypotheses
should be formulated.

Method

The following elements should be given in this section as content, even if they are not given as a title.
* Research Model

* Universe, Sample / Subjects/ Participants

* Data Collection Tool

* Operation

The types of scale, questionnaire, interviews etc. should be clarified, and especially the research
including statistical analyses should have reliability and viability coefficients.

FINDINGS

DISCUSSION AND CONCLUSION

After restating the aim of the study in short, findings should be summed up very briefly and discussed
with reference to the relevant literature.

Then the original opinions related to the research findings should be stated by the author as
concluding remarks.

Before finalizing the study some suggestions should be formulated for future research to contribute to
the relevant field.

ENDNOTES

REFERENCES

2. REVIEW ARTICLESINTRODUCTIONThe problem of the research should be defined by
making references to the relevant literature. In the last paragraph before moving on to the sub-
headings, the importance of the study, its difference from other studies, namely its originality,
the purpose and method of the study should be specified and its boundaries should be drawn.
Subheading(s) related to the topic
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DISCUSSION AND CONCLUSION

After restating the aim of the study in short, findings should be summed up very briefly and discussed
with reference to the relevant literature.

Then the original opinions related to the research findings should be stated by the author as
concluding remarks.

Before finalizing the study some suggestions should be formulated for future research to contribute to
the relevant field.

ENDOTES

REFERENCES

3. SHORT NOTES

Within the scope of short notes, a critical evaluation of any subject, audio-visual/written text, an
event or phenomenon that concerns the field of communication is presented. Unlike original research
articles, short notes do not include field research but may include book criticism, film criticism,

or evaluation of other audio/visual/written products or critical evaluations of organized events.
Originality of the short notes is expected to be created via new and different perspectives of the
experts and veteran scholars.

There is no title system that authors must comply with for short notes. Authors may adopt a title
system appropriate to their subject.

References
- Author(s) are expected to cite primary sources in their studies.
- References to articles published as Early View should be given as “publication in
preparation”.
- The author(s) are responsible for the accuracy of the references. All sources should be cited in
the text and listed alphabetically.

Reference Style and Format
- Connectist: Istanbul University Journal of Communication Sciences, adopts 7th edition of
APA (American Psychological Association) style for in-text citation and references. The rules
for this style can be found at the link below:
- https://apastyle.apa.org/style-grammar-guidelines/references/examples/

- References should be cited as indicated in the examples below.

In-Text Citation

Sources should be indicated in the text by writing the surnames of the authors and the publication date
in parentheses. If more than one source is to be shown, a semicolon (;) should be inserted between the
sources. References should be listed alphabetically.

Citations in the Text
Citations must be indicated with the author surname and publication year and page number within



INFORMATION FOR AUTHORS

the parenthesis. If more than one citation is made within the same paranthesis, separate them with (;).
References should be listed alphabetically

Samples:

Citation with one author;
(Carpentier, 2011)
Carpentier (2011)

Citation with two authors;
(Deleuze & Guattari, p. 1992)
Deleuze and Guattari (1992) aim to explain schizophrenia in a positive manner (p. 45).

Citation with three or more authors;

(Curran et al., 2009)

Citation with abbreviation:

First Citation: (World Health Organisation [WHO], 2020)
Next Citations: (WHO, 2020)

First Citation: World Health Organisation (WHO, 2020)
Next Citations: WHO (2020)

To avoid ambiguity in in-text citations

If the same author published more than one study in the same year: (Fiske, 2010a) (Fiske, 2010b)
If the first authors of multiple references share the same surname but have different initials, include
the first authors’ initials in all in-text citations, even if the year of publication differs.

(A. A. Berger, 2010; J. Berger, 2010)

If the authors of the same publication have the same surname, there is no need to include the first
letters of their names. (Chen & Chen, 2019)

Direct quotations

When citing directly, sentence(s) are enclosed in quotation marks and page numbers are also indicated
in in-text quotations.

According to Luhmann (1982), “Subjectivity is an abstract term invented by philosophers which does
not refer to human beings. The real subject of social action is the social system” (p. 324).

If more than one citation is made within the same paranthesis, separate them with (;). References
should be listed alphabetically.

(Mulvey, 2012; Ryan & Kellner, 2012, p. 152).

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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Book

a) Citation with one author;

Berger, A. A. (2017). Media analysis techniques. Sage Publications.

Kamien R., & Kamien A. (2014). Music: An appreciation. McGraw-Hill Education.

b) Translated book
Foucault, M. (1977). Discipline and punishment: The birth of the prison. (A. Sheridan, Trans.).
Vintage Books.

¢) Book with Multiple Authors
Bordwell, D. & Thompson, K. (2010). Film Art: An Introduction. McGraw-Hill.

¢) Edited book
Miller, T., & Stam, R. (Eds.). (2004). 4 companion to film theory (Vol. 18). John Wiley & Sons.

d) Chapter in an Edited Book
Jenkins, H. (2004). The work of theory in the age of digital transformation. T. Miller & R. Stam
(Eds.), 4 Companion to Film Theory (pp. 234-261). Blackwell.

e) Chapter in the translation book
Schmeder, G. (2015). Isbsliimii dinamiginde kopmalar ve kesintiler. C. Vercellone (Ed.) ve D.
Kundaker (Trans.). Bilissel kapitalizm. (1st ed., 61-75). Otonom Yayincilik.

Piaget, J. (1988). Extracts from Piaget’s theory (G. Gellerier & J. Langer, Trans.). In K. Richardson &
S. Sheldon (Eds.) Cognitive development to adolescence: A reader (pp. 3-18). Hillsdale, NJ:Erlbaum.
(Reprinted from Manual of child psychology, pp. 703-732, by P.H. Myssen, Ed., 1970. Wiley)

f) Book Review

Giil Unlii, D. (2018). Kitap incelemesi [Seffaflik toplumu: Seffaf toplumun elestirisi iizerine bir
okuma). Galatasaray Universitesi Iletisim Dergisi, 28, 279-290. http:/iletisimdergisi.gsu.edu.tr/tr/pub/
issue/37677/436058

Seo, S. (2016). [Review of the book Journalism and Human Rights: How Demographics Drive
Media Coverage by John C. Pollock]. Journal of Communication, 66 (6), E-15-E-17. https://
academic.oup.com/joc/article-abstract/66/6/E15/4082402?redirectedFrom=fulltext

g) Book with Organization as Author
American Psychological Association. (2009). Crediting sources: Citing references in text. Publication
Manual of the American Psychological Association (6th ed., p. 177).
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Article

a) Article

Seyidov, 1. (2020). On conceptual and methodological deficiencies of data journalism-related studies
in Turkey. Connectist: Istanbul University Journal of Communication Sciences, 58, 273-289. https://
doi.org/10.26650/CONNECTIST2020-0070

b) Online article without DOI
Grist, L. (2007). Masculinity, violence, resistance: A new psychoanalytic reading of Raging
Bull. Atlantis, 29(1), 11-27. Retrieved from https://go.gale.com/

¢) Popular magazine article
Salmon, C. (2016, Oct). Ken Loach is right: British film and TV has become too cosy and
conservative. Little White Lies. https://lwlies.com/articles/ken-loach-fake-nostalgia-tv-period-dramas/

Thesis, Symposium

a) Thesis

Kendrick, J. (2005). Screen violence and the new Hollywood [Unpublished Doctoral Dissertation].
Indiana University. https://www.proquest.com/openview/433bbaa0b9973dad53d0aa735d11941a/1?pq-
origsite=gscholar&cbl=18750&diss=y

b) Symposium contribution

Giindiiz, U. & Pembecioglu N. (2021, October, 26-27). Covid-19. H. Adryaman (Chairs), The health
agenda of media in the lights of information ethics and the Covid-19 sentiment analysis of garlic
news [Symposium]. 18. International Communication in the Millennium Symposium, Erzurum,
Turkey.

Other Sources

a) Newspaper Article
Lee, E. (2019, February 1). Digital Media: What Went Wrong. The New York Times. https://www.
nytimes.com/2019/02/01/business/media/buzzfeed-digital-media-wrong.html

b) Internet sayfast kaynaklart
Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized. http://www.
davidbordwell.net/blog/page/27/ adresinden 15 Eyliil 2020 tarihinde alinmustir.

¢) Official publications and press release
Turkish Statistical Institute (2022). Foreign Trade Statistics (Publication number: 45536). https://data.
tuik.gov.tr/Bulten/Index?p=Foreign-Trade-Statistics-January-2022-45536&dil=2
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The White House, Office of the Press Secretary. (2010, August 4). Administration officials

continue travel across the country holding “Recovery Summer” events [Press release]. https:/
obamawhitehouse.archives.gov/realitycheck/the-press-office/administration-officials-continue-travel-
across-country-holding-recovery-summer-eve

¢) Dictionary
Oxford University Press. (n.d.). Communication. In Oxford English Dictionary. Oxford University
Press. Retrieved January 1, 2022, from https://www.lexico.com/definition/communication

d) Podcast

West, S. (2020, December). On Media pt. 1- Manufacturing Consent (Episode 148) [Audio podcast].
In Philosophize this!. https://open.spotify.com/episode/04YIh1REL6KOxInaJWlvth?si=86782f42
0d744114

e) Video/Film
Zizek, S. (2008). Violence [Video]. Youtube. https://www.youtube.com/watch?v=_x0eyNkNpLO
Scorsese, M. (Director). (1976). Taxi Driver [Film]. Columbia Pictures.

P TV series
Chase, D. (Producer). (1999-2007). The Sopranos [TV Series]. HBO.

g) Social Media

Manovich, L. [@manovich]. In the late 1990s South Korea became the leader in Internet connections,
and they launched one of the first social networks Cyworld. Next, they used YouTube to create k-pop
global popularity. Can they repeat their success in metaverse? [Tweet]. Twitter. https://twitter.com/
manovich/status/1462405978356207626

[Tweet] for Twitter, [ Twitter profile] etc., [Facebook status] for Facebook, [Timeline] etc., [Picture]
for Instagram, [Highlight] can be used.
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