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Oz

2000’lerin basindan beri, web 2.0 uygulamalarinin yayginlasmasi ve siyasal iletisimde
kullanilmaya baglanmasi, siyasal kampanya stratejilerine yenilik getirmistir. Ozellikle
sosyal aglar; katilima izin veren yaklasimlar1 ve kullanici kaynakl icerik paylasimi,
cevrimici dayanisma, sosyallesme ve ag olusturma imkani sunmalar gibi 6zellikleriyle,
alanda gittikce merkezilesen bir konum elde etmislerdir. Twitter diinya genelinde temel
cevrimici kampanya araci konumundadir. Bu calisma, 24 Haziran 2018 tarihli
Cumhurbaskanligi Secimleri 6rneginin incelenmesiyle, secim kampanyalarinda Twitter
kullanimuyla ilgili literatiire katki saglamay1 amaclamaktadir. 5 Mayis - 25 Haziran tarihleri
arasinda, alt1 adayin Twitter kampanyalari, icerik analizi ve kelime bulutu yontemleriyle
analiz edilmistir. Cumhurbaskanligi adaylarinin isimleriyle yurutilen onaylanmis
hesaplarin tweetlerinden hareketle yapilan icerik analiziyle, Twitter'1 hangi islevlerle
kullandiklari belirlenmis; kampanyalarda sik vurgulanan kavramlar kelime bulutu
yontemiyle gorsellestirilerek tartisilirken; etkilesim ve ag olusturma etkinlikleri de retweet,
begeni, favori gibi icerik unsurlar: kullaniminin karsilastirilmas: yoluyla incelenmistir.
Toplam 2186 tweetin analizi, camhurbaskanligi kampanyalarinin sloganlarinin Twitter
kampanyalarinda da merkezi bir yere sahip oldugunu; adaylarin Twitter'da kampanya
etkinliklerini duyurma islevine odaklandigini; Twitter'in @mention, cevaplama,
retweetleme ve sik kullanilanlar olarak isaretleme gibi etkilesimli ozelliklerinden sinirli bir
bicimde yararlanildigini gostermistir. Adaylarin takipci sayilarinin kampanya siiresince
tutarli bir sekilde artmasina ragmen, se¢cmenlerle etkilesim oranlari ise distk kalmistir.
Calisma sonucunda, Turkiye’deki siyasi aktorlerin Twitter'in diyalog potansiyelini
kullanmak yerine kampanya faaliyetleri ve siyasi diistincelerini iceren 6zgun tweetler
yayinlamak yoluyla Twitter’ hiyerarsik bir iletisim araci olarak kullandiklarim soylemek
mumkin gorilmektedir.
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Abstract

The emergence and use of web 2.0 technologies innovated political campaign strategies,
since the beginning of the 2000s. Especially social networks, with the possibilities of
participation, sharing user-generated content, online solidarity, socialization and
networking that they offer, became dominant in the field. Twitter seems to be the main
online political campaign tool worldwide. This study aims at contributing to the literature
on Twitter usage in election campaigns, with the case study of Turkish Presidential
Elections of June 24, 2018. Twitter campaigns of six candidates, between May 5-June 25,
were analyzed with a combination of techniques including content analysis and world
cloud. The content analysis based on the investigation of tweets posted from verified
Twitter accounts with the name of the candidates is used in order to determine which
functions of Twitter are used most and to compare interaction and networking activities of
the candidates. Besides, frequently used concepts are discussed by means of wordcloud.
The analysis of a total number of 2186 tweets shows that, presidential campaign slogans
have a central place in Twitter campaigns too; that the candidates focus on the function of
announcing their campaign activities, and that the usage of interactive features such as
@mention, reply, retweet and marking as favorites is limited. Although the number of
followers of each candidate increased consistently during the campaign period, interaction
rates with the voters were low. As a result of the study, it is possible to say that political
actors in Turkey, use Twitter as a hierarchical communication tool, by posting mainly
original tweets on their campaign activities and political thoughts; rather than using its
dialogical potential.
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