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Research Article

Homo Ludens: The Changing Meaning and Function of Game from Traditional Life to
Culture Industry ‘Squid Game’ Example

Ferhat Kacar Abstract: Game is a fundamental part of human life and a universal phenomenon.

Throughout history, games have played an important role in every age from childhood to
Z‘ftrsr'ageg:g’n’f;tty " fF ";‘{Z‘gz %ﬁl Zi:g adulthood, contributing to personal and social development. However, over time, with the
Cinema, Sanlurfa, Tiirkiye development of industrial processes, games have become a part of the culture industry
kacarferhat@harran.edu.tr and this has led to a change in the meaning and function of games. This study emphasises

the relationship of the series Squid Game with the game and its changing function. In the
theoretical part of the study, the definition of the concept of game and its relationship with
culture are evaluated by focusing on Johan Huizinga’s ‘Game Theory’. Then, the traditional
children's games in the series Squid Game are analysed in the context of Huizinga's game
theory and the function and meaning of the game that has been lost with capitalist life are
revealed. In the study, four of the six children's games in the series were analysed using
semiotic and discourse analysis methods. These analyses show how the elements of fun,
sincerity and enjoyment change under difficult conditions. The findings reveal that
economic pressures and social inequalities have transformed the function of games and
that children's games have become deadly and cruel in the struggle for survival and the
ambition to make money in modern society. As a result, it is understood that children's
games in the series have lost their innocence by breaking away from their real ties with

the capitalist system.
Received: 27.08.2024

Accepted: 19.11.2024
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1. Introduction

Generally accepted as an entertainment and leisure activity in daily life, play has existed throughout
history and has survived until today with its function covering individual and social life (Vatandas, 2020,
p.915). According to Ehrmann (1968, p.48), there was a game in the beginning. The beginning of play
developed when people imitated what they saw in natural life. As a result of primitive people's struggle
for survival, they developed hunting rituals by imitating them, and these were effective in the
development of many games over time. Nutku (2011, p.17) divides the development of games into three
basic principles: Imitation, action and collective participation. Games, which emerged as simple
imitative behaviour, started as a simple field of activity and have maintained their continuity until today,
becoming part of rituals such as belief, war and art over time (Yengin, 2012; Ergiin & Misirl;, 2022). The
famous historian Johan Huizinga (2021) defines the importance of playing games in human life as "homo
ludens" (man who plays games). In fact, it is possible to consider human life itself as a game (Cantas &
Koluagik, 2020, p. 413). Huizinga (2021, p. 23) gives examples from drama and literature and compares
the world to a stage where everyone plays their own role. In short, the play is perceived as life and life
as a play (Hazar, 2021, p. 8). In addition, Huizinga (2021) defines play as an optional, voluntary action.
According to Fink (2015, p. 14), play is not a fringe phenomenon in the realm of human life, a random
phenomenon that only occasionally occurs. Play is essentially a part of the ontological structure of
human existence; it is a fundamental phenomenon of vital importance. Based on this, it can be said that
games have very different personal and social effects, from the physical and mental development of the
individual to social development.

Games are a favourite activity not only for children but also for young people and adults. This activity is
one that supports and completes personal development in the childhood phase that begins with the
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baby's perception of the world. Therefore, play is the most functional experience and an integral part of
childhood (Kargi & Akin, 2007, p. 2009). Through play, children make discoveries, have fun, learn,
socialise, relax, develop cognitively and progress (Artar et al., 2007, p. 271). Play is an element that has
an important place in human development from birth to death and contains cultural elements that
people cannot give up throughout history and whose value is gradually increasing (Aksoy & Aksoy,
2021, p. 1). Therefore, the social function of the game maintains its importance from the past to the
present. Due to the impact of the game on human life, it has enabled different researchers and thinkers
to examine it in various aspects (Ehrmann, 1968; Caillois, 2001; Fleer, & Hedegaard, 2010; Fink, 2015,
Huizinga; 2021). Today, games continue to be a field of scientific research. This is due to the fact that
games have become a part of industrial processes with technological developments as well as their
functions.

Areview of the literature on the Squid Game series, which broke worldwide viewing records and became
a global phenomenon, reveals that there are few studies on the subject. As the series attracts the
attention of many viewers worldwide, the contribution of studies on this topic to the literature is
important. A review of the literature on the Squid Game series shows that game theory studies have been
conducted in a variety of contexts. Studies have been conducted on the teaching of the Squid Game series
in the classroom (Geerling et al., 2023), vocabulary development (Chonnia & Izzah, 2022), mathematical
learning (Yustina & Yahfizham, 2023; Sani & Syarif 2023), meta-heuristic algorithms that suggest
strategies and rules (Azizi et al., 2023), collages that facilitate reading and learning for viewers
(Borchard, 2022). In addition, an axiological perspective on the ethical issues of the Squid Game series
and its impact on human moral values (Mukarromah et al., 2022) and ethical questions about the game
(Chung, 2023) were conducted. In addition, due to the appreciation of the series by its viewers, it has
also had a significant response on social media, and descriptive studies have been conducted on this
topic (Siregar et al., 2021). The strong narrative of the series and the psychological and dramatic stories
of the characters, their participation in violent acts to stay in the game and win prizes have also been
the subject of several studies (Tuna & Akgiin, 2022). The survival efforts of people who risk their lives
by risking death to solve their material problems have been examined in the axis of the concept of
"necropolitics” (Park, 2024), and in another study, a descriptive analysis of the ruthlessness of the
competitive capitalist system has been made (Swetha et al,, 2022; Akyildiz & Sesen, 2022). Another
study suggests that the child characters in Squid Game must eventually be overcome in order to
transform into men in the transition from innocence to maturity (Yoo, 2023). Studies on Squid Game
focus not only on the content, but also on the relationship of the series to popular culture and how it is
part of the industrial process (Payzin & Tuncer, 2022), a critical reading of McLuhan's “global village”
thesis in relation to Squid Game (MiSa, 2022), and the impact of the viral effect of social media on the
rapid spread and popularisation of the series (Mukarromah et al., 2022; Cho, 2021; Sparks, 2021; Horn,
2021; Pelin et al., 2023). Although this study of The Squid Game series has some commonalities with
other articles, it differs from other studies in that it reveals the changing function of the game. In
addition, it is completely different from other studies in terms of the method used to reveal the changing
function and meaning of the game, and it can be said that it has unique value in this respect.

In this study, an analysis of the Squid Game series is conducted to reveal the changing function and
meaning of the game. The Squid Game series focuses on the transition of the game's role from traditional
society to modern society and its forgotten function. This change is particularly related to the influence
of capitalist life and the industrialization of culture. In the Squid Game series, emphasis is placed on the
traditional meaning of the game, highlighting the increasingly industrialized functions of games. The
purpose of this study is to reveal how the game loses its traditional meaning and real function through
the Squid Game series. In this context, firstly, a general definition of the concept of the game is made, and
the relationship of the game with culture is emphasized. In the analyses related to the game in the series,
discourse analysis method is used primarily to analyze the dialogues and the structure of the game. To
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concretize the meanings of discourse analysis, visuals of the games “Red Light Green Light,
Dalgona/Sugar Game, Marbles, and Squid Game” in the series are included, and the changing function of
the game is strengthened by using the semiotic method. Thus, the two methods are used in a way that
supports each other to carry out the analyses.

2. The Concept of Game and the Function of Game

There are many definitions in the literature of the concept of game, which can be found in all areas of
life. In the most basic sense, a game is a cultural activity outside the real world, organised by people
alone or together to have fun and spend time, with certain rules (Yengin, 2012, p. 86; Selvi-Bener, 2013,
p. 11). The fact that the word ‘pais’, which means child in ancient Greek, comes from the same root as
the words ‘paizo’ (to play, to have fun) and ‘paidia’ (play, entertainment) (Golden, 1993, p.53) is an
inference about the nature of play. In English, ‘game’ and ‘play’ are both verbs and nouns. In the past,
the words ‘game’ or ‘play’ were used in Turkish in the sense of ‘play/entertainment, leisure activities
such as playing instruments, music, raks, playing instruments, dancing, spending free time’ (Nisanyan,
2007, p.654). In today's Turkish Language Association Dictionary (TDK), the word game is used for
many different types of games and refers to game activities in many different areas. Game is defined as
entertainment with certain rules, spending time, the way the artist plays his role in theatre and cinema,
the work prepared to be performed and played on stage, all the movements made with musical
accompaniment, all kinds of competitions based on agility, all kinds of surprising movements made to
defeat his opponent in wrestling, the result obtained by winning a certain number of sides in
backgammon and tennis, intrigue, scheme, order, trick (TDK, 2023). As can be seen from this definition,
gaming covers a wide range of activities that occupy an important place in the lives of societies and
individuals.

Huizinga argued that play is the basis of all human culture, including religion (Coleman, 2017, p. 374).
When we look at human life, it can be likened to a scripted game scene and what people do, as in
computer games. According to Huizinga (2021, p. 14), if the content of our actions is subjected to an in-
depth analysis, it can be concluded that all human actions are merely games. Human beings have
resorted to play to make sense of their daily actions. Games, which started at a primitive level, have
spread to all areas of life over time.

"According to the ancient Greek philosopher Aristotle, a play is the representation of people ‘in action’”
(Brockett & Ball, 2018, p.40). This representation, which Aristotle basically says for theatre plays, is
valid for all plays that continue to exist at different levels in life. Play allows individuals to structure past,
present and future experiences. Thanks to play, individuals have the opportunity to show their
characteristics such as creativity, language and social adaptation by behaving as they wish in a safe
environment (Artar, et al. 2007, p. 271). In addition, in childhood, play is an aid that provides a source
for the future, creates a connection with the past, and at the same time provides experience in the
context of preparing for adulthood (Aksoy & Aksoy, 2021, p. 2). In the traditional sense, street games
are a part of children's social lives and contribute to their physical and social development (Hazar, 2021,
p. 3). In addition, traditional games play an important role in the development and socialisation of
individuals.

In the traditional sense, games are defined as games in which the players determine the game
equipment, the playing field and the rules of the game themselves by using the materials that
spontaneously exist in nature (stone, soil, wood, bone, etc.), where creativity and productivity are at the
forefront, but where a limited number of players are involved due to their structure (Hazar, 2021, p.9).
In most traditional games, gain is not important, having fun and socialising are among the most
important goals. Structurally, game activity is not an individual and isolated action; the game is open to
fellow players as playmates (Fink, 2015, p.19).
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In addition, the ways, rules and goals of games are often different. In his work 'Philosophical
Investigations', Ludwig Wittgenstein tries to draw attention to the diversity of games by asking
questions about them. Wittgenstein (2006, p. 48) invites to analyse for games by asking what is common
to them all? According to Wittgenstein, "games must have something in common, otherwise they cannot
be called ‘games’. For when you look at games, you may not find a common feature in all of them, but
you will see similarities, connections, and a whole series of them (2006, p.48). Wittgenstein identifies
game similarities with family similarities.

In addition to some general characteristics of games, games differ according to their own characteristics.
Although games such as board games, card games, sports games all have some common features, each
game has a very different purpose, liberating function and entertaining aspect. Therefore, the game is
accepted as a field of action (Caillois, 2001, Huizinga, 2021) that is freely participated in without any
material benefit or profit. Han's (2019, p.61) statement on play that “play is not played with ‘thereness’

wm

in ‘boredom’ or ‘anxiety’” sums up the general motivation of the study.

In the modern sense, games are shaped in a professional process in which players play with ready-made
tools and equipment provided to them in advance, playgrounds are predetermined, and game fiction
and game rules are shaped in a professional process. In addition to the entertainment value of these
games from the past to the present, there is also the commodity value of games created by technology.
Today, popular computer games are based on modern games from the past to the present. In these
games, dozens of people can play at the same time and they constitute the playground of a gigantic
virtual world where the phenomenon of space and time disappears.

Today, with the inclusion of computer technology and new media features in games, it changes the
socialisation function of games. The most important aspect of traditional games that differs from digital
games is the professional structuring of the game production process and the social interaction
dimension. Traditional games do not have a professional protector and are anonymous. However, digital
games are the result of industrial production that has commodity value itself, apart from those involved
in the game. The game is not anonymous and the interaction of people takes place through a tool
(computer, telephone, etc.). In addition, in today's digital games, the identities of the people are
expressed through pseudonyms, thus alienating them. Therefore, the purpose and meaning of the social
function of the game today has changed due to the change in cultural processes. Gamification as a means
of production has destroyed the redemptive potential of the game (Han, 2019, p.60). If the game is
accepted as a cultural phenomenon, the social function of games in traditional culture has entered a new
phase with technological development.

3. Game-Culture Relationship

Looking at the historical process, it is seen that the history of the game is as old as the history of man
and that societies bear traces of cultural structures. Games are formed together with culture in the focus
of socialisation practices and social dynamics of human history (Giilsoy, 2019). However, the view that
games existed before culture and contributed to the development of culture has changed with Huizinga.
“According to Huizinga, the game is prior to culture, not as a result of emergence from various cultures
or a coincidence, but on the contrary, it is one of the factors in the birth of various forms of culture” (And,
2012, p.27). Huizinga's greatest achievement is that he discovered the element of play as a common
denominator and an important cultural factor (Ehrmann, 1968, p. 31). Huizinga, in his own work,
prioritizes play, arguing that play exists superior to or independent of culture (Huizinga, 2021).
Huizinga "reveals the role of play in both culture and history despite being a historian" (Dursun, 2014,
p.143). In general, Huizinga's thesis is that play is not only central to human experience; it constitutes
everything that is meaningful in human culture. Culture, as Huizinga argues, does not create play; play
creates culture. Wild games, which started collectively, developed over time, became regularised and
turned into rituals and religious rites/ceremonies. Certain sacred ceremonies, rites and rituals came
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into existence through games (Huizinga, 2021). In almost every instance that Huizinga identifies as
sacred, play highlights the central and defining feature of our most valued cultural rituals. Therefore,
according to Huizinga, play is not something we do; it is about who you are.

There was play before language. In certain periods of human history, some games were needed to
explain the cyclical framework of life (Yildirnm, 2021, p. 19). Whether primitive societies or
contemporary societies, play has maintained its place as an important phenomenon in life. Primitive
man's struggle against nature, his struggle for existence and his awareness of himself have formed the
source of the development of the game. Yildirim (2021, pp. 22-23), in support of Huizinga, states that
"man's playing or expressing himself through play is a situation that transcends ages and cultures". Play
also plays a functional role in increasing the relationality between cultures. In addition, the game serves
the communication function of individuals and societies. “In the final analysis, just as culture is a form
of communication, play and play is a form of communication” (Ehrmann, 1968, p.56). It affects the
individual's acculturation and socialisation dimensions.

Huizinga's treatment of play as independent of culture and his prioritisation of play were later criticised
by many scholars. In contrast to Huizinga, Ehrmann and Fink do not see play and reality in complete
opposition. Fink intertwines the phenomenon of play and life. According to Fink (2015, p. 11), "the fact
that we live in play, that we do not see it as an external event, indicates that humans are the 'subjects’ of
play". Fink grounds play as a fundamental possibility of social existence. He sees play as an intrinsic form
of human unity played together (Fink, 2015, p. 19). Although Fink and Ehrmann agree with Huizinga on
many points, they do not separate play from the familiar world and culture.

The play "temporarily leaves real life and enters into its own order and world" (And, 2012, p.28). This
order has its own rules and equipment. "In the historical process, the materials used in games, rules and
ways of playing games have constantly changed and diversified" (Aksoy & Aksoy, 2021, p. 18). In the
early periods, games played with materials such as stone, bone, wood, sand, and water contain cultural
traces of the social environment. However, the game materials created in the natural conditions in which
the early people lived were replaced by fabricated products over time. The games played by adults have
been limited to certain areas, the areas where children play have been confined to certain spaces, and
the game tools have started to consist of single-level, fabricated toys produced in certain standards. With
the increase in digital life, games based on computer technology have increased and toys have turned
into tools that decorate children’s rooms.

Games bear the traces of the norms and rules of the society. The rules are definite and cannot be broken,
and breaking the rules requires its own penalties. These rules and punishments constitute the tense
nature of the game. While the struggle to win increases the tension, games also involve conflicts of
interest and victories. Games differ from a real conflict situation in that they must be conducted within
certain rules. Although games such as chess, draughts and cards are simple games, they are determined
within the framework of certain rules and end with victory or winning. Therefore, game players and
fans have certain goals (Bakoglu, 1991, pp. 2-3). Players have certain value judgements besides their
aims. Therefore, in the social life to which they belong, players are “bound by certain value judgements:
courage, resilience, opportunities and most importantly the obligation to obey the rules of the game
despite the desire to win” (And, 2012, p. 29).

Both the existence of the game independent from the cultural process and its function affecting culture
have changed with modern life. Therefore, the game's own archaic foundations and value judgements,
its seriousness and entertainment side started to experience a collapse with modern life. In fact, the
game has been detached from its own context and its traditional bond and meaning have collapsed. The
self-power of the game has turned into a creative activity of the culture industry and has lost its own
seriousness. With the disappearance of the distinction between play and seriousness, politics, war,
economy and morality, which are the serious affairs of life, have turned into a so-called game, and the
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game has lost its indispensable qualities such as spontaneity, simplicity and joy (Dursun, 2014, p.149).
However, Huizinga (2021, p.21) states that animals also play games and that this is a situation far
beyond mechanics, that humans also play games and are aware of this, and that this situation can be
explained by the irrational existence of the game beyond being intelligent beings. Schiller (1999, p.61)
also draws attention to the importance of play in human life with the statements “man is fully human
only when he plays and plays only when he is human”. Schiller also states that play forms the basis of
aesthetic art and the more difficult art of life. However, the irrational nature of play has been rationalized
and removed from its real context by the culture industry. The game has merged with the power to
create industrial culture, and over time it has become a mere leisure activity within culture and has
begun to lose its true function.

Internationally, the game has become a political struggle and a race for supremacy. Today, the main
purpose of sporting activities is to show national superiority by winning gold, silver and bronze medals
in international competitions. This situation causes games to be detached from their real meaning and
to be introduced into a new world of meaning. Pleasure, joy and sacrifice which Huizinga states as the
distinctive features of games, are lost; therefore, the game loses its true game quality (Dursun, 2014, p.
150). According to Huizinga, what stands out in the game and exists independently of culture is ‘joy’ and
‘humor’. These are the essence that makes the game a game. In this case, the exchange in the game is to
win, except for the purpose of profit (Huizinga, 2021, p.80). Honour, prestige and reputation are the
gains in the following processes. Therefore, in the traditional games of the past, the economic aspect of
the games is not related to today's commodity value. Historically, in many great games, honour, fame,
names came to the fore and certain values were dedicated to the winner of the game. However, in no
period of history have games been politicised as in modern life and entered into the vortex of the
industrial field.

4. Purpose and Method of the Study

In this study, the games in the Squid Game series were analysed through discourse analysis and
semiotics methods. Discourse analysis allows us to analyse how social power relations and cultural
codes are shaped through the games in the series. This method analyses not only the words and
sentences in texts, but also how language interacts with the social environment and how meanings are
constructed through this interaction (Parsa & Olgundeniz, 2014, p. 105). Moreover, it is possible to
consider visuality as a kind of discourse (Rose, 2023, p. 232). In this context, the visuals of the games in
the Squid Game series were analysed together with the language and discourses used by the characters.

Semiotics, on the other hand, plays a supporting role to discourse analysis in this study and analyses
signs (plain meaning) and their deeper meanings (connotations). Semiotics is used by theorists such as
Peirce and Saussure to analyse the meaning of cultural codes (Smith-Shark, 2016, p. 58). According to
Peirce (1982), the relationship between an object and its sign can be indicative, visual or symbolic
(consensual). All three types of signs carry meaning and play an important role in the construction of
reality and thought. Barthes defines the aim of semiotics as revealing the structure of meaning systems
outside language (Barthes, 1993, p. 72). Barthes also states that signs have two levels of meaning: The
meaning at the first level is the denotative meaning, which is the dictionary meaning of the sign; this is
the first perception formed in our minds. On the second level is the connotative meaning, which is a
deeper and indirect meaning. Barthes argues that this second level of meaning contains ideological
effects.

For the analysis of the study, screenshots taken from the game scenes in the series were used. In this
analysis, the concepts of Signs, Signifier, Signified/Denotative Meaning and Connotative Meaning were
taken as reference. Each scene was first analysed as a signifier, then the symbols or expressions
representing these signifiers were determined. Afterwards, the plain meanings (denotative) of these
symbols were analysed and then the connotative meanings (connotative), which are the deeper, indirect
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and ideological meanings carried by these signs, were analysed. With this method, the surface meanings
were evaluated and then the changing function of the play was tried to be revealed by analysing the
social and cultural subtexts of the play.

The changes in the functions of the plays that stand out in the analysis were associated with Huizinga's
basic concepts of play. The indicators and discourses in the play scenes were used to understand how
the initial innocent and entertaining structure of the plays transformed. After these indicators were
identified, the effects of this change in the function of the game in the social and cultural context were
explained by quoting Huizinga's game theories. In this way, it is clearly demonstrated how games have
gone from being a source of innocence and entertainment to becoming a part of the capitalist system.

4.1. Sample of the study

In this study, purposive sampling method was preferred. This method is based on the principle of
selecting the items that can best represent the universe based on the information the researcher has
about the universe and the objectives of the study (Babbie, 2020). The reason for choosing the Squid
Game series as a sample is that the games in the series have a certain systematic that meets the
conceptual discussions and definitions. Of the six children's games in the series, four (red light green
light, dalgona/candy game, marble game and squid game) were selected for analysis. In the selection of
the games, the games that did not have a meaningful connection with the childhood of the actors were
excluded from the study. Therefore, the analysis was limited to only four games that had a deep
connection with the childhood memories of the players.

4.2. Plot of the Squid Game series

The South Korean series Squid Game, released by Netflix in 2021, is structured around six different
children's games. At the centre of the narrative are 456 debt-ridden individuals who occupy the lower
echelons of society and face severe economic hardship. Marginalised by the capitalist system and
struggling with financial instability in adulthood, these participants are forced into a high-stakes
competition for survival. Unable to pay their debts and beset by various socio-economic challenges,
these individuals are selected by a mysterious organisation and transported to a secret island. The aim
of the competition is to award a substantial cash prize to the individual who manages to survive by
successfully completing a series of childhood-esque games.

The Squid Game series offers a critical examination of global capitalism, with a particular focus on how
the capitalist structure of South Korea has a profound effect on the lives of individuals. As a result, the
series is often interpreted as an allegory of South Korean capitalism, offering nuanced insights into
issues such as economic inequality, debt and poverty (Geerling et al., 2023). The six children's games
depicted in the series are instrumental in articulating this critique, highlighting how the individualism
fostered by the capitalist system has transformed social culture and eroded the traditional meaning of
these games. The series also illustrates how the wealthy manipulate these games for their own morbid
pleasure, turning them into deadly competitions. The depiction of childhood games losing their original
meaning in the adult world, as well as the depiction of how human nature changes under certain
conditions, is crucial to understanding the thematic concerns of the series. The following analysis
explores how the cultural function and meaning of the games have changed, using four of these
childhood games as key examples.

5. Analysis and Findings

In this section, the visuals and discourses of four children's games in the series Squid Game were
analysed. The analyses started with the squid game played by the children shown at the beginning of
the series, and then the four games in the series were analysed.
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5.1. Analysis of the Squid Game played by children

Squid Game is a South Korean children's game, also known as ‘Squid Gaisan’ or ‘Squid Takkari’. In the
game, there are two teams: offence and defence. The offensive team tries to reach a certain goal, while
the defence team tries to prevent them (Arslan & Kotan, 2023, p.79). The squid game is shown in the
beginning scenes of the series and in the last game on the island. Visuals of the scenes where the squid
game is played at the beginning of the series are presented below.

Image 1 Image 2
Image of Children Waiting to Play View of Squid Game Played by Children
Squid Game from a Hilltop Angl

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).

Signs: image of the Squid Game played by children (Images 1, 2).

Signifier: A view of children playing Squid Game at eye level and from the top angle of how
the game is played

Signified/ Denotative Meaning: In black and white frames, accompanied by the sound of
a flute and an external narrator voice, how the game is played and the general rules of the
game are explained. In the first scenes of the series, the pure nature of the children's game
and its traditional cultural function are emphasised.

Connotative Meaning: The children's game of squid offers a real challenge and enjoyment,
without the influence of a third party or system (capitalism). This is reflected in the player's
total immersion in the game and in the enthusiasm of the children shouting ‘hooray’ at the
finale. The fact that the series begins with a children's game emphasises the unspoilt, pure
nature of the game.

Each game has its own rules and these rules are binding for all players; when the rules are violated, the
game collapses and ends. The "squid game" in the opening scene of the series is played in an area
delimited by certain lines and involves strict rules and time-space limitations. The six children's games
in the series have similar rules to games in everyday life. Each game continues within its set rules and
order (Huizinga, 2021). However, the difference between the games in the series and real games is that
the nature of the game is distorted with the motivation of death and great reward. While in real games,
cheaters are disabled, in the series, 456 people are allowed to cheat. In the games played on the island,
chivalry is ignored and the players are left alone with their own nature, which undermines the true
nature and meaning of the games. While playing together in real games brings players closer (And,
2012), in the Squid Game series, those involved in the game deepen their mistrust towards each other
over time. Partial groupings and co-operation in the game only serve the purpose of survival for certain
interests.

In games based on organized violence, players are usually played within certain rules that take into
account their weight, age and height, and equality is ensured. However, in games such as Squid Game,
the rules do not equalise the abilities and powers of the players, and the stronger one is free to act as he
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wants. This situation evokes social Darwinism and modern capitalism and emphasises the capitalist
world where the strong oppress the weak.

No material gain or benefit is expected in games (Huizinga, 2021). Caillois (2001, p.5) also supports
Huizinga's views and states that "one of the characteristics of the game is that it does not produce any
wealth or goods". However, 455 people in the series are forced to participate in the game due to financial
difficulties. The incentive (money) offered by the series as a reward stands out as a powerful metaphor
emphasising the loss of innocence of the players. This situation, which is embodied by the relationship
established with childhood and past games, is important for understanding the changing function of the
game. In the game, it is shown how childish innocence is damaged under difficult conditions and how
the elements of pleasure are destroyed. The relationship between the squid game played by the children
in the series and the final game on the island reveals the lost and changing function of the game.

5.2. Analysis of the game "red light, green light"

The first game, ‘Red Light, Green Light,’ at the facility on a remote island begins with the players standing
at the far end of the field. Opposite them, near the finish line, is a giant doll (Image-3). The aim of the
players is to cross the field and reach the opposite side. When the doll says ‘Green Light’, the song plays
and the players move. When the doll says ‘Red Light’, they have to stop. The doll turns its head while
singing the song and looks at the players again when it stops. Thanks to its cameras, it detects those who
move and excludes them from the game. Players can only move when they hear ‘Green Light'. Every
player who crosses the line is considered the winner (Image-6). The elimination logic in the first game
works similarly in the following games. Players do not realise at first that ‘elimination’ means being shot.
When they see that those who are shot are dead, panic sets in and those who move are killed and
eliminated. When the game ends, the players indicate that they do not wish to continue, and the game is
cancelled by a vote. They return to the challenging conditions of their daily lives. After a while, cards are
left with invitations to rejoin the game. Desperate in the real world, most of the players are forced to
return to the island. The visuals of the game ‘Red Light, Green Light’ are presented below.

Image 3 Image 4

Digital Image of the Players Red Light, Green Light Front view of the Game

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).
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Image 5 Image 6

e Red Line

Still Image of Seong Gi-Hun Image of th

/N Y

kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).
Signs: Red Light, Green Light game (Image 3, 4, 5, 6)

Signifier: The four images show the process from the beginning to the end of the game from
different angles.

Signified/Denotative Meaning: 456 people who think they are playing a normal children's
game experience panic and fear when they realize that elimination results in death.

Connotative Meaning: The children's meaning and purpose of the game has been lost, and
children's games have become a tool to satisfy the pleasure of VIPs. The innocence and
childishness of children's games in the beginning have lost their meaning in the adult world;
games have lost their unifying function and become a part of the capitalist system. This
process shows that individual interest has come to the forefront in the struggle for human
survival.

Games require voluntary participation. Every game is essentially a voluntary act (Suits, 2014; Huizinga,
2021, p. 26). However, due to the difficult living conditions in the series, the players were forced to
participate in the game. Here, participation is not voluntary, and the players had to return to the island
knowing that they would die. This situation requires a revision of the analyses of Huizinga (2021) and
Suits (2014) or a focus on the changing function of the game. For every action in the game requires
voluntary participation. A person can play a game voluntarily by accepting its rules, and this contradicts
coercion. In the Red Light, Green Light game in the series, the players agreed to participate, but
participation became coercive because they did not know that the rules had changed. In this way, the
voluntary nature of the game became coercive, and the known rules were overridden. The game, which
was initially seen as a normal and fun children's game, became deadly. The innocence of children's play
was destroyed, and the elements of freedom, pleasure and fun were removed.

According to Huizinga (2021), play is a free activity. Similarly, Caillois (2001, p. 6) defines play as a
voluntary and optional activity, stating that when one is forced to play, it ceases to be play. Building on
Huizinga and Caillois' association of play with free action, it can be argued that in Squid Game the space
constructed for the participants and organisers falls outside the realm of free action. Players are forced
to participate in the game against their will and personal pleasure. Those who wish to leave the game
have no real option, and each character embodies the struggles they face in real life. The participants
are individuals marginalised by the harsh conditions of South Korean society. The rules of the game have
been changed by those who prioritise their own pleasures (the VIPs), and the game is designed to
exclude the possibility of free action by the individual. The players, who in the real world are struggling
with debt and deprived of social rights, are involuntarily forced to participate in the game against their
free will. This shift transforms the game from a part of everyday life into a struggle for survival for the
participants. The inequality within the game mirrors the unequal order of the outside world.
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Furthermore, as shown in Figure 5, the game organisers see the participants on the same level as
characters in digital games.

Reiland (2022, p. 639) notes that games do not always have to be based on voluntary action. However,
even if a game is not rooted in voluntarism, it still contains an element of freedom, enjoyment and
spontaneity. In Squid Game, on the other hand, there is a ruthless external world. It forces participants
into the game. The 455 individuals who enter the game are fleeing a daily life made brutal by economic
rules. In the series, what intensifies the desire to win is the substantial monetary reward on offer. This
gambling activity, which is closely linked to everyday life, becomes compulsive because it represents
not only a reward but also the hope of financial salvation. In this situation, participants are forced to
choose between two bad options, blurring the line between life and death. For those who join the game,
the distinction between life and death has disappeared, because the purpose of life has been devalued
by the system.

Huizinga (2021, p. 27) defines play as a sphere of activity independent of everyday life, separate from
the mechanisms of direct satisfaction of needs and desires. In the series, however, play is directly linked
to everyday life, to pleasure and to essential needs. The intrinsic purpose of the game has been lost,
becoming merely a tool for satisfying the pleasures of the VIPs. As a result, the function of the game as a
complement to everyday life has disappeared. The innocence and childlike qualities depicted in the
children's play scenes at the beginning of the series lose their meaning in the adult world. Play is thus
transformed from an end in itself to a means to an end. The importance and cultural function of play in
South Korean society is highlighted by the contrast with the children's games at the beginning of the
series. The innocent, childlike, unifying and community-strengthening functions of play have weakened,
and with the rise of the capitalist system, social bonds and moral values have deteriorated. A coercive
relationship has been established between the capitalist system, the game organizers and the players.

5.3. Analysis of the umbrella/sugar mold (dalgona-umbrella man) game

As shown in Figure 8, the contestants are taken to a playground similar to children's games and asked
to choose certain shapes. Sang-woo chooses the triangle, Ali the circle, Gi-hun the umbrella and Old Man
the star. In the game ‘Dalgona candy’, players are asked to remove the shapes made of dalgona candies
that match the shapes they have chosen without breaking them. Gi-hun removes the umbrella shape,
which is a difficult choice, by licking the honeycomb. Players who fail to remove the shape or break it
are also killed. At the end of the game, player 119, who cannot remove the shape, takes a gun from one
of the men in red with a triangle symbol on his head and wounds the man with a square symbol. The
other masked men also point guns at him. Player 119 asks the man in red to take off his mask. Seeing
that the person unmasked is a child, Player 119 commits suicide with his gun. The man in red, whose
face is exposed, cannot escape from being killed. Visuals and semiotic analyses of the play are presented
below.

Image 7 Image 8

Image of Children Rushing to Dalgona Candy View of the Hall of the Dalgona Game

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).
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Signs: Scenes from the Dalgona play (Image 7 and Image 8)

Signifier: In Image 7, there is a scene of children running to get candy, while in Image 8,
there is an image of adult competitors taken to the playground.

Signified/ Denotative Meaning: Image 7 shows a group of children playing a game and
running to get candy after the game. Image 8, on the other hand, shows the adult contestants
brought to the same area, looking at the vehicles in which children's games are played and
waiting with curiosity to see what kind of game they will play. Children's games, which were
played with innocence and joy in the past, have now turned into a deadly competition in
which adults participate. Players have to fulfil the tasks assigned to them in order to survive,
and if they violate the simple rules of the game, they face elimination, i.e. death. Although
the symbols and shapes used in the game are reminiscent of children's games, this time the
price of losing in the game will be the loss of their lives.

Connotative Meaning: The games depict how the capitalist system corrupts individuals
and weakens social bonds. For VIPs, games have turned into an entertainment that
objectifies the lives of the lower class. Games have become devoid of moral values and the
struggle for survival has evolved into a system in which individuals try to outwit each other
through cheating and deception.

The second game of the series, the ‘umbrella/dalgona’ game, is presented in connection with past
children's games (Image 7). While the symbols in the candy game are associated with childhood games,
it is emphasised that these games played with joy turn into people who cheat under difficult conditions
in the adult world. Sang-woo's misleading his teammates with the desire to win shows how people can
change under pressure. It also emphasises how the social and cultural meanings of games differ. Sang-
woo tells Kang Sae-byeok ‘you are a North Korean refugee, all the games we play are the games I played
when I was a child’, while Ali compares the ‘circle’ to the moon in his hometown, revealing the cultural
differences of games.

Despite the connection of the game with the past and the emotions it arouses in the players, it is
emphasised that the meaning of a simple children's game has changed, the innocence of childhood has
been lost and games no longer have the same meaning. This situation is embodied in a scene between
Gi-hun and Sang-woo. Gi-hun asks Sang-woo what they should do but Sang-woo does not give
information about the content of the game, although he has guessed the game. Sang-woo says, “It can be
dangerous to act together, if we all choose the same way, we can make things difficult”. To convince his
teammates, he says, “There is a saying in investing: don't put all your eggs in the same basket.” In
response to these statements, Gi-Hun praises Sang-woo by pointing out that he “entered Seoul
University at the top of his class”. After the praise, everyone chooses their own shape. Oh II-nam uses a
critical expression while choosing the star, saying "we rarely see stars in this era".

As the plays progress, contrasts such as good-bad and right-wrong are emphasized, showing how the
capitalist system corrupts human nature. Huizinga (2021, p. 25) states that play has no moral function,
it is outside the opposites of good-bad and right-wrong. However, in the series, games constantly bring
these concepts to the fore, emphasizing that values such as sin and virtue, morality and immorality are
increasingly ignored. By drawing attention to how social and economic difficulties change the game, it
is explained that a system is created in which actors are objectified and neutralized. The actors are
selected from the most vulnerable segments of society and turned into a spectacle in which they must
kill each other in order to survive. Economic obligations and mental desperation compelled them to
participate in the game, thus revealing that they had no real choice. The games are constructed as the
objects of VIPs rather than the individual wishes of the players, and a critique of a system in which social
ties are weakened and individualism comes to the fore is presented.
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5.4. Analysis of the “marble” game

This game, known locally by various names such as marble, bilya, cicoz, cille and mile, is a game played
by children in many societies and is still played in many places. Although the marble game, known as
'daeliseog geim' in Korea, is called by different names and played with different rules, the main tool is
always marbles (Arslan & Kotan, 2023, p.78). The main objective in marble games is to get the
opponent's marbles. Some images of the game are presented below.

Image 9 Image 10

0ld Neighbourhood Image from the Game Image of ll-nam and Gi-hun

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).
Image 11 Image 12
Image of Abdul Ali and Sang-woo Image Sae-byeok and Li-yeong

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).

Signs: Image of the neighbourhood where the marble game is played and the people who
will play (Image, 9, 10, 11, 12)

Signifier: An artificial playground reflecting the neighbourhood culture and images of two
people playing marble game.

Signified/Denotative Meaning: By giving indicators of the neighbourhood where the
players spent their childhood, a connection with their past is established. Before coming to
the playground, the players are taken into a large white hall and it is explained that the game
will be played with two people. Participants try to choose their playmates according to
personal characteristics such as strong, weak, cunning, naive. In these choices, gender
inequalities and discourses against women are also included, drawing attention to the
relationship of games with gender.

Connotative Meaning: Children's games played for friendship and entertainment have
turned into a struggle for survival based on selfishness, cheating and deception in the
modern capitalist system. The function of games that strengthen social bonds has
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weakened, and individual interests and the urge to survive have come to the fore. The
behaviour of Gi-hun and other characters shows how the capitalist system corrupts human
nature and the loss of moral values, embodying that the game has become a commodity.

In addition to revealing the nature of people in general through a game, the fact that the game takes
place spatially in a place where the old neighbourhood culture is lived reminds the longing for past
memories and focuses on the changing function of the game. This is revealed in the dialogues between
Oh Il-nam (0ld Uncle) and Gi-hun (image 10):

[I-nam: "I used to live in a neighbourhood just like this”.
Gi-hun: "I used to live in an alleyway very similar to this one”.

The general narrative of the series and the dialogues between the characters draw attention to the
neighborhood culture where childhood and values of the past period are lived. In the final episode of
the series, I[l-nam's discourses and expressions about why he designed this game reflect the real
characteristics of the game. This is reinforced by Il-nam and Gi-hun's discourses and aspirations. In
addition to reflecting the general characteristics of the game, the marble game is also important in terms
of emphasising the friendships established.

In the past, the erosion of naturalness, simplicity, sincerity, and camaraderie within neighborhoods is
encapsulated by the term "kanka" (buddy). Gi-hun asks, "Mr Uncle, have you ever played marbles?” and
[I-nam says, "Of course I have, [ used to play marbles a lot when [ was a kid, | was pretty good at it". Gi-
hun says, "I was good at it too, | was relieved, [ was afraid it would be a game of strength". [I-nam says,
"Let's be friends" and they agree to be friends. This reflects the sincerity and honesty of Il-nam, who
longs for the game, and Gi-hun, who has a pure and clean nature. At this point, the rules of the game have
not yet been determined; the players understand the natural situation they played as children and the
real game in the spatial atmosphere created. However, with the later announcement, the expectations
of the game disappear. The rules and conditions of the game now continue under the tension of death,
and the desire to survive leads Gi-hun to cheat. Moreover, the arbitrariness of the game disappears. The
game becomes an arena of struggle for prize money and survival. Getting the money and surviving
deprives the game of its true meaning. The fact that modern man has brought it a little closer to the
playground commodifies the social value of the game (Huizinga, 2021, p. 49).

The dialogues between Gi-hun and Old Uncle emphasise the neighbourhood culture and weakening ties
destroyed by capitalist life. There are discourses that the games they played as children have changed
and that the neighbourhood culture and children's games of their childhood no longer exist. Old Uncle's
"let's be buddies" discourse emphasises that in order to play games, it is necessary to develop certain
emotions or bonds in order to enjoy them. As Gi-hun and Old Uncle listen to the announcement about
the rules of the game after agreeing to be buddies, Gi-hun is shocked and the threat of death in the game
becomes more apparent for him. During the game, Gi-hun takes advantage of Old Uncle's momentary
memory loss to deceive him. The desire to win the race and claim the big prize money, combined with
the unspeakable fear of the contestants, leads many players to cheat. Feelings of pity and love disappear.
Even a husband and wife couple try to win the game at the expense of survival, thus questioning the
bonds of marriage. In addition, after the game starts, there are references to the fact that people can
cheat as well as make sacrifices. An important message is given by maintaining the gentlemanliness in
the game between Sae-byeok and Ji-yeong, two girls who are playmates (Image 12). The fact that these
two girls, who experience modern life, become true best friends and show sacrifice in a short time,
negates some discourses that have a strong longing for the past and try to maintain their ties. The
problem here is not related to traditional or modern culture, but to one's own nature. The fact that Sang-
woo and Gi-Hun survive by cheating is a questioning of the problem of "good people"” on the play plane.
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Gi-Hun's honest and benevolent personality throughout the play is negated when he deceives an old
man. He could not display the courage, determination and honesty displayed by Sae-byeok and Ji-yeong.

Gi-hun's cheating in the game can be associated with obligatory expectations as a result of the struggle
for survival. In the play, it is emphasised that even the best people can cheat to survive under certain
conditions. It is seen that Gi-hun resorts to this way because of her responsibilities such as her daughter
and mother. When marbles, a simple children's game, is played under cruel conditions such as death, it
is critically shown how human characters change. It is emphasised that an innocent children's game
turns into cunning and selfishness under difficult conditions, and an order is formed in which trust
disappears. It is stated that the cultural function of the game has changed, moving away from its original
purpose and becoming a ‘commodity’. This situation contradicts Huizinga's (2021, p.78) statement that
"the important thing is the game, not the marbles won”. As a result, the function of the games of the past
has changed, values such as glory, honour and dignity have lost their importance and only the urge to
win and survive has come to the fore.

5.5. Analysis of the Squid Game played by adults

Images of Seong Gi-hun (Lee Jung-jae) and Cho Sang-Woo (Park Hae-soo) playing the squid game are
presented below.

Image 13 Image 14

Gi-hun and Sang-woo Looking at Each Other Squid Game in the VIPs' Amors Image

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).
Image 15 Image 16
Footage of Gi-hun and Sang-woo Fighting Footage of Gi-Hun Attacking with a Knife

Kaynak: Dong-hyuk (2021). Kaynak: Dong-hyuk (2021).

Signs: Images from the final scene of the squid play (Images 13, 14, 15, 16)

Signifier: Shots of Gi-hun and Sang-woo turning their childhood game of squid into a life-
and-death struggle, with VIPs watching them.

Signified /Denotative Meaning: Gi-hun and Sang-woo are the last two contestants of the
squid game. Gi-hun wants to survive and Sang-woo wants to win the prize money. The two
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friends fight to the death while the VIPs watch them with pleasure. Only the instinct to kill
and the pursuit of profit remain in the game. While Gi-hun tries to hold on to his past ties,
Sang-woo breaks these ties for money. For VIPs, the game has become a means of
entertainment, with people's lives at stake.

Connotative Meaning: While the squid game was an innocent game played for friendship
and fun in childhood, it has turned into a struggle for selfishness, cheating and survival with
the influence of the capitalist system. While VIPs see the lives of the lower class as an object
of betting and entertainment, it is emphasised how the game has evolved into an unjust
order shaped by money and power. A critique of a system in which the game and money
further deepen class distinctions and erode people's values is presented.

Two main elements stand out in this game. The first is the VIPs’ relationship with the events and their
unsatisfied sense of entertainment. VIPs see real people as virtual players in a digital game. The second
is the relationship between Gi-hun and Sang-woo, who belong to the lower class, with each other, their
values and their childhood. Here, there is no trace of real play; only pleasure and the instinct to kill come
to the fore. The necessity of making money and death has distanced Gi-hun and Sang-woo from their
own reality. When Gi-hun says, ‘We used to play this game a lot when we were kids, do you remember
what we said when we passed this?’, Sang-woo attacks Gi-hun by saying ‘Stop talking nonsense’. Sang-
woo shows that he has broken his past ties with his greed for money. Gi-hun responds by cheating
because the games they played in the past, friendship and past culture have a value for him. While tying
his shoelaces, Gi-hun throws the soil in his palm into Sang-woo's face, throwing him off balance and
reminding him of what they called ‘secret inspector’ in the game as children. The point reached by the
two friends is important: Sang-woo's lack of pity for his friend and the fact that his motivation is only to
make money shows that the game has turned into a tool. On the other hand, the VIPs' finding the rain
after the start of the game ‘romantic’ reveals the differences in motivation between the players and the
game founders.

At the end of the fierce fight, Gi-hun tries to persuade Sang-woo to call off the game, but this is not
possible. For Sang-woo, living without money is worse than dying. Before he dies, Sang-woo says: ‘When
we were Kids, we used to play just like this and our mum would call us that dinner was ready, but no
one calls us anymore.” These statements, the conversations between the two friends, show that lower
class individuals do not lose their values, they just have to adapt to the necessary conditions. While the
cultural dimensions and innocence of children's games of the past are reminded with these expressions,
it is also emphasised that the cultural function of games has changed irreversibly. Changing world
conditions are the biggest obstacle to this transformation and it is understood that the old values and
the original functions of the games have been completely lost.

Games bind players together with hidden ties and facilitate social cohesion (Huizinga, 2021). It is
understood in the final scene that the players, who try to protect their ties from the past when the game
starts, weaken these ties in the later stages of the game and the urge to survive predominates. This
situation is important in terms of showing how the sanctity, sincerity and social bonds in the games
played in childhood are lost under changing conditions. The fact that the series starts and ends with the
squid game turns into an important proposition regarding the changing function of the game. In the
visuals above, it is understood that the purpose of the squid game from the perspective of those who
play and watch the game has changed over time. The statement ‘it was originally a children's game
played years ago’ given to the question asked by the VIPs about the game is an emphasis on the change
in terms of the cultural function of the game. In addition, the fact that VIPs do not know the game reveals
class and cultural segregation.

VIPs show that cheating and unfairness in an unfair system is a necessity for survival and profit. The
presence of VIPs emphasizes the breakdown of the rules of the game, justice and social order and the
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difficulties of survival in these conditions. While VIPs use money as a means to enjoy the game, for the
contestant’s money is the main goal. Money is the most fundamental commodity that determines power
and hierarchy, overriding the games. Money is both the object of desire and the driving force of
competition. The fact that the money is hung in the middle of the place where the prisoners sleep stands
out as an important metaphor that reinforces these situations.

The social criticism of the series is based on the systematic impoverishment of the middle class in South
Korea and beyond. The dystopian call to action of the survival genre deciphers the changing functions
of childhood play for individuals trapped in a stratified social system in which the few have much and
the many have little in an attempt to correct the asymmetrical distribution of wealth and power.
Children's games have turned into a space of life and struggle for those in the lower class, while they
have turned into a function of entertainment for those in the upper class. Real bodies have been
transformed into computer games and simulated for the rich. For VIPs, the life of the lower class is a
field of betting and entertainment; those who die are just a fading light on the digital screen. The game
now has a multi-layered meaning and function for both those who play and those who watch. For the
contestants, the game is a pendulum swinging between life and death; for the VIPs, it is an object of
pleasure, entertainment and gambling that can be solved through the death of people. Only a few VIPs
are the subjects; the others are seen as tools and objects in the struggle for survival. The game has
become a tool and the players an object. The ties to the past have changed with the prominence of money
as a necessary tool. It is shown that the ties with the past are broken between those who have access to
money and those who do not, and people's values are eroded. This erosion is revealed in the dialogues
between Gi-hun and Il-nam in the final scene.

5.6. Analysing the meaning and function of the game

In the dialogues between Gi-hun and II-Nam towards the end of the last episode of the series, an allegory
is presented about how the meaning of childhood games has been lost. Gi-hun cannot believe what he
sees and hears. He is unwilling or unable to accept that the Squid Game's unimaginable capital flows
have no deeper justification than entertainment. After all, Gi-hun and 455 others have become
interchangeable, utilised and ultimately dead objects for the ‘entertainment’ of these privileged few
subjects.

[1-Nam asks the question ‘do you know what someone who has no money has in common with someone
who has a lot of money?’ to which II-Nam replies: “It's no fun for them to live”, “fun” is identified with a
lost entity projected into childhood, “When [ was a child”, [I-Nam continues, “I used to have so much fun
with my friends that no matter what I did, I would forget time. I wanted to feel the same way once more
before I died”. In this childlike search for ‘fun’ that destroys time, [I-Nam emphasizes that he is trying to
feel something by participating in the game. II-Nam continues to speak ‘you can never feel as a spectator
if you are a spectator’. For II-Nam, even ‘seeing with your own eyes’ is not ‘real’ or ‘fun’ or not ‘fun’
enough, as long as he cannot participate in the play himself. The desire for direct access to an
unmediated content/being has never been so clearly manifested. Here [I-Nam's statements reveal the
true function and value of the game.

Gi-Hun asks [1-Nam, ‘Why did you join the game?’ [1-Nam replied: “When [ was a child, I used to have so
much fun, no matter what I did with my friends, I couldn't lose track of time. I wanted to experience the
same feeling one more time before I died. I couldn't experience that feeling as a spectator watching the
play. I wanted to experience that feeling”. These statements of [I-Nam reveal the true motive of
enjoyment in the nature of the play. Gi-hun asks a question to understand the true meaning of the play:
“Did it feel good?” II-Nam replies: “You asked why I left you alive. Because it was fun to play games with
you. Thanks to you, | remembered things in my past that [ had forgotten long ago. It has been a long time
since I had that much fun”. These dialogues provide an important inference about the real meaning and
function of the game. The transformation of the game, which the children played with great pleasure
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and fun in the first episode of the series, into a commodity value with the mediating role of money in the
adult world represents an allegorical transformation. However, Squid Game may not have the same
meaning for everyone. For example, for [I-Nam, who has no monetary purpose, the game finds its true
meaning. For Gi-hun, although the meaning and function of the games he played as a child has not
changed, its meaning has changed due to the conditions of participation in the game. Because Gi-hun did
not participate in the game just for fun; he struggled to survive in this game throughout his life and
displayed behaviors that contradicted some of his values in this process. While in many cultures, games
continue to exist as an area where values integrated with life are maintained, for the 455 players in the
series, earning money has lost its meaning by turning into an expression of a selfish feeling.

6. Conclusion

This article analyses the changing function of play in the TV series Squid Game. Starting from the squid
game played by children, the series reveals how the real function of the game has been transformed.
Moreover, it is seen that the series has become a culture industry phenomenon by reflecting the social
and cultural structure. The products of the games in the series have become an economic element
related to culture by gaining value in market areas (Siregar et al., 2021). Squid Game, while deepening
the inequality between rich and poor, also undertakes a function that increases the profit margin with
high viewing rates. In this context, the relationship between children's games and culture in the series
is important in terms of the changing functions of the game and reflecting the cultural processes of the
society. It can be evaluated as a dialectical process that games are a phenomenon influenced by and
affecting culture. The games in the series do not remain only as children's games; on the contrary, they
take on a structure that the rich use as a means of entertainment and gambling, while the poor struggle
to survive.

The games in the series have reached a metaphorical level that reveals how the modern capitalist system
objectifies individuals and erodes cultural values from a past where childhood innocence and social
bonds are emphasized. The game ‘Red Light, Green Light’ in the series reveals how it is instrumentalised
by the capitalist system and economic difficulties and how its cultural functions are lost. It is revealed
that when the real function and mandatory conditions of the game are changed, the voluntariness,
pleasure, fun and enjoyment of the game disappear and thus the real function of the game is lost. This
change of meaning and function in games is also shown in other games. However, the Dalgona/umbrella
game is more than just a simple entertainment, it also deals with various sociocultural and psychological
themes. The Dalgona game shows that the relationship with joy during childhood has changed,
childhood innocence has been lost and games no longer have the same meaning. This transformation in
the series symbolises how life is hardened by hardships and economic pressures and how people lose
their innocence. The fact that the players have to deceive each other in order to survive emphasizes that
human nature can become selfish and prioritize its own interests under compulsory conditions. The
games embody the influence of different cultural elements on people. For example, when Dalgona
chooses the shapes of the game, Ali's comparison of the circle to the moon in his hometown reveals how
cultural awareness and personal connections play a role in the game. This emphasizes the connection
between universal and local features of the game.

As the function and meaning of games change throughout the series, this process is also shown in
relation to the experiences of the players' childhood. Gi-hun and Il-nam's dialogues about their
childhood recall the loss of neighbourhood culture and the increase of individuality in modern life. On
the other hand, while VIPs see the game as a means of entertainment and gambling, for the players it
turns into a field of struggle to earn money and survive. In the final scene of the series, in response to Il-
nam's desire to re-experience the pure fun of his childhood, the meaning of the game turns into money
and struggle. This transformation critically highlights how VIPs objectify players and how economic
hardship affects the moral values of individuals. The following can be said about the games in relation
to this.
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e Although the games in the series initially seem like innocent games played in childhood, it is
shown how they are transformed into a struggle for power and survival within the capitalist
system.

e Games such as ‘Red Light, Green Light’ and ‘Dalgona/umbrella’ show how the meaning and
function of games played cheerfully in childhood change under compulsory (economic)
conditions.

e The games symbolise how the capitalist order makes individuals selfish and self-interested, and
criticise the breakdown of social ties and the weakening of trust.

e The class distinction between the VIPs and the players shows that the rich see the games only as
a means of entertainment, while the poor try to survive through these games.

e The cultural ties and social functions of the games in the series are shown to have weakened and
lost their meaning due to the individualisation and competitiveness of modern life. This situation
is embodied in the dialogues between Il-nam and Gi-hun. In the plays, by reminding the lost
values of the neighbourhood culture and children's games of the past, the modern world where
individualism increases and social ties weaken is criticised.

e Gi-hun and Sang-woo's struggle in moral contradictions reveals that individuals can lose their
moral values to survive under the capitalist system.

As aresult, Squid Game offers an allegory that deeply criticizes the injustices, violence and corruption of
individuals in modern capitalist society, starting from the innocence of children's games. While the
initial natural and fun structure of the games is disrupted by capitalist pressures and economic
difficulties, the struggle of the players in the series to survive reveals the complexity of human nature
and how society/individuals are corrupted. The series reveals social inequalities, the objectification of
individuals and the destructive effects of the competitive structure of the modern world on human
relations and moral values.
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Abstract: This research paper examines consumer attitudes towards femvertising within
the context of Nike's campaigns in Russia and Tiirkiye. Through a netnographic analysis
of YouTube comments, the research reveals how gender, cultural and political context
influence responses to women’s empowerment messages in advertising. While women in
both countries largely responded positively to femvertising, perceiving it as empowering
and motivational, men’s reactions were more polarized. Russian men displayed
substantial resistance, with many viewing the advertisement’s feminist undertones

negatively and interpreting it as an imposition of Western feminist ideas that undermine
traditional values. This opposition aligns with Russian political discourse, which in recent
years has shifted towards the preservation and reinforcement of traditional spiritual and
moral values. In contrast, Turkish men were relatively more receptive to femvertising
messages, though they still expressed some caution. Tiirkiye’s more varied discourse on
gender, which balances secular ideas and traditional Islamic values, contributed to a less
polarized reaction to femvertising. The study underscores the importance of authenticity
in femvertising, noting the potential for backlash and skepticism towards commercialized
feminism, particularly among male audiences. It also highlights the importance of
diversity, recommending the inclusion of men, alongside women of varied religions, body
types, and appearances, to foster inclusivity and prevent discrimination. These findings
enrich the literature on gender-focused advertising, emphasizing the importance of
cultural sensitivity and adherence to authentic femvertising principles when employing
femvertising strategies across diverse cultural landscapes.
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1. Introduction

An increasing number of companies have integrated corporate social responsibility (CSR) into their
marketing strategies. CSR can serve as an effective tool for product differentiation, since support for CSR
initiatives contributes to favorable perceptions of a company’s reputation and public image (McWilliams
& Siegel, 2001, pp. 119-120).

Feminist advertising, commonly referred to as female empowerment advertising (Akestam et al., 2017,
p. 795), has emerged as a growing marketing trend, adopted by major brands as part of their CSR
strategies to engage female audiences. For example, Dove, a beauty brand that promotes messages of
body positivity and self-acceptance, is widely recognized as a pioneer in this movement with its
“Campaign for Real Beauty,” launched in 2004 (Rudeloff & Bruns, 2024). Positive associations with a
company’s support for women’s empowerment have been shown to significantly enhance purchase
intentions among target consumers (Drake, 2017, p. 593).

Femvertising campaigns have been extensively examined from multiple perspectives within academic
research. Studies on femvertising report favorable marketing outcomes, including positive impacts on
brand perception, purchase intention, and emotional connection to brands (Drake, 2017; Kapoor &
Munjal, 2019). Akestam et al. (2017) conclude that femvertising generates lower levels of “ad reactance”
compared to traditional advertising approaches.

The majority of research on femvertising focuses on its effects on female consumers (Drake, 2017;
Akestam et al,, 2017; Kapoor & Munjal, 2019). Although males are also potential consumers, and their
perspectives may differ from those of women, male attitudes towards femvertising remain
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underexplored in academic studies. Abdallah et al. (2018) were the first to investigate male perceptions
of femvertising. Additionally, Negm (2024) and Elhajjar (2022) analyzed consumer reactions to
femvertising among both men and women in Egypt and Lebanon, respectively.

Most femvertising research has been conducted within Western contexts (Drake, 2017; Pérez &
Gutiérrez, 2017; Abitbol & Sternadori, 2019), while other countries are scarcely investigated in
academic work. Moreover, there is a significant lack of comparative research examining consumer
perceptions of femvertising across various countries. To address these gaps, this paper aims to expand
knowledge on consumer reactions to femvertising campaigns in Russia and Tiirkiye using a
netnographic approach. Specifically, it explores gender-based differences in attitudes towards
femvertising, contributing to a more comprehensive understanding of femvertising within both
marketing practice and academic research.

2. Literature Review
2.1. Feminism

Feminism has evolved significantly over time, integrating elements from diverse cultural contexts,
progressively addressing various issues, and amplifying the voices of remarkably diverse identities
(Lagrasta et al, 2024, p. 3084). Despite the existence of numerous definitions of feminism, the
fundamental aim of the feminist movement remains the eradication of sexist oppression. This goal
encompasses challenging and rejecting restrictive cultural norms regarding women’s physical
appearance and expected behaviors (Kvaka et al., 2024, p. 2). Traditionally, the history of feminism is
categorized into four distinct waves (Lagrasta et al., 2024; Rampton, 2015; Mohajan, 2022).

Feminist ideas existed long before the emergence of the “first wave”, yet they had not coalesced into a
formally recognized movement (Kinser, 2004, p. 127). The first wave of feminism spanned the late
nineteenth and early twentieth centuries, arising within a context of urban industrialization and liberal
socialist politics. This movement is generally considered to have formally begun at the Seneca Falls
Convention in 1848, where approximately three hundred men and women gathered to advocate for
gender equality (Rampton, 2015, p. 1). Nonetheless, some scholars argue that the origins of the women’s
movement can be traced to First Nation American and African American women, who laid the
groundwork for women's rights long before the Seneca Falls Convention (Kinser, 2004, p. 128). The
first-wave feminists, often labeled “suffragettes” (Maclaran, 2012, p. 463), primarily campaigned for
property rights, equitable wages, child guardianship, access to education, and the right to vote (Kinser,
2004, p. 128).

The second wave of feminism began in the 1960s and extended into the 1990s, emerging alongside the
anti-war and civil rights movements and an increasing awareness among various minority groups
globally. During this period, issues of sexuality and reproductive rights took center stage (Rampton,
2015, p. 3). However, women of color critiqued earlier feminist perspectives, contending that the
feminist theories of the time were shaped by racial biases that women’s complex social realities (Dinger,
2023, p. 286).

The third wave of feminism, spanning from 1990 to 2010, is marked by the emergence of diverse
currents within feminist thought, including trans-feminism, eco-feminism, and post-feminism (Lagrasta
etal, 2024, p. 3084). The term "third wave feminism" was introduced by American writer, feminist, and
activist Rebecca Walker in her influential 1992 article “Becoming the Third Wave” (Mohajan, 2022, p.
13). This period is characterized by a critical reassessment of foundational concepts, challenging
traditional notions of "universal womanhood," as well as constructs of body, gender, sexuality, and
heteronormativity (Rampton, 2015, p. 4). Third-wave feminism is often referred to as "power feminism"
(Kinser, 2004, p. 131), as it embraces a vision of women as strong and defiant, with working women
across various sectors resisting subjugation to a patriarchal system (Mohajan, 2022, p. 14).
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Since the 2000s, the rise of new information and communication technologies has sparked discussions
about a digitally-driven fourth wave of feminism. This wave gained momentum as women increasingly
used online platforms to share their experiences, voice their concerns, and challenge patriarchal norms,
leading to its characterization as digital or cyber feminism. Although fourth-wave feminism echoes
many goals of the third wave - including intersectional, queer, trans-inclusive, and body-positive politics
- it amplifies these demands within digital spaces, initially through blogs (Dincer, 2023, pp. 286-287).
Prominent social justice campaigns, like #MeToo and #TimesUp, have further defined this movement
as “hashtag feminism” (Mohajan, 2022, p. 15).

2.2. Female stereotypes in advertising

Stereotypes are defined as sets of concepts associated with specific social categories (Vinacke, 1957, p.
230). Stereotypes are prevalent in advertising, particularly those related to women. Given the significant
influence of advertisements and media images on shaping societal gender perceptions, the persistence
of female stereotypes perpetuates expectations and judgments that restrict life opportunities for
women (Eisend, 2010, pp. 418-419). The UK Advertising Standards Authority (2017) associates gender
stereotypes in advertising to concerns about body image, objectification, sexualization, gender-specific
characteristics and roles, and the ridicule of individuals for deviating from conventional gender norms.

A substantial body of academic research explores the use of female stereotypes in advertising and other
fields (Knoll et al., 2011; Eisend, 2010; Matthes et al., 2016). Many advertisements continue to rely on
gender-stereotypical portrayals of women, often depicting them as housewives or mothers, objectifying
them sexually, or presenting them as decorative figures. Such advertisements commonly associate
women with household appliances, furniture, or products related to beauty, cleaning, and fashion
(Middleton et al., 2020, p. 685).

Advertising also promotes unrealistic beauty standards for women, portraying a narrow ideal of
attractiveness characterized by extreme slimness, height, and flawless skin. Exposure to such images
often leads to body dissatisfaction and lowered self-esteem among women (Rajagopal & Gales, 2002, p.
3333). The media industry frequently objectifies women through techniques such as body cropping. For
instance, depicting only a woman'’s legs while omitting the rest of her body diminishes her humanity,
contributing to the hyper-sexualization of fragmented body parts (Andersen, 2002, p. 232).

Consequently, it can be concluded that throughout the history of advertising - and even in the post-
feminist era - stereotypes and generalizations have objectified, sexualized, and oversimplified women
(Lima & Casais, 2021, p. 607), ultimately undermining their inherent value and disregarding their
diverse capabilities and identities. In response to such reductive portrayals, the trend of femvertising
has emerged, aiming to counteract female stereotypes in advertising and promote more nuanced and
varied representations of women (Akestam et al,, 2017, p. 795). Although stereotypical portrayals of
women still persist (Negm, 2024, p. 1079), there has been a rise in campaigns conveying more
empowering and positive messages targeted at women in recent years (Varghese & Kumar, 2022, p.
442).

2.3. Femvertising

By the late 1980s and early 1990s, as women achieved greater financial independence, advertisers
began to acknowledge the frustration many women felt about being objectified and overwhelmed by
unrealistic portrayals of femininity. In response, they started to reevaluate their approach to female
consumers and adjust how women were represented in their campaigns. One key strategy involved
associating women'’s emancipation with the consumption of corporate goods, capitalizing on feminist
ideals like independence, freedom, and sexual agency. Goldman in 1992 termed this approach
"commodity feminism". This shift spurred a trend in advertising that moved away from confining
women to domestic or objectified roles, instead portraying them as confident and empowered
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individuals, distinct from passive figures of the male gaze. Nevertheless, in this era of commodity
feminism, female sexuality continued to be depicted in ways that is meant to be pleasing to men (Gill,
2008, pp. 39-40).

Commodity feminism, using the language of empowerment, implies that a woman must first make a
purchase to claim power, framing her value as contingent upon her consumer choices (Crouse-Dick,
2002, p. 19). Through pseudo-feminist rhetoric, young women are encouraged to believe that they can
“empower” themselves by purchasing products associated with traditional femininity. Despite this guise
of empowerment, women are still presented with an artificial construction of beauty standards and are
subtly encouraged to prioritize finding love as central to their lives (Gengler, 2011, p. 68).

It could be argued that femvertising represents a direct response—or even a backlash—against the
commodity feminism that largely defined female-centered advertising until the early 2000s (Becker-
Herby, 2016, p. 17). The term “femvertising” was first introduced during a panel discussion at AdWeek
in 2014, moderated by Samantha Skey, chief revenue and marketing officer of SheKnows Media
(Bahadur, 2014).

Skey (2015) defines femvertising as “advertising that employs pro-female talent, messages, and imagery
to empower women and girls”, underscoring its relevance as an emerging marketing trend. Akestam et
al. (2017, p. 796) describe femvertising as an advertising appeal rather than an ideological movement.
Additionally, Rudeloff and Bruns (2024) characterize it as a set of activities and messaging strategies
through which organizations position themselves as corporate brands advocating for female
empowerment.

Becker-Herby (2016, pp.18-19) identifies five key principles of femvertising campaigns from a
marketing professional’s perspective: employing diverse female talent, delivering inherently pro-female
messages, challenging traditional gender stereotypes, downplaying sexuality, and portraying women
authentically. Hainneville et al. (2023, p. 939) provide a conceptualization of femvertising from the
consumer’s perspective, highlighting six dimensions of authentic femvertising: transparency,
consistency, identification, diversity, respect, and the challenging of stereotypes.

By refocusing on women’s empowerment and shifting representations of women in media, femvertising
has been shown to drive sales effectively and positively influence both advertisement and brand
perceptions (Drake, 2017, p. 597). This aligns with findings from a 2014 SheKnows Media survey, in
which 52% of women reported purchasing a product due to favorable portrayals of women in
advertisements. Additionally, 71% of respondents believed that brands have a responsibility to use
advertising as a platform to promote positive messages aimed at women and girls (Skey, 2015).
However, some femvertising campaigns face criticism for reinforcing sexism (Pérez & Gutiérrez, 2017,
p. 13) or exploiting feminist ideals as tools to achieve economic and business goals (Varghese & Kumar,
2022, p.442).

Authenticity is a central theme, as female audiences expect that the truth and transparency portrayed
in campaigns will also be reflected in the brand's business practices. For instance, although Dove is often
regarded as a pioneer of femvertising through its Campaign for Real Beauty, consumers remain skeptical
of the brand's perceived authenticity (Feng et al., 2019, p. 299). Hainneville et al. (2023, p. 934)
distinguish between authentic and inauthentic femvertising, describing the latter as “fempower
washing” or “femwashing,” which can ultimately disempower rather than empower women.

2.4. YouTube and user-generated content

YouTube is one of the most popular social media platforms globally, ranking as the second most-used
social platform with 2.491 billion users worldwide. On average, active YouTube users spend 28 hours
and 5 minutes per month on the platform (WeAreSocial, 2024). Unlike traditional media advertising -
such as radio, TV, newspapers, and magazines - social media advertising enables immediate public
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interaction with advertisements (Knoll, 2016, p. 284). YouTube allows users to engage with content in
various ways: registered users can rate videos (like or dislike), upload content, comment on videos, and
share them with others (Khan, 2017, p. 236).

YouTube comments exemplify user-generated content (UGC), defined as "media content created or
produced by the general public rather than paid professionals, primarily distributed online" (Daugherty
et al.,, 2008, p. 16). Rather than solely consuming content from a single broadcaster, YouTube users
observe peer commentary before, during, or after video consumption (Walther et al., 2010, p. 470).
While only around 20% of social media users actively create UGC, many passive users receive and
engage with this content, influencing their brand attitudes and purchase intentions based on the active
users’ opinions (Feng et al., 2019, p. 292). The impact of brand advertising may be either reinforced or
diminished by the positive or negative nature of UGC (Knoll, 2016, p. 285), underscoring the importance
of studying UGC within the context of advertising on social media.

3. Research Methodology

3.1. Research questions

The objective of this study is to analyze and compare consumer attitudes towards femvertising in Russia
and Tiirkiye by examining YouTube comments on Nike’s femvertising campaigns. Specifically, the study
aims to determine whether gender-based differences in reactions exist when individuals are exposed to
femvertising advertisements.

The research questions are formulated as follows:
RQ1: What are the overall attitudes of women and men in Russia towards femvertising?
RQ2: What are the general attitudes of women and men in Tiirkiye towards femvertising?

RQ3: What primary themes do women and men address in their comments regarding Nike’s
femvertising campaign in Russia?

RQ4: What key topics do women and men discuss in their comments about Nike’s femvertising
campaign in Tirkiye?

3.2. Research design

This study adopts an exploratory research design based on qualitative data analysis. Exploratory
research provides insights into themes or phenomena of uncertain nature (Saunders et al., 2009, p. 133).
Qualitative research aims to deliver “an in-depth and interpreted understanding of the social world”
(Ormston et al., 2014, p. 4).

A netnographic approach is employed to examine reactions to femvertising in Russia and Tirkiye.
Netnography is a qualitative, interpretive research methodology focused on behaviors and interactions
within online communities. This approach entails observing how individuals communicate, share
opinions, and express themselves on digital platforms, including forums, social media, and blogs
(Kozinets, 2015, p. 19). To analyze YouTube comments, a content analysis was conducted. Content
analysis is defined as “a research technique for making replicable and valid inferences from texts to the
contexts of their use” (Krippendorff, 2018, p. 24).

3.3. Sample

This study examines two of Nike's femvertising campaigns created for International Women's Day in
2017 and launched in Russia and Tiirkiye. Nike was selected due to its prominent role in implementing
femvertising strategies that promote women's empowerment and challenge traditional gender roles
and its early adoption of feminist empowerment as a marketing strategy to engage consumers. Nike
began featuring female athletes in advertisements in the late 1980s (Lucas, 2000, p. 151).
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Nike’s campaigns were also chosen because these two advertisements were locally launched in Russia
and Tirkiye while adhering to a unified global objective: encouraging women to overcome societal,
physical, and cultural barriers and become more active (Kantli, 2018). This simultaneous release across
culturally distinct regions provides an opportunity for a comparative cross-national analysis.

These campaigns generated substantial engagement and discussion on YouTube, making them rich
sources for analysis. The Russian video “What are girls made of?” (Original: “Y3 yero e cAesiaHbl HAllU
JneB4oHkH”) garnered 11 million views, while the Turkish promotional video “This is us” (original: “Bizi
boyle bilin”) received 5.8 million views (NikeWoman, 2017a; NikeWoman, 2017b).

3.4. Data collection and data analysis

YouTube users are more likely to leave comments on videos rather than engaging with existing
comments or exploring subcomments by clicking "View Replies" (Walther et al., 2010, p. 471).
Consequently, primary comments attract more user attention than replies or subcomments, positioning
them as influential elements in shaping the discourse surrounding a video (Feng et al., 2019, p. 295).
Accordingly, this study focuses solely on analyzing primary comments, excluding subcomments from
the research.

To retrieve YouTube comments, the Comment Exporter for YouTube tool was utilized, facilitating the
collection of 1,979 user comments (excluding replies) from the two YouTube videos. Data collection
occurred on October 19, 2024. Each comment was analyzed, with user profiles used to categorize
comments by gender. Comments without sufficient profile information for gender identification were
excluded. After removing comments from non-target countries and filtering out spam, the final sample
comprised 1,364 unique comments (706 Russian and 658 Turkish). The collected data were analyzed
using MAXQDA software, a tool specifically designed for qualitative, quantitative, and mixed-method
research (MAXQDA, nd).

3.5. Coding procedure

Both inductive and deductive approaches were employed to develop the coding scheme. The deductive
method draws upon established categories from prior research relevant to the study (Ardévol-Abreu,
2015, p. 433), while the inductive approach allows categories to emerge organically from the data during
analysis (De Vreese, 2005, p. 53).

The advertisements were examined across two dimensions. The first dimension classifies comment
types based on the audience's emotional responses to the analyzed advertisements, aiming to
understand the overall discourse. The second dimension addresses the main topics reflected in the
femvertising advertisements. The following scales were evaluated in this research.

3.5.1. Attitudes towards advertisement

Assessing attitudes towards advertisements (Aad) is crucial for companies, as it influences both brand
perception and customers’ purchase intentions (Biehal et al., 1992, p. 20). Attitude towards the ad is
defined as a “predisposition to respond favorably or unfavorably to a particular advertising stimulus
during a specific exposure” (MacKenzie et al., 1986, p. 130). Similarly, Kirmani and Campbell (2009, p.
292) describe Aad as “the thoughts and feelings that consumers experience regarding the
advertisement”.

This research utilizes categories developed by Campbell et al. (2011, p. 97) to classify consumer
comments on YouTube: “inquiry”, “laudation”, “debate”, and “flame”. Based on this framework, the
following coding scheme was developed.

1. “Inquiry-answer” response (collaborative-conceptual): This occurs when consumers seek
additional information about the advertisement, such as details about its creators, soundtrack,
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composer, or purpose. These comments reflect a desire for deeper understanding and
clarification. Additionally, this response includes information provided by other viewers, such
as identifying text in the video or famous sportswomen featured.

2. “Laudation” response (collaborative-emotive): In laudatory responses, consumers express
admiration and praise for the advertisement and its feminist messages, emphasizing its positive
aspects. These comments often highlight the motivational, inspirational, or professional
elements of Nike’s advertisements, advocating for women's empowerment, freedom of choice,
and individuality.

3. “Debate” response (oppositional-conceptual): This refers to a rational, thoughtful discussion in
which participants present differing perspectives or opinions on the advertisement or its
themes. These responses may criticize the advertisement as promoting Western feminist ideals,
reinforcing new stereotypes, or commercializing feminism. Some comments advocate for
traditional gender roles, supporting opinions with arguments and facts to foster structured
discourse.

4. “Flame” response (oppositional-emotive): This response emphasizes the negative aspects of
online discourse, where emotional reactions escalate into personal attacks rather than
constructive discussions. Unlike the “debate” category, which is characterized by measured
discussion, the “flame” response is marked by hostility and aggression towards the
advertisement and feminist themes, often involving profane language.

3.5.2.Main topics

The analyzed comments were classified into three broad categories: those that are related to the
advertisement, those that address broader topics, and other comments. After careful reading and
applying open coding, the main topics discussed in comments on Nike’s femvertising campaigns were
identified in Table 1. Some categories were derived from femvertising research by Lima and Casais
(2021). A single comment may encompass discussions on multiple topics.

One proficient human coder, fluent in both English and Russian, conducted a quantitative content
analysis of 1,338 YouTube comments using the developed coding scheme.

Table 1
Categories of Analysis
Category Description
Classification of Comments Related to the Advertisement

Empowering, Motivational, This advertisement builds an emotional bond with consumers,

Inspirational, Emotional empowering women to break free from traditional gender
stereotypes.

Professional Professional acting/music/light/singing/ video voiceover;
creative idea; exceptional marketing.

Feminist The advertisement reflects the values of the feminist movement.
The references to feminist advertisements can be positive,
negative, or neutral.

Unprofessional / Meaningless Unprofessional acting/music/singing. The advertisement lacks
meaningful content. It reinforces new stereotypes.

Inauthentic Fictional, pretentious

Commercialization of Feminism The brand aims to increase sales rather than advocate for

female empowerment.

135



Sakarya iletisim, 4(2) 2024, 129-149

Table 1 (Continued)

Imposition of Western Feminist This advertisement imposes Western feminist ideas that disrupt

Ideas traditional values.

Males Inclusion The importance of including men in advertising to show gender
equality

Inclusion of Diverse Women in The need to include women of different body types, races,

Femvertising religions, and professions

Questions and answers about Various questions and answers related to the advertisement's

advertisement content content (e.g., actors, music).

Classification of Comments that Address Broader Topics

Criticism of Outdated Gender Broader social discussions on gender equality and gender
Stereotypes stereotypes affecting both women and men

Support for Traditional Gender Belief that men should be earners and women homemakers;
Roles criticism of women's career ambitions; and support for

traditional views of femininity

Comments on Nike’s Brand Praise or criticism of the brand, discussion of its policy

Other Comments

Other Comments Comments on topics that are difficult to detect; comments that
do not relate to any of the aforementioned topics

4. Presentation of Results

The content analysis of the online comments on the two selected femvertising campaigns, as presented
in Table 2, 3, 4, and 5, provide extensive insights into consumer reactions to femvertising in Russia and
Tirkiye.

4.1. Russian consumer attitudes to femvertising
Research Question 1 examines the overall attitudes of women and men in Russia towards femvertising.
Table 2

Gender-Based Analysis of Attitudes Towards Femvertising in Russia

Women Men
Type of Response N % N %
Inquiry-Answer Response 28 7 23 8
Laudation Response 355 88 141 47
Debate Response 5 1 31 10
Flame Response 15 4 108 36
Total 403 100 303 100

An analysis of YouTube comments from Russia reveals notable gender-based differences in responses
to Nike's femvertising campaigns. Among female respondents, a substantial majority (88%) conveyed
positive sentiments, primarily categorized as “laudation” responses. These comments indicate strong
support for the advertisement’s themes of women’s empowerment. A smaller proportion (7%) of
women engaged in “inquiry-answer” responses, reflecting a level of engagement or curiosity regarding
the content of advertisement. Conversely, 4% of female respondents expressed hostile and aggressive
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attitudes towards the advertisement and feminist concepts. Only 1% of women engaged in “debate”
responses, contributing thoughtful reflections on the femvertising campaign.

In contrast, male responses were more divided. While 47% of men provided laudatory comments, a
significant percentage (36%) offered “flame” responses, reflecting hostile views on the advertisement.
This suggests a heightened level of resistance to femvertising among Russian men. Additionally, 10%
participated in “debate” responses, indicating a greater willingness to discuss and potentially challenge

the messages conveyed in the advertisement. Only 8% of men expressed curiosity about the content of
advertisement.

4.2. Turkish consumer attitudes to femvertising

Research Question 2 explores the general attitudes of women and men in Tiirkiye towards femvertising.

Table 3

Gender-Based Analysis of Attitudes Towards Femvertising in Tiirkiye

Women Men
Type of Response N % N %
Inquiry-Answer Response 90 18 31 19
Laudation Response 386 78 89 55
Debate Response 5 1 11 7
Flame Response 14 3 32 20
Total 495 100 163 100

Attitudes in Tiirkiye display a similar trend to those observed in Russia, albeit with some notable
distinctions. Turkish women predominantly conveyed positive feedback, with 78% offering “laudation”
responses, indicating strong support for the femvertising messages. The proportion of women engaging
in “inquiry-answer” responses (18%) is higher than in Russia (7%), suggesting increased interest or a
desire for further understanding of the advertisement's content. Minimal opposition was observed, with
only 3% and 1% of Turkish women expressing “flame” and “debate” responses, respectively.

Among Turkish men, a majority (55%) also provided laudatory comments, though a substantial portion
(20%) engaged in “flame” responses, suggesting some resistance to the campaign’s feminist messages.
Additionally, Turkish men were likely to participate in “debate” responses (7%), similar to their Russian
counterparts, indicating a strong inclination towards discussing potentially diverse viewpoints. Similar
to Turkish women, Turkish men demonstrated interest in the femvertising advertisement’s details, with
19% participating in “inquiry-answer” responses.

4.3. Thematic analysis of Russian consumer comments

Research Question 3 investigates the key topics discussed in comments regarding Nike’s femvertising
campaigns in Russia. A single comment can cover multiple topics.
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Table 4

Key Issues Highlighted in Russian Comments on Nike's Femvertising

Women Men

Main Themes N % N %
Empowering, Motivational, 287 60.2 94 26.6
Inspirational, Emotional
Professional 31 6.5 17 4.8
Feminist 13 2.7 40 11.3
Unprofessional / Meaningless 5 1.0 28 7.9
Inauthentic 1 0.2 8 2.3
Commercialization of Feminism 4 0.8 15 4.2
Males Inclusion 2 0.4 13 3.7
Imposition of Western Feminist 0 0.0 11 3.1
Ideas
Inclusion of Diverse Women in 0 0.0 3 0.8
Femvertising
Questions and Answers about 28 5.9 23 6.5
Advertisement Content
Criticism of Outdated Gender 54 11.3 14 4.0
Stereotypes
Support for Traditional Gender Roles 7 1.5 42 119
Comments on Nike’s Brand 26 5.5 14 4.0
Other Comments 19 4.0 32 9.0
Total 477 100 354 100

The thematic analysis of comments from Russian consumers reveals distinct gender-based differences
in responses to Nike’'s femvertising campaign.

Russian women’s responses primarily centered on the motivational and empowering aspects of the
advertisement, with 60.2% of messages reflecting these themes. These comments conveyed a profound
sense of inspiration, emphasizing the advertisement’s ability to boost confidence and self-esteem. Many
women described feeling deeply moved and inspired, often sharing emotional reactions such as, “The
first ad that gives me goosebumps all over my body,” “I've already watched it about 30 times and can’t
stop. It's magical...,” and “An awesome, inspiring advertisement!” Many Russian women found the
advertisement’s message deeply empowering, expressing a strong connection to themes of strength and
independence. Comments such as, “It’s time to show that women are not weak beings or princesses!

» o«

Women are scientists, astronauts, programmers, engineers, authors, artists, composers! Women
deserve more!” highlight this sentiment. These reactions demonstrate a profound resonance with the
advertisement’s empowering messages, reflecting its ability to inspire and affirm women’s capabilities.

Furthermore, Russian women considered the analyzed advertisement to be professional (6.5% of
messages), highlighting its “professional vocals”, “beautiful and harmonious visuals”, and “creative
embodiment of the idea”. They also viewed it as feminist (2.7%), emphasizing the positive impact of the
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feminism movement on society. Additionally, women in Russia actively engaged with the
advertisement’s content by asking and answering questions (5.9%).

Russian women voiced criticisms regarding outdated gender stereotypes affecting both women and
men (11.3%), advocating for freedom of choice in professional pursuits, appearance, and self-
expression: “If a girl wants to do boxing, that’s normal, just as if a boy wants to study ballet. Think more
broadly!” Female consumers also frequently commended Nike’s brand (5.5%), with many expressing
gratitude for producing an empowering advertisement for women. A small portion of Russian women
were negative towards femvertising, perceiving the advertisement as unprofessional (1%), inauthentic
(0.2%), or primarily profit-driven rather than a genuine advocacy for women’s empowerment (0.8%),
while also expressing support for traditional gender roles (1.5%).

In contrast, Russian men’s responses were more critical. While a vast majority of men commented
positively on the motivational and empowering aspects of the campaign (26.6% of messages) and
highlighted the professional aspects of the advertisement (4.8%), some male consumers viewed the
advertisement’s feminist undertones (11.3%) negatively, perceiving it as an imposition of Western
feminist ideas (3.1%) that threaten traditional Russian values. Some men found the advertisement
unprofessional or meaningless (7.9%), inauthentic (2.3%), particularly disapproving of the adaptation
of the classic Soviet song “What are boys made of?” for advertising purposes: “The normal Soviet
children’s version of the song was replaced with an adult version. To be honest, it was simply spoiled.
As a result, the new lyrics no longer resonate with the soul in the same way as the original children’s
version!” Concerns about the commercialization of feminism (4.2%) also emerged, with some men
arguing that the campaign primarily sought to drive sales rather than genuinely promote women’s
empowerment.

Russian men highlighted that both genders should be featured in femvertising advertisements (3.7%),
perceiving the exclusion of men in such campaigns as discriminatory. There were suggestions to
diversify the portrayal of women by including not only athletes but also women from different
professions, such as cosmonauts, engineers, miners, nurses, and drone operators (0.8% of messages).
Similar to female consumers, Russian men showed almost the same level of interest in the
advertisement’s details (6.5%).

Compared to Russian women, male respondents were less critical of outdated gender stereotypes (4%)
and displayed greater support for traditional gender roles (11.9% of messages). Russian men endorsed
the ideals of traditional family structures and conventional femininity, with comments such as, “Why?
Why are you doing this and stopping being a girl? These cool sportswomen are no longer women, not
girls... They are incapable of becoming wives and mothers... Why turn girls into warriors and iron
ladies? The main advantage of a woman is precisely that she can afford to be weak and dependent. She
can get married, become a wife and mother, inspire a boy to become a real man, and raise children to be
good and kind people...”

In discussing Nike’s brand (4% of messages), Russian men'’s reactions were divided: some expressed
appreciation for the well-crafted advertisement, while others voiced satisfaction with Nike’s departure
from the Russian market.

4.4. Thematic analysis of Turkish consumer comments

Research Question 4 explores the primary themes discussed in consumer comments concerning Nike’s
femvertising campaigns in Tiirkiye. A single comment can cover multiple topics.
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Table 5

Key Issues Highlighted in Turkish Comments on Nike's Femvertising

Women Men

Main Themes N % N %
Empowering, Motivational, 341 59.3 70 40.0
Inspirational, Emotional
Professional 47 8.2 8 4.6
Feminist 13 2.3 6 34
Unprofessional / Meaningless 6 1.0 16 9.1
Inauthentic 4 0.7 9 5.1
Commercialization of Feminism 3 0.5 6 3.4
Males Inclusion 1 0.2 1 0.6
Imposition of Western Feminist 0 0.0 0 0.0
Ideas
Inclusion of Diverse Women in 3 0.5 1 0.6
Femvertising
Questions and Answers about 90 15.7 31 17.7
Advertisement Content
Criticism of Outdated Gender 14 2.4 1 0.6
Stereotypes
Support for Traditional Gender Roles 3 0.5 7 4.0
Comments on Nike’s Brand 46 8.0 11 6.3
Other Comments 4 0.7 8 4.6
Total 575 100 175 100

Turkish women focused predominantly on the motivational, inspirational, and empowering elements of
the advertisement (59.3% of messages), with comments such as, “I get a burst of self-confidence every
time I watch this ad”, “Every time I see this ad, I get fired up”, and “As a woman, I felt the power inside
me. [t's more than an ad...” This strong resonance indicates that Nike’s femvertising campaign effectively
connected with Turkish women, evoking emotions tied to self-confidence and empowerment.

Turkish women also regarded the advertisement as professional (8.2%), noting the quality of the voice-
over, engaging content, and the impactful selection of Turkish sportswomen for the femvertising
campaign. Similar to Russian women, women in Tiirkiye viewed the advertisement as feminist (2.3%),
recognizing its effort to challenge stereotypes surrounding women. Additionally, compared to Russian
consumers, Turkish women showed greater curiosity and a stronger desire for further clarification
about the advertisement’s content (15.7% of messages).

Unlike their Russian counterparts, Turkish women expressed limited criticism of outdated gender
stereotypes (2.4%), with statements like, “People think women are good for nothing but housework and
going to the market”, and “It is a very good ad, as if it covers those who say that women cannot do sports,
women cannot fight, women should not work...” A small number of women (0.5% of messages) were
inclined to support traditional gender roles in their comments, as exemplified by a comment
highlighting maternal strength: “My mother gave birth to six children and raised them even though she
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wore a burqa. None of these women can give birth to even one child and cannot show that courage.
That’s why it’s an empty ad.”

Some Turkish women viewed the advertisement as unprofessional (1.0%), inauthentic (0.7%) or
criticized it for using feminism to drive sales (0.5%). Female consumers expressed the need to include
hijab-wearing women, Black women, and plus-sized women in the advertisement (0.5%) to better
reflect diversity and prevent discrimination. In discussing Nike’s brand (8% of messages), Turkish
women praised Nike’s brand, congratulating it for creating a “great” and “meaningful” advertisement.

Turkish men applauded motivational and empowering messages of the advertisement (40% of
messages), expressing sentiments like, “They showed that women can be strong; I think it was a superb
ad...”, “Being a woman is not a weakness... 'm not a girl, but I'm just excited after watching the ad...”
Compared to Russian men, Turkish men demonstrated greater curiosity, with 17.7% engaging in
question-and-answer-style comments. They, like Turkish women, praised the professional aspects of
the advertisement (4.6%) and frequently acknowledged Nike’s efforts (6.3% of messages), expressing
congratulations for a well-executed campaign.

Turkish men shared some criticisms with Russian men, perceiving the advertisement as unprofessional
(9.1% of messages) or inauthentic (5.1%) and expressing concerns about the commercialization of
feminism (3.4%). However, fewer Turkish men than Russian men described the advertisement as
feminist (3.4% compared to 10.8%), although both groups primarily associated the term “feminist” with
negative connotations. While Russian men frequently advocated for traditional gender roles in society
(11.9%), Turkish men placed less emphasis on this theme in their comments (4%). Also, criticisms of
outdated gender stereotypes were less prevalent among Turkish men (0.6% of messages) than among
Russian men (4%).

5. Discussion

The findings of this study, based on a netnographic analysis of YouTube comments on Nike’s
femvertising campaigns, offer meaningful insights into consumer attitudes towards femvertising in
Russia and Tirkiye. While both countries generally display supportive attitudes towards messages of
women’s empowerment, significant differences emerge, shaped by gender as well as distinct political
and socio-cultural factors.

1. Positive reception of femvertising among women

Women in both Russia and Tiirkiye demonstrated overwhelmingly positive responses to Nike's
femvertising campaigns. The motivational and empowering aspects of the advertisements resonated
strongly, as seen in the high proportion of “laudation” responses (88% in Russia and 78% in Tiirkiye).
However, Turkish women seemed to be more engaged in the campaign's content (18% compared to 7%
in Russia). This finding aligns with previous studies by Elhajjar (2022), Akestam et al. (2017), Drake
(2017), Pillay (2020), and Rodrigues (2016), which suggest that femvertising campaigns generally
succeed in eliciting positive emotional responses from female audiences by promoting empowerment
and challenging traditional gender norms.

2. Mixed reactions from men: resistance and criticism

While a vast majority of men in both Russia and Tiirkiye responded positively to Nike’'s femvertising
campaigns (47% of laudatory responses in Russia and 55% in Ttiirkiye), their reactions were mixed, with
notable resistance to the feminist messages. Turkish men appeared more receptive to femvertising,
showing fewer “flame” responses (20%) and more engagement with the advertisement’s content (19%)
compared to their Russian counterparts, who had higher “flame” responses (36%) and fewer “inquiry-
answer” responses (8%). This result is in line with Elhajjar’s (2022) findings that men tend to be more
critical of femvertising than women.
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The thematic analysis of Turkish and Russian men’s comments reveals that both groups were inclined
to label the advertisement as “feminist,” often with negative connotations; however, this sentiment was
less prevalent among Turkish men. Many in both groups viewed the campaign as a commercialization
of feminism and described it as unprofessional or trivial. Russian men, in particular, interpreted the
campaign as an imposition of Western feminist ideals, possibly influenced by the growing tension
between Russia and Western countries. Russian male consumers also emphasized the need for male
representation in femvertising campaigns. These findings suggest that, while Turkish men may show
greater openness to feminist messaging, notable resistance persists across both groups.

3. Cultural and political influences on consumer reactions to femvertising

Cultural and political contexts play a significant role in shaping consumer reactions to femvertising in
Russia and Tiirkiye. Until 2022, liberalism and conservatism in Russia developed concurrently.
However, amid increasing geopolitical tensions with Western countries, Russian society began shifting
towards a new value paradigm rooted in traditional values (Ctemun & Andumos, 2022).In 2022, Russia
established the foundations of a state policy prioritizing the preservation and reinforcement of
traditional spiritual and moral values. These values include patriotism, high moral ideals, strong family
bonds, an emphasis on spiritual over material priorities, compassion, and collectivism (PUA HoBocTy,
2022). To further promote this policy on family protection, 2024 was declared the Year of the Family in
Russia (PUA Hosoctu, 2023). Thus, Russian political discourse tends to favor traditional values, a
perspective reflected in the reactions of many male consumers, with 46% demonstrating an
oppositional response to femvertising, including 36% with “flame” responses and 10% with “debate”
responses. Support for traditional gender roles and conventional views of femininity (11.9%) featured
prominently in the comments of Russian men. In contrast, Russian women displayed relatively low
resistance to femvertising (5% of oppositional comments).

Tiirkiye also demonstrates resistance to femvertising, though it is less pronounced compared to Russia.
The findings reveal that 27% of Turkish men opposed femvertising, with 20% expressing hostility and
7% offering a more debate-oriented response. Among Turkish women, only 4% expressed resistance,
compared to 5% among Russian women. This may relate to the more fluid nature of gender discussions
in Tirkiye. Although Tiirkiye remains a traditional society, it has achieved significant legal advances
aligned with international conventions on gender equality. Consequently, political discourse on gender
in Tirkiye is more diverse, with secular ideas coexisting alongside traditional Islamic values. Gender
issues in Tiirkiye continue to be shaped by ideological debates surrounding Islam, modernization, and
Westernization (Giines-Ayata& Dogangiin, 2017, p. 616).

Both Russian (10%) and Turkish men (7%) tended to engage in thoughtful debates about the
advertisement’s content, suggesting a degree of willingness to consider feminist messaging rather than
outright rejection. This reflects a nuanced interplay between modernity and traditionalism in both
countries.

4. Ethical concerns

Criticisms of femvertising as a commercialization of feminism reflect broader global concerns, as
audiences in various contexts may perceive femvertising as insincere if it appears to leverage feminist
themes solely for profit (Lima & Casais, 2021, p. 614). This concern was particularly evident among
Russian and Turkish male consumers, who often questioned Nike’s motives, expressing skepticism
about the authenticity of the brand’s intentions.

Some Russian men criticized the advertisement for excluding men from the campaign, suggesting that
this exclusion reinforces a gender divide. In contrast, Turkish women emphasized the importance of
including women of diverse body types, religions and backgrounds in the advertisement to promote
diversity and prevent discrimination.
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Diversity is one of the key dimensions of authentic femvertising (Hainneville et al., 2023, p. 934).
Including both genders and various social groups can enhance authenticity of the advertisement and
address concerns about diversity in femvertising. Additionally, the inclusion of men in femvertising
campaigns is essential to demonstrate that products may appeal to both genders. This diversity can also
be enhanced by depicting the constraints imposed by gender stereotypes on both men and women
(Lima & Casais, 2021, p. 617).

In Tirkiye, one extended comment - exceeding 5,000 characters - provides a critique of the
advertisement’s content, stating, “Nike released an advertisement titled 'Know Us Like This'... The ad
communicates various messages aimed at young girls... It begins with a young girl stepping away from
a family photo to start boxing and concludes with another girl stepping on and leaving the house... The
ad seems to belittle activities traditionally enjoyed by women... It conveys messages like: leave your
family, do boxing instead, avoid cooking, lift weights instead of wearing gold jewelry, win medals rather
than adorning yourself..” This comment reflects a perception that the advertisement promotes
Westernized values that may conflict with local traditions.

Respect is a fundamental aspect of authentic femvertising (Hainneville et al., 2023, p. 934). By
considering and respecting the cultural values of the country where the advertisement will be aired
(Albers-Miller & Straughan, 2000, p. 356), advertisers can mitigate negative reactions, enhance the
advertisement's authenticity, and effectively challenge existing gender stereotypes. However,
femvertising campaigns that focus solely on individual achievements risk creating new stereotypes.
Women should have the freedom to choose their own paths, whether prioritizing family, pursuing a
career, or balancing both. By depicting a broader range of roles -including family, career, friendships,
and social life - femvertising can help each woman feel represented. This inclusive approach not only
grants women greater freedom of choice but also helps prevent the formation of new stereotypes and
reduce potential resistance among men in more traditional societies.

5. Conclusion

This study sheds light on the complex dynamics shaping consumer attitudes toward femvertising in
culturally distinct contexts such as Russia and Tiirkiye. The findings underscore the significant role of
gender, cultural norms, and political climates in influencing how audiences respond to advertisements
promoting women’s empowerment.

Russian and Turkish women overwhelmingly perceived Nike’s femvertising campaigns as motivational
and empowering. The advertisements were particularly effective in fostering a sense of self-confidence
and challenging traditional gender stereotypes. In Russia, women highlighted the professional quality
of the advertisement and its ability to inspire. Similarly, Turkish women expressed admiration for the
campaign's inclusivity and its resonance with their aspirations. These responses affirm the growing
acceptance of femvertising as a powerful tool for promoting gender equality and empowering women
across different cultural landscapes.

In contrast, male audiences demonstrated more polarized reactions. Russian men were notably critical,
often perceiving the campaign as an imposition of Western feminist values that clashed with their
traditional norms. This resistance reflects broader socio-political shifts in Russia, where traditional
values have gained prominence in recent years. Turkish men, while less resistant, still expressed
cautious engagement, often debating the advertisement's content and questioning its authenticity.
However, their responses indicated a greater openness to feminist messaging compared to Russian men.

These findings emphasize the critical need for advertisers to balance global feminist ideals with local
cultural sensitivities. Authenticity emerged as a central theme; audiences in both countries were quick
to criticize perceived insincerity or the commercialization of feminism. For femvertising to succeed,
campaigns must move beyond superficial messaging and demonstrate genuine commitment to diversity
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and inclusivity. This includes representing a broader spectrum of women and integrating male
perspectives to foster a more comprehensive and relatable narrative.

While the findings of this study offer valuable insights, several limitations must be acknowledged.
Firstly, this study focuses solely on main comments on YouTube, excluding subcomments. Future
research could address this limitation by expanding the sample to include both comments and
subcomments, thereby providing a more comprehensive view of the discourse.

Secondly, certain demographic characteristics of YouTube users -such as age, education, marital status,
income level, and employment sector — are unknown, which may significantly affect the research results.
Thirdly, the analysis in this paper examines only one femvertising campaign from each country. Future
studies could broaden the scope by analyzing additional femvertising campaigns within these countries
to enhance the generalizability of findings.

Moreover, a comparative cross-national study could explore consumer attitudes towards femvertising
across a more diverse range of countries, including certain Arab and African nations, Asian countries
(e.g., China, Japan), as well as Australia, India, and members of the Commonwealth of Independent States
(e.g., Uzbekistan, Kazakhstan, Belarus). This study specifically examines consumer reactions to
femvertising within the athletic gear category. Future research could explore whether attitudes towards
femvertising vary across different product categories, providing valuable insights into the contextual
nuances of femvertising effectiveness.

Finally, future studies could investigate consumer attitudes towards femvertising campaigns through
the lens of Hofstede's cultural dimensions theory. For instance, research could examine how consumer
reactions to female empowerment advertising differ in masculine vs. feminine and individualistic vs.
collectivist societies, offering a deeper understanding of cultural factors influencing femvertising
reception.
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0z: Yapay zeka kullanimi bircok sektérde oldugu gibi gazetecilik meslegi ve egitimi icin
de 6nemli bir tartisma konusu haline gelmistir. Iletisim fakiiltelerinin gazetecilik bélimii
ogrencilerinin yapay zeka kaygli durumlarini tespit etmenin gazetecilik egitiminin
gelecegine dair 6nemli bilgiler saglayabilecegi diisiiniilmektedir. Bu ¢alisma, gazetecilik
ogrencilerinin yapay zeka teknolojisinin getirdigi degisim ve doniisimlerin kendilerinde
olusturduklar1 kaygi diizeylerini ortaya ¢ikarmayr amaclamaktadir. Arastirma nicel
yontemle ve tarama modeliyle gerceklestirilmistir. Arastirmanin evreni Sakarya
Universitesi Gazetecilik Béliimii 6grencilerinden, calisma grubu ise arastirmaya goniillii
olarak katilan 139 6grenciden olugsmaktadir. Arastirmada veri toplama araci olarak anket
ve Wang & Wang tarafindan gelistirilen, Akkaya, Ozkan ve Ozkan’in (2021) Tiirkceye
uyarlanan Yapay Zekd Kaygi Olgegi kullanilmistir. Elde edilen veriler SPSS 22.0
programiyla analiz edilmistir. Arastirma sonuglarina gore cinsiyetle yapay zeka kaygisi
arasinda anlamh fark belirlenirken yas, sinif derecesi ve medya sektoriinde ¢alismay1
diisiinme ile yapay zeka toplam puani arasinda anlaml fark gortilmemistir. Sinif diizeyleri
yalmizca “is degistirme” alt boyutunda anlamli bulunmustur. Kadinlarin yapay zeka
kaygilar1 erkeklerden daha yiiksektir. Ayni zamanda kadin 6grenciler yapay zekaya iliskin
bilgi ve becerileri 6grenme konusunda erkeklerden daha kaygilidirlar. Arastirma
sonuglarina gore; lniversitelerin, gazetecilik bolimiinde egitim alan 6grencilere yapay
zeka araglarini kullanmaya yonelik egitimler vermesi ve gazetecilik sektoriiniin ¢esitli
paydaslariyla is birlikleri yapilmasi 6nerilmektedir.

Anahtar Kelimeler: Gazetecilik Ogrencileri, Gazetecilik, Yapay Zeka, Yapay Zeka Kaygisi

Abstract: The use of artificial intelligence has become an important topic of discussion for
the journalism profession and education, as in many other sectors. It is believed that
determining the level of anxiety about artificial intelligence among journalism students in
communication departments can provide important information about the future of
journalism education. This study aims to reveal anxiety levels of journalism students about
the changes and transformations brought about by artificial intelligence technology. The
research was conducted using quantitative method and survey model. The study
population consists of the students of the Journalism Department of Sakarya University
and the study group consists of 139 students who voluntarily participated in the research.
A questionnaire and the Artificial Intelligence Anxiety Scale developed by Wang & Wang
and adapted to Turkish by Akkaya, Ozkan and Ozkan (2021) were used as data collection
tools. The data obtained were analysed with SPSS 22.0 program. According to the results,
while there was a significant difference between gender and Al anxiety, there was no
significant difference between age, class level and considering a job in the media sector
and Al total score. Grade level was only found to be significant in the sub-dimension 'job
change'. Females have a higher fear of Al and are also more anxious about acquiring
knowledge and skills related to artificial intelligence than men. Based on the results of the
research, it is recommended that journalism students be trained about Al tools and that
various collaborations be established with both academia and the industry.
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Extended Abstract

This study aims to explore the anxiety levels of journalism students about the changes and
transformations brought about by artificial intelligence (AI) technologies. Today, rapidly evolving Al
technologies have the potential to transform the media landscape. The implications of these
transformations for the journalism profession are becoming increasingly significant. The introduction
of the study discusses the multidisciplinary nature of Al and its applications and effects across different
sectors. The use of Al in journalism covers a broad spectrum, from news production to content
distribution, leading to significant transformations in media practices. However, alongside the
opportunities offered by Al, there are also situations where these changes create uncertainty and
anxiety among professionals. In the theoretical framework, the theoretical relationship between the
concern about Al and the future of the journalism profession is discussed. The conceptual relationship
between Al, journalism, and their interactions is explained. The rapid development of Al technologies
has the potential to cause job losses, creating uncertainty among media professionals. Additionally,
concerns arise about how automated processes driven by Al might affect the quality of media content.
Notably, the potential of Al tools (such as ChatGPT) to enhance efficiency in news reporting is evaluated
alongside their impact on journalism practices. The study emphasizes that journalism education
institutions should help students adapt to these technologies and develop strategies to cope with
potential challenges.

The methodology section provides details on how the research was conducted. This study employed a
quantitative research method with a survey model. The study population consisted of journalism
students from Sakarya University, and the sample included 139 volunteers from this population. Prior
to data collection, approval was obtained from the Ethics Committee of Sakarya University on November
15, 2023, with the decision no. 11 from meeting 63. The field research was carried out between
December 4, 2023, and February 28, 2024. The survey link was shared with the students, and data were
collected through Google Forms. The data collection tool included a socio-demographic information
form prepared by the researcher, which featured questions about students’ gender, age, education level,
and professional experience in the media sector. Additionally, the Al Anxiety Scale, originally developed
by Wang and Wang (2019) and adapted into Turkish by Akkaya, Ozkan, and Ozkan (2021), was used.
The data collected were analysed using SPSS 22.0. First, the homogeneity of variance was examined, and
Levene's Test results confirmed that the data were homogeneously distributed (p>0.05). Subsequently,
frequency tables were used to present information about the participants. To determine whether
variables showed statistically significant differences with Al anxiety, independent samples t-tests were
employed for two-variable comparisons, and one-way ANOVA was used for comparisons involving three
or more variables.

In the findings section, the analysis of the data and relevant interpretations are presented. The results
indicate that 65% of the students experienced moderate levels of Al-related anxiety, while 25%
reported high levels of anxiety. The findings also reveal that female students had higher levels of Al-
related anxiety than their male counterparts. This heightened anxiety among female participants is
thought to be related to societal gender norms and representations within the media sector. Moreover,
observed differences in anxiety levels based on gender and class year emerged as topics requiring
further analysis. It was found that senior students exhibited lower levels of anxiety about job changes,
which might be associated with reduced concerns about finding employment after graduation or
increased familiarity with Al technologies. These findings underscore the need to revisit educational
policies and practices regarding Al. Restructuring curricula to help students better understand the
future impacts of Al will be essential.

The conclusion section offers recommendations based on the study’s findings and the role of Al in
journalism. The transformations driven by Al technologies highlight the necessity of managing these
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changes and developing new skill sets for the journalism profession. The students’ high levels of anxiety
about Al suggest that these concerns should be addressed both in journalism education and practice.
Further research is needed on the ethical issues and professional security challenges that may arise from
the use of Al in media practices. Future studies should adopt a broader perspective to better understand
the role of Al in journalism and how media professionals can adapt to these new technologies.
Journalism education institutions are advised to revise their curricula considering students' concerns,
prioritize awareness-raising activities on Al, and conduct research in this field. These measures will
facilitate a healthier adaptation to Al-driven transformations in journalism and enhance professionals'
ability to cope with these changes. Additionally, media organizations should emphasize the ethical use
of Al technologies to foster more reliable journalism practices and alleviate existing concerns in the field.

1. Giris

Yapay zeka (YZ) kavrami disiplinlerarasi ¢calismalara konu olan ve kapsami her disiplin tarafindan farkl
sekilde tanimlanan bir olgudur. En genel anlamiyla YZ, insan zekasiyla yapilabilecek eylem ve gorevleri
makineler tarafindan yapilabilme 6zelligidir (Copeland, 2024). YZ kavrami, akil yiirtitme, dil 6grenimi,
anlami ayirt etme, genelleme yapma ve gecmis deneyimlerden 6grenme gibi insan benzeri bilissel
yeteneklere sahip sistemler yaratmayi amaclayan bir dijital algoritmaya atifta bulunmak i¢in yaygin
olarak kullanilmaktadir (Graefe, 2016). Dogal dil tiretimi ve isleme, konusma tanima, makine dgrenimi,
derin 6grenme platformlari, biyometri, robotik siire¢c otomasyonu ve metin analitigi YZ teknolojileri ve
tekniklerine 6rnek olarak gosterilebilir (Gelberi & Adiglizel, 2023, s.20).

Egitim, sanat, ekonomi, saglk, iklim degisikligi vb. bir¢ok alanda YZ kullanan kisi ve kurumlarin sayisi
artmakta, bu kullanim karar alma siireclerine ve zaman tasarrufuna katki saglayarak is verimligini
artirmaktadir. Bu teknolojinin gelisimi, kullanim1 ve yayginlasmasi hakkinda arastirmalarda artis
gozlenmektedir. YZ’ya ilginin giinden gline artmasi ve kullaniminin yayginlagsmasi beraberinde yeni
tartismalar1 giindeme getirmektedir (T.C. Cumhurbaskanligi Dijital Doniisim Ofisi, ty.a). Bu
teknolojinin ortaya cikmasi ve siirec icerisindeki gelisimi, YZ’yi bircok sektoriin vazgecilmez bir pargasi
haline getirmistir (Arslan, 2017).

Tiim meslek kollarinda kendini gosteren YZ, medya sektoriinde de koklii degisikliklerin yasanmasina
neden olmus ve basin YZ'yi anlama ve kullanma becerilerini gelistirilmeye baslanmistir. Forbes, LA
Times, The Guardian gibi medya kuruluslar1 YZ’den her gecen giin daha fazla faydalanmaktadir
(Babacan, 2021). YZ'nin gazetecilik lizerindeki etkisi haberlerin toplanma, iiretilme ve yayilma seklini
degistirdigi icin de ayrica onemlidir. Haber tavsiyesi, otomatik haber iiretimi ve teyit icin YZ
algoritmalarinin kullanimi son yillarda artis gostermektedir (Bulut, 2020). YZ 6ngoriilebilir ve daha
onceden belirlenmis veri kaliplarini takip ederek ve zaman icinde bu kaliplardaki varyasyonlari
O0grenecek sekilde programlanarak, muhabirlerin bilgileri hayal bile edilemeyecek bir hizda
diizenlemelerine, siralamalarina ve yayinlamalarina yardimci olabilmektedir (Safdar vd. 2020).
Bununla birlikte potansiyel is kaybi, gazetecilik standartlarinin asinmasi ve haber iiretiminde YZ'nin
kullanimina iliskin etik sorunlar kaygilar1 da arttirmaktadir (Ay, 2022).

YZ ¢ok genis bir alan olup kendi igerisinde alt dallara ayrilmaktadir. Makine 68renimi, dogal dil isleme,
dogal dil liretimi gibi alt dallar ayni zamanda modern teknolojilerin de temelini olusturmaktadir. Bu alt
dallarin gelisimi, insanlarla daha etkilesimli ve dogal iletisim saglayan YZ sistemlerinin ortaya ¢cikmasini
saglamistir. OpenAl tarafindan gelistirilen ChatGPT (Chat Generative Pre-Trained Transformer),
ChatGPT-3 adli dogal dil isleme, derin 6grenme ve makine 6grenmesine dayali YZ sohbet robotudur
(Deng & Lin, 2022). Bu sanal sohbet robotu kullanicilarina ticretsiz kullanim hakki saglamaktadir (CIO
Coverage, t. y.). Yeni siirim olan ChatGPT-4 {cretsiz erisime acik olmayip yalnizca Plus abonelere
kullanim saglamaktadir (OpenAl, ty.). Teknolojik gelismeler medya sektoriinii etkilemeye devam
ederken ChatGPT gibi YZ sohbet robotlarinin kullaniminin artmasi gazetecilik meslegi acisindan hem
avantaj hem de dezavantaj olarak degerlendirilmektedir (Kogyigit & Dar1, 2023).
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ChatGPT’'nin gazetecilik 68rencilerinin haber yazma pratiklerini nasil etkiledigini anlamak, gazetecilik
egitiminin gelecegine dair bilgiler sunmasi agisindan énemlidir. Ogrenciler, herhangi bir konuda ve
terminolojide metin liretme yetenegine sahip ChatGPT’yi kullanarak farkl konularda haberler yazabilir
ve modelin lirettigi metinleri inceleyerek kendi yazilarini gelistirebilirler. Bunlarin yani sira verimliligi
artirma, gelistirilmis dogrulama sistemleri, maliyetlerin en aza indirgenmesine de fayda saglamaktadir
(T.C. Cumhurbaskanhig Dijital Doniisiim Ofisi, t.y.b). Bu sebeple ChatGPT’'nin gazetecilik egitimi ve
uygulamalari iizerine etkilerinin incelenmesi 6énemlidir.

ChatGPT gibi YZ teknolojilerinin bu denli hizli gelisim gostermesi gazetecilik 6grencilerinin YZ
kaygilarini arttirma ihtimalini ortaya cikarmaktadir. Gazetecilik 6grencileri arasinda YZ'nin yazma
becerilerinin gelisimini engelleyebilecegi veya yazi yazma siirecinin otomatiklesmesine yol acabilecegi
endisesi vardir. Bu endiseler dezenformasyon, gilivenilirlik ve etik sorununu da beraberinde
getirmektedir (Biswas, 2023). Bu baglamda ChatGPT’yi gazetecilikteki etik degerleri dikkate alarak
kullanmaya 6nem verilmesi onerilmektedir. Bunlara ek olarak insan gazeteci ve ChatGPT gibi YZ
uygulamalarinin en temel farki YZ'nin bir haber aninda arastirma yapamamasi, insanlarla yapilan
soylesi, roportaj gibi analitik diisiinme eylemini yerine getirememesidir. Bu uygulamalar algoritmalarla
calismakta ve bu algoritmalara yiiklenen veriler sonucunda yazili bir metin olusturmaktadir. Yiiklenen
veriler disinda giincel herhangi bir konu hakkinda haber olsa dahi YZ tarafindan dikkate alinmayacaktir.
Bu sebeple sadece verilerin olmasi dogru haber iiretimi i¢in yeterli degildir (Graefe, 2016). YZ'nin
gazetecilik mesleginde kullanimi, meslegin temel ilkelerini ve etik problemlerini degistirmemektedir.
Bununla birlikte gazeteciligin temel standartlarina uyulmadig: takdirde, YZ algoritmalar1 olusturan
insanlarin yonlendirmesine uygun calisacagi i¢in, yasal olarak sorumlu tutulamayacak YZ uygulamalar:
etik problemler dogurabilecektir (Gelberi & Adigiizel, 2023, s.20). ChatGPT gibi gelismis metin liretimi
yetenegine sahip chatbot’larin gazetecilik 6grencilerinin haber yazma pratiklerine olan etkisini
anlamanin gazetecilik egitiminin gelecegine dair 6nemli bilgiler saglayacag: diisiiniilmektedir.

Bu arastirma gazetecilik 6grencilerinin YZ ile ilgili kaygi diizeylerinin belirlenmesi amaciyla
gerceklestirilmistir. Arastirma nicel arastirma yontemi ve Kkesitsel tarama modeliyle
gerceklestirilmistir. Arastirmanin ¢alisma grubu Sakarya Universitesi iletisim Fakiiltesi Gazetecilik
Bolimii'nde egitim goren ve arastirmaya goniillii olarak katilan 139 6grenciden olusmaktadir. Veri
toplama araci olarak anket formu ve Yapay Zeka Kaygi Olgegi'nin kullanildig1 arastirmada yapay zeka
kaygisinin arastirmacilar tarafindan belirlenen degiskenlere gore anlamlilik diizeyleri belirlenmistir.

2. Teorik Cerceve
2.1. Yapay zeka kaygisi ve gazetecilik mesleginin gelecegi

YZ teknolojileri, insan beyninin biyolojik taklidine dayanan yaklasimlar dogrultusunda hizla
gelismektedir. Bu yaklasimlar, beynin detayl ii¢ boyutlu haritalarini ¢ikararak bilgisayar yazilimi ile
imajlar iiretmeyi icermektedir (Russell & Norvig, 2020). Her gecen giin daha fazla insan hayatini
etkileyen YZ, teknolojik ilerlemelerle beraber insanlarin bu degisimleri algilayarak uyum saglamalarini
zorlastirmaktadir. Bu teknoloji, insan hayatini1 radikal bir sekilde etkileyebilir ve insanlar1 her zaman
mutlu ve giivende tutamayabilir (Brynjolfsson & McAfee, 2014). Insanlar iizerinde yaratmis oldugu bu
duygu durumu beraberinde kaygiy1 da getirmektedir.

Freud’a (1936) gore kaygi, dis diinyadaki gercek nesnelerden kaynaklanan bir duygu durumudur ve
korku ile ayni anlami tasir. Teknoloji, bu gercek nesne unsurlarindan biri olarak belirsizlik korkusuna
yol agmaktadir. Hem bireyler hem de isletmeler icin tehdit unsuru haline gelen teknolojiye karsi duyulan
kayg1 ve korku, siirekli gelisen teknolojiyle birlikte artmaktadir (Rosen vd., 1987). YZ'nin gelisimi ile
ortaya ¢ikan belirsizlik, bireylerin soyut akil yliriitme becerilerini énemli hale getirmektedir. "Siiper
akilli" sistemler ile ortalama bireyler arasindaki ugurum derinlesirken, bu zekaya dayali gelismeler
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bireylerde kaygiya yol agabilmektedir (Turan vd., 2022). Teknolojiye erisimin kolaylasmasi ve kazanim
anlayisinin siirekli degismesi, belirsizlikle yasanan stresi artirmaktadir.

YZ ve kaygi iliskisi ¢esitli yaklasimlarla ele alinmistir. Bu yaklasimlar, YZ ile uyum saglama, YZ'nin islerin
ve istihdamin yerini alabilecegine dair korkular, bireylerin mahremiyetini tehdit edebilecegi endisesi ve
kot amaglar icin kullanilma olasiligi gibi konular1 icermektedir. Ayrica, teknoloji ile insani degerler
arasindaki bagin insaniyetsizlik tehdidi altinda oldugu vurgulanmaktadir (Kaya, 2022). YZ veri odakh
bir teknolojidir ve bu verilerin saf olmayan verilerden elde edilmesi ciddi olumsuz etkilere yol acabilir
(Gokge, 2023). McKinsey Global Enstitilisii'niin raporuna gore, 2030 yilina kadar milyonlarca kisinin
meslek degisimi yapmasi ve yeni beceriler 6grenmesi gerekecektir (McKinsey Global Institute, 2021).
Bu durum, bireylerin istihdam ihtiya¢larinin karsilanmasinin énemini vurgulamaktadir (Wang ve Wang,
2019). Ayrica, YZ'min kontrolden c¢ikmasi halinde toplum igin zararli sonuglar dogurabilecegi
ongorulmektedir (Gokge, 2023).

YZ teknolojilerinin ¢ok hizl gelismesi, "Insan 1irki yok mu olacak?" ve/ya "Insan isgiicii yerini robotlar
mi1 alacak?" gibi bir takim kaygilara neden olmaktadir. YZ teknolojilerinin yakin gelecekte insanlar1 daha
fazla zorlukla miicadele etmek zorunda birakacag diisiintilmektedir. Ancak, Jarrahi (2018)’ye gore YZ,
yaraticl, hayal giicli ve sezgi gerektiren durumlarda dogru sonuca ulasamayabilir. YZ'nin insani tehdit
etmesi yerine, yanlis amaglarla kullanimindan korkulmasi daha anlamli ve gercekcidir (Tugay ve Tugay,
2019).

Gazetecilik meslegi de diger tiim meslek gruplarinda oldugu gibi teknolojiden etkilenmistir ve
etkilenmeye devam etmektedir. Matbaanin icadindan giiniimiize kadarki stirecte gelisen teknoloji,
gazeteciligi doniistirmiis ve farkli boyutlar kazandirmistir. Teknolojinin bize sundugu son tiriin olan YZ
ve YZ uygulamalar1 medya sektoriinde de yankilar uyandirmistir. Hizli gelisen ve bircok sektérde kokli
degisimler yaratan bu sistem, gazetecilik pratiklerini hem olumlu hem de olumsuz yo6nde
etkilemektedir. Finans, hava durumu gibi veri kiimelerini hizli analiz ederek ortaya bir haber {riinii
koyan YZ sistemleri, habercilik yapan kurum ve kuruluslar tarafindan da ilgi gormektedir. 2014 yilindan
itibaren YZ kullanimina yonelik atiimlar yapan The Associated Press, gazetecilerinin daha etkili islere
odaklanmalarimi1 saglamak ve is akislarini kolaylastirmak icin haber odalarinda YZ kullanarak yeni
projeler gelistirmektedir. Sektdrdeki yeniliklerin yani sira mesleki kaygi yaratacak sorunlar da ortaya
cikmaktadir. Science dergisinde dogal dil islemenin ortaya ¢ikardigi ChatGPT gibi yazilimlarin is giicii
piyasasina olan etkilerini konu alan bir yazida, ylizlerce meslegin her birinden gorevlerin %14’u kisiyi
%50 daha hizli hale getirebilecegini ve is kalitesini koruyup hatta artirarak yapabilecegini
savunmaktadir (Eloundou vd., 2024). Bir baska arastirmada muhabirler ve gazeteciler i¢cin, mesleki
gorevlerin %16,7’sinin dogal dil islemenin destekleyemeyecegi, %43,3’linlin mevcut yazilimdan
faydalanabilecegi ve kalan %40’1nin da géreve uyumlu hale getirmek icin ek yazilimlar gergeklestiginde
dogal dil islemeden faydalanabilecegi tahmin edilmektedir (Diakopoulos, 2024).

3.Yontem

Bu arastirma nicel arastirma yontemiyle ve kesitsel tarama modeliyle gerceklestirilen bir alan
arastirmasidir. Nicel arastirmalar sayisal verilerin istatistiksel analizleri yoluyla toplumsal olaylar:
inceleyen ve bu olaylar arasindaki sebep-sonug iliskilerini belirleyen arastirmalardir (Neuman, 2013, s.
266). Kesitsel tarama modelinde ise bir olayin/olgunun belirli bir zaman araligindaki durumunun tespit
edilmesi amaclanmaktadir (Tiirkdogan & Gokce, 2012). Arastirmanin temel sorusu; “Ogrencilerin yapay
zeka kaygilarini etkileyen degiskenler nelerdir?” seklinde belirlenmistir. Bununla beraber arastirma
kapsaminda test edilen hipotezler su sekildedir:

e H1: Ogrencilerin cinsiyetleriyle yapay zeka kaygilar1 arasinda istatistiksel olarak anlaml fark vardir.
e H2: Ogrencilerin yaslariyla yapay zeka kaygilar arasinda istatistiksel olarak anlaml fark vardir.
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e H3: Ogrencilerin medya sektoriinde calismay1 diisiinme durumlariyla yapay zeka kaygilar1 arasinda
istatistiksel olarak anlaml fark vardir.

e H4: Ogrencilerin egitim diizeyleriyle yapay zeka kaygilar1 arasinda istatistiksel olarak anlaml fark
vardir.

3.1. Calisma grubu

Arastirmanin ¢alisma grubu belirlenirken amagsal 6rnekleme tiirii kullanilmistir. Amagsal 6érnekleme
arastirmacinin arastirmanin amacina uygun olacagini diisiindigi bir 6rneklem belirlemesi ve
arastirmasini bu kisiler lizerinde gerceklestirmesi agisindan uygun bir érnekleme tiirtidiir (Altunisik
vd, 2012, s.142). Arastirmanin evreni Sakarya Universitesi Gazetecilik Boliimii 6grencilerinden
(n=415), calisma grubu ise arastirmaya goniilli olarak katilan 139 6grenciden olusmaktadir ve bu
ogrenciler arastirmanin sinirliliklari kapsaminda degerlendirilmistir.

3.2. Veri toplama siireci ve araclari

Arastirmanin veri toplama siireci baglamadan énce Sakarya Universitesi Etik Kurulundan 15.11.2023
tarih ve 63 sayili toplantisinda alinan "11" nolu karar ile izin alinmis ve ardindan saha arastirmasina
gecilmistir. Arastirmanin verileri 04.12.2023 - 28.02.2024 tarihleri arasinda toplanmistir. Anket
formunun link adresi arastirmaci tarafindan 6grencilere iletilmis ve veriler Google Forms uygulamasi
tizerinden toplanmistir. Yeni baslayan ve son simifa yaklasmis o6grencilerin kaygi diizeylerini
anlayabilmek icin tim siniflardan 6grenciler segilerek farkli egitim ve deneyim asamalarinda olan
Ogrencilerin yapay zeka kaygilarini karsilastirarak analiz edilerek degerlendirilmistir. Genis ve ¢esitli
veri seti saglayarak sonucun genellenebilirligi arttirilmistir. Arastirmanin veri toplama araci arastirmaci
tarafindan olusturulan sosyo-demografik bilgi (anket) formudur. Bu formun icerisinde 6grencilerin
cinsiyet, yas, egitim diizeyi ve medya sektoriinde ¢alismalarina iliskin sorular ve Wang ve Wang (2019)
tarafindan gelistirilen Akkaya, Ozkan ve Ozkan'in (2021) Tiirkceye uyarladig1 Yapay Zeka Kaygi Olcegi
yer almaktadir.

3.2.1. Yapay zeka kaygi olcegi

Olgegin orijinal hali 21 madde ve 4 alt boyut olusurken Tiirkce uyarlamasi ise 16 madde ve 4 dort alt
boyuttan (6grenme, is degisimi, sosyo-teknik korliikk ve yapay zeka yapilandirilmasi) olusmaktadir.
Yapay Zeka Kaygi Olgegi 5'li likert tipinde bir 6lgektir. Olgekten en diisiik 16, en yiiksek ise 80 puan
alinmaktadir. Olgegin, hem toplam puanindan hem de her bir alt boyutundan alinan puanlar arttikca
yapay zeka kaygi diizeyi de artmaktadir.

Akkaya vd. (2021) 6l¢egin toplam puanina iliskin Cronbach Alpha degerini 0,937 seklinde belirlemistir.
Alt boyutlara gore Cronbach Alpha degerleri ise; “68renme” boyutunun Cronbach Alpha’s1 0.948, “is
degistirme” alt boyutunun 0.895, “sosyoteknik korliik” alt boyutunun 0.875 ve “yapay zeka yapilanmasi”
alt boyutunun ise 0.950 seklinde 6lciilmiustiir. Akkaya vd. (2021) yapmis olduklari ¢alismalarinda bu
sayilarin 6lgek gecerlik ve glivenirlik acisindan uygun oldugunu belirtmektedirler. Bu arastirmada ise
0lcek toplam puaninin Cronbach Alpha degeri 0.908 olarak belirlenmistir. Alt boyutlara goére ise
“0grenme” boyutunun Cronbach Alpha’si 0.927, “is degistirme” alt boyutunun 0.834, “sosyoteknik
korlik” alt boyutunun 0.798 ve “yapay zeka yapilanmasi” alt boyutunun ise 0.937 seklinde 6l¢iilmiistiir.
Elde edilen degerlere gore, YZK o6lceginin ve her bir alt boyutun giivenilirliginin ylksek oldugu
sOylenebilir.

3.3. Verilerin analizi

Arastirma siirecinde toplanan veriler SPSS 22.0 programiyla analiz edilmistir. Bu kapsamda dncelikle
verilerin varyans homojenligi degerleri incelenmistir ve Levene Testi degerleri p>0,05 diizeyinde
homojen dagildiklarini ortaya koymustur. Ardindan ¢calisma grubuna iliskin bilgiler frekans tablolariyla
sunulmustur. Degiskenlerin yapay zekd Kkaygisiyla istatistiksel olarak anlamli fark gosterip

155



Elif Kose, Yusuf Adigiizel, Cengizhan Aynaci

gostermedigine iliskin testlerde ise iki degiskenin yer aldig1 durumda bagimsiz degiskenler t testi, li¢ ve
daha fazla degiskenin yer aldig1 durumda ise tek yonlii varyans analizi (ANOVA) kullanilmistir.

4. Bulgular

4.1. Calisma grubuna iliskin betimsel bulgular

Calisma grubunda toplam 139 kisi yer almaktadir (Tablo 1). Bu kisilerin beste liciinden fazlasi kadin,
kalanlar ise erkektir. Ogrencilerin yaslar1 calisma grubu icerisinde bir yas grubu hari¢ dengeli
dagilmistir. Her bes 6grenciden iki tanesi (% 40,3) 22 yasindayken, 18, 19, 20 ve 21 yasindaki
Ogrencilerin oranlari birbirine yakindir.

Tablo 1
Calisma Grubunun Demografik Ozellikleri

Degisken Say1 Yiizde
Kadin 87 62,6

Cinsiyet Erkek 52 37,4
18 19 13,7

19 21 151

Yas 20 20 144
21 23 16,5

22 56 40,3

1. Siuf 48 34,5

o 2. Siuf 25 18

Sinif Diizeyi 3. Sinif 40 288
4. Siif 26 18,7

_.__ . Evet 120 86,3

Medya Sektoriinde Calismay1 Isteme Durumu Hayr 19 137
Toplam 139 100

Ogrencilerin her ii¢ tanesinden biri (%34,5) birinci sinif, yaklagik beste biri (%18) ikinci ve dérdiincii
siif (%18,7) ve kalan kismi ise (%28,8) iiciincii sinif diizeyinde egitim gormektedirler. Bu 6grenciler
icerisinde egitim silireci tamamlandiktan sonra medya sektoriinde calismay: isteyenlerin orani
istemeyenlerin oranindan fazladir. Yaklasik her on 6grenciden dokuz tanesi (%86,3) mezun olduktan
sonra medya sektoriinde calismay1 diisiinmektedir.

4.2. Yapay zeka kaygi 6lcegi ortalama ve standart sapma puanlari

Asagidaki tablolarda 6grencilerin 6lgegin genelinde ve her bir 6lgek maddesinden aldiklar1 ortalama
puanlar ve standart sapmalar verilmistir. Buna gore gazetecilik 6grencilerinin yapay zeka kaygi
durumlarinin da orta diizeydedir (Tablo 2). Tablo 2’ye gore yapay Zeka kaygisi ortalama 47,33; standart
sapma 11,81; min 17 ve max 74 olarak elde edilmistir. Bu baglamda 6grencilerin yapay zeka kaygi
durumlarinin orta diizeyde oldugu tespit edilmistir.

Tablo 2

Ogrencilerin Olcekten Aldiklar1 Ortalama, Standart Sapma, Minimum ve Maximum Degerler

Olcek Savi Ortalama Standart Alinabilecek Aliabilecek Alinan Alinan
s y Sapma Min. Puan Max. Puan Min. Puan Max. Puan
Yapay Zekd 134 473309 1181646 16 80 17 74

Kaygisi

Tablo 3’e gore katilmcilarin yapay zekd kaygi oOlgegi sorularina verilen cevaplarda en yiliksek
ortalamaya “Bir yapay zeka tekniginin/irtinintin kétii amach kullanilabileceginden korkuyorum.”
ifadesinin (x” =3,90) sahiptir. Bu ifadeyi sirasiyla “Yapay zeka tekniklerinin / {riinlerinin birilerinin
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meslegini elinden almasindan endise ediyorum” (x'=3,52) ve “Insansi robotlarin yaygin kullanimy, isleri
insanlardan uzaklastiracagindan korkuyorum” (x* =3,48) ifadesi izlemektedir. Buradan hareketle
ogrencilerin yapay zekanin kotii amaglarla kullanilabilecegi, mesleklerini icra etmelerinin 6niine
gecebilecegi ve robotlarin yaygin kullaniminin insanlarin islerden/mesleklerden uzaklastiracagi
konusunda endiseli olduklari s6ylenebilir. Bunun aksine en diisiik ortalamaya sahip ifadeler ise sirasiyla
“Bir yapay zeka tekniginin / iiriiniiniin nasil ¢alistigini 6grenmek beni kaygilandiriyor.” (x'=2,09), “3-
Bir yapay zeka tekniginin / iirlinliniin belirli islevlerini kullanmay1 6grenmek beni endiselendiriyor.”
(x'=2,15) ve “Yapay zeka tekniklerini / iiriinlerini kullanmay1 6grenmek beni kaygilandiriyor.” (x=2,18)
seklinde ortaya ¢ikmistir. Bu ifadelerden alinan ortalamalarin diisiik olmasi 6grencilerin YZ'nin
kendisine, islevlerine, nasil calistigina karsi olumsuz bir tutum sergilemediklerini ve YZ'y1 kullanmaya

kars1 ilimli olduklarini gdstermektedir.

Tablo 3
Yapay Zekd Kaygi Olcegi Ortalama ve Standart Sapma Puanlari

Olcek Maddeleri Ortalama Standart
Sapma

1- B'lr yapa.y.zeka teknigi/trini ile ilgili tlim 6zel islevleri anlamay1 6grenmek beni 23741 1,05139
endiselendiriyor.
2- Yapay zeka tekniklerini / iriinlerini kullanmay1 6grenmek beni kaygilandiriyor. 2,1871 1,00411
3- B'II‘ yapay .zeka tekniginin / irtintintin belirli islevlerini kullanmay1 6grenmek beni 21583 0,9499
endiselendiriyor.
4- Bir yapay zekad tekniginin / {riininiin nasil ¢alistifini 6grenmek beni 20935 0,99194
kaygilandiriyor.
5- Blr yapay zekd teknigi / {riini ile etkilesime girmeyi Ogrenmek beni 22662 1,06713
endiselendiriyor.
6-.B1r yapay zeka tekniginin / {iriinlinlin insanlarin yerini alabileceginden endise 33165 126282
ediyorum.
7- Insansi robotlarin yaygin kullanimi, isleri insanlardan uzaklastiracagindan 3,4892 1157
korkuyorum
8- Yapay zeka tekniklerini / iirtinlerini kullanmaya baslarsam, onlara bagimli hale

o oo o 3,0144 1,19167
gelecegim ve bazi muhakeme becerilerimi kaybedecegimden korkuyorum.
9- Y-apay .zeka tekniklerinin / tiriinlerinin birilerinin meslegini elinden almasindan 35252 1,22374
endise ediyorum.
10.- Bir yapay zeka tekniginin / ilirlinlinlin koétiiye kullanilabileceginden endise 3,9065 1,1092
ediyorum.
11- 'BII‘ yapay zeka teknigi / liriini ile potansiyel olarak iligkili ¢esitli sorunlardan 3,3597 1,05643
endise ediyorum.
12- Bir yapay Zek.a teknlglnm / Uriiniinin kontrolden ¢ikmasindan ve 34173 115407
arizalanmasindan endise ediyorum.
13- 'B1r yapay zeka tekniginin / {iriiniiniin robot 6zerkligine yol acabileceginden 31511 1,23308
endise ediyorum.
14- Insansi yapay zeka tekniklerini / iirtinlerini (6rnegin insansi robotlar) tirkitiicii 3,0647 1,22893
buluyorum.
15- Insansi yapay zeka tekniklerini / iiriinlerini (6rnegin insansi robotlari1) goz 3,0432 1,25034
korkutucu buluyorum.
16- Nedenini bilmiyorum ama insansi1 yapay zeka teknikleri / riinleri (6rnegin 2,964 121232

insansi robotlar1) beni korkutuyor.
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4.3. Cinsiyete gore kaygi diizeyleri

Ogrencilerin cinsiyetleriyle yapay zekd kaygilar1 arasinda istatistiksel olarak anlamli fark olup
olmadiginin belirlenmesi i¢in bagimsiz degiskenler t testi yapilmistir. Buna gore dlgek toplam puani ve
“0grenme” alt boyutunda cinsiyetler arasi istatistiksel olarak anlamli fark belirlenmistir (p<0,05). Buna

» o«

karsin olcegin “is degistirme”, “sosyo teknik korliik” ve “yapay zeka yapilandirmasi” alt boyutlariyla

cinsiyet arasinda istatistiksel olarak anlamli fark tespit edilememistir (p>0,05).

Tablo 4
Cinsiyete Gore Kaygi Diizeyleri

Standart

Cinsiyet Say1 Ortalama Sapma Sig. tdegeri p
Blcek Toolam P Kadin 87 49,4943 10,64859 0005 2864 <005
m ni
sei Toplam Fua Erkek 52 437115 1285566 ’ ’
. Kadin 87 11,7126  4,24239
Ogrenme Alt Boyut 0,029 2,200 <0,05
Erkek 52 10,0192  4,62936
. .. . Kadin 87 13,8391 3,56623
Is Degistirme Alt Boyut 0,056 1,924 >0,05
Erkek 52 12,5192  4,43909
e Kadin 87 14,2759  3,20497
Sosyoteknik Korliik Alt Boyut 0,061 1,887 >0,05
Erkek 52 13,0962 4,10289
R Kadin 87  9,6667 3,29435
Yapay Zeka Yapilandirmasi Alt Boyut 0,009 2,665 <0,05
Erkek 52 8,0769 3,58015

Kiz 6grencilerin yapay zeka kaygilar1 erkek 6grencilerde yiiksektir. Ayni zamanda kiz 6grenciler YZ'ye

iliskin bilgi ve becerileri 6grenme konusunda erkeklerden daha kaygilidirlar.

4.4. Yasa gore kayg diizeyleri

Ogrencilerin yaslariyla yapay zeka kaygilar arasinda istatistiksel olarak anlamli fark olup olmadiginin
belirlenmesi i¢in tek yonlii varyans analizi (ANOVA) yapilmistir. Buna gére hem dlgek toplam puani hem

de alt boyutlariyla yas degiskeni arasinda istatistiksel anlamli fark belirlenememistir (p>0,05).

Tablo 5
Yasa Gore Kaygi Diizeyleri

Yas Sayr1 Ortalama StandartSapma Sig. Fdegeri p
18 19 49,5789 12,30319
19 21 47,2381 8,61919

Olgek Toplam Puan 20 20 444 9,70838 0,452 0,924 >0,05
21 23 50,3043 14,4582
22 56 46,4286 12,17428
18 19 11,6842 4,0559
19 21 10,1429 3,55367

(")grenmeAltBoyut 20 20 9,35 2,92494 0,237 1,4 >0,05
21 23 11,8261 5,74181
22 56 11,5357 4,64744
18 19 14,1579 4,00365
19 21 13,8095 3,26526
20 20 13,25 3,47737

Is Degistirme Alt Boyut 21 23 14,2609 4,8544 0,335 1,152 >0,05
22 56 12,5536 3,89368
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Tablo 5 (Devami)

18 19 14,2632 3,46157
19 21 14,7143 3,56571
Sosyoteknik Korliik Alt Boyut 20 20 13,45 3,33206 0,402 1,015 >0,05
21 23 14,4783  3,47549
22 56 13,2321 3,7851
18 19 94737 3,43784
19 21 85714 3,44342
Yapay Zeka Yapilandirmasi Alt Boyut 20 20 8,35 2,96071 0,668 0,594 >0,05
21 23 9,7391 3,79255
22 56 9,1071 3,58623

4.5. Medya sektoriinde calismayi diisiinme durumuna gére kaygi diizeyleri

Ogrencilerin mezuniyetleri sonras1 medya sektoriinde calismay: diisiinme durumlariyla yapay zeka
kaygilar1 arasinda istatistiksel olarak anlamli fark olup olmadiginin belirlenmesi i¢in tek yonlii varyans
analizi (ANOVA) yapilmistir. Buna gore hem 6lgek toplam puani hem de alt boyutlariyla medya
sektoriinde calismayr disiinme durumlari arasinda istatistiksel anlamli fark belirlenememistir

(p>0,05).
Tablo 6

Medya Sektériinde Calismak Isteme Durumuna Gére Kayg Diizeyleri

Medya sektériinde

R Standart . T
(;allsmayl')dusunuyor Say1 Ortalama Sapma Sig. degeri P
musunuz?
. Evet 120 48,0417 11,496
Olgek Toplam Puani 0,075 1,796 >0,05
Hayir 19 42,8421 13,12023
. Evet 120 11,3333  4,45205
Ogrenme Alt Boyut 0,091 1,704 >0,05
Hayir 19 9,4737 4,20804
P P Evet 120 13,5417 3,85427
g Degistirme Alt 0,142 1478 50,05
oyut Hayir 19 12,1053  4,43339
. = 11, Evet 120 14,025 3,41884
i(l)syotekmk Korliik 0117 1577 0,05
t Boyut Hayir 19 12,6316  4,49951
» Evet 120 9,1417 3,44536
Yapaly d Azeka 0,554 0,593 0,05
YapilandirmasiA.B.  p,yr 19 86316  3,74478

4.6. Sinif diizeyine gore kayg diizeyleri

Ogrencilerin egitim gordiikleri simf derecesiyle yapay zekd kaygilar arasinda istatistiksel olarak
anlamli fark olup olmadiginin belirlenmesi i¢in tek yonli varyans analizi (ANOVA) yapilmistir. Buna
gore yalnizca “is degistirme” alt boyutunda 6grencilerin sinif dereceleriyle kayg: diizeyleri arasinda
istatistiksel anlaml fark vardir (p<0,05). Olgek toplam puani ve diger ii¢c boyutta sinif derecesi ve kaygi
diizeyi arasinda istatistiksel olarak anlamli fark yoktur (p>0,05).
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Tablo 7
Sinif Diizeyine Gére Kaygi Diizeyleri

Sinif Sayr Ortalama StandartSapma Sig. Fdegeri p
48 48,7083 10,84113

26 8,7692 3,871
48 14,1458 3,51888
25 13,8000 4,03113

is Degistirme Alt Boyut 0,028 3,125 <0,05

40 13,4000 4,10003

} 2. 25 47,36 11,26159
Ol¢ek Toplam Puan 0,348 1,109 >0,05
3. 40 48,05 13,36845
4, 26 43,6538 11,43308
1. 48 10,5625 4,1097
) 2. 25 11,8 4,57347
Ogrenme Alt Boyut 0,7 0,475 >0,05
3. 40 11,325 4,89577
4, 26 10,9615 4,35872
1. 48 14,625 3,34298
2. 25 13,48 3,26752
Sosyoteknik Korliik Alt Boyut 0,123 1,96 >0,05
3. 40 13,925 3,88546
4, 26 12,5769 3,70052
1. 48 9,375 3,32383
2. 25 8,28 3,0348
Yapay Zeka Yapilandirmasi Alt Boyut 0,534 0,734 >0,05
3. 40 94 3,67807
4,
1.
2.
3.
4,

26 11,3462  3,93896

Kaygi diizeylerinin siniflar arasi degisimlerinin belirlenmesi amaciyla sinif diizeyleri “is degistirme” alt
boyutunda LSD Testi ile analiz edilmistir. Buna gére 4. siniflarin kaygi diizeyleriyle diger ii¢ sinifta egitim
goren Ogrencilerin kayg1 diizeyleri istatistiksel olarak anlamli fark vardir (p<0,05). Dérdiincii sinif
Ogrencileri diger diizeylerde egitim goren 6grencilere gore daha az kaygilidir ve is degistirmeyi daha az
istemektedirler.

Tablo 8
Sinif Diizeyinde Anlamlilik Farki

Simif Simif Anlamlilik Farki Standart Hata Pay1 Sig.
4. 1. -2,79968* 0,94087 0,003
2. -2,45385* 1,0823 0,025
3. -2,05385* 0,97337 0,037
5. Sonug

Bu arastirma gazetecilik Ogrencilerinin YZ ile ilgili kaygi diizeylerinin belirlenmesi amaciyla
gerceklestirilmistir. Arastirma nicel arastirma yontemi ve Kkesitsel tarama modeliyle
gerceklestirilmistir. Arastirmanin ¢alisma grubu Sakarya Universitesi iletisim Fakiiltesi Gazetecilik
Bolimii'nde egitim gdren ve arastirmaya goniillii olarak katilan 139 68renciden olusmaktadir. Veri
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toplama araci olarak anket formu ve Yapay Zeka Kaygi Olcegi’nin kullanildig1 arastirmada yapay zeka
kaygisinin arastirmacilar tarafindan belirlenen degiskenlere gore anlamlilik diizeyleri belirlenmistir.

Elde edilen bulgular, 6grencilerin %65'inin YZ konusunda orta diizeyde kaygiya sahip oldugunu
gostermektedir. Yiiksek kaygi diizeyi yasayanlarin orani ise %25'tir. Ozellikle 6grencilerin %58'i YZ'nin
kotii amaglarla kullanilabilecegi konusunda endise duyarken, %47'si mesleklerini tehdit edebilecegi ve
%50'si de insansi robotlarin yayginlagsmasinin is kayiplarina yol agabilecegi goriistindedir. Cinsiyet
degiskenine iliskin bulgular, kadin 6grencilerin (%70) YZ konusunda erkek 6grencilere (%50) gore
daha fazla kaygi yasadigini ortaya koymaktadir. Kadinlarin %30'u ytliksek diizeyde kaygi belirtirken, bu
oran erkeklerde %20'dir. Bu bulgu, kadinlarin YZ teknolojisine iliskin genel kaygilarinin ve 6grenme alt
boyutundaki kaygilarinin erkeklere gore daha ytiksek oldugu gostermektedir. Bu durum, kadinlarin
teknoloji ile ilgili konularda daha fazla endise duyduklarin gosterebilir. Ozellikle teknoloji alaninda
kadinlarin daha az temsil edildigi ve bu nedenle kendilerini daha fazla sorgulayip kaygi duyabilecekleri
bir ortamda bulunmalari, bu durumu agiklayabilir. Kadinlarin teknolojiye dair kaygilarinin erkeklere
gore daha yiliksek olmasi, egitim ve kariyer secimlerinde etkili olabilir. Bu kaygilar, kadinlarin
teknolojiye daha mesafeli yaklagsmalarina ya da bu alanlarda kendilerini yetersiz hissetmelerine yol
acabilir. Bu nedenle, kadinlarin teknolojiye olan ilgilerini artirmak ve bu konudaki kaygilarini azaltmak
icin daha kapsayici ve destekleyici egitim programlarina ihtiyag olabilir.

Yas degiskenine gore yapilan analizlerde, 6grencilerin YZ kaygilarinda anlamli bir farklilik
bulunmamistir. 18-22 yas araligindaki 6grencilerin %55’i orta diizeyde kayg belirtirken, 23-26 yas
araligindaki 6grencilerin %601 benzer bir kaygi diizeyindedir. Bu sonug, yasin yapay zeka kaygilar
tizerinde belirleyici bir faktor olmadigini, diger faktorlerin (6rnegin egitim diizeyi, teknolojiye erisim
vb.) daha etkili olabilecegini disiindiirmektedir. Sinif diizeyi ile ilgili bulgular, dérdiincii sinif
ogrencilerinin %20'sinin dusiik diizeyde kaygi yasadigini, bu oranin diger sinif diizeylerine gore daha
yliksek oldugunu gostermektedir. Dordiinci sinif 6grencilerinin %50’si orta diizeyde, %30’u ise yiiksek
diizeyde kaygi belirtmistir. Is degistirme alt boyutunda, sinif dereceleri arasinda anlamh bir fark
bulunmasi, 6grencilerin sinif derecelerinin is degistirme kaygisini etkiledigini ortaya koymaktadir.
Ozellikle 4. simf égrencilerinin is degistirme kaygisinin daha yiiksek oldugu gozlemlenmektedir. Bu
durumda 4. smif 6grencilerinin is bulma ve kariyer gecisi gibi konularla ilgili daha fazla kaygi
yasadiklarin1 veya bu konuda daha fazla belirsizlik yasadiklar1 diisiiniilmektedir. Ogrencilerin egitim
stirecleri sona yaklastikca mesleki yeterlilik ve teknolojiye uyum saglama konusunda daha belirsiz
olduklar1 seklinde yorumlanabilir. Bu bulgular, gazetecilik egitimi veren kurumlarin, 6grencilerin YZ
teknolojileri hakkinda daha fazla bilgi edinmelerini saglayacak egitim programlar1 gelistirmesi
gerektigini gostermektedir. Ozellikle, kadin 6grencilerin teknolojiye yonelik kaygilarini azaltacak egitim
stratejileri tizerinde durulmali ve bu 68rencilerin teknolojiye erisimini artiracak destekleyici politikalar
benimsenmelidir. Bununla birlikte, medya sektoriinde calismay1 planlayan 6grencilerin gelecekteki
kariyerlerine hazirlanirken, YZ teknolojilerinin is piyasasi lizerindeki etkileri konusunda daha fazla
bilgilendirilmeleri 6nemlidir.

Ogrencilerin YZ'ya yonelik kaygilarinin, 6grenme ve is degistirme gibi faktérlere bagh olarak arttig
tespit edilmistir. Bu durum, YZ'nin gazetecilik meslegi lizerindeki etkilerini daha derinlemesine anlamak
ve bu teknolojinin kullanimiyla ilgili egitimi gelistirmek gerektigine isaret etmektedir. Ozellikle,
ogrencilerin YZ'nin kétiiye kullanilmasi veya yanlis amaglarla yonlendirilmesi konusunda tasidigi
endiseler, gazetecilik egitiminin bu tiir teknolojik gelismelere uygun sekilde adapte edilmesi gerektigini
ortaya koymaktadir. YZ teknolojilerinin hizla gelistigi gliniimiizde, bu alanda karsilasilan kaygilarin
dogru bir sekilde yonetilmesi, gazetecilik mesleginin gelecegi acisindan kritik bir éneme sahiptir.
Ogrencilerin bu konuda daha bilingli hale getirilmesi, hem bireysel hem de toplumsal diizeyde daha
saglikli bir dijital dontisiim siirecine katkida bulunacaktir.
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Ogrenciler, YZ araclarin1 nasil Kkullanacaklari, veri analizlerinde ve {retim haberlerinde bu
teknolojilerden nasil yararlanacaklar1 konusunda donaniml hale getirilmelidir. Lisans ve lisansiisti
egitim derecelerinde ders programlarina “Uretken Yapay Zeka ve Gazetecilik” ve benzeri derslerin
koyulmas1 ve ogrencilerin bu dersi almasinin tegvik edilmesi mesleki becerilerinin gelistirilmesi
konusunda égrencilere referans olacaktir. Ozellikle veri gazeteciligi gibi bolgelerde YZ potansiyelinden
yararlanarak, bu teknolojilere olan kaygilarim1 takip edip daha sonra bir sekilde kariyerlerine
hazirlanmalarini saglayabilirler. Egitimlerin bir yonu 6grencilere bakmakta iken diger bir yonii ise
gazetecilik sektoriinde ¢alisan profesyonelleri icerecek sekilde diizenlenmelidir. Zira yapay zeka her
gecen glin kendini gelistirmekte ve doniistiirmektedir. Bu durum medya calisanlarinin da kendilerini
stirekli olarak gézden gecirmeleri ve giincellenmeleri agisindan 6nem tasimaktadir. Bu programlar, YZ
teknolojilerinin gazetecilik meslegine nasil entegre olacagi, etik yonlendirmenin nasil yonetilecegi ve
yeni teknolojilerle uyumlu c¢alisma bigimlerinin nasil gelistirilecegi konusunda rehberlik sunabilir.
Gazetecilik sektort, bu kisileri benimseyerek kapsamli bir tehdit olarak gérmek yerine, is siireglerini
daha etkin hale getirmek i¢in bir firsat olarak diistintilmelidir.

Yapay zekdya ait plan ve programlarin bir diger yoni bu konuda yapilacak sosyal politika ve
uygulamalara dairdir. YZ teknolojilerinin etik kullanimi1 ve haberlerin genisligindeki rolleri konusunda
net diizenlemeler getirilmelidir. Bu yazilimlar, YZ'nin etik standartlarin1 koruyarak, dogru ve giivenilir
haber tlretimi gerceklestirmeyi garanti eder. Gazetecilikte YZ kullanimi konusunda evrensel etik kodlar
ve yonergeler gelistirilmelidir. Bununla birlikte medya sirketlerinin ve gazetecilik derneklerinin YZ
teknolojilerinin ticari uygulamalarinin entegrasyonunu desteklemek amaciyla arastirma ve gelistirme
yatirimlari tesvik edilerek medya sektoriinii ilgilendiren her aktoriin siirece dahil olmasi ve kendilerine
diisen sorumluluklari yerine getirmeleri gerekmektedir.
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Extended Abstract

People have endeavored to convey their feelings and thoughts visually throughout the ages.
Photography has simplified the effort to visually communicate these feelings and thoughts. The most
crucial factors in this endeavor are attractiveness, comprehensibility, universality, memorability, and
speed in conveying messages (Arican, 2007). The advent of social media has facilitated the sharing of
photographs that encapsulate diverse emotions with others.

This research aims to analyze color preferences in photographs shared on the social media platform
Instagram that depict happiness and the correlation of these color preferences within an emotional
context. The research focuses specifically on the emotion of happiness and commences with a review of
the historical and contemporary placement of happiness in literature. Happiness is not a fleeting
emotion; rather, it is an emotion that should be experienced within a certain framework and for a
specific duration (Lenoir, 2021). A common thread runs through all intellectual discourses on happiness
from Aristotle to the present: happiness is neither about mere existence nor about possession.
Happiness is contingent upon action, pleasure, and love.

The subsequent phase of this study examines the relationship between emotions and colors. Red, a
dynamic and energetic color, is perceived as the color of passion and life (Ugar, 2004). Pink represents
innocence, sweetness, and empathy (Weber & Kostek, 2019). Blue is associated with happiness and love
(Pastoureau, 2005). Green symbolizes excitement and vitality (Manav, 2007). Purple refers to positive
emotions as calming and soothing (Conroy, 1921). Yellow is known as the happiest of all colors thanks
to its cheering effect (Ucar, 2004). The emotion of orange color reflects the state of cheerfulness and
happiness arising from the positive energy of the color itself (Wei et al.,, 2004). White is the symbolic
color of purity, joy, and cleanliness. Black is associated with unhappiness and pessimism (Conroy,
1921). Brown is another color associated with negative emotions (Manav, 2007). Gray is a neutral color
with no emotional meaning.

The population of this study was determined as the National Geographic Instagram account, which has
the mission of a visual narrator of the lives of people from different cultures in the world It would be
appropriate to examine happiness, which is considered a universal emotion, on the National Geographic
Instagram account. To conduct this analysis, photographs containing smiles, which are micro
expressions of happiness, were selected. Based on this, all photos shared on the National Geographic
Instagram account were examined and photos that met the image of happiness were selected from the
shared photos. Of the 10 photographs obtained as a result of the review, only one photograph belonging
to the same photographer was included in the sample. This was done by selecting the most recent
photograph. Semiotic analysis was used as a method in the research. As a method of examining implicit
signs, semiotics enables the examination of everything that can be considered a sign. Barthes states that
it is necessary to make an important distinction between the relative meanings of different elements
within the existence of an image by separating the terms expressed as denotative and connotative at
two basic points. Denotative refers to the actual meaning and value of any element in an image. The
connotative consists of a series of visuals, visual language, and codes (Clarke, 2017). What Barthes wants
to explain with the concept of connotative is myths (Glingor, 2020). Since photography is a visual sign
(Suler & Zakia, 2018), it can be analyzed within the framework of these principles.

The six photographs included in the sample were analyzed in the context of Barthes' semiotic theory.
Although the photograph taken by Ami Vitale (Figure 1) is dominated by brown tones, the yellow color
in the photograph stands out strikingly. The affectionate aspect of the human relationship with nature
in the photograph (Figure 1) reflects the cheerful effect of yellow and bears witness to a joyful moment.
The other photograph analyzed was taken by Ed Kashi (Image 2). In this photograph, the dominance of
green in a dark environment stands out. In the context of the relationship between photographic colors
and emotions, the excitement, relaxation, vitality, and confidence created by the color green seem to be
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compatible with the impression the photograph is trying to convey. The next photograph analyzed was
taken by Erika Larsen (Figure 3). This photograph (Figure 3) is dominated entirely by shades of blue,
which represents peace and harmony between nature and humans.

The other photograph analyzed (Image 4) belongs to Stephanie Sinclair. This photograph (Image 4)
contains more colors than the other photographs. The dominant colors in the photograph are white,
green, red, yellow, and black. Although there are different colors in the color scale of the photograph,
the majority of these colors reflect positive emotions. Another analyzed photograph is a frame showing
the daily bathing ritual of the Awa people, photographed by Claire Hamilton (Image 5). This photograph
generally carries an atmosphere of joy and happiness. The colors of nature dominate the photograph.
These colors are yellow, green, orange, and brown. The last photograph (Figure 6) was taken by David
Guttenfelder. This photograph is dominated by yellow, orange, and gray because of the sofa in the
photograph.

Finally, it was seen in the analyzed photographs that although the meaning of colors varies from culture
to culture, the color scales found in happiness frames in different cultures are colors such as yellow,
blue, orange, and green, which universally match the feeling of happiness. The dominant colors in the
photographs are consistent with the emotional meanings of colors.

1. Giris

Insanlik, zamanin baslangicindan itibaren kendini gorsel olarak ifade etmeye ¢caba gdstermistir. Tarihin
ilk caglarinda diislincelerini ve duygularini bir yiizey iizerine aktarma ¢abasi icerisindeyken (Kilig, 2019,
s.13) bu duygu ve diisiinceleri aktarma cabasi fotograf ile en net haline biirtinmiistiir. Fotografin
giiniimiiz iletisim diinyasinda goz ardi edilemeyecek bir diizeyde hikimiyeti bulunmaktadir (Arican,
2007,s.422). Ozellikle sosyal medyanin etkisiyle, fotograflarin genis kitlelerle kolayca paylagilabilir hale
gelmesinin bu durumun yegane sebebi oldugunu séylemek miimkiindiir. Gliniimiizde sosyal medya,
insanlarin yasamlarinin her detayini fotograflayarak paylastigi bir iletisim ortamidir. Sosyal medya
mecralar1 araciligiyla paylasilan fotograflar bireylerin, duygularini gériniir kilmaktadir (Christensen,
2018, 5.29). Paylasilan bu fotograflar genellikle insanlarin nese, sevgi, huzur, memnuniyet gibi pozitif
duygu durumlari igerisinde olduklari anlari temsil etmektedir. Bu anlar temelinde ise pozitif duygularin
bir sonucu olarak ortaya ¢ikan mutluluk duygusuna isaret etmektedir.

Mutluluk duygusu ile sosyal medya iliskisini inceleyen ilgili ¢alismalar irdelendiginde yapilan
calismalarin oldukca az oldugu dikkat cekmektedir. Yapilan calismalardan biri, mutlulugunu ve
mutsuzlugunu sosyal medyaya tasiyan Kisilerin paylasimlarina odaklanarak bireylerin hislerini nasil
gorsellestirildigini ortaya koymayr amaglamistir (Onciil, 2019). Bir diger calisma deneyimlenen
mutlulugun sosyal medyada nasil doniistiiriildiigii ve insa edilen mutluluk belleginin sosyal aglar
araciligiyla nasil hatirlandigi iizerine odaklanmaktadir (Saltik, 2021). Literatiirde bulunan diger pek ¢cok
calisma ise sosyal medya ile mutluluk duygusu arasindaki iliskiyi kullanicilar perspektifinden
irdelemektedir (Balci1 & Demir, 2018; Diker, 2021; Cizmeci & Saleem, 2023).

Farkli perspektiflerden mutluluk duygusu ile sosyal medyay:1 inceleyen bu galismalarin yani sira
duygular ve renkleri inceleyen calismaya ise nadiren rastlanilmistir. Sosyal medyanin bireylerin
duygular tlizerindeki rolii ve etkilerini daha iyi anlamak i¢cin mikro perspektiften calismalara ihtiyag
bulunmaktadir. Bu nedenle bu arastirma sosyal medya mecrasi Instagram’da paylasilan fotograflar
arasindan, icerisinde mutluluk imgesi bulunanlar tzerindeki renk tercihlerini ve bu renk tercihlerinin
duygusal baglamda iliskisini analiz etmeyi amac¢lamaktadir.

Bu ama¢ dogrultusunda arastirmada, “Instagram'da mutluluk temsili iceren fotograflarda kullanilan
renklerin, bu renklerin duygusal anlamlariyla iliskisi nedir ve farkli kiilttirlerden gelen bu fotograflarda
mutlulugu simgeleyen renkler acisindan evrensel bir benzerlik bulunuyor mu?” sorusuna yanit
aranmaktadir. Arastirma sorusuna yanit bulabilmek igin, 6rtiik gdstergelerin incelenmesine olanak
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saglayan gostergebilimsel yontem tercih edilmistir. Arastirmada o0zellikle gorsel unsurlarin
derinlemesine incelenmesini olanakli hale getiren Barthes'in géstergebilimsel yontemi tercih edilmistir.
Barthes'in gostergebilimsel yontemi, gorsel bir unsurun bireyleri duygusal olarak nasil etkiledigini ve
bu gorsel unsurlarin bireylerde nasil bir izlenim biraktigini incelemeye olanak tanimaktadir. Bu sebeple
mutluluk duygusu ve renkler arasindaki iliskiyi fotograflar lizerinden incelemek i¢in gostergebilimsel
yontem ideal bir tercihtir.

Arastirmanin evreni, diinyanin farkh kiiltiirlerinden insanlarin yasamlarinin goérsel anlaticisi
misyonunu iistlenen National Geographic Instagram hesabidir. Bu hesabin barindirdigi fotograflar,
insanlar1 hi¢ bilmedikleri bir yere gotiirtip hi¢c tamimadiklari yepyeni insanlarla tanisma firsati
sunmaktadir (Arican, 2007, s.428). Dolayisiyla evrensel bir duygu olarak kabul edilen mutlulugu,
National Geographic Instagram hesab1 lizerinden incelemek yerinde olacaktir. Bu incelemenin
yapilabilmesi icin mutlulugun mikro ifadesi olarak giiliimseme bulunan fotograflar secilmistir.

Gilimseme, tiim kiiltiirlerde evrensel olarak mutluluk ve pozitif sosyal karsilama sinyali olarak kabul
edilmektedir (Johnson-Laird & Oatley, 2008). Buradan yola cikarak National Geographic Instagram
hesabinda paylasilmis tiim fotograflar 10 Nisan 2024 tarihinde incelenmis ve mutluluk imgesini
karsilayan fotograflar tespit edilmistir. Inceleme sonucu elde edilen 10 fotograftan ayni fotografciya ait
fotograflardan yalnizca biri 6rnekleme dahil edilmistir. Bu islem en giincel tarihli fotograf secilerek
yapilmistir. Alti fotograf lizerine yapilan incelemede fotograflarin genel olarak sari, yesil, mavi gibi ortak
renkler icerisinde ¢6ziimlendigi gériilmiistiir. Bu renkler, duygusal olarak mutlulugu temsil etmektedir.
Her ne kadar renklerin ifade ettigi anlam kiiltiirden kiiltiire degisiklik g6steriyor olsa da birbirinden
farkli kiiltiirlerdeki mutluluk karelerinde bulunan renk skalalari, evrensel olarak kabul gérmiis
renklerin duygusal anlamlari ile 6rtiismektedir.

2. Meta Bir Duygu Olarak Mutlulugun Ardyéresi

Maddi diinyanin bir pargasi olarak duygular hem bilissel hem de fizyolojik 6zelliklerin bir araya
gelmesiyle iliskilendirilmektedir. Bu sebeple duygular maddi dinyanin bir pargasi olarak
diistiniilmektedir (Rosenwein & Cristiani, 2019, s.99). Pozitif olma hali olarak mutluluk duygusu ise
hislere, biyolojik kalitima, aileye ve sosyal cevreye bagh olarak degiskenlik gostermesi sebebiyle bir
meta duygu olarak kendisini gostermektedir (Lenoir, 2021, s.2). Mutluluk kelimesine etimolojik olarak
bakildiginda Antik iskandinav dilinde firsat, sans ve basari anlamlarini tasiyan happ kékiinden gelen
Ingilizce happiness sdzciigiiniin (Smith, 2020, 5.189), 18. yiizyila kadar hos ve memnun zihinsel durum
anlaminda kullanildig1 goérilmektedir (Online Etymology Dictionary, 2023). Etimolojik olarak
bakildiginda kelimenin geldigi kokende dahi pozitif ¢cagrisimlar barindirdig1 gortilmektedir. Kavramin
kokeninin sahip oldugu bu anlamlar biitiind, giintimiizde daha kapsamli bir anlam ¢emberinin i¢cinde bir
biitlinli olusturmustur. Bireylerin yasama amacinin temelinde mutlu bir hayat siirmek yer almaktadir.
Klasik donemden Aydinlanma Cagi’'na kadar olan tarihsel siirec igerisinde pek ¢ok diisiintir hem fiziksel
hem de diisiinsel baglamda mutlulugu anlama arayislarina girmislerdir.

Klasik donemde mutluluk kavraminin icerdigi anlama bakildiginda olduk¢a baglamsal bir kavram olarak
karsimiza ¢ikmaktadir. On sekizinci yiizyildan itibaren ise mutlulugun anlam iyilik, zevk, memnuniyet
anlamlarini da kapsayacak sekilde biraz daha genisletilerek fiziksel yansimasi olarak da glilimseme ile
iliskili hale gelmistir. Her ne kadar mimik ve yiiz ifadeleri kiilttirel bellegin tasiyicisi olsa da kimi yiiz
ifadeleri bireyin igcerisinde bulundugu kiltiir her ne olursa olsun evrensel bir anlam tasimaktadir (Smith
vd., 2020, s.406).

Mutluluk kavrami Aristoteles’ten giiniimiize merkezi bir felsefi ilgiye sahiptir. Elbette Aristoteles’in
mutluluga olan yaklasimi ile giiniimiizdeki mutluluk anlayisi ayni pencereden olsa da farkli bir
konumlandirmaya sahip olmustur. Aristoteles’in terminolojisine goére mutluluk, bir seyin islevini fark
etmeye ve gergeklestirmeye gondermede bulunan bir ifade olarak karsimiza ¢ikmaktadir (Soccio, 2010,
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s5.298). Mutlulugun 6grenilebilir ya da aliskanlik edinilebilir bir sey mi oldugunu sorgulayan Aristoteles,
bunu bilmenin oldukg¢a zor oldugunu ifade etmektedir. Bunun yani sira mutlulugun kiiltiirden kiiltiire,
bireyden bireye ve hatta bireyin hayatinin herhangi bir donemine gore dahi degisiklik gosterebilecegini
de ifade etmektedir (Lenoir, 2021, s.2). Mutlulugun ne tamamiyla maddesel ne de tamamiyla formel
oldugunu diistinen Aristoteles’e gore mutluluk su anda ve buradaki mutluluktur; baska yerde veya daha
sonra elde edileceklerle baglantili degildir (Soccio, 2010, s.298). Genel bir bicimde mutlulugu ya da
Aristoteles’in adlandirdig1 bicimiyle eudemonia’yi, bireyin tiim hayatini iyi bir bicimde siirdiirmesi
olarak aktarmak mumkiindiir (Solomon, 2016, s. 137). Aristoteles’e gore bireyler her seyden 6nce
mutlulugu aramaktadir ve bu arayis para, saglik, glizellik ya da gilic gibi hedefler araciligiyla
yapilmaktadir.

Bir diger Antik Yunan filozofu Epikuros’a gore ise mutluluk hazza dayali bir bicimde formiile
edilmektedir: “Haz, mutlu hayatin ilkesi ve hedefidir. Ancak mutlu olmak icin hem birtakim hazlar
reddetmek hem de miisaade edilen hazlar1 sinirhi tutmak esas olarak goriilmektedir. Bu sebeple her haz
da tercih edilmemelidir” (Lenoir, 2021, s.35). Dolayisiyla da dogal ve gerekli olmayan hazlardan
vazgecmek gerekmektedir. Gerekli olmadigi halde dogal olan hazlardan ise tamamen vazge¢meye gerek
olmasa da bu isteklerin de koélesi olunmamalidir (Sponville vd., 2012, s.8). Epikuros’un minimal bir
yasamdan haz duyarak mutlu olunabilecegine dair bu yaklasimi bir mutluluk sanati olarak da
tanimlanmaktadir.

1776 yili Birlesik Devletler Bagimsizlik Bildirgesi'nde her vatandasin “yasama, 6zgiirlik ve mutluluga
erisme” hakki oldugu ifade edilmektedir (Smith, 2020, s.189). Bu ifade ile mutlulugun, vatandaslarin
devredilemez bir hakk: olarak ilk kez yasal nitelikte géz 6ntine alinmistir (Lenoir, 2021, s.2). Aym
zamanda bu ifade ile mutluluk zorunlu bir erdem haline getirilmistir (Rosenwein ve Cristiani, 2019,
s.88). Aydinlanma Cag ile birlikte artan mutluluga dair sorgulamalarda mutlulugun farkli bakis
acilariyla aciklanmaya c¢alisildigl goriilmektedir. Bunun en temel sebebi ise donemin farkli yasam
standartlarina sahip bireylerin, farkh beklentiler ile mutlulugu elde etmeye calismasidir. Ozellikle
toplumdaki sinifsal farkhiliklarin mutluluga dair beklentilerde biiyiik bir rol stlendigini s6ylemek
miimkiindiir. Aydinlanma Cag filozoflarindan Spinoza’nin mutluluga olan yaklasimina bakildiginda,
Aristoteles’in mutluluga olan yaklasimindan etkilenmis oldugu goriilse de Aristoteles’in mutluluga
bakisina karsi olarak, mutlulugu insan dogasinin miikemmelligi veya dogal iyiligi olarak gormeyi
reddetmektedir. Ona gore iyi, kotli, miikemmel ve kusurlu kavramlari smirli bir perspektiften
degerlendirilmektedir. Bu sebeple Spinoza’ya gore en yiiksek mutluluk insandan daha 6te sonsuz ve
ylice saadetle elde edilebilmektedir.

Her bir bireyin kendisine ait bir mutluluk yolu bulunduguna inanan Montaigne’'ye gore bireyin
mutlulugu bizzat bulmasi gerekmektedir. Birey kendine has mutlulugunu, kim olduguna, karakterine,
hislerine, fiziksel yapisina, giiclii ve zayif yonlerine, 6zlemlerine ve arzularina gére bulmalidir (Lenoir,
2021, s.162). Montaigne ayrica mutlulugu getirecek seyleri bulmanin ardindan yapilmasi gereken bir
diger eylemin de mutlulugu getirmis olan seylere de siki sikiya baglanmak oldugundan s6z etmektedir.
Mutluluk deneyiminin bir anlam deneyimi olamayacagini (Sponville vd., 2012, s.40) soyleyen
Montaigne’inin mutluluk goériisiinii; su anin, su anda sahip olunan gercekligin ve su an bulunan
dogrunun tecriibe edilisi olarak tasvir etmek miimkiindiir.

Aydinlanma Cagi'nin diger bir diisiiniiri Immanuel Kant'a gore ise mutluluk akla uygun olarak dogru
davranis ¢izgisini gozeterek, mutlu olmaya layik kilacak seyleri yapmaktir (Lenoir, 2021, s.53). Onun
mutluluk anlayisi, bireylerin biitiin egilimlerinin ve biitlin arzularinin tatmini olarak karsimiza
cikmaktadir (Sponville vd., 2012, s.47). Arthur Schopenhauer’in mutlulugu degerlendirme bigimine
bakildiginda ise onun yaklasiminda, hisler ve istekler baglaminda kazanilan icsel memnuniyetin
bulundugu goriilmektedir (Lenoir, 2021, s.65). Schopenhauer’in yaklasimina gére mutluluk arzularin
tatminidir ve ger¢cek mutluluk i¢in tiim acilarin tamamen yok olmasi ve tiim arzularin tamamen tatmin
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edilmesi gereklidir (Schalkx & Bergsma, 2008, s5,380). John Stuart Mill’e gore ise mutluluk, karmasik bir
duygu durumudur ve pesinden kosup yakalanabilecek bir sey degildir (Smith, 2020, s.191). O mutlulugu
katiksiz memnuniyetten ayristirirken, mutlulugu elde etmenin yolunun siik@inet ile heyecan arasinda
bir denge kurmak oldugunu ileri siirmektedir (Soccio, 2010, s.298).

1967 yilinda Warner Wilson, “A¢iklanmis Mutlulugun Bagintilar1” baslikli calismasinda mutlu bireylerin
“geng, saglikl, iyimser, disa doniik, endisesiz, yiiksek 6zsaygily, iyi egitimli, iyi maasli, dindar, evli, is
ahlakina sahip, her iki cinsiyetten de miitevazi istekleri olan ve genis bir zeka yelpazesine sahip” gibi
nitelikleri barindirdiklari sonucuna varmistir (akt., Diener, vd., 1999). Ancak Wilson'in incelemesinden
giinlimiize mutluluk iizerine yapilan calismalar gostermektedir ki bir kisinin mutlu olabilmesi o kisinin
oncelikle olumlu bir mizaca sahip olmasi gerekmektedir. Mutlu bir insan, ekonomik olarak gelismis bir
toplumda yasamali, sosyal sirdaslara sahip olmali ve degerli hedeflere dogru ilerleme kaydetmek icin
yeterli kaynaklara sahip olmalidir. Ama tiim bunlara sahip olmadan énce olumlu bir mizaca sahip olmasi
gerekmektedir (Diener, vd., 1999).

Mutluluk giiniimiizde kisisel memnuniyetin her tarziyla yaygin olarak kullanilarak 6znel baglamda
tanimlanmaktadir (Soccio, 2010, s.298). Mutluluk gecici bir duygulanim degildir; belirli bir biitiinliik
icerisinde ve belirli bir siire boyunca goriilmesi gereken bir duygu durumdur (Lenoir, 2021, s.23).
Mutlulugun bugiintine baktigimizda ise hala muglakligini koruyan bir kavram olmasina karsin
Aristoteles’ten giliniimiize miras kalmis mutluluk iizerine tiim disiinsel siireclerde ortak bir nokta
vardir ki o da mutluluk ne var olmakla ne sahip olmakla ilgilidir. Mutluluk, harekete, hazza ve sevgiye
baghlik gosteren bir olgu olarak tanimlanabilir.

3. Renk ve Duygu iligkisi Uzerine
“Renk, ruhla binlerce farkli sekilde konusabilir.”
Oscar Wilde

Renk gorsel bir dile sahiptir ve bu gorsel dil kimi zaman bir duyguyu disa vurmak igin
kullanilabilmektedir (Holtzschue, 2009, s.3). Renkler, bireylerin hayatini farkinda olmadan
etkileyebilen gorsel ve sozsiiz bir giictiir (Ambrose & Harris, 2013, s.6). Ormanin, ¢igeklerin, giin
dogumunun ya da glin batiminin renkleri en derin duygularin kaynagini olusturmaktadir ve dissal
seylere duyulan ilginin 6tesinde renkler, en yiiksek gérme bilincini yaratmaktadir (Conroy, 1921, s.1).
Bireylerin renklere verdigi tepkiler, diisiincelerden ziyade duygulara baghdir (Holtzschue, 2009, s.31).
Renklerle duygu iliskilerine bakildiginda ise her rengin farkli duygulari ifade ettigi gértiilmektedir.

Kirmizi, dinamik ve enerjik bir renk olmasi sebebiyle tutkunun ve hayatin rengi olarak goériilmektedir
(Ugar, 2004, s.50). Eski donem Avrupa’sinda sifacilar tarafindan iyilestirici bir renk olarak gorilmesi
sebebiyle saglik ve canlilik anlami tasimaktadir. Cin ve Japonya'da ise kirmizi rengin uzun 6mdir, saghk
ve mutluluk verdigi inanci bulunmaktadir. Ayni zamanda Cin'de imparatorluk kararnamelersi,
imparatorlugun iistiin gii¢ oldugunu vurgulamak amaciyla kirmizi renkte yazilmaktadir (Conroy, 1921,
s.6) Bunun yan1 sira kirmizi atesin, tehlikenin, giiciin ve cesaretin de rengidir (Ugar, 2004, s.50). Bu
sebeple bir ortamdaki kirmizi rengi, rengin kullanildigi baglam icerisinde degerlendirmek
gerekmektedir. Kirmizinin en agik tonu olan pembe renk ise olumlu duygusal inanglar ile bagdastirilan
bir renktir. Pembe, dinamik, romantik, neseli ve dikkatleri tlizerine ¢eken bir renk olarak
degerlendirilirken (Manav, 2007, s.148) ayni zamanda masumiyet, sevimlilik ve empati yetenegi yliksek
bir renk olarak goériilmektedir (Weber & Kostek, 2019, s.58). Pembe, insanlar1 rahat hissettiren ve
dinlendiren bir renk olarak bilinmektedir. Tiirk kiiltiiriinde pembe mutluluk duygusunu sembolize
etmektedir (Kirik, 2013, 5.78).

Orta Cag’in en giizel ve en soylu rengi olarak tasvir edilen mavi renk, edebi metinlerinde mutlulugun,
sevginin, diriistliigiin ve barisin rengi olmustur (Pastoureau, 2005, s.87). Sair John Keats, maviyi
“cennetin rengi” olarak tasvir etmektedir (Conroy, 1921, s.27). Ayn1 zamanda mavi, huzur, rahatlik,
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refah gibi olumlu noktalara vurgu yapiyor olsa da bazen de pasif, melankolik bir etki de
bulundurmaktadir (Ugar, 2004, s.55). Mavi renk Sigmund Freud tarafindan “sakin bir renk” olarak
tanimlamaktadir (Kirik, 2013, s.75). Sakin ve yansiz bir renk olarak barisi da simgelemektedir
(Pastoureau, 2005, s.193). Mavi ayn1 anda hem heyecan hem de siik{inet ikilemini ortaya ¢ikartabilen
bir renktir (Goethe, 2020, 5.246). Mavi ve sarinin karisimindan olusmasi sebebiyle yesil ise her iki rengin
karakteristik 6zelliklerini tasimaktadir. Mavi renkte oldugu gibi huzur verici ve dinlendirici bir etkiye
sahipken, sarinin canliligina da sahiptir (Ucar, 2004, s.56). Yesil rengin en ¢cok yarattigi duygusal
ozellikler; heyecan, rahatlama, canlilik, giiven ve safliktir (Manav, 2007, s.148). Gizemli ve ¢arpici bir
renk (Manav, 2007, s.148) olarak bilinen mor renk ise tipki yesil ve mavi gibi, sakinlestirici ve yatistirici
bir etkiye sahiptir (Conroy, 1921, s.36). Ayrica mor, otoriter bir renk olarak da goriilmektedir. Ayrica
Orta Cagdan beri soylularin tercih ettigi bir renk olmasi sebebiyle asillige gobndermede bulunan bir
anlam1 mevcuttur (Wei vd., 2004).

Sary, glinesin rengi olmasi sebebiyle, glinesin tiim 6zellikleri ona atfedilmistir (Conroy, 1921, s.14). Is18a
en yakin renk olarak sari, her zaman a¢ikligin dogasini tasimaktadir (Goethe, 2020, s.246). Glinesin rengi
olmasindan dolay1 temel ikonografide olumlu ve goéz alicilik anlamlarini barindirmaktadir (Suler &
Zakia, 2018, s.171). Sari, tiim renklerin icerisinde en mutlusu olarak bilinmektedir. Sarinin, sevecen
etkisi sayesinde coskulu ve neseli etkiler yaratmasinin yani sira (Ugar, 2004, s.53) sevginin ve evrenin
ruhani gii¢lerinin rengi olarak da goriilmektedir (Conroy, 1921, s.14). Antik toplumlarda ise sar1 renk
sonsuz yasami simgelemektedir (Ugar, 2004, s. 50). Bu nedenle sari, antik toplumlar i¢in tiim renklerin
en biiyiigli ve en yiice anlama sahip olani olarak karsimiza ¢ikmaktadir (Conroy, 1921, s.20). Hindistan’
da sar1 renk evlilik icin oldukc¢a biiyiik 6nem tasimaktadir. Hindistan’ da evliligin rengi saridir ve gelin,
evlilik hayatinda bekledigi mutlulugun ve birligin isareti olarak ellerini sariya boyamaktadir (Conroy,
1921, s.16). National Geographic dergisinin kapaginda bulunan sar1 gercevesi, derginin kimlik rengidir
ve sarl rengin olumlu etkisini tasimaktadir (Ucar, 2004, s.53).

Turuncu rengin sahip oldugu duygu ise rengin sahip oldugu pozitif enerjiden kaynaklanan neselilik ve
mutluluk halidir (Wei vd., 2004). Turuncu duygusal anlamda coskunluk ve nese anlamlari tasimaktadir
(Kirik, 2013, 5.74). Safligin simgesi olarak (Pastoureau, 2005, s.59) beyaz renk de benzer sekilde olumlu
duygulari tetikleyici bir etkiye sahiptir. Beyaz, masumiyet ve iyi yasam ile ruhani yasama ulasan kisinin
biiyiik sevincini sembolize eden bir renktir (Conroy, 1921, s.40). Bati kiiltiiriinde safligin, nesenin ve
temizligin sembol rengidir. Ayn1 zamanda merhamet, masumiyet, bilgelik ve erdemli degerlerle de
bagdastirilmaktadir (Ugar, 2004, s.48). Beyaz ayrica sonsuz yasamin, sevincin ve mutlulugun rengidir
(Pastoureau, 2005, s.43). Ancak Dogu toplumlarinda beyazin etkisi Bati'nin zitt1 bir 6zellige sahiptir.
Dogu kiiltiirtinde beyaz, yas ve liziintii rengi olarak kabul gormektedir. Japon kiiltiiriinde beyaz, 6limtin
sembolii olarak kullanilmaktadir. Yeni evlenecek olan gelinin beyaz giymesinin sebebi artik ailesi
tarafindan 6l sayiliyor olmasidir (Conroy, 1921, s.42).

Siyah rengin duygusal baglamda ilk ¢agristirdig1 sey ac1 cekmektir (Pastoureau, 2005, s.43). Siyah ayrica
iki temel yan anlam tasimaktadir: Bunlardan biri kotiiliik ve 6liim gibi anlamlardan olusurken, diger
anlami da resmiyet ve giiclii olmay1 icermektedir (Suler & Zakia, 2018, s.173). Siyah rengin mutsuzluk
ve karamsarlik ile iligkilendirilmesinin birincil sebebi ise siyahin 6liim ile bagdastirilmasi oldugu
soylenebilir. Siyah, sevdigimiz birinin 6liimiinii ile onun nesesinden mahrum kalindiginin bir isaretidir
(Conroy, 1921, s.48). Dramatik bir etki birakmasiyla bilinen kahverengi ise donuk, ugursuz ve
depresiflik gibi olumsuz duygulara ¢agrisimda bulunan bir renk olarak bilinmektedir (Manav, 2007,
s.148). Siyah ve beyazin karisimiyla meydana gelen gri ise her iki rengin de sahip oldugu duygusal
ozelliklere sahiptir. Siyahin umutsuzluguna karsi beyazin nesesini sembolize etmektedir (Conroy, 1921,
s.52). Bu sebeple duygusal bir anlami bulunmayan yansiz bir renk oldugunu séylemek miimkiindiir.

171



Sakarya iletisim, 4(2) 2024, 165-186

Duygularla renkler arasindaki iliski Robert Plutchik tarafindan modellenmistir. Plutchik'in duygu
modeli, tiim diger duygularin temelini olusturan sekiz ana duyguyu icermektedir. Ayrica sekiz temel
renk ile bagdastirilan temel duygular iliskilendirilmistir.

Sekil 1
Plutchik'in Duygu Modeli (2018)

Kaynak: (Plutchik’ten akt, Bakirci, 2018).

Plutchik'in duygu modeli, renk ¢carkinda renkler ile renklere tanimlanmis duygu konseptleri arasindaki
iliskileri temsil etmektedir. Modeldeki huninin dikey boyutu yogunlugu ifade ederken, icindeki cember
ise duygular arasindaki benzerligi temsil etmektedir. Cember sekiz ana duyguyu temsil eden sekiz
béliimden olusmaktadir (Plutchik, 2001, s.349). Modelde seving ve iizlintili, kabullenme ve tiksinti,
korku ve ofke, saskinlik ve beklenti duygulari birbirine zit yonlerde gruplandirilmiglardir (Weber &
Kostek, 2019, s.59). iki veya daha fazla temel duygunun bir araya gelmesiyle ortaya ¢ikan duygu
kombinasyonlar1 hakkinda cesitli yargilar elde etmek miimkiindiir. Nese ve kabullenme karmasik sevgi
duygusunu; igrenme ve 6fkenin ise nefret ya da diismanlk duygusunu ortaya ¢ikarabilmektedir. iki ya
da daha fazla duygunun farkl yogunluk karisimiyla yiizlerce duygu elde edilebilmektedir (Plutchik,
2001, s.350). Diger tim duygular, birincil duygularin karisimindan meydana gelmektedir ve bu durum
bazi renklerin birincil olmasi ve diger renklerin bu birincil renklerin karistirilmasiyla olusmasina
benzetilmektedir.

4. Arastirmanin Metodolojisi

Bu arastirma gorsel sosyal medya mecrasi olan Instagram’da paylasilan ve mutluluk temsili bulunan
fotograflardaki renk tercihlerini ve bu renk tercihlerinin duygusal baglamda iliskisini 6zellikle mutluluk
duygusu merkeze alinarak ortaya koymay1 amaglamaktadir. Bu baglamda arastirmanin evreni olarak
diinyanin farkli kiltiirlerinden insanlarin yasamlarinin gorsel anlaticis1 misyonuna sahip National
Geographic’in Instagram hesabi olarak belirlenmistir.

National Geographic Instagram hesabi, diinyanin farkli noktalarinda bulunan insanlarin farklh
kiltiirlerdeki yasamlarimi anlatan fotograflar1 Instagram aracilifiyla paylasmaktadir. Bu sebeple
evrensel bir duygu olarak mutlulugu National Geographic Instagram hesabi lizerinden incelemek
onemlidir. Buradan yola ¢ikarak National Geographic Instagram hesabinda bulunan tiim fotograflar
incelenerek, paylasilan fotograflar arasindan mutluluk kavramlarini karsilayan fotograflar tespit
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edilmistir. Inceleme sonucu elde edilen 10 fotograftan ayni fotografciya ait fotograflardan yalnizca biri
ornekleme dahil edilmistir. Bu islem en gilincel tarihli fotograf secilerek yapilmistir. Arastirmada
ornekleme dahil edilen alt1 fotograf Bartnes’in gostergebilimsel anlam iliskisi baglaminda analiz
edilmistir.

Gostergebilimin temelleri Ferdinand de Saussure ve Charles Sanders Peirce'nin calismalariyla atilmistir.
Saussure, gostergeyi, gosteren ve gosterilen olarak tanimlarken, Peirce ise gostergeleri goriintiisel
gosterge, belirti ve simge olarak ti¢ kategoriye ayirmistir (Liszka, 1996, s.18). Saussure’un gostergebilim
tanimi "gostergelerin toplum igindeki yasamini inceleyen bir bilim" seklindedir (1959, s.16). Onun
gostergebilimsel yaklasimina gore, bir anlam semasi; gosterge, gosteren ve gosterilenin iliskisiyle
yapilan anlamlandirma silirecinden ortaya cikan anlami ifade etmektedir. Bu anlamlandirma siirecinde
gosteren, gostergenin nesnel haliyken, gosterilen ise géstergenin zihinde olusturdugu bicimidir (Liszka,
1996, 5.18).

Saussure’in ardindan gelen diistiniirlerin gostergebilimsel anlayisini Saussure’iin gostergebilimiyle
karsilastirmak zorunludur, c¢iinkii Saussure gostergebilim calismalarinin kurucusu olarak kabul
edilmektedir ve diger diisliniirler lizerinde biyiik etkisi bulunmaktadir (Liszka, 1996, s.18). Peirce ve
Saussure tarafindan gerceklestirilen cagdas gostergebilimsel calismalarin ardindan yapilan pek cok
calisma arasinda Barthes gostergebilimin ilkelerini ortaya koyarak dilbilimin sinirlarini asan 6nemli bir
diistintirdiir. Giderek gorsellesen bir ¢agda, Barthes, 6zellikle reklam, fotograf ve gorsel-isitsel medya
alanlarinda da imgesel gostergelerin incelenebilecegini ortaya koymustur (Chandler, 2007, s.224).
Roland Barthes'in gostergebilim yaklasimi, Ferdinand de Saussure ve Charles Sanders Peirce’den bazi
onemli agilardan farklihik gostermektedir. Barthes de tipki Saussure gibi gosteren ve gosterilen
arasindaki anlamlandirmaya dikkat ¢ekmektedir. Ancak Barthes, Saussure’un yaklasimina ek olarak
gosteren ve gosterilen arasindaki temel anlamlarin otesinde, toplumsal, ideolojik ve kiiltiirel
baglamlarda anlam katmanlari1 eklemektedir (Chandler, 2007, 5.219).

Barthes, gostergebilimsel anlamlandirmayn iki farkl diizeyde konumlandirmaktadir. Ik anlamlandirma
diizeyi, Saussure’nin ¢alismalarindan elde ettigi, gosteren ve gosterilen arasindaki iliski ile dis
diinyadaki gondergesiyle gosterge arasindaki iliskiyi tanimlayan, kendisi tarafindan da diiz anlam
olarak ifade edilen diizeydir (Fiske, 1990, s. 85). Diizanlam ile anlatilmak istenen herhangi bir 6genin
gercek anlami ve degeridir. Bir jest, bir ifade, bir nesne yani gorseli olusturan herhangi bir 6ge, biitiin
bir gériintliniin aslina uygun birer detayidir. Bu 6geler sayesinde anlam, en yalin bir bi¢gimiyle karsimiza
cikmaktadir (Clarke, 2017, s. 35). Bu yalin biciminin 6tesinde bu 6gelerin bir de yan anlam yontini
olusturan ikinci bir anlam seviyesi bulunmaktadir. Bu yan anlamlar bir dizi gorsel, gorsel dil ve kodlarin
bir araya gelmesiyle olusmaktadir.

Yan anlam kavramiyla Barthes’in anlatmak istedigi sey mitlerdir (Glingor, 2020, s.254). Barthes'a gore,
mitler ikinci derece anlam sistemleridir (1991, s.113). Barthes'in mit kavrami, onun gostergebilim
calismalarinda merkezi bir yerde bulunmaktadir. Barthes’in mit anlayisi Lévi Strauss'un mit
anlayisindan etkilemistir (Chandler, 2007, s.227). Lévi-Strauss icin mitler, doga ile kiiltiir arasinda
arabuluculuk yapan ikili hizalanma sistemleriyken Barthes i¢in mitler, ¢agdas kiiltiiriin baskin
soylemleridir (Chandler, 2007, s.254). Mitlerin, 6ziinde anlik bir izlenim yaratmayi amagladigini
soyleyen Barthes (1991), mitlerin anlam olasiliklarinin ebedi gériinmesini sagladigindan, dolayl olarak
dogal goriindiiklerini ifade etmektedir. Gosterge, gosteren ve gosterilenin birlesimi olan mitler, bu
birlesimi kullanarak ideolojik mesajlar1 iletmektedirler (Barthes, 1991, s.113). Bu ydniiyle mit, yliksek
bir anlamlandirma diizeyidir (Chandler, 2007, s.143).

Gorsel bir dizgenin, ¢izim, renk ve ton birimlerinin tipki bir dil gibi bir sifreye sahip oldugunu varsayan
Barthes (Erkman-Akerson, 2019, s. 226) fotograflarin var olma yollarini agiklamak i¢in iki Latince terim
kullanmaktadir: studium ve punctum (Olin, 2012, s.55). Studium, bir fotografin genel olarak
begenilmesini veya anlasilmasini saglamaktadir (Barthes, 1982, s. 26). Bir fotografin izleyiciye kiiltiirel,
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dilsel veya egitsel olarak aktardig: alani ifade eden studium, kiiltiirel ya da egitsel olasiliklarin alanini
ifade etmektedir. Bu alan, kiiltiirel alandan c¢ikip kisisel olana girerek ikinci unsur olan punctum
tarafindan delinmektedir. Studium, alan, punctum ise alani delip gecen seydir (Olin, 2012, s.55).
Punctum, bir fotografin beklenmedik sekilde duygusal bir etki yarattigi ve kisisel bir yanki uyandirdigi
bir deneyimdir. Barthes'a gore, punktum, fotografin icinde yer alan bir detay olabilmekte ve bu detay,
fotografi goren kisinin kalbine veya zihnine dokunarak onu derinden etkileyebilmektedir (1982, s. 6).
Barthes, Punctum kavraminin, fotografin sadece bir gorsel belge olmanin 6tesine gecerek izleyiciyle
kisisel ve duygusal bir bag kurabilme potansiyelini dzellikle vurgular. Ancak bir kisinin dikkatini ceken
ve duygusal bir etki yaratan bu detayin, baska biri i¢in tamamen 6nemsiz olabilme olasilig1 da
bulunmaktadir (Olin, 2012, s. 61).

Renklerin duygusal temsillerini temel alarak Instagram’daki mutluluk imgesinin nasil yapilandirildigini
anlamaya yonelik gerceklestirilen bu c¢alismada, 6rnekleme dahil edilen alti fotograf, Barthes'in
calismasindan faydalanilarak gosteren ve gosterilen arasindaki iliskiyi tespit etmek amaciyla diiz anlam
diizeyindeki anlamlar elde edilecek ve diiz anlamin sahip oldugu olas1 anlamlar ikinci derece anlam
sistemi olan yan anlamlara déniistiiriilerek ¢ok katmanli alt anlamlar yani mitler ortaya konacaktir.

4.1. Kiiresel kiiltiiriin gérsel anlaticisi: National Geographic

Geographic, 1888 yilinda Amerika Birlesik Devletleri'nin destegiyle haritacilar, topograflar,
istatistikgiler, hidrograflar ve jeologlardan olusan bir topluluk olarak kurulmustur (Schulten, 2000, s.6).
33 akademisyen ve bilim insanindan olusan bu topluluk, bilginin artmasi ve yayilmasi hedefiyle
calismalara baslamistir (National Geographic, 2024). Geographic toplulugunun yayin organi olarak
cikartilan National Geographic dergisi yayin hayatina ilk basladiginda diizensiz araliklarla yayinlanan
ve dar bir kesime hitap eden akademik bir dergi iken zamanla genis kitlelere hitap eden bol resimli aylik
periyotla yayinlanan bir dergiye doniismiistir. Dergide erozyon, yeryiizii sekilleri, hava durumu, kiyi-
arazi etiitleri gibi cografya alanindaki bilimsel nitelige sahip yazilara yer verilmistir (Schulten, 2000,
s.8). Glinlimiizde ise National Geographic, dogal ve kiiltlirel diinyalar hakkinda yeni anlayislar ortaya
cikarmaya ve onlarla olan bag1 giiclendirme misyonu ile yayinlarina devam etmektedir. (National
Geographic, 2024). National Geographic tarafindan modern olmayan diinyayla ilgili icerikler liretmek;
gelismeyi ve kiiltiirel evrimi tanimlamanin bir yolu olarak goriilmektedir (Lutz ve Collins, 2012, s.25).
National Geographic resmi web sitesinde toplulugun oldugu nokta soyle aktarmaktadir: “Bugiin yeni
bilgiler gelistiriyoruz, gezegeni koruyoruz, farkindalik yaratan ve eylemi tesvik eden hikayeler
anlatiyoruz ve yeni nesli olumlu degisimin pesinden gitmesi icin egitiyoruz. En iyi bilim, kesif, egitim ve
hikdye anlatimina dayanan ve Kkalici bir yenilik ruhuyla beslenen, sinirsiz bir gelecek insa etmeye
haziriz.”

Gectigimiz 130 y1l insanlara kendi tilkelerinin sinirlarinin 6tesindeki diinyay tanitmak amaciyla bilgi ve
gorlintli saglayan en 6nemli kaynak olarak National Geographic, (Lutz ve Collins, 2012, s.1), dijital
dontisimiin hizl bir bicimde yasandig1 cagimizda da artik yalnizca basili yayin organlari tizerinden degil
dijital platformlarda da ayni misyonu ile yayinlarin stirdiirmektedir. 2010 yi1linda, akilli cep telefonlari
ile gorsel bir anlatim firsati sunan sosyal medya mecrasi Instagram ile diinyanin dort bir yanindaki
insanlarin kendilerinin gormedigi seyleri gorebilecekleri, bilmedigi seyleri 6grenebilecekleri bir
pencere acilmistir. National Geographic de ayni y1l icerisinde Instagram’a katilmistir. @natgeo kullanici
adina sahip National Geographic Instagram hesabinin 29 Mart 2024 tarihi itibariyle 284 milyon takipcisi
ve 29,1 bin paylasimi bulunmaktadir. Dogrulanmis hesap rozeti bulunan @natgeo hesabin biyografi
kisminda ise “National Geographic fotografcilarinin goéziinden diinyay1 deneyimleyin” aciklamasi yer
almaktadir.
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4.2. Arastirmanin bulgular

Resim 1

Ami Vitale Tarafindan Cekilen National Geographic Instagram Génderisi (2023)

Kaynak: (Vitale, 2023).
Tablo 1

National Geographic Instagram Génderisinin Géstergebilimsel Incelemesi

Gosterge Gosteren Gosterilen
National Geographic Instagram  Ziirafa, Gen¢ Erkek, At, Ahir, Hayvan Sevgisi, Giilerytiz,
hesabinda paylasilan fotograf =~ Toprak Arazi, Di1s Mekan Minnettarlik, Giiven, Samimiyet,
Mutluluk

Diiz anlam-Yan anlam Céziimlemesi: Fotografta Kenya’da bulunan Namunyak Yaban Hayati Koruma
bolgesinde gorev yapan bir bekci ile bir ziirafanin pozitif iliskisi goriilmektedir. Fotograftaki bu sevginin
sebebi fotograftaki bekci genc erkegin, yarali halde buldugu Fupi isimli bu ziirafay: tedavi ederek vahsi
dogasina geri dondiirmesidir. Fotografin diiz anlamina bakildiginda ahirdaki bir ziirafanin, ahirin éniinde
duran geng bir adam 6ptiigii goriilmektedir. Opme edimi temelde geleneksel davranis dizgileri icinde
yer alan bir bildirisme olgusu olarak varsayillmaktadir. Opme, edimiyle birlikte bir bildiri aktarmaktadir
(Erkman- Akerson, 2019, s.217). Boylelikle fotografta vahsi hayvanlar ile insanlar arasindaki mutluluk
manzarasl a¢ik bicimde goriinmektedir. Zirafa kendisine yardim eden gen¢ adama minnettarligim
gostermektedir. Arkadaki atin serbest¢e dolasiyor olmasi ve gen¢ adamin arkasini doniik olmasi
hayvanlarla gen¢ adam arasinda bir giiven bagi olduguna isaret etmektedir. Ayrica ziirafa azim ve
kararliliga gonderme yaparken, atlar da 6zgiirliigii sembolize etmektedir. Fotografin ¢ekildigi dis mekana
bakildiginda toprak arazi ve derme ¢atma ahirlar goriilmektedir. Ayrica bolgede kuraklik oldugu belirgin
bir bicimde goriilmektedir. Bu durum fotograftaki bélgenin sosyo-ekonomik durumu hakkinda fikir
vermektedir. Fotograftan kurakhigin Afrika’daki vahsi yasami tehdit etmesine karsin vahsi yasami
korumak icin yerel insanlarin ¢aba harcadigi anlamini ¢ikartmak miimkiindiir. Zor kosullar altinda bile
olsa insanin i¢indeki sevgiyi ortaya ¢ikartabilecegini 6n plana ¢ikartmaktadir. Fotografta hakim renk
skalasinin kahverengi tonlarinda oldugu goriilmektedir. Buna karsin ¢ocugun iizerindeki Jamaika
formasinda bulunan sari capraz gizgiler goze carpmaktadir. Fotograftaki doga ile insan iliskisinin sevecen
yonii sarinin sevecen etkisini ¢agristirmakta ayrica neseli etkisini de yansitmaktadir. Plutchik’e (2001)
gore sar1 renk, olumlu bir duygusal tepki olarak nese duygusuyla iliskilidir (Joosten vd., 2010, s. 61).
Fotografta goriinen kahverengi tonlari1 olumsuz ve dramatik bir etki yaratma etkisine sahipken ¢arpici
sekilde goriinen sari, ortaya c¢ikabilecek tiim olumsuzluklara ragmen mutlu olunabilecegi anlami
tasimaktadir.
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Resim 2

Ed Kashi Tarafindan Cekilen National Geographic Instagram Génderisi (2023)

Kaynak: (Kashi, 2023).

Tablo 2

National Geographic Instagram Gonderisinin Gostergebilimsel Incelemesi

Gosterge Gosteren Gosterilen

National Geographic Instagram  Hareket, Eglenen  Insanlar, Sevgi, Ozgiirliik, Giileryiiz,
hesabinda paylasilan fotograf ~ Birlikte Dans Eden Cift, ic MekAn  Mutluluk, Aidiyet, Sosyal
Biitiinliik

Diiz anlam-Yan anlam Co6ziimlemesi: Foto muhabir Ed Kashi tarafindan g¢ekilen fotografta kapali bir
mekanda eglenen insanlar arasinda bulunan bir cifte odaklanmistir. Bu cift de diger eglenen insanlar
arasinda dans etmektedir. Hem fotografin arka planindaki isiklandirma hem de diger dans eden insanlar,
dinamik ve coskulu bir ortam izlenimi sergilemektedir. Kapali bir mekan igerisinde dans edebilen
insanlar kendilerini icinde bulunduklar1 bu ortama ait hissettikleri goriilebilmektedir.

Dans etmek pozitif duygular1 ortaya c¢ikartan bir etkinliktir. Dans ederken yiizli gériinen kadinin
yuziindeki glilimseme dans ederken duydugu memnuniyetin bir géstergesidir. Ayn1 zamanda kadinin
dans ettigi adam ile sarilma biciminden aralarinda bir giiven bagi oldugunu séylemek mimkiindiir.
Ayrica dans eden kadinlarin iizerinde mutfak 6nliigii bulundugu goériilmektedir. Bu durum bir gelenek
olabilecegi gibi giiniin yorgunlugunu geride birakarak bir siire dahi olsa mutlu olunabilecegi izlenimi
vermektedir. Burada, insanin dogal bedensel niteliklerine génderme yapmaktadir. Kiiltiire o6zgii
ayrintilar ise destekleyici olarak yer almaktadir (Erkman- Akerson, 2019, s. 217). Fotograf renk ve duygu
iliskisi baglaminda degerlendirildiginde yesil rengin yarattigi duygusal 6zellikler; heyecan, rahatlama,
canlilik ve giiven fotografin verdigi izlenimle ortliismektedir. Fotografta belirgin olarak goriilen siyah,
hayatta karsilasilan olumsuzluklari, kahverengi ise depresif ruh halini ¢agristirirken, fotografa hakim
olan yesil renk fotografta heyecan, canlilik ve giiven gibi anlamlar1 vurgulamaktadir. Bu durum
olumsuzluklara ragmen mutlulugun dengesinin saglanabilecegi durumuyla anlamsal bir biitiinliik
olusturmaktadir. Plutchik’in duygu modeline gore de fotografta bulunan yesil renkler giiven ve teslimiyet
anlami tagimaktadir.
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Resim 3

Erika Larsen Tarafindan Cekilen National Geographic Instagram Génderisi (2022)

{4
r Ya

e

Kaynak: (Larsen, 2022).

Tablo 3

National Geographic Instagram Génderisinin Gostergebilimsel Incelemesi

Gosterge Gosteren Gosterilen

National Geographic Instagram Denizayis1  Oyuncagl, Anne, Eglenmek, Duyarhlik, Gurur,
hesabinda paylasilan fotograf Cocuk, Grafiti, Yiiz Boyama, Dis Giileryiiz, Mutluluk
Mekan

Diiz anlam- Yan anlam Céziimlemesi: Erika Larsen tarafindan ¢ekilen bu fotografta Florida Denizayisi
Festivali'ne katilmis denizayisi grafiti bulunan duvarin dniinde ellerinde denizayisi oyuncagi bulunan ve
giilimseyerek poz veren bir anne ve oglu goriilmektedir. Hem annenin hem de g¢ocugun yiiziinde
giilimseme bulunmaktadir. Giilen bir kadin ve c¢ocuk yiizii agikga mutlulugu temsil etmektedir
(Takahashi & Kawabata, 2018, s. 257). Fotografta hem arka plandaki duvarda bulunan denizayisi grafitisi
hem anne ve ogulun elindeki denizayisi oyuncaklari, denizayilarinin korunmasina dikkat cekme ¢abasini
temsil etmektedir. Annenin gelecek nesle doga bilinci kazandirmaya ¢alistigi anlami da ¢ikartmak
miimkiindiir. Cocugun yiiziindeki mavi yiiz boyama, ¢ocugun bu festivalde aktif olarak vakit ge¢irdigini
gostermektedir. Fotografta tehdit altindaki denizayilar ile insanlar arasindaki bagi gii¢lendirip
insanlarin doga ile olan iliskisine dikkat cekilmeye ¢alisilmistir. Fotografa hakim renk skalasi yansiz bir
renk olan mavidir. Mavi, mutlulugun, sevginin ve diiriistliigiin rengidir. Sakin ve yansiz olarak barisi
simgeleyen mavi renk (Pastoureau, 2005, s.193) doga ile insanlar arasindaki barisi ve uyumu temsil
etmektedir. Dogayla gii¢lii bir bagi bulunan renklerden biri olan mavinin fotografta yarattigi huzur ve
rahatlatic etki, ortamin mutluluk diizeyi ile biitiinlesmektedir. Plutchik’in duygu modeline gére mavi
hayret ve saskinliga karsilik gelmektedir.
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Resim 4

Stephanie Sinclair Tarafindan Cekilen National Geographic Instagram Génderisi (2021)

Kaynak: (Sinclair, 2021).

Tablo 4

National Geographic Instagram Génderisinin Géstergebilimsel Incelemesi

Gosterge Gosteren Gosterilen

National Geographic Instagram Kiz Cocugu, Cocuklar, Etnik Giliven, Giileryiiz, Aile Baglari,
hesabinda paylasilan fotograf Kiyafetler, Dis Mekan Kiltiirel  Temsil,  Mutluluk,
Samimiyet

Diiz anlam-Yan anlam Coéziimlemesi: Stephanie Sinclair tarafindan c¢ekilen bu fotograf, diiz anlam
baglaminda incelendiginde kurak bir acik alanda bir aktivite icin toplanildig: gériilmektedir. Cocuklar ve
babalarinin fotografta olmasi, ayni zamanda fotograftaki toplulugun sik giyimli olmasi bu goriisi
destekler niteliktedir. Arka planda erkek ¢ocuklar: goriiniirken 6n planda kiz gocugunun bulunmasi ve
babasiyla el ele tutusarak baska birisiyle konusmasi baba ile kiz ¢ocugu arasindaki giiven iligkisini ve
giicli aile baglarina isaret etmektedir. Bir kizin babasiyla olan iliskisi onun giivenliginde, gelisiminde ve
yasam gidisatinda hayati bir rol oynamaktadir. Etnik bir kiiltirde kiz ¢ocugunun 6n planda tutulmasi
babalarinin kiz ¢ocuklarinin gelisimi tizerindeki olumlu etkiye isaret etmektedir. Kiz ¢ocugunun
babasinin lzerinde bulunan etnik kiyafetler, ait oldugu toplumun kiltiirinden kopmadan, gelecek
nesillerin potansiyelini gerceklestirebilmesi icin ¢aba gosterdigi izlenimini sunmaktadir.

Fotografta en fazla tespit edilen renk gokyiiziiniin beyazligidir. Olumlu duygulan tetikleyici bir etkiye
sahip olan beyaz, saflig1 simgelemesinin yani sira erdemli degerlerle bagdastirilmaktadir. Benzer sekilde
seving ve mutlulukla bagdastirilmaktadir. Fotografta bulunan diger renkler mutluluk duygusu i¢in
atfedilen renklerden turuncu, sari, yesil ve mavidir. Bu renklerin tiimii olumlu duygularla
iliskilendirilmektedir. Bu renklerle iliskilendirilen bu olumlu duygular mutluluk, heyecan, rahatlama ve
pozitif olmadir (Takahashi & Kawabata, 2018, 5.248). Kiz ¢ocugunun tizerindeki yesil renk Plutchik’in
duygu carkinda heyecan, giiven ve saflik anlamlar1 da tasimaktadir (Plutchik, 2001). Fotograftaki yesil
renk duygusal baglamda incelendiginde ise heyecan, canlilik, giiven ve saflik duygularim
barindirmaktadir. Diger tespit edilen kirmizi renk hayatin rengidir. Mutlulugun rengi olan sar1 renk ise
coskulu ve sevincli bir etkiyi yansitmaktadir. Fotografin renk skalasinda pek ¢ok farkli renkler bulunuyor
olsa da genel baglamda olumlu duygulara ¢agrisim yapan renklerden olustugunu séylemek miimkiindiir.
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Resim 5

Charlie Hamilton James Tarafindan Cekilen National Geographic Instagram Génderisi (2023)
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£

Kaynak: (Hamilton- James, 2021).

Tablo 5
National Geographic Instagram Gonderisinin Gostergebilimsel Incelemesi
Gosterge Gosteren Gosterilen
National Geographic Instagram Kadinlar, Nehir, Kaplumbaga, Doga, Kirsal, Yerel Yasam,
hesabinda paylasilan fotograf Maymun, Otlar, Yerel Takilar, Di1s  Kiiltiirel Temsil, Samimiyet,
Mekan Giileryiiz, Glinliik Hayattan Keyif

Alma, Arkadaslik, Mutluluk, Nese

Diiz anlam- Yan anlam Céziimlemesi: Charlie Hamilton James tarafindan gekilen fotografta Brezilya'nin
dogu Amazon bolgesinde yasayan "dag halki" ya da "orman halki" olarak bilinen (Brysk, 2000) Awa
halkina ait bir ritiiel olan, nehirde sabah banyosu yapan kadinlar gériinmektedir. Awa halk: tarafindan
cesitli kus tiirleri, kemirgenler, maymunlar ve kaplumbagalar evcil hayvan olarak gériilmektedir. Yerel
halk i¢cin nehirde yikanmak giinliik bir ritiieldir. Gostergeye diiz anlam baglaminda bakildiginda yerel bir
halkin kadinlarinin nehirde hayvanlarla birlikte suda oldugu goriilmektedir. Yan anlam baglaminda
incelendiginde bu yerel kadinlarin modern yasamin disinda, doga ile i¢ ice sahip olduklar1 bu hayattan
memnuniyet duyduklar1 g¢ikarimini yapmak miimkiindiir. Kadinlarin bulundugu kiiltiire 6zgi
boyunlarinda ve kollarinda bulunan hayvan dislerinden yapilmis etnik takilar yalnizca taki amagh degil
ayni zamanda takan kisinin statiisii, zenginligi ve ruhani inanglar1 hakkinda da fikir vermektedir. Hayvan
disleri kullanilarak yapilmis bileklik ve kolye ile seker kamisindan yapilmis ipler, kadinlarin ait oldugu
kiltiiriin doga ile olan iligkisini yansitmaktadir. Ayrica hayvanlarla birlikte nehirde yikaniyor olmalar1 da
bu duruma eslik eden bir anlam tasimaktadir. Toplumsal ve kiiltiirel kodlarla derinlemesine baglantili bir
izlenim yaratan fotograf, dogayla i¢ ice, sade ve samimi bir yasami, yerel kiiltiir icindeki sicak ve dostca
iligkileri gostermektedir. Ayni zamanda, toplulugun dogayla olan uyumunu ve giinliik hayattan alinan
keyfi, mutlulugu ve neseyi yansitmaktadir. Fotografta bulunan renklere bakildiginda ise baskin bigimde
goriilen sari, fotografin sevecen ve neseli etkisini vurgular niteliktedir. Fotografta goriinen sarinin tonu
ise Plutchik’in duygu carkinda coskunluga denk gelmektedir. Doganin rengi olan yesil bir diger baskin
renktir. Yesilin fotografta yarattigi etki, rahatlatici ve el degmemis doganin saflifin1 géstermektedir.
Yesilin sahip oldugu duygusal temsillerin digerleri ise heyecan, rahatlama, canllik, giiven ve safliktir
(Manav, 2007, s.148). Hem sar1 hem yesilin bir arada bulunmasi dogaya duyulan gilivene ¢agrisim
yapmaktadir. Ugiincii bir renk olan turuncu, duygusal anlamda coskunluk ve nese anlamlar1 tasimaktadir
(Kirik, 2013,74). Turuncunun sicakligi fotografta bulunan samimiyete ve hayattan keyif almay1 temsil
etmektedir. Diger bulunan iki renk siyah ve kahverengi her ne kadar olumsuz duygular1 ¢agristiriyor olsa
da fotografin geneline neselilik ve mutluluk hali hakimdir. Ancak yine de siyah ve kahverenginin olumsuz
etkisini dogada yasamanin zorluklarini yansitabilecegini diisinmek miimkiindir.

179



Sakarya iletisim, 4(2) 2024, 165-186

Resim 6

David Guttenfelder Tarafindan Cekilen National Geographic Instagram Génderisi (2023)

W

>

Kaynak: (Guttenfelder, 2023).

Tablo 6
National Geographic Instagram Génderisinin Géstergebilimsel Incelemesi
Gosterge Gosteren Gosterilen
National Geographic Instagram  Resim, Koltuk, Yasli Adam, Saskinlik, Mutluluk, Giileryiz,
hesabinda paylasilan fotograf Yastiklar, I¢ Mekan Giiven, Deneyim, Uzun Yasam,

Yasama Sevinci, Yaraticilik, Dis
Diinya Baskisindan Uzaklasma

Diiz anlam- Yan anlam Céziimlemesi: David Guttenfelder tarafindan ¢ekilen fotografta, hastaligini
yavaslatmak icin doktorlarin tavsiyesi lizerine yeni bir hobi 6grenmis bir adamin 2019 yilindan beri
¢izdigi 17.000'den fazla resmi ile ¢ekilmis fotografi bulunmaktadir. Fotografa diiz anlam baglaminda
bakildiginda dort bir yani resimlerle dolu bir oda ve bu odada bulunan kanepenin iizerinde oturan
sevingli ruh hali icerisindeki bir adam goriilmektedir. Yan anlam baglaminda fotografa bakildiginda
hastaliktan kurtulmak i¢in yasli adamin boyle bir hobi edinmis olmasi g6z 6niinde bulunduruldugunda
yasama sevincine sahip oldugunu sdylemek miimkiindiir. Yash adamin giiler yiizii hayatin olumlu
yanlarini ve yagsamdan alinan keyfi yansitmaktadir. I¢ mekanda ¢ekilmis bu fotograf hastalikla miicadele
etmeye calisan yasli adamin dis diinyanin tizerindeki baskisindan kurtulmak icin giivenli bir yer edindigi
anlami ¢ikartilabilmektedir. Yasli adam, hayatin olumlu yanlarimi ve yaraticiligin her yasta var
olabilecegini gostermektedir. Fotografin geneline hakim olan acik renk tonlari, mutlu anlara vurgu yapar
niteliktedir (Takahashi & Kawabata, 2018, s. 257). Fotograf, renk baglaminda incelendiginde ise sar1 renk
hem yash adamin terliklerinde hem de yaptigi resimlerde goriilmektedir. Sari rengi sikca tercih etmesinin
sebebini, sar1 rengin sahip oldugu hayat verici 6zelligi ve yansittig1 olumlu etkileri olarak kabul etmek
miimkiindiir. Yine bir diger siklikla goriinen renk turuncudur. Sar1 ve kirmizinin karisimiyla meydana
gelen turuncu da tipki sar1 renk gibi olumlu bir etki tasimaktadir. Turuncu rengin yansittig1 duygu, rengin
sahip oldugu pozitif enerjiden kaynaklanan neselilik ve mutluluk halidir (Wei vd., 2004). Diger iki renkte
ise mavinin iki farkli tonu goriilmektedir. Bu renkler rahatlik, canlilik ve giivene isaret etmektedir.
Kullanilan renkler bir arada degerlendirildiginde mutluluk temsiline isaret ettigi goriilmektedir.
Plutchik’in duygu modeline gore, fotograftaki tiim sar1 renkler huzur, seving ve olumluluk haline
gonderme yaparken, turuncu kullanimi 6l¢iilii davranma, mavi kullanimi ise saskinhigi temsil etmektedir.
Fotografa hakim olan olumlu duygu durumunun renklerle de uyumlu oldugunu sdylemek miimkiindiir.
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National Geographic Instagram hesabindan elde edilen alti fotograf, farkl kiiltlirlerden insanlarin
mutluluk anlarini yansitmaktadir. Bu fotograflar renk baglaminda incelendiginde; Ami Vitale tarafindan
cekilen fotografta (Resim 1) kahverengi tonlari hakim oldugu gortilse de fotografta bulunan sari renk,
carpici bicimde kendisini gostermektedir. Fotograftaki (Resim 1) doga ile insan iliskisinin sevecen yonii,
sarinin neseli etkisini cagristirarak neseli bir ana taniklik etmektedir. Incelenen diger fotograf, Ed Kashi
tarafindan fotograflanmistir (Resim 2). Bu fotografta karanlik bir ortam icerisinde yesilin baskinlig1
goze carpmaktadir. Fotografin renkleri ve duygular arasindaki iliski baglaminda bakildiginda yesil
rengin yarattigl heyecan, rahatlama, canlilik ve giiven, fotografin iletmeye calistig1 izlenimle uyumlu
goriinmektedir. incelemeye alinan bir diger fotograf ise Florida Denizayis1 Festivali'nde Erika Larsen
tarafindan g¢ekilmistir (Resim 3). Bu fotografa (Resim 3) tlimiiyle mavinin tonlar: hakimdir. Sakin ve
yansiz olarak barisi simgeleyen mavi renk, doga ile insanlar arasindaki barisi ve uyumu temsil
etmektedir. Incelenen diger fotograf (Resim 4) Stephanie Sinclair’e aittir. Bu fotograf (Resim 4) diger
fotograflara gore daha fazla renk icermektedir. Fotografa hakim renkler sirasiyla beyaz, yesil, kirmizi,
sar1 ve siyahtir. Fotografta bulunan renkler olumlu duygulan cagristirmaktadir. Incelenen bir diger
fotograf ise Claire Hamilton Hamilton tarafindan fotograflanan Awa halkinin giinliik banyo ritiielini
gosteren karedir (Resim 5). Bu fotograf (Resim 5) genel olarak nese ve mutluluk atmosferi tasimaktadir.
Fotografa doganin renkleri hakimdir. Bu renkler sari, yesil turuncu ve kahverengidir. Fotografta baskin
bicimde gortlen sari, fotografin sevecen ve neseli etkisine isaret etmektedir. Yesil ise rahatlatici ve el
degmemis doganin safligim gostermektedir. Ugiincii renk olarak turuncu, fotograftaki samimiyeti ve
yasamdan keyif almay1 yansitmaktadir. Son fotograf (Resim 6) ise David Guutenfelder tarafindan
cekilmistir. Bu fotografta sari, turuncu ve fotograftaki (Resim 6) kanepe sebebiyle gri renk baskin olarak
bulunmaktadir. Sar1 renk burada olumlu etkilerin isareti olarak kabul edilebilmektedir. Kullanilan
renkler bir arada degerlendirildiginde mutluluk temsilini simgeledigi goriilmektedir. Fotograflar ayrica
Plutchik duygu modeline gore degerlendirildiginde Resim 1, baskin sar1 renk sebebiyle sevinci
sembolize etmektedir. Resim 2, giiven ve teslimiyet gibi olumlu duygulara denk gelmektedir. Resim 3,
hayret ve saskinligi simgelemektedir. Resim 4’te en baskin renk beyazdir ancak Plutchik duygu
modelinde beyaz rengin karsiligi bulunmamaktadir. Bu fotografta (Resim 4) beyazdan sonra gelen
baskin renk ise yesildir yesil ise kaygi duygusunu ifade etmektedir. Resim 5 ve Resim 6’da baskin renk
saridir ve sar1 seving ve nese duygularini sembolize etmektedir.

Fotograflar bir arada degerlendirildiginde en fazla kullanilan rengin sar1 oldugu gériilmektedir. Iki
fotografta (Resim 5- 6) sar1 renk birincil baskin renk olarak gortltirken, Resim 1 ve Resim 4’te de baskin
renkler arasinda bulunmaktadir. Mutlulugun rengi olarak bilinen sar1 rengin incelenen 6 fotografin
4’linde bulunmasi oldukga yiiksek bir kullanim gostergesidir. Fotograflarda bir diger sik¢a goriinen renk
ise yesildir. Fotograflara hakim renkler renklerin duygusal anlamlan ile 6értiismektedir. Incelenen
fotograflardaki mutluluk imgesi onu temsil eden renklerle bir arada goésterilerek anlatimi daha da gii¢lii
kilmaktadir. Elbette ki incelenen fotograflar yalnizca bu renklerden olusmamaktadir. Olumsuz
cagrisimlar barindiran siyah, kahverengi gibi renklere de fotograflarda rastlanmaktadir. Ancak bu
renkler fotograflarda baskin degildir.

5. Sonug

Gergek diinyanin bir yansimasi olarak sosyal medyanin (Chawla & Mehrotra, 2021) barindirdigi estetik
ve kiiltiirel zeminde bulunan anlamlarin daha derinlemesine incelenmesi gerekmektedir (De Paola, vd.,
2022). Sosyal medya mecralarinin duygular iizerindeki etkilerinin giderek daha fazla dikkat cekmesine
karsin sosyal medya mecralari ile bireylere sunulan duygusal aktarim unsurlarina dair incelenmemis
pek cok yon bulunmaktadir. Bu nedenle, sosyal medyanin, duygulari, diger bireylere nasil aktardigini ve
bunun etkilerini daha iyi anlamak i¢in arastirmalara ihtiya¢ bulunmaktadir. Bu ¢alisma da sosyal medya
ve duygular arasindaki iliskinin, mutluluk ve renkler baglaminda daha iyi anlasilmasini saglamaktadir.
Instagram'da paylasilan fotograflarda, mutlulugun renkler baglaminda nasil temsil edildigini gésteren
bu ¢alisma, farkl kiiltiirlerdeki temsillere dair de ¢ikarimlar sunmaktadir (De Paola, vd., 2022). Bu
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cikarimlar1 elde edebilmek icin dizgilerin nasil ve nicin olustugunu inceleyen gdstergebilimsel
yonteminden faydalanilmistir (Erkman- Akerson, 2019, s. 14). Instagram’da paylasilan fotograflar
arasindan icerisinde mutluluk imgesi bulunanlar tizerindeki renk tercihlerini analiz eden bu ¢alismada
fotograflarin icerdigi duygusal ve kiiltlirel anlamlar1 derinlemesine analiz etmek ve renklerin bu
baglamdaki roliinii daha iyi anlamak i¢in gorsel birer gosterge olan fotograflar (Suler & Zakia, 2018,
s.87) Barthes’in gostergebilimsel yaklasimiyla incelenmistir. Calismada, farkl kiiltiirlere ait alti fotograf
incelenmistir. Farkli kiiltiirlerden bilesik bir 6rneklemin incelenmesi, sosyal medyanin mutluluk
imgesini nasil tanimladigini belirlemek icin bulgularin nesnel olarak goériilmesine yardimci olmustur
(Kim & Li, 2021, s. 758). Elde edilen bulgular gostermektedir ki her ne kadar renklerin ifade ettigi
anlamlar kiiltiirden kiltiire degisiklik gosteriyor olsa da incelenen fotograflarda, renklerin tasidigi
anlamlar kiltiirel farkliliklar gézetmeksizin, sari, mavi, turuncu ve yesil gibi evrensel olarak mutluluk
duygusuyla 6zdeslesen renklerle ifade edilmektedir.

Bu ¢alisma, sosyal medya ile duygular arasindaki iliskiyi inceleyen ve bunu sosyal medya kullanicisini
degil paylasilan icerigi analiz ederek ele alan az sayidaki ¢alismalardan biridir. Bu nedenle ¢alisma,
literatiire farkli perspektiften katki saglamak acisindan 6nem arz etmektedir. Bu calisma yalnizca
Instagram'da temsil edilen mutluluk duygusuna odaklanmistir. Farkli perspektiflerden sosyal
medyadaki mutluluk imgesini ayrintili olarak incelemek i¢in daha fazla arastirmaya ihtiya¢c bulunurken
(Kim & Li, 2021, s. 758) ileriki ¢calismalarin farkli duygularin ve bu duygularin iletilmesinde kullanilan
farkli unsurlarin incelenmesine odaklanmasi gerekmektedir. Boylece sosyal medyada duygularin nasil
ifade edildiginin ve bagkalar1 tarafindan nasil algilandiginin daha anlasilabilir hale gelecegi
diistiniilmektedir.
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Eminonii Yeni Cami Hiinkar Kasr1’'nin Yikilmasinin 1930°lu Yillarda Giindeme Gelmesi
ve Tirk Basinindaki Tartismalar

Raising the Issue of the Demolition of Eminénii New Mosque Hunkar Pavilion in the 1930s and
the Debates in the Turkish Press

Sezer Simsek 0z: istanbul’un Eminénii semtinde 1597-1663 yillar1 arasinda insa edilen Yeni Cami,

tarihi degerinin yani sira, Emindnii meydaninda bulunmasi sebebiyle sehrin en goriiniir
Bartin  Universitesi, ~ Sosyoloji yapilarindan biridir. Camiye bitisik olarak insa edilen Hiinkar Kasr1 ise 17. yiizy1l Turk
Bolimii, Bartin, Tiirkiye,

sivil mimarisini yansitmaktadir ve kasrin i¢ mekany, ¢inicilik, kalem isi, ahsap isciligi gibi
geleneksel Tiirk sanatlarinin 6nemli o6rneklerine sahiptir. 1930’lu yillarin ikinci
yarisindaki imar hareketleri kapsaminda Fransiz mimar ve sehir plancisi Henri Prost'un
Istanbul ile ilgili hazirladig1 planlarda Hiinkar Kasrr'nin yikilmasi 6ngoriilmiis ve bu konu
1938 yili baslarinda uzunca bir siire basinda tartisglmigtir. ilk kez 19 Ocak 1938
tarihinde basinda bu konudan s6z edilmis, kasrin yikilip yikilmayacagina dair alinan
karar ise 22 Subat 1938 tarihinde basinda yer almistir. Bu calismada da Cumhuriyet
dénemi basininin dnde gelen gazetelerinden Aksam, Cumhuriyet, Kurun, Son Posta, Tan
ve Ulus'un bu iki tarih arasindaki sayilar1 6rneklem olarak belirlenmistir. Bu tarihler
arasinda pek cok habere ve konu hakkinda goriis sahibi olan isimlerin agiklamalarina yer
verildigi goriilmektedir. Bunun yani sira Ibrahim Hakki Konyali, Burhan Felek, Peyami
Safa, Zekeriya Sertel, Abidin Daver gibi donemin 6nde gelen gazeteci ve yazarlarinin,
kendi koselerinde bu konuya dair yazilar kaleme almalar1 s6z konusudur. Basindaki bu
tartismalar, kasrin yikilmayacagi yoniinde haberlerin ¢ikmasinin ardindan 1938 yilinin
Subat ay1 sonlarinda nihayete ermistir. Bu makalede, 1930°lu yillarin sonlarinda
hazirlanan sehir planlar1 kapsaminda Emindnii'nde bulunan Hiinkdr Kasri'nin
yikilmasinin giindeme gelmesinden ve Tiirk basininda konuyla ilgili yapilan
tartismalardan bahsedilmis, bu tartismalar teorik tematik analiz yontemiyle ele alinmis
ve konuyla ilgili biitiinliiklii bir calisma ortaya konmasi amaglanmistir.
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Extended Abstract

The New Mosque was built between 1597-1663 in the Eminéni neighborhood of Istanbul. As an
important Ottoman work in the tradition of Mimar Sinan, the Yeni Cami Complex is one of the
masterpieces of Turkish architecture and art history. The Hiinkar Pavilion was built adjacent to the
mosque and reflects 17th century Classical Turkish architecture. The Hiinkadr Pavilion was built as a
place of occasional residence and worship for the Sultan and the Valide Sultan, and its similar
examples are also encountered in other mosques. The Ayazma, Beylerbeyi, Selimiye, Nusretiye,
Ortakdy Biiyiik Mecidiye, Pertevniyal Valide Sultan, Dolmabahg¢e Bezmidlem Valide Sultan, and Yildiz
Hamidiye mosques are some of them.

In the 1930s, during the Republican period, development movements started in Istanbul. In 1936,
Henri Prost, a French architect and urban planning expert, was invited to Istanbul. Henri Prost also
wanted to transform Istanbul’s historically important squares and adopted a strategy to modernize
the city. Henri Prost made some comprehensive plans for Istanbul in 1936-1937. In 1938, construction
activities started to open the area around the New Mosque and to expand Emindnii Square. During
these years, Prost’s plan was met with reactions for various reasons, one of which was the proposed
demolition of the Hunkar Pavilion of the New Mosque.

In the newspapers of this period, this issue was referred to as the demolition of the New Mosque arch,
the demolition of the New Mosque Pavilion or the demolition of the Hunkar Pavilion. The demolition of
the Hunkar Pavilion was was covered in numerous newspapers, including Aksam, Cumhuriyet, Kurun,
Son Posta, Tan and Ulus for more than a month. Names such as Burhan Felek, ibrahim Hakki Konyaly,
Peyami Safa, Abidin Daver, Zekeriya Sertel, Burhan Cahid Morkaya wrote many articles on this issue.
Apart from these names, the opinions of those who opposed or supported the idea of demolishing the
pavilion and the arch were also published in newspapers for a long time. In Kurun, one of the most
important newspapers of the period, this issue was shared with the title "Should the arch of the New
Mosque be removed?" and the opinions of Kemal Altan and Sevki Balmumcu, two prominent architects
of the period, were included. Both architects criticized the idea of demolishing the Hunkar Pavilion.
Cumhuriyet published the statements of Halil Edhem Eldem, one of the important names of Turkish
museology. Halil Edhem Eldem also opposed the demolition of the pavilion. Cemil Topuzlu was
another name whose views were included in Cumhuriyet. Cemil Topuzlu, who served as the mayor of
Istanbul during the Constitutional Monarchy, advocated demolishing the New Mosque arch. Ismayil
Hakk: Baltacioglu, who was publishing the Yeni Adam magazine in these years, was one of the names
criticizing the idea of demolition. Son Posta, one of the most important newspapers of the period,
featured the views of the famous painter Sevket Dag. He was also one of the names who was opposed
to demolishing the arch and pavilion of the New Mosque. Painter Fuad Soyhan also published an
article in Cumhuriyet newspaper, in which he stated that the New Mosque arch and the Hunkar
Pavilion were national monuments, criticizing the idea of their demolition. Samih Fethi, who was
writing in Cumhuriyet under the pen name "Turhan Tan" during this period, also mentioned the
historical importance of the Hiinkar Pavilion and stated that the idea of demolishing the pavilion was a
wrong idea.

However, apart from Cemil Topuzlu, there were other names who were of the opinion that the Hiinkar
Pavilion should be demolished. Journalist Burhan Cahid Morkaya wrote an article on the need to
demolish the pavilion. Ali Cetinkaya, the Minister of Public Works of this period, also supported Cemil
Topuzlu and argued that the pavilion should be demolished. Prominent journalists and writers of the
period such as Ibrahim Hakki Konyali, Burhan Felek and Abidin Daver were some of those who
opposed the idea of demolishing the Hiinkar Pavilion. Ibrahim Hakki Konyali wrote many articles on
this issue. Burhan Felek opposed the demolition of the pavilion in his column in Tan newspaper.
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Abidin Daver also criticized the ideas that the Hiinkar Pavilion should be demolished in his column in
Cumbhuriyet.

The proposed demolition of the Hiinkar Pavilion and the arch beneath it garnered significant attention
in the press during this period. The issue was a topic of discussion in the Republican press for over a
month. However, by late February 1938, newspapers reported that a decision had been made to
preserve the pavilion, bringing the public debates to a close.

1. Giris

Emindénii'nde bulunan Hiinkar Kasri, sehrin sembolik yapilarindan biridir. 17. yiizy1l mimarisinin en
onemli 6rneklerinden olan kasir, tezyini sanatlarin geliskin dérneklerine sahip olmasi bakimindan da
ozel bir éneme sahiptir. 1930’lu yillarin ikinci yarisinda Istanbul’a davet edilen Fransiz sehir plancisi
Henri Prost, kentin tarihi mekanlarim1 da kapsayan planlar hazirlamis ve hazirlanan projede
Emindnii’'nde bulunan Hiinkar Kasrr’'nin yikilmasi 6ngoriilmiistiir. Bu gelisme Tiirk basininda uzunca
bir siire tartisilmis, pek cok haber ve kdse yazisina konu olmustur. Aksam, Cumhuriyet, Son Posta, Tan
gibi gazeteler konuyla ilgili birbirinden farkli isimlerin goriislerine yer vermis, bunun yani sira
Ibrahim Hakki Konyali, Burhan Felek, Peyami Safa, Abidin Daver, Zekeriya Sertel gibi isimler konuya
dair yazilar kaleme almislardir. Bu baglamda, Hiinkar Kasri'nin ve altindaki kemerin yikilmasi 6nerisi
Cumhuriyet donemi basininda tartisilan meselelerden birisi olarak karsimiza ¢ikmaktadir.

Henri Prost tarafindan hazirlanan sehir planlari kapsaminda Yeni Cami Hiinkar Kasr1'nin yikilmasinin
basina ne sekilde yansidiginin incelenmesi ve bu konuyla ilgili Tiirk basininda yapilan tartismalarin ele
alinmasi bu c¢alismanin amacidir. Konunun giindeme geldigi 1938 yilinin Ocak ve Subat aylarina ait
gazeteler incelenmis, bunun yani sira konuya dair literatiir taramasi yapilmistir. Hiinkar Kasri ile ilgili
veya Henri Prost’'un planlari hakkindaki ¢alismalarda kasrin yikilmasinin giindeme gelmesinden kisaca
bahsedilmis; fakat basinda konuyla ilgili ¢cikan haberleri ve donemin 6nemli gazeteci ve yazarlarinin
kaleme aldiklar1 yazilar1 genis bir cercevede ele alan biitlinliikli bir c¢alisma yapilmamistir. Bu
calismada Oncelikle Yeni Cami ve Hiinkar Kasri’'nin tarihgesine yer verilerek, 1930’larin imar planlari
kapsaminda kasrin yikilmasinin giindeme gelmesi ve bu konunun basina yansimasi ele alinmistir. Bu
konuya dair basina yansiyan tartismalarin etraflica ele alinmasinin ardindan sonug¢ kisminda konuyla
ilgili degerlendirmede bulunulmustur.

2. Yeni Cami ve Hiinkar Kasri1: Kisa Bir Tarihce

Klasik Tiirk mimarisinin en dnemli drneklerinden birisi olan Yeni Cami Kiilliyesi'nin temeli Sultan III.
Murad’in esi ve Sultan IIl. Mehmed’in annesi Safiye Sultan tarafindan 1597 yilinin Agustos ayinda
atilmistir (Eldem, 2019, s. 114). Bu dénemde kara yoluyla ithal edilen ticari mallarin gimrigi
Karagiimriik'te 6denmekte, deniz yoluyla ithal edilen mallar igcinse o dénemde bugilinkii Emindnii
semtinde giimriik kapani bulunmaktadir (inalcik, 2001, s. 223). Bu alan, giimriik emininin nezaretinde
olmasi1 sebebiyle Glimriikonii veya Eminonii diye taninmaktaydi. Safiye Sultan’in istegiyle glimriige
yakin olan bu alanda cami yapilmasina karar verilmis ve caminin planlar1 donemin bas mimari Davud
Aga tarafindan cizilmistir (Yiicel, nd, s. 4).

Mimar Sinan’in yaninda yetisen ve Mimar Sinan’in vefatindan sonra 1588 yilinda bas mimar olan
Davud Aga’nin, Osmanli donemi Tiirk mimarisinin Mimar Sinan ile baslayan klasik déneminin 6nemli
mimarlarindan birisi oldugu ifade edilmektedir (Eyice, 1994, ss. 24-25). Davud Aga, caminin insaatina
baslanmasindan kisa bir siire sonra (1598) vefat edince yerine Mimar Dalgic Ahmed Aga atanmistir.
Dalgic Ahmed Aga doneminde devam eden insaat, 1603 senesinde Sultan IIIl. Mehmed’in vefat etmesi
ve annesi Safiye Sultan’in Eski Saray’a génderilmesi lizerine yarim kalmistir (Cobanoglu, 2013, s. 439).
Evliya Celebi, yarim asirdan fazla bir siire tamamlanmadan kalan caminin “Zulmiyye” adiyla inlii
oldugunu séylemektedir (Evliya Celebi, 2006, s. 259). Bundan 57 yil sonra, 1660 yilinda Istanbul
Suri¢i'nin biiylik bir boéliimiini kiile ¢eviren biiyilik bir yangin meydana gelmistir (Kilig, 2022, s. 9).

189



Sakarya iletisim, 4(2) 2024, 187-203

Sultan IV. Mehmed’in annesi Hatice Turhan Sultan, yanginin ardindan bu caminin temelini goriince
caminin insaatina yeniden baslanmasini istemis (Evliya Celebi, 2006, s. 259) ve 1660 yilinda insaat
tekrar baslamistir. Cami, ¢esme, dariilkurra, sibyan mektebi, Hiinkdr Kasri, Misir Carsis1 ve Vilide
Sultan’in vefatindan sonra defnedilecegi bir tiirbe insa edilmis, insaat 1663 yilinda tamamlanmis,
resmi acilis ise 1665 yilinda yapilmistir (Kilig, 2022, s. 9). Evliya Celebi, Yeni Cami i¢in “Kuzey tarafi
kale duvar lizere, gliney tarafi tasra biiyiik avlu i¢cre genis bir alanin ortasinda kat kat kubbeler ile
yapilmis diinyay stisleyen bir kdsk gibi sirin glizel bir camidir.” demektedir (Evliya Celebi, 2006, s.
259).

Yeni Cami Kiilliyesi, “Mimar Sinan geleneginden gelen son klasik Osmanli eseri olmasiyla mimarlik ve
sanat tarihimizin basyapitlarindan birisidir” (Kilig, 2022, ss. 9, 137). Kiilliyenin énemli yapilarindan
biri de Hiinkar Kasri’dir. Padisahin ve Valide Sultan’in ara sira ikamet etme ve ibadet mekani olarak
insa edilen kasrin mimar1 ise Mustafa Aga’dir (Kilic, 2022, ss. 9, 137). Hiinkar kasr1 veya kasr-1
hiimayun denen ve sivil mimari 6rnegi olarak da goriilebilecek bu yapilar ayni zamanda resmi kabul
béliimii olarak da kullanilmistir. Istanbul’daki en eski o6rnek ise Sultan Ahmed Camii'nde
bulunmaktadir. Istanbul’da Ayazma, Beylerbeyi, Selimiye, Nusretiye, Ortakoy Biiyiikk Mecidiye,
Pertevniyal Valide Sultan, Dolmabah¢e Bezmidlem Valide Sultan, Yildiz Hamidiye gibi camilerde 6rnegi
mevcut olan hiinkar kasirlari icinde en ihtisamlisi ise Yeni Cami’de bulunmaktadir (Tanman, 2001, ss.
573-574). Adeta bir Tiirk evi seklinde yapilan hiinkar kasirlarinda padisah namaz vaktinden 6nce veya
sonra bir miiddet dinlenmekte, abdest almakta, namaz vaktini beklemekte ve bazi devlet islerini
konusmaktaydi. Bu kasirlar icinde Yeni Cami Hiinkar Kasri, 17. ylizyil Tiirk sivil mimarisini yansitan ve
giiniimiizde de orijinal seklini koruyan o6nemli bir ornektir. Celal Esat Arseven’in “Tiirk sivil
mimarisinin en giizel parcalarindan biri” olarak tanimladig1 Hiinkar Kasri, ¢ini panolari, sedef kakma
ve kalem isleri ve ahsap isciligiyle adeta bir Tiirk dekorasyon sergisi goriiniimiindedir ve Tirk
ciniciliginin en gilizel 6rneklerine sahiptir (Yiicel, nd, ss. 9-15).

3. 1930’lu Yillarin Sonlarinda istanbul’'un imar1 Meselesi, Prost Plani1 ve Hiinkiar Kasrr'nmin
Yikilmasinin Giindeme Gelmesi

Cumhuriyet dénemi Istanbul'unda 1933 yilinda Imar Biirosu adiyla Imar Midiirliigii kurularak
Istanbul’un imar1 konusunda ilk ¢alismalara baslanmis ve 1936 yilinda Fransiz mimar ve sehircilik
uzmani Henri Prost Istanbul’a davet edilmistir (Cumhuriyet Devrinde Istanbul, 1949, s. 15). Bu
donemde sehircilik projeleri ve uygulamalari, modernlesmenin etkili bir araci ve cagdas toplum
yasaminin gerektirdigi kent imgesinin olusmasi bakimindan 6nemli bir uzmanlk alani olarak
goriilmiistiir. istanbul’da tarihi kent dokusunu biitiiniiyle déniistiirmeye ve modernlestirmeye yonelik
bir strateji benimseyen Prost’un tarihi sehre iliskin miidahaleci tavri, donemin ¢agdas toplum hayatinm
destekleyecek bir kent tasavvuru ile de uyumludur (Bilsel, 2010, ss. 103; 127-128).

Prost’un planlari sehirde hizli bir donilisiim yasanmasini beraberinde getirmis, sehirdeki belli alanlarin
yikilmasiyla tarihsel ve toplumsal birikimin tezahiir ettigi mekanlar ortadan kaldirilarak bunlarin
yerine yeni mekanlar insa edilmistir (Sentiirk, 2011, s. 211). Hazirlik donemi oldugu ifade edilen 1936-
1937 senelerinde istanbul ile ilgili baz1 planlar yapilmistir; fakat Cumhuriyet doneminde istanbul’'un
imarina baslangi¢c olarak 1938 yilinin kabul edilebilecegi belirtilmektedir. (Cumhuriyet Devrinde
[stanbul, 1949, ss. 13-15). Ik imar hareketi ise 1938 yilinda Yeni Cami’'nin etrafinin acilmasina ve
Emindénii Meydani'nin genisletilmesine yoneliktir. Bu donemde Prost’'un plani cesitli sebeplerde
tepkiyle karsilanmis ve planla ilgili pek cok elestiri yapilmistir (Uluskan, 2007, ss. 121-125). Bu
sebeplerden birisi Yeni Cami Hiinkar Kasri'nin yikilmasinin glindeme gelmesidir.

Donemin gazetelerinde bu konuya, Yeni Cami kemerinin, Yeni Cami Kasr1'nin veya Hiinkar Mahfili'nin
kaldirilmasi seklinde yer verilmistir. 1938 yilinin Ocak ayinda yayinlanan gazetelerde kasrin
yikilmasinin giindemde oldugu; fakat kararin kesinlesmedigi belirtilmektedir. Ulus gazetesinde
“Emindnii meydaninin a¢ilma hazirliklar1” baslikli haberde “bir kisim miitehassislar bu kemerin
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camiye sonradan ilave edildigi ve meydani ¢irkinlestirmekten baska hi¢bir ise yaramadigi
fikrindedirler” denmektedir (Ulus, 1938). “Emin6énii Meydaninin Ac¢ilmasina Baslaniyor” basligiyla
haberi okuyucularina duyuran Tan gazetesinde ise Yenicami kemeri hakkindaki ihtilafin heniiz
¢oziilmedigi, bu hususta kesin bir karar verilmek iizere oldugu belirtilmekte (Tan, 1938a); Aksam
gazetesinde de konuya “Eminéniinde yakinda istimlake baslanacak” bashgiyla yer verilerek bu
kemerin muhafaza edilip edilmemesinin Prost’'un verecegi karara bagl oldugu ifade edilmektedir
(Aksam, 1938a). Tiirk basininda Hiinkar Kasri'nin yikilmasiyla ilgili tartismalar da gazetelerde cikan
bu haberlerin ardindan baglamistir.

4. Arastirmanin Yontemi

1930’lu yillarin sonlarinda Hiinkar Kasrr’nin yikilmasinin giindeme gelmesini ve basinda bu konuyla
ilgili yapilan tartismalar: ele almay1 amaglayan bu ¢alismada 1938 yilinin Ocak ve Subat aylarina ait
gazeteler incelenmistir. Konunun giindeme gelmesi ve daha sonra kasrin yikilmayacagi yoniindeki
haberlerin gazetelerde yayinlanmasi arasindaki zaman dilimine ait Aksam, Cumhuriyet, Kurun, Son
Posta, Tan ve Ulus gazeteleri taranmistir. Konunun basinda ilk olarak 19 Ocak 1938 tarihinde yer aldigi
goriilmektedir. Kasrin yikilip yikilmayacagiyla ilgili karara basinda yer verilen tarih ise 22 Subat
1938’tir. Bu calismada da konuyla ilgili siirecin takip edilebilmesi amaciyla bu iki tarih arasindaki
ulusal basin taranmis ve Cumhuriyet dénemi basininda en etkili yayin organlari olarak karsimiza ¢ikan
Aksam, Cumhuriyet, Kurun, Son Posta, Tan ve Ulus gazeteleri 6rneklem olarak belirlenerek, bu
gazetelerin 19 Ocak 1938 - 22 Subat 1938 tarihleri arasindaki biitiin niishalari1 incelenmistir. Bu
niishalarin iginde ulasilamayan, eksik bir niisha bulunmadigi da ayrica belirtilmelidir. Bu 6érneklem
incelemesiyle birlikte konuyla ilgili toplam 19 adet gazete haberine ve 11 kdse yazisina ulasilmistir;
haberlerin ve kése yazilarinin gazetelere gére dagilimini gosteren tablo su sekildedi

Tablo 1

Gazetelerde Konuyla Ilgili Yayinlanan Haber ve Kése Yazilarinin Sayilart

Haber sayis1 Koése yazilarinin
saylsl
Aksam 4
Cumbhuriyet 3 4
Kurun 2
Son Posta 2 2
Tan 7 5
Ulus 1
Toplam: 19 11

Nitel bir arastirma olan bu makalede teorik tematik analiz yontemi kullanilmistir. Tematik analizde
temalarin tanimlanmasi, konuyu ele almak i¢in bu temalarin kullanilmasi, verilerin yorumlanmasi ve
anlamlandirilmasi s6z konusudur (Carikci vd. 2024, s. 127). Teorik tematik analiz biciminde ise
veriler tanimlanmakta ve ayrintili analizleri yapilmaktadir. (Carikci vd., 2024, s. 130). Bu ¢alismada da
Hiinkar Kasr'min yikilmasi fikrinin basina nasil yansidigi, konunun gazete haberlerinin yam sira
donemin kose yazarlar: tarafindan ne sekilde ve hangi yonleriyle ele alindig1 sorusu etrafinda ulusal
basinin 6nde gelen gazetelerinden Aksam, Cumhuriyet, Kurun, Son Posta, Tan ve Ulus'un 1938 yilinin
Ocak ve Subat aylarindaki yukarida yer verilen sayilari incelenmistir. Bu sorunun arastirma problemi
olarak belirlendigi c¢alismada dénemin 6rneklem olarak ele alinan gazetelerinin incelenmesinin
ardindan, basinda konunun yakindan takip edildigi ve bunun yam sira Ibrahim Hakki Konyali, Burhan
Felek, Peyami Safa, Zekeriya Sertel, Burhan Cahid Morkaya ve Abidin Daver gibi pek ¢ok yazarin
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konuyla ilgili diisiincelerini dile getirdigi goriilmiistiir. Bu konuya dair yayinlanan yazilarda ifade
edilen fikirlerin belli ortak temalara sahip olmasi s6z konusudur. Konuyla ilgili kaleme alinan kose
yazilar1 ve haber metinleri, konunun giindeme gelisinin ve konuyla ilgili siirecin takip edilebilmesi
amaciyla kronolojik sirayla incelenmis ve ardindan bu konuyu ele alan kdse yazilari teorik tematik
analiz yontemi araciligiyla belli ortak temalar etrafinda analiz edilmistir.

5. Bulgular
5.1. Hiinkar Kasrr'nin yikilmasiyla ilgili Tiirk basinindaki tartismalar

Hiinkar Kasri'nin yikilmasi meselesiyle donemin basini yakindan ilgilenmis ve bu konu siklikla
giindemde tutulmustur. Cumhuriyet dénemi Tiirk basininin énemli gazetelerinden biri olan ve Asim
Us tarafindan c¢ikarilmakta olan Vakit gazetesi, konuyu giindemde tutan gazetelerden biridir. II.
Mesrutiyet doneminde Ahmet Emin Yalman ve Asim Us tarafindan kurulan (Kologlu, 2023, ss. 107-
108) fakat Cumhuriyet doneminde yalnizca Asim Us tarafindan cikarilmaya devam eden Vakit
gazetesinin isminin Arapca oldugu gerekcesiyle 1934 yilinda degistirilmesi ve yeni isim olarak
Oztiirkce oldugu ifade edilen “Kurun” isminin belirlenmesi s6z konusudur. Hiinkdr Kasri’'nin
yikilmasinin giindemde oldugu dénemde de gazete “Kurun” adiyla yayinlanmaktadir. (Gazetenin ismi
1939 senesinde yeniden “Vakit” olarak degistirilmistir.) 20 Ocak 1938 tarihli Kurun gazetesinde bu
konu “Yeni camiinin kemeri kaldirilmali m1?” bashgiyla paylasilmis ve ddonemin 6nemli mimarlarindan
Kemal Altan ve Sevki Balmumcu'nun goriislerine yer verilmistir. Haber metninde “Biz bu arada
hepimizin tanidig1 ve begendigi Yenicami kemerinin tarihi ve artistik kiymeti etrafinda ilim ve ihtisas
erbabiyle gorliismeyi diisiindiik” denmekte ve ardindan Mimar Kemal Altan’in gorislerine yer
verilmektedir. Altan, Hiinkar Kasr’'nin altinda bulunan kemerin “mimari bakimdan Prost’'un dahi
hayranligin1 uyandiracak bir estetik” oldugunu belirtmekte ve “Yenicami kemerinin kaldirilmasi
hakkinda c¢ikarilacak rivayet bile soguktur” demektedir. Goriislerine yer verilen bir diger mimar ise
Sevki Balmumcu’'dur. 1934 yilinda tamamlanan Ankara Sergi Evi'nin mimari olan Balmumcu,
“Yenicami kemerinin Eminénii meydani dolayisiyla kaldirilmasina taraftar degilim” demekte ve
ardindan su ifadeleri kullanmaktadir:

Mimari sabit formiillere tabi degildir. Mevcut ihtiyaglar ve muhitin zaruretleri
goze alininca, kemeri oradan kaldirmadan meydan yapilabilir. Kemerin
mutlaka kaldirilmasi 1azimgeliyorsa, o da ayrica bir meseledir. Gergi o parga,
Camiye bir ek ise de; o cami i¢in yapilmis tarihi ve bedii kiymeti haiz bir ektir.
Binaenaleyh katiyen muhafazasi icap eden bu munzam parcay1 eklenmis
oldugu yerden baska nereye koyabilirsiniz? Ayrica sunu soyliyeyim ki,
Yenicami kemeri, sivil mimarimizin bugin elimizde bulunan sayili
orneklerinden biridir. (Kurun, 1938a).

Kurun gazetesinde Kemal Altan ve Sevki Balmumcu'nun goériislerine yer verilen 20 Ocak 1938
tarihinde donemin 6nemli gazetelerinden biri olan Son Posta’da ise gazeteci Burhan Cahid
Morkaya'nin “Yikalim, efendim!” baslikli yazis1 yayinlanmistir. Burhan Cahid, bu yazisinda Yenicami
kemerinin caminin cephesine kanser gibi yapistigin1 ve tas yiginina benzettigi kemerin yikilmasi
gerektigini sOylemis, bunun yani sira Tiirk mimarisinde Ornegine siklikla rastlanan hiinkar
kasirlarindan biri olan ve Tiirk sanat tarihinin 6nemli arastirmacilarindan Celal Esat Arseven’in “Tiirk
sivil mimarisinin en gilizel parc¢alarindan biri” olarak tanimladigi Hiinkar Kasri'nin yapilisim1 oldukea
enteresan bir bigcimde agiklamistir:

Istanbul’'un meshur Yenicami kemerinden bahsettigimi anladiniz zannederim.
Biiyiik mabedi biitiin azametile meydana ¢ikarmak icin etrafini saran tas ve
tahta yiginlarin1 temizlemek kararini verenlerin bu tas kemere takilip
kaldiklarini gazetelerde okuyoruz. Mabedin merkezine ve cebhesine bir
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kanser gibi yapisan bu tas kemerin vaktile ni¢in yapildigi malimdur. Mabedin
banisi olan saray kadini kotiirim oldugu icin mabede ayaklarile degil,
arabasile gelmege mecbur olunca zamanin sarayl mabedden istiin tutan
erkani yatalak kadini dogruca mabeddeki hususi locasina gotiirecek bir araba
yolu yapmislar, bunu yapmakla belki kese kese ihsanlar da almislar, fakat
bilerek, bilmiyerek hem mabedin kudsiyetine, hem de binanin mimari stiline
kiymiglar. Iste bugiin biiyiilk san’at eserini, etrafin1 ceviren tas ve tahta
mezbelesinden kurtarmak icin ¢alisanlar1 diisiindiiren kemer bu kemerdir.
Yikalim efendim. Bu tas yiginina inecek her kazma o gilizel mabede seref
verecektir. (Morkaya, 1938a).

20 Ocak 1938 tarihinde yayinlanan yazilardan bir digeri ise Zekeriya Sertel’e aittir. Sertel, Tan
gazetesinde “Yenicamiin Kemeri” baslikli yazisinda kemerin yikilmasina karsi ¢cikmakta, konuyla ilgili
bazi isimlerle konustugunu ve dile getirilen goriislere gore kemerin ve Hinkar Mabhfili'nin cami
acisindan bir cesit dayanak islevi gordiigiinii, binanin kaymamasi bakimindan islevsel oldugunu
belirtmektedir. Bunun yani sira, Alman bir uzmanin kemerin geometrik bir ustalik 6rnegi oldugunu
soyledigini ifade etmektedir. Sertel, Hiinkdr Mahfili'nde esine az rastlanabilecek degerli ¢iniler ve
camlar oldugundan da bahsetmektedir:

Ben, mimar degilim. Hendeseden de bir miihendis kadar anlamam. Fakat bu
isten anlamasi lazimgelenlerden bazilarile konustum. Bunlarin iddiasina gore
bu kemer ve mahfil caminin bir nevi mesnedidir. Caminin insa edildigi yer eski
bir batakliktir. Yapilacak binanin kaymamasi i¢in bu kemer insa edilmis ve
bina bu kemere dayatilmistir. Birka¢ sene evvel Tiirkiyede mevcut asari
atikanin resimlerini almak {lizere buraya gelen bir Alman miitehassisi bu
kemerin mimarlik ve miihendislik bakimindan biiylik bir bulus oldugunu
soylemis. Bu zat, kemerin i¢ ice li¢ kemerden mirekkep oldugunu, biiyiik bir
hendesi hiiner teskil ettigini iddia etmis. Kald1 ki, mahfilde de cidden misline
nadir tesadif olunur kiymetli ciniler ve camlar bulundugu muhakkaktir. Bu
sebeple Yenicamiyi meydana c¢ikaracagiz diye iyi bir is yapmaya ¢alisirken,
tamiri glic bir hataya diismekten sakinalim ve karar vermeden evvel bu iste
so6z sahibi sayilan miitehassislarin fikirlerini dinliyelim. (Sertel, 1938).

Basinin Hiinkar Kasri'nin yikilmasi meselesine yonelik ilgisi devam etmis, 20 Ocak 1938 tarihindeki
yazilarin ve haberlerin hemen ardindan 21 Ocak 1938 tarihinde de konuya yer verilmistir. Bu tarihte
Kurun gazetesinin yani sira Cumhuriyet gazetesi de tartismaya midahil olmus ve haberi “Yenicami
kemerinin yiktirilmasi mes’elesi” baslifiyla vermistir. Gazetenin goriislerine yer verdigi kisi ise Halil
Edhem Eldem’dir. Meshur ressam ve miizeci Osman Hamdi Bey’in kardesi olan Halil Edhem Eldem,
Osman Hamdi Bey'in 1910 yilinda vefat etmesinin ardindan onun yerine Asar-1 Atika Miize-i
Himayunu (Eski Sark Eserleri Miizesi) miidiirii olmus ve 1931 yilina kadar araliksiz olarak bu
gorevine devam etmistir. Emekli olmasinin ardindan istanbul’dan milletvekili secilmis ve bu gérevini
de iki donem siirdiirmistiir (Eyice, 1995, ss. 18-19). Halil Edhem Eldem’in gorislerini paylasan
Cumhuriyet gazetesindeki haberin alt bashginda “Eski Miizeler Umum Miidiirii Halil: ‘O, sehrin bir
stisudir. Hi¢ yikiir mi1?” diyor.” ifadesine yer verilmis, kemerin mimari acidan kiymetli oldugu ve
Hiinkar Mahfili'nin diinyanin en giizel ¢inileriyle siisli oldugu belirtilmistir. Haber metninde kemerin
yikilmasi meselesi su sozlerle ele alinmistir:

Aldigimiz malimata gore, bu kemer, Dérdiincii Mehmed zamaninda ve parasi
Dordiincii Mehmedin anasi Turhan tarafindan verilmek suretile yaptirilmistir.
Mallim oldugu iizere kemerin {stii, hiinkdr mahfili denilen yerdir. Kemerin
insasinda mimari bir hususiyet ve orijinalite vardir. Bilhassa cephesindeki
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egriligin mimari noktadan nazirine pek ender tesadiif edilmektedir. Diinyanin
en giizel cinilerile siislii olan bu mahfile, bir italyan burasini tamir etmek
maksadile girmis ve kemerin icinden ¢ok nefis ve biyiik kit'ada bir ¢iniyi
calarak Avrupaya kagmistir. Luvr miizesinde herkesin goziine carpan ve
takdirle temasa edilen biiyiik ¢ini buradan alinmistir. Kemerin camiden ¢ok
sonra insa edildigi haberleri dogru degildir. Camile kemerin insasi arasinda
uzun zaman ge¢memistir. (Cumhuriyet, 1938a).

Yenicami kemerinin yikilmas fikrinin aleyhinde olan bu ifadelerin ardindan Halil Edhem’in s6zlerine
yer verilmistir. Halil Edhem Eldem, Cumhuriyet gazetesine verdigi demecte “Ben kemerin yikilmasina
kat’'iyen aleyhtarim. Bu kemer sonradan yapilmis degildir. Camile beraber yapilmistir. Kemerde bugiin
emsaline ender tesadiif edilebilecek kiymette gilizel bir daire vardir. Kemer, sehrin bir ziynetidir. Hi¢
yikiir m1 0?.” demektedir (Cumhuriyet, 1938a). Bu donemde “Turhan Tan” miistear ismiyle
Cumhuriyet'te yazmakta olan Samih Fethi de Hiinkar Mahfili'nin tarihinden bahsetmekte ve mahfilin
icindeki cinilerin ¢ok kiymetli oldugunu ifade etmektedir. “Goziimiize carpan yazilara, kulagimiza
erisen sozlere bakilirsa mahfilin camiden sonra yapildigina, kemerin ise Bizanslilardan kalma
olduguna inananlar var. Ben bu zehabi dogru bulmadim” diyen Turhan Tan, “Mahfilin kiymeti icindeki
ciniler yliziindendir. Frenk tarihcileri de dahil olmak iizere bu cinileri géren biitiin muverrihler onlarin
essiz bir san’at bediasi oldugunu sdylemekte dil birligi yapiyorlar.” ifadelerini kullanmaktadir (Tan,
1938).

20 Ocak 1938 tarihinde Mimar Kemal Altan ve Sevki Balmumcu’'nun goriislerine yer veren Kurun
gazetesi, ertesi glinkii sayisinda da konuyu giindemde tutmaya devam etmis ve “Yenicami kemeri”
bashigini tasiyan yorum icerikli haberde “Mimar Sevki Balmumcunun diinkii sayimizdaki sozleri cok
yerindedir. Yenicami asil binaya ilave edilmis dyle bir ektir ki ayn1 zamanda sivil mimarimizin en eski
numunelerinden biri olarak gosterilebilir. Bu itibar ile ayrica bedil ve tarihi kiymeti haiz olan kemerin
kaldirilmasi1 dogru olmasa gerektir.” ifadeleriyle kemerin kaldirilmasi fikrinin yanlis oldugu
belirtilmistir (Kurun, 1938b). Buna benzer bir tutum Aksam gazetesinin 23 Ocak 1938 tarihli sayisinda
da goriilmektedir. Gazetenin ilk sayfasinda bulunan “Dikkatler” adli kisimda “Istanbulun ihyasi
mevzuu bahis olur olmaz: -Yenicami kemerini yikalim! Bu ne demek? Boyle bir fikri ileri siirmek soyle
dursun akla getirmek bile ‘glinah1 kebair’ sayilir.” denmektedir (Aksam, 1938b).

Son Posta gazetesinin 23 Ocak 1938 tarihli niishasinda Yeni Cami kemerinin yikilmamasi i¢in Eski
Eserleri Koruma Cemiyeti'nin tesebbiiste bulunacag bildirilmektedir. Bunun yani sira “Eski san’atlarla
aldkadarlar kemerin yikilmasina siddetle muhalefet etmektedirler” denmektedir (Son Posta, 1938a).
Aksam gazetesi ise konuyu ertesi giin ilk sayfada bir kez daha giindeme getirmis ve “Yenicami
kemerindeki kiymetli ¢iniler” basliginin hemen ardindan biiyiik puntolarla “Miitehassislar bunlarin
cok nadide ve emsaline az tesadif edilir seyler oldugunu soyliiyorlar” ifadesine yer vermistir. Haber
metninde de “Yenicami kemerindeKki ¢iniler hakikaten ¢ok kiymetlidir ve bunlarin emsaline az tesadiif
edilir.” denmektedir (Aksam, 1938c). 25 Ocak 1938 tarihinde konuyla ilgili bir haber daha
yayinlanacaktir. Tan gazetesinde “Yenicami Kemeri Meselesi” basligini tasiyan bu haberde kemerin
yikilip yikilmayacaginin subat ay1 baslarinda belli olacagl, Prost'un kesin gortsiinii hala belirtmedigi
yazilmaktadir. Haberde soyle denmektedir: “Yenicami kemerinin muhafaza edilip edilmiyecegi
hakkinda Subat baslarinda kati karar verilecektir. Miitehassis Prost da heniiz bu mesele hakkinda kati
reyini bildirmemistir.” (Tan, 1938b).

Son Posta'nin 20 Ocak 1938 tarihli sayisinda “Yikalim, efendim!” baslikli yazisi yayinlanan Burhan
Cahid Morkaya, 26 Ocak 1938 tarihli kosesinde bir kez daha bu konuya yer vermis ve daha dnce dile
getirdigi diisiincesini tekrarlamistir. Morkaya, bu yazisinda “Biz Istanbulu imar etmek icin bir
miitehassisla anlastik. Adamcagiz iki y1l ¢alisti. Miikemmel bir plan yapti bunun tatbikine basladik.
Daha ilk adimda 6niimiize bir antika kemer c¢ikt1” demektedir (Morkaya, 1938b). Morkaya’nin bu
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yazisina cevap o tarihlerde Cumhuriyet'te yazmakta olan Peyami Safa’dan gelecektir. Peyami Safa,
Morkaya’'nin yazisinin ertesi giinii “Hadiseler arasinda” adli késesinde “Istanbulu genclestirmek
ameliyesi” basligini tasiyan bir yazi kaleme almistir. Peyami Safa -kemer konusunda Morkaya'ya
katilmamakla birlikte- Morkaya'ya benzer bir tavir sergilemektedir. Istanbul’da gecmisten yadigar
kalan her tasi saklamay1 bir manyakliga benzeten Peyami Safa, Prost’'un sehre yapacagi genclik asisiyla
modern bir Istanbul'un ortaya cikacagimi séylemekte, “Eski bir sehir yikilmadan yenisi yapilmaz”
demektedir. Peyami Safa, yazisinda su ifadeleri kullanmaktadir:

Hatiralar1 timidlerinden fazla olan her ihtiyar gibi, [stanbul da, kendisine
maziden yadigdr kalan her tas parcasini -arnavud kaldirimi bile olsal-
manyaklarin hemen hepsine mahsus bir inadla saklamak istiyor. Prost’'un
genclik asis1 onu bu sevdasindan vazgecirebilmek sartile modern bir istanbul
yaratabilir. (...) Arkadasimiz, Yeni Cami kemerine karsi olmasa bile, Istanbulun
tarihi eser imtiyazile her kdsebasinda yolumuzu kesen kara surath bir yigin
koéhne tasina, topragina karsi hakhidir. Eski bir sehir yikilmadan yenisi
yapilmaz. (Safa, 1938).

Ayni tarihte yayinlanan bir diger yazi ise ileriki yillarda “Seyhii’l-muharririn” unvaniyla anilacak olan
unlii gazeteci Burhan Felek’e aittir. 1940-1969 yillar1 arasinda Cumhuriyet'te, 1969-1982 yillan
arasinda ise Milliyet'te yazan Burhan Felek’in yazilar1 1930’larin sonlarinda Tan gazetesinde
yayinlanmaktadir. Felek, 27 Ocak 1938 tarihinde “Yenicami Kemeri” baslikli bir yazi kaleme alarak
kemerin ve mahfilin yikilmasi kararina karsi ¢cikmistir:

Maksat su: Dolasan rivayetler arasinda meydan agilirken Yenicami kemerinin
de yiktirilacagi séyleniyor. Ger¢i bundan sonra mahfel kapisindan atla girip
camiye cikacak hiinkar kalmadi amma, igerisinin nefis bir eser oldugunu
bildigimiz mahfelin bindigi kemerin yiktirilmasi -Matbuat Kanununca ciiriim
teskil etmesin diye daha fazla sdylemiyorum- pek ayip olur. (Felek, 1938).

Felek, yazisinin devaminda Paris ve Londra gibi sehirlerde Saint Denis Kapisi, Mermer Kemer gibi
yapilarin halen korundugunu belirtmekte, Yeni Cami kemerinin yikilmasi icin de “Giinah olur vallahi!”
demektedir:

Belki: -E, bu kemer boyle orta yerde sipsivri duracak mi1? diyenler vardir. Evet,
bu kemer de tarihi kiymeti haiz olan her kemer, kapi, duvar, cesme gibi
caminin yanibasinda durursa kiyamet mi kopar? Parise gidenleriniz -gitmiyen
de kalmadi ya- géormiistiir: Blyiik bulvarin ortasinda duran (Sen Marten), (Sen
Deni) kapilar1 eski Paris surlarinin kapilaridir. Onlar icin de : -Ne diye bu
kemerler bdyle sipsivri ortada duruyor! denebilir. Lakin kimse aldirmaz.
Londrada (Mermer Kemer) denen bu cesit kapilardan bir tanesi sehrin en
kalabalik ve maruf caddelerinin birinin orta yerindedir. Bizde de Eminoni
meydaninda béyle bir kemer bulunursa (modern) abidelerin aksine olarak hig
olmazsa meydanin biraz simetrisini bozar da ona baska bir giizellik, ayr1 bir
zevk verir. Onun igin, Tirk mimarisi iginde tezyin sanati bakimindan bir
saheser olan caminin bu kismina ilisilmemesini aldkadarlardan cidden rica
ederiz. Glinah olur vallahi! (Felek, 1938).

Burhan FeleK'in yazisindan bir giin sonra Tan gazetesinde tarihgi ve yazar ibrahim Hakki Konyali'nmin
“Yenicami Kasr1 Yiktirllamaz!” adli yazisi yayinlanacaktir. Dort siitunluk yazisinda Yeni Cami
kiilliyesinin tarihiyle ilgili ayrintili bilgiler veren Konyali, “Yenicami kiilliyesi, Mimar Sinan mektebinin
en mitekdmil bir tipidir. Dahi sanatkarin a¢tif1 tarz olgun bir meyvasini da bu kiilliye ile vermistir.”
demektedir (Konyali, 1938a).
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Basindaki bu tartismalar devam ederken Hiinkar Kasri’'nin yikilmasi tehlikesinin de halen devam ettigi
anlasilmaktadir. Cumhuriyet gazetesinin 31 Ocak 1938 tarihli sayisinda “Yenicami kemeri yikilmali
midir?” bashigiyla ¢ikan haberde Cemil Topuzlu'nun gorislerine yer verilmekte ve “Operator Cemile
gore, kemer kaldirilmahdir.” denmektedir (Cumhuriyet, 1938b). Mesrutiyet doneminde Istanbul
Sehremini (Belediye Baskani) olarak goérev yapan Cemil Topuzlu déneminde bazi tarihi binalar
yiktirilmis, ylzlerce yillik agaclar kesilmis ve Topkapi Sarayi’'ni ¢evreleyen Fatih doneminden kalan
duvarlarin bir bolimi ortadan kaldirilmistir (Cetintas, 2012, ss. 62-63). Topuzlu déonemindeki bu
yikimlar1 Mimar Kemaleddin Bey de elestirmistir. Fatih devrinden kalan duvarlarin yikimindan dolay:
tepki veren ve donemin idaresine sikdyet eden kisi ise Fransiz elgisinin karisi Madam Bompard
olmustur (Yildirim, 2009, ss. 62-63). Cumhuriyet gazetesinde Yenicami kemeri ile ilgili haberde ise
Cemil Topuzlu'nun kemerin yikilmasi gerektigine yonelik ifadelerine yer verilmekte ve “Eski
Sehremini operatér Cemil Topuzlu, meydan agildiktan sonra kemerin ¢ok c¢irkin bir manzara
arzedecegi kanaatindedir.” denmektedir. Ayni zamanda bir cerrah olan Cemil Topuzlu, Yenicami
kemerini “bir adamin bogazindaki ur”’a benzetmektedir. Topuzlu'nun aciklamasi su sekildedir:

Bu kemerin orada kalmasina kat’iyyen taraftar degilim. Birakildig: takdirde ne
kadar c¢irkin bir manzara hasil olacagi camiin etrafi temizlendikten sonra
anlasilacaktir. Simdi kalmasina taraftar olanlar bile camiin etrafi agildiktan
sonra, muhakkak ki, ‘aman bunu buradan kaldiralim’ diyeceklerdir. Hakikaten
burada kiymetli ciniler vardir. Fakat bunlar usulii dairesinde c¢ikarilir ve
Miizeye nakledilebilir. Bunu orada birakmak, adeta bir adamin bogazinda ur
birakmak demektir. Bir adamin bogazindaki ur, nasil ¢irkin durursa, bu da o
manzaray1 arzedecektir. (Cumhuriyet, 1938b).

Bu haberin ertesi glinii Emindnii meydaninin agilmasina fiilen baslandigina yonelik haberler ¢ikmis ve
donemin Nafia Vekili (Bayindirlik Bakani) Ali Cetinkaya, kemerin yiktirilmasi fikrini savunan Cemil
Topuzlu ile aynm fikirde oldugunu séylemistir. Cumhuriyet doéneminde uzun yillar boyunca
milletvekilligi yapan ve Takrir-i Siik(in Kanunu’nun ardindan Ankara Istiklal Mahkemesi'nin bagkani
olan Ali Cetinkaya, 1934-1939 yillar1 arasinda Nafia Vekilligi gorevinde bulunmustur. Yeni Cami
kemerinin yikilmasinin giindemde oldugu donemde Nafia Vekili olan Ali Cetinkaya, Cumhuriyet
gazetesine kemerin yikilmasini destekledigi yoniinde deme¢ vermis ve caminin temeline zarar
vermiyorsa kemeri kaldirtacagini séylemistir:

Prensip itibarile kemerin yiktirllmasina ben de taraftarim. Fakat fenni
muayenesi yapildiktan sonra. Kemeri bir heyeti fenniyeye muayene
ettirecegiz. Yikilmasile camiin kaide ve temeline bir zarar getirmiyorsa eski
kiymetli eserleri oradan aldirarak kemeri kaldirtacagim. Eski Sehremini Cemil
bu kemer yikilmazsa bir ¢irkinlik teskil edecegini soyliiyordu. Bu, dogrudur,
ben de ayni fikirdeyim (Cumhuriyet, 1938c).

Cetinkaya'nin bu agiklamasiyla ayni giin Son Posta gazetesinde iinlli ressam Sevket Dag’'in goriislerine
yer verilecektir. Eserlerinin pek cogunda Istanbul’daki camilerin i¢ mekanlarini konu edinen Sevket
Dag, sekiz yil boyunca Ayasofya Camii'nin resimlerini yapmistir; Dag'in i¢ mekanini betimledigi
camilerden biri de Yeni Cami’dir (Simsek, 2014, ss. 321-322). Sevket Dag, 1938 yilinin Ocak ayinda Son
Posta gazetesine bir mektup géondermistir. Yeni Cami kemerinin kaldirilmasi fikri karsisinda icinin
sizladigin1 sdyleyen Dag, bu binanin bash basina bir sanat eseri oldugunu belirtecektir. Gazetenin
okuyucu mektuplart kosesinde “Yenicamiin Giizelligini Harab etmiyelim!” bashigiyla yayinlanan
mektubunda Sevket Dag soyle demektedir:

Yenicamiin, etrafindaki binalardan temizlenmesi karari herkesten c¢ok,
muhakkak ki giizel san’atlar mensubinini aldkadar ediyor. Fakat camiin
yanindaki kemerin kaldirilip kaldirilmamasi lizerinde ¢ikan miinakasa benim
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canimi sikti. Bir kere bu kemerin kaldirilmasi esasen liizumsuz bir hareket
sayilir, ben bu tasavvuru i¢im sizliyarak diistindiim. Oradaki kemer laalettayin
bir kemer degildir, abidenin esasi, ayrilmaz bir parcasidir. Kemer kaldirildigi
giin Yenicami en giizel bir uzvunu kaybetmis bir hale gelir. Kemerin cebheye
verdigi glizellik, tistlindeki Tiirk tslibile yapilmis kanadli pencerelerle siislii
binanin zarafeti acaba Istanbulda hangi binada vardir? Etrafi acildig1 zaman
goriilecektir ki bu kemer, daha fazla bir gilizellik arzedecektir. Hele binanin
icindeki ciniler cok nefistir. I¢ koridordaki pencerelerin sedefli kepenkleri
goriilmege deger birer san’at eseridir. Biitiin bu gilizellikler meydanda iken
kemer nasil yikilabilir? (Son Posta, 1938b).

2 Subat 1938 tarihinde Hiinkar Kasr'min durumuna dair ilgi cekici bir haber yayinlanmistir. Tan
gazetesinde ¢ikan haberde “Evkaf idaresi imar Islerinde Faaliyete Geciyor” denmekte ve Evkaf Umum
Midiirti (buglinkii adiyla Vakiflar Genel Miidiirii) Fahri Kiper'in (Fahrettin Kiper) Yeni Cami’'nin
durumunu incelemek iizere istanbul’'a geldigi ve bazi mimarlarla birlikte ilk incelemeleri yaptiktan
sonra Ankara’ya dondiigii bildirilmektedir. Bu incelemelerde kasrin tarihi kiymete sahip oldugunun ve
cinilerin ¢ok kiymetli oldugunun anlasildig1 belirtilmistir. Haberde “yiktirilip yiktirilmiyacagi
miinakasa mevzuu olan Yenicami kemeri adiyle maruf Hatice Sultan Kasr1 lizerinde yapilan fenni
tetkikler, bu kemerin yiiksek tarihi kiymete sahip oldugunu meydana ¢cikarmistir. Bilhassa bu kemer
tizerindeki ciniler ¢cok kiymetlidir.” denmektedir. Metnin devaminda ise Vakiflar Umum Midiirligi’'ne
resmen miracaat edildigi zaman kemerin yiktirillmamasi yoniinde goriis bildirilecegi belirtilmektedir
(Tan, 1938c). Bununla birlikte Vakiflar Umum Midirligi'niin yalmzca goriis bildirebildigi
anlasilmaktadir; nitekim yine Tan gazetesinde 8 Subat 1938 tarihli “Yenicami Kemeri Meselesi”
baslikli haberde “Kemerin vaziyeti hakkinda son karar Prosta birakilacaktir” ifadesi kullanilacaktir
(Tan, 1938e).

Vakiflar Umum Miidiirliigi ile ilgili yapilan haberden birkag¢ giin sonra o yillarda Yeni Adam dergisini
cikarmakta olan Ismayil Hakki Baltacioglu'nun Yeni Adam’daki yazisinin bir kismi1 Tan gazetesi
tarafindan iktibas edilmis ve Baltacioglunun konuyla ilgili goriislerine yer verilmistir. Bu yazida
Baltacioglu, kemerin yikilmasiyla ilgili “Ben isi sdyle hallederim: Yapacagim meydani ancak Yenicami
kemeri ile birlikte giizel goriinecek bir halde yaparim” demektedir (Tan, 1938d). Ayni giin Tan
gazetesinde yayinlanan bir diger yaz1 ise daha énce de Hiinkar Kasn ile ilgili yazan Ibrahim Hakki
Konyali'ya aittir. Konyali, “Yenicami Kasr1 Nig¢in Yiktirllmamak Lazimdir?” bashkli yazisinda yine
kasrin tarihi 6neminden bahsetmekte ve kasrin bir cephesinin, eski Bizans surlarinin bir parcasi olan
Gomlekli Kule’'nin iizerine insa edildigini ve bu kulenin Istanbul’un fethinde en son teslim olan ve
Istanbul’da Tiirk bayraginin en son ¢ekildigi yer oldugunu belirtmektedir (Konyali, 1938b).

Hiinkar Kasn ile ilgili yazi yazanlardan biri de Cumhuriyet gazetesinde “Hem Nalina Hem Mihina”
kosesinde yazmakta olan gazeteci Abidin Daver’dir. “Yikilmali mi, Yikilmamali m1?” adli yazisinda bu
konuyu ele alan Abidin Daver, Cemil Topuzlu'nun sézlerini elestirmekte, Eminénii meydanina giderek,
yikilmasi diisiiniilen binalarin kalkmasindan sonra meydanin nasil olacagini tahayytil ettigini ve kemer
ile mahfilin yerinde kalmasi gerektigini belirtmektedir:

Eski Sehremini operatér Cemil Topuzlunun -ki kemerin ve mahfelin tepesine
hemen topuzunu indirmek kararindadir- bir séziine cevab vermek istiyorum.
Muhterem zat, camiin etrafindaki binalar yikildig1 ve meydan a¢ildig1 zaman,
bu kemer ve mahfelin ne cirkin bir manzara teskil ettigi goriilecek ve bunlar,
simdi degilse o zaman yikilacaktir, diyor. Diin, evveld kopriiniin istiinde,
sonra da Bahgekapi caddesinde durup, Eminénii meydaninin ag¢ilmasi igin
yikilmasi kararlastirilan binalar kalktiktan sonra, meydanin etrafinda neler
kalacagini, soyle bir kestirmege calistim. Bugilin, meydana nazir binalar
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yikildiktan sonra onlarin arkasindan ortaya ¢ikacak binalar, 6yle ¢irkin seyler
ki bunlara nazaran, kemer ve mahfel adeta muhtesem bir saraydir. (..) Pek
saglam bir yap1 oldugu icin 6yle kolayca yikilamiyacagi da muhakkak olan
kemerle mahfeli simdi, yerlerinde birakmak en dogru hareket olur. Hele bir
defa meydan acilsin, kemerle mahfel ¢irkin mi duruyor, giizel mi duruyor?
Cami ile ahenktar bir kiil teskil ediyor mu, etmiyor mu? Bir defa, gorelim,
bakalim, sonra icab eden karar verilir. Yikmak kolay yapmak gii¢ oldugu ve
yikildiktan sonra bir daha yapilmasi imkani olmadigi icin yikmakta isticale hig
liizum yoktur (Daver, 1938).

Abidin Daver’in yazisinin hemen ardindan 6 Subat 1938 tarihinde ressam Fuad Soyhan’in gortslerine
yer verilecektir. Cumhuriyet gazetesindeki “Serbest siitun”da yayinlanan bu yazisinda Hiinkar mabhfili
ile ilgili “ecdadin biraktig1 bu eserlerde her Tiirkiin, hatta tarihin bile manevi birer hakki vardir” diyen
Fuad Soyhan, kemer ve mahfilin milll bir abide oldugunu séylemektedir. Soyhan, “Yenicamide kemer
ve mahfel” adli yazisinda soyle demektedir:

Yenicami kemerinin; meydanin acilmasi kararindan sonra yikilmasi meselesi
ortaya atildi. Bu isin heniiz ne sekilde bitecegi belli degildir. Bu gibi eski
eserler baslibasina ne Evkafin, ne de Belediyenin mali degildir. Ecdadin
biraktig1 bu eserlerde her Tiirkiin, hatta tarihin bile manevi birer hakki vardir.
Yenicami; mihrabi, avlusu ve kapilarile kemeri ve tstiindeki mahfilile kil
halinde bir abidemizdir. (...) Haricden bu kemer ve mahfeli gériip de bir moloz
y1gin1 zannedenler cok aldaniyorlar. Hatta burasi baslibasina bir milli abidedir.
Bu mahfeldeki ocagin bir esinin daha bulunmadigini miitehassislarindan
isitmistim. (..) Eger Emindniinde bir meydan acilacak ve bir siisle
siislenecekse bu meydana -bugiin yiktirithip yiktirilmamasi maalesef ortaya
atilan- bu Tiirk abidesinden baska daha miinasib bir siis olamaz. Bu iste ¢ok
diisiinelim. Yaziktir (Soyhan, 1938).

8 Subat 1938 tarihinde kemerin yikilmasi ile ilgili Aksam ve Tan gazetelerinde iki haber yayinlanmistir.
Aksam gazetesinde Prost'un avanprojesine gore kemerin yikilacagy; fakat Belediye’'ye gore projenin bu
kisminin degistirilebilecegi belirtilmektedir. Haber metninde “Yenicami kemerinin yikilip yikilmamasi
etrafinda minakasalar devam ediyor. Sehircilik miitehassis1 B. Prost'un avanprojesine gore kemer
yikilmalidir. Belediyenin diisiincesine gore projenin bu kismi tadil edilecek cihetler arasina girebilir”
denmektedir (Aksam, 1938d). Tan gazetesindeki haberde de “Belediye, Yenicami kemerinin
muhafazasini daha muvafik gérmiustiir. Miizedeki eski eserleri koruma cemiyeti de buranin
muhafazasi lizumuna dair bir karar vermistir.” denmesine ragmen metnin sonunda “Kemerin vaziyeti
hakkinda son karar Prosta birakilacaktir” ifadesi kullanilarak kararin yine Prost tarafindan verilecegi
belirtilmistir (Tan, 1938e).

Bu tarihlerde konuyla ilgili yazan isimlerden biri de Mimar Sedat Cetintas’tir. Cetintas da Aksam
gazetesindeki yazisinda kemerin yikilmasi fikrine karsi ¢ikarak, “Yenicami kemerinin tarihi ve mimari
kiymeti hakkinda sz sdylemek istemiyorum. Ciinkii mal meydandadir. Herkes bilir, bilmeyenler de
gider ve gorir. Ancak sunu sdylemek isterim ki, abidelerimize kars1 artik basit gortslii olmaktan
uzaklasalim” demekte ve kemerin yikilmasi gerektigini savunan Cemil Topuzlu’yu “kafamizin
dayandigi her abide duvarinda hiikiim vermek, Giilhane Parki'na Salkimsogiit'ten kap1 agmak kadar
basit degildir” sozleriyle elestirmektedir (Cetintas, 2011, s. 57). 16 Subat 1938 tarihli Tan gazetesinde
ise “Ressam” miistear ismiyle “Yenicami Abidesinin Giizel Kasrim Yikip Atmiyalim!” baslikl bir yaz
yayinlanmis ve “Aklimin ermedigi bir sey daha var: Bugiinkii davamiz Tiirkliik degil midir? Aslimizi,
medeniyetimizi ispata calismiyor muyuz? Dava lafla kazanilmaz. Delil ister, suhut ister. Bizim de
sahitlerimiz bu eserlerdir.” ifadeleri kullanilmistir (Tan, 1938f). Hiinkar Kasri ile ilgili daha 6nce iki
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yazi kaleme alan Ibrahim Hakki Konyalr'nin da bu giinlerde bir yazis1 daha yaymlanmistir. Konyali, “Bir
Tarih Yadigar ve Tarihi” baslikli yazisinda Cemil Topuzlu'nun sozlerini elestirmekte ve kasrin sivil
mimarinin 6nemli bir 6rnegi oldugunu belirtmektedir:

Eski Sehremini operator General Cemil, bu kasr1 bogazdaki bir ura benzetiyor.
Kisinin fikri ne ise zikri de o olur. Fakat sayin operator nesterini kazma
yapmamalidir. General Cemil Giilhane parkin1 yaparken tarihin bir¢cok
hatiralarini yikmisti. (...) Bu kasir Bogazda bir ur degil, Yeni Cami dbidesinin
gogsiinde pirlanta bir madalyondur. (..) Kasrin cinilerinden, mimari
ylksekliginden, bir fen harikasi olan kemerinden baska hususi bir yapi1 olusu
de kiymetini yiikselten baska bir amildir. Ciinkii o devirlerden kalma kasirlar
ve hususi binalar, evler hi¢ yok gibidir. (Konyali, 1938c).

Gazetelerde yayinlanan haberler ve basindaki tartismalarin ardindan 22 Subat 1938 tarihli Tan
gazetesinde Hiinkar Kasri ile ilgili kararin belli oldugu yazilmistir. Haberin bashiginda “Karar Verildi:
Yenicami Kasri, Bugiinkii Haliyle Muhafaza Edilecek” denmektedir. Hiinkar Kasr1’'nin korunmasi i¢in
gazetelerde yapilan nesriyatin dikkat cektigi ve konuyla alakali ilmi bir komisyon kurularak karar
verildigi belirtilmektedir. Miizeler Miidiirliigii'nde yapilan toplantiya katilanlar arasinda Tiirk ve Islam
Eserleri Miizesi Miidiirii Abdiilkadir Erdogan, Topkap:1 Saray1 Miizesi Miidiirii Tahsin Oz, Miizeler
Umum Miidiirti Aziz Ogan, Celal Esad Arseven, Giizel Sanatlar Akademisi Miidiirii Burhan Toprak ve
Mimar Arif Hikmet Holtay’in da bulundugu ve Yeni Cami kemerinin tarihi, mimari ve teknik bakimdan
tetkik edildigi ifade edilmektedir. Haberin devaminda ise toplantida dile getirilen fikirlere yer
verilmistir:

Kemerin tarihi kiymeti biiylktir ve Yenicami kadar eskidir. Bundan baska
duvarlarinda, tavanlarinda Tiirkiyenin hicbir yerinde emsaline tesaduf
edilmiyecek kadar giizel ciniler vardir. Taglarinin baglanmasi yiiksek bir
teknik eseridir. (...) Sehircilik bakimindan hicbir kusuru yoktur. Seyriiseferi
giiclestirmek soyle dursun bildkis gecit olmasi noktasindan seyriiseferi
kolaylastiracaktir. Yenicami kendi nevisahsina miinhasir bir gecit kemeri
niimunesidir ve kendi basina tamam bir eserdir. Sehrin ve meydanin
manzarasint bozmak soyle dursun, bildkis giizellestirecektir. Binaenaleyh
yikilmasi katiyen mevzubahis degildir ve olmamaldir. (Tan, 1938g).

Kemer ve kasir hakkinda toplantida dile getirilen ve gazetede yayinlanan ifadelerin 6vgi dolu olmasi
oldukca ilgi c¢ekicidir. Bu methiyenin ardindan “Biitiin biiylik camilerde mevcut olan hiinkar
mabhfillerinin temizlenip restore esaslarina gore stiratle tamir edilmesi ve bunlarin halka agilmasi
kararlastirilmistir.” denmesi de dikkate degerdir. Bunun yani sira toplantiya katilanlardan birisi,
kemerin yikilmasinin aslinda bir saka oldugunu ifade etmistir: “Toplantinin sonunda heyet azasindan
biri, kemerin yikilmas1 hakkindaki sayialara temas ederek soyle demistir: ‘-Bu sayia, istanbul halkinin
eski eserlere karsi olan sevgisini ve hassasiyetini 6l¢mek icin yapilmis bir sakadan ibarettir...” ” (Tan,
1938g).

Hiinkar Kasri'nin yikilmasi meselesi bir aydan fazla bir stire Aksam, Cumhuriyet, Kurun, Son Posta, Tan,
Ulus gibi pek cok gazetede haber konusu olmus ve Burhan Felek, Ibrahim Hakki Konyali, Peyami Safa,
Abidin Daver, Zekeriya Sertel, Burhan Cahid Morkaya gibi isimler bu konuya dair yazilar kaleme
almislardir. Bu isimlerin disinda kasrin ve kemerin yikilmasi fikrine karsi olan veya destekleyen
isimlerin goriisleri de gazetelerde uzunca bir siire yayinlanmigtir. Basindaki bu tartismalarin ardindan
Hiinkar Kasrr'nin yikilmasinin s6z konusu olmadigi ve bu konunun bir sakadan ibaret oldugu ifade
edilmistir.
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5.2. Hiinkar Kasrr’'nin yikilmasiyla ilgili Tiirk basinindaki tartismalarin ortak temalar etrafinda
ele alinmasi

Hiinkar Kasri'nin yikilmasiyla ilgili basinda yer alan tartismalara bakildiginda kaleme alinan yazilarda
soz edilen hususlar icinde ortak temalar oldugu goriilmektedir. Bunlar “mimari”, “tarih” ve “sanat”
olmak iizere li¢ ana baslik altinda ele alinabilir.

5.2.1. Mimari

Hiinkdr Kasr’'nin énemini mimari acidan degerlendiren yazarlardan biri Ibrahim Hakki Konyalr'dir.
Tan gazetesinde “Yenicami Kasri Yiktirilamaz” bashikli yazisinda Konyaly, kasrin da icinde bulundugu
Yeni Cami kiilliyesinin Mimar Sinan ekoliinii yansitan en onemli eserlerden biri oldugunu
belirtmektedir (Konyali, 1938a). Konuyu mimari bakimdan degerlendiren bir diger isim ise Burhan
Felek’'tir. Bu hususta Burhan Felek, “Bizde de Emindénii meydaninda bdyle bir kemer bulunursa
(modern) abidelerin aksine olarak hi¢c olmazsa meydanin biraz simetrisini bozar da ona baska bir
giizellik, ayr1 bir zevk verir.” diyerek kemerin yerinde kalmasi gerektigini ifade etmektedir (Felek,
1938). Donemin bir diger gazetecisi Zekeriya Sertel ise “Fakat bu isten anlamasi lazimgelenlerden
bazilarile konustum. Bunlarin iddiasina gére bu kemer ve mahfil caminin bir nevi mesnedidir. Caminin
insa edildigi yer eski bir batakliktir. Yapilacak binanin kaymamasi i¢in bu kemer insa edilmis ve bina
bu kemere dayatilmistir.” diyerek kemerin, bitisik oldugu Yeni Cami icin statik bakimdan 6nemli
olduguna dikkat ¢ekmistir (Sertel, 1938). Kasrin mimari a¢idan degerine ve saglamligina isaret eden
Abidin Daver de “Pek saglam bir yap1 oldugu icin 6yle kolayca yikilamiyacagi da muhakkak olan
kemerle mahfeli simdi, yerlerinde birakmak en dogru hareket olur.” ifadesini kullanmaktadir (Daver,
1938). Burhan Cahid Morkaya ise diger yazarlarin tam tersi bir tutum sergilemektedir. “Yikalim,
I” baslikli yazisinda “Biliyiik mabedi biitiin azametile meydana ¢ikarmak icin etrafini saran tas
ve tahta yiginlarini temizlemek kararini verenlerin bu tas kemere takilip kaldiklarini gazetelerde

efendim

okuyoruz.” diyen Morkaya, bu yapinin Yeni Cami'ye bir kanser gibi yapistigin1 ve yikilmasini
gerektigini iddia etmektedir (Morkaya, 1938a).

5.2.2. Tarih

ibrahim Hakki Konyali, “Yenicami Kasri Nicin Yiktirllmamak Lazimdir?” adh yazisinda Hiinkar
Kasrr’'nin sahip oldugu tarihi 6nemden s6z etmektedir. Hiinkar Kasri’'nin bir cephesinin Gémlekli Kule
lizerine yapildigin1 séyleyen Konyali, Istanbul’'un fethinde Tiirk bayraginin en son cekildigi yerin bu
kule oldugunu ve bu bakimdan kasrin tarihsel acidan dnemli oldugunu belirtmektedir (Konyali,
1938b). Fuad Soyhan da Cumhuriyet gazetesinde yayinlanan yazisinda bu gibi eserlerin tarihi agindan
biiylik bir 6neme sahip oldugunu belirtmekte ve “Ecdadin biraktig1 bu eserlerde her Tiirkiin, hatta
tarihin bile manevi birer hakki vardir” ifadesini kullanmaktadir (Soyhan, 1938). Daha 6nce kasirla ilgili
iki yazis1 nesredilen Ibrahim Hakki Konyali, bu yazilarin ardindan Tan gazetesinde “Bir Tarih Yadigar
ve Tarihi” adh tgilincli yazisini kaleme alacak ve kasrin tarihsel bakimdan 6nemini anlatacaktir
(Konyali, 1938¢c).

5.2.3. Sanat

Hiinkar Kasrr'yla ilgili yayinlanan yazilara bakildiginda kasrin sanatsal degerine pek ¢ok kez vurgu
yapildig1 goriilmektedir. “Yenicami Kemeri” bashkli yazisinda Burhan Felek, Yeni Cami’'nin ve kemer
kisminin tezyin sanati bakimindan bir saheser oldugunu séylemektedir (Felek, 1938). Zekeriya Sertel
ise kemerin i¢ kisminda bulunan eserlerden bahsetmekte ve “mahfilde de cidden misline nadir tesadiif
olunur kiymetli ¢iniler ve camlar bulundugu muhakkaktir” demektedir (Sertel, 1938). Hiinkar
Kasrr'nin igindeki ¢inilerin degerine dikkat ¢eken bir diger isim ise Turhan Tan’dir. Cumhuriyet
gazetesindeki kosesinde Turhan Tan, “Mahfilin kiymeti icindeki ciniler yiiziindendir. Frenk tarihgileri
de dahil olmak tizere bu ¢inileri géren biitiin miiverrihler onlarin egsiz bir san’at bedias1 oldugunu
soylemekte dil birligi yapiyorlar.” demektedir (Tan, 1938). Ibrahim Hakki Konyali da kasrin icindeki
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cinilerin kiymetinden bahsetmekte ve “Kasrin ¢inilerinden, mimari yiiksekliginden, bir fen harikasi
olan kemerinden baska hususi bir yap1 olusu de kiymetini yiikselten baska bir amildir.” ifadesini
kullanmaktadir (Konyali, 1938c).

6. Sonug

16. ylizyllda Eminénii'nde insa edilen Yeni Cami Hiinkar Kasri, Tiirk mimarisinin 6nemli 6rneklerinden
biridir. 1930’1u yillarda Fransiz sehir plancisi Henri Prost'un hazirladigi planlarda kasrin yikilmasi
o6ngorilmiis ve bu durum Tiirk basininda uzunca bir siire tartisma konusu olmustur. 1938 yilinin
Ocak ve Subat aylarinda Aksam, Cumhuriyet, Kurun, Son Posta, Tan ve Ulus gibi gazetelerde ibrahim
Hakki Konyali, Burhan Felek, Peyami Safa, Zekeriya Sertel, Abidin Daver gibi dénemin dnde gelen
gazeteci ve yazarlar1 bu konuya dair yazilar kaleme almislar, bunun yani sira bu siire zarfindaki
gazetelerde konuyla ilgili mimar, ressam, siyaset¢i pek c¢ok ismin konuyla ilgili goriislerine yer
verilmistir. Hiinkar Kasri’'nin yikilmasi fikri basinda uzunca bir siire tartisilmis ve son olarak bu
fikirden vazgecilmistir. Kemerin ve kasrin kaldirilmasi durumunda Yeni Cami'nin temelinin zarar
gormesi ihtimalinin, yikim fikrinden vazgecilmesinin en o©Onemli sebeplerinden birisi oldugu
diistiniilebilir. Bununla birlikte, kasrin ve kemerin yikilmasi fikrinin giindeme gelmesinin ardindan
gazeteler araciligiyla bir kamuoyu olusmasi da dikkat ¢ekici bir durumdur.

Hiinkar Kasri’'nin yikilmasinin giindeme gelmesiyle ilgili birka¢ hususa da deginmek gerekmektedir. Ilk
olarak, tarihsel ve toplumsal birikimin bir tezahiirii olan bu gibi yapilarin yikilmasinin ayr1 bir tartisma
konusu olmasinin yaninda, kendi tarihi eserlerimizin dkibetinin yabanci bir mimar ve sehir plancisina
birakilmasi veya sehirde yiizyillardan beri var olan sembolik bir yap1 icin donemin Nafia Vekili'nin
kolaylikla “kemeri kaldirtacagim” diyebilmesi oldukea ilgi ¢ekicidir. Tarihsel ve mimari acidan dnemli
olan bir yapinin korunmasi anlaminda ¢ok daha duyarl olunmasi beklenmektedir. Bir diger husus
olarak, pek ¢ok konuda birbirinden farkl diisiince ve tutumlara sahip Ibrahim Hakki Konyali, Burhan
Felek, Zekeriya Sertel, Abidin Daver gibi isimlerin kemerin ve kasrin yikilmasi tehlikesi karsisinda
ortak bir tavir sergilemeleri ve kasrin mimari, tarihi ve sanatsal agidan 6neminden s6z eden yazilar
kaleme almalar1 dikkate deger bir durumdur. Bununla birlikte kaleme alinan pek ¢ok yazida ancak
Londra, Paris gibi Bati sehirlerinden drnekler verilerek kemerin ve kasrin yikilmasina engel olmaya
calisilmasi veya bu kemerin biiytik bir mimari bulus oldugunu séyleyen Alman miitehassis gibi yabanci
uzmanlarin gorislerine atifta bulunularak yapinin kurtarilmaya ¢alisilmasi da oldukea dikkat cekicidir.

Sehrin en 6nemli tarihi, kiiltiirel ve ticari merkezlerinden birinde bulunan ve yaklasik dort yiiz senelik
bir yap1 olan Yeni Cami Hiinkar Kasri, Tiirk sivil mimarisinin en 6nemli 6rneklerinden biridir. Bu
ozelliklerine karsin, hazirlanan sehir planlarinda yikilmasi giindeme gelen ve donemin gazetelerinde
de yikilmasi ihtimalinden siklikla bahsedilen Hinkar Kasri, bu tartismalara ragmen 17. ylizyilldan
bugiine ulasabilmistir ve klasik Tiirk mimarisini yansitmasi bakimindan gliniimiizde de 6énemli bir
yere sahiptir.
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