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e-JNM (e-ISSN: 2548-0200) HAKKINDA

Odak ve Kapsam

e-JNM'min amacit medya, teknoloji ve iletisim alaninda arastirma yapan
akademisyen ve bilim insanlar1 i¢in iyi yazilmis kaliteli eserlerin yer aldig1 bir
kaynak olusturmaktir. Ayrica ¢alisma alanlarma katki saglayacak ve gelismesine
yardimc1 olacak bir kaynak olusturmaktir. Bu dogrultuda e-JNM, bilimsel kalite
duyarlilign ile yoOnlendirilen makale ve bilimsel caligmalart yaymlamay:
amaclamaktadir. Bu baglamda e-JNM, “uluslararas1 hakemli bir dergi” olarak
nitelendirilmektedir. Yilda ii¢ kez yaymlanan hakemli uluslararas1 bir dergidir.

Degerlendirme Siireci

Yaym kurulu, gonderilen ¢aligmay1 hakemlere géndermeden 6nce hem bicim
hem de igerik agisindan incelemektedir. Ayrica danisma kurulunun goriislerini
de dikkate almaktadir. Yayin kurulunun degerlendirmesinden sonra, gonderilen
caligma iki hakeme iletilmektedir. Herhangi bir ¢aligmanin yayinlanabilmesi igin
hakemlerden en az ikisinin onay vermesi gerekmektedir. Bir calismanin
yayinlanabilmesi i¢in hakemler tarafindan talep edilen revizyon ve
iyilestirmelerin ~ yapilmast  gerekmektedir. =~ Yazarlar,  c¢alismalarinin
yayinlanmasiyla ilgili karar hakkinda ii¢ ay iginde bilgilendirilmektedir. Tiim
makaleler TURNITIN / CrossCheck by iThenticate programlar ile akademik
olarak kontrol edilmektedir.

Yayinci

Istanbul Aydin University, TURKEY

Acik Erisim Politikast

Yeni Medya Elektronik Dergisi (e-JNM) acik erisim saglama politikasim
benimsemistir.

Bu dergi acik erisimli bir dergidir, yani tiim igerige kullanici veya kurumu
tarafindan T{cretsiz olarak erigilebilmektedir. Kullanicilar, yayincidan veya
yazardan Onceden izin almaksizin bu dergideki makaleleri okuyabilmekte,
indirilebilmekte,  kopyalayabilmekte,  dagitabilmekte,  yazdirabilmekte,
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arayabilmekte veya tam metinlerine baglant1 verebilmektedir. Bu, BOAI'nin agik
erigim tanimina uygundur.

Yayin Ucreti

Yayin {icreti veya makale iglem iicreti talep edilmez. Kabul edilen tiim makaleler
iicretsiz olarak yaymlanacaktir.

Arastirma ve Yayin Etigi Ilkeleri

eJNM'ye gonderilen bilimsel makalelerde Yiiksekogretim Kurumlar1 Bilimsel
Arastirma ve Yayn Etigi ile ilgili yonergeler, Uluslararas1 Tip Dergisi Editorleri
Komitesi'nin tavsiyeleri ve Komite'nin Yazar ve Yazarlar i¢in Uluslararasi
Standartlar1 dikkate almmalidir. Intihal, verilerde sahtecilik, yaniltma, yaym
tekrari, bolinmiis yayin ve aragtirmaya katkisi olmayan kisilerin yazarlar
arasinda yer almasi etik kurallar i¢erisinde kabul edilemez uygulamalardir. Bu ve
benzeri uygulamalarla ilgili herhangi bir etik usulsiizlik durumunda yasal
islemler yapilacaktir.

a) Intihal: Baskalarina ait 6zgiin fikir, ydntem, veri ya da eserlerin bilimsel
kurallara atif yapilmaksizin kismen ya da tamamen alimmasi intihal
kapsaminda ele alinmaktadir. Intihalden kaginmak igin yazarlar, bilimsel
kurallara uygun bir sekilde atifta bulunmali ve tiim bilimsel makalelerin
kaynakcalarinda yer almasina dikkat etmelidir.

b) Veri Sahteciligi: Olmayan veya degistirilmis verilerin bilimsel
arastirmalarda kullanilmas1 sahtecilik kapsamina giren verilerdir.
Yazarlar, verilerini etik kurallara uygun olarak ve arastirma sirasinda
gecerlilik ve glivenilirliklerini degistirmeden analiz etmelidir.

c) Carputma: Arastirmadan elde edilen kayitlarin veya verilerin
degistirilmesi, arastirmada kullanilmayan cihaz veya malzemelerin
kullanilmis gibi gosterilmesi, aragtirma sonuglariin destek alinan kisi ve
kuruluslarm ¢ikarlarma gore degistirilmesi veya sekillendirilmesi
carpitma kapsaminda degerlendirilmektedir. Yazarlar, arastirma siireci
ile ilgili olarak verdikleri bilgilerde diirtist, objektif ve seffaf olmalidir.
Etik kurallar1 ihlal etmekten kaginmalidirlar.

d) Tekrarlama: Onceki yaymlara atifta bulunmadan ayni yaymin ayri
yaynlar olarak sunulmasi yayin tekrar kapsaminda
degerlendirilmektedir. Degerlendirilmek iizere sunulan yayinlarin baska
bir yerde yayimlanmasi veya degerlendirme siirecinde sorumluluk
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yazarlara aittir. Yazarlar 6zgiin ve orijinal aragtirmalarim tekrarlamaktan
kacinmali, 06zgiin ve orijinal arastirmalarini  sunmaya Ozen
gostermelidirler.

e) Boliinmiis Yaym: Bir aragtirmanin sonuglarinin  yayginlastirma
kapsaminda ele almarak arastirmanin biitiinliigiinii bozacak sekilde
birden fazla sekilde yayginlastirilmast ve bu yaymlarin ayr yaymlar
olarak yayimlanmasidir. Yazarlar, aragtirmanin biitiinliigiinii g6z 6niinde
bulundurmali ve aragtirmay1 etkileyecek bdliinmelerden kaginmalidir.

f) Yazarhk: Arastirmaya katkis1 olmayan kisilerin dahil edilmesi ya da
katkis1 olan kisilerin dahil edilmemesi haksizlik kapsaminda
degerlendirilmektedir. Tiim yazarlar arastirmanin planlanmasi, tasarima,
veri toplanmasi, analizi, degerlendirilmesi, aragtirmanin hazirlanmasi ve
sonuclandirilmasi siireclerine yeterince katkida bulunmus olmalidir.

Yayin Etigi

e-JNM, tiim yazarlarin gizlilik konularini ciddiye alan ve kisisel bilgilerinizi
korumay1 taahhiit eden Committee on Publication Ethics (COPE) tarafindan
ongoriilen etik standartlara uymasini gerektirir.

Intihal Politikast

Gonderilen tiim makaleler ilk taramadan gegmek zorundadir ve Gelismis Intihal
Tespit Yazilimi (CrossCheck by iThenticate) araciligiyla kontrol edilecektir.

Telif Hakk

Telif hakki, bilimsel bir aragtirmay1 ayrintili olarak agiklamak igin makalenin
yazilma seklini korumayi amaglar. Bunun, yazarin haklarmi korumak ve
yayinlanan arastirmanin yeniden basimi veya diger kullanimlar i¢in izinleri
diizenlemek i¢in gerekli oldugu iddia edilmektedir. e-JNM, yazarlarin makaleleri
yaymna hazir oldugunda tiim haklarin1 devretmelerini gerektiren bir telif hakk:
formuna sahiptir.
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Feragat Politikasi

Elektronik Yeni Medya Dergisi acik erisimli bir dergidir, yani tiim igerige
kullanict veya kurumu tarafindan iicretsiz olarak erigebilmektedir. Kullanicilar,
yayincidan veya yazardan 6nceden izin almaksizin bu dergideki makalelerin tam
metinlerini okuyabilmekte, indirilebilmekte, kopyalayabilmekte, dagitabilmekte,
yazdirabilmekte, arayabilmekte veya tam metinlerine baglant1 verebilmektedir.
Ayrica, eJNM yazarlardan herhangi bir iicret talep etmez. EJNM feragat
politikas1 nedeniyle kullanmaz.

Kisitlama Olmaksizin Telif Hakki

Dergi, yazar(lar)in telif haklarimi kisitlama olmaksizin elinde tutmasina izin
vermekte ve yaym haklarini kisitlama olmaksizin elinde tutmaktadir. Génderilen
makalelerin patent veya patent bagvurusu ile korunmayan hicbir tescilli materyal
icermedigi varsayilir; teknik icerik ve tescilli materyalin korunmasina iligkin
sorumluluk yalnizca yazar(lar) ve kuruluslarina aittir ve thee-JNM veya Editoryal
Personelinin sorumlulugunda degildir. Makalenin diger tiim yazarlar tarafindan
goriilmesini ve onaylanmasimi saglamaktan ana (birinci/yazigmali) yazar
sorumludur. Makalenin gonderilmesinden once, telif hakki sakli materyallerin
kullanimi i¢in gerekli tiim telif hakki izinlerini almak yazarin sorumlulugundadir.

Yazar olarak haklarim nelerdir?

Yazar olarak haklarimiz1 belirlemek icin gonderdiginiz veya yaymnladiginiz
derginin politikasini kontrol etmeniz 6nemlidir. e-JNM'nin standart politikalar
asagidaki yeniden kullanim haklarma izin verir:

e Dergi, yazar(lar)in herhangi bir kisitlama olmaksizin telif hakkina sahip
olmasina izin verir.

e Dergi, yazar(lar)in herhangi bir kisitlama olmaksizin yaym haklarini elde
etmesine izin verir.

e Dergiye gonderdiginiz makalenin versiyonu ile dilediginizi
yapabilirsiniz.

e Makale yaymlanmak iizere kabul edildikten sonra, makalenin kabul
edilen versiyonunu herhangi bir kisitlama olmaksizin kendi kisisel web
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sitenizde, bolliimiiniiziin web sitesinde veya kurumunuzun deposunda
yaymlayabilirsiniz.

e Makalenin dergide yayinlanmasindan 12 ay sonrasina kadar, makalenin
kabul edilen versiyonunu yukarida listelenenler diginda herhangi bir
depoda yayinlayamazsiniz (6rnegin, bagka bir kurumun deposuna veya
bir konu deposuna yatiramazsiniz).

e Yayinlanan makaleyi kendi 6gretim ihtiyaglariniz i¢in kullanabilir veya
ticari amaglarla olmamak kaydiyla arasgtirma yapan meslektaslariniza
bireysel olarak saglayabilirsiniz.

e Makaleyi, dergide yaymlandiktan sonra herhangi bir zamanda sizin
tarafinizdan yazilan veya diizenlenen bir kitapta kullanabilirsiniz. Bu,
baskasi tarafindan yazilan veya diizenlenen bir kitaba bir boliimle
katkida bulundugunuz kitaplar icin gegerli degildir.

e Yayinlanan makaleyi e-JNM'den izin almadan bir web sitesinde veya bir
depoda yayinlayamazsimniz.

Makale Cagrisi

e-JNM, farkli alanlardan gelen akademisyen ve profesyonelleri bir araya
getirerek “yeni medya” ile ilgili bu sorulara iligkin farkli bakis acilarini
tartigmaya acacaktir.

e-JNM'nin Ana Konulart

Yeni Medya (web 3.0, interaktivite, yakinsama, sanallik, sosyal medya, iots, vb.)
Dijital Kiiltiir (kiiltirel ¢aligmalar, medya caligmalari, medya teorisi, gorsel
kiiltiir, vb.) Dijital Uygulama (sanal gerceklik, artirilmis gergeklik, vb.)

Dijital Sanatlar (sinema, televizyon, fotograf, illlistrasyon, kinetik, grafik vb.)
Dijital Toplum (E-toplum, gézetim toplumu, ag toplumu vb.) Iletisim Sanatlar1
(reklam, halkla iligkiler, pazarlama vb.)

Sosyal Bilimler (Iletisim Calismalari, arastirmalar, uygulamali calismalar)
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Indeksler

DOAJ (Directory of Open Access Journals),
ROAD,

Google Akademik,

Tiirk Egitim Indeksi,

Index Copernicus International,

Cite Factor

Erih Plus

Ucretlendirme Politikast

Yazar veya kurumdan herhangi bir ad altinda ticret talep edilmez.

e-JNM'nin Dili

Tiirkce ve Ingilizce

Iletisim

Istanbul Aydin Universitesi Istanbul - Tiirkiye
e-posta: skuzeyyildiz@aydin.edu.tr

Tel: 0212 4441428

yenimedya.aydin.edu.tr
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Editoriin Mesaji

Sevgili e-JNM Okuyuculari,

Detayli bilgi almak, oneri ve goriisleriniz paylagsmak ya da eserlerinizi
yaymlatmak i¢in gdnderimlerinizi liitfen asagidaki e-posta adresine iletin. Bizlere
e-JNM Sekreterligi yenimedya@aydin.edu.tr adresinden ulasabilirsiniz.

[letisimde kalmak ve bir sonraki sayimizda bulusmak umudu ile.

Editor

Dog. Dr. Serdar Kuzey YILDIZ

Istanbul Aydin Universitesi Florya Kampiisii 34295-istanbul TURKIYE
Tel: +90 212 4441428

E-mail: skuzeyyildiz@aydin.edu.tr

URL: yenimedya.aydin.edu.tr
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ABOUT e-JNM (e-ISSN: 2548-0200)

Focus and Scope

The aim of e-JNM is to create a source for academics and scientists who are doing
research in the media, technology and communication that feature formally well-
written quality works. And also create a source that will contribute and help
develop the fields of study. Accordingly, e-JNM’s intentions are on publishing
article sand scientific works which are guided by a scientific quality sensibility.
In this context, e-JNM is qualified as an “international peer-reviewed journal”. It
is a peer-reviewed international journal published three times a year.

Peer Review Process

The editorial board peruses the submitted material with regard to both form and
content before sending it on to referees. They may also consider the views of the
advisory board. After the deliberation of the editorial board, submitted material
is sent to two referees. In order for any material to be published, at least two of
the referees must approve it. The revision and improvement demanded by the
referees must be implemented in order for an article to be published. Authors are
informed within three months about the decision regarding the publication of
their material. All the papers are controlled academically with the TURNITIN
program.

Publisher
Istanbul Aydin University, TURKEY

Open Access Policy

Electronic Journal of New Media (e-JNM) adopted a policy of providing open
access.

This is an open access journal which means that all content is freely available
without charge to the user or his/her institution. Users are allowed to read,
download, copy, distribute, print, search, or link to the full text sof the articles in
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this journal without asking prior permission from the publisher or the author. This
is in accordance with the BOALI definition of open access.

Publication Charge

No publication charge or article processing charge is required. All accepted
manuscripts will be published free of cost.

Principles of Research and Publication Ethics

In scientific papers sent to eJNM, the guidelines related to the Scientific Research
and Publication Ethics of Higher Education Institutions, the recommendations of
the International Committee of Medical Journal Editor sand the International
Standards for the Authors and Authors of the Committee should be taken into
attention. Plagiarism, forgery in the data, misleading, repetition of publications,
divisional publication and individuals who do not contribute to the research are
among the authors are unacceptable practices within the ethical rules. Legal
actions will be taken in case of any ethical irregularity related to this and similar
practices.

a) Plagiarism: Placing the original ideas, methods, data, or works of others,
partly or completely, without making reference to the scientific rules, is
dealt with in the context of plagiarism. In order to avoid plagiarism,the
authors should refer to the scientific rules in a manner that is appropriate
and should pay attention to the references of all scientific papers in their
research.

b) Forgery of Data: The use of data that does not exist or is modified in
scientific research is data in the scopeof forgery. Authors should analyze
their data in accordance with ethical rules and without exposing them to
achange in validity and reliability during the process.

c) Detortion: Changing the records or data obtained from the study,
showing the devices or materials that are not used in the research as used,
changing or shaping the research results according to the interests of the
people and organizations that are supported are considered within the
scope of distortion. The authors should be honest, objective and
transparent in the information they provide in relation to the research
process. They should avoid violating the rules of ethics.
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d) Repetition: Presenting the same publication as separate publications
without referring to the previous publications is considered within the
scope of repetition of publications. The responsibility for the
publicationof the publications submitted for evaluation in another place
or in the evaluation process belongs to the authors.The authors should
refrain from repeating the original and original research and they should
pay attention to submit their original and original research.

e) Divisional Publication: The results of a research are discussed in the
scope of dissemination and disseminating the results of the research in a
way that disrupts the integrity of the research and disseminating it in
more than one way, and publishing these publications as separate
publications. The authors should consider the integrity of the research
and avoid the divisions that will affect the results.

f) Authorship: The inclusion of people who do not contribute to the
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LOGO DESIGNS ON USER’S RELIABILITY
PERCEPTION
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Atf Bilgili, A. & Akadal, E. (2025). The Effect of Healthcare Application
Logo Designs on User’s Reliability Perception, Yeni Medya Elektronik
Dergisi, 9 (2), 150-170.
ABSTRACT

The aim of this study is to examine the sense of trust that the logos of applications
operating in various subcategories in the field of health evoke in users. The study
evaluated application logos in different categories such as health, nutrition, child
health, fitness, medicines, first aid, chronic diseases, mental health, therapy, and
sleep. This study is a cross-sectional survey study conducted using the
quantitative research method. The aim of the study is to examine the effect of the
logo designs of health applications on the perception of trustworthiness of users.
Since it is known that the color in the logo directly affects user trust, all logos
were converted to black and white in order to eliminate this effect. This study
examined the effects of the logo designs of health applications on the perception
of trustworthiness of users. Participants evaluated a total of 55 logos in 10
different categories using a Likert scale ranging from 1 to 9. The obtained data
revealed that there were significant differences in terms of perception of
trustworthiness among the subcategories of health applications. These
differences show that the first impression and sense of trust created by logo
designs on users vary according to the content and purpose of the application.

Keywords: Logo, Reliability, Mobile Application, Health.
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SAGLIK UYGULAMALARININ LOGO
TASARIMLARININ KULLANICI GUVENILIRLIK
ALGISI UZERINE ETKISI

oz

Bu c¢alismanin amaci, saglik alaninda cesitli alt kategorilerde faaliyet gésteren
uygulamalarin logolarmin kullanicilarda uyandirdigi  gliven duygusunu
incelemektir. Calismada uygulama logolan saglik, beslenme, ¢ocuk saghigi,
fitness, ilaclar, ilk yardim, kronik hastaliklar, ruh sagligi, terapi ve uyku gibi
farklh kategorilerde degerlendirilmistir. Bu ¢alisma, nicel arastirma ydntemi
kullanilarak yiiriitiilen kesitsel bir anket ¢alismasidir. Calismanin amaci, saglik
uygulamalarinin logo tasarimlarmin kullanicilarin  giiven algis1 iizerindeki
etkisini incelemektir. Logodaki rengin kullanici giivenini dogrudan etkiledigi
bilindiginden bu etkiyi ortadan kaldirmak amaciyla tiim logolar siyah beyaza
doniistiirilmiistiir. Bu c¢alismada saglik uygulamalarinin logo tasarimlarinin
kullanicilarin giiven algisi lizerindeki etkileri incelenmistir. Katilimeilar toplam
55 logoyu 1'den 9'a kadar degisen Likert 6lgegi kullanarak 10 farkli kategoride
degerlendirmislerdir. Elde edilen veriler, saglik uygulamalarinin alt kategorileri
arasinda giiven algis1 acisindan anlamli farkliliklar oldugunu ortaya koymustur.
Bu farkliliklar, logo tasarimlariin kullanicilarda yarattigi ilk izlenimin ve giiven
duygusunun, uygulamanin igerigine ve amacina gore farklilik gosterdigini
gostermektedir.

Anahtar Kelimeler: Logo, Giivenilirlik, Mobil Uygulama, Saglik.
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INTRODUCTION

With rapidly developing technologys, it is important for individuals to access the
right information quickly in daily life. In order for digital transformations to be
successfully integrated into professional life as well as daily life and to be
adopted by users, it is necessary to offer high usability products to users in the
institutional and cultural context (Sandnes, 2021). However, sometimes the use
of systems is difficult due to both the user base and the design. In order to prevent
this situation, researchers and practitioners are working in the field of Human-
Computer Interaction - HCI.

HCI is an interdisciplinary field that focuses on the interaction between
computers and users, while also focusing on interface design to improve this
interaction (Kim, 2020). HCI is instantly affected by the development of
technology due to its structure. In this field, which aims to produce technology
according to human needs, it is ensured that technology adapts to humans, not
humans to technology (Cagiltay, 2018).

When the studies in this field are examined, it is seen that the focus is on the role
of psychology in HCI (Carroll, 1997), the development of information
technology between 1990 and 2008, the use and impact of information
technology (Zhang, Li, Scialdone, & Carey, 2009), user-centered approaches and
design rules (Park & McKilligan, 2018), explainable artificial intelligence (XAI)
that creates a reliable communication environment between human-computer
interaction and artificial intelligence (Nazar, Mansoor, Yafi, & Su’ud, 2021), and
usability (Mortezaei, Rabiei, Asadi, & Emami, 2023).

The rapid development and proliferation of digital technologies deeply affects
our daily lives. In this context, mobile applications have become an indispensable
part of modern society. According to Statista's 2023 report, the number of
smartphone users worldwide has exceeded 6.8 billion, indicating that more than
85% of the world's population has access to mobile devices (Statista, 2023). This
widespread access has increased the use of mobile applications in many areas,
from communication to entertainment, from finance to health.

In recent years, the importance of visual elements in digital communication has
been increasing. The study by Mayer and Moreno (2003) revealed that people
process visual and auditory information faster and more effectively than text-
based content. This finding has led to the prominence of visual elements in the
design of social media platforms and mobile applications. The popularity of
visual-heavy platforms such as Instagram and TikTok confirms this trend.

In this context, the logos of applications stand out as a critical visual element that
users first interact with and form their first impressions of the application. The
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success or failure of logo design directly affects the user's interaction with the
application (Xueying & Bingjian, 2020). Henderson and Cote's (1998) study
emphasized that logos are powerful symbols that represent the identity of a brand
or application and convey its values and promises. Logos have the ability to
present complex information in a simple, memorable, and aesthetic form.
Research on logo design examines the effects of various design elements on user
perception. Labrecque and Milne's (2012) study on color psychology has shown
that colors affect the perception of brand personality. For example, blue tones
evoke a sense of trust and professionalism, while green is associated with health
and growth. In addition, Van der Lans et al.'s (2009) study revealed the effect of
logo shapes and symmetry on brand recognition. Mobile applications in the
health field have become increasingly popular in recent years. According to the
report by Research2Guidance (2023), the global digital health market reached
$292.7 billion in 2023 and is expected to reach $958.5 billion by 2030 with an
annual growth rate of 12.8%. Due to the impact of the COVID-19 pandemic, the
demand for remote health services has increased, which has accelerated the use
of health applications (Budd et al., 2020). Health applications offer a wide range
of services. Applications operating in various areas such as fitness tracking,
nutrition planning, mental health support, medication reminders, and
telemedicine services facilitate users' health management. The widespread use of
mobile devices and the ability to personalize users' experiences through
applications pose a threat to privacy and security (Vollero, et al., 2017). In
addition, in a sensitive subject such as health, it is critical for an application to
stand out and be preferred by users to instill a sense of trust. When users choose
an application that will share their personal health data and affect their health
decisions, the perception of reliability comes to the fore. The study by Zhao, Ni,
and Zhou (2018) emphasized the impact of the trust factor on user acceptance
and retention in healthcare applications. At this point, the application's logo is the
first visual element that triggers users' sense of trust. The human brain has the
ability to process visual information quickly. Lindgaard et al.'s (2006) research
has shown that people can evaluate the visual appeal of a website in just 50
milliseconds. This finding emphasizes the importance of logo design, as logos
are often the first point of contact between an application and the user. In this
short period of time, the color, shape, and overall aesthetics of the logo design
can evoke certain emotions and associations in users.

Health applications offer services in different subcategories, and each category
addresses different user needs. For example, fitness applications should provide
a sense of motivation and energy, while mental health applications should
provide a sense of calm and confidence. Applications related to medicines should
provide a sense of certainty and reliability. These differences should also be
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reflected in the logo design. In addition, the impact of demographic factors on
logo perception should not be ignored. Factors such as age, gender, and cultural
background can play a role in the perception of logo designs. The study
conducted by Cyr, Head, and Larios (2010) on intercultural web design
perception showed that color and design preferences of different cultures can
vary. This finding is an important factor to consider in the logo design of global
health applications.

This study aimed to examine the sense of trust that the logos of applications
operating in various subcategories in the field of health evoke in users. The study
evaluated the logos of applications in different categories such as health,
nutrition, child health, fitness, medicines, first aid, chronic diseases, mental
health, therapy, and sleep. Through an online survey, participants were asked to
evaluate these logos in a short time and rate their feelings of trust. The effect of
demographic factors on this perception was also included in the study.

This study includes findings aimed at understanding the effect of logo designs of
healthcare applications on user perception of trustworthiness. The findings
obtained can guide application developers and designers in creating more
effective and trustworthy logos for their target audiences. In addition, this study
can form the basis for future research on the role of logo design in the fields of
health communication and digital health.

In the findings section of this study, the effects of logos in different healthcare
application categories on user perception of trustworthiness are presented in
detail. The mean scores, standard deviations and confidence intervals obtained
for each category are analyzed, and comparisons between categories are made.
In the conclusion section, the practical and theoretical implications of these
findings will be discussed. In particular, it is discussed which logo features create
higher perception of trustworthiness, the reasons for the differences in perception
between different healthcare categories and how this information can be used by
application developers and designers. In addition, the limitations of the study and
suggestions for future research will be presented in this section. This research is
expected to bring a new perspective to the logo design strategies of healthcare
applications and highlight the role of logo design in building user trust.

As a result, in the rapidly digitalizing healthcare sector, establishing and
maintaining user trust is of critical importance. Logo design is the first step in
building this trust. Therefore, understanding the impact of healthcare application
logos on user perception is both valuable from an academic perspective and
important in terms of practical applications.
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METHODOLOGY AND FINDINGS

This section discusses the design of the study, the data collection process, and
analysis methods.

Research Design

This study is a cross-sectional survey conducted using a quantitative research
method. The aim of the study is to examine the effect of logo designs of health
applications on users' perception of trustworthiness. Since it is known that the
color in the logo directly affects user trust, all logos were converted to black and
white in order to eliminate this effect.

Participants

A total of 58 participants were included in the study. Participants voluntarily
participated in the online survey announced through social media platforms.
Although the age distribution of the participants covered a wide range, a
concentration was observed in the 20-25 and 35-40 age ranges. However, there
was a generally homogeneous distribution.

Data Collection Tools

Data were collected through an online survey created through the Google Surveys
platform. The survey consists of three main sections:

Demographic Information: Age, gender, and income status information of the
participants were collected. The following categories were used for income
status:

- Less than 17,000 TL
- 17,000 - 30,000 TL
-30,001 - 50,000 TL

- 50,001 - 70,000 TL

- 70,001 - 99,999 TL

- 100,000 TL and more

Logo Evaluation: Participants were shown a total of 55 logos from 10 different
health application categories. The categories and logo numbers are as follows:
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- General health search: 10 logos
- Nutrition: 5 logos

- Child health: 5 logos

- Fitness: 5 logos

- Medicines: 5 logos

- First aid: 5 logos

- Chronic diseases: 5 logos

- Mental health: 5 logos

- Therapy: 5 logos

- Sleep: 5 logos

Credibility Assessment: For each logo, participants were asked to evaluate their
perception of credibility using a Likert scale from 1 to 9 (1: lowest credibility, 9:
highest credibility).

Logo Preparation Process

The logos used in the research were converted to black and white tones in order
to control the effect of the color factor. This process was carried out using Adobe
Photoshop software. The logos were recreated using a 100% black and white
color palette, preserving the basic features of their original designs.

Data Collection Procedure

The survey was announced to the participants via social media platforms
(Instagram, X-Twitter and LinkedIn). Participants accessed the online survey via
their own devices. At the beginning of the survey, participants were informed
about the purpose of the study, the privacy policy and that participation was
voluntary.

During the logo evaluation phase, participants were asked to examine each logo
for 1-3 seconds. Immediately after the logo was displayed, participants were
asked to score their perception of trustworthiness on a scale of 1-9.
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Data Analysis

The collected data were analyzed using Google Surveys service's own tools,
Google Tables and Microsoft Office Excel software. Descriptive methods were
used in the analyses. At this stage, upper and lower limits were calculated
depending on the sum and difference of the mean, median, standard deviation,
variance, mean and standard deviation of the data. Scatter images were obtained
by drawing candlestick charts with the obtained data.

Limitations
There are some limitations of this study:

1. The sample size (n=58) is relatively small, which may limit the generalizability
of the findings.

2. The online survey method may have excluded potential participants who did
not have internet access or who had low digital literacy.

3. The presentation of logos in black and white, although necessary to control for
the effect of color, may have created a deviation from real-world conditions.

These limitations will be taken into account in the interpretation of the results
and in future research.

Findings

This study examined the effect of logo designs of healthcare applications on
users' perception of trustworthiness. As a result of the evaluations of a total of 58
participants, it was observed that there were significant differences between the
perceptions of trustworthiness of logos belonging to different healthcare
application categories. Participants evaluated a total of 55 logos in 10 different
categories using a Likert scale ranging from 1 to 9.

The obtained data reveal that there are significant differences in terms of
perception of trustworthiness among the subcategories of healthcare applications.
These differences indicate that the first impression and sense of trust created by
logo designs on users vary according to the content and purpose of the
application. In the following, first, a general evaluation of all categories will be
presented, then each category will be considered separately and analyzed in
detail.

Research Article- Submit Date: 07.02.2025, Acceptance Date: 03.05.2025 157
DOINO: 10.17932/TAU.EINM.25480200.2025/ejnm_v9i2001
Copyright © e-Journal of New Media



e-Journal of New Media / Yeni Medya Elektronik Dergi — eJNM
ISSN: 2548-0200, May 2025 Volume 9 Issue 2, p.150-170

Research Article
Table 1
All Categories
ALL CATEGORIES
Category Mean Standard Deviation Variance

Nutrition 5,779 2,101 4,417
Sleep 5,047 2,111 4,46
First Aid 5,006 2,202 6,086
Therapy 4,877 2,184 4,774
Fitness 4,755 2,321 5,389
Chronic 4,63 2,309 5,335
Health 4,618 2,132 4,548
Mental Health 4,366 2,389 5,709
Child Health 3,996 2,098 4,404
Medication 3,908 2,128 4,532

When all categories are examined, significant differences are observed in terms
of the sense of trust that the logo designs of health applications evoke in users.
The highest perception of trust belongs to applications in the nutrition category
with an average score of 5.78. This result shows that the logos of nutrition
applications evoke more trust in users compared to other categories. This is
followed by the sleep category with an average score of 5.05 and the first aid
category with an average of 5.01. On the other hand, the lowest perception of
trust belongs to applications in the medicine category with an average score of
3.91. This situation reveals that the logos of medicine applications evoke less
trust in users compared to other categories. The medicine category is followed
by the child health category with an average score of 4.00 and the mental health
category with an average of 4.37. These results show that there are significant
differences in the perception of trust in logo designs among the subcategories of
health applications and that this situation may affect users' application
preferences. Figure 1 shows the candlestick charts for all categories.
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Figure 1
All Categories

All Categories
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In the graph where the average, lower limit and upper limit of all categories are
shown, the categories are given by numbering. Accordingly, the numbers
between 1-10 represent the categories of health, nutrition, child health, fitness,
medicine, first aid, chronic, mental health, therapy and sleep, respectively. The
average reliability score for each category is shown with a center line in the
candlestick chart. These lines show the general tendency of the perception of
reliability among the categories, while the lower and upper limits show the
distribution of the perception of reliability. When looking at the health and
nutrition categories, it is possible to say that the average values are quite high and
the distribution is wide. The average of the nutrition category is particularly high
and the perception of reliability has one of the widest ranges. This situation
indicates that this category has both a high perception of reliability among users
and a great variety of evaluations. The average values in the child health and
fitness categories are lower compared to the other categories. This shows that
users generally find the health applications in these categories less reliable. The
perception of reliability in these categories is more homogeneous compared to
the other categories due to both the lower average values and the closeness of the
lower and upper limits. When looking at the chronic and mental health categories,
it is seen that the average values are at the middle-upper levels and the lower-
upper limits are quite wide. This indicates that there is a diversity in the
perception of reliability among users and that a generally positive perception
prevails. In the therapy and sleep categories, although the average is high, the
distributions are narrow. This shows that the perception of reliability is generally
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positive and that there is a consensus in the participants' evaluations regarding
these categories.

When looking at all categories, the 5 categories with the highest perception of
trust were examined in more detail within the scope of the study. Table 2 provides
a general evaluation of the Nutrition category.

Table 2
Nutrition Category

NUTRITION
Mean Standard Deviation Variance
4,169491525 1,89511661 3,59146698
4,677966102 2,02944428 4,11864407
3,271186441 1,87387215 3,51139684
3,949152542 1,6756237 2,80771479
5,779661017 2,1898496 4,79544126

In the Nutrition category, the 5th logo had the highest perceived reliability with
a score of 5.77, while the 3rd logo was evaluated as the lowest with 3.27.
Although the 5th logo has the highest average score, it may be found less reliable
by some users due to its wide range. Figure 2 shows the candlestick chart of the
Nutrition category.
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Figure 2
Nutriton Category
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Logos 1, 2 and 5 have a wide range of reliability. This shows that there is a wide
variation in the perception of reliability of these logos among users. Logo 5 in
particular has both a high average score and a wide range of evaluations. This
means that some users find it very reliable while others find it less reliable. Logos
3 and 4 have narrower ranges of reliability. These logos are evaluated more
consistently among users and there is less variation in perception of reliability.
Table 3 shows the general evaluation of the Sleep category.

Table 3

Sleep Category

Mean
5,542372881
5,474576271
4,559322034

5

4,661016949

SLEEP

Standard Deviation

1,95925772

2,02872418

2,04493644
2,084425

2,30150003

Variance
3,83869082
4,1157218
4,18176505
4,34482759

5,2969024
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The average scores of the logos vary between 4.56 and 5.54. In general, there is
a perception of medium and high levels of reliability. The candlestick chart for
the Sleep category is given in Figure 3.

The average scores of the logos vary between 4.56 and 5.54. In general, there is
a perception of medium and high levels of reliability. The candlestick chart for
the Sleep category is given in Figure 3.

Figure 3
Sleep Category

Sleep
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When viewed in terms of distribution and average, the Ist logo has a high
perception of reliability and diversity in participant opinions. Although the other
logos also include different opinions due to wide distribution, there is a negative
perception in the 3rd and 5th logos. Table 4 provides the general evaluation of
the First Aid category.
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Table 4
First Aid Category
FIRST AID
Mean Standard Deviation Variance
4,406779661 2,085400614 4,34891876
4,847457627 2,3401559 5,47632963
4,898305085 2,17901366 4,74810053
5,86440678 2,09644714 4,39509059
5,016949153 2,1131079 4,46522501

In the First Aid category, the 4th logo had the highest perception of reliability
with an average score of 5.86, while the 1st logo had the lowest perception of
reliability with 4.4. When considered in general, it is possible to say that the logos
in this category have a high perception of reliability. Figure 4 shows the
candlestick chart for the First Aid category.

Figure 4
First Aid Category
First Aid
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The distribution of the 1st, 2nd, 3rd and 5th logos is wide and there are different
opinions among the users. The 4th logo also has a wide distribution but its high
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average creates a positive perception of trust. Table 5 provides a general
evaluation of the Therapy category.

Table 5
Therapy Category
THERAPY
Mean Standard Deviation Variance

5,322033898 2,09630774 4,39450614
4,559322034 2,1437253 4,59555815
4,423728814 2,15920954 4,66218586
4,559322034 2,18356863 4,76797195
5,525423729 2,17632981 4,73641146

The average scores of the logos vary between 4.42 and 5.53. In the Therapy
category, there is a general perception of reliability at medium and medium-high
levels. The candlestick chart for the Therapy category is given in Figure 5.

The average scores of the logos vary between 4.42 and 5.53. In the Therapy
category, there is a general perception of reliability at medium and medium-high
levels. The candlestick chart for the Therapy category is given in Figure 5.
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Therapy Category
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Therapy

In the Therapy category, each logo has a wide distribution. Although it shows
that there are different opinions among users, the 1st and 5th logos create a
positive perception with a high average and wide distribution, while the other
logos create a negative perception. Table 6 presents the general evaluation of the

Fitness category.
Table 6
Fitness Category

3

Mean Lower Limit Upper Limit

Mean
5,593220339
5,033898305

5,06779661
3,050847458

5,033898305

FITNESS
Standard Deviation
2,02670655
2,14127018
2,17243235
2,23933279

2,22808176

Variance
4,10753945
4,58503799

4,7194623
5,01461134

4,96434833
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Although the 1st logo has the highest perceived reliability with 5.59, all logos
except the 4th logo have an average reliability score of around 5. Logo 4 has a
lower average of 3.05 compared to the others and is perceived as less reliable.
Figure 6 shows the candlestick chart of the Fitness category.

Figure 6
Fitness Category

Fitness
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Logos 1, 2, 3 and 5 have wide confidence intervals. This shows that there are
differences in the perception of the reliability of the logos among the users. On
the other hand, logo 4 has the lowest average score and the narrowest confidence
interval. This shows that the logo generally has low perception of reliability.
Table 6 shows the general evaluation of the Medicine category.
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DISCUSSION

This study has revealed important findings by examining the effects of logo
design on users' perception of trust in healthcare applications. The results show
that logo designs play a critical role in ensuring user trust. In particular, the fact
that logos of nutrition applications received the highest trust score highlights the
adaptability of design elements used in this category to other categories. This
finding indicates that the design strategies of logos used in healthcare
applications may have similar effects in different areas.

On the other hand, the fact that logos in the pharmaceutical category received
low trust scores indicates an opportunity for development for designers in this
category. These findings show that design is not only an aesthetic element, but
also a tool that affects users' perceptions and trust in healthcare services. The
study offers concrete suggestions for healthcare application developers and
designers and creates opportunities to optimize design strategies to increase user
trust.

Among the limitations of the study, the limited sample size in terms of
generalizability stands out. The 58-person participant group may not provide
sufficient diversity, especially for healthcare applications targeting large
audiences. Additionally, the online survey method resulted in the non-
representation of groups without internet access or with low digital literacy. This
may lead to ignoring particularly elderly or low-income groups.

Finally, although presenting logos only in black and white was a conscious choice
to exclude the color factor, it ignored the effects of colored logos on user
perception in real-world applications. Future studies can obtain more
comprehensive results by including the color factor and cultural differences.
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CONCLUSION

This study has revealed that the effects of logo designs of health applications on
user trustworthiness perception are significant. The fact that the logos of nutrition
applications have the highest trust score indicates that the design approaches in
this area are successful and can be applied to other categories. The fact that the
logos in the pharmaceutical category received low trust scores revealed that
designs in this category should be reconsidered.

For developers and designers of health applications, these findings indicate that
logo designs should be optimized in order to increase user trust. The study also
contributes to the academic literature in the fields of health communication and
digital health, emphasizing the effects of logo design on user perception. Future
research can deepen knowledge in this area by working with larger and more
diverse sample groups and taking into account color and cultural factors.
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(074

Bu caligmanin amaci, yapay zeka teknolojilerinin kullanimini ve vermis oldugu
mesaji, Marshall McLuhan’in “ara¢ mesajdir” teorisi g¢ergevesinde, Sora ile
iiretilen “Toys “R” Us’in Kokenleri” reklami {izerinden incelemektir. Yapay
zekd; dogal dil isleme, makine 6grenimi ve derin 6grenme gibi ileri diizey teknik
ve yontemlerle pek cok sektdrde biiylik degisimlere yol agarak ekonomik yapilari
doniistiirmekte, toplumsal dinamikleri etkilemekte ve gilinlik yasami yeniden
sekillendirmektedir. Bu doniisiimden etkilenen alanlardan biri de reklameciliktir.
Ozellikle son dénemde yaygmn bir sekilde kullamlan iiretken yapay zeka
sayesinde reklam metinleri, gorseller ve videolar hizli bir sekilde {iretilebilmekte,
bu da igerik iiretim siireclerini daha verimli héle getirmektedir. Marshall
McLuhan’in “ara¢ mesajdir” teorisi, iletisim teknolojilerinin sadece iletisim
stirecindeki roliine degil, ayn1 zamanda toplumsal, kiiltiirel ve bireysel etkilerine
de vurgu yapmaktadir. Bu dogrultuda McLuhan’1n “ara¢ mesajdir” teorisi yapay
zekanin reklamciliga olan genis capl etkilerini incelemek i¢in 6nemli bir ¢erceve
olusturmaktadir. Arastirmada amachi Orneklemeye uygun olarak, OpenAl
firmasinin yapay zeka araci Sora ile olusturulan Toys “R” Us reklam filmi
orneklem olarak belirlenmistir. Arastirmada yontem olarak ise nitel arastirma
yontemlerinden igerik analizi tercih edilmistir. Sonug olarak, yapay zeka-Sora,
McLuhan’1n “ara¢ mesajdir” teorisi ¢er¢evesinde, reklamin {iretiminde kullanilan
bir ara¢ olmanin 6tesinde, teknolojinin is ve iletisim siireglerine olan etkisini ve
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toplumsal doniigiimii yansitan bir mesaj iletmektedir. Sora, reklam aracilifiyla
yenilige, degisime ve doniisiime yonelik bir mesaj vermektedir.

Anahtar Kelimeler: Dijital Reklamcilik, Yapay Zekd, Sora, Marshall McLuhan,
Yeni Iletisim Teknolojileri.

AN EXAMINATION OF ADVERTISEMENTS
PRODUCED WITH ARTIFICIAL INTELLIGENCE
'SORA' FROM MCLUHAN’S “THE MEDIUM IS THE
MESSAGE” PERSPECTIVE: TOYS “R” US
ADVERTISEMENT EXAMPLE

ABSTRACT

This study examines the use of artificial intelligence technologies and the
message they convey through Marshall McLuhan’s “the medium is the message”
theory, focusing on the advertisement “The Origins of Toys “R” Us” created with
Sora. Artificial intelligence, through advanced techniques and methods such as
natural language processing, machine learning, and deep learning, is driving
significant transformations across various industries, reshaping economic
structures, influencing social dynamics, and redefining everyday life. One of the
fields impacted by this transformation is advertising. In particular, the
widespread use of generative artificial intelligence has enabled the rapid
production of advertising texts, visuals, and videos, making content creation
processes more efficient. McLuhan's theory of “the medium is the message”
emphasizes not only the role of communication technologies in the
communication process but also their social, cultural, and individual
implications. In this context, McLuhan’s theory provides a critical framework for
analyzing the extensive impact of artificial intelligence on advertising. In this
research, the advertisement video for Toys “R” Us, created with OpenAl's
artificial intelligence tool Sora, was selected as the sample based on purposive
sampling. Content analysis, one of the qualitative research methods, was
employed as the research methodology. The findings reveal that, within the
framework of McLuhan's “the medium is the message” theory, Sora serves not
merely as a tool in the production of advertisements but as a medium that reflects
the influence of technology on business and communication processes and
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conveys a message of societal transformation. Through the advertisement, Sora
communicates a message emphasizing innovation, change, and transformation.

Keywords: Digital Advertising, Artificial Intelligence, Sora, Marshall McLuhan,
New Communication Technologies.

GIRIS

Sanayi Devrimi’nden bu yana teknolojik inovasyonlar dnemli 6lgiide ilerlemis
ve bu ilerlemeler, uzun yillardir manuel olarak yiiriitiilen bir¢ok gdrev ve siirecin
otomasyonunu miimkiin kilmistir. Giinlimiizde ise en dikkat ¢ekici teknolojiler
arasinda yapay zekd ve makine Ogrenmesi yer almaktadir (Brynjolfsson &
McAfee, 2017; Yu, 2022, s.190). Yapay zeka, saglam bir bilgi islem ortaminda
gelistirilen ve uygulanan algoritmalar aracilifiyla insan zekéas: siireclerini temsil
etmeyi amaglayan sistemler olarak tanimlanmaktadir (Russell & Norvig, 2020).
Bu sistemler, gliniimiizde pek ¢ok ekonomi, sektor, disiplin ve alani etkileyerek
yeniden sekillendirmektedir. Yapay zekanin etkisinin hissedildigi bu alanlardan
biri de reklamciliktir. Oyle ki giiniimiizde, reklamcilik sektoriinde verimliligi
artirmak ve pazar taleplerini karsilamak amaciyla yapay zeka teknolojilerinin
yaygin bir sekilde kullanildig1 goriilmektedir (Yu, 2022, s.190).

Hemen hemen her sektdrde oldugu gibi, reklamcilik sektoriindeki gelisim de
teknolojik yeniliklere uyum saglama yetenegi ile yakindan iliskilidir. Teknolojik
ilerlemelerin merkezinde yer alan yapay zeka, reklamcilik sektoriinii dnemli
olglide etkileyen bir yenilik olarak sektdre ve uygulayicilara cesitli avantajlar
sunmaktadir. Ozellikle son donemde, icerik olusturma siireglerini farkli
sekillerde kolaylastiran cesitli yapay zekd uygulamalar1 yaygmlagmistir. Bu
uygulamalarin sayis1 ve niteligi her gecen giin artmakta, bu durum reklamcilik
sektoriinii olumlu yonde etkilemektedir. Bu ¢ercevede, yapay zekanin reklam
faaliyetlerinin ~ olusturulmasinda  6nemli  bir ara¢ héline  geldigi
sOylenebilmektedir (Peyravi vd., 2020).

McLuhan, araglarin tasidigi anlam bicimlerinin, mesajin icerigi ve mesajin
kendisi tizerinde belirleyici bir etkiye sahip oldugunu ifade etmektedir. Bu
dogrultuda, McLuhan’a gore mesaj, i¢inde bulundugu ortamin siizgecinden
gecerek anlam kazanmakta ve bu siireg, sosyal iligkilerde 6nemli doniisiimlere
yol agmaktadir (Rigel, 1993, s.135; Coteli, 2016, s.127; Varol & Varol, 2019,
$.150). Bu cercevede McLuhan’in “ara¢ mesajdir” teorisi, glinlimiiz yapay zeka
teknolojileri baglaminda yeniden incelenebilir. Nitekim yapay zekanin, 6zellikle
iretken yapay zekanin, bir arag¢ olarak nasil bir mesaj tasidigi, ilizerinde
tartisilmasi gereken 6nemli bir konu olarak 6ne ¢ikmaktadir.
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Yerli ve yabanci literatiirde, yapay zeka uygulamalarinin reklamcilik alaninda
kullanimint konu alan ¢aligmalar bulunmaktadir (Li, 2019; Qin & Jiang, 2019;
Shah vd., 2020; Tiirksoy, 2022; Yu, 2022; Gao vd., 2023). Bu ¢aligmalarin yan1
sira yapay zekd uygulamalarinin reklamcilik alaninda ortaya cikardigi etik
sorunlar1 inceleyen ¢aligmalar da mevcuttur (Rodgers, 2021; Chaudhry & Berger,
2019). Ancak, ozellikle yerli literatiirde yapay zeka uygulamalarini reklameilik
alan1 kapsaminda McLuhan’in “ara¢ mesajdir” teorisi iizerinden inceleyen bir
calismaya rastlanilmamistir. Ayrica, yerli literatiirde reklamcilik alam
kapsaminda iiretken yapay zeka araci olan Sora’y1 inceleyen bir caligmayla da
karsilagilmamustir.

Bu calisma, yapay zeka teknolojilerinin kullanimin1 ve vermis oldugu mesaji
Marshall McLuhan’in “ara¢ mesajdir” teorisi ¢ergevesinde, yapay zeka araci
“Sora” ile iiretilen “Toys “R” Us’in Kdkenleri” (The Origins of Toys “R” Us)
reklam filmi iizerinden incelemeyi amaglamaktadir. Bu dogrultuda arastirma, bir
arag olarak yapay zekanin sadece reklam {iiretimi siirecindeki roliini degil, aym
zamanda bir mesaj tagiyicisi olarak olusturdugu anlamlari ortaya koyabilecektir.
Arastirmanin hem McLuhan 1 teorisiyle bir yaklasim sunmasi hem de tiretken
yapay zekd araglarmi konu almasi agisindan Ozgiin bir deger tasidigi
diistiniilmektedir.

DIiJITAL REKLAM ARACI OLARAK URETKEN YAPAY ZEKA
UYGULAMALARININ YUKSELISI

Iginde bulundugumuz ¢agda, reklameilik alanindaki en 6nemli gelismelerden biri
yapay zeka teknolojilerinin hizla yilikselmesidir. Yapay zeka, kiiresel reklam
sektoriinde biiyiik bir ilgi gérmekte ve teknolojinin gelismesiyle birlikte bu
ilginin daha da artmasi1 beklenmektedir (Yu, 2022, s.190). Daha agik bir ifadeyle
yapay zeka, reklamciligin dogasmi degistirmekte ve reklamciliga iligkin tiim
stirecleri etkilemektedir (Qin & Jiang, 2019). Nitekim yapay zeka teknolojilerinin
reklamecilik alaninda kullanimu ile birlikte i¢gorii analizi, reklam iiretimi, medya
planlama ve reklam sonuclarimin degerlendirilmesi gibi yeni is siirecleri ortaya
cikmaktadir (Kaplan & Haenlein, 2019). Bununla birlikte yapay zeka,
reklamcilik siiregleri ile birlikte reklama iliskin teorileri de doniistirmektedir
(Coftin, 2022, 5.608). Yapay zekanin reklamciliga olan bu etkisini sistemli bir
yeniden yapilanma seklinde ifade etmek miimkiindiir (Kaplan & Haenlein, 2019).

Geleneksel reklam iiretimiyle karsilastirildiginda yapay zeka teknolojisi, reklam
iiretimi ve pazarlama siireclerinin verimliligini ve etkinligini 6nemli Olciide
artirmistir. Yapay zeka, marka pazarlamasini daha kisisellestirilmis, hassas ve
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etkili héle getirerek reklam iletisiminin etkinligini artirmis ve bilgiye erisim
oranint yukseltmistir (Yu, 2022, s.192). Kiiresel olgekte her giin 2 milyar
gigabayti asan boyutta yapilandirilmis veri {iretilmektedir. Biiyiik veri, yapay
zekd sistemlerinin etkinligini ve kullanilabilirligini olumlu yonde etkilerken,
reklamcilik alam1 da biiyiik veri ile yapay zeka is birliginden 6nemli 6lgiide
faydalanmaktadir (Gouda vd., 2020, s.7565). Tiiketiciler tarafindan iiretilen ve
sonsuz gibi gorlinen veri kaynagi; hacim, hiz ve ¢esitlilik agisindan biiylimeye
devam etmektedir (Kietzmann, vd., 2018). Biiylime siireciyle birlikte yapay zeka,
dijital platformlar1 izleme, dinleme, yonetme ve raporlama gibi gorevlerde
bagvurulan geleneksel yontemleri dontistirmektedir. Tiiketiciler, dijital
platformlarda isteklerini, ihtiyaglarini, tutumlarmi ya da goriislerini yorum,
begeni, tweet gibi cesitli sekillerde ifade etmektedir. Bu veriler toplanarak
diizenli bir sekilde kiimelenmekte ve yapay zekd teknolojileri araciligiyla
markaya avantaj saglayacak icgoriilere doniistiiriilmektedir (Ceber, 2024, 5.594).

Reklamcilik alaninda veriye dayali olarak yasanan bu doniisiim, akill
reklamcilik olarak adlandirilan tiiketici merkezli, veri odakli ve algoritmalar
araciligiyla yonlendirilen bir marka iletisim modelinin ortaya c¢ikmasina yol
acmugtir (Li, 2019, s.334). Bu dogrultuda yapay zeka, elde edilen veriler
araciligiyla alt kiimeler belirleyebilmekte, bu gruplarin ihtiyaclarmi ve
tercihlerini yansitabilmekte ve hangi reklamlarin daha yiiksek basar1 sansi
tagidigini ongorebilmektedir. Boylece hedefleme siiregleri daha etkili ve kesin bir
sekilde gerceklestirilmektedir (Gao vd., 2023).

Yapay zeka, kuruluslarin potansiyel tiiketicileriyle iletisim kurma, anlama ve
etkilesim kurma bi¢imlerini de 6nemli 6l¢lide degistirmistir (Rodgers & Nguyen,
2022, s.1043; Kietzmann vd., 2018). Bu teknolojik gelismeler, markalarin
tiikketicilere ulagsma bigimlerini degistirmekle kalmamis, ayn1 zamanda karar alma
stireclerini de 6nemli 6l¢iide doniistiirmiistiir. De Bellis ve Johar, yapay zekanin
giderek daha 6zerk hale gelerek tiiketiciler adina kararlar alabilecegini ve belirli
gorevleri yerine getirebilecegini belirtmektedir (2020, s.74). Bugiin, reklam
profesyonelleri kisisellestirilmis deneyimler olusturmak, belirli demografik
gruplar1 hedeflemek ve daha hizli kararlar almak igin yapay zekayi
kullanmaktadir (Park vd., 2024, s.1).

Giiniimiizde reklam kampanyalar1, yapay zeka teknolojileri ile desteklendigi igin
reklam siirecleri reklam verenler icin daha etkili ve verimli olmaya baslamigtir
(Tiirksoy, 2022, s. 399). Ozellikle son yillarda iiretken yapay zeka
uygulamalarinin ¢esitlenerek kullanima girmesi ile birlikte daha Once
goriilmemis hizda ve boyutta bir degisim yasanmaya baslamistir. Uretken yapay
zeka, veri dagitim modellerinin destegiyle yeni igerikler {iretmeyi amaglayan bir
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yapay zeka tiiriidiir (Jovanovic & Campbell, 2022). Uretken yapay zeka sadece
algoritmalara dayali ciktilar almakla yetinmeyen, bununla beraber yaratici
gorevler basta olmak tiizere pek ¢ok gorevi iistlenen bir yapay zeka konsepti
olarak One ¢ikmakta ve yapay zekd adina yeni bir doniim noktas1 olmaktadir
(Yastioglu, 2023, s.215-216).

Uretken yapay zekdyr reklamcilik cercevesinde yeniden tanimlamak
miimkiindiir: “Uretken yapay zekd, insana ait islevleri reklam amaglari
dogrultusunda kullanarak reklam olusturma siireglerinin daha hizhi ve daha
verimli olmasini saglayan sistemler olarak tanimlanabilir” (Ceber & Celiker,
2024, 5.293). Bu sistemler, biiyiik veri kiimeleriyle egitilmekte ve metin, resim,
ses, video gibi farkli igerik tiirlerini igleyebilmektedir. Bunun bir sonucu olarak
da gorsel sanatlar, miizik, animasyon ve edebiyat gibi yaratici alanlarda son
derece gercekegi ve yenilikei igerikler iiretebilmektedir (Epstein vd., 2023;
Morandini vd., 2023, s.42). Uretken yapay zekanm bu denli basarili olmasinda
dogal dil isleme ile arasindaki iliski etkili olmaktadir. Zira dogal dil isleme, yapay
zekay1 ve dil bilimini bir araya getirerek makinelere, insan dilini okuma ve
anlama Ozelligi kazandirmaktadir (Anyanwu, 2011, s.24). Glinlimiizde metin,
gorsel, ses ve video tiiriinde icerik iireten yapay zeka araglarinin altinda dogal dil
isleme teknolojisi bulunmaktadir.

Bugiine kadar tasarlanan en ileri diizey, kapsamli ve esnek yapay zeka sistemi,
metin tabanli igerik iiretiminde kullanilan ChatGPT dir (Keskin, 2023, s.114).
Reklamcilik  perspektifinden bakildiginda ChatGPT, veri ve hikaye
aktarimindaki yetkinligi sayesinde, reklami gergeklestirilecek olan iiriin veya
hizmete yonelik fikir gelistirebilir ve yeni konseptler sunabilir. Ayrica,
reklamecilik hedefleri dogrultusunda hedef kitleyi analiz ederek, etkili bir reklam
stratejisi i¢in Oneriler olusturabilir (Zhang & Kim, 2023, 5.207). Bunun yan1 sira
ChatGPT, genis konu yelpazesi, hizli ve akici iletigim, kisisellestirilmis hizmet
ve miigteri destegi gibi alanlarda sundugu avantajlarla reklam sektoriine dnemli
katkilar saglayabilir (Biswas, 2023).

Metin iireten yapay zeka araglar1 kadar dikkat ¢eken bir diger ara¢ grubu da
gorsel iireten araglardir. Dall-E, Midjourney, Stable Diffusion, Adobe Firefly gibi
araclar kelime, diisiince veya fikrin goriintiiye aktarilmasinda kullanilan tiretken
yapay zeka araclaridir. Bu araclar kurum ve ajanslar tarafindan gorsel liretiminde
kullanilmaktadir. Son donemde ise video iireten yapay zeka araglarinin One
ciktig1 goriilmektedir. OpenAl Sora, Runway ML Gen-3, Stable Video Diffusion,
Invideo.io metin tabanli araglar olmakla birlikte girilen metni videoya
doniistiirme (text-to-video) konusunda gelismekte olan iiretken yapay zeka
araglaridir. Bu araclar arasinda OpenAl’in 2024°{in Subat ayinda duyurdugu ve
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2024’iin Aralik ayinda kullanicilara sundugu Sora, (sora.com) video {iretiminde
kullanilan oldukga geligmis bir yapay zeka modelidir.

Sora, kullanicilarin metin girdileriyle karmagsik sahneler, karakterler ve belirli
hareket tiirlerini iceren videolar olusturmalarina olanak tamimaktadir. Ayrica,
mevcut bir goriintliyii alip igerigini canlandirarak video olusturabilir veya mevcut
bir videoyu genisletebilir, eksik kareleri doldurabilir (sora.com). Sahip oldugu bu
ozellikler sayesinde Sora, reklamcilik alanin1 doniistiirme potansiyeline sahiptir.
Sora, Ozellikle reklam filmi {iretim asamalarmin yapim ve yapim sonrasi
siireclerinde kullanilabilir.

Tablo 1
Sora’min Reklam Filmi Uretiminde Kullanimi
Reklam Siirecleri Sora’nin Siirece Katkisi
e Reklam Filmi Uretimi e Strateji gelistirme
Oncesi e Storyboard hazirlama ve
(Pre-prodiiksiyon) gorsellestirme

e Prodiiksiyon siirecinin dijital
ortamda verimli hale gelmesi

e Metinden videoya iiretim
(senaryolarin videoya
doniistiirilmesi)

e Animasyonlu igerik iiretimi
(hareketli gorseller ve animasyon
iiretimi)

e Reklam Filmi Uretimi
(Prodiiksiyon)

e Reklam filminin farkl platformlara
uygun sekilde optimize edilmesi

e Diizeltme ve iyilestirme (geri
bildirimlere gore iceriklerde
iyilestirme ve diizenleme)

(Kaynak: Yazar tarafindan olusturulmustur).

e Reklam Filmi Uretimi
Sonrasi
(Post-prodiiksiyon)

Sora, reklam siirecinin farkli agamalarina énemli katkilar saglayabilir. Ornegin
reklam filmi Oncesinde, yaratici strateji gelistirme ve storyboard olusturma
stireclerini hizlandirarak yaratici ekiplere 6nemli Sl¢lide kolaylik saglayabilir.
Reklam filmi yapim (Prodiiksiyon) asamasinda ise metinlerin hizli bir sekilde
video formatina doniistiiriilmesi ve animasyonlu igerik {iretimi ile siirecin
verimliligini artirabilir. Bununla birlikte Sora, sonraki asamada (Post-
prodiiksiyon) igeriklerin platforma 6zel optimizasyonunu saglayabilir ve
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kullanicr geri bildirimlerine dayali diizenlemeler yaparak siireci daha esnek ve
hizli hale getirebilir. Bu siirecler géz oniinde bulunduruldugunda Sora’nin,
reklam prodiiksiyonunun daha hizli ve verimli ger¢eklesmesinde 6nemli bir rol
iistlenebilecegi sdylenebilir.

MCLUHAN “ARAC MESAJDIR” PERSPEKTIFINDEN REKLAMDA
YAPAY ZEKA KULLANIMI

Marshall McLuhan, teknolojik araglarin insanin bir uzantist oldugundan ve bu
uzantinin akla gelen her seyi kapsadigindan soz eder. Bisiklet ayagin, giysi tenin,
fotograf goziin, konutlar bedenin bir uzantisidir. Bu dogrultuda kapsam dahilinde
bulunan arag, onu kapsayan aracin mesaji haline gelmektedir. Igerik aracin
kendisinden daha az 6nemlidir. Bir baska ifadeyle McLuhan, araclarin tasidigi
anlam bic¢imlerinin, iletilen mesaj ve mesajin igerigi iizerinde belirleyici bir
etkiye sahip oldugunu 6ne siirmektedir. Bu fikir “ara¢ mesajdir’in temelini
olusturmaktadir (Rigel, 1993, s.135; Gordon, 2010, s.107). McLuhan, bu
yaklagimiyla iletisimin igeriginden ya da tasinan mesajdan ziyade, kullanilan
aracin incelenmesinin 6nemini vurgulamaktadir. Ciinkii mesaji ileten arag,
mesajin igeriginden daha giiglii bir etkiye sahiptir. Insanlar1 etkileyen, degistiren
ve hatta donistiiren unsurlar, genellikle mesajin iceriginden ziyade, mesajin
iletilmesinde kullanilan aragtir (Coteli, 2016, s.127; Varol & Varol, 2019, 5.150).

Marshall McLuhan’in “arag mesajdir” Onermesi, iletisim araglarinin yalnizca
iceriklerine odaklanan ve araglarin kendisini g6z ardi eden bireylere yonelik bir
uyart niteligindedir. Arag mesajdir; ¢linkii igerik, aracin varligi olmadan ortaya
cikamamaktadir (Strate, 2008). McLuhan’a gore, iletisimde asil 6énemli olan,
aracin neyi ilettigidir. Walter Benjamin’in reklami, dokunma duyusuna hitap
eden ve yakinlik hissini estetik bir bicimde sunan bir deneyim olarak tanimlamasi
gibi (Bolz, 1990, 5.95), McLuhan da televizyonu, izleyiciyi duyusal olarak etkin
hale getiren bir medyum olarak gormektedir. McLuhan’1 asil ilgilendiren,
ekranda gosterilen aksiyonlar veya olaylar degil, televizyonun seyircide yarattig
alg1 degisimidir (Sentiirk, 2009, s.24).

McLuhan, toplumsal yapinin doniisiimiinde medyanin énemli bir rol oynadigini
ifade etmistir. Bu baglamda McLuhan, medyanin iceriginden ziyade iletisim
kurulan medyanin dogasinin, toplumlar {izerinde biiyiik bir etki yarattigini ileri
stirmiistiir (Ramos, 2020, s.456). Nitekim McLuhan, “ara¢ mesajdir” ifadesini,
sadece iletisim araglarinin kullanimina degil, ayn1 zamanda yeni teknolojilerin
toplum iizerindeki etkilerine dikkat gekmek i¢in kullanmigtir (Euchner, 2016).
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“Ara¢ mesajdir” Onermesini gliniimiiz teknolojilerine uyarlamak miimkiindiir.
Kavut (2022), ¢alismasinda Marshall McLuhan’in “ara¢ mesajdir” 6nermesini,
“Ready Player One” filmindeki metaverse teknolojisiyle iliskilendirerek
incelemis ve Ready Player One filmindeki metaverse teknolojisinin, McLuhan’in
teorisine uygun olarak, bir ara¢ olmaktan daha ¢ok bir mesaj haline geldigi,
bulgusuna ulagmistir. McLuhan’m bu Onermesi, film baglaminda
degerlendirildiginde, iletisim araglarinin birer arag olmaktan daha Gte insanlarin
diisiiniis, davranig ve yasam bigimlerini doniistiiren giiclii etkiler yarattigim
ortaya koymaktadir.

Yapay zeka ve iiretken yapay zeka gibi yeni teknolojilerin toplum igin ne anlama
geldigi, giiniimiizde tartisilmasi gereken 6nemli konular arasinda yer almaktadir.
Bu dogrultuda dncelikle, bir aracin sadece televizyon, radyo veya web sitesi gibi
geleneksel anlamda medya araglariyla siirli olmadigini; mesajin ise sadece
icerikten olugmadigin1 belirtmek gerekir. Bu perspektiften bakildiginda,
McLuhan’in demir yolu 6rnegini hem geleneksel hem de dijital medya araglarina
uyarlamak mimkiindiir (Peri, 2017). McLuhan, herhangi bir teknolojinin insan
iligkilerine hiz ve islev degisikligi getirdigini agiklamak ic¢in demir yollarm
ornek vermistir. Demir yollari; hareket, yol, tekerlek veya ulagim araci olmanin
Otesinde yeni tiir sehirler, caligma diizenleri ve eglence bicimleri ortaya
cikarmistir. Boylece araglar, insan birlikteliginin ve eylemlerinin 6lgegini ve
bigimini sekillendirmistir (1994, s. 11).

McLuhan’in demir yollar 6rneginden hareketle, yapay zekénin da bir arag olarak
degerlendirilebilecegi soylenebilir. Son donemde hemen hemen her sektorii, her
alan1 ve her bireyi etkileyen iiretken yapay zeka araglarinin, insan birlikteliginin
ve eylemlerinin 6l¢egini ve bigimini belirleyen, hatta kontrol eden bir ara¢ héline
geldigini sdylemek miimkiindiir. Bu dogrultuda “yapay zekanin tasidigi mesaj
nedir?” sorusu 6nem kazanmaktadir. Bu soruya, son yillarda ¢ok sik kullanilan
ChatGPT modeli iizerinden yanit verilebilir. ChatGPT, insanlarla anlasilir, ikna
edici, esnek, kapsamli ve diyaloga dayali bir iletisim kurabilmektedir. Bunun
yant sira, karmagik sorulara yamit verebilmekte, problemlere ¢6zliim
iretebilmekte ve tiim bunlann tipki bir insan gibi baglam kurarak
gerceklestirebilmektedir. Esasinda chatbot, insanlarin hi¢ duymadig: yeni, farkl
veya sira dig1 yanitlar vermemektedir. Burada yeni ve farkli olan iletigimin
taraflar1 ve gerceklesme bicimidir. Zira, Gunkel’in (2012, s.1) de ifade ettigi gibi
gliniimiizde, bilgisayar aracili iletisim, insandan insana iletisimden, insandan
makineye veya makineden makineye iletisime dogru bir doniisiim gegirmektedir.
Giliniimiizde iletisimin biiyiik bir kismi artik insanlar arasinda degil, insanlar ile
makineler arasinda gerceklesmektedir (Jones, 2014, s.252-253). Bu da bizi,
McLuhan’in araglar insan birlikteliginin ve eylemlerinin 6lgegini ve bigimini
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sekillendirmektedir, sdziine gotiirmektedir. Aracglar, ayn1 zamanda insan algisin
ve duygularini da bigimlendirmektedir (1994, s. 11; 2014, s.7). Glinlimiizde
ChatGPT, Sora, Gemini, Midjourney gibi araglarin benzer bir etkiyi yarattig
sOylenebilir. Bu baglamda, yapay zeka teknolojilerinin bir arag¢ olarak etkisi,
insan tabiatim taklit etmekle smirli kalmayip organizasyonlarin yapisim
doniistiirmeye, ¢evremizdeki diinyay1 ve yaptiklarimiz1 sekillendirmeye dogru
yonelmektedir (Lansiti ve Lakhani, 2020).

McLuhan g¢ercevesinden degerlendirildiginde, yapay zekanin hangi tiirde igerik
iirettigine bakmak yerine, yapay zekénin yarattigi donilisime odaklanmak
gerekmektedir. Zira igerik bir sekilde var olacaktir. Ancak metin, gorsel, ses veya
video tiiriinde igerigin bir yapay zeka tarafindan iiretilmesi alisila gelmisin
disindadir. Bu doniisiim, ¢alisanlar arasindaki iligkileri, ortaya ¢ikan yeni ig
bicimlerini ve yeni gorevleri kapsamaktadir. Tiiketici perspektifinden
bakildiginda ise yapay zekann tiiketicileri analiz ederek onlarm istek ve
arzularina uygun kisisellestirilmis hizmetler sunmasi, kuruma olan baglilig:
artirmaktadir. Bu durum, uzun vadede bireylerin yasam tarzini etkilemekte ve bu
da toplumsal iligkilere yansimaktadir (Ceber, 2023, s.216). Reklamcilik
cercevesinde ise yapay zeka uygulamalarinin uzmanlara sundugu asil seyin veri,
igerik veya analizden daha ¢ok hiz, otomasyon, esneklik ve yeni is yapis bigimi
oldugu sdylenebilir.

Genel bir ¢erceveden bakildiginda yapay zek&nin verdigi mesaj, bazilar igin
yenilik, verimlilik, tasarruf, hiz ve hatta evrimken (Yonck, 2019; Reese 2020;
Huang & Rust, 2020; Yu, 2022, Valin 2018) bazilar1 iginse, issizlik, yalmzlik,
etik problemler, 6n yargi, giivenlik sorunlaridir (Kurzweil, 2016; Guilfoyle vd.,
2016; Agrawal vd., 2019).

YONTEM

Bu boliimde arastirmanin amaci, 6nemi, sorulari, yoOntemi, Orneklemi ve
sinirliliklar agiklanmig; devaminda ise arastirmadan elde edilen bulgulara yer
verilmistir.

Arastirmanin Amaci ve Onemi

Bu aragtirmanin amaci, yapay zeka teknolojilerinin kullanimini ve tagidigi mesaji
Marshall McLuhan’in “arag mesajdir” teorisi ¢ergevesinde, yapay zeka araci
“Sora” ile iiretilen “Toys “R” Us’in Kdkenleri” (The Origins of Toys “R” Us)
reklam filmi {izerinden incelemektir. Bu baglamda aragtirma, bir ara¢ olarak
yapay zekanin sadece reklam iiretimi siirecindeki roliinii degil, ayn1 zamanda bir
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mesaj tasiyicisi olarak olusturdugu anlamlar ortaya koymayi amaglamaktadir.
Bu dogrultuda arastirmada; reklam siirecinde yapay zeka uygulamalarmin
kullaniminin somut bir diizlemde ortaya konulabilmesi ve reklamin “arag
mesajdir” teorisi baglaminda incelenebilmesi amaciyla Toys “R” Us reklam
filmine bagvurulmustur.

Yerli ve yabanci literatiirde, yapay zeka uygulamalarinin reklamcilik alaninda
kullanimint konu alan ¢aligmalar bulunmaktadir (Li, 2019; Qin & Jiang, 2019;
Shah vd., 2020; Tiirksoy, 2022; Yu, 2022; Ceber, 2024). Bu calismalarda,
genellikle yapay zeka uygulamalarmin kullanimi ve reklamcilik sektdriine olan
etkileri incelenmistir. Ancak, yapay zekd uygulamalarini McLuhan’in “arag
mesajdir” perspektifiyle degerlendiren veya iiretken yapay zekd araci olan
Sora’y1 inceleyen herhangi bir calismaya rastlanilmamistir. Bu baglamda,
aragtirmanin hem McLuhan’1n teorisiyle bir yaklasim sunmasi hem de iiretken
yapay zekd araglarimi konu almasi agisindan 06zglin bir deger tasidigi
diistiniilmektedir.

Arastirmanin Sorulari

Arastirmanin temel sorusu “Yapay zeka/Sora, bir arag olarak reklamda nasil bir
mesaj vermektedir?” olarak belirlenmistir. Arastirmada, bu soruyu agiklayacak
alt sorulara da yer verilmistir:

Aragtirmanin amacina ulagabilmesi i¢in belirlenen alt sorular su sekildedir:

e  Yapay zeka/Sora, reklamn iiretim siirecinde nasil bir rol {istlenmektedir?

e Yapay zekd/Sora ile iiretilen bir reklam, insan emegi ve yapay zeka
arasindaki iligkiyi nasil yansitmaktadir?

e McLuhan’mn “ara¢ mesajdir” perspektifinden, yapay zeka/Sora’nin bir
arag olarak reklam mesajima katkis1 nedir?

e Reklamda kullanilan yapay zeka dgeleri ve animasyonlar verilen mesaja
nasil bir katki saglamaktadir?

e Yapay zekd/Sora kullanimi, reklamin anlatilmak istenen hikayesiyle
nasil bir uyum igindedir?

Arastirmanin Orneklemi ve Simrlihklar

Aragtirmada, evrenin tamamina ulagmak miimkiin olmadigi ic¢in amagh
ornekleme yontemlerinden aykiri durum orneklemesi tercih edilmistir. Bu
yontemde, arastirma sorularina/yanitlarina en anlamli katkiyr saglayan ve
aragtirma amacina en uygun olan Omekler secilmektedir. Aykir1 durum
orneklemesi genellikle sira disi, rastlanmasi zor, basarili ya da basarisiz
durumlar1 igeren Ornekleri kapsamaktadir. Bu Ornekleme tiirlinde amag,
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olaganiistii durumlar {izerinden 0zgiin ve derinlemesine bilgi edinmektir
(Marshall & Rossman, 2014; Liamputtong, 2013). Aragtirmacinin diger
ornekleme tiirlerini arastirmaya dahil etme olasiligmin olmadigi durumlarda
aykirt ornekleme bagvurulmaktadir (Yildinm & Simsek, 2013, s.141). Bu
dogrultuda, arastirmada aykiri durum orneklemesine uygun olarak, OpenAl
firmasinin yapay zeka araci Sora ile olugturulan Toys “R” Us reklam1 drneklem
olarak belirlenmistir.

Tablo 2
Toys “R” Us Reklamina Iliskin Ozellikler
Marka: Toys “R” Us
Ajans: Native Foreign
Reklam Adi: Toys “R” Us’1in Kokeni: Marka Reklam Filmi
Yaymlanma Tarihi: 21 Haziran 2024
Reklam Tiirii: Video Reklam - Reklam Filmi
Reklam Siiresi: 1 dk 6 sn
Izlenme Sayisi: 239 B. (YouTube)

Toys “R” Us markasi, 2024 yilinda yayinladiklar1 reklam filminde Sora
uygulamasindan yararlandiklarimi agiklamistir (toysrus.com). Toys “R” Us’in,
“Toys “R” Us’m Kokeni” (The Origin of Toys R Us) adli reklaminin, diinya
genelinde Sora ile iiretilen ilk ve tek reklam olmasi, érneklemin secilmesinde
belirleyici olmustur. Arastirma kapsaminda iiretken yapay zeka araci olarak Sora
(OpenAl) uygulamasinin se¢ilmesinde ise Sora’nin metinden video goriintiileri
olusturabilen yapay zeka araclar1 arasinda en gelismis model olmasi (Tiirten,
2024, s5.407) etkili olmustur. Tiim bu unsurlar goz oniinde bulunduruldugunda
markanin olusturdugu reklam filmi aragtirma i¢in uygun bulunmustur.

Arastirma kapsaminda tek bir reklamin inceleniyor olmasi aragtirmanin temel
siurliligini olusturmaktadir. Yapay zeka ile olusturulan reklamlar incelenirken
sadece Sora ile olusturulan reklamlarin tercih edilmesi ise arastirmanin diger bir
sinirliligini  olusturmaktadir. Arastirmada sadece video tiiriindeki reklam
igeriklerinin incelenmesi bagka bir sinirlilik olarak 6ne ¢ikmaktadir.

Arastirma Yontemi

Aragtirmada yontem olarak nitel arastirma yoOntemlerinden igerik analizine
basvurulmustur. Igerik analizi, metin igindeki temel bilesenleri tanimlamak,
smiflandirmak ve yorumlamak amaciyla kullanilan sistematik ve nesnel bir
yontem olarak tanmimlanmaktadir. Bu yontem, belirlenen metin veya gorselde
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kategorilerin sistematik olarak belirlenmesi ve varliginin analiz edilmesi
amactyla kullanilmaktadir (Baxter & Babie, 2004, s.314; Jensen, 2011, s.52;
Kiziltepe, 2015, 253-254). Igerik analizi metin iginde iletisim diizeyinin ortaya
konulmasi, psikolojik durumlarin incelenmesi, gorsel ve dilsen unsurlarin
anlamlandirilmasi agisindan elverisli bir yontemdir (Weber, 1990, s.9).

Bu arastirma i¢in yontemin belirlenmesinde, igerik analizinin, “Sora” ile iiretilen
reklamlarinin  McLuhan’in  “ara¢c  mesajdir” perspektifinden incelenmesi
acisindan elverigli bir yontem olmasi etkili olmustur.

Bu c¢alismada igerik analizi gerceklestirilirken Laskey, Day ve Crask (1989)’1n
olusturmus olduklar yaratici strateji ve Baldwin’in (1982) olusturmus oldugu
yaratici taktik siniflandirmalarindan yararlanilmistir. Aragtirmada ayrica yapay
zeka ve McLuhan’1n “ara¢ mesajdir” yaklagimina iligkin tablolara yer verilmistir.

Arastirma Bulgular

Bu boliimde Toys “R” Us’in, video liretim araci Sora (OpenAl) ile olusturulan
ve 2024 yilinda yayinlanan reklam filmi, Marshall McLuhan’in “ara¢ mesajdir”
teorisi ¢ercevesinde analiz edilmistir. Arastirma kapsaminda yapay zekanin bir
mesaj tastyicisi olarak olusturdugu anlamlar, reklam tiretim siirecindeki arag rolii
iizerinden ortaya konulmustur.

Tablo 3
Toys “R” Us Reklaminda Yapay Zeka Kullanimina Dair Bilgiler
Kullanilan Yapay Zeka Sora (OpenAl)

Araci:

Aracin Kullanim Alani: Video olusturma
Yapay Zeka Kullamm %80

Seviyesi:

Diger Teknik ve Araclar:  VFX (Gorsel Efektler)
Video igeriginde yapay zekaya iliskin vurgu

Yapay Zeka Vurgusu: yapilmamstir.
Tanitim metninde “OpenAl Sora teknolojisiyle
olusturulan ilk reklam filmi” ifadesi
kullanilmigtir.

Yapay Zeka ve Insan Gergek cizim ve fotograflarin yapay zeka ile

Tliskisi: islenmesi ve insan kontroliinde video haline
gelmesi

(Kaynak: toysrus.com; Mermer, 2024).
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Toys “R” Us’m reklam filmi, yapay zeka kullanimi baglaminda incelendiginde,
markanin video iiretim silirecinde yapay zekd araci Sora’dan yararlandig
goriilmektedir. Marka, yaymn siirecinde “Sora teknolojisiyle olusturulan ilk
reklam filmi” vurgusu yapmustir. Reklamin iiretim siirecine iligkin veriler
incelendiginde ise %80 oraninda Sora teknolojisinden, %20 oraninda ise gorsel
efektlerden faydalanildigi anlasilmaktadir (Mermer, 2024). Ancak bu reklam
filminin, yapay zeka ve insan uzmanlig1 (uzmanlarin) is birligiyle olusturuldugu
sOylenebilmektedir. Zira reklam filminin gercek fotograf ve ¢izimlerden
hareketle olusturulmus olmasi, siirecin insan kontroliinde ve denetiminde
ilerledigini gostermektedir.

Tablo 4
Toys “R” Us Reklaminda Kullanilan Gorsel ve Sozel Unsurlar

Mekan, Karakter, Bisiklet Magazasi, Cocuk Karakter ve

Gorsel Uriin, Logo, Renk, Baba Karakteri, Oyuncak Ziirafa,
Unsurlar: Isik, Animasyon Renkli Gorintiiler, Gorsel Efektler,
Grafik: Animasyon, Oyuncaklar, Toys “R” Us

Logosu

Ses: “Hi¢ merak ettiniz mi, Toys “R”
Us ve Jeffrey nasil dogdu? Bir bisiklet
diikkan1  sahibi  olan  Charles

Ses, Di1s Ses: Lazarus’un bir vizyonu vardi, bu
Sozel vizyon oyuncak magazalarini sonsuza
Unsurlar: kadar degistirecekti. Toys “R” Us,

Charles Lazarus’un hayaliydi.
Umarim sizin tiim hayalleriniz de
gercek olur ve bu hayal, Toys “R” Us
ile devam ediyor.”

Miizik: Piyano Reklam Miizigi: “En biiyiik oyuncak
Sesi, Bisiklet Zili, = magazasi, biiylimek istemiyorum
Gegis Sesleri, ¢linkii belki de biiylirsem Toys 'R' Us

Reklam Miizigi: olamazdim. Toys “R” Us, Charles
Lazarus'un hayaliydi. Umarim tiim
hayalleriniz gercek olur.”

Tablo 4’te, Toys “R” Us reklam filminde kullanilan gorsel ve s6zel unsurlara yer
verilmistir. Bu unsurlar, mesajin igerigini yansitma agisindan olduk¢a énemlidir.
Reklam filminde One ¢ikan gorsel unsurlar; bisiklet magazasi, karakterler,
oyuncaklar, gorsel efektler, animasyonlar ve Toys “R” Us logosu olarak
siralanabilirken, sdzel unsurlar ise dis ses, piyano sesi, bisiklet zili, gecis sesleri
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ve reklam miizigi seklinde siralanabilir. Reklam filminde yapay zekd araci
Sora’nin etkisi oldukga belirgindir. Bu dogrultuda Sora’nin mekén, karakter,
gorsel efekt, animasyon, ses diizenlemesi ve baglam kurma gibi siireclerde
basarili sonuglar ortaya koydugu sdylenebilir. Ancak reklamda yapay zeka
kullanimindan kaynakl1 baz1 teknik hatalar dikkat cekmektedir. Ornegin, cocuk
karakterin uykuya dalmadan hemen 6nce kolunu masaya koymasi ile birlikte
masa ile kol goriintiisii i¢ ige gegmektedir. Bunun diginda reklamda insan
desteginin de etkili bir sekilde kullanildig1 ve reklamin genel yapisi ile mesajinin
insan kontroliinde sekillendigi goriilmektedir.

Tablo 5
Toys “R” Us Reklaminda Kullanilan Yaratici Stratejiler

Temel Satis Vaadi: Toys “R” Us ¢ocuklara,
hayallerini gerceklestirebilecek bir diinya
sunmaktadir.

Abartma: Reklamm, Toys “R” Us
magazalarin1  bir hayal diinyas1 olarak
gostermesi abartma ile iligkilendirilebilir.
Reklamda, ¢ocuklarin oyuncaklarla dolu bir
ortamda eglenceli bir deneyim yasayabilecegi
vurgulanmaktadir.

Tiiketici Imaji: Reklam filminde cocuklar
yaratici, hayal giicli yiiksek ve eglenceli bir
imaja sahiptir.

Bilgisel:

Karsilagtirma (Rekabet),
Temel Satis Vaadi (Uriiniin
ayirt edici 6zelligi), Oncelikli
Ustiinlik  (Test edilebilir
istiinlik), Abartma (Bir
ozelligin abartilmasi), Jenerik
(Uriin sinifi)

Duygusal: Marka imaji: Reklam filmi Toys “R” Us
Tiiketici Imaji, Marka Imaji, markasimi, hayal giici ve yaraticihg
Kullanmnm  Firsati, Jenerik destekleyen bir marka olarak
(Uriin sinift) konumlandirmaktadir.

Kullanim  Firsati:  Reklam  filminde

oyuncaklar, c¢ocuklarin giinlik yasaminda

hayal giiclinii harekete geciren araglar olarak

sunulmaktadir. Cocuklarin oyuncaklarla yeni

bir diinya kurabilecegi vurgulanmaktadir.
(Kaynak: Laskey, Day & Crask, 1989, calismasindan uyarlanmustir).

Tablo 5’te, reklam filminde kullanilan yaratici stratejiler, Laskey, Day ve Crask
(1989)’m belirlemis olduklar1 bilissel ve duygusal stratejiler cergevesinde
incelenmigtir. Reklamda bilissel strateji olarak temel satis vaadi ve abartmaya yer
verilmigtir. Satig vaadi olarak ise Toys “R” Us’in ¢ocuklar i¢in bir hayal diinyas1
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oldugu gortisti vurgulanmaktadir. Bu dogrultuda oyuncaklarin, ¢ocuklarin hayal
giiciinli gelistirdigi ve onlara yeni bir deneyim sundugu diislincesi One
cikarilmaktadir. Reklam filminde, basvurulan diger bir yaratici strateji ise
abartmadir. Oyle ki reklamda gocuklarm oyuncaklarla dolu, mutlu ve eglenceli
bir ortamda iyi bir deneyim yasayabilecegi abartil1 bir sekilde sunulmaktadir.

Reklamda duygusal stratejiler olarak ise tiiketici imaj1, marka imaj1 ve kullanim
firsatt yontemlerine yer verilmistir. Reklam filmi, ¢ocuklar yalnizca birer
tiiketici olarak degil, ayn1 zamanda hayal giicli yiiksek ve eglenceli bireyler
olarak sunmaktadir. Bu baglamda marka kendisini, hayal giiciinii gelistiren ve
eglenceyi destekleyen bir marka olarak konumlandirmaktadir. Ayrica, reklamin
yapay zeka teknolojisiyle iiretilmis olmasi, markanin yenilik¢i ve modern bir
imaja  sahip oldugunu gostermektedir. Kullanim firsati  agisindan
degerlendirildiginde ise reklamin, oyuncaklari siradan bir tiiketim {irlin{i olmanin
Otesinde 0zel ve degerli bir deneyim araci olarak sundugu goriilmektedir. Toys
“R” Us, oyuncaklari eglence amacinin yani sira, ¢ocuklarin hayal giiclinii
gelistiren araglar olarak tanimlamaktadir. Bu da oyuncaklari, g¢ocuklarin
gelisimine katkida bulunan 6nemli bir kullanim firsati olarak 6ne ¢ikarmaktadir.
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Toys “R” Us Reklaminda Kullanilan Yaratic1 Taktikler

Uriin Sunumu:

Problem Coziimii:

Seslendirme
Ses:

Dis

Devamh Karakter:
Tanmikhk:

Oykiileme:
Mizah:
Miizikal:

Kisa
Goriintiiler:

Kisa

Fantezi
(Animasyon):

Unlii Kisi Destegi:

Uzman Destegi:

Reklamda Toys “R” Us’a ait oyuncaklarin tanitimi bir hikaye
aracihigi ile yapilmaktadir. Uriinlerin dogrudan tanitildig: bir
sahne bulunmamakla birlikte bir hayal esliginde oyuncaklarin
kullanimina dair goriintiilere yer verilmektedir.

Reklamda mesajlarin bir bolimii dis ses kullanilarak
aktarilmaktadir. Seslendirme ile iriinlerin 6zelliklerini
anlatmak yerine, markanm genel imajim giiclendirmek
amaglanmaktadir.

Reklamda devamli karakter olarak cocuk karaktere yer
verilmektedir.

Hikdye anlatimi yoluyla izleyicilerle duygusal bir bag
kurulmaktadir.

Reklamda ¢ocuklarin eglenceyle baglantisin1 giiclendirmek
icin Toys “R” Us’in ikonik miizigi kullanilmigtir. Miizikal
Oge, markanin duygusal ¢agrisimlarini artirmaktadir.

Reklamda animasyonlar kullanilmakta ve oyuncaklar bir
hayal diinyasi i¢erisinde verilmektedir.

(Kaynak: Baldwin’in, 1982, calismasindan uyarlanmaistir).

Tablo 6’da reklamda kullanilan yaratici stratejiler, Baldwin (1982)’in belirlemis
oldugu yaratici taktik siniflandirmalar gergevesinde incelenmistir. Reklamda,
yaratici taktik olarak {irlin sunumu, seslendirme, Oykiileme, devaml karakter,

miizikal Odgeler ve animasyonun kullanildigi goriilmektedir. Toys “R” Us
reklaminda {irlin sunumunun, tiriinlerin tanitimina odaklanmak yerine, duygusal
bir hikdye ve deneyimle desteklenerek gerceklestirildigi dikkat ¢cekmektedir.
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Reklam, triinleri bir satin alma unsuru olmaktan daha ¢ok hayal diinyasini
gelistiren araglar olarak konumlandirmaktadir. Reklamda mesajlarin aktarimi
icin ise dig ses kullanilmaktadir. Dis sesin, dogrudan iiriin oOzelliklerini
vurgulamak yerine, markanin imajim giiclendirmek ve izleyiciyle duygusal bir
bag kurmak amaciyla tercih edildigi anlasilmaktadir.

Reklamda yer alan karakterlere bakildiginda, ¢ocuk karakterin devamli karakter
olarak kullanildig1 goriilmektedir. Ote yandan reklamda miizikal unsurlar da
dikkat gcekmektedir. Reklamda markanin ikonik miizigine yer verilerek, duygusal
cagrisimin  artirllmaya c¢alisgildigt  goriilmektedir. Miizige eslik eden
animasyonlarin ise oyuncaklari fiziksel objeler olarak sunmakla birlikte, onlar
bir hayal diinyasina yerlestirmeyi amagladig1 ifade edilebilir.

Tablo 7
“Ara¢ Mesajdir” Perspektifinden Toys “R” Us Reklaminin Analizi
“Ara¢ Mesajdir”
Boyut Reklam Icerigi Perspektifinden Reklam
Mesaj1

Reklam, yapay zekéanin ve dijital
teknolojilerin iletisimdeki roliine
dair  toplumsal bir mesaj

Toys “R™ Us, eglenceyi ve hayal tagimaktadir.

diinyasini temsil eden bir marka

Mesaj: . Reklam, teknolojinin iletigim
olarak cocuklara ve ailelere . . . .
stireglerindeki etkisini ve
mutluluk sunmaktadir. ST . .
gelecegin iletisim  bigimlerini
izleyiciye iletmeyi
amaglamaktadir.
Oyuncaklar1 Charles Lazarus’un
hayaliyle iliskilendirerek A -
Amag: markanm kokli gegmisine ve Yapay zekanin reklam sektoriine

¢ocuklara sundugu hayal giicline olan etkisini gostermek.

vurgu yapmak.

Hedef Cocuklar ve aileler Teknolojiye duyarl,

Kitle: dijitallesmeye acik bireyler.
Charles Lazarus’in  hayaliyle
Odak kurulan bir marka olarak Toys Teknolojinin reklamciliga olan
Noktasi: “R” Us’in hayal gilici ve yenilik¢i katkilari.
eglenceye olan katkisi.
Toplumsal Hayal lfunnanln o‘fle’r’nl ve bu Reklanvllcﬂlgln ve diger alan!?lqn
. hayallerin Toys “R” Us ile geleceginde teknolojinin
Mesaj: L y -
miimkiin oldugu vurgusu. oynayacagi rol
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Arastirma kapsaminda reklam mesaji; reklam igerigi ve “ara¢ mesajdir” teorisi
perspektifinden iki ana tema ve mesaj, amag, hedef kitle, odak noktasi, toplumsal
mesaj olmak {izere 5 boyut ¢ergevesinde incelenmistir.

Toys “R” Us’in Sora ile iiretilen reklami, reklam icerigi ve McLuhan’in “arag
mesajdir” teorisi baglaminda ¢esitli mesajlar icermektedir. Reklam, igerik
diizeyinde bir yandan markanin, ¢ocuklara mutluluk, eglence ve hayal giicii
sunma amacini one ¢ikarirken, diger yandan yapay zeka ve diger teknolojilerin
iletisim ve reklam siireclerindeki etkisine dair toplumsal bir mesaj vermektedir.
Boylece reklamin, bir iirlinlin tanitimi ile birlikte teknolojinin alana iliskin
yenilikg¢i etkisini ortaya koymay1 amagladig: ifade edilebilir.

Hedef kitle agisindan reklam igerigine bakildiginda ise reklamin ¢ocuklara ve
ailelere yonelik oldugu goriilmektedir. Ancak kullanilan arag¢ cercevesinde
degerlendirildiginde, teknolojiye duyarli ve yenilige acik bireylerin de hedefkitle
icerisinde yer aldig1 sdylenebilmektedir. Diger taraftan reklamin, bulundurdugu
unsurlar aracilifiyla ¢ocuklarin hayal diinyasina ve yaraticiligina iliskin bir
anlam olusturdugu ve kullanilan yapay zeka araci sayesinde teknolojinin yaratici
stireclerdeki etkisini izleyiciye aktardigi ifade edilebilir.

Toplumsal mesaj boyutu agisindan bakildiginda ise igerikte, cocuklarin hayal
glici ve oyun sevgisine gondermede bulunularak marka sadakatinin
olusturulmaya c¢alisildigr goriilmektedir. “Ara¢ mesajdir” ¢ercevesinden
bakildiginda ise bu reklam ile yapay zekénin reklamciliktaki roliine iliskin bir
farkindalik yaratilmaya ¢alisildigi soylenebilmektedir. Burada 6ne ¢ikan yalnizca
reklam igerigi degil, yapay zekanin reklam liretme bigimi ve bu siirecte kullanilan
teknolojidir. Reklam bu yoniiyle toplumsal algiya da etkide bulunabilir. Zira,
araclar insan algisin1 ve duygularin1 da sekillendirmektedir (McLuhan, 2014,
s.7). Bir bagka ifadeyle McLuhan’1n “ara¢ mesajdir” teorisi dogrultusunda mesaj,
sadece tiriinlere ve markaya yonelik degil, bununla birlikte yapay zekanin yaratici
stireclerdeki rolii ve toplum tizerindeki etkisine yoneliktir. Yapay zekanin vermis
oldugu mesaji, arag-mesaj iligkisi iizerinden daha kapsamli bir sekilde
degerlendirmek de miimkiindiir.
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Toys “R” Us Reklami Ara¢c-Mesaj Iliskisi

Arag- Mesaj:

Arag¢-Mesaj Uyumu:

Yapay Zeka ve Mesaj:

Yapay Zekanin Tasidig1
Mesaj:

Yapay zeka, reklam iceriginde hayal giicii
ve yenilik temalarin1 giliglendiren bir
teknoloji olarak secilmistir.

Yapay zekd, reklamin hem gecmise
(markanin koklii hik&yesine) hem de
gelecege (teknolojinin donistiiriicti
etkisine) vurgu yapmasim saglayarak arag
ile mesaj arasinda  bir  uyum
olusturmaktadir.

Yapay zeka, reklammn temel mesajin
iletmek icin bir ara¢ olmanin Otesine
gecerek kendi basma bir mesaj haline
gelmektedir.

Yapay zeka, sadece teknik bir arag degil,
ayn1 zamanda toplumsal ve kiiltiirel bir
doniigiimiin gostergesidir.

Toys “R” Us reklam filminde, yapay zeka araci Sora, hayal giicii ve yenilik
temalarin gii¢lendiren bir ara¢ olarak kullanilmaktadir. Yapay zeka, markanin
geemisi ile teknolojik doniisiime dair mesajlart birlestirerek, ara¢ ile mesaj
arasinda bir uyum olusturmaktadir. Yapay zeka, reklamin ana mesaji ile birlikte,
kendi bagina mesaj tastyan bir arac haline gelmektedir. Bu yoniiyle yapay zekénin
sadece reklamin olusum siirecinde kullanilan teknik bir ara¢ degil sosyal,
ekonomik, kiiltlirel ve teknolojik doniimiin bir gdstergesi olarak one c¢iktig

sOylenebilmektedir.
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SONUC

Giliniimiizde teknolojinin benzeri goriilmemis bir hizla ilerlemesiyle birlikte
yapay zekd uygulamalari, giindelik ve profesyonel yasamda onemli bir yer
edinmis ve bu durum dijital reklamcilik sektoriinde 6nemli doniisiimlere yol
acmigtir (Cho & Park, 2019). Son donemde o6zellikle iiretken yapay zeka
uygulamalar1 erisim kolayligi, igerik cesitliligi, genis kapsam, yiiksek hiz ve
verimlilik gibi avantajlartyla reklamcilik siireclerini yeniden yapilandirmaya
baglamigtr.

Reklamcilik alanindaki gesitli gorev ve siireglerin verimliligini artirmak ve pazar
taleplerine daha etkili bir sekilde yamit verebilmek amaciyla yapay zeka
uygulamalarinin ig ve iletigim siireglerine her gecen giin daha fazla dahil oldugu
goriilmektedir (Li, 2019; Seitz & Zorn, 2016). Reklam senaryosu yazan, tanittm
gorseli hazirlayan, ses ve video tilirlinde igerik olusturan iiretken yapay zeka
teknolojileri bunlardan bazilaridir. McLuhan’m tiim medyanin bizi tepeden
tirnaga degistirdigini; kisisel, ekonomik, psikolojik, toplumsal ve etik agidan
yagsamlarimizda degisime yol actigini belirttigi gibi (McLuhan & Fiore 2001),
glinimiizde yapay zekanin da dokunulmamis ve etkilenmemis bir alan
birakmadig1 sOylenebilir. Bu dogrultuda, yapay zeka veya iiretken yapay zekanin
toplum i¢in ne ifade ettigi, lizerinde diisliniilmesi gereken 6nemli bir konu olarak
one ¢ikmaktadir. Bu arastirmanin amaci, yapay zeka teknolojilerinin kullanimim
ve vermis oldugu mesaji Marshall McLuhan’in “ara¢ mesajdir” teorisi
cergevesinde, yapay zeka araci “Sora” ile iiretilen “Toys “R” Us’in Kdkenleri”
(The Origins of Toys “R” Us) reklam filmi {izerinden incelemektir.

Yerli literatiirde Kavut (2022), calismasinda Marshall McLuhan’in “arag
mesajdir” teorisini Ready Player One filmindeki metaverse teknolojisiyle
iligkilendirerek incelemis ve bu teknolojinin McLuhan’in teorisine uygun olarak
bir ara¢ olmaktan daha 6te, bir mesaj haline geldigi sonucuna ulasmistir. S6z
konusu ¢alismada McLuhan’1n “ara¢ mesajdir” teorisine yer verilse de arastirma,
metaverse teknolojisini ara¢ olarak ele almasi, bir filmi incelemesi ve konuya
reklamcilik disinda bir c¢ergeveden yaklagsmasi agisindan bu ¢aligmadan
farklilagsmaktadir. Yabanci literatiirde ise medya baglaminda, McLuhan’in
teorileri ile yapay zeka arasinda bir iliski kurulsa da (Kuhns, 2024; Sokolowski
& Ershova, 2022) reklamda yapay zeka kullanimimi “medya mesajdir” teorisi
baglaminda inceleyen bir ¢caligmaya rastlanilmamustir.

Arastirma kapsaminda edinilen bulgular incelendiginde oncelikli olarak yapay
zeka-Sora ile liretilen Toys “R” Us reklaminin “arag mesajdir” teorisine uygun
olarak igerik disinda, icerigi de etkileyen farkli bir mesaj verdigi goriilmistiir.
Reklam sadece iiriinlere ve markaya yonelik degil, yapay zekanin ve dijital
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teknolojilerin iletisim siireglerindeki roliine dair toplumsal bir mesaj vermektedir.
Bu mesajin is siirecleri, iletisim, gorev tanimlari, ig yapilis sekli ve insan makine
etkilesiminde yasanan doniisiime yonelik oldugu sdylenebilir.

Reklam filminde yapay zeka kullanimina yonelik edinilen bulgulara gore, Toys
“R” Us markasi reklam filmini olusturmak i¢in %80 oraninda Sora’dan
yararlanmig ve siireci insan-yapay zeka is birligi icerisinde tamamlamigtir.
Ayrica marka, reklami duyururken yapay zeka kullanimina ve Sora teknolojisiyle
olusturulan ilk reklam filmi olmasina vurgu yapmustir.

Arastirmada edinilen diger bulguya gore reklam filminde yapay zeka araci
Sora’nin etkisinin oldukga belirgin oldugu ve bir sahne disinda gorsel ve sozel
unsurlarin basarili bir sekilde kullamldigi goriilmektedir. Cocuk karakterin
uykuya dalmadan hemen 6nce kolunu masaya koymasi ile birlikte masa ile kol
gorilintii i¢ ige gegmekte, bu da goriintiide bir bozulmaya yol agmaktadir. Bunun
disinda Sora’nin mekan, karakter, gorsel efekt, animasyon, ses diizenlemesi ve
baglam kurma gibi siire¢lerde basarili sonuglar ortaya koydugu sdylenebilir.
Reklamda yapay =zeka disinda gorsel efektlerden (VFX) ve iletisim
profesyonellerinden yardim alindigi anlasilmaktadir.

Yaratici stratejiler ¢ergcevesinde edinilen bulgulara gore reklamda, biligsel ve
duygusal stratejilere bagvurulmustur. Reklamda, biligsel stratejiler arasindan ise
temel satis vaadi ve abartma kullamlmistir. Bu dogrultuda reklam, Toys “R”
Us’1in ¢ocuklar i¢in bir hayal diinyas1 oldugu fikrini 6ne ¢ikararak oyuncaklarin
hayal giiciinii gelistiren bir deneyim sundugunu vurgulamaktadir. Bununla
birlikte reklamda ¢ocuklarin mutlu bir ortamda oyun oynamasi animasyonlar
esliginde abartili bir sekilde sunulmustur. Duygusal stratejiler baglaminda,
cocuklar hayal giicii yiiksek ve eglenceli bireyler olarak sunulmus, marka ise
hayal giiciinii gelistiren ve eglenceyi destekleyen bir imaja biiriindiirilmiistiir.
Ayrica oyuncaklar, sadece eglenceli degil, cocuklarin gelisimine katki saglayan
araclar olarak tamtilmistir. Reklamin yapay zeka ile iiretilmis olmasinin ise
markanin yenilik¢i bir imaj olusturmasina katki sagladigi sdylenebilir.

Reklamda kullanilan yaratici taktikler ¢er¢evesinde edinilen bulgulara gore, Toys
“R” Us reklaminda iirin sunumu, seslendirme, Oykiileme, devamlh karakter,
miizikal Ggeler ve animasyon gibi taktikler etkin bir sekilde kullanilmistir.
Reklam, iiriinleri sadece tanitmak yerine, duygusal bir hikdye ve deneyimle
birlestirerek hayal giiciinii gelistiren araglar olarak sunmaktadir. Dis ses,
markanin imajin gii¢lendirmek ve duygusal bag kurmak amaciyla kullanilirken,
cocuk karakter devamli olarak yer almis ve markanin ikonik miizigi ile duygusal
cagrisimlar artirilmaya calisilmistir. Ayrica animasyonlar, oyuncaklar1 sadece
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fiziksel objeler olarak degil, bir hayal diinyasinda yer alan unsurlar olarak
konumlandirmigtir.

Toys “R” Us reklamn “ara¢ mesajdir” perspektifinden incelendiginde ise,
reklamin igerik ve ara¢ diizeyinde farkli mesajlar sundugu goriilmektedir.
Reklam, markanin ¢ocuklara eglence, mutluluk ve hayal giicli sunma amacini 6n
plana ¢ikarirken, aym zamanda yapay zekdnin is siireglerini nasil
doniistiirdiiglinii ve teknolojinin sektdre olan etkisini de izleyiciye aktarmaktadir.
Bu yoniiyle reklam, teknolojiye duyarli ve yenilige acik bireylere de hitap
etmektedir. Ayrica, reklamda kullanilan yapay zeka araci, teknolojinin is ve
reklam siireclerindeki roliinii toplumsal anlamda pekistirirken, “ara¢ mesajdir”
teorisi gergevesinde izleyicinin, yapay zeka ve dijital teknolojilerin
reklameciliktaki rolii hakkinda farkindalik kazanmasina olanak saglamaktadir. Bu
baglamda, reklam markay1 ve triinleri tanitmakla birlikte toplumun algilarina
etki eden bir ara¢ olarak islev gormektedir. Nitekim McLuhan, “insan
birlikteliginin ve eyleminin 6lgek ve bi¢imini sekillendiren ve kontrol eden sey
aragtir” so6zii ile bu durumu isaret etmektedir (McLuhan, 1994, s.11).

Arag-mesaj iliskisi cercevesinde edinilen bulgulara goére Sora, reklamda hayal
giicii ve yenilik temalarini pekistiren bir ara¢ olarak kullanilmistir. Yapay zeka,
markanin ge¢misi ile teknolojik doniigiim temalarini birlestirerek, arag ile mesaj
arasinda gii¢lii bir uyum saglamaktadir. Bu siirecte yapay zeka, reklamin mesajim
ileten bir ara¢ olmanin disinda toplumsal, ekonomik, kiiltiirel ve teknolojik
doniisiimiin bir gostergesi haline gelmektedir.

Sonug olarak yapay zeka-Sora, reklam aracilifiyla yenilige, degisime ve
doniisiime yonelik bir mesaj vermektedir. Yapay zeka, McLuhan’in “arag
mesajdir” teorisi ¢ercevesinde sadece reklamin {iretiminde kullanilan bir arag
olarak degil, ayn1 zamanda teknolojinin is ve iletisim siiregleri lizerindeki
etkilerini ve toplumsal doniisiime olan yansimalarini ifade eden bir mesaj olarak
degerlendirilebilir. Yapay zeka teknolojilerinin giindelik aligkanliklar ve is
diinyasinda yarattig1 degisimlerin boyutunu anlamak i¢in Neil Postman’in su
soziinden faydalanilabilir: “Teknolojik degisiklik, toplama bir eklemek ya da
toplamdan bir c¢ikarmak demek degildir, 6nemli bir degisiklik topyekin
degisiklige sebep olur.” (2004, s.108). Bu yaklasim gergevesinde reklamcilik
sektoriine iliskin bir ¢ikarim yapilirsa, teknolojinin gelisimiyle birlikte reklam
ara¢, ortam ve yontemlerinin topyekin bir sekilde doniistiigii ifade
edilebilmektedir.

Arastirmanin yapay zeka araclari ile olusturulan tiim reklamlar yerine amagl
orneklem dogrultusunda Sora (OpenAl) ile {iretilen ilk ve tek reklam kapsaminda
gerceklestirilmesi temel simirliligi olusturmaktadir. Gelecekte yapilacak olan
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arastirmalarda, farkli yapay zeka araclari ile olusturulan birden fazla reklamin
incelenmesi yeni iligki ve anlamlarin ortaya konulmasi agisindan 6nemli
goriilmektedir. Bunun yani sira McLuhan’in diger yaklasimlarina yonelik
caligmalarin gergeklestirilmesi daha detayli ve biitiinciil bulgularin elde edilmesi
acisindan anlamli bulunmaktadir. Ayrica gelecek calismalarda anket ve
derinlemesine goriisme gibi yontemlerden yararlanilarak konuya tiiketici
cergevesinden yaklagilabilir.

Yerli ve yabanci literatiirde yapay zeka uygulamalarini McLuhan’in “arag
mesajdir” teorisi ¢cercevesinde degerlendiren ve iiretken yapay zeka araci Sora’y1
inceleyen herhangi bir ¢caligmaya rastlanilmamistir. Bu baglamda, arastirmanin
hem McLuhan’in teorisiyle bir yaklasim sunmasi hem de iiretken yapay zeka
araglarini konu almasi agisindan 6zgiin bir deger tasidigi diistiniilmektedir.
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ABSTRACT

As artificial intelligence (Al) continues to revolutionize industries across the
spectrum, the creative field of graphic design represents a particularly valuable
yet underexplored research domain where the intersection of algorithmic
capabilities and human creative processes offers unique insights into the
changing landscape of visual communication. This research employs a dual-
mixed methodology combining experimental trials and a systematic literature
review (SLR) to evaluate Al's impact on workflow efficiency in Adobe
applications. The SLR analyzed 14 academic articles published between 2020
and 2024, selected from 1,515 articles identified via Google Scholar, examining
topic areas, methodologies, possibilities, limitations, and future
recommendations. Notably, 71.43% of the reviewed articles were published in
2023-2024, reflecting growing research interest, with qualitative studies
dominating (71.43%) over mixed methodology (21.43%) and quantitative
research (7.14%). The experimental design compared manual and Al-assisted
workflows across four specific Adobe tasks: auto-reframing, sky replacement,
smart object selection, and object removal. Time tracking conducted via Clockify
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software revealed Al-assisted methods reduced task completion time by an
average of 56.05%, with workflow steps decreasing from 12.14 (manual) to 4.29
(Al-assisted). Statistical analysis confirmed significant improvements in
workflow efficiency when utilizing Al in these specific graphic design tasks (p <
0.001, Cohen's d: 2.854 for steps, 1.134 for time). While demonstrating
substantial efficiency gains, the research acknowledges limitations including its
narrow focus on Adobe software, specific design tasks, and reliance on a limited
literature sample, suggesting the need for broader analysis incorporating more
quantitative studies, longitudinal research, and ethical frameworks to address
challenges in Al-human collaboration, creative authenticity, and potential biases
in Al applications within graphic design.

Keywords: Al, Graphic Design, Workflow, Time, Adobe, Creativity.

YAPAY ZEKANIN GRAFIK TASARIM
VERIMLILIGINDEKI ETKISININ ARASTIRILMASI:
DENEYSEL KARSILASTIRMALI DENEMELER VE

SLR ILE IKILI BIR YAKLASIM

(074

Yapay zeka (YZ) teknolojilerinin gesitli sektorleri doniistirmeye devam ettigi
giiniimiizde, grafik tasarim gibi yaratict bir alan, algoritmik yetenekler ile insan
yaratici siireglerinin kesigiminin gorsel iletisimin degisen manzarasina benzersiz
icgoriiler sundugu, ozellikle degerli ancak yeterince kesfedilmemis bir arastirma
alanini temsil etmektedir. Bu aragtirma, YZ'nin Adobe uygulamalarindaki ig akis1
verimliligi izerindeki etkisini degerlendirmek i¢in deneysel ¢aligmalar ve sistematik
literatiir incelemesi (SLI) yontemlerini birlestiren ikili-karma bir metodoloji
kullanmaktadir. SLi, Google Scholar iizerinden belirlenen 1.515 makale arasindan
secilen, 2020-2024 yillar1 arasinda yayimlanmis 14 akademik makaleyi analiz etmis;
konu alanlari, metodolojiler, olanaklar, sinirlamalar ve gelecek Onerileri iizerine
odaklanmistir. Incelenen makalelerin  %71,43'iniin  2023-2024 déneminde
yayimlanmis olmasi, bu alandaki arastirma ilgisinin arttigin1 gdstermektedir.
Metodolojik egilimler, nitel ¢alismalarin (%71,43) karma metodoloji (%21,43) ve
nicel arastirmalara (%7,14) kiyasla baskin oldugunu ortaya koymustur. Deneysel
tasarim, dort Adobe gorevini karsilastirmistir: otomatik yeniden c¢ergeveleme,
gokyiizii degisimi, akilli nesne se¢imi ve nesne kaldirma. Clockify yazilimi
kullanilarak yapilan zaman takibi, YZ destekli ydntemlerin gérev tamamlama
stiresini ortalama %56,05 oraninda azalttigini, ig akisi adimlarinin ise 12,14'ten
(manuel) 4,29'a (YZ destekli) diistiigiinii gdstermistir. Istatistiksel analiz, bu belirli

Research Article- Submit Date: 14.01.2025, Acceptance Date: 27.03.2025 202
DOI NO: 10.17932/IAU.EINM.25480200.2025/ejnm_v9i2003
Copyright © e-Journal of New Media



e-Journal of New Media / Yeni Medya Elektronik Dergi — eJNM
ISSN: 2548-0200, May 2025 Volume 9 Issue 2, p.201-235
Research Article

grafik tasarim gorevlerinde YZ kullanimmin is akist verimliliginde Onemli
iyilestirmeler sagladigini dogrulamistir (p < 0,001, Cohen's d: adimlar i¢in 2,854,
zaman igin 1,134). Arastirma, 6nemli verimlilik artiglar1 gostermekle birlikte, Adobe
yazilimina, belirli tasarim gorevlerine ve sinirli bir literatiir 6rneklemine odaklanma
gibi  kisitlamalar1  kabul etmektedir. Bu durum, grafik tasarirmda YZ
uygulamalarindaki insan-yapay zeka isbirligi, yaratict 6zgilinliik ve potansiyel
onyargilar gibi zorluklart ele almak i¢in daha fazla nicel ¢alisma, uzun vadeli
aragtirma ve etik cergeveleri iceren daha genig bir analiz ihtiyacini ortaya
koymaktadir.

Anahtar Kelimeler: Yapay Zeka, Grafik Tasarim, Is Akisi, Zaman, Adobe,
Yaraticulik.

INTRODUCTION

Al Innovations has introduced several software, techniques and tools, such as
Adobe Sensei and Canva, to be integrated into graphic design to enhance
workflows and brainstorming of creative processes through assisted features that
offer automation for repetitive tasks like background removal, font pairing and
layout optimization (Adobe, 2020) & (Blazhev, 2023). One of the significant
enhancements for Al in graphic design is personalized content creation by user
behavior and preferences analysis (user-generated content) to generate designs
tailored to specific characteristics, leading to increased engagement rates from
audiences by utilizing machine learning, natural language processing, data mining
and deep learning algorithms to analyze elements of design and generate
assistance and suggestions making it more accessible to both professional
designers and beginners (Dehman, 2023) & (Mustafa, 2023). Techniques such as
GANSs (Generative Adversarial Networks) revolutionized the creative landscape,
allowing machines and software to create unique designs from existing datasets,
enabling and offering Al assistance to create even entire layouts, logos, etc. as
new avenues for inspiration and creativity not just automating repetitive and
routine tasks enabling further data-driven insights, efficient workflows and the
ability to produce multiple design iterations (Li, 2024), (Engawi, 2021) & (Du,
2022).

With Al assistance and suggestions offering solutions on a larger scale and
landscape, Designers can focus on creativity more than repetitive tasks, enhancing
time and workflow efficiency (Tomic¢, 2023). Despite all these possibilities and
advantages, there is a rising fear of limitations and ethical considerations
regarding the potential loss of creativity and homogenization of design, where the
uniqueness and emotional depth may be diminished (Elgendy, 2024) &
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(Rodriguez, 2024). Questions about Intellectual property rights and the ownership
of designs generated by Al concerning the potential bias in algorithms,
inequalities, and job displacements as Al day handles routine and repetitive tasks
even if the workflow and time efficiency for the designer's projects as a co-creator
complement and collaborating rather than replacing human creativity as the
primary ethical consideration of the evolving Al and its innovations in the graphic
design industry (Persson, 2023) & (Atiker, 2024).

This research evaluates Al's impact on workflow efficiency in Adobe applications
through comparative experiments and a systematic literature review (SLR). The
SLR analyzed 14 academic articles, while experiments tested framing, object
removal, smart selection, and sky replacement manually and with Al. Time
consumption and task complexity were measured, with statistical validation using
SPSS and paired t-tests. Results highlight efficiency gains, limitations, and future
directions, offering insights for Al-enhanced design, workflow optimization, and
human-AlI collaboration in media production.

METHODOLOGY AND FINDINGS

The research employs two complementary approaches through self-executed
comparative experimental design to examine time and workflow efficiency
between 4 different design features: Framing, Sky Replacement, Object removal
and Object Selection manually and Al-assisted in Adobe applications. Secondly,
a systematic literature review on the role of Al in design from 2020 to 2024. The
systematic literature review aims to provide theoretical insights and a
comprehensive guide of the potential possibilities, limitations, and future
recommendations in the field of Al integration in graphic design by filling
research gaps by analyzing existing research in Google Scholar between 2020 and
2024, yielding around 1515 articles related to keywords such as Al, and graphic
design, 54 articles were specifically relevant while 14 articles heavily contributed
to the Al integration in design topic.

The selected research has been analyzed through their different key findings,
methodologies, possibilities, limitations and future research recommendations,
answering four critical questions: Q1: What kind of academic research papers and
case studies have been conducted in Al in graphic design? Q2: Which
methodologies have utilized the covered academic research in the SLR? Q3: What
Al tools have been used to research graphic design? Q4: Which research gaps
have been found in Al in graphic design?. Combining this dual approach, the
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study aims to provide a comprehensive theoretical framework and empirical data
regarding Al's role in graphic design.

Research Design

This study employs a mixed-methodology design, integrating both a systematic
literature review (SLR) and experimental trials to comprehensively analyze
Al’s role in graphic design workflows. The SLR examines 14 relevant research
articles, providing a broad analysis of key thematic areas, including case studies,
methodologies, trends, possibilities, limitations, and research gaps in Al-
assisted design. By systematically reviewing existing literature, the study
establishes a theoretical foundation, identifying prevailing discussions,
methodological approaches, and critical insights into AI’s impact on design
processes. In parallel, the experimental component focuses on six distinct design
tasks within Adobe software: Auto Reframing, Sky Replacement, Auto-Tone
and Color Adjustment, Font Recognition and Matching, Smart Object
Selection, and Object Removal. Experimental trials were conducted to compare
workflow efficiency and time consumption between manual and Al-assisted
processes. Using controlled conditions, the experiment measured task completion
times and work efficiency to assess Al’s effectiveness in streamlining design
workflows.

Sampling

The first phase involved conducting a Systematic Literature Review (SLR) to
identify and analyze research articles relevant to Al integration in graphic design.
A total of 1,515 studies were initially identified through Google Scholar, with a
refined selection of 54 relevant papers based on their alignment with the study's
objectives. Following a screening process, 14 academic articles published
between 2020 and 2024 were selected for in-depth analysis. The search process
utilized specific keyword combinations, including “Al in graphic design,” “Al
techniques in design,” “machine learning in digital art,” “automation in design
software,” and “Al-driven creativity in visual media.” The selection criteria
prioritized peer-reviewed journal articles and conference papers, with a focus on
sources indexed in Scopus, Web of Science, and Google Scholar. Articles were
further evaluated based on journal quartile rankings (Q1—Q4), citation impact, and
their direct relevance to Al-driven design processes. The second phase of
sampling involved comparative experimental trials, where the researcher
systematically examined the impact of Al-assisted tools on workflow efficiency
in Adobe software. Four specific design tasks: auto-reframing, sky replacement,

EEINA
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smart object selection, and object removal, were selected based on their relevance
to contemporary graphic design workflows. To ensure consistency and reliability,
each task was executed twice manually and using Al-assisted tools.

Data Collection

The data collection process was structured into two distinct yet parallel streams.
For the SLR, 14 academic articles were systematically reviewed based on five key
thematic areas: Topic Areas, identifying primary Al applications in graphic
design; Methodologies, classifying research approaches into qualitative,
quantitative, and mixed-method studies; Possibilities, examining Al's potential in
enhancing efficiency and creativity within design workflows; Limitations,
identifying challenges such as ethical concerns, Al bias, and dependency on
proprietary software; and Future Recommendations, discussing emerging trends
and proposed research directions in Al-assisted design. A rigorous selection
process ensured methodological transparency and replicability, with search
criteria, database indexing, journal quartile rankings, and filtering conditions
meticulously documented. In the experimental trials, data was collected through
Clockify, a time-tracking software, on a MacBook laptop to accurately measure
the time required to complete each task. Both manual execution and Al-assisted
processes were tested under controlled conditions to ensure comparability. Each
step and sub-task within the workflow was systematically documented, allowing
for a detailed assessment of workflow complexity and perceived effort.

Data Analysis

Firstly, the SLR analysis identified common themes and trends through the
Thematic analysis of the 14 selected relevant articles on Al in graphic design.
These articles have been synthesized to address and answer the four research
questions through the topic areas, methodologies, possibilities, limitations, and
future recommendations, presented in a narrative form. Secondly, for the
experimental analysis, descriptive statistics, such as mean and median times, were
used to manually compare the time taken to complete each task and use Al-
assisted methods. Percentage reductions, number of steps, and sub-tasks have
been calculated and analyzed descriptively to show that workflow simplification
has been achieved. Correlations between task time and perceived effort has been
explored and assessed. Finally, A paired t-test has been conducted using SPSS
statistics software to examine whether a statistically significant difference exists
between the dual approaches for each task completion time.
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SYSTEMATIC LITERATURE REVIEW FINDINGS

Table 1

Topic Areas and Methodologies

Author &
Year

Topic Area and Methodologies

(Wu,
2020)

(Liu,
2021)

(Makokha
,2022)

(Meron,
2022)

(Matthew
s, 2023)

(Al-
Dulaimi,
2023)

The qualitative research focuses on Al integration in design,
comparing theoretical insights into traditional methods and Al
assistance and examining multidimensional aspects,
possibilities, limitations, and educational requirements for
future graphic designers.

The mixed methodology research emphasizes Al integration
in visual communication design in media production, focusing
on color matching and image application, innovating
traditional methods and enhancing effectiveness and
efficiency.

The qualitative research examines the potential of Al
integration to automate repetitive design tasks and foster
research collaboration between Al communities and media-
design companies.

The quantitative (algorithm) research focused on enhancing
(human-computer-interaction)  interfaces  through Al
algorithms such as machine learning and NLP for enhancing
graphic design tasks.

The qualitative research focuses on the intersection of Al and
digital designs, analyzing recent technological innovations,
tools and techniques, their impact and effectiveness,
contemporary applications, and ethical considerations of
human creativity.

The mixed methodology article examines workflow
efficiency, automation of repetitive tasks, personalization, Al-
assisted generated designs, ethical considerations within the
historical context of Al in designs, and future trends.
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(Shallal,
2023)

(Ren,
2023)

(Gallardo,
2023)

(Fatima,
2023)

(Patil,
2023)

(Huang,
2023)

(Zafar,
2024)

(Sekerli,
2024)
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The qualitative thesis explored the integration of Al in design,
the impact of techniques and tools on generated arts, historical
contexts, ethical implications and future trends in the Al-
driven world.

The qualitative paper explores the areas influenced by
artificial intelligence technologies, such as layout automation,
design suggestions, and pattern recognition, to enhance the
designer's project boundaries and creative possibilities.

The thesis used a mixed-methodology approach to examine
generative Al techniques such as DALL-E, GPT4, and
Midjourney in graphic design and their integration, impact,
and effectiveness compared to human designers.

The qualitative research paper investigates the designers'
perceptions and concerns about Al integration in graphic
design workflow projects, emphasizing the current challenges
and the need for designers to understand future scenarios.

The qualitative research paper exploring the impact of Al in
graphic design addresses possibilities (automation and
productivity) and limitations (job displacement and human
creativity)

The qualitative research examines the intersection of Al in
graphic design through automation and enhancement,
historical contexts, and future research recommendations.

The qualitative research focused on Al integration,
examining the potential impact of design in the future and the
irreplaceable aspects of human creativity in design.

The qualitative research focused on the intersection of Al in
graphics, examining current usage patterns, generated images,
future directions, needs, utilization, and perception of different
designers' experience levels.
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Table 2

Possibilities, Limitations, and Future Recommendations

No Possibilities, Limitations and Future Recommendations

(Wu, The research focuses on Al and 3D design printing, enhancing visual

2020)  effects through cross-media platforms. It suggests that educational
development should interpret Al and several innovations like 3D
paper sculptures. Limitations of missing empirical data and
creativity have been addressed. Future recommendations highlight
the urgent need for self-innovation and talent, balancing Al,
technology, creativity, education, and graphic design.

(Liu, The research's key findings were colour matching and image

2021)  applications that improved user interaction and satisfaction.
Limitations and creativity were expected. The report recommended
refining Al techniques, colour and image methods, ethical
implications, and improving user experience and engagement in
visual design communication.

(Mako Possibilities such as automation of repetitive tasks, image editing,

kha, and layout generation lead designers to focus more on complex

2022)  creative brainstorming thinking. Limitations include the lack of
engagement between computer scientists and designers for Al
research in grasping the artistic aspects of graphics. Future
recommendations, such as collaboration between designers and
software developers and integration of Al in education, will prepare
future designers better for the Al-driven landscape.

(Mero  Enhancing visual effects and graphics interfaces by utilizing Al to

n, evaluate user satisfaction and interaction improves clarity,

2022)  brightness, and comfort compared to traditional methods. Future
recommendations focus more on ethical standards and transparency
in data management, ethical implications, and Al-enhanced tools for
user experience.

(Matth  Smart colour and object selection, object removal, image
ews, manipulation, generative fill, quality control and automated process
2023) are the main advantages of Al integration in graphic designs,

reducing time spent and enhancing brainstorming for creativity.
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Limitations include bias, depending on existing trained data on the
cloud, quality inconsistencies, implementation challenges, and the
learning curve of Al techniques within the cost of advanced
solutions. Future recommendations to address these challenges
include incorporating Al in design education, developing more
advanced algorithms, and understanding the long-term effects by
conducting longitudinal studies.

Enhanced workflow efficiency, automation, personalization and
advanced data analysis for decisions, boosting creativity,
accelerating time to market business, creating new business models,
and reducing costs are the main possibilities of Al intersection in
graphic design. The main limitations were integrational challenges,
potential biases in algorithms, loss of human creativity and job
displacement, current technological capabilities, and the need for
technical skills. The recommended future research was to invest in
collaborating Al to design education, establishing guidelines,
advanced algorithms, long-term impact studies, and ethical
concerns.

In user-centred design, enhanced predictive capabilities, automation,
and collaborative built-in techniques were found to be possibilities.
Biases, copyright, and creativity were limitations. Balancing human
creativity and Al techniques, advocating transparency, long-term
studies, and creating ethical frameworks were the recommended
future research.

Automating repetitive tasks like re-sizing, layout optimization,
suggestions, and personalization were the main possibilities,
allowing us to focus more on creativity by designers in different
project processes. The limitations were replacing emotions,
creativity and human aspects with Al, designers' need for Al
education, and the dependence on trained models and data.
Collaboration between designers and developers, adding Al to the
education curricula, long-term studies, the development of more
advanced algorithms, ethical considerations, and the augmenting of
creativity were the recommended future research.

Brainstorming by utilizing Al by designers at the main first stages of
design projects can be a crucial advantage of integration, where the
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focus of research is on the advantage of Al integration to enhance,
not replace, creativity. Future research recommendations included
more comparative experimental studies, educating designers, and
longitudinal impact research. The limitations were copyrights, biases
in generated texts and ideas, and the production of vector graphics.

Enhancing the design process through guidance, resources,
automation, feedback, ideas, and suggestions could be the main
advantages of the intersection of Al in graphic design. Limitations
such as privacy, ethical issues, creativity, functionality and
prototyping, Interdisciplinary collaboration and guidelines,
integration of Al in education curricula, longitudinal studies and
focus on human-centred designs were the recommended research for
the future.

Automation and idea generation were the main possibilities
identified. Job displacement, technical inconsistencies, and
ownership and copyrights were the limitations. Long-term and
longitudinal studies, improving algorithms and techniques, and
developing ethical guidelines were the future research
recommendations.

Automating time-consuming tasks and technologies like (GANSs)
realistic generated images led to new forms of visual
communication, and more focus on creativity by designers were the
main possibilities. In contrast, the main limitations were the lack of
Al creativity, biases, trained models, authorship, over-reliance on
Al, and homogenized designs. The recommended future research
was integrating Al tools in education, designing projects as
augmentation, and developing more advanced systems.

Layout creations, streamlining editing processes, and automation
were the main possibilities in enhancing productivity, time and
workflow efficiency through Al-powered tools like Adobe Sensei as
content aware-fill, neural filters, smart object selections, and
removals were the central potential augmentation by integrating Al
to graphic design allowing professionals to focus more on creativity.
The main limitations were emotional intelligence, biases, trained
models, cultural contexts, originality, quality control, copyrights,
and ownership. Future recommendations were integrating Al into
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education curricula, business and media companies, and more
comparative longitudinal studies.

(Sekerl Diverse idea generation, suggestions, a collaboration between the

i, designer's creativity and automation, and more efficient

2024)  visualization and iteration were the main potential advantages of Al
integration in graphic design. Technical aspects, over-reliance on Al
tools, small samples in studies, age representation, lack of
longitudinal, improving natural language processing (NLP), more
advanced feedback mechanisms, investing Al and media literacy,
and ethical implications of Al-contents were the main limitations
leads to the suggested future research recommendations.

A notable enhancement and progression from 2023 to 2024 through the specific
research distribution of the systematic literature review in the Al-assisted
integration and intersection in graphic design research. In 2020 and 2021, there
was a representation of single articles with 7.14% for each, followed by two
articles in 2022 with a percentage of 14.29%. A substantial surge was exhibited
by 10 research articles between 2023 and 2024, with a percentage of 71.43% of
the systematically reviewed literature, which reveals and signifies a pivotal shift
and scholarly attention towards Al tools and techniques integration in graphic
design reflecting the widespread adoption of tools like Adobe Sensei showing a
growing recognition by the academic community and scholars through the rapid
evolving minefield of Al-enhanced graphic design projects. Ten researches in the
review literature dominated qualitative methodological approaches, with a
percentage of 71.43%. Three researches employed mixed methodology, with a
percentage of 21.43%, and a single quantitative methodology research represented
the lowest proportion, 7.14%. Emphasizing a pronounced preference for exploring
the comprehensive, experiential, nuanced aspects of Al intersection and
enhancing the wide variety of graphic design practices to understand the
complexity of Al innovations and creative processes interplay, primarily through
user experiences, interfaces, possibilities, and limitations. Meanwhile, the mixed-
methodology research articles contributed more analytical frameworks, which
combined quantifiable metrics with qualitative insights. The methodological
distribution suggested potential opportunities for researchers and scholars to
conduct more quantitative experiments while prioritizing understanding the
experiential and contextual dimensions in future research.
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Figure 1

SLR’s Key Research Themes and Future Recommendations

b Key Themes

......

e &

Human-A1
collaberation

The thematic analysis of the 14 reviewed articles revealed key research areas. For
example, many articles emphasized automating routine tasks and augmenting
human creativity. The potential possibilities of Al integration in design as a
complementary tool rather than replacing human creativity and professional
designers. Encompassing and discussing the ethical considerations and addressing
concerns about intellectual property, copy and author rights, creative authenticity
and job displacement. There are possibilities from the intersection of Al-assisted
tools and techniques in graphic design, such as improved brainstorming ideation
in the initial stages of development, automation of several sub-tasks, mass
customization, and operational and workflow efficiency as documented. In
parallel, several scholars have identified limitations such as ownership, training
model dependency, creativity, and the over-reliance on Al to generate and
develop. Several future research topics have been recommended through 3
primary areas, such as the crucial need to optimize and balance Al-assisted
methods and human creativity by developing more collaborative frameworks that
enhance rather than replace them. There is an urgent need to develop ethical
frameworks that address and solve emerging limitations and challenges, such as
the intellectual copyrights of Al-generated design content. The expanded research
into Al techniques development to be more specialized and advanced, such as
emotional intelligence and real-time collaborative integration, and the 3D designs
to become increasingly sophisticated in the graphic design software applications.
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TIME AND WORKFLOW EFFICIENCY
1) Manual vs Al framing

The traditional manual framing process before Al innovations and technologies
included several long steps and subtasks in video editing where editors should first
do the basic project setup, importing footage, creating sequences, carefully
analyzing frames, then to the consuming-time process of keyframe creation,
position adjustments, refining motion paths as X/Y coordinates, smoothing of
transitions through Bezier handles, and conducting a thoroughly detailed review,
adjusting parameters, fixing jerky movements, and the fine-tuning velocity before
rendering. The flow chart illustrates the six streamlined steps for the Al-assisted
auto reframing by uploading the project setup, applying the auto-frame feature,
configuring simple settings, adjusting the sequence options, desired motion, and
nesting option where Al handle the traditional complex work to let editors focus
on quick reviews, verify tracking and any other minor adjustments as a fast check
before the final step to render the videos maintaining the professional quality and
easing the labor intensive traditional manual process.
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Figure 2

Manually Framing

Project Setup (create sequence,
import footage, set sequence settings)

v

Frame Analysis (Place clip in timeline, create
nested sequence, add position controls)

v

KeyFrame Creation (Review full timeline, mark
movement points, note subject positions, and
identify key moments)

v

Position Adjustment (enable keyframing, set
first keyframe, add movement and transitions
points)

Manual Framing Steps and Sub-Tasks, and AI-Auto Reframing

Al-Assisted

\wﬁnmlng

Project setup

Apply Autoframe (Import footage
and select clip/sequence)

I

Configure settings (Right click clip and choose
auto-frame sequence)

v

Motion Path Refinement (Adjust frame positions,
Set X/Y coordinates, Check Subject framing, and
set proper spacing)

Al-Processing (select aspect ratio, motion preset, and nesting
options)

v

Transition Smoothing (Adjust Bezier handles, Set
interpolation, check motion paths, and ensure
smooth flow)

v

Final Review/Export (Set ease in‘out, Adjust
velocity, and fix jerky moves, verify and
render)

:

Review/Adjust (Check results, minor adjustments,
verify tracking and quick fixes)

;

Export (Final review and
Render Video)

The application of Al-assisted auto-reframing design feature in Adobe's video
editing software where the option to select between different ratios such as 1:1,
16:9 and 9:16 dynamically based on three different motion tracking options and
settings as default, slower motion and faster motion to ensure smooth transitions,
focus on key subjects and to adapt the uploaded video content project which is
commonly used through widescreen displays and different social media platforms
such as Instagram and TikTok. Reducing the required steps and sub-tasks for the
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traditional manual efforts to adjust clips, crop, and reposition reveals significant
possibilities to handle complex motion-tracking settings and enhance the overall
workflow efficiency, minimizing the human intervention in video editing
postproduction processes.

Figure 3
Al-Auto Reframing in Adobe Premier Pro

2) Manual and AI- Sky Replacement

The process of traditional manual sky replacement process in Adobe software
application requires lots of attention to detail through several steps and subtasks
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where editors would begin with uploading and image preparation, creating
backups, careful sky selection, mask creation processes, positioning new sky
images, colour matching, colour grading, contrast matching, adjusting lighting
elements, noise balancing and fine-tuning effects to achieve natural looking
output. The oppossed flow chart illustrates the streamlined seven steps for the Al
Sky Replacement feature: uploading the image, creating a backup, activating the
feature, choosing between skies on the Adobe Cloud or importing from a database,
Al sky detection, fine-tuning (edge blending, brightness scaling), and adjusting
advanced refinements such as lighting, mask details, and temperature, leading to
a quick review by the editor to export professional-quality results.

Figure 4
Manually Sky Replacement and AI-Sky Replacement steps and sub-tasks

Manually Sky
Replacement Al-Assisted Sky Replacement
% v

Initial Setup (open image, and
Image Preparation (open image,
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and Choose Sky Replacement)

Selection Creation ection tool, make

sky sclection, refine
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pr v
| Sky Selection (Choose preset Sky, import
A4 custom sky, and Al Sky detection)
Mask Creation (add layer mask, refine mask edges. ‘
clean transitions, and check for halos)

‘ Adjustment Settings (Shift and fade edge,
v Brightness and Scale)

Sky Image preparation (Import Sky image, scale/position *
match perspective, and adjust composition)

Advanced Refinements (Adjust lighting, match
| temperature, set foreground, and fine-tune mask)

; 3
Colour Matching (Match temperature, atmosphere and
exposure, balance saturation, adjust brightness, add color

| Final Output (fix errors, review, check and export)
overlay

|
A 4

Lighting Adjustment (Match light dircction and haze, adjust
shadows, modify highlights, and add light spill)

v

Final Adjustments (Color grade image, check

contrast, match noisc and final blending)

The Al-assisted Sky Replacement feature in Adobe Photoshop streamlines the
process by reducing manual effort and minimizing workflow complexity. Instead
of manual selection, Al automatically isolates the sky, replacing it with dynamic
options while adjusting brightness, temperature, and color tones. The settings
panel allows further refinements, including edge shift, fade control, and blending
tweaks, ensuring seamless integration with multiple layers. This automation
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enhances workflow efficiency, enabling designers to achieve high-quality
transformations with minimal effort.

Figure 5
AI-Sky Replacement in Adobe Photoshop
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3) Manual and AI Object Removal Steps and Sub-tasks

The flowchart explains the traditional manual Object removal feature process in
Adobe Photoshop or Adobe Lightroom software applications that require
professional technical skills and patience beginning with creating a backup,
choosing between detailed selection tools (Lasso, Quick Selection, and Magic
Wand) to isolate the object, clean up phase, edge refinement, area removal, clone
stamp, healing brush, content-aware fill, texture matching, colour adjustments,
manual patching and lots of complex removals especially within complicated
lighting conditions and backgrounds.

Figure 6

Manual Object and AI-Object Removal Steps and Sub-tasks

Manual Object

Create backup
layer, Setup work
area and zoom to

optimal level

Selection Phase

(Refine edges and
multiple attempts)

Removal

Content Filling

Choose fill

Refine selection
(Featherin;

method (Clone

stamp,

brusl

content-aware
fill)

Al assisted Object
Removal (Adobe
Lightroom)

!

Refinement Phase
(texture matching,
color adjustment

through brightness
and contrast, and
final blending)

trac

Al auto-detection of Subject (Create mask ,

k and analyze automatically)

!

One click Selection on Targeted object

v

1] ge:

nerates Background Fill to the
surrounding area

v

Apply fine tune if needed
(Results instantly
visible)

Manual Patching
(Sample areas
and Blend edges)

Al-assisted object removal and generative fill in Adobe Photoshop
streamline the editing process with minimal manual effort. Using the
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Object Selection Tool, Al analyzes the selection, defines the targeted area,
and seamlessly removes the object while generating a contextually
appropriate background. This automation ensures coherent visual
composition, enhancing detail consistency with minimal professional
intervention. By significantly accelerating object removal, reconstruction,
and workflow efficiency, Al integration improves design quality while
reducing the need for extensive manual editing.

Figure 7
AI-Object Removal in Adobe Photoshop Beta

Al integration in object removal within Adobe Premiere Pro, Adobe Lightroom,
and Adobe After Effects enhances efficiency through a structured five-step
process. It begins with project setup, followed by object selection and mask
refinement. Al then tracks the object across frames, applies the mask, and
generates the final enhanced output. Advanced algorithms analyze each frame to
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ensure precise object isolation, seamlessly replicating the surrounding
environment. Additional Al-powered adjustments, such as contrast enhancement,
noise balancing, and color correction, further refine the visual quality, optimizing
the overall output of the project.

Figure 8
AI-Object Removal in Adobe Lightroom

4) Manual and AI Object Selection

The flow chart illustrates the traditional manual object selection process in Adobe
Photoshop software through a detailed multi-step workflow from choosing the
selection tool Magic wand (colour-based), Quick selection (brush-based), Lasso
tools (Manual tracking), adding or subtracting areas, adjusting tolerance levels,
refining iterations to accurate edges, feathering for smoother edges, select & mask,
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pixel by pixel adjustments, brush refinements, ensure clean edges and accurate
isolation requiring expertise, patience for multiple attempts, considerable time,
and advanced technical professionalism to develop a quality output (resolution,
quality, editing and transforming). Additionally, it illustrates the smart object
selection process in Adobe software, enhanced by Al tools. The workflow
comprises several key components: resolution, effects quality, editing and
transforming. In the Resolution phase, users can maintain the original resolution,
achieve pixel-perfect quality, and apply Al-enhanced upscaling while ensuring
non-destructive editing. The effects quality phase involves applying smart filters,
adjusting layer effects, and previewing in real-time without compromising quality,
thanks to non-destructive effects. Finally, in the Editing and Transforming phase,
users can scale, rotate, warp, and distort objects freely while preserving the quality
through smart transformations. This allows for flexible edits without degrading
the image. The overall process enhances workflow efficiency and maintains high-
quality output with Al assistance.

Figure 9
Manual and Al Object Selection Steps and Sub-Tasks

Al-assisted smart object selection in Adobe Photoshop streamlines the editing
process by reducing the number of required steps. The workflow begins with
subject selection, where Al identifies and isolates the object with precision. This
non-destructive editing approach enhances resolution, sharpness, and clarity while
minimizing the need for extensive manual intervention. Professional graphic
designers can then refine, review, and finalize the output, ensuring the production
of high-quality visuals and designs with greater efficiency.
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Figure 10

Al-Smart Object Selection for Resolution Enhancement

Al-driven features enable the application of effects and filters to smart objects
under layers while preserving the original image’s integrity. A variety of effects,
such as blurs, color adjustments, and textures, can be applied non-destructively,
allowing designers to experiment with different styles. This approach ensures
flexibility for iterative editing while maintaining the option to revert to the original
state, highlighting the transformative role of Al in design workflows.
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Figure 11
Al-Smart Object Selection for Effects Quality

Al integration in editing and transformation enhances Adobe Photoshop
workflows by enabling seamless compositing through non-destructive editing. A
scene of a teacher instructing a classroom is converted into a smart object,
allowing transformations without compromising image quality. The classroom
scene is integrated into a laptop screen in front of a child, ensuring smooth
blending between the two visuals. Al algorithms assist with contextual
adjustments, scaling, and corrections, maintaining the integrity of the original
images while enabling complex transformations. This approach improves
efficiency, realism, and accuracy in photo editing processes.
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Figure 12
Al-Smart Object Selection for Editing and Transforming
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Table 3
Efficiency Comparison of Manual vs. Al-Assisted Tasks in Adobe Software

Task Type ~ Manual  Steps Al Steps Time  Reduction

time for Time for  Saved Percentage
Manual Al
1) Auto 6 mins 12 +38 3 4 3 50%
reframing subtasks mins
2) Sky 7mins 15+10 2 3 5 71.4%
Replacement sub- mins
tasks
3) Smart Smins 10+8 3 4 2 40%
Object sub- mins
Selection tasks
(resolution)
4) SOS 6mins 8+ 10 2 5 2 66.7%
(effects sub- mins
quality) tasks
5) SOS 4 mins 12+6 2 4 2 50%
(Editing & sub- mins
transforming) tasks
6) Object 7mins  13+12 3 5 4 57.1%
Removal sub- mins
(Adobe tasks
Photoshop)
7) Object 7mins  15+12 3 5 4 57.1%
Removal sub- mins
(Adobe tasks
Lightroom)

The table highlights significant time and step reductions when using Al-assisted
tools compared to manual methods in Adobe software. For Auto Reframing, Al
saved 3 minutes, reducing the steps by 50%. Sky Replacement showed the most
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significant improvement, with Al saving 5 minutes and reducing steps by 71.4%.
Smart Object Selection (SOS) for both resolution and effects quality also benefited
from Al, with 40% and 66.7% time savings, respectively. Editing and
transforming with SOS showed a 50% time reduction. Object removal in Adobe
Photoshop and Lightroom experienced similar improvements, with Al saving 4
minutes and reducing steps by 57.1%. Overall, Al significantly enhances
workflow and time efficiency, minimizing steps and sub-tasks in half or more
across various tasks.

SPSS STATISTICS
Table 4

Descriptive Statistics Results

N Minimum Maximum Mean Std.
Deviation

Time for 7 4 mins 7 mins 6.00 1.155
Manual
Tasks
Steps for 7 8 15 12.14 2.545
Manual
Al- Driven 7 2 mins 3 mins 2.57 0.535
Time
Al- Driven 7 3 5 4.29 0.756
Steps
Time 7 2 mins 5 mins 2.86 1.215
Saved

Reduction 7 40.000% 71.430%  56.05% 10.6654%
Percentage

The average time taken for manual tasks is 6 minutes with a standard deviation of
1.144, indicating some variability in the time taken across different subs tasks and
steps for different design features. In parallel, there is a significantly lower average
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time for the Al-assisted techniques at 2.57 minutes with a standard deviation of
0.535, proving that Al-enhanced tools in Adobe software have made it faster and
more consistent in performance, with a standard deviation of 2.545 and a higher
average number of steps of 12.14 for manual subtasks and steps revealing that it
is more complex and varied. In parallel, with a standard deviation of 0.756 and
lower subtasks and steps of 4.29, there was less variability, suggesting a more
streamlined process. Integrating Al techniques and tools in Adobe software
applications, where the average time saved is almost 2.86 minutes, highlights and
emphasizes the efficiency gained by the Al-assisted design features. Within a
standard deviation of 10.67%, the average reduction percentage for the Al-assisted
techniques in Adobe was almost 56.05%, revealing significant efficiency gains in
the reduced time spent on design features, steps and subtasks. The descriptive
statistics via SPSS reveal the significant efficiency gains in time and workflow
(time savings and high percentage of reduction) of the specific examined graphic
design projects by Al-assisted techniques and tools rather than the traditional
manual methods, suggesting the urgent and crucial need for media professionals,
media associations, researchers, universities and educative organizations to adopt
Al methods in the education curriculum, development processes, and businesses
for enhanced productivity in the graphic design projects.

Figure 13
Results of the paired t-test

Paired Samples Test

Paired Differences Significance
95% Confidence Interval of the
Difference
Mean Std. Deviation ~ Std. Error Mean Lower Upper t df One-Sided p  Two-Sided p
Pair1  StepsforManual - AlSteps 7.857 2.854 1.079 5218 10.496 7.285 6 <.001 <.001
Pair2  ManualTime - Altime 3.429 1134 429 2.380 4.477 8.000 6 <.001 <.001

Paired Samples Effect Sizes

95% Confidence Interval

Standardizer®  Point Estimate Lower Upper
Pair1  StepsforManual - AlSteps Cohen's d 2.854 2.753 1.052 4425
Hedges' correction 3.285 2392 913 3.844
Pair2  ManualTime - Altime Cohen's d 1134 3.024 1190 4.832
Hedges' correction 1.305 2.626 1.033 4197

a. The denominator used in estimating the effect sizes.
Cohen's d uses the sample standard deviation of the mean difference.
Hedges' correction uses the sample standard deviation of the mean difference, plus a correction factor.

The SPSS Paired T-test reveals a mean difference of 7.857, a Standard deviation
of 2.854, a t-value of 7.285, Degrees of freedom (df) of 6 and The Significance
(Two-Sided p-value) of < 0.001 revealing a significant difference where Al-
techniques and tools assistance in Adobe software applications required lower
number of steps and subtasks than the traditional manual methods. A mean
difference of 3.429, Standard deviation of 1.134, t-value of 8.0, Degrees of
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freedom (df) of 6 and The Significance (Two-Sided p-value) of < 0.001 revealed
significant differences where Al techniques and tools assistance in Adobe
software applications helped in a faster and more consistent process in the specific
examined graphic design features and projects.

The SPSS results of the Paired Sample’s Effect Sizes for the steps and sub-tasks
between manual and Al showed a significant effect size as Cohen's d with 2.854.
Hedge's Correction with 3.285 reveals a significant difference between traditional
Al and manual methods regarding the number of steps and sub-tasks through the
specific examined design features in Adobe software applications. The SPSS
results of the Paired Samples Effect Sizes between manual and Al showed a
significant effect size as Cohen's d with 1.134, and Hedge's Correction with 1.305,
revealing a significant reduction percentage between Al and Manual traditional
methods in the consumed time through the specific examined design features in
Adobe software applications. Overall, the results of the paired samples t-test
demonstrated that Al techniques and tools enhancement for the specific examined
graphic design features in Adobe software applications significantly enhanced the
efficiency in time and workflow by reducing the required number of steps, sub-
tasks and the consumed time where the significant effect sizes findings emphasize
the practical significance supporting the adoption of Al innovations in media
development, education curriculum and graphic design businesses.
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CONCLUSION

The research employed a dual-mixed methodological approach combining a
systematic literature review (SLR) and a self-executed experimental design to
analyze the impact of Al integration in graphic design through time and workflow
efficiency, providing a balanced view of current innovations, possibilities,
limitations, and future research recommendations.

Systematic Literature Review (SLR): Possibilities and Limitations

From an initial pool of 1515 articles on Google Scholar between 2020 to 2024.
The SLR focused on 14 academic articles, and over 70% of the studies emerged
in the 2023-2024 phase, where possibilities such as automation, brainstorming,
and workflow efficiency were commonly investigated. The predominance of
qualitative research, with a percentage of 71%, suggests the need for more
empirical quantitative studies within the lack of longitudinal studies and Al-
human collaboration frameworks underlying the required research gaps to be
addressed in understanding and measuring the impact of Al assistance on graphic
design project development processes.

Experimental Design: Insights from AlI-Assisted Tasks in Adobe

Comparing manual and Al-assisted workflows in Adobe software applications
through self-conducted trials to 4 specific tasks such as auto-reframing, sky
replacement, smart object selection, and object removal, has provided practical
evidence and measurement for the Al's potential capabilities to enhance workflow
efficiency, indicating a significant average reduction in time with a percentage of
56% and almost over half lower steps required using Al compared to manual
traditional methods using Clockify as a real-time tracking software confirming
that Al could streamline design processes by handling intensive tasks and steps
with more incredible speed and consistency. The paired t-test results confirmed a
statistically significant difference, with Al-assisted workflows requiring fewer
steps and sub-tasks, reflecting a more efficient and consistent process. A mean
difference of 7.857, a t-value of 7.285, and a significance level of p < 0.001
indicated that Al-driven design processes substantially minimized the complexity
of design tasks. Similarly, the time efficiency analysis revealed a mean difference
of 3.429, a t-value of 8.0, and a significance level of p < 0.001, reinforcing the
transformative impact of Al on workflow optimization. The effect size
calculations further validated these results, with Cohen’s d and Hedge’s correction
revealing significant improvements in task execution speed and reduction in
operational complexity.
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The possibilities of the research can be summarized in the following: Al
integration in graphic design demonstrates significant potential for transforming
workflows through automation of repetitive tasks and enhanced output
consistency. The research revealed that Al-assisted methods reduced task
completion time by 56% on average and required approximately half the steps
compared to traditional manual approaches. This efficiency was particularly
evident in specific design tasks like auto-reframing, sky replacement, smart object
selection, and object removal using Adobe software applications. Additionally, Al
proved valuable for supporting brainstorming processes and maintaining
consistency across design outputs, confirming its capability to streamline graphic
design processes.

The limitations of the research can be summarized in the following: The study
faced several constraints that may impact the generalizability of its findings,
including the relatively small literature sample of only 14 articles and the
predominance of qualitative research (71%) with limited quantitative and
longitudinal studies. The experimental design examined a limited number of
design features using a single software platform (Adobe), while the researcher's
level of expertise may have influenced the results. Furthermore, the research
identified significant challenges regarding Al's inability to replicate human
creativity, cultural context, and emotional depth, along with ethical concerns
related to intellectual property issues, creative homogenization, and potential
biases stemming from Al's reliance on large datasets.

Both the SLR and experimental design confirmed that Al has considerable
potential to transform design workflows by automating repetitive tasks and
enhancing output consistency. However, ethical and creative concerns persist. The
literature and experimental results highlighted AI’s limitations in replicating
human creativity, cultural context, and emotional depth. Intellectual property
issues and the risk of creative homogenization were critical challenges identified
by the research. Additionally, Al's reliance on large datasets, which may introduce
biases, underscores the need for responsible Al usage in creative fields. The
research study's mixed methodology approach emphasized that AI’s integration
into graphic design presents a balanced mix of possibilities and limitations. While
Al offers significant workflow enhancements, its application must be approached
thoughtfully to maintain the unique, creative value that professional graphic
designers with advanced technical skills and knowledge can always bring to their
work.
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The following suggestions can be recommended for future research:

1) Incorporating more experimental and quantitative studies, as future research
should focus more on quantifiable measures and experimental designs such as
quality control, longitudinal studies, and optimized computer trials, which could
provide more evidence, more precise insights, and empirical data on benefits,
potential possibilities, limitations, and drawbacks over extended use on graphic
design projects.

2) Integrating Al into design education curricula should include coursework that
prepares future designers for a technologically driven landscape enhanced by
artificial intelligence by educating students on the current tools, innovations,
collaborative frameworks, and ethical considerations.

3) Developing hybrid Al-human collaborative frameworks and models where
intelligence systems can integrate real-time human creativity with Al algorithm’s
analysis and processes could efficiently leverage designer’s Al-assisted
techniques and maintain control over the professional graphic designer's
creativity, sensitive decisions, and emotional intelligence.

4) Ethical guidelines should be established to address issues and challenges such
as authorship, copyrights, originality, bias mitigation, Al transparency, and data
privacy standards that would foster trust and safeguard the unique creative
contributions of professional graphic designers.
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oz

Bu aragtirma, gorsel algi ve duyusal deneyim baglaminda hareketli grafiklerde
mikro etkilesimlerin roliinli incelemeyi amaglamaktadir. Mikro etkilesimler,
dijital arayiizlerde kullanic1 deneyimini iyilestiren, sezgisel geri bildirimler
saglayan ve etkilesim silireclerini daha akici hale getiren temel tasarim
unsurlardir. Hareketli grafiklerde mikro etkilesimlerin kullanimi, gorsel algiy1
yonlendirme, dikkat ¢ekme ve kullaniciyla daha derin bir bag kurma agisindan
onemli bir iglev gormektedir. Bu baglamda, arastirma mikro etkilesimlerin
kullanict deneyimi Tlizerindeki etkilerini degerlendirerek, bu etkilesimlerin
tasarim siireclerine nasil entegre edilebilecegini analiz etmektedir. Arastirmada
nitel aragtirma yontemi kullanilmis olup veri toplama siirecinde literatiir taramasi
ve web tabanl igerik analizi ydntemleri uygulanmistir. Literatiir taramasi
kapsaminda, mikro etkilesimlerin gorsel algi ve duyusal deneyim iizerindeki
etkilerine yonelik akademik caligsmalar analiz edilmistir. Web tabanh igerik
analizinde ise, dijital platformlarda kullanilan mikro etkilesimler sistematik
olarak incelenmistir. Elde edilen bulgular, hareketli grafiklerde mikro
etkilesimlerin kullanici deneyimini giliglendirdigini, etkilesim siireclerini daha
sezgisel hale getirdigini ve kullanicilarin islem siireglerini anlamalarina yardimci
oldugunu ortaya koymaktadir. Arastirma, mikro etkilesimlerin kullanici dostu,
sezgisel ve dengeli bir sekilde tasarlanmasi gerektigini vurgulamakta ve bu
etkilesimlerin yapay zeka destekli kisisellestirme, haptik geri bildirimler ve
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AR/VR entegrasyonu gibi yeni teknolojilerle daha ileri bir noktaya
taginabilecegini ongormektedir. Calisma, mikro etkilesimlerin etkili tasarimina
yonelik Oneriler sunarak, dijital tasarim siireglerinde kullanici deneyimini
iyilestirmeye yonelik teorik ve uygulamali bir ¢ergeve sunmaktadir.

Anahtar Kelimeler: Mikro Etkilesim, Hareketli Grafik, Yeni Medya, Gorsel Algt.

MICRO-INTERACTIONS IN MOTION GRAPHS IN
THE CONTEXT OF VISUAL PERCEPTION AND
SENSORY EXPERIENCE

ABSTRACT

This research aims to examine the role of micro-interactions in motion graphics
in the context of visual perception and sensory experience. Micro-interactions are
fundamental design elements that improve user experience in digital interfaces,
provide intuitive feedback, and make interaction processes more fluid. The use
of micro-interactions in motion graphics plays an important role in directing
visual perception, attracting attention, and establishing a deeper connection with
the user. In this context, the research evaluates the effects of micro-interactions
on user experience and analyzes how these interactions can be integrated into
design processes. Qualitative research method was used in the research, and
literature review and web-based content analysis methods were applied in the
data collection process. As part of the literature review, academic studies on the
effects of micro-interactions on visual perception and sensory experience were
analyzed. In the web-based content analysis, micro-interactions used on digital
platforms were systematically examined. The findings reveal that micro-
interactions in motion graphics enhance the user experience, make interaction
processes more intuitive, and help users understand transaction processes. The
research emphasizes that micro-interactions should be designed in a user-
friendly, intuitive and balanced way, and predicts that these interactions can be
taken to a further level with new technologies such as Al-supported
personalization, haptic feedback and AR/VR integration. The study provides a
theoretical and practical framework to improve user experience in digital design
processes by providing recommendations for the effective design of micro-
interactions.

Keywords: Micro-interaction, Motion Graphics, New Media, Visual Perception.
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GIRIS

Dijital teknolojilerdeki hizli ilerlemeler, gorsel iletisim alaninda c¢esitli yeni
imkanlarin dogmasina zemin hazirlamig; bu durum, kullanici deneyimini
etkileyen mikro diizeydeki etkilesimlerin 6énem kazanmasina neden olmustur.
Ozellikle mikro etkilesimler olarak adlandirilan kullanic1 arayiizlerinde yer alan
kiictik animasyonlar ve tepki hareketleri, dijital ortamda gorsel iletisim odakli
deneyimlerin ayrilmaz bir bileseni haline gelmektedir. Mikro etkilesimler,
kullanicilarin gergeklestirdigi islemlere anlik geri bildirim saglayan ve etkilesim
stirecini daha sezgisel hale getiren tasarim unsurlar1 olarak tanimlanabilir
(Shwany vd., 2024). Bu baglamda arastirmada, mikro etkilesimlerin hareketli
grafik tasariminda iistlendigi rol, gorsel alg1 ve duyusal deneyim perspektifinden
ele aliarak incelenmektedir.

Mikro etkilesimler, genellikle belirli bir kullanic1 eylemi veya sistem durumu
tarafindan tetiklenen, kisa siireli ve belirli bir amaca hizmet eden tasarim
unsurlaridir. Ornegin, indirme g¢ubugu, bir dosyamin ne kadar ilerledigini
gostermek i¢in anlik geri bildirim saglayarak kullaniciyi siirece dair bilgilendirir.
Oynatma, duraklatma ve durdurma gibi medya kontrol diigmeleri de kullanici
komutlarin1 aninda isleyerek gorsel geri bildirim sunar. Yiikleme gostergeleri ise
sistemin arka planda calistigini ve iglemin devam ettigini belirten 6nemli bir
mikro etkilesim 6gesidir. Bu tiir tasarim unsurlari, kullanici deneyimini daha
sezgisel ve anlagilir hale getirerek sistemin yanit verme kapasitesini artirir.

Mikro etkilesimlerin olusturulmasinda tetikleyici (trigger), kurallar (rules), geri
bildirim (feedback) ve dongii/modlar (loops & modes) gibi temel unsurlar
kullanilir. Tetikleyiciler, kullanic1 girisleri (tiklama, kaydirma, dokunma) veya
sistem olaylar (bildirim alinmasi, yiikleme siirecinin tamamlanmasi) tarafindan
baglatilir. Kurallar, mikro etkilesimin nasil isleyecegini belirlerken, geri bildirim
mekanizmasi kullanictya gorsel, isitsel veya dokunsal yanitlar sunar. Dongii ve
modlar ise etkilesimin tekrarlanabilirligini ve farkli durumlara uyum saglama
kapasitesini yonetir (Jergovic vd., 2024).

Mikro etkilesimler, 6zellikle kullanici arayiizii (UI) ve kullanici deneyimi (UX)
tasarimi alanlarinda yaygin olarak kullanilmaktadir ve mobil uygulamalar, web
siteleri, akilli cihazlar, sosyal medya platformlar1 gibi cesitli dijital ortamlarda
sikca karsimiza ¢ikmaktadir. ogun kullanici etkilesiminin bulundugu e-ticaret
siteleri, bankacilik uygulamalar1 ve sosyal medya platformlar1 gibi dijital
ortamlarda mikro etkilesimlerin yaygin bi¢cimde kullanildig1 goriilmektedir.
Ornegin, bir e-ticaret sitesinde "sepete ekle" butonuna basildiginda ortaya ¢ikan
animasyon veya sosyal medya platformlarinda bir igerigi begenirken kalp
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simgesinin hareketlenmesi, bu tiir etkilesimlerin kullanici deneyimini nasil
zenginlestirdigine dair yaygin 6rneklerdir.

Mikro etkilesimlerin yaygin olarak kullanildigi bir diger alan ise artirilmig
gerceklik (AR) ve sanal gerceklik (VR) uygulamalaridir. Bu ortamlarda mikro
etkilesimler, kullanicilarin sistemle daha dogal bir sekilde etkilesim kurmasini
saglamak icin dokunsal geri bildirimler, hareketle kontrol mekanizmalar1 ve
dinamik igerik degisimleri ile entegre edilmektedir. Sonug¢ olarak, mikro
etkilesimler giinlimiiz dijital tasarim siireglerinde kullanici deneyimini
giiclendiren 6nemli bir unsur olarak konumlanmakta ve etkilesimli medya
ortamlarinin giderek daha sezgisel hale gelmesine katkida bulunmaktadir.

Giliniimiizde yeni medya ortamlarinda duragan tasarimlar giderek hareketli ve
etkilesimli gorsellere evrilmekte, bu da kullanici deneyiminin dinamik bir yapiya
doniismesini saglamaktadir (Yalur, 2023). Kullanicilarin bir tasarimla etkilesime
gecerken deneyimledigi gorsel algi siiregleri ve bu siireglerin olusturdugu duyusal
deneyimler, tasarimin etkili ve bagarili olup olmadigini dogrudan belirlemektedir.
Mikro etkilesimlerin sundugu anlik geri bildirimler ve kiigiik 6lgekli
animasyonlar, yalmizca bilgilendirici bir islev {istlenmekle kalmayip, aym
zamanda kullaniciya duyusal tatmin saglayarak tasarimla duygusal bir bag
kurmasma da olanak tamimaktadir. Bu baglamda, mikro etkilesimlerin hem
kullanicty1 yonlendirme ve geri bildirim saglama gibi islevsel bir rolii hem de
estetik ve duyusal deneyimi gii¢lendiren bir yapis1 oldugu sdylenebilir.

MIKRO ETKILESIiM NEDIR?

Mikro etkilesimler, dijital arayiizlerde belirli bir amac1 yerine getiren ve kullanici
deneyimini destekleyen kiiciik Olgekli etkilesimler olarak tanimlanmaktadir.
Genellikle bir kullanici eylemi ya da sistem tarafindan tetiklenen, belirli kurallar
cergevesinde isleyen ve gorsel ya da isitsel geri bildirim sunan kisa siireli
etkilesim dongiilerinden olusmaktadir. Bu baglamda bir kullanici bir formu
eksiksiz doldurduktan sonra "Gonder" butonuna tikladiginda ekranda beliren
onay isareti animasyonu, tamamlanan iglemin basariyla gerceklestigini bildiren
bir mikro etkilesim 6rnegidir (Lee, 2024). Ornegin, gorsel 1°de yer alan agma-
kapama anahtarlari, kullanicinin sistemde bir ayan etkinlestirdigini veya devre
dis1 biraktigimi gorsel olarak dogrulayan yaygin bir mikro etkilesim 6rnegidir.
Benzer sekilde, bir kullanici fare imlecini bir butonun iizerine getirdiginde, buton
renginin degismesi veya boyutunun hafifce biiylimesi, o 0genin etkilesimli
oldugunu sezdiren bir mikro etkilesim olarak islev gormektedir.
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Sekil 1
Mikro Etkilesim Ornekleri
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Mikro etkilesimler, kullanici deneyimini sezgisel ve akici hale getiren, etkilesimli
sistemlerde yonlendirici bir rol iistlenen temel tasarim bilesenleridir. Dijital
arayiizlerde belirli bir islevi yerine getirmek ve anlik geri bildirim saglamak
amaciyla tasarlanan bu etkilesimler, tetikleyici, kural, geri bildirim ve
dongii/modlar olmak {izere dort temel bilesenden olusmaktadir (Gorsel 2).
Tetikleyici, kullanic1 girisleri (tiklama, kaydirma) veya sistem olaylar1 (bildirim
alimmasi) araciligiyla mikro etkilesimi baslatan unsurdur. Kural bileseni,
etkilesimin nasil isleyecegini ve sistemin hangi kosullarda tepki verecegini
belirlerken, geri bildirim kullaniciya gorsel, isitsel veya dokunsal bir yanit
sunarak etkilesimin anlagilir hale gelmesini saglamaktadir (Boyd & Bond, 2021;
Jergovi¢ vd., 2024).

Sekil 2

Mikro Etkilesimlerin Olusturulmasinda Temel Unsurlar

tetikleyici kurallar geri bildirim dongii/modlar
(trigger) (rules) (feedback) (loops & modes)

Ornegin, bir butona tiklandiginda gergeklesen renk degisimi veya onay sesi,
gerceklestirilen islemin bagariyla tamamlandigini gosteren tipik bir geri bildirim
ornegidir. Mikro etkilesimlerin bir diger 6nemli bileseni olan dongili ve modlar,
bir etkilesimin tekrar edip etmeyecegini ve hangi kosullarda tetiklenecegini
diizenleyerek kullaniciya asirni bilgi yiiklenmesini Onlemekte ve gereksiz
tekrarlar simirlamaktadir. Ayrica, mikro etkilesimler yalnizca sistem durumunu
bildirmekle kalmay1p, kullanictya duyusal tatmin sunarak araytizle daha giiglii bir
etkilesim kurmasina da olanak tanimaktadir (Boyd & Bond, 2021). Kullanicilar
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gerceklestirdigi eylemlerin sonuglarini daha hizl algilamalarina yardimer olan bu
tasarim unsurlari, biligsel yiikii azaltarak kullanici deneyimini kolaylastirma ve
onemli arayiiz unsurlari vurgulama gibi islevleriyle modern dijital tasarimin
ayrilmaz bir parcasi haline gelmistir (Almaral vd., 2023).

Giliniimiizde mikro etkilesimler, web siteleri, mobil uygulamalar, giyilebilir
teknolojiler, kiosk arayiizleri ve dijital reklam panolar1 gibi ¢ok ¢esitli dijital
ortamlar ve etkilesimli sistemlerde yaygin olarak kullanilmaktadir. Ornegin, bir
akilli telefon uygulamasinda mesaj génderme islemi tamamlandiginda ekranda
beliren kisa siireli “gonderildi” onay1, mikro etkilesimlerin kullanictya anlik geri
bildirim saglama iglevine drnek olarak gosterilebilir. Benzer sekilde, bir akillh
saat ekraninda kullanicinin aktivite hedefini tamamladiginda olusan titresimli
veya animasyonlu geri bildirim ya da bir e-ticaret sitesinde “sepete ekle”
butonuna basildiginda butonun kisa siireligine renk degistirmesi veya biiyiimesi
kullanict deneyimini iyilestiren diger mikro etkilesim 6rneklerindendir.

Mikro etkilesimlerin temel amaci, kullanic1 deneyimini daha akici ve
bilgilendirici hale getirmek, sistemin isleyisine dair anlik geri bildirim saglamak
ve etkilesim siireglerini sezgisel hale getirmektir. Kullanicilar, mikro etkilesimler
sayesinde gerceklestirdikleri islemlerin sonucunu aninda gorerek dijital
arayiizlerle dogal bir iletisim kurma olanagina sahip olmaktadir. Bu baglamda,
mikro etkilesimler, kullanilabilirlik ve estetik unsurlarimi bir araya getirerek
modern arayliz tasariminin vazgecilmez bir pargasi haline gelmis ve kullanici
deneyimini daha sezgisel, tatmin edici ve etkilesimli hale getiren énemli bir
tasarim bileseni olmustur.

HAREKETLI GRAFIKLERDE MiKRO ETKILESIMLER

Hareketli grafikler (motion graphics), duragan gorsellerin hareket ve
animasyonla biitiinlestigi bir tasarim alanidir ve dijital teknolojilerin gelisimiyle
birlikte kullanim alanmi genislemistir. ilk olarak 1960 yilinda John Whitney
tarafindan dile getirilen bu kavram, Saul Bass gibi Onciiler tarafindan
benimsenmis ve sinema, televizyon ve reklamcilik basta olmak {izere birgok
alanda uygulanmaya baslanmistir. Baslangicta yalnizca televizyon ve sinema
prodiiksiyonlarinda  kullanilan  hareketli grafikler, zamanla bilgisayar
teknolojilerinin geligsmesiyle birlikte mobil uygulamalar, web arayiizleri ve dijital
billboard’lar gibi farkli ekranlarda da yayginlagsmistir (Delil, 2023). Gilinlimiizde
ozellikle sosyal medya platformlarinda dinamik igeriklerin 6n plana ¢ikmasi,
hareketli grafiklerin kullanimim daha da yayginlastirmis ve duragan tasarimlarin
hareketlenmesini  zorunlu hale getirmistir. Reklamcilik, sinema, egitim
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materyalleri ve sanatsal projeler gibi birgok alanda kullanilan bu tasarim bigimi,
gorsel anlatimi daha etkileyici ve dinamik hale getirerek kullanicilarin dikkatini
¢cekme ve bilgiyi daha anlasilir sunma amaci tasimaktadir. Bu tarihsel siireg
incelendiginde, grafik tasarim disiplininin duragan goriintiilerden etkilesimli ve
dinamik yapiya evrildigi sdylenebilir.

Hareketli grafiklerin etkilesimli dijital medyayla bulugmasi, mikro etkilesimlerin
onemini daha da artirmistir. Web ve mobil araytizlerdeki hareketli 6geler, artik
tek yonlii animasyonlar olmaktan ¢ikip kullaniciyla etkilesim halinde c¢alisan
mikro animasyonlara déniismiistiir. Ornegin, bir mobil uygulamada menii
ikonunun animasyonla “X” bi¢cimine doniiserek meniiniin a¢ildigini ifade etmesi
ya da bir web sitesinde butona tiklanmasinin ardindan kisa siireli bir dalga
efektinin yayilmasi, hareketli grafik unsurlarin mikro etkilesimlerle
biitiinlestirilmesine yonelik O6rnekler arasinda yer almaktadir. Bu tiir mikro
etkilesimler, hareketli grafik tasarimina yalnizca estetik bir boyut kazandirmakla
kalmaz, ayn1 zamanda tasarimi islevsel ve kullanic1 odakli bir deneyim alanina
tasir (Ozmutlu & Kurt, 2021; Xue, 2023). Iyi kurgulanmis mikro etkilesimler,
kullaniciy1 yonlendirir, islemlerin akigini anlagilir kilar ve arayiiziin geri bildirim
mekanizmasim giiclendirir.

Hareketli grafiklerin kullanici deneyimine etkisi iizerine yapilan g¢aligmalar,
kiigtik etkilesimlerin genel deneyimi iyilestirdigini gostermektedir (Almaral
Martinez vd., 2023; Boyd & Bond, 2021; Bayar, 2024; Doli¢ vd., 2024; Jergovic¢
vd., 2024; Mansour, 2025; Saffer, 2013; Setiawan & Mulyanto, 2024; Shwany
vd., 2024). Bir arayiiz ne kadar sik tasarlanmis olursa olsun, kullanici etkilesimi
sirasinda aldigi hissiyat ve geri bildirimler zayifsa, deneyim eksik kalacaktir.
Mikro etkilesimlerin entegre edildigi hareketli grafik tasarimlar, kullaniciya
yaptiklar eylemin sonucunu veya sistemin durumunu aninda ileterek etkilesimi
daha tatmin edici ve akici hale getirir. Bu baglamda mikro etkilesimler, hareketli
grafiklere sadece gorsel bir canlilik katmakla kalmayip, ayni1 zamanda kullanici
ile arayiiz arasinda duygusal bir bag kurulmasini saglamaktadir. Kullanict bir
eylem yaptiginda arayiiziin tepki vermesi, sanki tasarimin “canli” oldugu hissini
dogurur; bu da modern dijital {irlinlerde aranan bir niteliktir (Saffer, 2013). Sonug
olarak, hareketli grafik tasarim ile mikro etkilesimlerin biitiinlesmesi, giincel
dijital tasarim pratiklerinin merkezinde yer almakta ve kullanict deneyimini hem
pratik hem de estetik agidan iist seviyeye tasimaktadir.
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HAREKETLI GRAFIKLERDE GORSEL ALGI VE DUYUSAL
DENEYIM

Algi, bireyin ¢evresinden gelen duyusal uyaricilart zihinsel olarak isleyerek
anlamlandirmasini saglayan bir siirectir (Ertan & Sansarci, 2020). Gorsel algi ise,
bu siirecin gorsel uyaricilar iizerinden gerceklesen bir formu olup, kullanicilarin
renk, sekil, hareket ve mekansal iliskileri yorumlayarak dijital arayiizleri
anlamlandirmasim saglamaktadir. Ozellikle dijital ortamda hareketli grafikler ve
mikro etkilesimler, kullanici deneyimini sekillendiren kritik bilesenler olarak dne
cikmaktadir. Bu unsurlar, yalmizca tasarima estetik bir katki sunmakla kalmaz,
ayn1 zamanda kullanicilarin bilgiye daha hizli ve sezgisel bir sekilde erismesini
saglar. Gorsel alginin bu boyutu, kullanicilarin bir arayiizde sunulan bilgiyi nasil
isledigi, yorumladigi ve anlamlandirdigiyla dogrudan iligkilidir (Almaral
Martinez et al., 2023; Jergovi¢ et al., 2024).

Gorsel algi, kullanicilarin bir arayiizde sunulan bilgiyi nasil isledigi ve
anladigiyla ilgilidir. Hareketli grafikler ve mikro etkilesimler, dogru
kullanildiginda insan gorsel algisimnin avantajlarina hitap ederek mesajin daha
etkin iletilmesini saglar. Ornegin, arayiizdeki animasyonlar dikkati énemli bir
noktaya ¢ekmek veya bir iglemin gerceklestigini gostermek icin kullanilabilir.
Yapilan arastirmalar, animasyonun c¢oklu ortamli arayiizlerin vazgegilmez bir
unsuru haline geldigini ve uygun sekilde uygulandiginda kullanic1 deneyimini
belirgin bigimde iyilestirdigini ortaya koymaktadir (Almaral Martinez et al.,
2023; Boyd & Bond, 2021; Ozmutlu & Kurt, 2021; Xue, 2023). Dogru
zamanlanmig ve amacina uygun animasyonlar, kullanicinin bekleme siiresini algi
olarak kisaltabilir, karmagik bir iglemi daha anlasilir hale getirebilir, biligsel
destegi artirabilir ve kullanici dikkatini yiikseltebilir. Ornegin bir yiiklenme
(loading) animasyonu, gercekte islemi hizlandirmasa da kullaniciya zamanin
gectigine dair gorsel bir ipucu sunarak bekleme hissini azaltir. Benzer sekilde, bir
0genin basarili sekilde islendigini goOsteren onay animasyonu, kullaniciya
gorevini tamamladigina dair tatmin edici bir geri bildirim verir.

Mikro etkilesimler tasarlanirken, insanin algisal ve biligsel smirlarini dikkate
almak gerekir. Cok uzun veya karmagik mikro animasyonlar, fayda yerine biligsel
yiik getirebilir ve kullaniciy1r yorabilir. Nitekim bazi arastirmalar, kullanici
arayiizlerinde gereksiz tiklamalar veya ¢ok adiml etkilesimler iceren karmagik
mikro etkilesimlerin, biligsel yiikii artirarak kullanicida kafa karisiklign ve
memnuniyet diislisiine yol actigim ortaya koymaktadir. Buna karsilik, yalin ve
sezgisel bicimde tasarlanmis mikro etkilegsimlerin, kullanicilarin arayiizii daha az
caba ile anlamasini ve kullanmasini kolaylastirarak genel memnuniyeti olumlu
yonde etkiledigi gosterilmistir (Jergovi¢ vd., 2024; Shwany vd., 2024). Bu
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baglamda, gorsel algi acisindan mikro etkilesim tasariminda sadelik ve iglevsellik
dengesi 6n planda tutulmalidir. Burada temel amag, en yalin ve etkili yontemle
kullanictya gerekli geri bildirimi sunarak etkilesimi sezgisel hale getirmektir.

Duyusal deneyim boyutu incelendiginde, mikro etkilesimlerin yalnizca gorsel
uyarilarla sinirlh kalmadigi; ayn1 zamanda dokunsal (6rnegin titresim) ve isitsel
uyarilarla da kullanici deneyimini zenginlestirebildigi goriilmektedir. Bu tiir
etkilesimler, kullanici ile arayiiz arasinda ¢ok-duyulu bir deneyim olusturarak
etkilesimin daha derin ve etkili bir hale gelmesini saglar. Ornegin bir akilli telefon
arayiiziinde, bir tusa basildiginda eszamanli olarak hem animasyonun goriilmesi
hem de hafif bir titresimin hissedilmesi, s6z konusu mikro etkilesimi yalmizca
gorsel degil, ayn1 zamanda dokunsal bir baglamda da pekistirir.

Etkilesimli sanat pratiklerine iliskin degerlendirmeler de, c¢oklu duyusal
uyarilarin izleyicinin algisal katilimini artirdigini ve deneyimi derinlestirdigini
ortaya koymaktadir. Bu baglamda Costello (2007), etkilesimli sanatlardaki
deneyimi incelerken tamimladigi “zevk g¢ergevesi” (pleasure framework)
kapsaminda, duyumsal haz ve bedensel hissiyati temel alan kategorilere de yer
vermistir. Duyulara dogrudan hitap eden bu yonler, etkilesimsel deneyimlerin
yalnizca biligsel degil, aynm1 zamanda duygusal ve duyusal diizeyde de anlam
iiretmesini saglamaktadir. Bu c¢ercevede tasarlanan mikro etkilesimler,
kullanicinin iiriinle kurdugu bagin duygusal boyutunu giiclendirebilir. Basit bir
animasyonun yarattigi memnuniyet duygusu, tasarimin sadece islevsel degil, aym
zamanda duyusal tatmin saglayan bir iletisim araci haline gelmesinden
kaynaklanir. Bu kisa ama yogun deneyim anlar1, kullanicilarin {irtinle duygusal
iligki kurmasina katkida bulunarak genel kullanici deneyimini olumlu yénde
pekistirir.

Sonug olarak, etkili bir mikro etkilesim tasarimi; gorsel algi ilkelerini (6rnegin
dikkat yonlendirme, anlik geri bildirim saglama, biligsel yiikii azaltma) gozeterek
ve duyulara hitap eden uyaranlar dikkate alarak, hem islevsel hem de akilda
kalic1 bir kullanic1 deneyimi yaratmay1 amaglamalidir.

YENI MEDYADA HAREKETLI GRAFIKLER VE MIKRO
ETKILESIMLER

Dijital teknolojilerin hizla gelismesiyle birlikte hareketli grafikler, gorsel iletigim,
medya tasarimi ve kullanic1 deneyimi tasarimi gibi birgok alanda 6nemli bir arag
haline gelmistir. Geleneksel grafik tasarimin sinirlarm asarak dinamik, katmanl
ve etkilesimli bir yapiya biiriinen hareketli grafikler, 6zellikle dijital platformlar
ve kullanici arayiizlerinde yaygin olarak kullanilmaktadir. Sosyal medya, web
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tasarimi, mobil uygulamalar ve dijital reklamcilik gibi alanlarda hareketli
grafikler, kullanic1 dikkatini ¢gekmek, mesaji daha etkili iletmek ve etkilesimi
artirmak amaciyla giderek daha fazla tercih edilmektedir (Keles Oksar, 2022).
Mikro etkilesimler ise, dijital sistemlerde kullanicilarin yaptiklar1 eylemlere anlik
geri bildirim saglayan ve etkilesimi daha sezgisel hale getiren kiiglik 6lgekli
tasarim bilesenleri olarak tamimlanmaktadir. Hareketli grafiklerle birlestiginde,
mikro etkilesimler kullanici deneyimini giliclendiren ve arayiizleri daha akici hale
getiren kritik bir unsur olarak 6ne ¢ikmaktadir.

Dijital tasarimda hareketli grafiklerin mikro etkilesimlerle biitiinlesmesi,
kullanict algisin1 yonlendirme ve bilgi aktarimini daha etkili hale getirme
acisindan biiyiik dnem tasimaktadir. Ornegin, video bazli iceriklerde, yiikleme
ekranlarinda veya veri gorsellestirme siireglerinde kullanilan hareketli grafikler,
yalnizca estetik bir unsur olmanin 6tesinde kullanicinin islem siirecini anlamasina
ve etkilesime girmesine yardimci olan bir rehber niteligi tagimaktadir. Hareketli
grafikler, gecisleri yumusatarak araylizde stirekliligi saglarken, mikro
etkilesimler ise bu gecisleri kullanici geri bildirimiyle pekistirmektedir
(Userpilot, 2024).

Son yillarda yapilan arastirmalar, hareketli grafiklerin ve mikro etkilesimlerin
kullanict deneyimi {izerindeki olumlu etkilerini ortaya koymaktadir (Almaral
Martinez vd., 2023; Boyd & Bond, 2021; Doli¢ vd., 2024; Jergovi¢ vd., 2024;
Setiawan & Mulyanto, 2024; Saffer, 2013; Shwany vd., 2024). Anhk geri
bildirim saglama, etkilesimi yonlendirme ve kullaniciyr belirli bir islemi
tamamlamaya tesvik etme gibi islevleri nedeniyle, bu unsurlar web
arayiizlerinden mobil uygulamalara, artirilmis gerceklik (AR) projelerinden sanal
gerceklik (VR) deneyimlerine kadar bircok dijital platformda yaygm olarak
uygulanmaktadir. Ornegin, bir hava durumu uygulamasinda yagmur yagdiginda
arayiizde hafif bir damla animasyonunun goriilmesi ya da bir saglik
uygulamasinda kullanicinin  belirli bir hedefe ulastiginda ekranin renk
degistirerek anlik bir basari hissi yaratmasi, mikro etkilesimlerin kullanict
psikolojisi iizerindeki etkisini ortaya koyan orneklerdendir. Bu tiir mikro
etkilesimler, yalmizca islevsel geri bildirim sunmakla kalmaz; ayn1 zamanda
kullanicida duygusal bir tatmin duygusu olusturarak deneyimi daha anlamli héle
getirir (Jergovi¢ et al., 2024; Shwany et al., 2024). Arastirmalar, bu tiir sezgisel
ve amaca uygun mikro etkilesimlerin, kullanicinin sistemle olan etkilesimini daha
akici ve kisisel hissettirdigini gostermektedir (Almaral Martinez et al., 2023).

Hareketli grafikler ve mikro etkilesimlerin birlesimi, kullanici deneyimini hem
biligsel hem de duygusal diizeyde gelistiren bir tasarim yaklagimi sunmaktadir.
Kullanicinin bir arayiizle olan etkilesimini daha akici ve sezgisel hale getiren bu
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unsurlar, iletisimi giliglendiren, dikkat ¢ekici ve akilda kalic1 bir deneyim yaratma
potansiyeline sahiptir. Yapay zeka destekli dinamik gorsellerin, artirilmig
gergeklik uygulamalarinda kisisellestirilebilir hareketli grafiklerle biitlinlesmesi,
kullanict deneyimini daha derin, etkilesimli ve anlamli héale getirme potansiyeli
tagimaktadir. Bu dogrultuda, kullanici verilerine duyarli bigimde 6zellestirilen
gorsel iceriklerin, gelecekte dijital etkilesim tasariminda belirleyici bir rol
iistlenmesi muhtemel goriilmektedir. Bununla birlikte, dokunsal (haptik) geri
bildirimlerin gelismis mikro etkilesimlerle birlestirilmesi, kullanicilarin dijital
ortamlarla daha sezgisel ve duyusal bir sekilde etkilesime girmesine olanak
taniyabilir. Bu dogrultuda, dijital tasarim siireclerinin, bireysel tercihlere uyum
saglayan ve ¢ok boyutlu etkilesimler sunan daha dinamik bir yapiya evrilecegi
varsayilmaktadir.

Hareketli grafikler ve mikro etkilesimlerin birlesimi, modern dijital tasarim
anlayisiin temel bilesenlerinden biri haline gelmistir. Bu iki unsur, kullanic
odakli tasarim anlayisim1 destekleyerek, hem estetik hem de islevsel agidan
kullanict deneyimini gelistirmeye devam etmektedir.

YONTEM

Bu arastirma, mikro etkilesimlerin dijital tasarim siirecleri ve kullanici deneyimi
iizerindeki etkilerini incelemek amaciyla nitel arastirma yontemi gergevesinde
yurlitiilmistiir. Arastirmada literatlir taramasi ve web tabanli igerik analizi
yontemleri birlikte kullanilmigtir. Literatlir taramasi kapsaminda, mikro
etkilesimlerin kullanic1 arayiizii (UI) ve kullanic1 deneyimi (UX) baglamindaki
islevlerini ele alan giincel akademik yaymlar incelenmistir. “Mikro etkilesim”
anahtar kelimesiyle yapilan taramalarda Dergipark, TR Dizin ve YOK Tez veri
tabanlarinda konu basliginda dogrudan ilgili bir caligmaya rastlanmamistir. Bu
durum, alandaki yerli literatiir eksikligini ortaya koymakta; caligmanin
Ozgiinliigiini ve katki potansiyelini artirmaktadir. Bu nedenle literatiir
taramasiin biiyiik boliimi uluslararas1 yaymlar, yabanci indeksli dergiler ve
Ingilizce kaynaklar iizerinden gerceklestirilmistir. Ayrica hareketli grafikler,
animasyonlar ve etkilesimli arayiizlerin kullanici deneyimine etkisine dair
bulgular, arastirmanin igerik analizleriyle iliskilendirilmis; literatiirde yer alan
benzer sonuglara caligmanin diger bdliimlerinde de yer verilmistir.

Web tabanli igerik analizinde, mikro etkilesimlerin yogun olarak kullanildig
dijital platformlar amach 6rnekleme yontemi ile belirlenmistir. Bu kapsamda
analiz edilen platformlar sunlardir: WhatsApp, Instagram, Google, Facebook, X
(Twitter), TikTok, LinkedIn, Amazon.com.tr, YouTube, Netflix, Spotify, IKEA
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Place, Snapchat, GarantiPay ve Apple Watch. S6z konusu platformlar; yiiksek
kullanict  etkilesimi, erisilebilirlik ve mikro etkilesim Orneklerinin
gozlemlenebilirligi gibi Olgiitler dikkate alinarak secilmigtir. Gorsel O6rnek
sunulan platformlar ise GarantiPay, IKEA Place, LinkedIn, Amazon.com.tr ve
Instagram’dir.

Inceleme siirecinde, kullanic1 eylemlerine dogrudan yanit veren animasyonlar,
ikon degisimleri, gegis efektleri, uyar1 mesajlar1 ve benzeri mikro etkilesimler
baglamsal olarak ele alinmistir. Ozellikle kullanici yonlendirme, sistem geri
bildirimi saglama, estetik katki sunma ve etkilesimi artirma gibi temel islevler
dikkate alinarak Ornekler betimlenmis ve gorsellerle desteklenmistir.
Aragtirmanin veri analizi siirecinde gozleme dayali betimleyici analiz ve
baglamsal yorumlama yaklasimlar tercih edilmistir. Mikro etkilesimler, her
platformun kendi baglami iginde islevsel agidan degerlendirilmis, kullanici
deneyimine etkileri 6rnek iizerinden yorumlanmaistir.

Aragtirma siirecinde yalnizca kamuya agik dijital platformlar ve igerikler
kullanilmis, kisisel verilere erisilmemis ve tiim siireg etik ilkelere uygun bigimde
yiiriitiilmiistiir. Bu nedenle ¢alismada etik kurul onay1 gerektirecek bir durum s6z
konusu olmamustir.

MIKRO ETKILESIMLERIN DIiJITAL TASARIM SURECLERINDEKI
YERI

Caligmada analiz edilen dijital ortamlar, farkli kullanic1 senaryolar ve dijital
etkilesim tiirlerine gore smiflandirilmistir. Bu kapsamda, kullanici arayiizleri ve
mobil uygulamalar, web siteleri ve e-ticaret platformlari, sosyal medya mecralar
ve etkilesimli icerik alanlar, akilli cihazlar ile giyilebilir teknolojiler, artirilmis
ve sanal gerceklik sistemleri ile dijital 6deme sistemleri ve mobil bankacilik
uygulamalar1 temel kategoriler olarak ele alinmigtir.

S6z konusu platformlar; genis kullanici kitlelerine hitap etmeleri, mikro
etkilesimlerin kullanici deneyimini dogrudan etkileyebilecegi senaryolar
sunmalar ve igeriklerinin dijital ortamda erisilebilir ve gdzlemlenebilir nitelikte
olmasi gibi gerekcelerle secilmistir. Bu smiflandirma sayesinde, mikro
etkilesimlerin farkl dijital baglamlardaki iglevlerine yer verilmistir.

KULLANICI ARAYUZLERI (UI) VE MOBIL UYGULAMALAR

Giliniimiizde neredeyse herkes, giinlilk yasaminda farkinda olarak ya da olmadan
mikro etkilesimlerle karsilasmaktadir. Ozellikle mobil uygulamalar, bu kiiciik
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ama etkili tasarim unsurlarinin en yaygin kullamldigi dijital platformlardir.
Ornegin, Instagram’da bir gonderiyi begendiginizde kalp simgesinin biiyilyerek
kirmiz1 renge doniismesi, kullanictya anlik bir geri bildirim sunarak eylemin
gergeklestigini dogrulamaktadir (Gorsel 3). Benzer sekilde, WhatsApp'ta bir
mesaj yazilirken goriinen “yaziyor...” ifadesi, karsi tarafin yanit hazirladigin
gostererek iletisimi daha akici ve sezgisel hale getiren bir mikro etkilesim
ornegidir. Google arama kutusunda yazmaya baglandiginda beliren otomatik
tamamlama Onerileri, kullanicty1 yonlendirerek bilgi erisimini hizlandirmakta ve
arama siirecini daha verimli hale getirmektedir.

Sekil 3
Refik Anadol Instagram Postu Begeni Butonu Mikro Etkilesim Ornegi

&) refikanadol

&) refikanadol
L
\_~ MoMA The Museum of Modern Ar

MoMA The Museum of Modern Art

292bin (3.798 Y/ 48,7 bin

Q292bin (3798 Y/ 487 bin

(Kaynak: Anadol, 2023).

Gorsel 3’te, Instagram’da bir gonderinin begenilmesiyle gergeklesen mikro
etkilesim 6rnegi goriilmektedir. Kullanict bir gonderiyi begendiginde, ekranda
biiylik bir beyaz kalp belirir ve ardindan begeni simgesi kirmiziya doniiserek
islemin gergeklestigini gorsel olarak ifade eder. Bu tiir mikro etkilesimler,
kullanictya sistemin yanit verdigini gostererek dijital arayiizle olan etkilesimi
daha belirgin hale getirir. Instagram’in yam sira Facebook, X (Twitter), TikTok
ve LinkedIn gibi sosyal medya platformlarinda da begeni, yorum veya paylasim
islemleri sirasinda benzer gorsel geri bildirimler sunulmaktadir.

Mobil arayiizlerde gozlemlenen bu kiiciik Olgekli etkilesimler, kullanicilarin
uygulamalarla etkilesime geg¢me siirecinde yonlendirici ve bilgilendirici rol
oynar. Mikro animasyonlar, arayliziin sadece islevsel degil, ayn1 zamanda
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kullanictya islem sonucunu aninda gosteren bir yap1 kazanmasina katki saglar.
Bu tiir 6geler, modern UI/UX tasariminda sik¢a basvurulan kullanici geri
bildirimi araglar1 arasinda yer almaktadir.

WEB SITELERI VE E-TICARET PLATFORMLARI

Web sitelerinde ve e-ticaret platformlarinda mikro etkilesimler, kullanici
deneyimini daha sezgisel ve yonlendirici hale getirmek amaciyla yaygin sekilde
kullanilmaktadir. Ornegin, Amazon veya Trendyol gibi platformlarda, bir iiriin
sepete eklendiginde ikonun hareketlenmesi veya butonun kisa siireligine gorsel
degisiklige ugramasi, kullanicinin igleminin sistem tarafindan alindigini ve
basartyla gerceklestigini algilamasina yardimci olur (Gorsel 4).

Sekil 4
Amazon E-Ticaret Platformu Sepete Ekle Butonu Mikro Etkilesim Ornegi

Sepete ekle ( Sepete ekle ) r @ Sepete eklendi
Sip.

o = iparisiniz UCRETSIZ Teslir
SimdiAl Simdi Al tamamlama adiminda bu s

Buton tiklamadan 6nce Buton tiklandiginda Buton tiklandiktan sonra

(Kaynak: Amazon.com.tr, t.y.).

Gorsel 4’te, e-ticaret platformlarinda sik karsilasilan bir mikro etkilesim 6rnegi
yer almaktadir. Kullanici "Sepete Ekle" butonuna tiklamadan 6nce buton standart
sar1 renkte goriintiilenmekte, tiklama aninda ise ¢ercevesi belirginleserek bir
sistemsel geri bildirim sunmaktadir. Tiklama sonras1 butonun rengi ve metni
degiserek "Sepete eklendi" ifadesi ve onay isareti ile kullaniciya iglem sonucunu
bildirmektedir. Bu tiir mikro etkilesimler, kullaniciya sistemin yamit verdigini
anlik olarak gostererek siireci daha takip edilebilir ve etkilesimli hale
getirmektedir.

Benzer sekilde, YouTube ve Netflix gibi video platformlarinda igerikler
yiiklenirken ilerleme ¢ubugunun animasyonla dolmasi, kullaniciya sistemin
calistigima dair anlik bir gorsel bildirim saglar. Bu tiir yiikleme gostergeleri,
ozellikle belirsizlik durumlarmi azaltarak kullanicinin islem siirecini takip
edebilmesine olanak tanir. Bdylece mikro etkilesimler, sadece estetik degil, ayni
zamanda islevsel bir iletigim araci olarak da kullanic1 deneyimini destekler.
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SOSYAL MEDYA VE ETKILESIMLI iCERIKLER

Sosyal medya platformlari, kullanici etkilesimini artirmak amacrtyla ¢esitli mikro
etkilesimleri barindirmaktadir. LinkedIn'de bir baglanti istegi gonderildiginde
butonun “Baglanti Kur” ifadesinden “Baglant1 Bekleniyor” durumuna ge¢mesi,
kullanicinin igleminin sistem tarafindan islendigini gosteren tipik bir mikro
etkilesimdir (Gorsel 5). Benzer sekilde Instagram sosyal medya platformunda
takip et butonuna tikladigin takip veya istek gonderildi olarak ger¢eklesen durum
degisiklikleri mikro etkilesim 6rnegidir.

Sekil 5
LinkedIn Sosyal Medya Platformu Baglanti Kur Butonu Mikro Etkilesim Ornegi

e . .\ O
(@& Baglantikur 2+ Baglant: kur (_ O©Beklemede >
Buton tiklamadan 6nce Buton iizerine gelindiginde Buton tiklandiktan sonra

(Kaynak: LinkedIn.com, t.y.).

Gorsel 5°te, LinkedIn platformunda bir kullanict baglant1 istegi gonderdiginde
butonun "Baglanti Kur" ifadesinden "Beklemede" durumuna gegisi
gosterilmektedir. Bu degisim, kullanicinin gerceklestirdigi islemin sistem
tarafindan islendigini ve istegin kars1 tarafa iletildigini belirten tipik bir mikro
etkilesim Ornegidir. Kullanici, butonun iizerine geldiginde c¢ergevenin
kalinlasmasi gibi gorsel geri bildirimler alarak etkilesimi daha sezgisel bir sekilde
deneyimlemektedir. Bu tiir mikro etkilesimler, sistemin durum degisikliklerini
kullanictya aninda bildirerek etkilesimli bir kullanici deneyimi sunar.

X'te bir post begenildiginde veya repost edildiginde olusan kiiciik animasyonlar,
kullaniciya gorsel ve hareketli geri bildirim sunarak etkilesimi daha tatmin edici
hale getirmektedir. Spotify’da bir sarkiy1 favorilere eklerken kalp simgesinin
anlik olarak canlanmasi, miizik dinleme deneyimini daha duyusal ve tatmin edici
hale getiren bir mikro etkilesim 6rnegidir.

AKILLI CIHAZLAR VE GIYIiLEBILIiR TEKNOLOJILER

Giyilebilir teknolojilerde mikro etkilesimler, kullaniciya anlik geri bildirim
sunarak fiziksel eylemlerini desteklemektedir. Apple Watch’ta kullanicinin
giinliik hareket hedefini tamamladiginda goriilen dairesel animasyon, basari
hissini pekistiren ve kullanici motivasyonunu artiran bir mikro etkilesim
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ornegidir. Telefonun sessize alinmasi sirasinda gergeklesen kiiciik simge
degisimleri veya dokunsal bildirim islemin basariyla tamamlandigin
dogrulamaktadir. Dokunmatik klavyelerde tuglara basildiginda hafif biiylime
efekti veya haptik titresim hissi, fiziksel klavye deneyimini taklit ederek
kullanicinin yazim siirecini daha dogal hissetmesini saglamaktadir.

ARTIRILMIS GERCEKLIiK (AR) VE SANAL GERCEKLIK (VR)
SISTEMLERI

Artinlmis gergeklik ve sanal gerceklik uygulamalari, kullanicinin gevresiyle
etkilesimini giiclendirmek amacryla mikro etkilesimleri siklikla kullanmaktadir.
Snapchat ve Instagram filtreleri, yiiz tanima efektleri ile anlik olarak
kullanicilarin yiiz ifadelerine uyum saglamaktadir. Meta Quest VR gibi sanal
gergeklik platformlarinda, bir nesneyle etkilesime girildiginde dokunsal veya
gorsel geri bildirim alinmasi, sanal ortamin daha gercek¢i ve sezgisel hale
gelmesini saglamaktadir. IKEA Place (Gorsel 6) gibi artirilmis gergeklik
uygulamalarinda, kullanict bir mobilyay1 sectiginde mekénda gercek zamanli
olarak canlandirilmasi, AR teknolojilerinde mikro etkilesimlerin nasil
kullanildigimi gdsteren dnemli bir drnektir.

Sekil 6
IKEA Place AR Uygulamasi: Mikro Etkilesim Ornegi

(Kaynak: Inter IKEA Systems B.V., 2017).

Gorsel 6, bir kullanicinin artirdlmig gergeklik (AR) teknolojisiyle sanal bir
mobilyay1 gergek zamanl olarak mek&nina konumlandirmasini géstermektedir.
Bu siiregte dlgeklendirme, golgelendirme ve perspektif uyumu, nesnenin fiziksel
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ortamla biitiinlegsmesini saglayarak gerceke¢i bir gorsellestirme sunar.
Dokunmatik komutlarla nesnenin dondiiriilmesi, tasmmmasi ve boyutunun
ayarlanabilmesi, kullanictya iirlinii farkli agilardan degerlendirme imkani
taniyarak bilingli karar vermesine yardimci olur. Bu baglamda AR tabanh
aligveris uygulamalari, mikro etkilesimler aracilifiyla kullanici deneyimini
zenginlestirerek tliketici davraniglarini sekillendiren yenilikgi bir teknoloji olarak
one ¢ikmaktadir.

DIiJITAL ODEME SISTEMLERi VE BANKACILIK UYGULAMALARI

Finans ve bankacilik sektorlerinde mikro etkilesimler, kullanic1 deneyimini
gelistirmek, gilivenilirligi artirmak ve islemleri daha sezgisel hale getirmek
amactyla yaygin olarak kullanilmaktadir. Dijital 6deme sistemlerinde, bir islemin
basartyla tamamlandiginmi gostermek i¢in ekranin yesil renkle yanip sénmesi,
onay isaretinin belirgin hale gelmesi veya kullaniciya yonlendirici bir geri
bildirim sunan metinlerin goriintiilenmesi, gorsel mikro etkilesim Ornekleri
arasinda yer almaktadir. Benzer sekilde, temassiz 6deme siireglerinde kart veya
mobil cihaz kullanildiginda gerceklesen hafif titresim veya ses efekti, islemin
basarili bir sekilde gerceklestirildigine dair anlik geri bildirim saglayarak
kullanicilarin siireci bilingli bir sekilde takip etmesine olanak tanimaktadir. Bu
tiir mikro etkilesimler, dijital finansal islemlerde kullanici giivenligini ve
etkilesimini gii¢clendiren 6nemli tasarim unsurlaridir.

Sekil 7
GarantiPay Uygulamas: Dijital Odeme Mikro Etkilesim Ornegi

hepsiburada 9t Garanti ﬁﬁy_

GarantiPay

@

TEBRIKLER

(Kaynak: BonusTv, 2019).
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Gorsel 7°de, GarantiPay Odeme sisteminin bir aligveris islemi sonrasinda
kullaniciya sundugu mikro etkilesim 6rnegi goriilmektedir. Kullanicinin iglemi
basartyla tamamlamasinin ardindan ekranda belirgin bir onay isareti ve
"TEBRIKLER" ifadesi goriintiilenerek, islemin basarili oldugu gorsel ve
metinsel geri bildirimle pekistirilmektedir. Bu tiir mikro etkilesimler, kullanicinin
islemi tamamladigina dair kesin bir dogrulama almasini saglayarak, gliven hissini
artirir ve kullanic1 deneyimini daha akici hale getirir.

Bu ornekler, mikro etkilesimlerin kullanici deneyimini nasil gelistirdigini ve
dijital tasarim siireclerinde nasil kritik bir rol oynadigimi gostermektedir.
Kullanicilarin sistemle olan etkilesimlerini sezgisel hale getiren bu kiigiik 6lgekli
tasarim unsurlar, bilgilendirici ve yonlendirici olmanin yan sira, kullanicilarin
duygusal ve duyusal bag kurmasini da desteklemektedir. Glintimiizde yapay zeka,
sesli komutlar ve artirilmis gergeklik gibi yeni teknolojilerle daha da zenginlesen
mikro etkilesimler, dijital iirtin ve hizmetlerin kullanici dostu olmasin saglayarak
tasarim siirecinin temel bir bileseni haline gelmistir. Gelecekte, mikro
etkilesimlerin kisisellestirilebilir hale gelmesiyle birlikte, dijital platformlarin
kullanic1 beklentilerine daha uyumlu ve etkilesim odakli bir yapiya evrilecegi
ongoriilmektedir.

SONUC

Bu aragtirma, mikro etkilesimlerin dijital tasarim siire¢lerindeki roliinii ve
kullanict deneyimleri iizerindeki etkilerini kuramsal bir ¢ergevede ele alarak
incelemistir. Literatiir taramas1 ve web tabanli icerik analizi yoluyla elde edilen
bulgular, mikro etkilesimlerin dijital platformlarda kullanic1 deneyimini sezgisel
ve akici hale getirdigini, aym1 zamanda giliven ve duygusal bag olusturmada
onemli bir islev gordiigilinii ortaya koymaktadir. Sosyal medya, e-ticaret ve mobil
uygulamalarda kullanilan mikro etkilesimler, kullanicilarin islem siire¢lerini
anlamalarina yardime1 olurken, hizli ve etkili geri bildirim mekanizmalar ile
deneyimi iyilestirmektedir.

Aragtirma, mikro etkilesimlerin basarili bir sekilde uygulanabilmesi igin
sadeligin, islevselligin ve kullanict odakli tasarim ilkelerinin 6n planda tutulmasi
gerektigini gdstermektedir. Asir1 karmasik veya gereginden uzun siiren mikro
etkilesimlerin, kullanici deneyimini olumsuz yonde etkileyerek biligsel yiikii
artirabilecegi belirlenmigtir. Bu nedenle, arastirmada incelenen &rnekler
dogrultusunda mikro etkilesimlerin tasariminda hizli, sezgisel ve dikkat
dagitmayan geri bildirimlerin tercih edilmesi gerektigi sonucuna ulasilmistir.
Kullanicilarin iglem siirecini anlik olarak takip edebildigi, gorsel karmasadan
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uzak ve islevsel geri bildirimlerin kullanic1 deneyimini olumlu yo6nde
destekledigi gdzlemlenmistir.

Ayrica, literatiirdeki giincel egilimler ve teknolojik gelismeler dogrultusunda,
mikro etkilesimlerin gelecekte yapay zeka, artirilmis gergeklik (AR), sanal
gerceklik (VR) ve haptik geri bildirim sistemleriyle daha biitiinlesik hale gelmesi
olasiligi one ¢ikmaktadir. Bu teknolojilerin, kullanici davraniglarina uyum
saglayan ve deneyimi kisisellestiren mikro etkilesimleri miimkiin kilacagi
degerlendirilmektedir.

Bu cergevede, elde edilen bulgular temelinde mikro etkilesimlerin kullanici
dostu, sezgisel ve hizli bir yapida olmasi gerektigi 6nerilmekte; tasarim siirecinde
bu ozelliklere oncelik verilmesinin, kullanici1 deneyimini artirmada etkili
olabilecegi ifade edilmektedir. Ayrica, gorsel ve dokunsal geri bildirimlerin
dengeli kullanilmasi ve agir1 karmagikliktan kaginilmasi, kullanici deneyiminin
daha akici ve verimli hale gelmesi acisindan Onemlidir. Son olarak, yeni
teknolojilerle entegrasyon saglanarak kisisellestirme ve akilli geri bildirim
mekanizmalarinin gelistirilmesi, mikro etkilesimlerin daha etkili ve kullanici
odakl1 bir yapiya doniigmesine katki saglayacaktir.

Sonug olarak, mikro etkilesimlerin etkili bir sekilde tasarlanmasi, kullanici
deneyimini iyilestirerek dijital {irlinlerin daha iglevsel, tatmin edici ve etkilesimli
hale gelmesini saglayacaktir. Gelecekte bu alanda yapilacak ¢alismalarin, mikro
etkilesimlerin farkli kullanim baglamlarinda nasil optimize edilebilecegini daha
detayli incelemesi, kullanic1 deneyimi tasarimina dnemli katkilar sunacaktir.
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oz

Bu calismada, Sapiens gibi popiiler bilim alaninda iirettigi yayinlarla tiim
diinyaca okunan Yuval Noah Harari’nin son kitab1 Neksus: Tas Devrinden Yapay
Zekdya Bilgi Aglarimin Kisa Tarihi isimli eserinin kitap kritigi yapilmigtir. Harari;
gelisen, degisen ve de toplumu da doniistiirmeye baslayan iletisim teknolojilerine
yonelik kapsamli bir analiz sunmustur. Eserini ii¢ boliimde inceleyen yazar,
ozellikle Yapay Zeka teknolojileri lizerine derinlikli sorgulamalar yiiriitmiistiir.
Bu yeni teknolojinin igerisinde barindirdig1 tehlikelere dikkat ¢eken yazar,
algoritmalarin toplumlar1 yonlendirici giicii lizerinde durmustur. Yapay Zekanin
insanlarm verilerini isleyerek arkasindaki giic ve kontrol mekanizmalarina
hizmet ettigini diisiinen yazar, toplumlarin tarihte hi¢ olmadig1 sekilde tahakkiim
altinda kalabilecegini gostermistir. Sosyal Kredi Sistemi gibi uygulamalarla
totaliter ~ yonelimlerin  miimkiin  olabilecegini, insanlarin  kolaylikla
damgalanabileceklerini ve demokratik sistemlerin tehdit altina girebilecegini
ifade etmistir. Nitekim ChatGPT gibi uygulamalar ile dilin hacklenebilecegi,
propaganda amach dijital botlarin toplumlar1 yonlendirme potansiyeli oldugunu
vurgulamaktadir. Insanligin dniinde ise iki segenek bulunmaktadir: ya toplumlar
bu teknolojileri kontrol altinda tutarak herkese hizmet edecek bir yapiya
biirlindiirecektir ya da bu teknolojilerin ardindaki egemen giicler toplumlar
kontrol edecektir.

Anahtar Kelimeler: Algoritma, Demokrasi, Yeni Iletisim Teknolojileri, Veri,
Yapay Zeka.
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THE SHARE OF COMMUNICATION STUDIES IN
HARARTI’S NEXUS

ABSTRACT

In this study, a book review of Yuval Noah Harari's latest work, Nexus: A Brief
History of Information Networks from the Stone Age to Artificial Intelligence, has
been conducted. Harari is widely read across the globe for his publications in the
popular science area, such as Sapiens. Harari has presented a comprehensive
analysis of communication technologies that are developing, changing and
transforming society. Analyzing his work in three chapters, the author has made
in-depth inquiries especially on Artificial Intelligence technologies. Drawing
attention to the dangers inherent in this new technology, the author emphasizes
the power of algorithms to manipulate societies. The author, who thinks that
Artificial Intelligence serves the power and control mechanisms behind it by
processing people's data, has shown that societies can be under domination in a
way they have never been in history. He stated that totalitarian tendencies can be
possible with applications such as the Social Credit System, people can be easily
stigmatized and democratic systems can be threatened. Indeed, he emphasizes
that with application like ChatGPT, language can be “hacked”, and digital bots
designed for propaganda purposes have the potential to influence societies.
Humanity has two options in front of it: either societies will keep these
technologies under control and transform them into a service for everyone, or the
dominant powers behind these technologies will control societies.

Keywords: Algorithm, Democracy, New Communication Technologies, Data,
Artificial Intelligence.
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GIRIS

Tiim diinyaca okunan ve eserleri onlarca farkli dile ¢evrilen Harari’nin son kitabi
Neksus, iletigsim ¢aligmalari agisindan oldukga ufuk agici bir eser olarak karsimiza
cikmaktadir. Yazar, Olgegini tas devrinden giliniimiiz Yapay Zeka (YZ)
teknolojilerine kadar getirerek kapsamli bir analiz sunmaktadir. Caligmasinda
yeni iletisim teknolojileri iizerine getirdigi sorgulamalar bu baglamda dikkat
cekicidir. Caligmasimin g¢ergevesini {ic kisimda irdeleyen yazar, 6zellikle YZ
teknolojileri {izerine dnemli sorgulamalar yiirlitmistiir. Nitekim daha kitabinin
girisinde yeni bir tiir tehlikeden bahsetmektedir. YZ dedigimiz sey, insani
kolelestirebilir hatta ve hatta insanin kendi tlirlinii dahi yok edebilir (Harari, 2024,
s. 11). Oyle ki, insan yaratimi olan YZ, insam da kontrol eden bir yapiya
doniisebilir. Yazar, katmerlenen sorunlar igerisinde tiiriimiiziin bu tehlikelerin
tam olarak farkinda olmadigina dair imada bulunmaktadir. Nitekim ¢aligmasinin
temel argiimanini, “insanligin devasa is birligi aglar insa ederek muazzam bir
giic kazanirken, bu aglarm ortaya c¢ikan giiciin yanlis kullanilmasma zemin
hazirladigim” ifade etmektedir (2024, s. 13). Teknolojik gelismelerin ve siire
giden kosullarin ¢iktilarini g6z 6niinde bulundurdugumuzda bu olumsuz duruma
kars1 ¢6zlimii yine insanligin ortak ¢alismasinda gormektedir.

Calismanin ilk kismi, [nsan Aglar: ana bashgim tasimaktadir. Yazar bu baslig,
bes alt baslik icerisinde incelemistir. Buna gore yazar: “Bilgi Nedir? Sinirsiz
Baglantilar, Kagittan Kaplanlarin Isirigi, Kusursuzluk Fantezisi, ile Demokrasi
ve Totaliter Rejimlerin Kisa Tarihi” bigiminde boliimlendirmistir. Bilginin
hakikat ile olan baginin Onemine vurgu yapan Harari, gliniimiizde
dezenformasyon yoluyla kasithi bir sekilde gerceklige bakisimizin ¢arpitildigin
ifade etmektedir (2024, s. 39). Nitekim, tarih, biiyiileyici hikayeleri takip eden
inananlarca sekillendirilmektedir (Harari, 2024, s. 56). Hikdye anlatan insanin
Oonemine vurgu yapan Harari, giiniimiizde markalarin ortaya ¢ikisim1 da bu
baglamda ele almistir. Ornegin, Coca-Cola devasa reklam biitceleri ile siirekli
benzer hikayeleri anlatarak dis ¢iirlimesine yol acan, aromali bir su hakikatinden
uzaklasarak; genclik, eglence ve mutlulukla 6zdeslesen bir anlatt kurmay1
basarmistir (2024, s. 48). Dolayisiyla her tiirlii bilginin hakikat barindirmadigini
vurgulayan yazar, degerli olanin ise hakikatin pesine diismek oldugunu
belirtmektedir (2024, s. 61). Insanm bilgi aglarm bir tiir ip cambazhigina
benzeten Harari, Google ve Facebook gibi sirketlerin bilgi teknolojilerini
hizlandirip verimliligini artirsa da diinyay1 daha iyi bir yere getirmedigini ifade
etmektedir. Bu nedenle hakikat ve diizenin dengesinin ivedi bir sekilde kurulmasi
gerektigini vurgulamaktadir (Harari, 2024, s. 63). Nitekim teknolojinin geligmesi
her zaman toplumsal faydayi iiretmemistir. Matbaanin yayginlasmasi Avrupa’da
kilisenin otoritesini sarsmig; Copernicus, Galileo gibi bilim insanlarinin genis
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kitlelere ulagmasini saglamis olsa da ayn1 matbaa teknolojisi yalan haberlerin ve
komplo teorilerinin de hizla yayginlasmasina neden olmustur (Harari, 2024, s.
106). Dolayisiyla teknolojinin hangi amaglar i¢in kullanilacagt 6nemli bir
sorgudur.

Caligmasinin bu kisminda demokratik degerler agisindan da dikkat g¢ekeci
degerlendirmeler yapan Harari, demokrasiyi “giiclii telafi mekanizmalarina sahip
yaygin bir bilgi ag1” seklinde ele alir (2024: 130). Demokrasiyi “gok katilimli bir
sohbete” benzeten yazar (2024, s. 136) her agidan segimlerin adil ve &zgiirce
yapildig1 durumlarda bile, ek telafi mekanizmalarinin 6nemine vurgu yapar. Aksi
taktirde demokrasi, sandiga indirgenen ¢cogunlugun diktatorliigiine doniisecektir
(2024, s. 130). Demokrasi; her seyden once, ¢ogunluga karsi azinligin haklarini
koruyan sistemin adidir. Toplumun ¢ogunlugunun hosuna gitmese bile bu bir 6n
gerekliliktir. Ornegin, siyasal iktidarin ve se¢menlerin iklim degisikliginin
olmadigim varsaydigimiz durumda, hi¢ kimsenin bilimsel ger¢ekleri
yonlendirme, ya da bilimsel hakikati engelleme giicii bulunmamalidir.
Akademinin gorevi gogunlugun iradesini yeniden liretmek degildir (Harari, 2024,
s. 134).

Harari’ye gore giinlimiizde internete dayali teknolojilerin gelismesi, YZ’ nin
hayatimizin bir parcast olmasi Onemli bir sorgulama yaratmaktadir. Bu
teknolojiler bilgiyi tek bir merkezde toplayabilir, totaliter rejimlere hic ummadigi
imkanlar1 sunabilir, YZ’ye dayali sistem yeni algoritmik efendileri yaratabilir.
Gegmisin demir perdesi yerini silikon perdeye birakabilir. Veyahut demokrasiye
yeni bir kanal acarak haklarindan mahrum edilen pek c¢ok aktdre sdz hakki
taniyabilir. Hangisini takip edecegimiz ise bizlere kalmis durumdadir (Harari,
2024, ss. 181-185). Dolayisiyla yazara gore, insanhigin Oniine iki secenek
bulunmaktadir.

Calismanin ikinci kismi, /norganik Ag bashgim tasimaktadir. Bu boliim kendi
icinde {i¢ ayr1 alt baglik barindirmaktadir. Bunlar: “Bilgisayarlarin Matbaadan ne
farki var?, Ag Asla Uyumaz ve Ag Sik Sik Hata Yapar” seklindedir. Bu kisimda
matbaa ve radyo acisindan giiniimiiz teknolojilerini mukayese eden Harari,
bilgisayarlarin insanin kavrayis smirlarin1 asan ve aktif bir sekilde toplumu
sekillendirme potansiyeli bulunan oyunculara donistiigiinii belirtmektedir.
Nitekim, matbaa ve radyo edilgen iken, bilgisayarlar kendi kendine karar alip,
yeni fikirler yaratabilir (Harari, 2024, ss. 189-190). Bunu, algoritmalarin ¢aligma
mantig1 lizerinden serimlemektedir. Bilgisayarlarin bir bilinci yoktur ancak
bilgisayarlar kullanicilarin sistemde kalmasii en iist diizeye ¢ikaran kararlar
alma yetisine sahiptir. Bunun i¢in bilince ihtiyag¢ yoktur. Algoritmalarm tam
olarak yaptig1 sey de zaten budur. Ornegin, bilingsiz bir sosyal medya algoritmasi
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insanlarm sosyal medya ortamlarinda daha fazla zaman gegirmesini
amagclayabilir. Bunun i¢in de komplo teorilerini 6n plana ¢ikararak insanlarin bu
mecralarda kalma siiresini uzatabilir (Harari, 2024, ss. 196-197). Bilgisayarlarin
kazandig1 bu giicii sosyal medya ortamlarindaki nefret sdylemi iizerinden
yorumlayan Harari, 6rnek olarak 2016-2017 yilindaki Myammar’daki Rohingya
karsit1 siddetin koriiklenmesinde algoritmalarin pay1 oldugunu ortaya koymustur
(Harari, 2024, s. 190). islam karsit1 sdylemleri ile &n plana ¢ikan Budist bir rahip
olan Wirathu’nun etnik temizleme kampanyasinin gii¢clendirilmesinde Facebook
algoritmalarinin etkisi net bir sekilde anlagilmigtir. Nitekim, Wirathu’nun
videolarinin  %70’1 otomatik algoritmalar ile kullanicilara sunulmaktaydi.
Algoritmalarm mantig1 burada c¢ok acik bir sekilde goriilmektedir. Nitekim
algoritmalar, etkilesimi ve platform icinde daha uzun siire kalmay1 6n planda
tutmaktadir. Insanlar, ne kadar ¢ok sistem icerisinde kalirsa algoritmalar o kadar
cok veri toplamakta, bu da Facebook gibi sirketlerin kér payini artirmaktadir
(Harari, 2024, ss. 193-194). Bu bize asir1 fikirlerin etkilesimi artirdigini,
platformda insanlarm kalma siiresini uzattigini, nefret ve 6tkenin daha ¢ok dikkat
cektigini; algoritmalarin ise bu gibi igeriklerin yayginlasmasia hizmet ettigini
gostermektedir. Igerik {ireticileri de kitlelerin daha ¢ok dikkatini cekmek ve
etkilesim edinmek igin asilsiz paylasimlart ile dikkat ¢ekmeye baslamiglardir.
Ornegin, diiz diinyacilar, as1 karsitlar1 ya da pek ¢ok komplovari igeriklerin yogun
alicis1 bulunmaktadir (Harari, 2024, s. 244). Algoritmalarin insanlar etkilesime
indirgemesi bu tarz igeriklerin 6n plana ¢ikmasini anlagilir kilmaktadir. Nitekim
bir nefret s6ylemi, dogruluk ya da merhametten Ustiindiir (Harari, 2024, s. 247)
clinkii etkilesim giicii her zaman daha fazladir. Boylesi bir hal de demokrasi
acisindan oldukca sorunludur. Demokrasinin diyalog oldugunu belirten Harari,
bu gibi teknolojilerin dili hackleyebilecegini ifade etmektedir. Ornegin,
propaganda amagli bir bot bizim gériislerimizi degistirmeye calisabilir. insanlar
her ne kadar kendi goriislerinde 1srarci olsa da botun amaci kisiyi doniistiirmektir.
Ayrica bir bot ile konustukea kisiler kendileri hakkinda daha ¢ok veri sunarak,
botlarin kendisini gelistirmesine imkén saglamis olur (Harari, 2024, ss. 202-203).
Dolayisiyla YZ, dil iizerinde hakimiyet de kurmaya basladiginda bu teknolojiyi
elinde bulunduran gii¢lerin yonlendirmelerine kitleler de daha agik hale gelmeye
baslayacaklardir.

Caligmanin iiclincii ve son kisminda Bilgisayar Siyaseti tizerine derinlikli
analizler goriilmektedir. Bu boliim ii¢ alt baslik altinda ele alinmistir:
“Demokrasiler: Diyalogu Siirdiirmemiz Hala Miimkiin mii?, Totalitarizm: Tiim
Giig Algoritmalarda mi1?, Silikon Perde: Kiiresel Imparatorluk mu Yoksa Kiiresel
Boliinme mi?” seklindedir. YZ’nin insanlarin verileri iizerinde mutlak bir giice
hakim olmasinin yeni bir otoriter hiikkiimranlik yaratabilecegini belirten Harari,
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bu kontrol mekanizmasinin hiikiimetlerin yurttaslari denetlemesine imkan
saglayabilecegini  belirtmektedir. ~ Boylesi  bir  denetimin  insanlarin
cezalandirilmasini ya da 6diillendirilmesini miimkiin kilacagim belirten yazar, bu
halin makbul vatandag yaratacagini, bunun da demokrasiyi yikacagini
belirtmektedir. Nitekim, makbul bir vatandas1 tanimlayan nitelikler hiikiimetlerin
elinde olacaktir. Dolayisiyla kamuoyunu yonlendirmek de miimkiin hale
gelebilecektir (Harari, 2024, s. 285). Bunun 6zgiin 6rneklerinden birisi de devasa
gbzetleme rejimi ile kendi vatandaslarini denetleyen Cin Halk Cumhuriyeti’dir.
Cin’de, politik-ekonomik amagclarla olusturulan Sosyal Kredi Sistemi, 2020
yilinda 1,4 milyar insanin tamamina uygulanabilecek sekilde planlanmigtir.
Biiytik veri destekli bir gozetim alt yapisin1 merkezilestirmeyi ifade etmektedir.
Boylece insanlar; kredi puanlarma gore egitim, piyasalar ve vergi indirimleri gibi
imkanlara erisebileceklerdir (Liang vd., 2018, s. 415). Insanlar, siirekli gézetim
altinda oldugunu bildigi biiyiik bir gdzetleme rejimi igerisinde sistemin
beklentilerine uygun davranis oriintiileri sergilemek zorunda kalacaklardir. Zira
bdylesi bir rejim igerisinde merkezilesmis glice uyum sergilemeyen herkes
kolayca damgalanabileceklerdir. Bu konuya dair, benzerligi ile dikkat ¢eken
Black Mirror dizisinin 3. sezonunun 1. boliimiindeki Nosedive, boylesi bir halin
distopik sonuglarinin neler olabilecegini hatirlatmaktadir. Dolayisiyla
algoritmalarin binlerce farkli veriyi baz alarak insanlar1 siniflandirmasi hassas bir
puanlama sistemi oldugunu gdstermektedir. Pek ¢ok farkli kanaldan gelen veri
sonucunda kisinin notunun diigiikk olmas1 6rnegin bir bankadan alacagi ihtiyag
kredisinin ret ile sonuglanmasina yol agabilir (Harari, 2024, s. 306). Hatta YZ
algoritmalarinin 1rksal ayrimcilig1 iiretebilecegine dair tartigmalar vardir.
Nitekim YZ, sosyal boyutlar1 olan biligsel gorevleri iistlenmeye basladiginda
algoritmalar sosyal iligkileri miras olarak alacaktir. Boylece tiim kosullar esit olsa
dahi siyahi bir insanin beyaz bir insana nazaran alacagi kredinin reddedilmesinin
gerekcesini anlamak karmagsik sinir aglar1 nedeniyle miimkiin ol(a)mayacaktir
(Bostrom ve Yudkoswky, 2019, ss. 57-58).

Dijital uzami kontrol eden aktdrler goz oniinde bulunduruldugunda Harari,
demokrasinin bir kakofoni ile kars1 karsiya oldugunu belirtmektedir. Nitekim,
bugiin sosyal medya ortamlarina tekil kullanicilardan ziyade botlarin yaydigi
dezenformasyon egemendir. Bu botlar vasitasiyla dijital kamusal bir alanin
imkanlar1 yok olmaktadir. Oyle ki, ChatGPT ile toplumu ilgilendiren pek gok
konu hakkinda dezenformatif igerikler iiretilerek ¢ok hizli bir sekilde dolagima
sokulabilmektedir. YZ nin iirettigi dezenformasyonu tespit etmenin olduk¢a zor
oldugunu belirten yazar, giiniin birinde YZ’nin deepfake icerikler ile siyasi
manifestolar iireterek demokrasinin gelecegini olumsuz yonde etkileme
potansiyeli oldugunu belirtmektedir (Harari, 2024, ss. 311-312).
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Teknolojide YZ’ye dayali imkanlarin gelismesi bir basgka tlir sorunu da
beraberinde getirmektedir. Ornegin, tekstil gibi geleneksel endiistrilerin YZ
sayesinde gelecekte neyin moda olacagini tespit etmesi miimkiindiir. Nitekim,
bugiin Alibaba ve Amazon gibi devasa sirketler en biiyiik tekstil {iriinii satan
magazalara  donligmiistiir. Buradaki algoritmalar sayesinde trendleri
yonlendirmek miimkiindlir. Dahasi, YZ, algoritmalar ve 3D yazilimlar
otomasyonu verimli kilmakta, ylizbinlerce insanin is kaybina neden olmaktadir
(Harari, 2024, s. 337). Bilgi teknolojilerine dayali endiistri Oylesine
yogunlasmustir ki, kiiresel sermayenin en biiyiik aktorlerini Amazon, Apple gibi
sirketler olusturmaya baslamigtir. Bu sirketlerin tarihi diger kiiresel sirketler ile
kiyaslandiginda etki giigleri de anlasilmis olacaktir. Harari’nin vurgulamaya
calistig1 sey, bu teknolojik imkénin tek basina olumsuzluk yaratmasi degildir.
Sermaye, kiigiik bir azinligin elinde yogunlasirken, bu firsatlara sahip olmayan
ve endiistrisi geleneksel sistemlere dayanan toplumlarin geleceginin ne
olacagidir. Clinkii veri miithendisligi gibi alanlar yiiksek teknolojik yatirimlari ve
nitelikli egitim imkanlar1 ile miimkiin olabilecektir. Bu durumda Pakistan,
Banglades gibi is giiciiniin 6nemli bir kismi geleneksel tekstil endiistrisine
dayanan ekonomilerin halklarini ne gibi sonuglar beklemektedir? sorgusu 6nemli
bir hal almaktadir. Insanlig1 yeni bir tiir Ludist hareketler mi beklemektedir?
Bilindigi gibi Ludistler, ingiltere’de sanayi devrimi sonrasi, makinelesmenin
artigt ile birlikte islerini kaybeden is¢i sinifinin sisteme karsi bir isyani olarak
yorumlanabilir. Nitekim, sanayi devrimi oncesi, el emegi ile iiretim yapan isgiler,
makinelerin gelmesiyle birlikte islerini kaybetmeye baslamistir. Bir dokuma
fabrikasinda makineler is¢iye gerek kalmadan hem de ¢ok daha verimli bir
sekilde iiretim yapar hale gelmistir. Islerini kaybeden is¢i smifi Ned Ludd
onciiliigiinde makinelere saldirarak onlar1 ¢aligmaz hale getirmislerdir (Gtiltekin,
2021, s. 8446). YZ’deki bu gelismeler yeni bir tiir teknoloji karsitligim
yaratabilir. Hem boyle olmasa bile popiilist hareketleri gliglendirecegi asikardir.
Otomasyonun gelismesi ile birlikte Ozellikle mavi yakali islerde calisan
milyonlarin is kaybi yasamasi beklenmektedir. Bu durumu ABD ve Cin
iizerinden yorumlayan Harari, bir benzetme yaparak yeni hali silikon perde
olarak degerlendirmektedir (2024, s. 338). Artik eskinin demir perde {ilkeleri
yerini ABD ve Cin eksenli iki bilyilik kutba birakmistir. Harari buradaki benzetme
ile 6nemli bir noktaya dikkat ¢cekmektedir. Bilindigi iizere demir perde kavram
Ikinci Diinya Savasi sonrasi kapitalist Bati diinyasi ile Sovyet Sosyalist
Cumhuriyetler Birligi arasindaki keskin politik, ideolojik, ekonomik sistem
ayrimmi vurgulamak i¢in kullanilmaktadir. Giliniimiizdeki keskin ayrimi ise
Amerika Birlesik Devletleri ve Cin Halk Cumhuriyeti arasindaki teknolojik
egemenlik miicadelesi olusturmaktadir.
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Harari, son yillarda siklikla dillendirilen Ag Toplumu gibi yaklasimlara kars1 da
olumsuz bir tutum igerisindedir. Bu kavramsal tartismay1 teorik perspektifinin
merkezine oturtan Manuel Castells’i bu baglamda ele almak yerinde olacaktir.
Castells dijital teknolojilerin hayatimiza girisi ile birlikte o6zellikle 1990°I1
yillardan itibaren internet teknolojilerinin yeni toplumsal durum {izerinde
belirleyici etkileri oldugunu diisiinmektedir. Bu yeni toplumsal kosullar,
endiistriye dayali olmaktan cok bilgi ve iletisim teknolojileri etrafinda
orgiitlenmektedir. Bu doniisiimiin 6nemli ¢giktilarindan birisi sadece belirli sosyal
gruplarin ¢ikarlarini yansitmanin Stesine gecerek daha genel ve belirleyici bir
toplumsal dinamik gercekligidir. Castells, aglar arasindaki etkilesimi degisimin
temel kaynagi olarak okumaktadir. Hatta bu yapiyi, bireysel ve toplumsal
eylemleri belirleyen ana gerceve olarak gormektedir (Castells, 2008, s. 621).
Harari ise, giiniimiiz toplumlarinin bilgi teknolojilerindeki kat ettigi mesafeyi
“ag” olmaktan ¢ok “koza’ya benzetmektedir. Nitekim ona gore, “yeni bilgi
teknolojileri yiizyillardir, kiiresellesme siirecini hizlandirip diinyanin doért bir
yanindaki insanlar1 yakinlastirdi. Ancak paradoksal olarak bugiiniin bilgi
teknolojileri, tam da o kadar gii¢lii oldugu i¢in farkli insanlar1 ayr1 ayn bilgi
kozalarma hapsederek insanlig1 bolebilir ve ortak insanlik diisiincesinin sonunu
hazirlayabilir. Son yillarin temel metaforu “ag” olsa da gelecek “koza”larin
olabilir” (2024, s. 340).

Sonug olarak Harari, toplumsal doniisiim iizerindeki dijital teknolojileri ele
alirken temelde iki 6nemli noktaya dikkat ¢ekiyor diyebiliriz. Bunlar yeni iletisim
teknolojilerinin toplumsal dinamikleri agisindan uyarty1 da igeren vurgular
barindirmaktadir. Insanlik, ya teknoloji iizerindeki giicii eline alip toplumun
hizmeti i¢in galigtiracaktir (ki bu toplumsal fayda igin esas beklenendir) ya da
teknolojik gilicii elinde bulunduran aktoérlerin daha c¢ok giiclenmesine ve
tahakkiimiin derinlesmesine giden yolun taslarim1 Orecektir. Tarihin bu
asamasinda ikinci noktanin baskin egilime sahip oldugunu soylersek asir1 bir
yorum yapmi§ olmayi1z.
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ABSTRACT

With the development of technology and the ease of access to technological
devices, it is seen that a large audience, mostly young people and young adults,
are intensely interested in digital games. Digital games can be played through
various technological devices such as personal computers, game consoles or cell
phones. It is known that digital games, which are a popular means of
entertainment for a wide audience in the world and our country, have caused
some problems in the lives of some individuals, especially in recent years. This
study aims to understand the underlying causes of digital game addiction, which
is often examined within the framework of technological addictions, and to
examine the relationship between digital game addiction and life satisfaction,
which stands out as a concept that concerns many disciplines with its
psychosocial dimensions. The study sample consists of 248 university students
aged 18-35 who play digital games for 28 hours or more per week. The
participants have been playing at least one digital game for the last 6 months and
own at least one personal computer or game console. The research is quantitative
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research, and the relational survey method was preferred as a method. In the
study, the digital game addiction scale for university students consisted of 3
different sub-dimensions, and the adult life satisfaction scale was used. Both
scales are Likert-type scales. At the end of the study, there was no direct
relationship between digital game addiction and life satisfaction. However, it was
observed that there was a significant relationship between the sub-dimensions. In
the study, it was concluded that playing digital games increased the life
satisfaction of the participants.

Keywords: Game Addiction, Digital Games, Video Games, Online Games, Life
Satisfaction.

DIJITAL OYUN BAGIMLILIGI VE YASAM DOYUMU
ARASINDAKI ILISKININ INCELENMESI: DIJITAL
OYUNLAR OYUNCULARA DUYGUSAL DOYUM

SAGLAR

oz

Teknolojinin gelismesi ve teknolojik cihazlara erisimin kolaylagmasiyla birlikte
cogunlugu gencler ve geng yetiskinlerden olusan genis bir kitlenin dijital
oyunlara yogun ilgisinin oldugu goriilmektedir. Dijital oyunlar, kisisel
bilgisayarlar; oyun konsollar1 ya da cep telefonlar1 olmak {izere bir¢ok farkh
teknolojik cihaz araciligiyla oynanabilmektedir. Diinyada ve iilkemizde genis bir
kitle i¢in popiiler bir eglence araci olan dijital oyunlarin 6zellikle son yillarda
bazi1 bireylerin hayatinda birtakim problemlere neden oldugu bilinmektedir. Bu
aragtirma siklikla teknolojik bagimliliklar ¢er¢evesinde incelenen dijital oyun
bagimliliginin altinda yatan nedenleri anlamay1 ve dijital oyun bagimhilig: ile
psikososyal boyutlariyla birgok disiplini ilgilendiren bir kavram olarak 6ne ¢ikan
yasam doyumu arasindaki iligkiyi incelemeyi amacglamaktadir. Arastirmanin
orneklemini 18-35 yas arasinda, haftada 28 saat ve lizerinde dijital oyun oynayan
248 tiniversite 6grencisi olusturmaktadir. Arastirmaya katilan katilimcilar son 6
aydir en az bir dijital oyun oynamaktadir ve en az bir kisisel bilgisayara ya da
oyun konsoluna sahiptir. Arastirma nicel bir arastirma olup ydntem olarak
iligkisel tarama yontemi tercih edilmistir. Arastirmada 3 ayr alt boyuttan olusan
iiniversite 0grencileri igin dijital oyun bagimlilig1 olgegi ve yetiskin yasam
doyumu o6l¢egi kullanilmistir. Her iki olgek likert tipi Olgektir. Arastirmanin
sonunda dijital oyun bagimlilig1 ile yasam doyumu arasinda dogrudan bir iliski
goriilmemistir. Ancak alt boyutlar arasinda anlamli bir iliskinin oldugu
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goriilmiistiir. Arastirmada dijital oyun oynamanin katilimcilarin yasam
doyumunu arttirdig1 sonucuna ulasilmistir.

Anahtar Kelimeler: Oyun Bagimliligi, Dijital Oyunlar, Video Oyunlari, Online
Oyunlar, Yasam Doyumu.

INTRODUCTION

New technologies that have developed from the recent past to the present deeply
affect daily life and these effects bring about the emergence of new behavioral
patterns. In this context, it is seen that digital games have gained popularity with
a rapid increase and have become a common means of entertainment, especially
among the young population. On the other hand, it is seen that excessive and
uncontrolled use of digital games brings along serious problems called under
different titles such as game addiction and internet game addiction (Griffiths et
al., 2015). It is seen that many variables are effective in new behavior patterns
that develop with new technologies. This situation brings about the question of
the effect of psychosocial variables, which are known to be an important factor,
especially in digital addictions, on life satisfaction in digital game addiction
(Jeong et al., 2017).

Digital games have become an important cultural and economic phenomenon that
transforms individuals' understanding of entertainment, forms of social
interaction, and daily life habits with widespread access to technology. This
process, which extends from traditional board games to modern video games, is
considered not only as a means of entertainment but also as a dynamic that affects
individuals' psychosocial development and cognitive processes (Granic et al.,
2014). Today, games are not only individual experiences but also social
ecosystems that bring together huge communities of players globally. Especially
online multiplayer games (MMO, MOBA, etc.) are platforms where individuals
socialize, compete, and assume various roles in different game worlds through
digital identities. However, these interactive environments offered by digital
games can sometimes evolve into a situation where individuals have difficulty
controlling their gaming behaviors and bring up the concept of game addiction
(Markey, 2016).

Gaming addiction is a condition characterized by the inability of individuals to
control their gaming behaviors, becoming addicted to games at a level that
disrupts daily life activities, and this situation negatively affects cognitive,
emotional, and social functioning. Its inclusion in the DSM-5 diagnostic criteria
as “Internet Gaming Disorder” by the World Health Organization (WHO) shows
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that this condition requires to be addressed not only as an individual but also as
a global public health problem (Feng et al., 2017).

The concept of addiction is addressed by many different disciplines such as
psychology, neuroscience, sociology, and economics, and is discussed by
developing various approaches that sometimes contradict each other. While some
researchers see game addiction as a problem of individual self-control, others see
it as a phenomenon related to game design, in-game reward mechanisms, and
digital capitalism's strategies to keep users hooked. From a cultural perspective,
game-playing habits differ from one society to another. Especially in countries
with a high youth population, it is observed that the rates of digital game playing
and thus addiction increase (Hendriks, 1990).

When considered in the context of Turkey, it is seen that the widespread use of
digital games, the increase in internet access, and the use of smart devices as an
integral part of daily life have increased the time spent playing games. These
developments significantly increase the risk factors for addiction. Studies
conducted in Turkey show that young adults and students have a high interest in
digital games and that the popularity of online competitive games is increasing.
Studies on the effects of digital game addiction on individuals' life satisfaction,
academic achievement, social relationships, and psychological well-being
emphasize that addiction is a multidimensional phenomenon and is affected by
cultural, economic, and individual factors (Altinok, 2021; Satilmig et al., 2023).

Game studies is an interdisciplinary research field that examines the cultural,
narrative, technical, and experiential dimensions of games that emerged in
response to the rapidly developing digital game industry in the early 2000s. The
main debates in this field have been shaped around the axis of “ludology vs.
narratology”. Juul (2011), representing the ludology side, defines digital games
not only as storytelling tools but also as rule-based, interactive systems. For him,
a game is a “structure” in which the player's choices have consequences; in this
respect, the game experience is not passive like a novel or a movie, but active
and variable. Frasca (2013) draws attention to the simulation nature of games and
argues that the alternative worlds presented to the player resemble real-life
practices, making games not only a form of entertainment but also a form of
cultural expression. lan Bogost (2007), with his concept of “procedural rhetoric”,
argues that games teach certain ways of thinking through their rules and that
game design can shape the perceptions and values of the player. This theoretical
framework helps to understand games not only as a leisure activity but also as a
cultural product with social, political, and cognitive implications.
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This study aims to investigate the relationship between life satisfaction, which
stands out as an important psychosocial concept, and digital game addiction. It is
believed that the findings obtained at the end of this study will help studies on
combating digital addictions, especially digital game addiction

DEFFINITIONS
Digital Game Addiction

The concept of play is generally defined as a process that is played within the
framework of certain rules, in which players aim to achieve certain goals,
sometimes competitively and sometimes cooperatively. Games are recognized as
a structured activity that not only provides entertainment but also facilitates
learning and experiential processes. They play a significant role in fostering
cognitive, emotional, and social development across all stages of life, from
childhood to adulthood (Ruckenstein, 1991).

Developmental psychologists such as Piaget and Vygotsky have argued that play
plays a central role in children's cognitive development, contributing to the
development of skills such as problem-solving, imagination, and social
interaction. Traditional games range from those that require physical movement
and social interaction (e.g., hide-and-seek, chess, and card games) to modern
types of games that have moved to digital environments (Piaget & Play, 1962;
Vygotsky & Cole, 1978).

Digital games emerged with the transformation of traditional games into a form
that can be played electronically by combining with computer technology. Since
the mid-20th century, with the development of personal computers and video
game consoles, the gaming experience has gained a new dimension through
digitalization (Robinson, 2008). While one of the first digital games, Pong
(1972), was a simple table tennis simulation, today digital games have evolved
into highly complex structures with large open worlds, Al-powered characters,
and advanced graphics. Today, digital games can be categorized into different
genres ranging from single-player story-based experiences to multiplayer online
games (MMOs) (Wolf, 2007). With easier access to technological devices and
widespread individual use, digital games play an important role in entertainment,
education, and professional use by providing interactive experiences accessible
through computers, game consoles, mobile devices, and virtual reality platforms
(Robinson, 2008).
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Digital games are not only seen as a means of individual entertainment. They also
have an important function in social contexts. Especially online multiplayer
games (e.g. League of Legends, World of Warcraft, Call of Duty) allow
individuals to socialize in virtual worlds. While such games help players develop
teamwork, problem-solving, and strategic thinking skills, they can also bring
negative effects such as overuse and the risk of addiction. Emerging technologies
have transformed digital games from mere entertainment tools to powerful tools
for education, therapy, and simulation. Today, digital games are considered a
multidimensional phenomenon with cultural, economic, and psychological
aspects and are an important subject of academic studies (Granic et al., 2014).

Addiction is widely defined in the literature as a psychological and
neurobiological condition characterized by the development of an uncontrollable
urge for a particular substance, activity, or behavior and its negative impact on
daily life. While addiction has traditionally been considered a condition that
develops due to substances such as alcohol, tobacco, and drugs, behavioral
addictions such as technology addiction, social media addiction, and digital game
addiction are increasingly being investigated (American Psychiatric Association,
2013).

The World Health Organization (WHO) and the American Psychiatric
Association (APA) associate addiction with changes in reward, motivation, and
memory systems in the brain. While substance addiction is known to show
physical and psychological withdrawal symptoms, behavioral addictions are
known to show symptoms such as loss of cognitive control, impulsivity, and
compulsive use. For example, in individuals with digital game addiction,
symptoms such as an inability to control the duration of gameplay, avoidance of
activities other than gaming, and restlessness when not playing games are
observed (Feng et al., 2017).

Approaches to addiction can be viewed from biological, psychological, and
sociocultural perspectives. The biological approach focuses on the effects of
addiction on the dopaminergic system in the brain and specifically examines how
reward mechanisms change. According to this approach, the reward system is
overstimulated in addicted individuals and this increases the individual's
sensitivity to the addictive stimulus (MacNicol, 2017). The psychodynamic
approach links addiction to the individual's unconscious conflicts and early
experiences. From this perspective, an individual's development of gaming
addiction can be considered an effort to fill the emotional gaps experienced in
early childhood (Khantzian, 2003). The cognitive-behavioral approach considers
addiction as a learned behavior and analyzes the environmental and internal
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factors that reinforce the individual's gaming habits. In particular, stress,
loneliness, and escape motivations are among the factors that trigger individuals
to become addicted to games (Carroll, 1998). Sociocultural approaches evaluate
addiction in the context of the social environment and cultural factors. For
example, the spread of digital gaming culture on a global scale causes gaming
addiction to be more common among younger generations (Stan et al., 2020).

When the causes and consequences of addictions on a global scale are examined,
it is seen that awareness and prevention strategies for digital game addiction are
handled more systematically in developed countries. For example, in South
Korea, gaming addiction is recognized as an official public health problem, and
legal regulations such as the “Shutdown Law” are implemented by the
government to prevent excessive gaming by young people (Kim et al., 2006). In
Western countries, psychosocial support programs and therapy methods for
digital game addiction have become widespread, especially cognitive-behavioral
therapy (CBT) has been adopted as an effective method in the treatment of
addiction. On a global scale, the psychosocial and neurobiological effects of
digital games are being researched, and it is emphasized that game addiction is
associated with negative consequences such as depression, anxiety disorders, and
academic failure (Kuss & Griffiths, 2014).

In Turkey, digital game addiction has been increasingly researched in recent
years. However, policy and intervention programs on the issue remain more
limited compared to global examples. Research in Turkey shows that especially
young people and university students are at high risk of developing addiction to
digital games. Cultural and economic factors are among the important
determinants of individuals' gaming habits. For example, while games provide
low-cost entertainment and escape for individuals experiencing economic
difficulties, they can also increase psychosocial problems such as social isolation
and loneliness (Koral Alptekin, 2023; Kizilkaya & Erol, 2024). In Turkey,
parents' awareness of digital game addiction is at a low level and there are not
enough awareness-raising activities in schools. On the other hand, the rapid
growth of the gaming industry and the increase in domestic game developers
have led to the proliferation of digital game culture in Turkey, which brings new
research and regulatory requirements regarding game addiction to the agenda. In
this context, game addiction needs to be addressed at both individual and societal
levels and examined with multidisciplinary approaches (Baysan et al., 2019)

Digital game addiction has become a current research topic for both clinicians
and researchers working in literature with the increasing use of technology in the
recent past. Griffiths et al. (2015) emphasize that digital game addiction is a
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complex phenomenon that needs to be evaluated within a biopsychosocial
framework and draw attention to the role of the proliferation of digital
technologies such as the internet, computer games, smartphones, and social
media. Today, this topic, which is frequently included in behavioral addiction
research, is often examined within the framework of technological addictions. In
addition, the fact that internet gaming disorder is included in the DSM-5 under
the title of conditions requiring additional study emphasizes the seriousness of
the issue (Griffiths et al., 2015).

When the etiology of digital game addiction is examined, it is seen that gaming
habits that start in childhood play an important role as a result of the research.
Billieux et al. (2011) and Kuss et al. (2012) emphasize that many children turn
to video games as a way to escape from problems such as bullying and family
problems. It is underlined that this situation increases the risk of digital gaming
habits that starts at an early age turning into an addiction in the future (Billieux
et al. 2011; Kuss et al., 2012).

Studies have reinforced that global processes are associated with many
behavioral addictions, especially digital game addiction (Teng et al., 2021; Zhang
et al., 2024). For example, during the COVID-19 pandemic, it is known that the
popularity of digital games has increased in parallel with the increase in time
spent at home, and people who spend time at home spend more time playing
digital games (Zhang et al.; 2024). It is also emphasized that the increase in access
to online devices, especially among children and young adults, intensifies game
addiction (Teng et al., 2021).

When the neurobiological background of digital addictions and satisfaction from
digital games is examined, it is seen that the brain reward center has an important
role in this process (Palaus et al., 2017). Studies show that excessive video game
playing leads to significant changes in the reward system of the brain (Turel et
al. 2021; Weinstein, 2017). A study by Weinstein (2017) revealed that the neural
mechanisms underlying Internet Gaming Disorder show similar characteristics to
substance addiction. During gaming, dopamine release increases in the reward
centers of the brain, which is associated with feelings of pleasure and reward
(Weinstein, 2017). In another study investigating the neurobiological background
of digital game addiction, it was emphasized that players showed strong
activation in the reward system when exposed to game-related cues, while
weaker activation was observed in prefrontal regions. However, it was
emphasized that insula activation increased in withdrawal (Turel et al. 2021). In
addition, it was stated that functional and structural changes were observed in the
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brain reward system - a group of structures associated with the feeling of pleasure
- in gaming addicts (Palaus et al., 2017).

In the last decade, there have been many influential studies examining how digital
games are reproduced along axes of identity, power, economy, and experience.
Shaw (2014) emphasizes that games are not only a medium for representing
identities, but also a space where certain groups (especially LGBTQ+, women,
and ethnic minorities) are excluded. This point emphasized by Shaw (2015)
shows that the concept of gaming concerns personality dynamics, orientations,
genders, and many other concepts. Therefore, it is understood that the lack of in-
game representations can directly affect player identity and sense of belonging.
Poell and Nieborg (2018) discuss digital games in the context of platform
capitalism and state that game companies have developed data-driven systems
that manipulate user behavior. This approach reveals that the player is not only
an entertained subject but also a data producer guided by algorithms.

While Mia Consalvo (2009) analyzed the relationship between game culture and
ethics, community dynamics, and toxic behavior, Christopher Paul (2018)
discussed the motivational structure of players through the concept of
“challenge”. According to Paul, difficulty in games is not just a technical setting
but is related to the player's perception of self-efficacy and motivation to
participate. This motivation can sometimes translate into excessive performance-
oriented behaviors or addiction-like structures. Sjoblom and Hamari (2017)
analyzed live streams on Twitch and showed that the digital gaming experience
no longer belongs only to the players, but the audience also plays an active role,
creating a new form of digital socialization.

Jenkins (2004), while discussing digital games as cultural products shaped by
popular narratives in multimedia environments, put forward the concept of
“participatory culture”. According to him, players not only play games but also
interpret, reproduce and even transform the game world. This approach supports
the idea that games are not mere objects of consumption but a creative narrative
experience. This view brings narratological discussions, traditionally centered on
cinema and literature, to the field of games, making “narratology” an important
axis for the analysis of digital games. However, this approach has been in conflict
for many years with the ludology side, which emphasizes that games are
primarily systems based on rules and interaction. Today, it is seen that these two
approaches complement rather than exclude each other, and hybrid theoretical
frameworks are emerging in which games are evaluated through both narrative
and interactional dimensions.
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In parallel to this, recent research on understanding the player's experience has
considered games within the complex relational structures established by the
individual's cognitive and emotional processes. For instance, Taylor (2015), in
her study “Raising the Stakes”, examined how gamer identity is constructed in e-
sports environments and how gender roles are reproduced in this process.
According to Taylor, digital games do not only offer players a competitive space;
they also create a social identity construction environment that includes
psychosocial components such as performance, belonging, and recognition. Yee
(2014), in his study “The Proteus Paradox”, showed that participants can behave
in virtual environments in ways that they do not in real life, but over time their
virtual selves can affect their real selves. This reveals the long-term effects of the
gaming experience on the individual, especially when considered in the contexts
of identity development, self-efficacy, and belonging. Thus, gaming is not only
a means of instant gratification or entertainment but also a dynamic cultural
practice that can transform an individual's identity, emotional structure, and
social relationships.

Additionally, the study conducted by Nacke and Lindley (2010), one of the
studies on FPS games helped to better understand the psychological and cognitive
effects of the game. In the study, the “flow” and “immersion” experiences of
players during the game were evaluated with electrophysiological measurements.
Similarly, Drachen et al. (2010) examined the physiological responses of players
in FPS games, such as heart rate and skin conductance, and reasserted that the
intensity of the gaming experience is related to these biological indicators, with
results that overlap with previous studies in the literature (Nacke & Lindley,
2010).

MOBA-type games have also been examined in a similar way. Berga et al. (2023)
analyzed how the competitive nature of the game affects the physiological
responses of players by measuring the stress levels of “League of Legends”
players during the game. Furthermore, Kwak et al. (2015) examined the
prevalence of toxic behaviors in online team-based games and the effects of these
behaviors on players' social interactions. These studies have been helpful in
understanding how digital games shape not only individual experiences but also
social dynamics.

Life Satisfaction

Life satisfaction is broadly defined as the degree to which an individual who can
meet his/her physical, emotional, social, and mental needs perceives his/her
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quality of life and his/her own life positively (Diener, 1984). Life satisfaction is
a concept in which subjective evaluation is prominent and it draws attention as a
concept defined by many disciplines with their perspectives. However, it is seen
that these definitions underline the positive thoughts about the general quality of
one's life as a whole (Haybron, 2011).

Kapteyn et al. (2010) emphasize two points in their definition of life satisfaction.
The first of these two points is expressed as the existence of the basic conditions
necessary for life, while the second is stated as the implementation of a life that
the person can enjoy (Kapteyn et al. 2010).

In the recent past, increasing studies have drawn attention to the fact that life
satisfaction has a neurobiological basis. At this point, the reward system of the
brain, which is known from addiction research, stands out as a neurobiological
system that is frequently underlined by studies on life satisfaction. In addition,
studies indicate that emotion regulation mechanisms are also important in life
satisfaction and that life satisfaction is closely related to neurobiological
conditions (Kong et al., 2015).

Neuroimaging studies emphasize that there are several differences in individuals
with high life satisfaction. Based on the studies, it is stated that these individuals
have higher activation and stronger connectivity in brain structures such as the
ventral striatum and nucleus accumbens, which are associated with the brain
reward center (Heller et al., 2013).

On the other hand, researchers point out that the balanced release of
neurotransmitters such as serotonin and dopamine, which are known to affect
addiction neurobiology and emotional systems, has a positive effect on life
satisfaction (Heller et al., 2013; Kong et al., 2015).

METHODOLOGY
Research Design and Research Sample

This research is quantitative research. Relational survey methods were used in
the research.

The research sample consists of 104 female and 144 male university students
between the ages of 18-35 who have been studying at the associate and
undergraduate level, have been residing in Istanbul for the last 2 years, own at
least 1 personal computer or 1 game console, have played at least one digital
game for the last six months, and have spent 28 hours or more on digital games
per week for the last six months. The minimum sample size required for a
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meaningful result in the study was calculated by evaluating the results of similar
studies through the G*Power 3.1.9.7 program. Accordingly, it was concluded that
a total of 202 participants should participate in the study to obtain a meaningful
result.

The participants in our study play different types of digital games. When the
games played by the participants were analyzed, it was seen that the most
intensely played games were FPS games. 141 participants in the sample, i.e.
56.85% of the sample, mainly spend time on FPS games. FPS games are
productions in which the player plays through the eyes of a character and usually
have fast-paced action scenes and mechanics that require reflexes. Due to their
competitive nature, these games can significantly affect players' attention
processes, reaction times, and strategic thinking skills. The most played FPS
games in our sample include popular titles such as Call of Duty, Counter-Strike;
Global Offensive (CS: GO), and Rainbow Six Siege.

When the game preferences of the other players in the sample were analyzed, 64
participants stated that they play RTS games. This corresponds to 25.81% of our
sample. RTS games are generally competitive games that emphasize players'
resource management, strategic decision-making, and tactical development
skills. StarCraft and Total War series stand out among the most played RTS
games in the sample.

On the other hand, 17.34% play multiplayer online (MMO) and multiplayer
online battle arena (MOBA) games. Players in this group usually play games such
as World of Warcraft, Final Fantasy XIV (MMO), and League of Legends, and
Dota 2 (MOBA). MMO and MOBA genres allow players to engage in social
interaction; they are particularly notable for their teamwork and prolonged
gaming sessions.

Tools

First, the “Digital Gaming Addiction Scale for University Students” adapted into
Turkish by Hazar and Hazar (2019) and the “Adult Life Satisfaction Scale”
developed by Kaba et al. (2017) were used (Hazar & Hazar, 2019; Kaba et al.,
2017). The scales used are Likert-type scales.

The Digital Game Addiction Scale for University Students has three sub-
dimensions. These sub-dimensions are over-focusing and procrastination;
deprivation and seeking; and emotional change. The scales were administered
face-to-face to volunteer participants who were willing to participate in the study.
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Statistical Analysis

The statistical analysis of the study was carried out with the IBM SPSS 21
program. Correlation analysis and regression analysis were performed in the
statistical analysis of the study.

Ethical Permissions

This study was conducted with the permission of the ethics committee of Dogus
University with the number 2023/46. Informed voluntary consent was obtained
from all participants in the study. For the scales applied in the study, permission
was obtained from the researchers who developed and adapted the scales.

FINDINGS
Table 1

Correlation Analysis of Satisfaction with Life and Digital Game Addiction
Scales

Variable N Pearson p
Correlation

Life Satisfaction and Game Addiction 248 0.063 0.325

Focus and Procrastination Subscale 248 0.116 0.069

Deprivation and Search Subscale 248 0.302 0.014

Emotion Change Subscale 248 0.547 <0.001

p > 0.05, the relationship is not significant.

The correlation coefficient for the participants' responses to the Adult
Satisfaction with Life Scale and Digital Game Addiction Scale for University
Students was found to be r = 0.063 and p = 0.325. This result shows that there is
no significant relationship between life satisfaction and digital game addiction.

In the correlation analysis between the life satisfaction scale and digital game
addiction scales, no significant relationship was found in the focusing sub-
dimension of the digital game addiction scale, while a significant relationship
was found in the deprivation and emotional change sub-dimensions.
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At this point, in the correlation analysis between sub-dimensions, the correlation
in the focusing sub-dimension was found as (r = 0.116) and (p = 0.069). This
finding is close to the significance limit (p < 0.10) but not statistically significant.

The correlation relationship in the deprivation subscale was found to be (r =
0.302) and (p = 0.014). Here, a significant relationship is observed (p < 0.05).
This statistically significant relationship indicates that there is a relationship
between digital game withdrawal and life satisfaction.

The emotion change correlation relationship of the digital game addiction scale
was found to be (r = 0.547) and (p < 0.001). This finding is expressed as a
statistically significant and strong relationship. This result indicates that the
emotional effects of digital games play an important role in life satisfaction.

Table 2

Multiple Linear Regression Analysis

R R Square Adjusted R Square SD

0.144 0.021 0.009 5.09695

p > 0.05, the relationship is not significant.

In the multiple regression analysis, the three sub-dimensions of the digital game
addiction scale and the life satisfaction scale for adults were examined. The
statistical analysis explains 2.1% of the variance in life satisfaction (R? = .021,
Adjusted R? = .009). This low R? value indicates that digital game addiction has
a limited effect in explaining life satisfaction.).

Table 3

ANOVA Analysis
Model SS df MS F p
Regression 134.490 3 44.830 1.726 0.162
Residual 6338.848 244 25979 1.726 0.162

6473.339 247

p > 0.05, the relationship is not significant

Research Article- Submit Date: 17.12.2024, Acceptance Date: 15.04.2025 279
DOINO: 10.17932/TAU.EJINM.25480200.2025/ejnm_v9i2006
Copyright © e-Journal of New Media



e-Journal of New Media / Yeni Medya Elektronik Dergi — eJNM
ISSN: 2548-0200, May 2025 Volume 9 Issue 2, p.266-288
Research Article

Anova analysis to assess the overall significance of the regression model showed
that the model was not statistically significant (F(3, 244) = 1.726, p = .162). This
finding indicates that the sub-dimensions of game addiction, namely emotion
change, withdrawal, and focus, did not as a whole predict life satisfaction in a
significant way. However, a small portion (134.490) of the total variance
(6473.339) was explained by the regression model, indicating the presence of
significant results in the sub-dimensions.

DISCUSSION

In the correlation analysis, no direct significant difference was found between
life satisfaction and the game addiction scale. This situation emphasizes that there
is no statistically significant relationship (Table 1) However, a significant
correlation was found between the sub-dimensions of the digital game addiction
scale and the life satisfaction scale (Table 1). The findings show that the habit of
playing digital games should be considered. It also indicates that a relationship
between excessive digital game-playing behavior and different variables in
different sub-dimensions may be possible (Table 1).

When the results in the sub-dimensions of the study are examined in more detail,
it is statistically seen that deprivation from digital game-playing behavior affects
life satisfaction (p < 0. 014). At the same time, this finding supports that the life
satisfaction of individuals who are deprived of digital games increases when they
start playing digital games again. Indeed, this result supports the potential role of
the brain reward circuit in digital game-playing behavior, which has been
underlined in previous studies on behavioral addictions (Kuss & Griffiths, 2012).
At the same time, this result emphasizes once again in the light of statistical
results that gamers who play digital games for long hours, which constitute the
sample of this study, show withdrawal symptoms when deprived of digital games
(Table 1).

The statistically strong and significant result (p < 0.001) in the emotional change
sub-dimension in Table 1 indicates the existence of a positive relationship
between digital games and emotional processes. This result supports the results
of Granic et al.'s study emphasizing the benefits of video games (Granic et al.,
2014). In addition, this statistically obtained result (p < 0.001) emphasizes that
emotional states can change significantly concerning the duration of playing
games and the level of addiction, thus affecting life satisfaction (Table 1).

The participants in the sample of this study spend 28 hours a week on digital
games. However, from the results of the study, it is seen that the participants
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obtained satisfaction as they played games and their life satisfaction increased in
the face of this satisfaction (Table 1). Therefore, as stated in the literature, this
situation indicates a cyclical process in which individuals with low life
satisfaction will play more games to achieve more life satisfaction (Kuss et al.,
2012).

In a study conducted by Kardefelt-Winther, it was reported that individuals with
low psychosocial symptoms were more prone to excessive digital gaming to
escape from the stress of daily life. Our study is similar to the study conducted
by Kardefelt-Winther in this respect (Kardefelt-Winther, 2014). Participants in
our study reported the positive effects of digital gaming through the emotion
change subscale of the digital gaming addiction scale. Therefore, according to
the statistical result, it is thought that the participants in our study play digital
games to be emotionally satisfied and consequently increase their satisfaction
with life (Table 1).

The results obtained in Table 1 also suggest that digital games can be used as a
means of stress relief and relaxation in the short term, as stated in the study of
Lemmens et al. In the same study, it is emphasized that long hours spent on
digital games will negatively affect life satisfaction in the long term (Lemmens
et al., 2019). However, in our study, no direct relationship was found between
life satisfaction and problematic gaming habits (Table 1). In this respect, our
study differs from the study of Lemmens et al. (Lemmens et al., 2019).

On the other hand, in the study conducted by Lemmens and colleagues, it was
stated that the long hours spent in digital games may provide social interaction
and entertainment in the short term, but in the long term, it may reveal
pathological game-playing behavior. In our study, the long-term effects of this
situation are seen in the deprivation and seeking sub-dimension in Table 2. The
statistical findings in the deprivation and seeking sub-dimension of the digital
game addiction scale used in our study support the study of Lemmens et al.
(Lemmens et al., 2011).

In a study conducted by Blasi et al., it was reported that some gamers use video
games to cope with negative emotions. The strong and significant statistical
relationship (p < 0.001) in the emotion change sub-dimension of digital game
addiction found in our study supports the statement made by Blasi et al. (Blasi et
al., 2019). This potential effect of digital games on emotion change supports the
process in the brain reward system emphasized by Kuss and Griffiths. This
underlines the potential relationship between digital games and the development
of behavioral addiction (Kuss & Griffiths, 2012).
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The focusing sub-dimension did not show a significant relationship (p = 0.069),
suggesting that this dimension did not have as significant an effect as the other
sub-dimensions. However, it suggests that this sub-dimension may also have a
significant effect in studies with larger samples (Table 1).

The multiple regression analysis conducted in this study showed that there was
no statistically significant relationship between the variables (F(3, 244) = 1.726,
p = .162). This finding contradicts the findings of Lemmens et al. (2011) that
pathological gaming may negatively affect life satisfaction. However, Kardefelt-
Winther (2014) supports the positive effects of game-playing behavior (Table 3).

It is seen that the results of our study are consistent with the findings of Granic
et al. regarding the potential benefits of video games. In this study, the positive
results of digital-based games for some individuals in terms of stress-coping
mechanisms were pointed out (Granic et al., 2014). However, the low R? value
(.021) in our study indicates that life satisfaction may be affected by many factors
other than game addiction. These findings support Kuss and Griffiths'
multivariate structure of internet game addiction (Kuss & Griffiths, 2012).

In the findings of our study, participants who played FPS games (141) constitute
the majority. It is thought that the participants of these FPS games, which require
competition and strategic thinking, experience a higher emotional interaction.
This coincides with studies in the literature examining the link between digital
game addiction and reward mechanisms in the brain. Especially FPS games are
known to cause sudden stimulation in the dopaminergic system due to their
structure which requires instant decision-making and reflexes (Koepp et al.,
1998). The contribution of digital games to the increase in life satisfaction found
in our study reveals the necessity of addressing digital game addiction not only
with playing time but also with the type of game and the motivations of the
players. In this respect, it is thought that it would be useful to examine the
correlations between game types and even specific games in more detail in future
studies for more detailed analyses.

Digital game addiction is shaped not only by individual psychological factors but
also by sociocultural and economic factors, and our study has results that overlap
with studies in the local literature in this respect (Altiok, 2021; Satilmis et al.,
2023). In the context of Turkey, it is seen that economic difficulties and social
isolation are some of the main factors that lead individuals to games. The
positioning of games as a low-cost means of entertainment and especially the fact
that online games offer social interaction may cause individuals experiencing
economic difficulties to spend more time on games. In our study, the fact that the
relationship between playing time and life satisfaction was not directly
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significant, but certain relationships were found in sub-dimensions indicates that
the effects of digital games on individual satisfaction should be evaluated in a
more complex framework. In this context, it is thought that a detailed
examination of the factors associated with game addiction in individual, social,
and economic dimensions will contribute to the development of more effective
policies in the fight against addiction.

The potential contribution of digital game addiction to life satisfaction found in
our study overlaps with the study conducted by Granic et al. (2014) and sheds
light on the beneficial aspects of digital games. In this respect, our study draws
attention to the fact that digital game addiction should not be considered only as
a pathological process.

Based on the results of our study, it is thought that digital games can be
considered as a functional mechanism to meet the psychological needs of
individuals and that games can have positive psychosocial outcomes under
certain conditions. Indeed, in our study, the significant relationship between the
emotional change subscale and game addiction indicates that games can directly
affect individuals' emotional states. However, considering the long-term effects,
how sustainable this interaction is and its long-term consequences on individuals'
life satisfaction need to be further investigated. In a broad assessment, the fact
that digital games are both an entertainment tool and a potential risk factor shows
that studies in this field should be addressed with a multidimensional approach.

In conclusion, our study shows that there is no direct relationship between digital
game addiction and life satisfaction. However, significant results were found in
the correlation analysis performed with the sub-dimensions of the scales. At this
point, it shows the positive effects of digital games on life satisfaction in a
concrete way, however it is possible to see the potential for reversal of these
effects in the long term in the correlation reached in the sub-dimensions.
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